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Wealth Management & Private Banking  
Thursday 15 June 2017 

The Lanesborough Hotel, Hyde Park Corner, London SW1X 7TA 

THE SUBJECTS BEING TABLED FOR DISCUSSION 
 
The following subjects are being tabled for discussion in the roundtables at the Meeting of Minds. You will be 
able to join three of these sessions. You are invited to prioritise your six preferred topics with 1 being the 
subject about which you are most passionate.  
 
The roundtables take place in a private room with, typically, some 15 people around the table. Tent cards are 
set out to make it easy to identify your peer group. The sessions are introduced by an expert in the subject. 
This introduction will last usually about 10 minutes before the conversation is opened up to the table, the goal 
being to ensure that everyone gets stuck in! The session facilitator will aim to bring the session to a conclusion 
highlighting the key points raised.  
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YOUR CLIENTS 
1. CLIENT ENGAGEMENT: THE SECRET TO A LONG AND HAPPY 

RELATIONSHIP  
The secret to growth and success in wealth management is simple: attract and retain profitable 
clients. But achieving that is not so easy in an age of digital disruption, intensifying competition and 
rapidly evolving service expectations.  
 
The key to developing fruitful, long-term relationships lies in improving client engagement. Appealing 
to the younger generation of current and ‘future wealthy’ clients and prospects, while still resonating 
with the older guard, will be crucial to wealth managers’ long-term growth and profitability. 
 
That means giving clients more of what they want, when they want it: 
 
• Faster and easier onboarding processes. 
• Rapid and responsive access to and interactions with their adviser. 
• On-demand access to a broad range of self-service capabilities, including trading and investment 

management tools. 
• A highly customised experience offering real-time financial information on their device of choice, 

anytime and anywhere. 
• Personalized, easy-to-digest communications that address their needs, concerns and interests. 
 
In this session, we will discuss how improving service collaboration, interaction, speed, flexibility and 
responsiveness will lead to a richer, more satisfying client experience—enabling wealth management 
organizations to attract new prospects, stay relevant to clients and grow their business. 
 
Expert: Advent 

2. A SOLUTION FOR THOSE CLIENTS YOU CANNOT COMMERCIALLY 
AFFORD TO WORK WITH?  
You have segmented your client base and decided at what level it becomes commercially 
unacceptable to maintain a relationship.  
  
What can you do? Write them a nice letter and introduce them to your friendly robot? Suggest they 
pop along the high street to see the local teller? Or team up with your fellow distributors to put 
together an aggregated solution which is affordable and which means you retain the relationship for 
when they become more attractive?  
 
This session will explore the options. Anyone feeling like being a team player?   

 

3. IS YOUR SEGMENTATION APPROACH “AGEIST” OR SIMPLY ABOUT THE 
MONEY? HOW DO YOU IDENTIFY YOUR CLIENTS OF THE FUTURE…   
• As the Baby Boomers move into retirement or later life living or whatever ghastly euphemism 

you want to use, are you ensuring that your relationship now extends to the rest of their family? 
Are you involved in estate planning? Are you cosying up to the next generation? Do you treat all 
your clients as “families”? Who is doing this well? 

• We feel there has been a lot of focus on the Millennials (or Generation Y) i.e. those born 
between 1977 and 1995. The Baby Boomers are hopefully already organised – so what about 
Generation X? Noone seems to think about them – they are the 40s – 50s. And then there are 
those just turning 20…  They are apparently called Generation Z, the iGen or centennials.  

• It is probably worth turning up just to ensure you know your generations…   
• But are we too hung up on age brackets …  how about a look at tribes? Or is your segmentation 

approach simply all about the money?  
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INVESTMENT STRATEGY 
4. SRI – WHAT WILL YOUR CLIENTS DEMAND IN THE FUTURE AND WHERE IS THE 

BUSINESS OPPORTUNITY FOR YOU? 
• The client of tomorrow will demand more from their investments. Strong investment 

performance is clearly one facet, however having an impact and an understanding of how their 
capital is used to propagate change will soon become the norm. Developing a leading SRI 
proposition is therefore a great business opportunity. Can you afford to be behind the 
competition on this? 

• We all rely on the conventional measure of economic progress, Gross Domestic Product (GDP), 
but we need to go deeper and understand the changing dynamics of that growth. We need to 
identify and understand the long-term trends that are changing the global investment landscape 
and creating significant growth opportunities for investors.  

• The UN’s Sustainable Development Goals (SDGs) are a set of 17 high level global development 
targets that address some of our most pressing concerns, such as ending poverty and providing 
universal access to water, sanitation and education. However, companies which are aligned with 
them are likely to be more successful precisely because they will be providing people with what 
they want more of. This explains why the SDGs are relevant to investors looking to find strong 
long term returns. 

• ESG is simply proper analysis and should soon be naturally embedded in the assessment/analysis 
process for all investments. 

• The European Social Investment Forum’s (Eurosif) most recent study validated this increasing 
interest on behalf of retail investors and particularly millennials. It also highlighted these new 
investors’ willingness to become both active and vocal thereby highlighting the relevance of 
stewardship. Peter Michaelis, Head of Sustainable Investment at Liontrust will share the findings 
of this research. In addition, he will lead the discussion as we seek to understand which approach 
to adopt: thematic, best in class, impact or ESG?  

 
Expert: Liontrust  

DIGITAL 
5. THE DANGERS OF CYBER-CRIME ARE BECOMING EVER MORE REAL.  

HOWEVER MAYBE YOU SHOULD BE DOING A BIT OF A DONALD 
RUMSFELD AND THINKING ABOUT THE UNKNOWNS THAT YOU DON’T 
YET KNOW ABOUT! 
• As questions are raised around the veracity of the US election result, and your appointment at 

the local GP gets affected – the cyber threat is now mainstream.  
• You may feel your firm is well-protected but don’t get complacent! Cyber criminals are working 

on new techniques for getting through the security of organisations, including yours. They are 
doing this so that they can cause damage, access sensitive data and steal intellectual property. 
They are becoming more sophisticated and harder to defeat and as old sources of cyber threat 
fade, new sources will emerge to take their place.  

• This session will presume that you have the foundations in place, that your cyber security is 
dynamic and better aligned and already integrated into key business processes. It will instead 
address the real opportunity which comes from getting ahead by focusing on the unknowns – the 
future and your business’s broader ecosystem.  

• You can start building capabilities before they are needed and begin to prepare for those 
unknown threats which you don’t yet know you don’t know about …  

 
Expert: EY  

6. OPTIMISING THE BIG THREE – DATA MANAGEMENT, CLIENT 
EXPERIENCE AND COSTS 
Wealth managers of all sizes are facing similar challenges… Pressure to provide competitive fees, 
increasing costs, inefficient legacy systems un-scalable with evolving client demands, inabilities to 
understand increasing volumes of data and ever-rising stakeholder expectations. 
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This session focusses on the potentials of commoditising the middle-office to enhance every corner of 
the wealth management firm. 
 
• Is that a map of the London Underground or your operational workflow? (We have examples!) 
• Are legacy systems experiencing data paralysis or inflexibility to evolve with client demands? 
• How can you maintain oversight on ever expanding processes, data inflows and requests through 

client differentiation? 
• Why is data management and portfolio analytics a driver for real innovation? 
• Avoiding ‘Fake Digital’ – how to deliver a true self-service model for all stake holders? 
• Can this all be achieved without breaking the bank? 

 
Well those are the headlines, this session will take a look at the detail and how you can maximise 
your technology investments to reduce costs, enhance process and deliver real innovation to clients.  
  
Expert: StatPro 

7. TALKING PRODUCTIVITY – HOW DO YOU CUT THROUGH THE NOISE 
AROUND THE DIGITAL REVOLUTION IN FINANCE TO DRIVE 
EFFICIENCY THROUGH YOUR CLIENT INTERACTION? 
In a time of significant technological and digital disruption, this session will consider: 

 
• What your clients might value from a digital interaction and how it can enhance the client-adviser 

relationship rather than replace it. 
• From radical reinvention and transformation to improving how you currently do business, what 

can you learn from business-model disrupters, process innovators, and technology start-ups to 
help you improve how you do business?   

• How can you harness digital innovations to create a culture that leads to competitive advantage 
and transformative difference for your business?  
 

Expert: Multrees Investor Services 

8. ARTIFICIAL INTELLIGENCE, ROBOTICS, BLOCK CHAIN – WILL THESE 
DISRUPTIVE TECHNOLOGIES LEAD US TOWARDS DYSTOPIA OR 
UTOPIA?  
In 1903, the president of the Michigan Savings Bank infamously said "The horse is here to stay, but the 
automobile is only a novelty – a fad".  So do robotics, artificial intelligence and block chain make up a 
splendid string of horses or are they more likely to be found in a car park? 
 
This session will seek to answer your questions. Is artificial intelligence really just machine learning? 
Will robotics make a lot of today’s jobs redundant? Or will they take on the role of carer as we get 
older? Driverless cars? Electric cars? What are the implications for society? Dystopia or utopia?  
 
Expert: EY  

9. HOW TO BE A DIGITAL WINNER 
“It is counterintuitive but as you go up the wealth scale, tech engagement increases because it saves time.” – 
a wise delegate at the previous Meeting.  

 
• Trust and the personalised and sophisticated nature of advice pose formidable entry-barriers for 

tech-challengers and arguably make the value proposition “undeliverable on line”.  
• The rigid culture and mindset of traditional wealth managers could pose obstacles to innovation 

in this area. 
• Technology should be regarded as a means of augmenting the value proposition, rather than a 

replacement of personal contact and advice.  
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• Changing customer expectations might require collaboration with tech companies. 
  

“If I am going to have an operation I want the surgeon to use a state-of-the-art machine. It does not make the 
skills of the surgeon redundant, but rather reinforces them and leads to a better result.” There were a lot of 
wise delegates at the last Meeting.  
 
Expert: BlackRock iShares  

RULES AND REGULATIONS  
10. THE GENERAL DATA PROTECTION REGULATION (GDPR) – UNDER A 

YEAR AWAY! 
• This regulation marks a significant step up in wealth managers’ data protection requirements with 

many firms not yet appreciating the significant impact it will have on their operating models. 
• Penalties for failure under GDPR are also significantly higher with fines of up to 4% of turnover 

for firms that suffer a security breach.  At the last Meeting it was pointed out that under GDPR, 
Tesco would have faced a fine of £1.9bn for its security breach. 

• Organisations have until May 2018 to understand the implications of GDPR and identify the gaps; 
assess its impact and design/implement an action plan; and ensure and demonstrate the 
effectiveness of your data protection improvement program.  

• This will be a start.  
 
Expert: Farrer & Co 

11. INVESTOR PROTECTION – WHERE DO YOU DRAW THE LINE? 
With a focus on costs and charges this session will consider the debate around transparency and 
disclosure. The FCA have recently stated that they continue to be ‘unhappy’ with the level of 
disclosure in the industry specifically around costs and charges with 47% of firms not meeting 
requirements. How do firms attempt to meet requirements without causing information overload for 
their clients. 
 
Expert: SEI Wealth Platform, UK 

YOUR BUSINESS MODEL 
12. ARE YOUR CLIENTS DRIVEN BY RETURNS OR FEES? WHERE DO THEY 

PERCEIVE VALUE?  
This session will take a detailed look at charging structures and examine how clients react to different 
approaches.  
 
• Where are the pressure points of fees? 
Referring to research conducted prior to RDR, we want to discuss the minimum and maximum fee 
tolerances that wealth managers and advisers have and how they are changing.  
• How can wealth managers deliver value to their end clients while maintaining 

margin?   
Referring to the FCA market study, we want to discuss the value of different investment vehicles 
based on expected returns and fees. 
• How do wealth managers blend different levels of alpha, beta and the in-between?  
Considering the full spectrum from discretionary to systematic to entirely passive fund management, 
how do clients react to these different approaches and how can they be best explained?    
• Has RDR affected investors’ choice of investments?  
Many expected an immediate boost to ETF assets post RDR, but what are the real drivers of 
investment vehicle choice?  
 
Expert: BMO Global Asset Management 

13. IS EVERYTHING “BRAND NEWS”? STEPS YOU SHOULD BE TAKING TO 
ENSURE YOUR BUSINESS REPUTATION DOESN’T GET DAMAGED.  
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• Cyber-attacks, fake news, the Panama Papers, rogue employees, regulatory slip ups – how easily 
can your brand be damaged and what steps must you take to protect your company's hard 
earned reputation? 

• Beyond our own loyal clients, the collective brand and reputation of the Wealth Management and 
Wealth Structuring industry is often misunderstood, misrepresented (by the press) and most 
certainly undervalued.   Does this restrict out collective influencing power (with, for example, 
politicians) and is there anything we can do about this?   

• Then, closer to home, how do you measure your brand value?  Do you seek client feedback?  Do 
you appreciate exactly what you are protecting and from what? Our expert will set out the risks 
you face in protecting your brand reputation: cyber-attacks; fake news or perhaps more politely 
put, misleading journalism; social media attacks; rogue employees publishing your data; even 
regulatory risks…to name just a few!   

• Then they will set out some ideas on what you can do to protect against these risks and how you 
might go about recovering the situation should things go belly up! 

 
Expert: IWI  

FOR YOU PERSONALLY  
14. CLEARING YOUR MIND 

An opportunity to gain clarity of mind on the most important issues for you right now - both 
business, personal and career - through structured dialogue with a human dynamics specialist. The 
session will be individual and highly bespoke and will last fifteen minutes.  
 
Expert: Paradox  

 
 
 

Thank you for reading so far! If you have any thoughts on the above or would like to add your own 
suggestions, do please call Evie Owen on 01483 862692 or email evieowen@owenjamesgroup.com. 
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