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Wealth Dynamix’s APAC 
MD Highlights Missions 
and Challenges around 
Client Lifecycle 
Management
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Find out more about Wealth Dynamix
View the On Demand version of this Digital Dialogue

On December 7, Hubbis hosted a virtual discussion focusing on the 
application and then implementation of the latest digital solutions in 
the world of Asian wealth management, as technology revolutionises 
the offerings and efficiencies of private bankers, EAMs, MFOs, SFOs and 
across the broad investment and advisory community in the region. Darell 
Miller, Managing Director for APAC at FinTech Wealth Dynamix was one of 
the three experts on the panel and offered detailed insights and advice 
on the application of digital tools to help in many key areas of the wealth 
management offering, including, of course, related to his firm’s specialisation 
in Client Lifecycle Management (CLM). He explained why a central client 
orchestration layer is the key foundation for a private bank or wealth firm 
that wants to take advantage of digitisation and AI to grow their business 
and increase their profitability. He advised anyone considering such 
upgrades to understand their objectives and the technology, to ensure they 
assemble buy-in through the key decision makers and users internally, and 
then take a modular, step-by-step approach to implementing these new 
solutions. Hubbis has reconfigured Darell’s views into this Q&A, so as not to 
lose out on any of the details and subtleties of his messages.

https://www.hubbis.com/article/wealth-dynamix-s-apac-md-highlights-missions-and-challenges-around-client-lifecycle-management
https://www.linkedin.com/in/darellmiller/
https://wealth-dynamix.com/
https://www.investcloud.com/
https://wealth-dynamix.com/
https://www.ubp.com/en
https://us02web.zoom.us/rec/share/_jZitdG365LgFEWTKqrzkho2Z4s3_BWu18jJ-v6TS2zdoFPg0BQoo_RezXEbtWuJ.YiBWU-kZS9UBN0ca
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Darell, can you offer 
some perspectives on 
the evolution of the 
wealth management 
markets in the region, 
and set the scene 
for the technology 
solutions and 
approaches you advise 
for customers such 
as private banks, 
EMAs, MFOs and other 
wealth management 
competitors?
A key driver of change is the 
speed and scale of wealth 
transition between the older, next 
and younger generations. Just 
within the Asia region, Accenture 

DARELL MILLER
Wealth Dynamix 

estimated the total being 
transferred within families will 
approach USD1.9 trillion. 

That, in turn, means that this wealth 
already exists and is therefore 
going to either stay with certain 
banks and other providers or move 
to competitors, including new 
entrants. So, this represents both a 
great opportunity, but also, for the 
established incumbents, especially 
the banks, a considerable challenge, 
as they not only want to hold on to 
AUM, but also want to build their 
market share.

Wealth Dynamix has been looking 
at this and thinking about how 
competitors can be both building 
and defending at the same time. We 
come at this from the perspective of 
how banks and others can articulate 
the technology architecture that 
will enable them to do so. They 
need to be able to provide the 
right solutions at the right time and 
deliver them in the right medium; 
that way, they meet the needs and 
expectations of current clients, as 
well as address the new generation 
of clients coming through as they 
either inherit family wealth or create 
their own. 

To achieve any or all of that, 
you need what we would call a 
consistent client orchestration 
layer, where all relevant client data 

is assembled. To do that, you need 
both a great database and data 
management protocols, and also 
specialisation in client relationship 
and lifecycle management; this 
makes sense of all the multifarious 
activities and relationships of a 
client, their needs and expectations, 
and then helps guide the banks 
and others to the types of products, 
advice and approaches they should 
promote and adopt.

In essence, what happens is that all 
the key data sources and strands 
are brought together, to drive a 
rapid origination and delivery of 
solutions via the RMs that are highly 
relevant and suitable for each client. 
Remember that trying to achieve 
these objectives without that 
underlying orchestration layer is 
going to be very difficult.

Having explained the 
thought process and 
the mission, how then 
should customers 
choose their solutions 
and then implement the 
digital transformation 
that will result in real 
advances for their 
firms, their teams and 
of course their clients?
First, they need to take a hard look 
at what kind of client database 
they have in place. Do they have a 
really good CRM and onboarding 

« “Without a client orchestration layer that gives you modular CRM, 
Onboarding and Client Management as a foundation, digital and AI 

type initiatives are being built on sand. You need a sure foundation of 
well defined, client data, processes and workflows that pull together a 
complete picture of the client to be able to deliver digitally enhanced 

services from Relationship Managers.” »

KEY ISSUES, CONSIDERATIONS AND CHALLENGES AROUND THE IMPLEMENTATION OF DIGITAL TRANSFORMATION
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process that ties into that so that 
they can mine all the necessary 
efficiencies, and do so compliantly 
and potentially across multiple 
jurisdictions? Do they have 
something that really supports their 
whole digitisation journey with the 
right infrastructure and strategies? If 
you have that, does it need updating 
and upgrading? What flexibility can 
you incorporate to help future-proof 
your wealth offering?

We are increasingly seeing more 
and more clients now looking 
to actually do this via SaaS 
technology, rather than in-house 
software. And they don’t want it to 
be all custom-built; they want to 
be able to configure it themselves 
and make the changes so that they 
can adapt that infrastructure going 
forward. That is really important 
because you do not want to keep 
revisiting these issues, you need to 
be able to adjust and reconfigure 
that for yourselves, moving 
forward in tandem as your clients’ 
needs evolve.

But first look at the client database, 
look at your CRM, your onboarding, 
and the 360-degree view of data 
and clients for the RMs. Get 
that in place first. Then you can 
progress the machine learning, the 
AI, the intelligent transfer of the 
knowledge you have on clients to 
products, advice and a much more 
client-centric offering. If you do 
not have that foundation layer in 
place, you will however be building 
on sand; it might look wonderful at 
first, but it will be at risk of being 
washed away by the tide of events.

What can go wrong in 
the implementation of 
these technologies and 
solutions, and where do 
you see the mistakes 
being made?
Generally speaking, there are 
three key stumbling blocks. One is 
not appreciating that technology 
transformation needs the human 
element, not just in terms of 
internal usability, but in terms of 
buy-in from the decision-makers, 
understanding from the key users 
such as the RMs and advisors, and 
making sure that everyone is truly 
aligned behind all this. If you don’t 
have that, and it is purely about 
digital tools, they are waving a big 
red flag.

Secondly, go step by step rather 
than try to achieve all your 
objectives in one mission, the 
Big Bang, as we might call it. You 
need to prove the effectiveness 
throughout the implementation, 
achieve internal and client adoption, 
and build consensus around the 
objectives and their realisation. We 
therefore advise a modular and 
strategic approach.

Third, you need to fully understand 
what is vital in terms of the 
integration of these solutions. That 
sounds like an obvious statement, 
but it is crucial to understand how 
the steps need to come together 
and also what not to do along the 
route of implementing the solutions 
you have chosen.

I can offer an example of something 
we are doing with a private 
international bank in Singapore 

and Hong Kong. The way they are 
staffing and handling the project is 
a very good base for other people 
to consider. They have a senior RM, 
a senior operations person and a 
senior compliance person from both 
Singapore and Hong Kong, involved 
in the project on a weekly basis, 
and fully on top of objectives and 
progress. They show team members 
the outcomes step by step and build 
buy-in and understanding. In doing 
so they are able to implement the 
technology and ensure that they 
are aligning the different team 
members, front, middle and back, 
with the technology, the objectives 
and the solutions.

To conclude, what 
should delegates be 
taking away from this 
discussion today that 
will help them in these 
areas?
If you want to create a really good 
digital platform that showcases 
your unique proposition as a firm, 
we believe you must have access 
to that great fundamental layer of 
your client data. Your CRM database 
needs to be extremely good, very 
flexible, it should be modular, and 
agile for the support of your future 
needs and aspirations, so that 
you can deliver different types of 
products and services to different 
segments of customers at the right 
time in the right ways. Without that 
foundation, without a really good 
CRM platform that truly empowers 
and enables your RMs and advisors, 
you will struggle in the future. 
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KEY ISSUES, CONSIDERATIONS AND CHALLENGES AROUND THE IMPLEMENTATION OF DIGITAL TRANSFORMATION

Wealth Dynamix’s software is designed to help reduce costs, improve efficiencies, and, most importantly, 
empower client-facing bankers and advisors with productivity-boosting tools that help enhance client 
personalisation, elevate the client experience, and thereby drive revenues.

The solution aims to cover the three core stages of the client lifecycle – engaging with clients, 
onboarding, and then managing those clients by providing access to a consolidated view of all client 
data, activity, and actions.

Asia’s dynamic wealth management market has, for some years already, been a key growth catalyst for 
Wealth Dynamix’s CLM platforms, with the regional thrust now supported and fast-tracked by Indosuez 
across the APAC region.

The marketing and branding missions are also now supported by Indosuez Wealth Management, not only 
the firm’s largest single client globally, but since earlier in 2023 the controlling 70% shareholder. Indosuez 
is not only a major international private bank, but its subsidiary Azqore, now a sister company to Wealth 
Dynamix, specialises in the outsourcing of Information Systems and the processing of banking operations 
for private banking and wealth management players.

In an interview with Darell earlier this year, he explained: “Wealth Dynamix’s forte is everything around the 
clients of private banks and wealth managers. Think of us as providing an orchestration layer, a place where 
you have all the data about the client, and everything around the client, and the banks can then integrate 
into that from their core banking systems, their portfolio management systems, perhaps the margin trading, 
for compliance, and then have the ability to create reports and produce data released to clients.”

He also remarked that Wealth Dynamix focuses exclusively on private banks and wealth managers. “We 
help them understand and the develop the necessary client orchestration layer for data management and 
CRM/CLM, we offer our ‘Engage’ module, which is more about the prospecting and winning of clients and 
onto which customers can bolt the onboarding module to automate all of that onboarding process,” he 
explained. 

And then there is the Wealth Dynamix ‘Manage’ module that brings everything together for that 360-degree 
view, that RM augmentation and empowerment that is so essential. “It is truly vital that you improve the 
effectiveness of the relationship managers by providing all that information together,” he says.

Darell has been Managing Director of Wealth Dynamix for APAC since October 2022, and is based in 
Singapore. With over 25 years in FinTech, his experience spans across a wide range of financial markets, 
including UBS and Refinitiv. During his last three roles, he focused on RegTech solutions in KYC, trade 
surveillance, benchmarks, and regulatory risk & reporting.

His father was in the British Navy, and he hails from the major naval port of Plymouth in Devon. He later 
attended the Royal Hospital School, a boarding school in Suffolk with a long naval heritage. He then studied 
law at the University of Sheffield and went on to serve in the Royal Regiment of Fusiliers as an infantry 
officer during the Gulf War, before joining the financial industry.

Darell arrived in Singapore with his wife in 2020 during the pandemic. “I later joined Wealth Dynamix, 
partly because of the incredible products, but also because of the remarkable talent the firm has 
managed to attract.”
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