
1       

Link to Article on website
Link to Partner Profile

THOUGHT LEADERSHIP

Wealth 
Management in 
the Philippines:   
Opportunities and 
Challenges in 
Abundance

The discussion opened with a brief introduction 
from Alexis Fosler, the Allfunds CEO for Asia 

Pacific and also from Manoj Prajapati, Head of 
Sales for South Asia. They both summarised 

Allfunds, its digital platform and its relevance 
for wealth managers in the Philippines and the 

wider region.  

https://hubbis.com/article/wealth-management-in-the-philippines-opportunities-and-challenges-in-abundance
https://hubbis.com/partnerProfile/allfunds/partner-content


       2

Executive summary

The wealth management business in the Philippines offers immense opportunity, but by wide agreement amongst 
industry experts, progress is slower than it should be for a country whose economy, population and private wealth 
are growing so fast. Hubbis and our exclusive partner for the event, Allfunds, co-hosted a private and off-the-record 
discussion to debate the state of the industry. 

The gathering brought together a group of experts who are at the pinnacle of the banking, private banking and 
wealth management community in Manila. The talk covered, amongst other topics, the opportunities, the challenges, 
regulation, technology/digital, product and service diversification, competition and how the value proposition should 
evolve in the decade ahead.

The wealth management industry in the Philippines is, in truth, in its infancy compared to the more developed ASEAN 
markets in the region, such as Malaysia, Thailand or even Indonesia. For example, the asset management industry in the 
country is still in its formative stages, with total Unit Investment Trust Fund (UITF) assets last year estimated at around 
USD17 billion equivalent and the mutual fund segment at only about USD5 billion. 

While roughly 70% of the country's more than 100 million population does not even have a bank account, the top one 
million, or more, of the country are very well-to-do and the top tier are often fabulously wealthy. Moreover, the number 
of high net worth (HNW) clients continues to expand rapidly and the mass affluent segment is rising very rapidly. 

The Asian Development Bank (ADB) estimates that the country's GDP grew by 6.8% in 2018 and will expand another 
6.9% in 2019. And the ADB expects per capita GDP growth of 5.2% in 2019, on top of a more than 5% rise in 2018.

As this remarkable growth continues, banks, insurers and other wealth management firms are adapting and expanding 
their offerings, their services and their skills to make sure that they cater to client requirements and improve their 
business flows and prospects.
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The regulatory environment in the Philippines is, by most expert observations, improving but far less rapidly than most 
market players would like. For example, the rules now allow foreign firms to establish trust corporations, authorised by the 
central bank, the Bangko Sentral ng Pilipinas (BSP), to engage in funds management. Unlike the trust units of Philippine 
banks and non-bank financial institutions, these new corporate entities are stand alone and have their own dedicated 
capital and management structure. The universal banks can themselves create dedicated asset management entities.

But having three regulators, the BSP, the Securities & Exchange Commission (SEC) and the Insurance Commission is far 
from ideal; by most accounts, these regulators do not tend to act in any coordinated manner and many accommodative 
changes often fall between the cracks, all of which is somewhat frustrating for industry participants.  

The offering suite is thin, so far, partly as a result of regulatory impediments, partly due to lack of expertise and familiarity. 
Some local players are going it alone for their diversification and expansion. Others are choosing collaboration, bringing 
global brands and expertise into partnership with their local distribution capabilities, their local credibility and their 
understanding of the domestic culture. By teaming up with a universal bank, for example, a European private bank 
partner can merge the best of two cultures, history and expertise for mutual advantage.

The digitisation of internal processes as well as the client interface is an ongoing priority; for example, to facilitate the 
opening of UITF or mutual fund accounts online, and then linking those to the client bank accounts, are both priorities. 

But investment is tempered by market realities in the nearer term, as well as to future opportunities. Below the top tier 
of perhaps one million people, there is a widespread lack of understanding of financial products. For example, one guest 
remarked that no matter how many times his bank is out educating the market, the near-term return on that process 
is minimal, and will be for some time. 

The fascinating discussion ranged over many of these topics, and far more. There were many conclusions, with experts 
appearing to all be in agreement that far more must be done to encourage the regulators to help evolve the industry, far 
more effort and coordination is required to educate the marketplace, and much more must be achieved if the onshore 
sector is to in any way emulate the offshore market, especially if the Philippines wants to attract any of its HNWI's vast 
offshore assets back home. If those missions can be attained, then the country's nascent wealth management market 
will start to attain a greater percentage of its true potential. 

THOUGHT LEADERSHIP
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The key takeaways

Progress lags 
The wealth management industry in the Philippines offers immense opportunity, but by broad agreement amongst 
the panel of industry experts assembled for the discussion in Manila, progress is slower than it should be for a country 
whose economy, population and private wealth are growing so fast. 
 
A fast-expanding market 
While roughly 70% of the country's more than 100 million population, which is fast rising, do not even have a bank 
account, the top one million, or more, of the people are very well-to-do, and the very top tier are often fabulously 
wealthy. Moreover, the number of high net worth (HNW) clients continues to expand rapidly, and the mass-affluent 
segment is rising very quickly.  
 
Regulation - slowly and not so coordinated 
The regulatory environment in the Philippines is, by most expert observations, improving, but far less rapidly than 
most market players would like. But having three regulators, the BSP, the Securities & Exchange Commission (SEC) and 
the Insurance Commission is far from ideal. By most accounts, these regulators do not tend to act in any coordinated 
manner, and many accommodative changes often fall between the cracks, all of which is somewhat frustrating for 
industry participants.   
 
Centralised database? 
Will the country manage to come together to facilitate the centralised storage of customer information that can be 
used across all financial services and other related providers, not just by the bank initiating the KYC, for example? The 
jury is out on that, and there are concerns that, if it did happen, data would be fully secure. 
 
Not enough product 
The offering suite is thin, so far, partly as a result of regulatory impediments, partly due to lack of expertise and familiarity.  
 
Deposits still rule the roost 
Interest rates are still relatively high in the country - there is a reasonably flat yield curve and one-month rates of 6% 
are possible - but even so there is a mission, and a need, to encourage more investors to shift from passive deposits 
into some form of higher yielding or capital generating investment, for a higher proportion of their portfolios. But to 
do so requires more education and more product. 
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Education must rise 
Below the top tier of perhaps one million people, there is a widespread lack of understanding of financial products. 
For example, one guest remarked that no matter how many times his bank is out educating the market, the near-term 
return on that process is minimal, and will be for some time. 
 
Platforms to success 
The right platforms for the delivery of products are essential from the perspectives of both the wealth management 
providers and the end-clients. There is considerable development required for local providers to boost their focus and 
investment in such platforms. 
 
Different approaches to expansion 
Some local wealth management players are going it alone for their diversification and expansion. Others are choosing 
collaboration, bringing global brands and expertise into partnership with their local distribution capabilities, their 
local credibility and their understanding of the national culture. By teaming up with a universal bank, for example, a 
European private bank partner can merge the best of two cultures, history and expertise for mutual advantage. 
 
Digitisation is a priority 
The digitisation of internal processes as well as the client interface is an ongoing priority; for example, to facilitate 
the opening of UITF or mutual fund accounts online, and then linking those to the client bank accounts, are both 
priorities. But investment is tempered by market realities in the nearer term and must be seen in the light of the 
nearer-term opportunities.  
 
Older to younger - the shift 
The Philippines is a young population and the younger generations who are inheriting or making the wealth are digital 
natives who will need the institutions they work with to provide digital and sharp delivery of products and services, 
whereas the older generations tend still to prefer the human interface.  
 
The onshore paradigm beckons 
If the country wants to bring home more if the vast sums of money that wealthy Filipinos have offshore, everyone 
must make a concerted effort, from the regulators to the government and the tax office, to wealth management 
providers. In the onshore sector cannot in any way begin to emulate the offshore market's diversity, then the country 
will struggle to attract much of its HNWI's huge offshore assets back home.
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THE DISCUSSION BEGAN IN 
EARNEST with one guest 
focusing on regulation as 
the starting point for the 

conversation. A guest highlighted 
how the regulators, particularly the 
central bank, have been trying to 
come together to facilitate central-
ised storage of customer informa-
tion that can be used across all 
financial services and other related 
providers, not just by the bank 
initiating the KYC, for example. 
 “But,” he commented, “there 
must, of course, be safeguards so 
that there is no unnecessary ac-
cess, as there is the natural fear 
of the pirating of accounts. I my-
self think we can come together 
and agree on having a minimum 
amount of information that can 
be stored there and once a client 
comes on board, that informa-
tion is stored and can now be 

considered by the central bank 
as compliant with the AMLA or 
the KYC requirements.”
 Another expert raised the ques-
tion of how regulators look at the 
trust business in relation to this 
mooted development. “The Chi-
nese wall exists so that you cannot 
share any information outside the 
trust,” she observed. “Other firms 
might not be certified to perform 
the client suitability assessment, 
for example, as anything that is 
on-boarded to a trust must be 
performed by trust personnel, ex-
cept for the Unit Investment Trust 
Fund (UITF). This is therefore a 
major challenge.”

In need of a major overhaul?
And despite much talk, there 
remains considerable doubt as to 
whether this central depositary of 
data with the regulators will ever 

take place. This begs the question 
as to whether the wealth manage-
ment industry in the Philippines 
needs a major overhaul. 
 “In the US, wealth management 
is not regulated by the central bank, 
but here it is, so even if we wanted 
to push our investments out there in 
the market we cannot because there 
are so many restrictions,” observed 
one expert. “As an example, even 
if we want to sell our funds nation-
wide, to access all the investors, we 
cannot do so because of all these 
restrictions that stipulate they can 
only be sold through our branches. 
Yes, online sales are possible, but 
again there are so many restrictions.” 
 Another guest directed this line 
of discussion towards the insurance 
sector. “Although I heard the central 
bank here is very conservative, 
very strict, very bureaucratic,” he 
commented, “I nevertheless think 
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that the insurance regulator [the 
Insurance Commission] here is mak-
ing a lot of effort to be more modern 
in its approach. There is a greater 
openness towards technology, for 
example, with proper regulation 
for e-commerce, even though there 
is not yet proper regulation on e-
commerce in the banking sector.”

Lots of talk, not enough 
action
“I think we will be having this 
same discussion in 10 years on this 
topic,” one senior banker cau-
tioned. “There is not a strong will 
or thrust here towards transpar-
ency. I really do think that it is the 
regulatory infrastructure that must 
evolve. The fact that there are three 
different regulators regulating the 
whole industry, the SEC, the BSP, 
and the Insurance Commission, has 
conspired to create silos. So, we can 

see that the Insurance Commission 
might do one thing, but it does not 
apply to the banks, or they have 
it all figured out conceptually, but 
they don’t know how to implement 
it. Or from a bank point of view 
we have to set up separate joint 
ventures and agencies in order to 
sell bancassurance products rather 
than just selling it in the branches.”

erates, with one entity for this 
and another for that. Hopefully 10 
years from now these three bodies 
can make one decision that would 
improve everything, really make 
things fall into place, but for as 
long as each of them is operating 
separately it will stay the same 
because structurally, they treat us 
all separately.”

MANOJ PRAJAPATI
Allfunds

 Everything, he argued, should 
therefore be far efficiently moving 
into being managed through one 
institution. “But,” he noted, “that 
simply is not happening, we are 
almost forced to act like conglom-

“But,” he noted, “that simply is not 
happening, we are almost forced to act 

like conglomerates, with one entity for this 
and another for that. Hopefully 10 years 

from now these three bodies can make one 
decision that would improve everything, 

really make things fall into place, but for as 
long as each of them is operating separately 

it will stay the same because structurally, 
they treat us all separately.”
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those products available and al-
lowing fund managers to maxi-
mise returns will go a long way,” he 
observed. “There are things that 
are missing I think that actually 
can help, the regulators have to be 
more open to those things.”
 There are nevertheless certain 
clear avenues for investors to buy 
more product. The SEC’s quali-
fied buyers programme is one 
mechanism whereby investors 
are allowed access to a greater 
product range. This requires 10 
million Pesos invested in regis-
tered securities and a net worth 
of at least 30 million Pesos. And 
there is also the trust vehicle, 
regulated by the central bank, 
that allows leeway for wider 
investment in global products 
through a trust vehicle. 

Digital appeals
A guest turned the spotlight on the 
need for successful initiatives to 
create and enhance digital plat-
forms that would help the whole 
industry to come on board and 
then reach out to the mass market 
to help them buy funds online. 
 “We would love for the whole 
industry to actually come into the 
platform and reach clients and 
reach them as quickly as what 
we are offering,” she observed, 
“with subscribers able to buy as 
low as USD50 into one fund. The 
intention is to offer variety so the 
funds on offer should not only be 
our funds, the clients should have 
choice. The platform we work 
with is actually the digital side of 
it, they are the ones who open the 
door to be able to get us into that 
channel, it is really intended to be 
pure digital channel self-service, 
so the customer does not interact 
with anyone from our firm, they 
read about the research, anything 
that is fed to them through the 
digital portal.”

 An expert reported that at the 
top of her wish-list is greater en-
gagement with and by the regula-
tors and for them to more open. 
“And perhaps just one regulator for 
our wealth management industry,” 
she added. 
 Another guest expressed dis-
may at how slow at the national/
regulator levels the Philippines 
also is to embrace technology solu-
tions, even though such initiatives 
are clearly possible, as witnessed 
by the national retina scanning 
that a country as vast as India is 
forging ahead with. 

Diversification, but 
providers remain hampered
The discussion then focused more 
intently on products and services, 
with an attendee highlighting the 
predilection of Filipinos for term 
deposits, fixed income, and credit. 
“So many people here still park 
their surplus cash in time depos-
its,” they noted, “so will there be a 
trend towards greater diversifica-
tion of investment products?”
 One banker called for more de-
rivatives, for example options that 
could be used to protect equity 
positions, to minimise volatility 
and risk. “Being open to having 

ALEXIS FOSLER
Allfunds
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 Additionally, she explained 
that her firm wants to be able to 
service that element of the client’s 
needs that will complement what 
the banks already offer. “So,” she 
elucidated, “if there is a portion 
of the client’s funds for example 
that they wish to be actively man-
aged, where the decision making 
will largely rely on us [as an asset 
management firm] we can do that 
and that can be complemented by 
individual funds that they can buy 
from the other banks.” She then 
reported that the project so far is 
yielding positive results and gain-
ing increasing traction with the 
end clients.
 “From our viewpoint,” said a 
senior representative from a lead-
ing local bank, “we see that a lot of 
people think about digitalisation 
as establishing an app, creating 
a foxy website, making it mobile 
friendly, but for us, digitalisation 
really is the efficiency of the back 
office and the middle office.”

Insurance: a clear track but 
with hurdles
The discussion returned to 
insurance, with one guest who 
represents a European company 
highlighting developments his 
firm is making with a pure bancas-
surance model, working with a 
universal bank in the Philippines. 
“We are now going into one of our 
typical setups with multichannel 
distribution,” he reported, “and 
of course, we are trying to digitise 
our business model and we are 
building platforms. We cannot 
directly sell life insurance, that ob-
viously is not going to be allowed, 
at least not in the next five to 10 
years I would say.”
 He added that the health insur-
ance arena is an area for major 
investment in the Philippines. 
“Building a platform to allow for 
example millennials to purchase 
simple health products direct 
online is important. We are now 
engaged with the right partner 

here to build an open platform and 
to really grow this insurance busi-
ness, not just for our company, but 
for the market as a whole.”
 Nevertheless, he conceded that 
there are numerous challenges. 
“There is immense bureaucracy 
here,” he observed. “There is a 
widespread lack of financial lit-
eracy. There is a very small market 
for which to address sophisticated 
products, but for most people 
you need to think only about very 
simple products, you need to make 
sure those products are fully un-
derstood, and totally transparent. 
Accordingly, simplification is one 
of the keywords for this industry.”

Inclusiveness and financial 
literacy
He explained further that while 
there is a general mission to im-
prove financial literacy and thereby 
boost the market of the future via 
greater inclusiveness of the rest 
of the population, the core of the 
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business remains the top roughly 
one million people. “That is where 
we have to focus and where we are 
trying to sell a very diverse product 
portfolio,” he added. 
 “In general,” he continued, 
“there is amazing potential here, 
but the clients in a few years from 
now will not be purchasing from 
the traditional model necessar-
ily, perhaps not from the banks, 
or asset manager, or even the 
insurance company. Instead, they 
would more likely go to some sort 
of well-known platform which 
they are perhaps using for totally 
different purposes. That is the 
point through which they will 
access, that is where we can create 
interest in our products. In short, 
you need to build ecosystems, 
otherwise these people will not 
be coming to you as the popula-
tion here is so young, they will be 
entirely digital in the future. It is 
the same globally. So, for us, the 
story is growth, and adapting to 
the market needs.”

Onshore has far fewer 
attractions
The conversation then moved on 
to focus on the appeal of onshore 
versus offshore, and the potential 
for attracting overseas money back 
to the country. “Number one,” 
said a senior banker, “you have 
to have the same opportunity set 
as offered overseas, although of 
course, there will always be assets 
that will never come back because 
they really have to be there, such 
as property or other investments.”
 And he explained that well-
respected advice is vital, which in 
turn encourages the development 
of advisory and then discretionary 
management opportunities. “But 
with respect to the clients here actu-
ally getting to that point where they 
allow us to actually make invest-
ment decisions for them, I think 
that is going to happen, but much 
slower and over a longer time. For 
now, the crucial thing is to build the 
range of opportunities for the same 
investments as offshore.”

From deposits to 
investments
A banker from a wealth manage-
ment firm give some insights into 
her motivations in the industry. 
“Why did I join this firm?” she 
asked rhetorically. “Precisely 
because they really wanted to 
carve out that segment that can be 
serviced by a wealth management 
team and target all the money held 
in deposits. It is a huge challenge 
to educate not just the sales-
people but also the clients.  For 
the more mature wealth manage-
ment clients they are already well 
invested, for example through the 
trust business and they are largely 
savvy in terms of being diversified, 
being invested, beating inflation, 
and so forth. But our challenge is 
really to educate the other clients 
who currently have most of their 
money in deposits and move more 
of those funds into investments.”
 The firm has had a lot of success, 
she noted, but there is far more 
to be done to move them towards 
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what might be considered a mature 
wealth management portfolio.
 “I would say about 50% of their 
portfolios remain in deposits,” she 
reported, “although with a very 
flat yield curve and with deposit 
rates giving you 6% for 30 days 
that is clearly a big part of the rea-
son. Nevertheless, looking ahead I 
think as the markets change and as 
infrastructure changes as well, and 
we educate the clients towards di-
versifying and as we onboard more 
funds, you can actually change 
that behaviour. That is the chal-

Accommodative 
demographics
This naturally led to the accom-
modative demographics and some 
analysis of client categories. 
 “We conducted a survey of 
our client base and the majority 
of them, about 60% are aged 50 
and above and the rest are below 
50, with some 20% in their 30s 
and very few millennial clients,” 
reported one expert. “However, 
we have noticed that the trend for 
many of our clients in their 50s 
and who own businesses to be 

can use technology and infrastruc-
ture is really to equip the wealth 
managers and RMs themselves, not 
necessarily the client.” 
 But for the younger generations, 
ease of use, the speed of access, 
and the simplicity of process are 
all essentials. “There are plenty 
of the younger generations,” an 
expert noted, “including those 
inheriting or building their own 
businesses, who are focused only 
on opportunities to invest easily 
through the right portals or apps. 
My theory is eventually five to 10 
years from now all the banks, the 
central bank also, may even have 
their own app, and you might end 
up with 50 to 100 apps related to 
finance, and the main driver is 
which one would the customer 
pick for their particular invest-
ment.  Accordingly, it is a question 
of which ones would be most 
popular. Right now, there are few 
apps and they are more unique, 
but eventually, the industry is go-
ing to catch up and everyone will 
need to differentiate.”

The wish-list
Looking ahead and expressing 
some of his hopes for the future, a 
local private banker said the value 
proposition is the key. “As we meet 
more clients, we appreciate that this 
industry is about more than just 
growing the wealth, it is also the 
transfer of wealth, so the conversa-
tions are shifting to the change of 
generations in terms of ownership 
of the businesses and the wealth. 
Clients tell us that we all offer the 
same products, same services, and 
we all tell them we offer the best 
execution, but they say their chief 
concern is to make sure that at the 
end of their lives the portfolio, the 
assets of their families are pro-
tected.  So, we are looking for ways 
in which we develop that value 
proposition. As part of a universal 

lenge, really moving our clients to 
more sophisticated investments.”
 “There is of course a cost to this 
education process,” said another 
guest. “I tell my senior management 
colleagues I need to keep going out 
and educating, but I tell them the 
revenue flows will be very low for 
now. Some 70% of the population 
today is still unbanked, they don’t 
have a bank account and so how can 
we talk about investments. First, 
they have to save and then they 
think about investments.”
 Accordingly, for now, the wealth 
management sector is fighting it 
out for the top category of wealth 
in the country, the top one plus 
million people, to try to compete 
in terms of service, in terms of 
product sophistication and so 
forth. And in this category, an 
estimated USD100 billion dollars 
of money that is offshore already 
is as things stand very unlikely to 
return. “The growth is therefore 
the younger and fast-growing 
population,” this guest concluded.

training their children up to actu-
ally take over and also embarking 
on succession planning. That’s 
why some of the children in the 
second generation who do belong 
to that age group are becoming 
more aware of investments and 
the need to be more diversified. 
So, I think while they do not yet 
really hold the purse strings, they 
are very important and influential 
people in directing the invest-
ments of their family wealth.”
 Currently, the guest added, most 
of the older clients want a service 
whereby investments they make 
are booked by RMs and others, 
as the human factor is still very 
important for them. “They are as 
yet not very keen on booking their 
transactions themselves, they are 
very busy doing other things, they 
are not in the finance world, they 
want somebody be able to advise 
them, they want somebody to be 
able to do this all for them.  So, they 
really rely on the human factor 
and therefore perhaps the way we 

“The growth is therefore the younger 
and fast-growing population,” this 
guest concluded.
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bank, the group has the capability to 
handle all these facets.”
 “Awareness,” said another guest, 
“and how we really promote aware-
ness, is essential. We can all come 
out with different types of products 
but if clients really don’t have any 
knowledge on how to reach those 
products, how to understand those 
then nothing will happen.”  
 And another guest said that 
from the customer perspective 
a unified platform where they 
can see all their investments is 
valuable. “Right now, they said, 
“because of the way investments 
are sold, through treasury, wealth 
and trust, the customers could 
have three investments in three 
different banks and three depart-
ments that they need to talk to. 
They need a platform from which 
to see all their investments.”

Inclusiveness a key goal
“The BSP could help push financial 
inclusion goals by implementing 
real open architecture for distribu-
tion because currently the only way 
for customers to fully enjoy other 
products is by buying through firms 
affiliated with the banks, within 
the financial conglomerate. If the 
BSP were to open the distribution 

platform, that is actually consistent 
with protecting the customer’s right 
to product choice because currently 
the customers are limited with prod-
uct choices, and obviously some of 
the players would feel constrained 
to offer what they have even though 
probably in their minds there are 
other better products that will be 
more suitable to their clients.”
 “Those that are in wealth man-
agement, private banking and even 
trust, should really catch up and 
hone up on their skills and their 
capabilities to be able to properly 
explain to clients about certain 
products, certain nuances, certain 
setbacks or things to look to watch 
out for,” came another opinion. 
 “Yes, I think that we owe it 
to the clients, it is critical to the 
future success of wealth manage-
ment,” agreed another banker. 

Trust, transparency, and 
simplicity 
Trust, transparency, and simplicity 
are some of the virtues that one 
guest said are vital for the industry 
to flourish. “Whoever wins will have 
those qualities,” he said. “Collabora-
tion in driving financial literacy is 
also vital because sometimes it is 
not the bad behaviour of a financial 

institution to sell the wrong prod-
uct, it is basically also the scant 
knowledge of the people who are 
not aware of the right products to 
purchase. Building financial literacy 
and simplifying the products will 
promote the major opportunity to 
see more and more customers to 
buy into wealth management.”
 CEO for the Asia Pacific region 
Alexis Fosler closed the discussion 
with a word of thanks to Allfunds’ 
existing clients in the Philippines 
and acknowledged the challenges 
the industry faces in the country. 
 “We certainly hope that the 
industry will flourish and that some 
of the challenges we have heard 
expressed today are removed. 
Certainly, many of our fund houses 
clients want to be involved in the 
Philippines, they fully appreciate 
the value proposition, fully appreci-
ate the partnerships that you in the 
industry can offer, so if the regula-
tory and other hurdles can be over-
come then my wish for the future 
here would be nearer fulfilment.” 
 The market players and the 
regulators clearly have a desire to 
build the wealth management in-
dustry. Time will tell how fast the 
progress will be, as actions always 
speak louder than words. 
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Allfunds in 2017 opened its new office in Singapore, having landed there only a few years ago and 
then having secured the 2017 investment of what is a 36% by the hugely influential Government 
Investment Corporation of Singapore (GIC). Allfunds is today the world's largest institutional 
fund distribution network, describing itself as a global market place where fund groups can 
reach world-class financial institutions across more than 45 countries. The firm is now spreading 
its wings ever more widely, and successfully, across Asia. 

Alexis Fosler is CEO for Asia Pacific. "The trend we see in this region is for our customers to seek op-
erational alpha," she told the guests at the recent Manila round table. "They are seeking to achieve 
efficiency, scale and automation. We see firms really looking to leapfrog in terms of technology and this 
gives us a central role because we are able to facilitate that operational alpha for partners out here."

Fosler concedes that Allfunds only began to ply its trade somewhat recently in the region, but that 
the firm has already garnered significant "assets under intermediation" "The growth is exponential."

She said that it is because of partners like those assembled in the room for the private discussion 
that the firm is at such a positive inflexion point in terms of its development and the value proposi-
tion that Allfunds offers. "We have huge experience," she stated, "we are non-conflicted, we are all 
about the facilitation of the mutual fund industry."

Manoj Prajapati, Head of Sales for South Asia at Allfunds, who also attended the Manila discussion, added 
that Asia, especially the Philippines, is somewhat different from Europe, both in terms of the continuing 
existence of retrocessions and trailer fees, and also because RMs need to do suitability checks on their 
clients to make sure that from a regulatory viewpoint the right product is offered to the right client. 

"That really complicates the distribution channel and let's not forget that in today's world every-
thing revolves around cost," he observed. "And that is where Allfunds also adds value, as digitali-
sation is not only front office, it is about trying to streamline your middle and back office and that 
is where we play an important role, to make thing efficient so that tomorrow when you want to 
leapfrog, you want to increase your operations, your services, then you don't have that bottleneck 
or a traffic jam that might impede growth."

Prajapati explained to the guests that Allfunds is the leading European B2B platform, working with 
more than 1,475 fund managers and offering 77,370 funds that are accessed by 625 institutions 
through 45 different countries. In 2018, Allfunds processed some 10 million trades, all automati-
cally and with no manual intervention. 

"We thereby help financial institutions to scale up their business without increasing their infra-
structure and costs," Prajapati explained. "With our open architecture we do not favour any funds 
or any providers, we favour best of breed solutions for your end customers. You have optimal 
products to offer with lower cost and considerably greater ease and speed."

Digital Platform Allfunds Spreads its Message Across Asia
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Wealth managers today spend much of their time working out how to add value to their clients and 
to do that they need to access and provide the best products in the timeliest manner. They are often 
impeded, once having selected a fund, by know-your-client (KYC), by due diligence requirements 
and so forth. Those factors cause delays, create client frustration and generally cause a lack of im-
mediacy and responsiveness.

Prajapati said the Allfunds platform removes many of these headaches by connecting electronically 
to the service providers, fund managers and financial institutions who, through what he termed a 
seamless platform, can access the myriad of funds available. 

Importantly, all this can be achieved without the need for multiple due diligence and operational 
steps. And the platform also provides the latest data and information the relationship managers 
(RMs) need to be most effective.

Wealth management advisers clearly do not want to go to the website of each and every local or 
global fund manager to get information, they do not want to be opening an account with each and 
every transfer agent, they do not want to conduct the due diligence on each fund. Allfunds aims 
to make all these steps dramatically more efficient. The mission is therefore to help the wealth 
managers execute and communicate to their clients rapidly, efficiently and constantly facilitate 
information and price data flows.

As Allfunds handles the account segregation, the platform helps clients mitigate risk and ensure 
ease of audit and compliance. 

Importantly, Prajapati also noted that the platform operates within the bounds of the regulatory 
framework of each country so that clients can be assured that all activities comply with their local 
and international regulations.

Finally, there are for Allfunds' customers four different levels of connectivity. The simplest is 
plug and play, where Allfunds' clients are given access to the website on which they can go 
ahead and start trading. Then there are three higher levels of integration and sophistication 
available for clients.

Fosler noted that the funds on the platform are not only international, they are also local and 
regional funds. "We have got something like 1,475 fund managers and through one single agree-
ment our wealth management clients can access them seamlessly. You can thereby bring products 
quickly to your clients and help them offer the right choice without spending too much time on 
paperwork and on legal agreements."
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