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Survey on Survey on Wealth 
Management in the New 
World
Are we emerging, albeit extremely tentatively, from global 
lockdown, or are many of the leading economies on the cusp 
of new lockdowns? In Asia, will some semblance of normality 
return by the end of 2020, or, as appears more likely, will 
we all need to wait until sometime in 2021, or until workable 
vaccines materialise? Those are imponderables, but what is 
becoming clearer is that, in practical terms, conducting the 
wealth management business will likely not be the same for 
some time to come, and a new normal could well mean that 
remote communication and transacting with Asia’s private 
clients – from the mass affluent to the ultra-high-net-worth 
– is here to stay for the foreseeable future. Hubbis, along 
with our exclusive partner for this endeavour, CREALOGIX, 
recently conducted a survey titled ‘Wealth Management in 
the New World’ to explore the current and potential post-
pandemic environment, gauging the digital health of the 
incumbent private banks and other financial institutions 
to determine their ability to survive and thrive in wealth 
management in the years ahead. Has the use of digital 
identity applications eased and speeded up the remote KYC/
onboarding process for clients? And at the same time, is it 
meeting practical cyber-security and privacy challenges, as 
well as compliance requirements? Has the wealth community 
embraced and absorbed digital tolls and enhancements 
well enough to really enable them to truly deliver products, 
solutions and advice remotely, and what needs to be done 
amidst the ongoing social distancing demands to adapt 
platforms to the potential landscape of the post-pandemic 
world? Are the wealth management providers coping best 
with the wealthiest clients who are already embedded in 
relationships, while perhaps struggling to win new wealthy 
clients and new mass affluent customers?
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The Covid-19 crisis has and 
will continue to impact and change 
the way the wealth management 
process is conducted, not just 
for retail clients, but the full 
spectrum of client segments, 
including UHNW. Clearly, like 
most industries, digital and 
particularly cloud solutions 
will be prerequisites. However, 
the investment and advice 
workflows will also need to change 
significantly with both the end 
client and the RM being given more 
tools to support the advice process.

Step one – get it right 
from the start
As the world will not be the 
same after the pandemic, the 
right digital strategy is even 
more crucial to the survival of 
businesses. Financial institutions 
and banks must be innovative 
and accelerate their digital 
transformation to enhance their 
end customer proposition and 
stay ahead of their competitors.

There is a well-acknowledged Asia-
wide acceleration of digital solutions. 
This is, or at least it should be, a 
further evolution and acceleration 
along the digital journeys already 
underway, it should not be actually 
a sudden or entirely unexpected 
revolution. The path towards 
digitisation has been clear for some 
years already; it is simply a question 
of the pace and effectiveness with 
which this is embraced. 

Refining the mission(s)
The question today is certainly 
no longer if digital is top of 
every wealth manager’s strategic 
agenda, but rather how far can 
digital tools be leveraged to 
strengthen their value proposition 
and deliver the optimal customer 
experience to their clients.

Where precisely along this chain 
will digital solutions be in even 
greater demand in the months and 
years ahead? How are the banks 
improving their digital platform 
and capabilities? How can banks 
and wealth managers serve the 
mass-affluent segment better and 
improve the proposition? How must 
they evolve their operating model? 

What’s their strategy to build the 
wealth business? How can they 
increase profitability and reduce 
cost? How can they build digital 
solutions that see the clients’ needs 
first and then work backwards from 
there to implement the optimal 
outcomes for all parties? Can the 
local players, boosted by digital, 
compete more effectively against 
leading international banks and firms? 
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The replies were emphatic, as were the associated comments 
– the pandemic has both accelerated the engagement with 
digital solutions and upscaled their importance for the 
banks and wealth management firms. Interestingly, those 
who reported little change tended to work within those 
organisations that were deeply engaged with their digital 
transformation journeys. 

DID ANYTHING CHANGE WITHIN YOUR ORGAN-
ISATION REGARDING THE PRIORITISATION OF 
DIGITAL PROJECTS? 

The Survey Findings in Brief

72%

6%

Yes 

No 

Not much 

22%



The current immersion in remote 
working, virtual events in the 
form of webinars, and socially 
distant connections to colleagues 
and clients are, many would 
argue, an expedited version of 
a trend to a new norm that had 
pre-existed this virus, as financial 
institutions adapted to deliver 
financial services to as broad a 
demographic as possible, and as 
seamlessly as they can, focusing 
both on internal efficiencies and 
the end-user experience. 

There are several underlying 
necessities that can be considered 
crucial in this new norm and vital 
as part of the digitalisation agen-
da. One need is around driving 
the mobility of communication to 
customers, whilst another is about 
allowing the financial institutions 
the flexibility and predictability 
they need to operate in an eco-
system and thereby providing the 
ability to interact and to achieve 
full interoperability.

Bringing the new 
normal to the door
What the pandemic has done is, 
therefore, to bring a new normal 
nearer by accelerating what has 
already been ongoing from the 
transformational and technological 
perspective. And it is not just about 
adopting technology, it is also 
about the cultures and mindsets 
of institutions, to ensure that the 
industry understands what they 
are trying to achieve and that 
they are able to fully operate in 
the forthcoming environment, by 
constantly digitalising for the future. 

In other words, a vital key is the 
corporate culture and mentality 
- suddenly the leaders of the 
private banks have been forced 
almost overnight to more clearly 
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AS A RESULT OF COVID-19, WHICH SEGMENT OF 
CLIENTS MIGHT BE PARTICULARLY AT RISK OF 
NOT RECEIVING THE WEALTH MANAGEMENT SOLU-
TIONS THEY NEED? 

It is surprising on the surface that the replies suggest that the 
easiest transition during the pandemic has been for the HNW 
and UHNW clients. However, on mining deeper into the replies 
and the comments sent in, it appears that to some extent the 
global business travel hiatus has actually afforded more time for 
both those wealthy clients and their bankers to ‘meet’ via video 
calls or other more traditional modes of communication. And 
that is perhaps why the respondents believe that it is the mass 
affluent market that is most at risk of not obtaining the wealth 
management service and solutions they require; for this growing 
segment of wealth in the region, their initial steps will often be 
to connect via bank branches to local officers, before conducting 
most of their activities online. 

Moreover, the mass affluent segment is precisely that – ‘mass’, so 
the banks and other providers are continually trying to reach out 
to such clients, bring new mass affluent customers into the fold, 
but with hurdles to the initial meets and difficulties regarding 
remote onboarding, KYC and so forth, there are naturally major 
impediments. Meanwhile, we also know that the HNW and UHNW 
clients were very largely already onboarded and embedded with 
their banks and their independent wealth management firms 
(IAMs) , whereas the pandemic has made it very difficult to build 
new relationships from the ground up from amongst these two 
upper categories of wealth management. 

67%19%

14%

Mass-affluent 

HNW 

UHNW 



see the challenges in full focus for 
themselves, and as a result are 
more clearly realising the true value 
to be attained at the end of this 
process, even if it is still painful to 
reach that point.

Seeing the opportunities
Then it becomes more about how 
to capitalise on the virus-enforced 
environment today and to make sure 
that once we all advance into what 
will be the new normal of the post-
pandemic environment, that they 
do not go back to the old normal, 
that they make sure they continue to 
build their digital infrastructure, keep 
focusing on internal enhancements 
of processes, skills and capabilities, 
and keep a laser-guided focus on the 
end client and their evolving needs 
and expectations.

To achieve some or all of these 
goals, the banks must have the 
infrastructure required to support 
a digital transformation of the scale 
required, and also a clear vision in 
place for the journey, which cannot 
take place overnight, it takes time. 
Many of those we pooled here 
also believe that there had, in any 
case, long been a huge need to 
accelerate and broaden digital 
transformation.

Leaders by example
Some were well advanced, well 
before the pandemic hit. Those 
banks and organisations that have 
been systematically upgrading 
their infrastructure, their API 
layers, their database systems, 
creating microservices that can 
be reused much more effectively, 
no matter what the form factor, 
whether it is on the phone, 
whether it is on a smart-watch or 
whatever the form factor might 
be, it is those organisations that 

have been consistently investing 
in the modernisation of the 
technology stack, so it is they 
who when the virus struck had a 

greater ability to accelerate their 
digital transformation than any 
organisations starting late, or worse 
still, starting right now.
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DO YOU THINK A DIGITAL ADVISORY PLATFORM 
COULD HELP WEALTH MANAGERS TO STAY IN 
TOUCH AND ENHANCE THE COMMUNICATION WITH 
THEIR HNW AND UHNW CLIENTS, ESPECIALLY DUR-
ING THIS COVID-19? 

The replies here and the associated comments sent to us 
highlight that digital advisory and remote relationships can and 
do work for the HNW and UHNW client community, even though 
it is remarkably difficult to build new client relationships. That 
is why a good number of respondents are not overly dismayed 
with the current situations, especially as these clients, typically 
highly mobile and well-travelled for work and family life, have 
more time since the pandemic hit to communicate with their 
bankers and advisors, and are also more focused on wealth 
protection, portfolio re-allocation, as well as estate and legacy 
planning, somewhat understandably during a pandemic. It is 
worth noting however that 11% reported their HNW and UHNW 
clients to be challenged by digital engagement – largely the much 
older clients – and another 11% said that personal contact to 
these clients is truly essential, and again this tends to be for the 
older generation clients who have perhaps for some decades 
been used to the personal touch in all aspects of their working 
and life/wealth planning spheres. 

Yes, urgently needed 

Yes, as a supplement to personal contacts 

Yes, but HNW and UHNW are not yet tech-
savvy enough 

No, personal contact is key for these 
customer segments 

15%

63%

11%

11%



Your battle to win or lose
Technology architecture is a 
long-term build; it is far from a 
quick fix. For anyone that is well 
behind the curve, this crisis has 
been a real wake-up call. For any 
of the incumbent banks who are 
behind the curve, they must be 
ready for the new age; the battle is 
essentially theirs to lose. 

Yet for those who are ahead of the 
game of true digital transformation, 
they have been able to dramatically 
upscale digital connectivity, remote 
advisory and remote transactions 
across the board for all categories 
of their private clients. 

The agility of some of these 
forward-thinking incumbent 
players, their ability to continually 
boost their digital offerings and 
expertise has been years in the 
making. There have been large 
banks in Singapore that have 
been showing their peers the way 
forward, with a deep embrace 
of innovation and a profound 
cultural engagement of digitisation 
throughout every nook and cranny 
of their infrastructure and DNA. 

Seeing the continuum of 
wealth management 
The digital revolution also needs to 
take place right from the start of 
the client relationship. Digital iden-
tity solutions, for example, help 
significantly with remote onboard-
ing without the need for people to 
walk into an office. There are or 
course hurdles and pitfalls on the 
road to achieving this seamlessly, 
but as long as the financial institu-
tions adjust to this new reality, with 
very rigorous rules around digital 
signatures, remote onboarding can 
take place. 

Due to Covid-19 hindering the 
face-to-face aspect of the wealth 

management experience, an effec-
tive all-in-one platform for easy ac-
cess by clients is an absolute must. 
As such, these banks will need to 
adjust their corporate mindset to 
cope with a smooth transition to 
a digital focus. It is vital to enable 
end to end digital processes, if not 
already implemented. Firms should 
also try to understand the needs 
of its end clients/employees before 

implementing new digital enhance-
ments; this will help to ensure the 
new technology will not turn into a 
white elephant in the room.

As products are nowadays the 
simple fix, it is fair to assume 
that banks would be looking 
to enhance their platform’s 
functionality during this pandemic 
period. Local banks and wealth 
management organisations in Asia 
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WHICH CHANNELS ARE CURRENTLY USED THE 
MOST IN CLIENT INTERACTIONS?   

The good old face-to-face approach to private banking has largely 
been forced aside since the pandemic, although with the gradual 
easing of restrictions, it is now possible for some appropriately 
socially-distanced meetings with clients. Nowadays, the 
connectivity is via a smorgasbord of media, ranging from the 
plain-vanilla telephone/mobile call to chat/video apps, Zoom/
skype/other/video discussions, and of course the old reliable, 
the email.

Face-to-face 

Calls 

Emails 

Video calls / co-browsing 

Chat / messenger 

WhatsApp or other apps 

10%

24%

15%

18%

9%

24%



are also adopting digitalisation at an 
ever-faster pace. These local firms 
are already quite advanced in terms 
of capabilities and their digital 
journeys, but to more effectively 
compete against international 
banks and firms, local players will 
need to focus on how to better 
monetise their new technology.

Keeping things secure
Security is also a key 
consideration. The working 
from home (WFH) environment 
creates new challenges, creates 
new threat vectors, creates new 
abilities for fraud, unfortunately. 
Yet there are the means today 
to digitally detect patterns and 
anomalies, so for any organisation 
in the business of managing other 
people’s money, this is also a 
critical area.

Regarding this absolute necessity 
for security and privacy, the 
basics of hygiene factors demand 
that an institution needs to have 
technologies and processes in 
place to ensure that the data 
that they collect is properly 
safeguarded, properly used and 
that then is essential for building 
the trust with the customers, so 
they see that value in releasing the 
data and sees that the institution 
is trustworthy in its handling of 
the information. Then you move 
into the landscape of being able 
to collect more information, 
provide better insights to the 
customers and better and deeper 
relationships ensue.

Stay ahead of the pack
It is also entirely up to the 
incumbents to be competitive, to 
stay ahead of the chasing pack of 
new entrants, many of them digital 
native companies or empowered 
predominantly by technology. As 
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DO YOU HAVE ANY VIDEO CALL OR VIDEO SCREEN 
SHARING POSSIBILITIES IMPLEMENTED WITHIN 
YOUR FIRM? 

Both 

None 

61%

11%

22%
6%

Video 
call only 

Co-browsing 
/ screen 
sharing 

What kind of digital projects are now a priority? 
And why?

“The role of RMs is changing (less direct interaction, more 
processes require digital automation), and therefore the 
RMs need stronger digital tools to manage relationships 
and drive engagement. At the same time, end custom-
ers expect a better mobile-first experience due to the 
mobile phone being the main tool for interaction.”

When you consider how wealth management ser-
vices are delivered to your clients, what will be some 
of the permanent changes as a result of Covid-19?

“It is more important to have the right mix between digital 
and face-to-face interaction with your customers, consid-
ering that personal meetings are still difficult to facilitate, 
but people have gained various new experiences with 
overall digital solutions during the crisis time.”

KARSTEN KEMNA, Asia-Pacific Managing Director, 
CREALOGIX

Expert viewpoint



these new and future competitors 
come in, so it is essential for the 
incumbent wealth management 
competitors to be relevant, stay 
competitive and to constantly 
identify the opportunities and 
capitalise on them. 

Banks can most certainly improve 
their customer service by adopting 
innovative digital technologies. 
With new competition on the 
rise, an enhanced digital journey 
leading to greater customer 
engagement seems to be the most 
powerful strategy to win the race.

The challenger banks are leading 
the way in reducing the number of 
steps required for many aspects 
of their service yet still maintaining 
compliance and rigorous risk 
controls. Similarly, with the 
HNW space digitisation still has 
a considerable way to go. For 
example, the standard approach 
for execution across all asset 
classes in the institutional space 
globally for many years should 
be more widely adopted by the 
private banks in Asia. More energy 
and time should be spent by those 
private banks on servicing clients 
and not paperwork and antiquated 
manual execution and order 
management methods which can 
so often lead to slippage, time-
wasting, errors and ultimately cost 
to the client.

Client first and last
Undoubtedly the pandemic has 
greatly accelerated the adoption of 
or engagement with digital solutions 
for the region’s wealth management 
community. The replies to our 
survey showed clearly that there is 
no doubt that putting the client at 
the forefront of the digital journey 
will produce the best results. 
We know from the many reports 
Hubbis has researched and pro-

duced and the numerous live and 
remote discussion events we have 
hosted that most HNWIs in this 
region would prioritise innovation, 
improvement in services, and their 
client experience, while the major-
ity of the private banks have been 
digital a high priority. So, the question 
is no longer whether digital is on top 
of the strategic agenda, but rather 
how can digital tools be leveraged 
to strengthen their value proposition 
and deliver basically the customer 
experience that their clients need 
and really require.

The digitalisation taking place and 
the resulting accessibility across 
the board will likely increase the 
offering for both mass affluent and 
HNW clients so that they are on 
equal footing. From there, it will 
be up to the individual firms to dif-
ferentiate and allow their HNW and 
UHNW clients to feel special.

Transparency and 
accessibility
With digitisation, the provision 
of information and products 
will be more transparent and 
accessible to a broader range 
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DO YOU SPEAK TO CLIENTS ONLY, OR DO YOU ALSO 
USE CHATBOTS (INTERACTION BY MACHINE)? 

As the core clients of many of those we surveyed here are in the 
HNW and UHNW segments, it is of little surprise that most of the 
communication is via direct connections, whether phone, chats, 
emails, or video links. The chatbots and AI protocols are typically 
more for the mass affluent segment, where once a client is 
onboarded and comfortable, can work very well if properly 
designed and executed. 

81%

19%
Live conversations 
only 

Chat bots (AI) also 



of clients. The growth of mass 
affluent individuals has been 
very significant, especially in Asia 
Pacific, and firms have increased 
their product offerings and 
services to better cater to this 
targeted segment, including robo-
advisory delivery.

The players also need to make 
sure there are enough good 
quality RMs around and to make 
use of these RMs remotely for 
the clients that really have money 
to invest in order to make more 
money for the institution. That 
means for mass affluent clients 
the delivery must be more on a 
robo-advisory level, to be able to 
automate as much as possible, 
while the institutions focuses its 
quality people where the big AUM 
is. With technology, the banks 
can indeed create a good mix 
there between the mass affluent 
delivery and the HNW and upper-
end personalised delivery.

The final word
Finally, we all know there is 
no magic formula to wealth 
management or to the challenges 
of digitisation. We also know 
that whatever digital advances 
are available and grasped by 
the industry, that is it the old 
values of relationship, of advice 
and consistency that remain of 
paramount importance. Those 
who are most deeply engaged with 
digital transformation know that 
wealth management will continue 
to revolve around the client 
relationship, the dynamics of client 
interactions, personalised content 
and insights, but in the new world 
ahead, all these elements of the 
business will be enabled and 
enhanced by digital solutions, 
without which any incumbent 
or any would-be competitor will 
simply fall away. 
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WHERE DO YOU SEE THE BIGGEST NEED IN 
DIGITAL SERVICES ALONG THE CUSTOMER 
JOURNEY (ADVISORY)? 

The outcome here is that there is a clear and present danger 
from not fully engaging digital solutions across the length and 
breadth of each organisation. Why? Because front to back within 
each organisation and front to back within the client lifecycle 
management universe, from digital onboarding to digital advisory 
and online/remote execution to general communication and 
client relationship maintenance/interaction, digital is a vital, now 
totally essential tool. Moreover, such digital tools and software 
are also important in the mandatory client risk profiling/suitability 
protocol, portfolio optimisation, and of course, internal and 
external reporting. The clear and present danger? Seeing digital 
in silos and not seeing the interconnectivity of each of the facets 
of the operations and the overall wealth management business. 

Onboarding 

Risk profiling 

Goal definition 

Investment proposal / advice 

Trading orders 

Portfolio optimisation 

Reporting 

Communication tools in 
general: chat, videos … 

22%

6%

5%

22%

9%

7%

9%

20%
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Views from the Wealth Management Market

Hubbis also asked those we surveyed here to offer 
some brief insights into the new world of digital trans-
formation amidst the pandemic. We have summarised 
some of those insights here.

WHAT OPPORTUNITIES AND CHALLENGES HAS THE 
COVID-19 PANDEMIC HIGHLIGHTED FOR YOU?

  “Opportunities: More time to spend on investment product re-
search. Challenges: Getting face time with clients and potential cli-
ents. Challenges include the difficulty of seeing clients in person.”

  “After Covid-19, banking will be much different than it was pre-pan-
demic. The change in the way people bank, the future of work, the 
use of modern technology and the value of brands will all depend 
greatly on the time it takes to settle on a ‘new normal’. A look into the 
future provides a good foundation for what needs to be done today.”

  “We will see more working from home, smaller offices, more hotdesks, 
continued compression of fees, faster digital evolution, and a rise of e-
solutions for clients. More virtual meetings and presentations.” 

  “We have been learning how to better connect with others in 
virtual situations.”

  “I would like to think and hope with lessons and new things learnt 
that are workable digitally during this period, and management 
would be able to streamline processes and procedures more ef-
ficiently and digitally.” 

  “We have embraced digitalisation and done well, but it has 
been very challenging to access new talent due to the lack of 
personal interaction.”

  “The contact with clients has clearly changed, with client servicing 
now much more digital than personal.”

  “Looking at the business from the client’s perspective, customers 
see interest rates so low now that they are encouraged to seek 
more investment opportunities. Although the news out there 
dampens the spirits, the global QE measures and the US markets’ 
strength have led to a vibrant, active wealth management market, 
with digital and remote working, advice and execution possible 
throughout this situation.”

  “Challenges include limited face to face meetings, real concerns 
amongst clients about their investments falling again due to the 
pandemic, adjusting to overuse of Zoom/Teams/Webinars as a 
way to connect, a lack of opportunities to host presentations with 
clients and potential new clients. Opportunities include wider au-
diences for webinar presentations, digital processes have signifi-
cantly improved for account opening and other transactions.”
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  “Working out of the office has been a change, and it was all rath-
er sudden. We had to learn new processes for non-Face2Face 
meetings, but video conferences are quite efficient, even if they 
don’t feel the same.”

  “Being in client-facing roles while managing the operations, Co-
vid-19 has forced a new perspective on how things can be done. 
Gone, perhaps are the times when competition drives you to 
make physical trips to meet clients, use technology for commu-
nication instead. Many clients, at least from our end, have seen 
the advantages, for example, as we are able to showcase a lot 
more data and information including Bloomberg screens to illus-
trate situations and ideas to them. This may change or accelerate 
a lot of trends.”

  “Opportunities include digital banking, online trading systems/
protocols, and virtual conferences are amongst the growing op-
portunities during this pandemic. But of course, challenges in-
clude the travel ban and social activities which affects the client 
relationship enhancement.”

  “I think this pandemic has made the impossible possible, espe-
cially evolving the working environment to go online/digital, in-
stead of having to be physically in the office. We definitely see the 
increase in online business and also the creativity of people.”

  “We see greater awareness of the need of the value of 
wealth management.”

  “We see the opportunity to accelerate digitalisation, which was 
moving at a slower pace before Covid-19. As to challenges, it 
is very difficult to get all stakeholders together speedily and 
building coherence.” 

  “Remote contact with the client creates difficulties, especially in 
new relationships and building new clients, although for the ex-
isting client relationships, they appear willing to spend more time 
for discussions, so it is positive for mature relationships. I can see 
more revenues generation by senior bankers this year.”

  “Clients are encouraged to sign up to online banking access 
but some older clients are rejecting or not comfortable with 
digital technologies.”

  “As to opportunities, this hiatus has created time for clients and 
prospects to think about their investments and their future lifestyle 
and needs, as these are so important to the way we are going to 
live the rest of our lives. The world is becoming less stable so there 
are needs and opportunities to build some more security closer to 
home, rather than more offshore money and wealth management.”

  “It is now easier to communicate with people digitally, but wealthy 
people are still very wary of authorities tapping lines, internet us-



 partnership@hubbis.com      WhatsApp: +852 6370 3812

THE HUBBIS / CREALOGIX SURVEY ON WEALTH MANAGEMENT IN THE NEW WORLD

11    

age, and so forth, so this is not an ideal situation. However, people 
are getting used to the idea of receiving digital information (or look-
ing for information themselves).” 

  “We see more frequent communication with clients, as clients have 
more time and do not travel really, so they have time and inclina-
tion for our conversations.”

  “For the clients, it is easier to reach leaders of the banks and wealth 
management firms via remote means. But it is harder to build new 
or deeper relationships as ‘you cannot Zoom a handshake’.”

  “Whilst we see opportunities to enhance our existing WFH ar-
rangements, it is challenging to maintain regular, scheduled pat-
terns of behaviour.”

  “There is a major opportunity to expedite the digital transformation 
such as digitisation of manual processes so that much more can 
be done remotely. However, the challenge is to implement 100% 
remote working and monitoring of employee performance. An-
other big challenge is for IT Security, especially mitigating in data 
breaches for employees working remotely.”

  “At the moment, the business is good as clients have been re-an-
alysing and re-calibrating their portfolios. The challenges are that 
face to face meetings have decreased, although online meetings 
has increased and have created some opportunities for more on-
line conversations and meetings.”

  “It is difficult to overcome the need to obtain signatures on 
documents, arrange in-person client meetings and travel with-
in the region.”

  “The opportunity is greater ability to meet client conveniently on-
line anytime, anywhere, and the positive availability of products to 
be sold remotely/online. But challenges include the IT technology 
gaps, and grossly reduced social interaction.” 

  “It is difficult to connect to colleagues, particularly when aiming for 
idea generation sessions. Difficult to building relationships with pro-
spective clients. But opportunities include becoming more adept 
at social media.”

WHAT KIND OF DIGITAL PROJECTS ARE NOW A PRIOR-
ITY? AND WHY?

  “Real-time, up to date and on-demand client portfolio generation 
(especially for clients with multiple asset custodians).”

  “Video conferencing.”

  “Signature verification and authenticity, very important for domes-
tic and international clients.”
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  “Customer Onboarding and KYC are essentials.”

  “We began digitalisation our internal processes before the pan-
demic, but this is now accelerated.” 

  “We are focusing on robo-advisory.”

  “We have a greater focus on budgeting and savings advice via AI to 
help grow investible assets.”

  “We need to work on improved documentation for account opening 
and all the relevant servicing needs via digital. We need more relevant 
webinar briefings to attract larger audiences and to reduce costs.”

  “We are working on CRM, financial planning tools, process im-
provement; all these areas are more relevant since we are work-
ing separately.”

  “The online trading system has risen to a critical level, and there 
are ‘must’ projects required that help resolve the inconvenience 
caused by WFH and to help keep the business running as smooth-
ly as possible, with the least interruption.”

  “We are focused on the online signature of documents.”

  “Cybersecurity is a vital factor.”

  “Online access and digital banking are top priorities for most of the 
banks, especially related to order placement and statement access.”

  “We want to boost market view on-the-go via the website and mar-
ket view on mobile apps.”

  “Process digitalisation remains the number one priority, and all 
other efficiencies stem from this, in particular addressing skill/re-
source scarcity, so digitalising a highly personalised communica-
tion process is the next priority.”

  “Our areas of focus include mobile Apps for clients, IT security so-
lutions, workflow and RPA implementation, the digitisation of docu-
ments and signatures.”

  “We focus on new online onboarding, new e-service, and the new 
mobile platform mainly to help convert clients to transacting online.”

  “Key areas as non-face to face advisory and sales of financial prod-
ucts, so we need to be able to have a digital mode to communicate 
with our clients, and that mode needs to be efficient and effective.”

  “We focus on online client engagement and advisory tools, both a 
priority as we are conducting more online meetings.”

  “We are using Microsoft Teams more extensively to maintain a col-
laborative approach.”
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  The CREALOGIX Group is a multinational digital transformation specialist and a Swiss FinTech 
Top 100 company, as well as one of the market leaders in digital banking. The firm develops 
and implements innovative FinTech solutions for the digital bank of tomorrow and while its 
roots are coming from the wealth management industry, it also offers digital solutions for 
both retail banking as well as corporate banking/SME type environments. The firm’s focus is 
on the evolving needs of banks and end customers’ needs for digitalisation in a secure and 
personalised way within a comprehensive user experience. 

  The CREALOGIX Group is among the global market leaders in digital banking in Europe, Asia and beyond. 
According to its literature, banks can use their solutions to react to evolving customer needs in the area of 
digitalisation, enabling them to hold their own in a very demanding and dynamic market, and to remain one 
step ahead of their competitors. 

  And CREALOGIX has a broad suite of state-of-the-art solutions for not only wealth management, its tradi-
tional business, an area in which the firm believes it will be able to compete highly effectively in Asia, but 
also with a stronger push for retail banking and corporate banking solutions going forward. Starting from a 
small but healthy customer base in Asia, with Kemna on board, the company is aiming to expand rapidly.

  The group, founded in 1996, has around 700 employees worldwide. CREALOGIX Holding AG (CLXN) shares 
are traded on the SIX Swiss Exchange. The company counts more than 550 banks worldwide as custom-
ers in countries such as Switzerland, Germany, Austria, the UK, Spain, Singapore, Hong Kong, Thailand and 
Saudi Arabia, and CREALOGIX has carried out more than 1,200 installations for its customers and has a 
wealth of valuable experience. Offices are located in most of the key countries where the firm has an exten-
sive client base.

  “We provide banks and other financial organisations with reliable, and forward-looking support for their 
digital transformation journey, and we empower them to successfully master the inevitable digitisation 
of their business as well as offer opportunities and perspectives that actively shape the digital future of 
the financial world,” says Karsten Kemna, Asia Pacific Managing Director of the firm. “With the firm’s many 
years of experience and our unique, innovative solutions, we are your trustworthy partner for secure digi-
tal transformation.”

  CREALOGIX considers Asia-Pacific to be one of its strategic key markets globally, and although only with a 
relatively small team of ten people on the ground thus far and a number of clients in hand, the firm is mak-
ing far-reaching investments in order to strengthen the local organisation on a sustainable basis. Together 
with its vast partner network, the Swiss software company is addressing the growing demand for digital 
products in wealth management, retail banking and corporate banking in the vast Asia-Pacific region, where 
the firm sees huge opportunity ahead.

  CREALOGIX offers a variety of FinTech solutions. The CREALOGIX Digital Banking Hub provides open archi-
tecture for open banking, the firm’s website explaining that its scalable, secure and highly modular software 
solutions and products enable banks to implement their digital banking strategy effectively, quickly and 
cost-effectively.

  “When we talk about digital solutions,” Kemna explains, “we talk mostly about the front-end, for example, 
the mobile banking app or e-banking solution. We compete in two areas, the end customer using, for exam-
ple, a mobile banking transaction, and also the advisory side, specifically in a wealth management situation, 
the relationship manager and what he would have on his hands in an advisory both face to face or remotely 

The CREALOGIX Group – a brief introduction
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‘virtual’, such as has been the necessity since this pandemic.”

  Kemna clearly believes that CREALOGIX is optimally positioned for the challenges ahead. “Wealth manage-
ment customers have high expectations of their bank’s products and services,” he observes. “At the same 
time, legal regulations and documentation requirements are becoming increasingly important for banks, 
while internationalisation and increased competition are reducing margins. On top, especially in certain 
parts of Asia, with a growing middle class and more mass affluent people coming up, the banks have to 
reconsider their strategy for these type of client groups.”

  For wealth management, CREALOGIX offers a variety of products for online banking and brokerage, advisory 
and financial planning, client compliance enabling, RM dashboard, and hybrid advisory, with a target audi-
ence of both the end customers of the banks as well as the relationship managers.

  An innovative software solution for the relationship manager of the bank which is designed for a digital 
wealth platform with standardised client service processes in a set of configurable, fully paperless work-
flows for face-to-face or telephonic advice or hybrid omnichannel consultation and sales of financial prod-
ucts. Client CRM-type data is combined with investor profiling and can be used for ongoing advisory and 
discretionary wealth management services.

  And CREALOGIX Financial Advisory helps wealth management advisors to perform better, improves quality 
of service for end clients and reduces costs by benefiting from one standard paperless set of processes and 
information flow. 


