
P rove n  S tra te g y For Driving  Re ve nue  Growth  
Ac ros s  Dig ita l Cha nne ls
29th March 2023 |  The  Shangri-La Hote l, J akarta  |  Hubbis Indonesia  Wealth Management Forum 2023



Silvio Struebi
Partner and Managing Director

Head of Banking APAC
Financial services expert 
with 15+ years 
consulting experience

 +2,000 professionals globally with 
hands-on experience  on Commercia l 
Stra tegy, Private  Equity and  Digita l 
transformation
 200+ dedicated specialists in APAC in 

Singapore , Hong Kong, Shanghai, Be ijing, 
Tokyo, Mumbai, Seoul and  Sydney

 Financial Services 
 Wealth Management 
 Technology Media and Telecoms
 Consumer Goods
 Healthcare

Our Sp e c ia lis t Te am

Our Se c tor Exp e rtis e
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…develop  winning customer propositions in the  future  of 
wealth management?

P ivo ta l q u e s t io n s

Ho w d o  we

…use  d ynam ic  p ric ing  as  a  growth s tra tegy?

…delight customers  across  d ig ita l c hanne ls  and  increase  
convers ion?

The  new realitie s  of change  in 
Asia  wealth management
Rapid wealth growth, accelerating opportunities
APAC accounts  now for >40% of global wealth ($200+ trillion) 
with increasing financia l sophis tica tion (e .g ., p riva te  marke t, 
d igita l asse ts , e tc .)

Value beyond investment performance 
WMs are  enhancing core  propositions  with extended  
products  and  se rvices  i.e ., impact inves tments , 
comprehensive  client education, fiduciary mandates , 
philanthropy se rvices , e tc .

Heightened competition across incumbents and 
fintechs
We observed  growing competition across  local banks (e .g ., 
Mandiri, BRI, BCA, e tc.) and  global banks (e .g ., S tandard  
Charte red , HSBC, e tc.) while  fintechs continue  to d isrupt. 

Digital experience as key differentiator
To excite  the  Next Gen, banks mus t innovate  the  d igita l 
experience  across  channe ls  (i.e ., access  24x7, mobile  app  
access , pe rsonalized  products  and  inves tment advice , e tc .)

Source : Simon-Kucher
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Dynam ic  p ric ing  Be haviora l jou rne y d e s ig n

Raising the bar: 3 success factors of winning proposition across wealth segments
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Segmented offering

Know your cus tomers and  offe r the  
right offe rings  to targe t segments

Fit-for-p u rp os e  p rop os ition

Understand  targe t segments  across  the  
wealth continuum and the ir key needs in 
designing propositions

Ma rke t-d iffe re n tia ting  USPs

Se t yourse lf apart by enhancing product 
offe rings  with ’WOW÷ factors  while  
leve raging core  products  and  technology

Pric ing  a na lytic s

Apply dynamic pricing capabilitie s  based  
on customers÷ willingness  to pay to drive  
acquis ition and  re tention

Re la tions h ip  p ric ing

Implement client-ind ividual pricing to 
reward  high-value  clients  for the ir overa ll 
re la tionship  

1 2 3
Optimized digital journeys
Increase  engagement and  cross-se lling 
by applying behaviora l economics  
princip les

Excitement factors
Delive r additional va lue  by provid ing value  
beyond pure  banking se rvices

Leverage  p ric ing analytics  to be tte r 
cap ture  value  from clients

Introduce  new ways  to inte ract with c lients  
based  on behavioral economics

Source: Simon-Kucher



From  Silos  to  in te g ra te d  p rop os itions : m a jor g lob a l b anks  a re  b u ild ing  a  s e am le s s  
we a lth  c on tinuum  to  b e tte r s e rve  c us tom e rs

Exe m p la ry
c lie n t g roup s

(ind ic a tive  ra ng e )

P riva te  Clie n t Se g m e n t
(1 —5m AuM USD)

Private Banking (HNWI)
(5  – 25m AuM USD)

Private Banking (UHNWI)
(> 25m AuM USD)

Retail
(< 1m AuM USD)

Increase wealth products 
penetration

Drive  re ve nue  g rowth  with  h ig he r 
c lie n t a c tiva tion

Clos e  g a p s  in  s e rvic e  offe ring s  with  
d ig ita lly e nha nc e d  p rop os itions

P rovid e  d iffe re n tia te d  
h ig h -touc h  we a lth  s o lu tions

Stra te g ic  
b us ine s s  g oa l

Exemplary 
Bank responses 

in the digital 
space

 Low revenue of pure deposit -only
clients (low inte rest ra te )

 High client acquisition cost 
through preferentia l promotions

 Enhance  digital self -servicing 
trading tools to reduce  cost-to-serve

 Goal based advisory to cross-se ll 
basic  wealth products  (incl. 
insurance) to fulfil c lient’s  needs

 Integrate  re tail bank proposition with 
WM services  and  incorporate  
gamification and bundling

 Emergence  of highly digital low -
cost wealth services and products 
from competitors  

 Client expectation to rece ive  broad  
range  of wealth products  a t low cost

 Offer wid e r p rod uc t rang e s  (SP, 
Alts) online  and  complement them 
with a s s e t-b as e d  fe e  p rog ram s to 
encourage  client activation and  
trad ing

 Provide  inve s tm e n t id e as / the m e s  
via  d ig ita l c hanne ls  to encourage  
trad ing

ǽ Hig h  c os t-to-s e rve  from ad-hoc 
advisory offe rings (manual and  
comprehensive  coverage  models)

ǽ Com p e tition  from  in te rna tiona l 
P Bs  and e m e rg ing  re g iona l b anks

 Develop  d iffe re n tia te d  m and a te s  
(cost-e ffic ient RM-led  entry mandate  
with high d igita l inte raction, thematic  
mandates , cheaper DPM) 

 Establish c lie n t re la tions h ip  p ric ing  
and  c lie n t-a lig ne d  p ric ing  instead  
of product-s ilo pricing to increase  
client s tickiness

ǽ Strong need  to build  s e le c tive  va lue  
p rop across  entire  value  chain

ǽ Growth of family offices  in Singapore  
- typically h ig h ly p ric e -s e ns itive  but 
representing a  b ig -tic ke t segment

 Focus on s trengths  and  deve lop  
holistic high touch offerings such 
as  legacy p lanning, fiduciary 
mandates , tax p lanning e tc .

 Develop  pricing framework which 
combines cost to serve , whole of 
wallet pricing and discount rules 
for revenue  optimisation

Examples

Key challenges
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Segmented  Offe ring1

Source: Simon-Kucher



Se le c tion  of ke y in itia tive s  us e d  b y b anks  toward s  a  s e am le s s  we a lth  c on tinuum ac ros s  
s e gm e nts  

Private Client Segment
(1 – 5m AuM)

Private Banking (HNWI) 
(5 – 25m AuM)

Private Banking (UHNWI)
(> 25m AuM)

Retail
(< 1m AuM)

P rod uc ts

Ma s s -c us tom ize d  DPM s olu tions  (low tic ke t s ize , m od u la riza tion  of offe ring s , e tc .)
Serve  client needs across  the  wealth continuum with d iffe rent types of DPM (strategy funds, s ingle  line  mandates , e tc .)

Goa l-b a s e d  a d vis ory for ho lis tic  we a lth  p la nn ing  
Cross-se ll basic  wealth products, lending and insurance

Diffe re n tia te d  inve s tm e n t a d vis ory p rop os ition
Feature-d iffe rentia ted bundles  across  general advisory and  advisory mandates

Strengthen core offerings with innovative high -touch services and features
Close technology gap with competitors and attract HNWI clients with compelling Unique Selling Propositions (USPs)

Pricing

Asset -based pricing & monetisation of digital private banking
Provide revenue stability and better predictability of revenues

Online pricing as an incentive
Optimize pricing for online fees to maximize revenue for low -cost channels

Im p le m e n ting  p ric e  tra ns p a re nc y a nd  fund  tra ile r-fre e  offe ring
Communicate  spreads transparently and go beyond regulatory requirements

Sh ift from  p rod uc t s ilo  to  re la tions h ip  p ric ing  (ta rg e t RoA)
Bette r monetisation of c lients  and increase  c lient s tickiness

Clie n t 
In te ra c tion

Dig ita l s e lf s e rvic e  too ls  with  p e rs ona lis e d  in s ig h ts  and inve s tm e n t c on te n t
Re d uc e  c os t-to-s e rve  a nd  inc re a s e  tra d ing  a c tivity

Future -proof coverage model and client servicing
Optimise client interaction and rethink client servicing with hybrid advice

One platform with a seamless proposition instead of siloes
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Segmented  Offe ring1

Source: Simon-Kucher
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Typ ic a l is s ue s
Uns ys te m a tic  p ric ing  le a d s  to  s ig n ific a n t re ve nue  los s

2 Dynamic Pricing

Wealth managers need a structured and targeted pricing strategy backed by data and smart analytics

 Ine ffic ie n t d is c oun t a p p rova l p roc e s s e s  b y 
e -m a il (e .g. multip le  d iscounts  across  
p roducts  without cons idering the  whole  
walle t, e rror p rone , lack of documentation)

 Uns truc tu re d  ne go tia tion  (lacking 
information about c lients÷ p rice  sens itivity and  
his torization of d iscounts)

 No p ric e  s e tting  gu id a nc e  to  a d vis ors  or 
in te rna l p e e r p ric e  c om p a ris on (i.e . wide  
p rice  d is tribution across  bank)

 Wid e  ra nge  o f d iffe re n t c ond itions  fo r one  
c lie n t

 Lim ite d  p ric e  c ons is te nc y across  c lient 
segments  (random d iscounting by RMs)

 P rod uc t-s ilo  p ric ing  ins te a d  o f re la tions h ip  
p ric ing  (focus  on s ingle  asse t c lasses  
ins tead  of overall c lient p roposition)

Mone y le ft on  the  ta b le Unfair client treatmentTime -consuming processes

Inefficient discount processes Lacking pricing guidanceUns truc tu re d  p ric ing

I II III

Source: Simon-Kucher



Dynamic Pricing2

Case in point: Dynamic pric ing s ignificantly increases  the  
granularity of the  pric ing grid  for deposit management 

Price  response  
functions

P ric e  e la s tic ity m od e lling

 Ela s tic ity-b a s e d  p ric ing  g rid  
with  h ig h  g ra nu la rity 

 Mod e ling  of volume changes 
based  on price  changes

Algorithm  im p le m e nta tion

 ‘Optimal pricing curve’ tha t 
offe rs  highes t portfolio balance  
for a  de fined  leve l of funding cos t 

 Tool and tracking dashboard
 Enhanced with marketing 

automation for promotions 

+10 -15% profit increase
lower funding cos t through be tte r ta rge ting and  le ss  leakage

Reduced risk of e rrors  
with full da ta  automation

Granular pricing based  
on client price  sensitivity

Ta ng ib le  im p a c t with in  6  m onths

Volume

P
ric
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ty
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Relationship pricing grid

 Pricing grid design using 
cus tomer, p roduct and  
transaction d imensions

 Precise  unders tanding of money 
flows (loan, funds, e tc .) and 
client behavior

Source : Simon-Kucher projec t example
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Source : Simon Kucher projec t example

Leveraging d igita l loan offe ring focused  
on p e rs ona lis a tion  a nd  b e ha vioura l 
s c ie nc e  our bank client rea lized  tangib le  
sa les  convers ion results :

 18% inc re a s e  of a p p rove d  loa n  
a p p lic a tions  with be tte r and  
fas te r online  journey 

 Stra ig h t-th roug h  p roc e s s  a nd  
fric tion le s s  c lic ks  s ignificantly 
enhances  customer experience  

 Effic ie n t im p le m e n ta tion  with in  
<3  m on ths  b a s e d  on  
b e ha vioura l jou rne y d ia g nos tic  
(quick-wins improves speed  to 
marke t)

Realizing revenue 
uplift by applying 
behavioral science 
to the loan journeys

Behaviora l journey design3

Case  in point

Find ing  the  righ t 
p rod uc t with  ta rge te d  

b e ha viora l nud ge s

Following  up  with  p os itive  
nud ge s  & re in forc e m e nts  

to  a vo id  p os t-p urc ha s e  
d ile m m a  

Ap p lying  p ric e  
p s yc ho logy to  im p rove  

p ric ing  e xp e rie nc e



10

8 extraordinary ‘WOW factors’ where banks 
can embed  behavioral economics  princip le

Banks  and  WMs need  to learn how to innovate  p roducts  
and  e levate  the  d igita l experience from brands  that young 
generations love . These  se rvices  often naturally app ly many 
of the  behavioural sc ience  p rincip les  in the ir p roposition 
and  journeys . 

Behaviora l journey design3

How to  e xc ite  a nd  win  
the  Ne xt Ge n÷s he a rts

24/ 7  a c c e s s  
a nytim e , a nywhe re

I want to be  up-to-date  with my money 
and manage  my banking needs 
anytime anywhere‘

”

Make me feel 
special

I want to get access to exclusive 
products and services that make my 
friends jealous.”

“

Easy-peasy product 
choices

Too much info. What are  my product 
options? Make  it s imple”

Good b ye  h id d e n  fe e s , 
He llo  tra ns p a re nc y

I want to know exactly what I am 
paying for‘“

Super like my RM

I want committed and competent 
banks who also speak my language”“

Ma ke  a n  im p a c t
I want to take  actions that will sustain 
our plane t & improve  the  local economy”

Fus s -fre e  s ub s c rip tions
I can easily subscribe to my preferred 
banking services anytime anywhere“

Make it personal

No spam. I only want to receive 
customized recommendations that I 
actually need”

”

Source: Stra tegies  to win in the  new priva te  banking world , Simon Kucher 



Be fore  we  g o…

Banks need  to have  
s e gm e nte d  offe rings  

and  p ric ing  across  
segments  of the  wealth 

spectrum

No one -size -
fits -all strategy

BETTER PROPOSITION

Leverage  data 
analytics for be tte r 

p ric ing and  
monetization s tra tegy to 

drive  future  growth

Early monetization 
for a head start

BETTER GROWTH

Embed products  and  
se rvices  in d ig ita l journe y 

to be tte r engage  clients ; 
op tim ize  journe ys  with  

b e haviora l s c ie nc e

The  fu tu re  is  
now a nd  it is  

d ig ita l

BETTER ENGAGEMENT

Download
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