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The Avaloq group is an international leader in integrated and comprehensive 
solutions for wealth management, universal and retail banks. It has a 
reputation for the highest standards in engineering excellence, is passionate 
about innovation and invests more in R&D than any other provider for the 
financial industry. 

We deliver what we promise. As a result of true partnership paired with full 
dedication, every single Avaloq implementation is a success story.  
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This is the 3rd edition of our flagship publication for the technology and 
business community within wealth management.

We have made a commitment to continue to refresh and reinvent our cov-
erage of these vital issues shaping the future of the industry – in particular 
to cover:

 What leading banks are doing to transform their businesses using 
technology

 How the most forward-thinking institutions are leveraging different 
channels – mobile, social, digital

 Game-changers to modernise the business of wealth management

 Using technology to tackle regulatory challenges

 What the advisory model of the future looks like

 Overcoming implementation and legacy issues – and best practices in 
integrating systems 

Keeping up with the technology that will impact the business and the role 
of advisers requires anyone involved in wealth management to get ready 
for the next wave of innovation. 

This is essential given that demands for new solutions and services – as 
well as the need to ensure security – continue to grow in the wake of the 
mobile, social and cloud revolution. 

At the same time, there are an increasing number of vendors interested to 
learn more about what’s important to banks looking to build their wealth 
franchises in Asia – including how they make their buying decisions, and 
how to achieve successful integration and implementation.

Against this backdrop – this publication looks in detail at the specific 
opportunities, challenges and issues in technology for Asian wealth man-
agement. I hope you enjoy reading this content and derive value from it. 
Please do send me your feedback, at editor@hubbis.com. 

Andrew Crooke
Editor
Hubbis

foreword



Feature articles

A revolution to re-shApe AsiAn weAlth mAnAgement

With Asian wealth management at an inflexion point – it is more urgent than ever 

before for banks to sharpen their focus on technologies and delivery channels that 

enable them to do more with their clients and make more revenue from them. If 

they don’t, they will struggle to remain relevant. 

Disrupting globAl weAlth mAnAgement

Wealth management, and especially private banking, is ripe for disruption. With 

competitive threats to traditional advisory models coming from all types of finan-

cial and – most interestingly – non-financial firms, a growing number of nimble 

and innovative technology vendors and software developers are at the forefront of 

potentially re-shaping the look-and-feel of the industry in the coming years.

A growing role For technology-leD compliAnce

Regulatory challenges continue to weigh heavily on banks and impact their 

flexibility and time to market in providing proactive products and services to 

clients. Automating the compliance function and designing systems and solutions 

to help manage the compliance burden is a key goal. 

mAking use oF big DAtA

Information that wealth management organisations increasingly need to attract, 

deepen and retain relationships across the client lifecycle is changing. Yet they 

continue to grapple with how to use this data to drive revenue, stay compliant, 

increase efficiencies and differentiate their offerings. The key is using analytics that 

create deeper customer insights to drive more relevant offerings.

resolving the buy-or-builD DilemmA

Whether banks choose to outsource, in-source or combine these approaches, the 

objectives include getting a best-of-breed solution, focusing their resources on 

their core offering, keeping costs as low as possible, and getting the most out of 

their relationships with vendors.

innovAtion: where next For weAlth mAnAgement?

There is little doubt that banks of all types must make ever-larger investments in 

terms of time, money and resources in different technologies. But what are the 

innovations that will shape the future of the industry?

Firm profiles

Dbs Drives vision oF DigitAl yet FulFilling bAnking Future 

For Tan Su Shan, group head of consumer banking & wealth management for DBS 

Bank, trailblazing is part of her daily agenda. She talks exclusively to Hubbis about 

how she is spearheading the organisation’s wealth management ambitions towards 

a bold new world of digital banking – before someone else does it first.
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how AvAloq hAs gone mobile with Apps For weAlth ADvisers

Avaloq has gone omni-channel while still providing the same user experience. With 

its mobile app initiative, Peter Scott, general manager in Asia Pacific, and a member 

of the firm’s executive board, explains the approach and rationale amid its efforts to 

be at the forefront of this new generation of electronic banking for clients and advisers 

alike. 

Driving the ADviser-client relAtionship oF tomorrow 

Swiss technology provider CREALOGIX is now going global. Starting with Germany 

several years ago, chief executive officer Thomas Avedik is spearheading an 

expansion strategy to London and Singapore based on a set of digital banking 

products to help financial institutions enhance their customer experience, boost 

productivity and efficiency for front-line staff, and mitigate e-security threats.

A new Dimension For singApore’s insurAnce community

In an exclusive interview with Hubbis, Peter Huber, chief executive officer of 

Zurich Global Life Singapore, introduces the new online tool Zurich Commu-

nity and talks about the priorities for the insurance company in the local market. 

A smArter solution For structureD proDucts 

Automated, web-based tools to enable marketing, pricing and trading of structured 

products are the way to (re-)engage private investors today. BNP Paribas has made 

notable strides in bringing technology innovation to a segment which has been in 

need of something more user-friendly and relevant to adapt to a new reality for these 

products. 
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START THE SWISS 
INVESTMENT ENGINE 

—
UPGRADE TO LEONTEQ

Leonteq’s explicit goal is to make a difference through 
particular transparency in investment products. We count 
on experienced industry experts with a focus on achiev-
ing client’s goals and a first class IT infrastructure, setting 
new standards in stability and flexibility.

LEGAL DISCLAIMER

This publication serves only for information purposes and is not research; it constitutes neither a recommendation for the pur-
chase or sale of any financial products nor an offer or an invitation for an offer. No representation or warranty, either express 
or implied is provided in relation to the accuracy, completeness or reliability of the information contained herein.

Before investing in financial products, investors are highly recommended to contact their financial advisor for advice specifi-
cally focused on the investor´s individual situation; the information contained in this document does not substitute such 
advice.

Any - including only partial - reproduction of any article or picture is solely permitted based on an authorization from Leonteq 
Securities AG. No responsibility is assumed in case of unsolicited delivery.

© Leonteq Securities AG 2014. All rights reserved. www.leonteq.com
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THE NEW MODEL CUSTODIAN
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owned subsidiary of The Bank of New York Mellon Corporation (BNY Mellon). Trademark(s) belong to their respective owners. 
For professional use only. If this document is issued or distributed in Australia, it is issued jointly by Pershing Securities 
Australia Pty Limited (ABN 60 136 184 962, AFS License No. 338264) and Pershing LLC (ARBN 108110149, AFS License 
No. 271837).

*Global Finance rankings, “World’s 50 Safest Banks,” April 2013

CLIENT-CENTRIC. INNOVATIVE. STRONG.
LOOKING FOR A NEW MODEL CUSTODIAN TO HELP GROW YOUR WEALTH MANAGEMENT 
BUSINESS? LOOK TO PERSHING. We work behind the scenes to help you transform your 
business and create stronger competitive differentiation.

Our leading global clearing, custody, settlement and technology solutions can help support 
the needs of today’s wealth management environment. Our investment solutions can help 
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Ask us how we can help you transform your business  
for a changing global environment.
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Lila Meng
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changing organisations we found 

in our research.
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The fact that IBM is investing 
US$1 billion in the Watson 
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has so much conviction about 
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A revolution to re-shApe 
AsiAn weAlth mAnAgement
With AsiAn WeAlth mAnAgement At An inflexion point – it is more urgent thAn ever 

before for bAnks to shArpen their focus on technologies And delivery chAnnels thAt 

enAble them to do more With their clients And mAke more revenue from them. if they 

don’t, they Will struggle to remAin relevAnt. 

The attention of more and more chief 
executives of wealth management 
firms of all types and sizes is finally 
shifting to the actual needs and expec-
tations of the client.

That might sound peculiar for an in-
dustry which is so vocal about being 
“client centric”. But the reality at many 
organisations is that the urgency to in-
crease revenue to deal with the com-
bination of covering rising costs and 
shrinking margins created a short-term 
mind-set that didn’t pay enough atten-
tion to what clients really wanted.

Yet client loyalty is, arguably, the only 
true sustainable competitive advan-
tage. And changing customer behav-
iour and demographics will make more 
investors open to DIY solutions.

Recent digital developments have fi-
nally started to reflect this. 

Combined with new sources of informa-
tion for clients and the impact of social 
media on client trust and brand equity, 
private banks and wealth managers are 
assessing how best to adjust.

The impact of technology-enabled 
channels on retail banking in the past 

five years or so, outlined in the McK-
insey Global Private Banking Survey 
2013, is instructive as a benchmark:

 Fewer client visits to branches

 An increasing number of touch 
points offering more opportunity 
for cross-selling

 Customers becoming more self-di-
rected and only looking for advice 
in a few key moments

 Banks experiencing over-all lower 
cost to serve

In fact, IT expenditure in the retail 
banking industry is a significant por-
tion of operational spending. 

Stefan Mueller, managing director, 
head of investments and products for 
RBC Wealth Management in Asia, is in 
no doubt that technology is a game-
changer for Asian wealth management.

“We are currently in the middle of a 
very significant evolution in our in-
dustry,” he explains. “Items like mo-
bile channels, social media, gamifica-

stefan mueller
rBC wealth management

“only those banks that 
transform themselves now 
will have a chance in the new 
world of ‘digital darwinism’”
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tion, and the introduction of real-time 
investment updates and advice are 
changing the banking landscape to 
such an extent that we find ourselves 
in the middle of a period of ‘digital 
Darwinism’,” he says.

prioritising business 
solutions

At the top of the business technology 
agenda are some recurring themes 
within the Asian wealth management 
market. These include: increasing 
compliance and regulatory require-
ments; firms driving operational effi-
ciencies; and the development of dif-
ferentiated products and experience 
that will drive growth in assets under 
management (AUM). 

Underlying these themes is a broad 
emphasis on technology, especially 
digital, and data as the enabling capa-
bilities, says Aaron Perryman, partner 
within the financial services practice of 
Ernst & Young Advisory.

“We see these digital and Big Data ca-
pabilities not as a set of bespoke strat-
egies, but rather as an integrated set 
of capabilities; digital, Big Data, en-

terprise intelligence and visualisation,” 
explains Perryman. “These capabilities 
are part and parcel of the broader busi-
ness strategy for wealth managers.”

There is consensus among industry 
thought-leaders that only the stron-
gest digital champions in the industry 
will survive. 

With technology and society evolving 
faster than the ability of many organ-
isations to adapt, “business as usual” 
is no longer an option. “Nothing is too 
big to fail or too small to succeed any-
more,” says Mueller.

Those firms effectively adopting or 
mainstreaming these new capabili-
ties are the best-positioned to further 
drive sustainable growth and profit in 
the face of regulatory pressures, cost 
pressures and the war for AUM growth, 
adds Perryman.

This can happen, adds Beat Monnerat, 
senior managing director, financial ser-
vices, Accenture, by there being less 
focused on who the relationship man-
ager (RM) is and what they know, and 
more on ensuring a strong client rela-
tionship by increasing the number of 
touch-points with the customer.

For example, he explains, wealth man-
agers that develop outcome-based 
digital strategies which utilise digital 
technology to create efficiency and de-
liver client customised experiences will 
differentiate themselves from competi-
tors and facilitate future growth. 

Embracing analytics and digital dis-
tribution to offer the best and fastest 
advice is one potential approach. “Pre-
dictive analytics that also mine ‘what 
if ’ scenarios can help forecast fund 
performances by new combinations of 
strategies; they can also help analyse 
new investment opportunities,” says 
Monnerat. “By leveraging analytics, 
RMs can offer more targeted advice. 
Further, with digital this can be done 
more quickly and across all channels, 
from texting to iPad-friendly versions 
via the internet.”

Most importantly, says Michael Foong, 
senior executive vice president, chief 
strategy & transformation officer at 
Maybank, is how to utilise the technol-
ogy and solutions innovatively to suit 
investors’ needs.

Indeed, one of the main things wealth 
managers can learn from today’s e-
commerce leaders include being better 
at listening to their customers.

Adds Sebastian Dovey, managing part-
ner of Scorpio Partnership: “To em-
brace and keep pace with innovations 
in mobile, social and digital technolo-
gies, the biggest priority is to abso-
lutely understand the requirements of 
the individual HNW client and how the 
wealth management industry can re-
spond to it.”

This is essential given that while the 
typical private banking client in a de-
veloped market today is aged 65, 
subsequent generations will be those 
born in the early 1980s and the 1990s 
– so-called “Generation Y” or otherwise 
“Digital Natives”.
 

Aaron perryman
ernst & Young

“digital, big data, enterprise 
intelligence and visualization… are part 

and parcel of the broader business 
strategy for wealth managers”
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 Is your data 
making sense?

KNOW HOW.

Anova. Making Sense. 

Acquire  l  Aggregate  l  Analyse  l  Distribute

Wealth managers today are under pressure to help a 
multitude of stakeholders make sense of investment 
data - fund managers, relationship managers, regulators, 
business teams and, most importantly, their clients.

A sensible approach to data leads to sensible, informed 
oversight and better investment decisions.

However…to make sense, the management, enrichment 
and delivery of investment data is ever more critical, 
especially when dealing with the magnitude, speed and 
inconsistency of information today.

dstglobalsolutions.com/anova
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ray tubman
gBst

“We are finding that our clients 
are coming to us more than 
ever before to ask for advice 
on how they can adopt higher-
technology solutions”

Source: Scorpio Partnership, Sungard
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From a client perspective, adds Michiel 
van Selm, director, customer impact & 
growth, PwC, digital is increasingly the 
preferred channel across all segments 
for many forms of financial activi-
ties. “Wealth management clients are 
among the heaviest adopters of digital, 
mobile and social media.”

HNW individuals, for example, spend 
on average 19 hours a week on digital, 
he adds, with around 50% using a fi-
nancial services app. “As clients decide 
upon their main financial relationships, 
the quality of the digital offering is an 
important decision point for them.” 

Similarly, says Dovey, by leveraging 
technology where real-time informa-
tion is available, it will increase the 
productivity of financial advisers by 
enabling them to work remotely.

Industry thought-leaders believe that 
the proper application of technology 
can allow a financial adviser to man-

age two to three-times more clients 
without a corresponding drop in ser-
vice levels or efficiency.



Communication with clients plays a vital role in differentiating Wealth Managers 
from their competition. Our software solutions enable compliant and efficient 
customer communication through automation and standardization while allowing 
to individually and personally address clients at a maximum degree.

Competitive Advantage through modern 
Customer Communication

         Consolidated Client 
     Reporting

    Investment Proposals

    Corporate Action 
    Notifications
 

    Client Onboarding

    Trade Confirmations

Assentis Technologies Pte Ltd
10 Anson Road
International Plaza #34-16
079903 Singapore

Phone +65 983 115 47
sales-apac@assentis.com

www.assentis.com
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plAying by neW rules

With the evolving digital landscape, 
and new technologies, the competi-
tion for financial services institutions 
is coming increasingly from non-tradi-
tional players such as Alibaba, Baidu, 
Google, Facebook, Paypal and telcos, 
among others.

“The rules of the game are changing,” 
says David Gledhill, chief technology 
officer for DBS Bank. “As a bank, we 
need to truly understand what our cus-
tomers need and want – their life expe-
riences and the emotive perspective.”

One of the clearest examples of this 
has been in China since mid-2013. 
With scale on its side, the country has 
become the epicenter of a digital revo-
lution in financial services, led by the 

launch and resounding success of on-
line investment fund Yu’e Bao, offered 
by Alibaba Group’s online-payment af-
filiate Alipay. 

Within nine months to the end of 
March 2014, funds invested in Yu’e 
Bao, which means “leftover treasure” 
in Chinese, totaled RMB 541 billion 
(US$87 billion).

This is in comparison with the coun-
try’s equity markets, which acquired 
RMB 60 billion in 20 years.

Success spurred domestic competitors 
such as online search company Baidu, 
and social networking and online gam-
ing giant Tencent to create own invest-
ment platforms for customers. And in 
May 2014, China Telecom launched a 
money market fund called Tianyibao on 
its mobile payment platform.

Steven Seow, head of wealth manage-
ment for Mercer in Asia, says the indus-
try needs to wait to see if this threat to 
traditional wealth management players 
is only happening in China, or will ap-
ply to the rest of the region.

The number of disruptors in other in-
dustries has also been on the rise in 
recent years. “Consider that it took 
computer company Apple only five 
years to become America’s largest mu-
sic retailer, and just seven to become 
the world’s largest,” adds David Levi, 
managing director for banking, Accen-
ture Strategy.

“In 18 short months, search engine 
Google erased 85% of the market cap 
of the top GPS companies after launch-
ing its mobile maps app. Digital disrup-
tion is a worldwide phenomenon that is 
industry agnostic.”

At the same time, the most valuable 
advantage that wealth management 
institutions have over direct / self-
service competitors is the personal 
relationship between their advisers 
and clients. And technology cannot 
replace this human touch at the heart 
of the full-service wealth management 
model. “Technology and the personal 
connection should complement each 
other to deliver a virtually-enriched, 
collaborative relationship,” says Martin 
Frick, head of APAC at Temenos. “By 
respecting this, wealth management 
firms should be able to offer the best 
possible traditional proposition to the 
boomers while developing a new prop-
osition for the next generations.”

Either way, it is clear that digital rein-
vention to respond to today’s individu-
ally-centred economy requires banking 
leaders to not only look within, but at 
adjacent industries. 

According to Peter Gill, vice president, 
banking & financial markets, ASEAN, at 
IBM, they need to “capitalise on criti-

Source: Capgemini, RBC Wealth Management, and Scorpio Partnership Global HNW Insights Survey 2013
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cal lessons from outside the banking 
industry to improve efficiency, produc-
tivity and profitability”.

The approach at DBS is a human-cen-
tred design one, as part of its innova-
tion journey, to achieve this. “We have 
a customer journey lab, where we liter-
ally put ourselves in the shoes of our 
customers to map their experiences, 
and create and prototype solutions and 
product offerings,” says Gledhill.

survivAl tActics

Despite senior management approving 
higher IT budget allocations to keep 
pace with such trends and client de-
mands, especially for online and mo-
bile offerings, much is still to be done. 
And it will take years of continued 
commitment by business leaders.

Mueller likens this new focus for banks 
in Asian wealth management as a 
move from the concept of “survival of 
the fittest” to “survival of the fitting”.

He explains: “The ability to produce an 
immersing experience that is tailored 
to the needs of the target client will 
determine who survives in this busi-
ness. The new world is all about listen-
ing, learning, engaging and adapting 
– and to do this well we must be agile.”

Brett King’s 2013 book, “Bank 3.0: Why 
banking is no longer somewhere you 
go, but something you do”, is a timely 
reminder of the inflection point the in-
dustry has reached. 

“The role and use of different technolo-
gies is forcing the wealth management 
industry to reconsider the entire value 
chain and the economic assumptions 
for the future of the business model,” 
adds Dovey. 

“In many ways, the arrival of digital 
technology is as seismic as the ar-

michael Foong
maybank

“most importantly is how to 
utilise the technology and 
solutions innovatively to suit 
investors’ needs”

rival of the pocket calculator. It totally 
transforms what individuals can do.”

This represents a significant shift for a 
sector which hasn’t traditionally been 
at the leading edge of technology in-
novation. Many banks are trying to rise 
to the challenge. They want to lead the 
change, from passively serving cus-
tomers to being more proactive about 
it. “Digital media is an efficient me-
dium to leverage,” says Steven Seow, 
head of wealth management for Mercer 
in Asia.

Many banks are also looking to use 
technology to create the perception 
that they are pioneering.

“We are finding our clients are coming 
to us more than ever before to ask for 
advice on how they can adopt higher-
technology solutions – ranging from 
mobile apps to Facebook integration,” 
says Ray Tubman, chief executive, 
wealth administration, GBST. 

“They see an opportunity to start to 
innovate and introduce new solutions 
and ways of working via a proof-of-
concept approach that they can pres-
ent to senior management and other 
stakeholders in the organisation.”

Client feedback, for example, shows 
they have been growing increasingly 
frustrated by the lack of positive ex-
periences when interacting with their 
banks. It is not uncommon to hear 
comments such as “it’s a hassle”, cus-
tomers feeling “undervalued and ex-
ploited”, or being “on their own”, and 
complaints about experiences that are 
“definitely no fun”.

“Today’s wealth management business 
model is outdated, expensive and not 
scalable enough,” says Mueller. 

WAlking the tAlk

Success for banks in the new age of 
digital banking will depend on their 
speed and ability to adopt the process-
es, organisation, culture and technol-
ogy to digital architecture. 

“Capturing the business and loyalty of 
clients will depend on how successfully 
banks can offer a digitally-enabled and 
integrated client experience,” adds 
Rajiv Agarwal, managing director at 
Arete Financial Partners.

DBS Bank has clearly established itself 
as an “early adopter” in the technol-
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ogy race in Asian wealth management. 
“We have been innovating to shape the 
future of banking,” says Gledhill.

DBS’ thinking is based on the premise 
that even as customers embrace new 
technologies and an increasingly digi-
tal lifestyle, they will still continue to 
need banking – although not necessar-
ily a bank in the traditional sense. 

“We have committed an investment of 
S$200 million over the next three years 
to establish a digital banking initiative,” 
says Gledhill, “in our drive towards en-
hancing our customers’ experience in 
this new, changing landscape.”

stAying on top of the 
“scAm” technologies

According to Adam Neat, partner, fi-
nancial services & IT strategy at PwC 
Consulting, it’s no secret the security, 
cloud, analytics and mobile (SCAM) 
technologies are the focus point now 
for wealth management chief invest-
ment officers.

“Clients are becoming more demanding 
in their use of technology in their day-
to-day lives which is what is driving 
a big push towards more self-service 
models,” he explains.

Investment into emerging technologies 
in Asia alone is expected to more than 
double by 2017, adds Neat.

The rapid advances in the areas of 
cloud and mobile computing, coupled 
with improvements in IT infrastruc-
ture and the adoption of social media 
across Asia, are driving the ever-im-
portant role that technology now plays 
within Asian wealth management, says 
Leon Erh, head of information technol-
ogy at LGT Bank in Singapore.

In particular, these developments pro-
vide banks with greater flexibility to 

reach out even further to their clients, 
he explains.

To really get value out of social media 
and move it beyond just generic mar-
keting and communication activities, 
banks need to connect customers in 
communities of interest and integrate 
social technologies in the core process-
es, adds Van Selm. “Especially in Asia, 
word of mouth and peer feedback is 
very important. Social channels can be 
used to build the brand and create ad-
vocates among a client group. Another 
way to use social channels is by cap-
turing the client information available 
on social channels and building a more 
complete view of the client.” 

One of the biggest struggles is to in-
terface the real-time nature of mobile 
and online, to legacy, back-end core 
systems. “This is an inherently risky 
situation for wealth managers, as they 
struggle to service customer demand 
for self-service like offerings while they 
are trying to transform and or replace 
their core,” says Neat. “[This is] akin 
to performing a heart transplant on a 
marathon runner, mid marathon.”

This has exposed the paradoxical dif-
ferences in investment priority. Cus-
tomers are seeking out wealth manag-

ers based on range of services such as 
the degree of online and self-service 
capabilities, and portfolio reporting, 
whereas wealth managers are under 
increasing regulatory pressure to in-
vest in more robust security and pri-
vacy protection measures.

Further hurdles which may prove chal-
lenging to overcome include legal, reg-
ulatory and customer sentiment issues. 
These need to be addressed to truly 
allow digital acquisitions to become 
commonplace. “For some countries 
and regions there will need to be ad-
viser presence to complete the acquisi-
tion process,” explains Agarwal. Some 
countries, like, Malaysia, have adopted 
regulation to allow banks to capture a 
digital signature as the authorisation. 

Although digital acquisitions have al-
ready come a long way – such as the 
use of biometric technology to help 
fast-track the application and KYC pro-
cess – there is still lack of confidence in 
many online players. This is especially 
the case in the wealth management 
space, adds Agarwal, where products 
can be complex so digital acquisi-
tions may require a different approach 
where digital and physical approach is 
combined to deliver more clarity and 
build greater trust.

michiel van selm
pwC Consulting

“Wealth management clients 
are among the heaviest 
adopters of digital, mobile and 
social media”
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An urgency to trAnsform

A true wealth management experience 
needs to be about convenience, fun, 
empowerment, social interaction, safe-
ty, transparency and 24/7 availability. 
It must also be timely and relevant, 
explains Mueller. “The wealth manage-
ment industry appears on one hand to 
be rather complex, especially consid-
ering the many – and still increasing 
– industry regulations, not to mention 
the fragmented individual needs of cli-
ents,” he says.

On the other hand, technology has ad-
vanced over the past few years to a 
level which allows visionary industry 
players that embrace it to re-define the 
wealth management value proposition 
in such a way that complexity becomes 
very manageable, in terms of meeting 
client expectations. “Therefore, quite a 
number of banks in Asia have started 
to transform themselves into ‘digital 
banks,” says Mueller.

Of course, there is nothing stopping 
wealth managers from being disrup-
tors in their own industry. Some of the 
competitive advantages include being 
able to provide more effective and effi-

cient distribution strategies; improved 
segmentation and targeting of key cus-
tomer groups; and faster development 
of more desirable products, as well as 
customised marketing campaigns, says 
Levi at Accenture. “Although innovative 
technology in the form of mobile, so-
cial media, cloud computing, Big Data 
and analytics is a key enabling factor 
in the digital transformation of private 
wealth management, the most impor-
tant feature in this transformation is a 
shift in firms’ orientation, from selling 
a product to selling to a client.” 

“It is clear that traditional wealth man-
agers have to embrace the digital revo-
lution,” says Levi. “They need to dis-
rupt or they will be disrupted.”

Time is pressing, urges Mueller. “Only 
those banks that transform themselves 
now will have a chance in the new 
world of ‘digital Darwinism’.” The “win-
ners” will not emerge overnight. This is 
a multi-year undertaking, so it will be 
interesting to watch change as it takes 
shape, especially given the wealth 
space is one of the open industries not 
yet taken by a dominant company. 

Muller predicts that, as with many digi-
tal value propositions, it’s usually the 

case that just one industry contender 
will make it truly big – a phenome-
non seen via the examples of Google 
(search), Amazon (books), Apple (mu-
sic) and Facebook (social networking).

“Who will be the winner in the wealth 
management space?” he asks. “Will it 
be a bank, or maybe even a technology 
company that has a banking license? 
The race is on.” 

Transformation

IBM advocates three themes for banks 

to drive a digital reinvention:

 Think like a retailer – no 

industry understands how to 

collect, analyse and act upon 

customer data better than the 

retail industry. Leading banks 

are leveraging technology by 

applying data analytics and 

channel personalisation to 

differentiate themselves on 

advice, customer experience and 

quality of service

 Act like a manufacturer – as 

customers’ needs change rapidly, 

keeping up requires flexible 

processes and the ability to 

roll out relevant products and 

services quickly and seamlessly. 

Leading banks are raising the 

bar with technologies that enable 

fulfillment capabilities like 

business process management, 

digitisation (paperless) and STP

 Embed risk management – 

banks should also shore-up their 

defenses. The most successful 

institutions embed sound 

risk-management principles 

throughout their enterprises 

seb Dovey
scorpio partnership

“in many ways, the arrival of 
digital technology is as seismic 

as the arrival of the pocket 
calculator. it totally transforms 

what individuals can do”
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putting A DigitAl AgenDA 
to work
hAns-peter borgh, chief commerciAl officer for Abn Amro privAte bAnking in AsiA And 

the middle eAst, is speArheAding severAl innovAtive initiAtives to much more closely 

Align the bAnks And its relAtionship mAnAgers With their clients in the digitAl Age.

Rather than just talking about its digi-
tal agenda, ABN AMRO Private Banking 
is now focused on executing it.

“I am more and more convinced every 
day that the traditional belief  that not 
much will change within the infrastruc-
ture of the private banking industry is 
flawed,” says Hans-Peter Borgh, chief 
commercial officer for ABN AMRO Pri-
vate Banking, Asia and the Middle East.

It is hard to dispute that the person-
al, one-to-one component of private 
banking will remain for the foreseeable 
future – with the art and personality of 
the profession being difficult to repli-
cate via algorithms. But to be able to 
identify, analyse and act upon a client’s 
needs – in a detailed, consistent and 
compliant way – technology will be a 
game-changer for the industry.

This applies from prospecting, on-
boarding and needs discovery, to in-
vestment proposals, reporting and on-
going portfolio monitoring.
 

client-led innovAtion

As a group, ABN AMRO has tangible 
evidence of the value to clients of go-
ing digital based on the experiences of 

its retail business in its home market of 
the Netherlands. 

For example, and within a relatively 
short period of time, it was having 
more than 50% of advisory conversa-
tions on mortgages through web-based 
videos rather than at a branch. Most 
importantly, adds Borgh, the feedback 
was that client satisfaction was higher.

The role of a bank to connect people, 
therefore, can be fulfilled in the digital 
space, he says.

While innovative to begin with, the 
use of multiple channels and devices 
has rapidly become an essential com-
ponent of the overall service offering. 
“Clients expect to communicate with 
us through channels relevant in their 
lives,” says Borgh. 

“We need to be in a position to interact 
with them in a meaningful way through 
digital channels.”

This extends to interactions between 
clients using social media, enabling 
them to understand how people with 
similar profiles are investing, etc.

This becomes feasible – and powerful 
– for the foreseeable future in wealth 

management when the community is 
filtered, and secured by the bank. “A 
user is then certain that the other peo-
ple within the network are also vetted 
clients of the bank,” says Borgh.

There may be increasing comfort 
around issues relating to privacy, for 
example, through the concept of fin-

Hans-Peter Borgh
ABN AMRO Private Banking
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gerprint scanning on iPhones, and oth-
er ways to confirm biometrics.

“Within a few years it will be easier for 
banks to confirm a client’s identity for 
digital interactions and access to per-
sonal information,” says Borgh. “This 
potentially allows us to get closer to 
where clients lead their digital lives.”
 

tAking rms mobile 

One of Borgh’s achievements has been 
the development and gradual roll-out 
of the bank’s RM Mobile Office over the 
past 12 months.

This provides relevant technology and 
tools to equip ABN AMRO’s travelling  
relationship managers (RMs) with re-
search and product information at their 
fingertips, as if they were sitting at 
their desk.

This is achieved from any device with 
the highest standards of security – 
smartphone, tablet, Android, or per-
sonal laptop. It also facilitates their 
conversations with clients who are 
themselves very mobile and often not 
located in Singapore, Hong Kong or 
Dubai, where the bank has its offices.

But this initiative goes much further 
than enabling online investing and vir-
tual access to presentations and infor-

mation. Neither is it just about making 
an individual RM available to a client.

Instead, it is to bring to the digital age 
what the bank wants to portray as its 
total client service philosophy. 

“This is about providing the expertise 
of a whole team – including investment 
specialists, product experts and wealth 
structuring specialists,” explains Borgh.

The connectivity created by the Mobile 
Office enables RMs, for example, to 
set up video conferences with in-house 
specialists from any of the bank’s offic-
es. This is important in retaining some 
of the human-touch elements.

“With bandwidth increasing so quickly 
on mobile devices, this is shaping the 
future of advice and making advisers 
more productive,” says Borgh. 

And they have little choice but to op-
erate in this way, he adds. “Bankers 
need to become more familiar with and 
accepting of this type of technology, 
especially as it can have a positive im-
pact on their success.”

The bank’s senior management is lead-
ing by example. 

Evidence of their savviness is their ac-
tive use of Webex, FaceTime and other 
digital conferencing solutions, for in-

stance, in an encrypted form, for inter-
nal communications.
 

keeping A bAlAnce

Despite Borgh’s drive towards innova-
tion, he is measured in his thinking 
about the scope of application for mo-
bile, social and digital channels.

The concept of a full online, self-di-
rected, self-fulfillment trading platform 
meets a specific need of some clients 
for certain purposes.

At its core, however, private banking is 
a service which adds value, he says, in 
terms of holistically understanding the 
needs of a client and then offering a  
tailored solution. 

“This will continue to remain the ex-
clusive domain of RMs and the client’s 
dedicated service team,” he adds.

He is also skeptical about the extent to 
which clients really want social media 
intertwined with their private bank. 

“Although we actively advertise on 
platforms like Linked-In, Google and 
Bloomberg.com, I don’t see any tangi-
ble signs that clients want their private 
banks to come as close to their social 
world as something like Facebook al-
lows,” says Borgh. 
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DBs Drives vision oF DigitAl Yet 
FulFilling BAnking Future 
for tAn su shAn, group heAd of consumer bAnking & WeAlth mAnAgement for dbs bAnk, 

trAilblAzing is pArt of her dAily AgendA. she tAlks exclusively to hubbis About hoW she 

is speArheAding the orgAnisAtion’s WeAlth mAnAgement Ambitions toWArds A bold neW 

World of digitAl bAnking – before someone else does it first.

Even contemplating what Tan Su Shan 
has to fit into a single working day 
would leave most busy executives feel-
ing exhausted. 

Yet she doesn’t give it a second 
thought. At the helm of DBS’ consumer 
banking division, she is visibly excited 
and energised to be part of a leader-
ship team which is taking pioneering 
strides in a new, digitally-driven world 
of wealth management.

It follows a steady string of successes 
over the last four years, following her 
arrival from Morgan Stanley, to help 
develop the various components of 
DBS’ wealth continuum. 

“When I first arrived at DBS in July 
2010, my management team and I set 
ourselves a goal to improve the prod-
uct suite, the platform and the people,” 
explains Tan. “I am pleased with what 
we have achieved in all three areas.”

That has been even more notable over 
the past 12 months or so since her 
daily commitments have also includes 
being a Nominated Member of Parlia-
ment in Singapore.

Now, it’s about taking the wealth busi-
ness to the next level.

proud of her people

When it comes to people, the key has 
been to attract and retain good staff. 

“This is a result of leadership, from 
which we have developed good peo-
ple,” says Tan. “And I am most proud 
of those people who have been here 
longer than I have, because they have 
shown the biggest improvements out 
of everyone.”

For example, one of Tan’s newest pri-
vate bankers started in POSB, after 
which she worked her way through and 
up the entire wealth continuum that 
DBS has created – including the prior-
ity bank, then Treasures Private Client 
and, recently, the private bank.

“There are many stories of people who 
have gone through this journey, and 
in many cases they have brought their 
clients with them,” says Tan.

doing more With 
clients’ Assets

In terms of the product suite, mean-
while, the focus has been on con-
solidating many existing resources 

Tan Su Shan
 DBS Bank

throughout the group to channel this 
expertise for clients throughout the 
wealth continuum. 

For example, says Tan, this involved 
enabling wealthy individuals to get ac-
cess to the equity research capabili-
ties through DBS Vickers. Capitalising 
on the strength of DBS’ debt capital 
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How DBS is building 
brand value

 The Banker/BrandFinance Bank-

ing 500 study has ranked DBS 

Bank as Singapore’s most valu-

able banking brand, and as the 

top banking brand in ASEAN. Its 

brand value of US$4.01 billion is 

up 15.3% on 2013, an increase 

of over half a billion dollars

 BrandFinance, which ranks the 

world’s biggest banks by their 

brand value every year, said 

banks from Singapore represent-

ed the greatest total brand value 

of any ASEAN country, with a 

combined brand value of US$8.5 

billion, an increase of 17% on 

last year

 While DBS remains outside the 

global top 50, Samir Dixit, man-

aging director of BrandFinance 

in Asia Pacific, said that its 

impressive year-on-year growth 

makes it likely to break into the 

this group next year

embrAcing the digitAl 
revolution

 
Despite the successes of the people 
and product developments, the real 
game-changing success has come from 
the bank’s platform. 

It has gone well beyond the initial 
aim to build a robust infrastructure to 
now create a fully digital bank. “We 
have a huge digital agenda to put the 
customer at the centre of the banking 
experience,” explains Tan.

The direction has been clear since 
2010, when the bank formed a 
Customer Experience Council and 
Innovation Council. The aim has been 
to deliver innovation anchored around 
three key ideas: an increased focus 
on digitisation to further enhance 
processing efficiency; making the 

markets, the leader in Singapore dollar 
bond issuances, the private bank has 
been able to marry the supply and de-
mand in terms of new debt issues to 
clients which want to invest in a risk-
adjusted manner in new assets.

Another innovation relates to enabling 
clients to take advantage of interest 
rate differentials across Asia. “This 
means they can maximise their cash 
holdings,” she explains.

So an NRI client in Singapore, for ex-
ample, can open an account with DBS 
India, which is paying local Indian in-
terest rates and hedge it back fully to 
avoid currency risk. 

This creates a big currency pick-up 
for those individuals comfortable with 
both India risk as well as DBS Bank 
risk. They can also get leverage on this 
product if they want.

this means being able to process 
enormous amounts of information with 
the ability to understand and learn from 
each interaction, and provide more 
precise, customised and actionable 
insights that meet customer needs. 

This includes helping its relationship 
managers in various ways, including: 
analysing large volumes of complex 
unstructured and structured data, 
including research reports, product 

“We have a huge digital agenda to put the customer at the centre of 
the banking experience.”

In a similar way, this works well for cli-
ents in North Asian clients, which tend 
to be comfortable with the big four 
Chinese banks, as rates on certificates 
of deposit from these institutions are 
high, despite the relatively low risk.

“We are one of the few banks finding 
and executing these opportunities for 
our customers,” explains Tan.

Monetising hard assets for its custom-
ers is another string to the DBS bow. 

“Through this we can use the wealth 
generated by a family business and 
manage it to create diversification – of 
risk, cashflow and hedging,” says Tan.

customer experience more interactive 
and intuitive; and analytics and the use 
of Big Data.

In particular, two key initiatives for 
DBS in early 2014 have set the pace 
for bringing discussions about a digital 
future for wealth management to life.

First, with a view to improving its next-
generation customer experience within 
its wealth management business, the 
bank announced it would be rolling out 
IBM’s Watson Engagement Advisor in 
the second half of 2014.

The ultimate aim is better advice to 
clients, one-on-one. More specifically, 
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information and customer profiles; 
identifying connections between 
customers’ needs and its growing 
corpus of investment knowledge; and 
weighing various financial options 
available to customers.

The fact that IBM is investing US$1 
billion in the Watson technology shows 
why DBS Bank has so much conviction 
about partnering with the organisation.

It will first be used within the wealth 
management unit, with the application 
to the retail bank and other parts of 
the business to potentially come at a 
later point.

“This has enabled me to get a non-
banker’s perspective on how to make 
banking more efficient, user-friendly 
and fun,” explains Tan. 

This is becoming ever-more pressing, 
given that the next generation of 
clients will want to do their banking 
without talking to anybody. 

So how can banks, and especially 
private banks, keep a personal 
relationship with their clients without 
a human interface?

“We have now designed our website 
to be clean, intuitive and leave clients 

where Tan says the “stars are aligned”, 
given the educated workforce that is 
also English speaking, among other ad-
vantages in the jurisdiction.

People want to leave their wealth in 
a jurisdiction which they perceive as 
having longevity and also sustainabil-
ity, she explains. 

In addition, they are looking to choose 
a location where the rule of law is 
strong, transparent and isn’t subject to 
arbitrary change.

“Singapore will play an important role 
in the changing dynamics of financial 
management,” she says. 

“We have always seen ourselves as a 
clean and sustainable jurisdiction, and 
I doubt this will change as otherwise 
we will lose credibility.”

betting big on A neW 
bAnking future in AsiAn 
WeAlth mAnAgement

Tan has a clear incentive to achieve her 
ambitious target. 

“If I don’t build this, then somebody 
else will, especially non-banking or-
ganisations like Alibaba, which can 
move quickly into this space and have 
shown rapid growth,” she says.

This inevitably means taking a few bets 
and experimenting with ventures such 
as IBM Watson and the Joint Lab. 

But if she and DBS get it right, that will 
be the difference between stand-out 
success or just being an “also ran” in 
the wealth management race.

“We recognise the digital revolution 
that is upon us will change the way 
people live,” says Tan. 

“The way in which customers live, work 
and bank is changing dramatically.” 

“We have now designed our website to be clean, intuitive and leave 
clients fulfilled. if someone has a joyful experience, then they will 

come back to us.”

The second significant way that DBS 
is driving a new future for banking is 
by allying with A*STAR’s Institute for 
Infocomm Research, to set up a Joint 
Lab to leverage the research institute’s 
core capabilities in developing new and 
innovative products and services. 

In particular, the Joint Lab aims to 
develop commercial and executable 
solutions and products in the financial 
services sector. 

It can do this by conducting new 
research and leveraging existing IP 
in data analytics, mobile technology, 
social platforms and also other leading 
edge technologies.

Through this alliance, DBS has had 
access to some bright, forward-thinking 
independent minds, including engineers 
and individuals with PhDs from all over 
the world, to revolutionalise the way 
the bank interacts with customers.

fulfilled,” says Tan. “If someone has 
a joyful experience, then they will 
come back to us.” This relies on using 
algorithms to achieve many goals. 
These include second-guessing what 
a client might want, to remembering 
things that the banker might forget. 

“If we can digitally wish a client a 
‘happy birthday’ and, for example, 
send them a note that we have 
booked a restaurant for them to have 
lunch to celebrate, the client will feel 
a connection with the bank. 

This is what I wanted, and we are 
looking to put these types of things 
into practice,” explains Tan.

the sustAinAbility of 
singApore’s WeAlth stAtus

The potential for achieving such ob-
jectives in Singapore is very real, 
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winning the BAttle in DigitAl 
weAlth mAnAgement
bAnks should knoW A lot more About their clients, With more tArgeted offerings thAt Are 

smArter And more Aligned With their interests And portfolios. this relies on institutions 

to be innovAtive And forWArd-thinking enough to embrAce neW technologies, sociAl mediA 

chAnnels And neW ApproAches to mAnAging dAtA, As Well As to overcome the legAcy And 

implementAtion chAllenges they fAce, sAys bert-JAn vAn essen of drAgon WeAlth.

What if clients were grouped auto-
matically based on their behaviours in 
investor circles, helping relationship 
managers (RMs) better understand 
their client’s needs and interests? What 
if clients could see how the latest news 
affects their portfolio and RMs get ata-
glance information to better advise cli-
ents to perform better?

And what if the very same mobile ap-
plication recommends investment 
products that are tailored to a client’s 
behaviour and needs?

“What if” is yesterday’s talk, says Bert-
Jan van Essen, co-founder of Dragon 
Wealth in Singapore. “Digital Banking 
is needed today.” 

The role of technology across all as-
pects of the wealth management busi-
ness has never been as significant as 
it is now in terms of what it can help 
organisations to achieve. 

And digital banking, in particular, is 
dominating conversations from the 
boardroom to the front-line, as firms 
strive to differentiate their offering.

The key is to enable both clients and 
RMs in a way that combines the trends 
of social, mobile, analytics and cloud.
 

“It is about helping clients to get more 
targeted ideas and validation, in order 
to make more confident investment de-
cisions,” says Van Essen.
 
The game-changers will include: de-
livering information, products and ser-
vices which are genuinely relevant to 
clients and that position the offering 
in a more targeted way – whilst also 
offering the client the opportunity to 
validate that decision; finding a way to 
use big data to join the dots with client 
information; and providing a better, 
more user-friendly client experience. 
All this needs to be done in an open 
architecture way that links with third-
party funds and investment products.

After many years leading various IT 
teams for Credit Suisse’s private bank-
ing businesses in Switzerland and Asia 
– most recently as chief information 
officer in APAC, Van Essen is adamant 
that banks must ensure relevant and 
effective advice that enables peer-
group behaviour and comparisons via a 
social mobile analytics cloud platform.
 

A neW Advisory model

While the role of an RM will be unlikely 
to disappear, the future lies in creating 

digital offerings for customers – driv-
en mainly by client behaviour in Asia. 
“They are becoming more and more 
educated around the various wealth 
management concepts and services,” 
says Van Essen. “They want get advice 
that is more targeted to them and their 
existing portfolios, so that it puts it in 
more context.”
 

Bert-Jan van Essen 
Dragon Wealth
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There is a strong desire, for example, 
for clients to be able to validate the 
investment decisions they make with 
reference to their peers, he explains. 
Plus, they want to get a better execu-
tion capability.
 
“Clients want more – and easier – con-
nectivity with their bank,” he explains. 

For example, when they get up in the 
morning, they want to get distilled 
news delivered to them which is rel-
evant to their preferences and existing 
investments. 

Apps that are aligned to client seg-
ments or age groups, for instance 
could help achieve this.
 
Companies such as Google, Amazon, 
Apple and Netflix, among others, have 
driven changes in preferences for how-
technology is used.

“Why can’t it be similar in wealth man-
agement?” asks Van Essen, “with a 
better, and cleaner, client experience.”
 

implementAtion hurdles

Yet there are some big stumbling 
blocks to creating such an e-paradise.

Banks face significant legacy issues 
with the multiple – and often over-
lapping and disparate – technologies 
and systems already in place. This of-
ten diverts their attention and efforts 
away from what they need to do for 
their client business – innovating and 
providing new technology and software 
to support new products.

Implementation is another significant 
hurdle, closely followed by integration, 
which also represents a growing cost 
– assuming a solution can even be in-
tegrated into existing platforms given 
the legacy issues mentioned.

Cost is another sticking point for many 
institutions. “Banks ideally want a pay-
as-you-go solution, rather than having 
to regularly make a big capital outlay,” 
says Van Essen.

Trying to minimise the necessity for in-
tegration and cost, therefore, will be 
an important factor in the decision-
making process in terms of what plat-
forms and technologies banks use.
 
Innovation is another commodity 
which is hard to come by within most 
banks, he adds, which is hardly a sur-
prise given that this hasn’t traditionally 
been their area of expertise. 

They have also had to become so fo-
cused on meeting the mounting com-
pliance obligations and trying to be 
more profitable.
 
“But to get back to creating a good re-
turn on equity they must improve their 
business model,” says Van Essen. “In-
novation will account for some of this.”
 

mAking up ground

Other than Singapore and Hong Kong, 
some of the biggest opportunities can 
be found in the local markets in Asia 
like Indonesia and Malaysia – which 
are lagging from a technology perspec-
tive, he says.
 
To catch up, many banks are skipping 
the desktop in search of mobile. 

“There are so many mobile users in 
these countries, and as the levels of 
wealth continue to grow, banks will 
increasingly need to broaden their of-
fering to include more complex prod-
ucts that are not suitable for being sold 
down existing distribution channels.” 

Benefits of leapfrogging the route tak-
en in more developed centres include 

Bert-Jan van Essen
 

Prior to setting up Dragon Wealth, 

Bert-Jan was CIO for Credit Suisse’s 

private banking division in APAC.

In this role he expanded across 

geographies, working with the 

leadership team in the region to 

expand into four new locations: India, 

Taiwan, Australia and Japan.

He also focused on the business, by 

driving top-line growth through the 

introduction of new client capabilities 

and an improved bottom line by 

driving down development costs and 

improving employee efficiency. In 

addition, Bert-Jan assessed mergers, 

by overseeing the IT part of M&A 

deals to improve the footprint in 

existing locations, and he improved 

the client experience and profitability 

by introducing online advisory 

capabilities and increasing the quality 

of client reporting.

 

Before this, Bert-Jan oversaw the 

implementation of online banking and 

front-office tools globally for Credit 

Suisse. With his team, he won the 

European Banking Technology award 

for “Best in class IT Strategy” in 2007.

the fact that mobile technology doesn’t 
involve the same level of investment, 
and it is quicker and easier to  launch.

These new frontiers also highlight pos-
sibly the most exciting thing about 
the bold new e-future in wealth man-
agement – that is that it offers more 
seamless and cross-border client ac-
cess than any other route. 
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Disrupting gloBAl weAlth 
mAnAgement
WeAlth mAnAgement, And especiAlly privAte bAnking, is ripe for disruption. With 

competitive threAts to trAditionAl Advisory models coming from All types of 

finAnciAl And – most interestingly – non-finAnciAl firms, A groWing number of nimble 

And innovAtive technology vendors And softWAre developers Are At the forefront of 

potentiAlly re-shAping the look-And-feel of the industry in the coming yeArs.

If private banks and other wealth man-
agement organisations don’t take ac-
tion to change the way they approach 
the task of capturing the next gen-
eration of clients, and in the process 
rethink their footprint and operating 
models, they face a significant danger 
of becoming less and less relevant.

There is little doubt among industry 
thought-leaders that e-enabling the 
customer experience and engagement 
is the only long-term option to ensure 
a successful business. 

Technology is already affecting the 
traditional relationship models. And it 
looks set to irreversibly revolutionise 
all aspects of wealth management – 
changing, for example, the way that 
institutions and their advisers inter-
act with clients (and vice versa), the 
way data and market information gets 
used, and disseminated, and the way 
products are selected and sold.

Already there threats emerging from 
household names like Facebook, Ali-
baba and others entering the world 
of financial services and product dis-
tribution. And there is a rapidly-grow-
ing number of online trading, broker-
age, investment and communication 

platforms offering slick, easy-to-use, 
low-cost, automated solutions for core 
functions such as investing, asset al-
location, portfolio management and 
reporting.

gAme-chAngers

The following list of 35 organisations 
reflects research we have done into 
some of the organisations we think can 
play important roles in the future of 
wealth management globally. They are 
grouped according to their products 
and services.

Allocated Bullion Solutions 
http://allocatedbullion.sg/home
Allocated Bullion Solutions (ABS) of-
fers accredited investors and institu-
tions the ability to purchase and store 
allocated precious metals. It provides 
end-to-end trading and bullion custody 
solutions, with transparent and insti-
tutional pricing through aggregated 
multi-dealer pricing. The bullion cus-
tody platform provides comprehensive 
management for sub-accounts. ABS 
does not itself carry any inventory. All 
bullion is purchased or sold on behalf 
of clients, and inventory is held in cus-
tody on behalf of clients only.

Ayondo
www.ayondo.com/en/home/ 
Ayondo aims to revolutionise the retail 
trading and investment space. It was 
developed for active investors, created 
on the premise that the large major-
ity of this group suffers losses when 
trading, and only a very few top trad-
ers with years of valuable experience 
achieve and sustain excess market re-
turns). As a result, Ayondo allows us-
ers to automatically route the perfor-
mances of such top traders onto their 
own broker accounts.

Betterment
www.betterment.com
Betterment seeks to provide an invest-
ment service that delivers the best 
possible results yet saves time and 
money. The objective, therefore, is to 
help investors build wealth with the 
peace of mind and the time to pursue 
their career and enjoy other things in 
life. It believes that Modern Portfolio 
Theory is the best approach to manag-
ing individual portfolios, by investing in 
a diverse pool of assets with collective-
ly lower risk than any individual asset. 
The process starts by giving advice 
based on time horizon and building 
the right customised portfolio for each 
goal. The technology claims to opti-
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mise any portfolio, whether US$10,000 
or US$10 million, after assembling an 
expert team of engineers, quants and 
designers to re-imagine what an in-
vesting product should be: efficient, 
accessible and delightful.

eToro
www.etoro.com/
eToro is a global social investment trad-
ing network, enabling users to tap into 
the wisdom of the crowds to help them 
make smarter investment decisions. 
The platform is designed to encourage 
people to connect with one another to 
discuss, trade, invest, learn and share 
knowledge across the network. Users 
can copy the traders they like with the 
click of a button, in real time. It em-
powers over 2.75 million users in more 
than 140 countries worldwide to man-
age their funds through its innovative 
online platforms and trading commu-
nity. At the same time eToro promotes 
sustainable trading, encouraging users 
to recognise that trading involves risk 
and take precautions to minimise their 
risk exposure.

E*TRADE
https://us.etrade.com/home 
E*TRADE offers a full suite of easy-
to-use online brokerage, investing and 
related banking solutions, delivered 
at a competitive price. It empowers 
individuals to take control of their fi-
nancial futures by providing the prod-
ucts, tools, services and personalised 
support they need to meet their near- 
and long-term investing goals. This in-
cludes: (i) diversification via the Online 
Portfolio Advisor to get custom invest-
ment recommendations; (ii) guidance 
via investing insights and a wealth of 
knowledge in the online Investor Edu-
cation Center; and (iii) customisation 
to craft a specific portfolio using stock, 
mutual fund and ETF screeners.

Interactive Brokers
www.interactivebrokers.com
Interactive Brokers has over the last 

37 years become one of the premier 
securities firms with over US$5 billion 
in equity capital. It conducts its broker 
/ dealer and proprietary trading busi-
nesses on over 100 market destinations 
worldwide, with direct access, online 
trade execution and clearing services 
to institutional and professional trad-
ers for a wide variety of electronically-
traded products – including stocks, op-
tions, futures, forex, bonds, CFDs and 
funds worldwide. Interactive Brokers 
Group and its affiliates execute nearly 
1 million trades per day.

InvestLab
www.investlab.com/
InvestLab gives brokers the technol-
ogy and services to provide customers 
with investment opportunities. The Mix 
Platform is a highly-configurable online 
platform that provides brokers with 
the tools for better client control and 
management, with no costly installa-
tion or maintenance server fees. As a 
global online trading platform built for 
brokerages, it enables: (i) clients to 
execute their own trades by extending 
users’ own versions of the platform; 
(ii) brokers to securely manage and 
customise client information for better 
control and efficiency; and (iii) access 
to 43 destinations in 30 countries.

Motif investing
www.motifinvesting.com
At Motif, the goal is to empower inves-
tors with a low-cost solution that helps 
them turn ideas into investments. It 
does this by offering more than 100 
ready-made, professionally-built port-
folios called “motifs”. These let inves-
tors own up to 30 stocks based on ideas 
they come up with every day, from the 
latest economic, industrial and political 
swings to the most popular investing 
strategies -- all for one low price. Plus, 
an innovative social platform lets users 
meet fellow investors and tap into an 
even bigger universe of ideas, by en-
abling users to build their own low-cost 
motifs and share them with others.

TRADING AND 
INVESTMENT 
MANAGEMENT 
PLATFORMS
 

Allocated Bullion Solutions 

http://allocatedbullion.sg/home

Ayondo
www.ayondo.com/en/home/

Betterment
www.betterment.com

eToro
www.etoro.com/

E*TRADE
https://us.etrade.com/home

Interactive Brokers
www.interactivebrokers.com

InvestLab
www.investlab.com/

Motif investing
www.motifinvesting.com

Nutmeg
www.nutmeg.com/

Saxo Bank 

www.saxobank.com/

SigFig
www.sigfig.com

Stockspot
https://www.stockspot.com.au/ 

Swissquote
www.swissquote.ch/sqweb/index.

jsp?l=e

Wealthfront
www.wealthfront.com  

Wikifolio
www.wikifolio.com/ 

Yavalu
www.yavalu.com/uk/home

ZuluTrade
www.zulutrade.com/
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Nutmeg
www.nutmeg.com/
Nutmeg, which promotes itself as the 
UK’s first online discretionary invest-
ment management company, says 
that it got rid of all the aspects that 
made the wealth industry unpopular. 
In its own words: “We don’t charge a 
premium for the illusion of a person-
al relationship. We don’t use opaque 
benchmarks that bear no resemblance 
to reality. We don’t obfuscate with jar-
gon. We don’t lump all your money to-
gether. We don’t charge high fees to 
pay for our huge sales force. We don’t 
hit you with sneaky charges. We don’t 
keep you in the dark over where you’re 
invested – or how your funds are per-
forming.” Instead, Nutmeg gives us-
ers transparency and helps them set 
up their portfolio in under 10 minutes, 
creating as many funds as users like, 
with flexibility to top up, transfer or 
withdraw at any time. Plus, it rebalanc-
es a user’s portfolio, selecting from a 
diverse range of assets, to ensure they 
have the best chance to stay on track.  

Saxo Bank 
www.saxobank.com/
Saxo Bank is a fully-licensed and regu-
lated European bank specialising in 
online trading and investment across 
global financial markets. It enables 
private investors and institutional cli-
ents to trade FX, CFDs, ETFs, stocks, 
futures, options plus it offers profes-
sional portfolio and fund management. 
Safeguarding client information and 
securely controlling, executing and 
managing real-time internal systems 
are of utmost importance to the bank. 
Saxo Bank has been a facilitator in the 
global capital markets aggregating li-
quidity, offering access to exchanges 
and providing its suite of products and 
platforms to private clients, institu-
tions, banks and brokerages.

SigFig
www.sigfig.com
Sigfig brands itself as an investment 

in term deposits and money-market 
investment funds, keeps banking cor-
respondence in safe custody and of-
fers a choice of three credit cards. The 
Swissquote trading room is linked to 
more than 60 stock markets in over 40 
countries. Swissquote offers its private 
clients access to the stock market at 
advantageous rates. The Swissquote 
financial portal is Switzerland’s most 
visited financial platform, displaying 10 
million pages every day. It provides in-
formation for users need to conduct in-
dependent research on the investment 
vehicles most appropriate for them, as 
well as numerous professional tools 
for its selection, analysis and dealing 
in the financial markets at any time. 
Swissquote Bank clients receive the 
premium service (financial informa-
tion) free of charge.

Wealthfront
www.wealthfront.com  
Wealthfront claims to be the world’s 
largest and fastest-growing automated 
investment service with over US$800 
million in client assets (as of May 
2014). It manages a diversified, con-
tinually rebalanced portfolio of index 
funds on behalf of investors at a very 
low cost and in a tax-efficient man-
ner – and accessible anytime and any-
where from desktop, tablet or phone. 
With a minimum account size of just 
US$5,000, Wealthfront manages the 
first US$10,000 for free and the rest 
for only 0.25% per year. There are no 
additional fees for the service and no 
trading commissions. The service com-
bines a team of world-class financial 
experts, led by Dr. Burton Malkiel, re-
nowned economist and author of “A 
Random Walk Down Wall Street”, with 
some of Silicon Valley’s best technol-
ogy talent.

Wikifolio
www.wikifolio.com/ 
Wikifolio offers true social trading. The 
company’s high-end IT infrastructure 
creates transparent and cost-efficient 

company that puts people before prof-
its. Its mission is to build a new kind 
of investment company – using sci-
ence and data to help all investors, 
large and small, invest better through 
a transparent process free of conflicts 
of interest. For US$10 a month, it en-
ables investors to select from a range 
of portfolios that it believes matches 
the risk level the investor is comfort-
able with. It says it guarantees to keep 
costs ultra-low by using commission-
free, straightforward funds. It also of-
fers built-in monitoring and automatic 
rebalancing if something knocks the 
portfolio off track. 

Stockspot
www.stockspot.com.au/
Stockspot is an online financial ad-
viser, giving individual investors access 
to expert tools and advice while sig-
nificantly reducing fees and enabling 
building a global portfolio in minutes. 
Outdated technology and administra-
tion in financial services have led to 
layers of fees, which erode investment 
returns. Over 45% of returns were paid 
away in fees between 2008 and 2013. 
A generation of younger investors can 
no longer afford access to investment 
advice due to cost. Stockspot says is 
changing that for the better by using 
algorithms to streamline the provision 
of personalised investment advice, 
portfolio transactions and reporting 
entirely online. The result is more af-
fordable service, more engaging user 
experience and improved investment 
performance for all types of investor.

Swissquote
www.sw i s squo te . ch / sqweb/ i ndex .
jsp?l=e
Swissquote Group says it is Switzer-
land’s leading provider of online fi-
nancial and trading services. And as 
Switzerland’s principal online bank, it 
manages accounts in multiple curren-
cies, acts as custodian for all types of 
securities, advances secured loans, ad-
vises on the investment of liquid funds 
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real-time processing for its partner 
banks, and deep integration with so-
cial media and leading online media 
business. It is the company’s goal to 
establish wikifolios as the preferred 
alternative for European private inves-
tors over traditional investment prod-
ucts and to bring a fresh perspective to 
the financial services industry. 

Yavalu
www.yavalu.com/uk/home
Based on the premise that many peo-
ple wish to make private investments 
but simply lack the time or experi-
ence – Yavalu is an investment so-
lution that aims to save users up to 
90% on fees, as well as their time and 
nerves. It defines an individual’s per-
sonal investment profile and strategy, 
and then creates portfolios of ETFs in 
line with these investment objectives. 
It then monitors these investments 
24/7 and with every market fluctuation 
that might increase the portfolio’s ini-
tial risk level, it contacts the client by 
mail telling them exactly what to do in 
order to protect their money and keep 
them on track with therir objectives.

ZuluTrade
www.zulutrade.com/ 
Founded in 2007, the concept of Zu-
luTrade is to offer an open environ-
ment, where traders on a global-level 
can connect any trading platform and 
share their knowledge. ZuluTrade was 
created in response to the lack of a 
web-based platform that could audit 
traders globally and, at the same time, 
enable traders to share their knowl-
edge with people interested in their 
strategies. The platform bridges the 
gap between valuable information in 
money markets and trade execution by 
converting the advice of some of the 
most professional and talented traders 
globally, to a service which can rap-
idly execute trades. The platform also 
provides the ability and ease of driving 
selected trades to broker accounts of 
the interested parties. 

Appway
www.appway.com
Appway’s specialised client onboarding 
solutions  serve more than 100 inter-
national financial institutions including 
the world’s top four wealth manag-
ers. By automating manual tasks and 
eliminating time-consuming coding, 
Appway delivers a multi-channel expe-
rience that spans the entire consumer 
lifecycle. The Appway technology can 
be integrated in just weeks to trans-
form processes involving hundreds of 
manual, disconnected tasks, into one, 
seamless, web-based environment. It 
also offers real-time data integration 
capabilities and in-built process effi-
ciencies to ensure the timely creation 
and delivery of all documents. 

Bestinvest
www.bestinvest.co.uk/
Operating in over 30 locations across 
the UK, Bestinvest offers a broad range 

FINANCIAL PLANNING / 
ADVICE
 

Appway 

www.appway.com

Bestinvest
www.bestinvest.co.uk/

Dragon Wealth
www.dragonwealth.net

FutureAdvisor
www.futureadvisor.com

M Financial 
www.mfin.com/

Moventum
http://www.moventum.lu/en/home

Personal Capital 
www.personalcapital.com

Starmind
www.starmind.com/

of services designed to suit the differ-
ent needs of private clients in achieving 
their financial goals such as retirement 
planning, saving for university fees, 
building a nest egg or managing an 
investment portfolio. In particular, the 
Online Investment Service provides the 
tools and information to enable self-
directed investors to make investment 
decisions and maintain their portfolio.

Dragon Wealth
www.dragonwealth.net 
Dragon Wealth is a financial tech-
nology company focused on making 
wealth management digital, social 
and personal. Formed in 2013, Dragon 
Wealth’s technology enables external 
asset managers and private banks to 
deliver relevant wealth management 
advice to their clients and gives the 
power of making confident investment 
decisions to the hand of their clients. 
Its SMAC app helps enables advisers 
to make smarter, well-informed recom-
mendations to mass affluent and high 
net worth clients. The solution takes 
advantage of the cloud to analyse big 
data and by creating powerful investor 
circles, it delivers relevant news, prod-
ucts and portfolio both to relationship 
managers and clients.

FutureAdvisor
www.futureadvisor.com
FutureAdvisor is an award-winning reg-
istered investment advisory firm serv-
ing clients nationwide in the US. Its 
team of Chartered Financial Analysts 
and Math PhDs use software to active-
ly monitor and manage clients’ exist-
ing 401(k), IRA, and taxable accounts 
from a household-wide, long-term 
perspective. It believes: (i) long-term 
portfolios should be based on unbiased 
advice, diversification, tax efficiency 
and low-fee index funds; (ii) investors 
shouldn’t have to actively manage their 
investment accounts – the right things 
should happen automatically; (iii) all 
investors deserve top-tier investment 
management for their portfolios; and 
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(iv) automatic portfolio management 
should cost a fraction of what a tradi-
tional investment adviser charges.

M Financial 
www.mfin.com/
Taking client advocacy to a new level, 
M Financial was built on the concept 
that success can be achieved through 
collective efforts to achieve more for 
member firms than they can achieve 
on their own in relation to innovative, 
sophisticated solutions to help clients 
accumulate, manage and preserve 
wealth. Sales volume, business quality 
and client relationships have made M 
Financial the industry leader in product 
development, in-force management, 
reinsurance and underwriting.

Moneythor
www.moneythor.com/
Moneythor is a financial technology 
company founded in 2013, developing 
banking software components designed 
to provide what the company believes 
is better digital banking for customers 
and enhanced marketing and analyt-
ics for banks. The Moneythor solution 
helps banks deliver contextual recom-
mendations and insights to their cus-
tomers seamlessly within their existing 
digital banking services. It does this by 
enriching, classifying and analysing the 
transaction data found in bank state-
ments and other sources reflecting 
customers’ activities. The objective is 
to help banks reduce costs in servic-
ing customers but also to drive brand 
loyalty, get better analytics and open 
up new cross-selling and marketing op-
portunities.

Moventum
http://www.moventum.lu/en/home
This online platform model is based on 
the tried-and-tested format of Linsco/
Private Ledger (LPL) – the US market 
leader in providing services for inde-
pendent financial advisers. Founded in 
Luxembourg, Moventum has been sup-

porting financial advisers in Germany 
with the implementation and optimi-
sation of their business models since 
2002 and operating internationally 
since 2005. It uses an internet-based 
funds platform to give advisers, asset 
managers and trustees product-neutral 
tools and solutions that help them to 
provide investors with independent ad-
vice and a standard of care that is on a 
par with private banking.

Personal Capital 
www.personalcapital.com
The firm’s software gives users the free 
tools they need to manage their en-
tire financial life from one convenient 
and secure place. This enables them to 
know what they have and where it is, 
for example seeing all of their accounts 
in one place, as well as to make bet-
ter wealth management decisions, and 
get objective financial advice from pro-
fessionals. Personal Capital also builds 
custom portfolios based on investors’ 
lives and goals. It stresses its inde-
pendence and lack of products, and it 
charges one low fee that it says is less 
than the average mutual fund, with no 
additional trade costs.

Starmind
www.starmind.com/
Starmind was created by envisaging 
the following scenario of a financial 
adviser or wealth manager: “You are 
in a customer meeting and your cus-
tomer has just asked you a question 
you cannot answer. You are sure that 
someone within your organisation 
knows the right response, but you just 
do not know who to ask. What follows 
are numerous e-mails and phone calls 
in the faint hope of finding help.” Star-
mind locates the right expert through 
the process of entering questions that 
a user needs solutions to into the Star-
mind system. Its innovative self-learn-
ing software then analyses the ques-
tion and automatically forwards it to 
the right experts. 

DATA AND INFORMATION 
PROVIDERS
 

CrunchBase 

www.crunchbase.com/

DemystData
https://demystdata.com/

Kenshoo 
www.kenshoo.com/

Nous
www.nous.net/

StatPro
www.statpro.com/

CrunchBase
www.crunchbase.com/
CrunchBase is the free database of 
technology companies, people and in-
vestors that anyone can edit.
It began as a simple crowd-sourced 
database to track start-ups covered 
on TechCrunch. Today, there are more 
than 500,000 profiles of people and 
companies that are maintained by tens 
of thousands of contributors. 

DemystData
https://demystdata.com/
DemystData, founded in 2010, is all 
about trying to provide actionable ac-
cess to high-quality, accurate customer 
information to drive innovation within 
financial services. It does this by in-
vesting in the richest emerging sources 
of raw data, using proprietary technol-
ogy to clean data at scale, to provide 
advanced predictive analytics in real-
time for multinational banks, leading 
online lenders, small business lenders 
and insurers.

InfoTrie
www.infotrie.com/ 
InfoTrie is a Singapore-based technol-
ogy company focusing on the delivery 
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Paga
www.mypaga.com/

Smava
www.smava.de/

Zopa
www.zopa.com/

of cutting edge sentiment analysis and 
news analytics solutions for the finan-
cial services industry. The rise of the 
internet has produced an humongous 
amount of data, which continues to 
grow exponentially. But financial insti-
tutions stay old-fashioned in the way 
they consume and produce this data. 
How to extract more information? How 
to speed up the understanding? How 
to automate the analysis of unstruc-
tured content? How to limit the noise? 
InfoTrie says it is relying on Big Data 
and data mining technologies, coupling 
them with financial engineering and 
powerful visualisation to address these 
questions.

Kenshoo
www.kenshoo.com/
Kenshoo is a global software compa-
ny that engineers cloud-based digital 
marketing solutions and predictive me-
dia optimisation technology. Its mis-
sion is to empower every marketer 
in the world with technology to build 
brands and generate demand across all 
media. Kenshoo is the only Facebook 
strategic “preferred marketing devel-
oper” with native API solutions for ads 
across Facebook, FBX, Twitter, Google, 
Bing, Yahoo, Yahoo Japan, Baidu, and 
CityGrid. Brands, agencies and devel-
opers use Kenshoo solutions to direct 
more than US$200 billion in annual-
ised client sales revenue through the 
platform. It has campaigns running in 
more than 190 countries for nearly half 
the Fortune 50 and all 10 top global ad 
agency networks. 

Nous
www.nous.net/
Based in Tokyo, Nous was founded in 
2012 by a team of software, quanti-
tative finance and trading experts. Its 
application, Spark Profit, is designed to 
provide an intuitive way for anyone to 
learn how to predict financial markets. 
This is through what the company calls 
“crowd-sourced alpha” – combining 

the predictions of members to guess 
where the markets will move. It allo-
cates points to correct predictions, and 
after reaching a high enough score us-
ers start to earn rewards. These incen-
tives drive thousands of quality predic-
tions every hour.

StatPro
www.statpro.com/
StatPro has been in the business of 
portfolio analytics since 1994, and now 
has over 450 clients across 37 coun-
tries, with around 250 staff globally. 
Its mission is to lead a revolt against 
expensive and complicated portfolio 
analytics and find a better way to pro-
duce and share information. 

Key products include: StatPro Revolu-
tion, a cloud-based portfolio analysis 
platform designed for companies of 
any shape or size; StatPro Composites, 
the first purpose-built system for GIPS 
compliance; StatPro Fixed Income, of-
fering forensic analysis of bond port-
folios; and StatPro Risk Management, 
the first system to produce a mea-
sure for liquidity risk, which is now a 
requirement for UCITS IV and other 
regulations.

what the company’s founders consider 
to be a critical issue paramount to Af-
rica’s development − the availability 
of financial services to all Africans. It 
was founded on the simple belief that 
the ubiquity of mobile phones can be 
leveraged in order to bring financial 
services to all Africans – by working 
in partnership with select banks, mi-
crofinance institutions, and all mobile 
network operators. 

Paga works on the most basic SMS-
enabled phone and on all mobile net-
works. The core offering is a money 
transfer service – to enable users to 
send money to anyone with a mobile 
phone. Other services include: buy-
ing / sending airtime credits, bill pay-
ments, and retail payments. 

Smava
www.smava.de/
Smava is a German financial portal set 
up to offer cheap loans to individuals 
via its credit marketplace, where bor-
rowers can make a request and within 
seconds get many personal offers from 
different private investors – without 
going through the bank.

Zopa
www.zopa.com/
Zopa is a leading peer-to-peer lending 
service in the UK. It has lent more than 
GBP500 million (US$845 million), Also 
known as “social lending” and “lend-
to-save”, it helps both borrowers and 
savers get better interest rates. It es-
sentially rewards savers and borrow-
ers who are good with their money by 
providing lower rate loans and higher 
interest on savings. 

Zopa says its borrowers have good 
credit ratings and the company’s ex-
pert loans team helps them to make 
sure they can afford their loan. The 
company makes money by charging 
lenders and borrowers a low, transpar-
ent fee. 

Paga
www.mypaga.com/
Paga was set up in early 2009 to tackle 
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whY privAte BAnks must rAise 
the DigitAl stAkes
from designing investment products to retAining clients, digitAl bAnking is 

reshAping the WeAlth mAnAgement industry. but privAte bAnks must get more Aligned 

With these trends, urges steven seoW, heAd of WeAlth mAnAgement for mercer in AsiA. 

For private banks, succeeding in the 
digital age requires there to be a fun-
damental shift in mind-set, from a tra-
ditional product-selling mentality to 
one enabled by technology.

Retail banks have increased staff ef-
ficiency, lowered costs and improved 
the customer experience by designing, 
simplifying and amending product of-
ferings based on feedback from social 
media platforms, for example, explains 
Steven Seow, head of wealth manage-
ment for Mercer in Asia. However, he 
is yet to see similar changes within the 
private banking industry.
 

neW ApproAches needed

The private banking industry is being 
confronted with increasing require-
ments on all aspects of the business, 
including in relation to reporting pro-
cesses and content. 

That pressure is coming both from reg-
ulators as well as clients. In particular, 
clients are also increasingly active in 
terms of social media, and are willing 
to give feedback, adds Seow. “They 
want to be able to compare prices, 
performance and services, while listen-
ing for what is being said about their 
banks in social media.”

As a result, banks need to deliver 
something which is tailored according-
ly, not just standardised flow product.
 

gAmificAtion 

Another change that Seow says private 
banks need to make in terms of the way 
they engage technology is to introduce 
more “gamification” for educating the 
second and third generations. “Wealth 
is passing down to younger genera-
tions which are embracing technology 
and expect information quickly.”

Generation Y expects real-time analy-
sis, research and fund performance re-
porting through various gadgets. “And 
even when addressing this need by 
investing in digital platforms, private 
banks will have to be mindful of the 
increasing data privacy and cyber se-
curity concerns,” says Seow.
 

reporting trends

This trend is also forcing Mercer to re-
design the reports it creates for banks. 

Six months ago, the firm collaborated 
with Financial Express to launch Mercer 
Manager Analysis Portal (MAP). This 
is a web portal that can be accessed 

Steven Seow
 Mercer

by any iPad, iPhone or android device 
24/7. “Our clients, meaning financial 
advisers, can access Mercer’s intellec-
tual capital to help them in their work,” 
explains Seow. “They can download our 
research notes on fund managers and 
assess portfolio performance, among 
many other features. This is also our 
way of embracing technology to better 
serve the needs of our clients.” 



Important notices: References to Mercer shall be construed to include Mercer LLC and/or its associated companies. © 2014 Mercer LLC. All rights reserved.
Investment advisory services provided by Mercer Investment Consulting, Inc.

Mercer Manager Analysis Portal provides
financial advisors the same depth and caliber of 
fund research previously   available only to 
institutional investors. Help your clients better 
manage risk and reach their investment goals.

MERCER MANAGER ANALYSIS PORTAL  

THE RIGHT INFORMATION
THE RIGHT RESULTS 
THE RIGHT DIRECTION

To find out more, visit
www.mercermap.co/more
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how AvAloq hAs gone moBile 
with Apps For weAlth ADvisers
AvAloq hAs gone omni-chAnnel And hAs invested heAvily in creAting An innovAtive neW 

user experience As A pArt of its mobile ApplicAtion initiAtive. peter scott, generAl 

mAnAger in AsiA pAcific And A member of the firm’s executive boArd, revieWs AvAloq’s 

efforts to be At the forefront of A neW generAtion of electronic-bAnking for clients 

And Advisers.

Banking via all channels is no longer on 
anyone’s wish-list; it is a must-have. 
Technology-savvy clients – digital im-
migrants and natives – expect innova-
tive financial services and new forms 
of presentation, permanent access, 
user-friendliness and transparency. 

Banks are caught in the jaws of a di-
lemma with the requirement to invest 
to address compliance on the one hand 
and the desire to introduce efficiencies 
to reduce costs on the other. This of-
ten leaves little for investment in in-
novation and for enhanced customer 
service.

While banks have historically been  
forced to industrialise their back offic-
es to ensure profitability, Peter Scott, 
general manager for Avaloq in Asia Pa-
cific, says they are now about to re-
invent the client experience through 
their front office to be able to support 
top-line growth.

leAding from the front

The front office remains a strategic 
priority for Avaloq and the company is 
committed to the further reinforcement 
and development of this offering. As a 
result, this year it will invest a signifi-

cant share of the R&D budget (50% of 
Avaloq’s product-related revenues flow 
into R&D) into front development, con-
firms Scott. He adds that the company 
invests more into R&D than any other 
provider for the financial industry. 

“Further improvements of our front of-
fering will enhance the user experience 
and simplify the integration through an 
enhanced middleware layer. Improved 
adviser productivity and multi-channel 
client servicing are among the key de-
liverables,” he explains.

The firm started developing omni-
channel solutions about three years 
ago, and now offers a mobile banking 
capability on smartphones and tablets, 
for web banking, and a wealth advisory 
application for client advisers that runs 
on the iPad and on the web with a mo-
bile workplace solution. 

“We have gone omni-channel and  
have built consistent solutions that can 
be deployed and used simultaneously 
on various devices while still providing 
the same user experience,” says Scott. 
“We have designed our new web bank-
ing portal from the ground up to ad-
dress these issues and introduce a new 
generation of electronic banking expe-
rience for account holders, bank rela-

Peter Scott
Avaloq

tionship managers as well as external 
asset managers.”

front-office solutions

More specifically, the Avaloq  front 
solutions include various applications 
for mobile devices, tablets and web 



IgnItIng the DIgItal RevolutIon In asIan Wealth ManageMent 2014 29

Source: Avaloq

EXPECTED USERS AND APPLICATION FOR THE AVALOQ MOBILE APP

browsers that provide functionalities 
for a variety of segments including re-
tail and private banking, corporates, 
client advisers as well as asset manag-
ers. The scope of wealth advisory in-
cludes the Wealth Advisory app for the 
iPad and the Mobile Workplace.

The Wealth Advisory app is targeted 
at wealth managers, financial advisers 
and private bankers as a digital sup-
port for client interaction, says Scott. 

“The native iPad application intends to 
involve the client more directly during 
meetings,” he explains. “The app al-
lows structuring the advisory session 
as a process and illustrates graphically 
the impact of the different investment 
scenarios on the client’s wealth.”

The Mobile Workplace, meanwhile, is 
the application used to manage client 
relationships and, among other things, 
follow-up on meetings. 

The application comes in two versions, 
says Scott. 

“One addresses relationship manag-
ers (RMs) and the other external asset 
managers (EAMs). The Mobile Work-
place for RMs combines transaction 

and portfolio-related information as 
well as trading or investment proposals 
with CRM functionality. This includes 
client lifecycle management or open 
sales opportunities, daily tasks and a 
calendar to help planning the workday 
effectively,” he adds.
 
The Mobile Workplace for EAMs is es-
pecially dedicated to independent as-
set managers and financial intermedi-
aries. It is built on the same basis as 
the Mobile Workplace, explains Scott, 
but contains additional functionality 
such as portfolio rebalancing, aggre-
gated reporting, collections, and fur-
ther mass trading capabilities.

Finally, at the technology level, Scott 
adds that the Mobile Workplace has an 
integrated “responsive design”. What 
that provides, he explains, is a web 
technology that adapts the layout to 
the unique characteristics of a display, 
to enable the application to run in any 
web browsers including tablets.

fully integrAted

Key to the front-office offering is build-
ing all mandatory regulatory require-
ments into the Avaloq Banking Suite. 

Key objectives

 Helping advisers better serve 

their clients via the end-to-end 

process of an advisory session, 

including facilitating meeting 

preparation and creating a 

positive client experience

 Giving advisers a set of tools to 

do everything from client risk 

profiling to the elaboration of 

portfolio propositions

 Synchronising portfolio 

propositions prepared on “.Net 

Client” with the iPad app, 

showing investment options, 

elaborating on scenarios and 

initiating portfolio rebalancing

 Enabling advisers, via the tablet 

app, to structure a session with 

the client 

 Providing all customer 

management functionality across 

devices in a consistent way
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AVALOQ FRONT SOLUTIONS

“Because our mobile solutions are fully 
integrated with the Avaloq Core, all 
core functionality can be leveraged,” 
says Scott. 

This means in practice that the same 
rules, constraints and validations de-
fined in the Avaloq Core are also rel-
evant for the mobile applications.

For a customer that already runs the 
Avaloq Core Platform, the estimated 
implementation time is between one 
and six months, with the length of the 
project depending on the scope and 
the degree of customisation. 

“We are also able in particular to tai-
lor the client questionnaires – used to 
determine the client risk profiles – ac-
cording to client attributes such as do-
micile and nationality, and can in this 
way comply with the local legislation.”

Further, Avaloq has now initiated a 
pilot project looking at product suit-
ability rules. An example might be, for 
instance, when a fund is restricted to 
qualified investors and cannot be dis-
tributed to a non-professional.

“This is part of a broader project on 
business rules that will give users a 
visual environment in which they can 
create and manage business rules di-
rectly, using business concepts and 
terminology,” explains Scott. 

“It is a step further towards the simple 
set-up of country specific rules in rela-
tion with product advisory.”

customising the solution

For those banks and individual advisers 
looking for customisation with the app, 

the web and mobile solutions have 
been “componentised” into functional 
building blocks. 

Each covers a specific business func-
tionality which can be integrated inde-
pendently to customise a view.

Further, the Avaloq portal technology 
makes it easy to build business web-
sites, says Scott. 

“It simplifies web developments and 
brings architectural flexibility, dynamic 
layout design and open interfaces to 
offer a maximum degree of customisa-
tion,” he explains.

So in summary, Avaloq has created its 
next generation of digital channel so-
lutions with a focus on usability, en-
hanced customer service and flexibility 
for customised deployment. 
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teChnopreneurs

technopreneurs continue to be the most rApid fortune-mAkers, With those thAt creAte 

innovAtive sociAl mediA plAtforms And quirky gAdgets AmAssing millions Within 

yeArs of stArting out, sAys mykolAs rAmbus, chief executive officer of WeAlth-x.

Many success stories of today’s tech-
nology entrepreneurs involve social 
media platforms such as Facebook and 
Twitter, plus social media management 
websites, like SproutSocial.

Facebook co-founder Mark Zuckerberg 
is among the most famous, says Myko-
las Rambus, chief executive officer of 
Wealth-X. Zuckerberg was a billionaire 
aged 23 due to Facebook’s success. 
Evan Williams, co-founder of the mi-
cro-blog company Twitter, also recently 
gained billionaire status following the 
company’s notable accomplishments.

Yet with cyberspace saturated by social 
media platforms, other gadgets have 
come to the fore of late, adds Rambus. 
“The start-ups which will most likely be 
the next to take the world by storm are 
instead focused on facilitating consum-
ers’ day-to-day lives,” he says.

For instance, he explains, LIFX de-
signed a WiFi-enabled, energy-effi-
cient light bulb with adjustable set-
tings controlled by iPhone or Android 
smartphones. The Kickstarter project 
was given US$1,314,542 by investors 
in three days. LIFX founder Phil Bosua 
stated that given there are 5 million 
light bulbs sold every day in the US, 
it’s a huge market ripe for disruption.
 

success Attributes

Bosua pointed to innovation as playing 
a vital part in the success of techno-
preneurs. Also of equal importance was 
their confidence when starting out. He 
said of his fledgling plan: “My attitude 
was, you don’t think we can do it? We’ll 
show you. You have to do whatever it 
takes to get the product made, if you 
put limits on what you’re prepared to 
do, you won’t be successful.”

Facebook’s Zuckerberg also believes 
self-confidence to be vital in becom-
ing successful, adds Rambus. “For in-
stance, the now-billionaire faced a lot 
of pressure to sell his creation straight 
away. Yet, Zuckerberg insisted that the 
company would be more successful 
with him at its helm.”

Another successful, recent start-up is 
Pebble, a customisable watch which 
synchronises with iPhone and Android 
phones. Founder Eric Migicovsky made 
history when his aim to get US$100,000 
for his project on the crowd-funding 
website, Kickstarter, received US$10.2 
million. Having sold over 100,000 de-
vices, he said Pebble’s success was 
largely due to it being able to access 
“ambient information” immediately. 

Mykolas Rambus
 Wealth-X

“It seems, therefore, that the next 
12 months could be very exciting for 
technological innovations,” says Ram-
bus. “However, this will not only be a 
good year for technopreneurs making 
inroads into social media, but also for 
those aiming to transform old technol-
ogies as seemingly inalterable as the 
light bulb and the digital watch.” 
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Driving the ADviser-Client 
relAtionship oF tomorrow
sWiss technology provider creAlogix is noW going globAl. stArting With germAny 

severAl yeArs Ago, chief executive officer thomAs Avedik is speArheAding An expAnsion 

strAtegy to london And singApore bAsed on A set of digitAl bAnking products to help 

finAnciAl institutions enhAnce their customer experience, boost productivity And 

efficiency for front-line stAff, And mitigAte e-security threAts.

Flexibility in terms of design, applica-
tion and organisation is vital to ensure 
a successful digital strategy in modern 
wealth management.

Banks continue to be bombarded by 
challenges, threats even, from regula-
tions, competition, customer demands 
and cyber criminals. So solutions which 
are practical and user-friendly are not 
just highly sought-after, but essential.

This suits the focus of CREALOGIX – 
which is on changing customer needs 
for mobility, security, personalised ad-
vice and a comprehensive user experi-
ence. “Our solutions do not stem from 
a software architect’s drawing board 
or a product manager’s specification,” 
says chief executive officer Thomas 
Avedik. “They consist of pre-fabricated 
modules for any banking task and are 
ready for use at any time.”

The 270-employee company also ben-
efits from its European legacy, using 
the feedback from existing customers 
to further optimise and tailor its prod-
ucts depending on the banks and their 
customers want.

One of the most important next steps 
is Asia. “The pace of technological de-
velopment in Asia, and the need for 

digital offerings in this region, is much 
higher than in Europe,” says Avedik.

the client interAction 
of tomorroW

At its essence, CREALOGIX sells banks 
a digital banking platform to enhance 
their wealth management offering.

The main goal is to improve the ex-
change between client advisers and 
their clients, in sync with their various 
tablets, smartphones and other devic-
es. “Collaboration is brought to a new 
level by offering it independently of 
time and location,” says Avedik.

In short, the thinking behind this is 
that the applications which customers 
use via the internet or mobile devices 
can also be used to provide personal 
advice. For example, advisers and cus-
tomers can jointly use the software to 
simulate investment scenarios on a PC 
monitor or tablet screen. “The fun ele-
ment enhances the advice, the back-
end connection speeds up processing,” 
says Avedik.

This is fundamental to dealing with the 
modern consumer – who knows what 
they want to do when they execute 

Thomas Avedik 
CREALOGIX

a transaction. For example, they use 
every channel to garner knowledge 
before contacting their adviser, he ex-
plains, after which they analyse the 
portfolio, track prices and hone their 
strategies. “Having done this prepara-
tion,” he explains, “they seek assis-
tance from the investment consultant, 
so the adviser needs to know the level 
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On the flipside, he adds, the system 
informs the adviser if the client has re-
viewed their portfolio. That spurs the 
adviser to follow up on specific items 
which are relevant to the client.

It is a tried-and-tested tool, too.

“The product is used by a variety of 
banks within the wealth spectrum – 
ranging from 100 users to 2.5 million 
users – and each institution uses the 
relevant modules for their businesses,” 
says Avedik.

At the same time, if banks can enable 
advisers to send out personalised mes-
sages and analysis to their clients, and 
therefore double the number of clients 
they could previously communicate 
with, yet in the same amount of time, 
the adviser will be more successful, ex-
plains Avedik.

implementAtion 
And engAgement

According to Avedik, the platform can 
be integrated with fragmented legacy 
systems, ranging from client reporting 
at one end to archiving at the other. 

“We put a layer over all these systems 
to channel the information to the rel-
evant part of the business and giving 
one aggregated view for the user.” 

In terms of the engagement of digital 
solutions more broadly, this is increas-
ingly permeating discussions at senior 
management level, not just at the 
more functional technology level.

“Banks are realising there is so much 
more that can be done with their cli-
ents via an omni-channel approach,” 
says Avedik. 

“Banks just need to have a digital 
strategy to be able to execute this.” 

of the customer’s knowledge, in order 
to make the advice efficient and cus-
tomer-friendly. Banks have to enable 
their advisers to be at eye level with 
their digitally-savvy clients.”

Avedik calls this concept “hybrid ad-
vice”, with a platform that combines 
the traditional functionality and trans-
action capability of online banking with 
much more interactive features and 
relevant information and extensive 
portal functionality.

In practice, when clients look at their 
portfolios, instead of just a statement 
that shows plain numbers, Avedik says 
it is now possible to enrich this infor-
mation with notes from the adviser and 
other contextual information.

Some of the features also enable cli-
ents to share screens, proposals and 
socialise with peers to make the expe-
rience more relevant to them, and fun.

A cleAr vieW for Advisers

For the bank, meanwhile, this ap-
proach provides specific productivity 
and efficiency benefits for advisers. 

Whether by tablet, PC or smartphone, 
Avedik says advisers can track the 
customer’s portfolio, simulate various 
scenarios together on the screen and 
provide additional information.

“If the customer wishes to complete 
the remainder of the process alone, 
then the adviser can withdraw from it,” 
he explains.

More specifically, he adds, the front-
line can become more effective by 
running portfolio analysis on a client 
portfolio, and then tagging the client 
where the system finds any gaps in the 
standard portfolio, to encourage the 
client to contact their adviser. 

Ensuring compliance 
and security

Maintaining compliance and ensuring 

clients are educated enough to do 

certain trades is a big focus today. 

“We have integrated our proven 

learning management system and 

web-based training modules within 

the e-banking platform to help 

introduce clients to the relevant 

product, to determine whether they 

can buy the specific product. This is 

monitored via the system to create 

an audit trail,” says Avedik. “This 

seamless and contextual combination 

of online banking and online learning 

within the same channel is a unique 

proposition, offering compliance 

for the bank and ‘gamified’ financial 

education for the client.”

The offline alternative for clients, he 

explains, is filling out a form, signing 

it and sending it back to the bank, to 

acknowledge the risks inherent in a 

particular trading instrument.

Online security is another priority. 

Yet the common security features in 

place are generally simple to get past, 

explains Avedik, with the weakest link 

often being via the browser – meaning 

the user side. “Banks must enable 

clients to use a secure environment 

via mobile devices that shield the 

device from hackers to provide greater 

security,” he says.

Part of mitigating the risks is making 

sure the data is consistent and not 

being adapted, and keeps its integrity. 

“Security controls cannot mean just 

shutting down the whole system.” 



IgnItIng the DIgItal RevolutIon In asIan Wealth ManageMent 201436

ExpErt InsIghts

shAping the ADvisorY moDel 
oF the Future
peter gill, vice president, bAnking & finAnciAl mArkets, AseAn, At ibm, explAins his vision 

for hoW Advisers Will shAre informAtion And interAct With clients going forWArd.

Shifting demographics, social patterns 
and technological evolution is chang-
ing the way people wish to engage, in-
teract, and structure relationships with 
wealth management organisations.

Banks cannot afford to ignore this. For 
example, fully-engaged customers de-
liver a 23% premium in share of wal-
let, profitability, revenue and relation-
ship growth, explains Peter Gill, vice 
president, banking & financial markets, 
ASEAN, at IBM.

And to shape the information used to 
deliver the next generation of wealth 
management, IBM believes that Wat-
son will be the foundation. 
 

more substAnce

According to Gill, about 70% of con-
sumers are increasingly looking for 
personalised, efficient interactions 
with the companies they frequent. 
Similarly, 70% of consumers are will-
ing to give their financial adviser more 
personal information if this leads to 
better recommendations. 

“IBM believes that the future of advi-
sory model will leverage Watson,” he 
says. “IBM Watson is the most ad-

vanced example of a cognitive comput-
ing approach available today.”

For instance, it ingests a corpus of 
knowledge arrived at from many dif-
ferent data sources and is then trained 
on this knowledge over a period of 
time. It is then able to answer com-
plex questions posed by the relation-
ship manager (RM) – about their cli-
ent’s needs, the products and services 
on offer, market information, and so 
on. “These questions can be asked in 
natural language,” explains Gill, “just 
as you would ask a question of a hu-
man being.”

Further, Watson can be integrated into 
existing systems, such as a CRM sys-
tem, so that it becomes the analytics 
backbone, not an adjunct system.

Ultimately, this can support the RM at 
the different key steps and enhance 
the client relationship, he adds:

 Before a meeting – to better pre-
pare for the initial discussion with 
the client 

 During a meeting – enabling 
the RM to answer difficult ques-
tions on the spot, and then share 
some options / potential scenarios 
based on facts

Peter Gill
 IBM

 After the meeting – to ensure that 
the recommendations given are 
delivering the expected outcomes 
for the client

“This evidence-based approach will al-
low the right sort of interactions be-
tween RMs and clients to discuss out-
comes based on fact,” says Gill. 
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feature article

A growing role For 
teChnologY-leD CompliAnCe
regulAtory chAllenges continue to Weigh heAvily on bAnks And impAct their 

flexibility And time to mArket in providing proActive products And services to 

clients. AutomAting the compliAnce function And designing systems And solutions to 

help mAnAge the compliAnce burden is A key goAl. 

One of the biggest challenges facing 
wealth management institutions con-
tinues to be meeting the multiple com-
pliance and regulatory requirements.

While this is no surprise, it presents 
a growing need for banks to utilise 
technology effectively to ensure that 
they stay compliant to ever-changing 
regulations. Practically, for example, 
it is impossible for a wealth manager 
to understand and apply all the rules 
without help.

“Making the latest technology available 
in a smart way is the only way for banks 
to stay compliant and protected,” says 
Stefan Mueller of RBC Wealth Manage-
ment. “Due to the complexity of ever-
increasing regulations worldwide, any 
manual processes within a bank will 
puts it and its clients at higher risk, 
and also at a competitive disadvantage 
against the more technology-savvy 
banks that compete for the same cli-
ents,” he explains.

regulAtion As A gAme-
chAnger

According to Dave Lim of BSI, regula-
tion will change the way people work in 
this industry. This is based on the fact, 
he explains, that an increasing number 

of regulations are making it challeng-
ing for the whole industry, and raising 
the costs of doing business.

“Two big projects for us include client 
suitability, and Singapore’s Personal 
Data Protection Act (PDPA), and en-
hancing our systems to cater to those 
requirements,” he says.

In terms of suitability, the system 
needs to cater for a much larger num-
ber of questions being asked about 
clients to determine if the bank can 
execute a specific trade, for instance.
And the PDPA is a big project. “We 

need to build a database to maintain 
our data protection inventory (DPI) 
– which tells us what information we 
have on individual clients, what it is 
used for, and where we need to main-
tain and update the data,” says Lim.

In addition, the new regulations for 
onboarding a customer require a lot of 
time and work for RMs and other staff.

“We have created software which re-
duces this time to at least 50%,” says 
Urs-Peter Oehen, co-founder, chairman 
and chief executive officer of Exper-
soft Systems. “A lot of data is needed, 

Julia leong
pwC

“the aspiration is to use 
technology to enable real-
time alerts of potential issues 
before they occur”
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urs-peter oehen
 expersoft systems

“the new regulations for onboarding 
a customer require a lot of time and 

work for rms and other staff. We 
have created software which reduces 

this time to at least 50%”

leon erh
lgt Bank

“i am sure the industry will be able 
to build on existing capabilities, 

remain compliant and transform 
these ‘new’ technologies into a 

profit-making proposition”

so the software must be integrated 
into a lot of existing systems. A link 
to external data providers is also ben-
eficial. Previously, there were multiple 
systems for the onboarding process, 
so this just removes the need for this 
overlap by integrating with the various 
legacy systems.”

Of course, banks also have to deal with 
the various regulatory challenges re-
lating to cross-border information ac-
cess, adds Leon Erh at LGT Bank. “With 
the maturity of the technologies in the 
market, I am sure the industry will be 
able to build on existing capabilities, 

remain compliant and at the same time 
transform these ‘new’ technologies into 
a profit-making proposition,” says Erh.

turning compliAnce to 
your AdvAntAge

The starting point when thinking about 
how to address regulation through 
compliance programmes, however, 
should be for business executives to 
change their mindset and make use of 
these programmes as a way to build 
trust with their customers. “Custom-
ers need to know that their data is 

protected and secured, their assets 
are managed properly and the bank’s 
staff are being held accountable and 
conduct the business in a trustworthy 
manner,” says Julia Leong, partner, 
financial services & risk assurance at 
PwC in Singapore.

While compliance software represents 
an extra cost for an institution, Oehen 
says that it also provides an opportu-
nity to get to know their customers and 
their habits better. “It isn’t just about 
meeting compliance requirements.”

Looking ahead, banks need to adopt 
new approaches to manage the regu-
latory change and compliance agenda.  

These players are making use of tech-
nology such as data analytics to do 
continuous monitoring, to drive for-
ward looking insights and to perform 
forensic testing techniques, she ex-
plains. “The aspiration is to use tech-
nology to enable real-time alerts of po-
tential issues before they occur.”

Beat Monnerat of Accenture says that 
while electronic signatures, for exam-
ple, exist today, submitting marketing 
materials, presentations, and tele-
phone and video transcripts via PDF 
and hardcopy should be more digitised 
to increase efficiency and decrease 
costs. “Firms need to work collabora-
tively with regulators to help address 
the gaps between what is accepted 
and what is technologically possible.”

As for protection, the financial crises of 
recent years exposed significant prob-
lems in the way firms have identified 
and mitigated market, credit, counter-
party, valuation and related risks.

In response, wealth managers have 
strengthened their risk management 
functions and policies but still face a 
volatile environment and conflicting 
pressures to lower risk while deliver-
ing acceptable returns in a low-interest 
rate environment, adds Monnerat. 
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in neeD oF one-stop 
AutomAteD ADviCe
WeAlth mAnAgers todAy need nimble, front-to-bAck solutions to cover All Aspects of 

the interAction With their clients – ensuring they get serviced in A more efficient 

And relevAnt WAy, sAys brAd prodger, vice president of product strAtegy And Advice for 

investment services At fiserv.

New regulations and investor demands 
for simplicity, transparency and per-
sonalised advice are dictating that in-
vestment services offerings must now 
include a comprehensive plan suitable 
to each investor.

For investors, the preference is for 
solutions that are holistic and include 
tailored advice at the same time as ag-
gressive risk management. “They want 
choice and convenience – including in 
terms of how they interact with the 
adviser, or with technology – without 
sacrificing results. And they want to 
protect every family member with one 
complete and easily managed financial 
plan, known in the industry as a uni-
fied managed household (UMH),” says 
Brad Prodger, vice president of product 
strategy and advice for investment ser-
vices at Fiserv.

To do this effectively, however, re-
quires best-of-breed applications in 
terms of financial advice for investor 
planning to integrate into middle- and 
back-office functions, he explains.

front-to-bAck offerings

“The idea,” says Prodger, “is to create 
a unified portal experience.”

In practice, this means supporting an 
adviser from the first handshake with 
a client through to gathering important 
information on investment objectives 
and risk tolerance, for instance, to 
build the investor profile. 

Yet this cannot happen without col-
lecting and inputting this information 
in what Prodger describes as a collab-
orative framework – which means hav-
ing the option to do this on-the-go, via 
tablets and smartphones, and it being 
usable data.

“It is essential to be able to evalu-
ate that information, and then select 
investments or leverage a managed 
accounts platform to choose products 
with the attributes that suit a client’s 
needs,” he says.

It is also important, he adds, to track 
the process of model rebalancing or 
individual security transactions, and 
compare this against a benchmark.

For Prodger, the entire process should 
happen via a single interface. 

“No longer should advisers have to 
concern themselves with different ap-
plications. The process should hap-
pen automatically and transfer data 

in a way that follows what the adviser 
needs to accomplish for the client as 
part of the adviser’s workflow.”

The outcome, he says, is to save advis-
ers time and drive client retention. 

“The Investment Services, Financial 
Advice Management team are continu-

Brad Prodger
 Fiserv
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ing to design systems to promote the 
solutions that deliver operational effi-
ciencies,” explains Prodger.

creAting An AsiA-relevAnt 
offering

He is now looking to bring the firm’s 
advice capabilities – primarily used by 
US advisory firms – to banks in the US 
and is in the process of evaluating ex-
pansion to non-US markets, such as 
Asia. Fiserv Financial Advice Manage-
ment solutions are already used in In-
dia, for example.

“We acknowledge that top-of-mind for 
many banks is to offer an integrated 
experience, via an intuitive interface 
that syncs with their own systems and 
workflow, and also be able to prove 
this to the regulatory bodies in each 
jurisdiction,” says Prodger.

deAling With dAtA

Such a one-stop automated offering 
would help many banks which struggle 
with the challenge of having multiple 
yet disparate systems support various 
applications. 

“It gets complicated and we find that 
the enterprises manage this by inte-
grating them to centralised process-
ing hubs, or enterprise service bus 
capabilities to orchestrate and surface 
underlying database information so it 
can be consumed in meaningful ways,” 
says Prodger, “with architecture in 
place to help manage the flow of data 
in and out.”

They then have feeds in place to sup-
port other components within the front 
office and the capabilities for report-
ing, for example. 

The Fiserv tool-kit
 

 Financial Advice 
Management – Investment 

Services advice sub-division 

offers financial planning tools 

designed for use by advisers and 

their investor clients

 Performance & Investor 
Reporting – this allows advisers 

to communicate clearly with 

clients about their investments 

 Portfolio Management 
& Trading – this provides 

investment managers and 

sponsor clients with critical 

portfolio management, trading 

and administrative tools, in an 

integrated environment 

 Unified Wealth Platform 

– this covers all areas of the 

investment process, from trading 

and reporting to retirement 

income modeling and financial 

planning technology

 Wealth Management 
Network – this enables the 

managed accounts industry to 

connect to a vast array of data 

through the Fiserv network of 

sponsor, manager and custodial 

connections

tions and discern which of these can 
be deemed as advice-based and which 
are more social.”

He says Fiserv has evaluated tools 
from software vendors which are at the 
cutting edge of being able to scale the 
issue relating to compliance and lever-
aging social media – possibly by 2015. 
This is also something which needs to 
be ready for the next generation. 

“the next step is to be able to bring together in a more formal and 
automated way the linkage between social media and advice.”

A key advantage of such an automated 
approach to the adviser process is the 
capability to drive significant volume 
and empower advisers to drive greater 
numbers of proposals to clients.

“A lot of banks currently have dispa-
rate systems for reporting, financial 
planning, calculators for end-investors 
and other tools,” he explains.

To be relevant for many front-office 
systems in Asia, however, Prodger says 
Fiserv is working to build in options 
to account for multi-currency transac-
tions and portfolios. 

There is also a need to apply country-
specific regulatory and tax regimes. 

He says that Fiserv is providing tools 
that have produced significant success 
with existing clients in the US financial 
services market, and is continuing to 
round out these services.

mArrying sociAl mediA And 
Advice

The next step is to be able to bring to-
gether in a more formal and automated 
way the linkage between social media 
and advice.

“There is still additional work to 
achieve this,” says Prodger, “especially 
when talking about client retention and 
being able to archive social interac-
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getting more ComFort ArounD 
outsourCing
A successful business process outsourcing proJect Within privAte bAnking relies 

on the provider hAving A full-service solution, A trAck record And the experience And 

commitment to overseeing implementAtion And integrAtion from stArt to finish, sAys 

JeAn-clAude fAvre, mAnAging director of crédit Agricole privAte bAnking services.

Private banks in Europe have become 
increasingly open to business process 
outsourcing (BPO). They have begun 
to accept the need for an alternative 
to the ever-rising costs, administrative 
tasks, time and distractions ofregula-
tions and operational quick-fixes.

“For many smaller banks, I don’t think 
there is any other choice than out-
sourced services if they want a chance 
to survive in the new environment,” 
says Jean-Claude Favre, managing di-
rector of Crédit Agricole Private Bank-
ing Services.

Larger institutions, too, need to find a 
partner which can service them across 
all the jurisdictions in which they oper-
ate, he adds.

Yet the concept is in its infancy in Asia. 
This is partly a symptom of market 
evolution, but also due to the econom-
ic realities of the business. With lower 
resource costs in Asia, for example, 
banks rely more on their own staff for 
IT and back-office tasks, says Favre.

Regardless, he is positive about the 
longer term outlook for BPO in the 
region, given recent traction among 
external banks with his solution. “We 
have two customers in Singapore, one 

being a new bank implementation in 
2013, and one client in Hong Kong.”
 

momentum

Especially in Switzerland, banks of all 
sizes realise that outsourcing enables 
them to focus on their areas of spe-
cialisation, explains Favre. Plus, BPO 
solutions lower the cost of putting the 
required back-office infrastructure and 
systems in place on their own.

“To tackle this, we have developed the 
core system S2i, a full banking solu-
tion, suited to 10 different jurisdic-
tions, able to be completely integrated 
and including all functions needed for 
private banking, from order entry to 
reporting,” he says. “We also finished 
developing a mobile solution in 2013.” 
 

smooth implementAtion

Favre’s optimism for BPO is bolstered 
by the firm’s track record in imple-
menting solutions.

For a new bank, the process can take 
anywhere from four to six months, 
rising to up to nine months if there 
is a need to change an existing sys-

Jean-Claude Favre
 Crédit Agricole Private Banking Services

tem. “And we have done more than 40 
projects of these types,” he states, “all 
completed on time and within budget.”

Plus, the firm runs the entire project 
for a bank. “We have our own integra-
tion team that follows a clear method-
ology, rather than relying on integra-
tion companies or consultants.” 
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how to ApproACh venDor 
seleCtion
simon cornWell of vermilion softWAre explAins some of the needs And 

opportunities in AsiA relAting to reporting softWAre, And outlines hoW clients 

should ApproAch the vendor selection process.

For Simon Cornwell, the past six to 
eight months since he arrived in Asia 
have been very encouraging in terms 
of the amount of interest he has re-
ceived from asset management compa-
nies and private wealth firms, he says 
in an interview. 

Key areas which these organisations 
need solutions for are the multi-lingual 
and multi-currency aspects of client re-
porting, he says.

Another area of interest relates to the 
portal aspect – meaning a secure way 
of delivering the report, to offer their 
clients a different experience, explains 
Cornwell.

mAking the right 
vendor selection

When looking for a partner to help 
them with their reporting, asset and 
wealth management companies need 
to take the process very seriously, says 
Cornwell. 

First, they need to assess the market 
place in terms of the types of vendors, 
and whether their strategies are in line 

with the strategy of their own organ-
isation, he explains.

This needs to be viewed as a partner-
ship where it is about the next five to 
10 years, not just the immediate solu-
tion, says Cornwell.

After reviewing the available vendors 
and the types of clients they have – for 
example, if they are of a similar size 
and business – he recommends doing 
an RFP or RFI to establish the pricing 
structure, the functionality of the solu-
tion, and how their product will inte-
grate with the current back-, middle- 
or front-office systems.

It is also important to get internal sup-
port, adds Cornwell, to get on board all 
the relevant business sponsors. 

short-list And 
proof-of-concept

After reviewing the RFPs, he says it 
is important to short-list two or three 
vendors to then come to present the 
solution to you. The most important 
thing to do next, he adds, is a proof 
of concept. 

Simon Cornwell  
Vermilion Software

This is also the right time for them to 
make decisions about a change in di-
rection, if required. 

Once contracts are signed and imple-
mentation has started, there is typi-
cally no way back, adds Cornwell. 
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A new Dimension For singApore’s 
insurAnCe CommunitY
in An exclusive intervieW With hubbis, peter huber, chief executive officer of zurich 

globAl life singApore, introduces the neW online tool zurich community And tAlks 

About the priorities for the insurAnce compAny in the locAl mArket.

The importance of the role of technol-
ogy within the insurance industry can 
no longer be ignored. Tackling legacy 
issues and providing engaging ways 
for customers to interact via multiple 
channels are vital ingredients for a 
successful business going forward. 

In Singapore, in particular, one of the 
widely-agreed outcomes from FAIR (Fi-
nancial Advisory Industry Review), for 
example, is the need for the develop-
ment of more technology-based, user-
friendly platforms, especially including 
online business transactions.

Other drivers include being able to ser-
vice consumers which are more tech-
nology-savvy and want to be able to 
view their accounts quickly and easily.

As insurance providers vie to make 
their mark in these areas, Zurich In-
surance Group’s contribution has come 
in the form of the Zurich Community.

In short, launched in February, this is 
an online tool which offers an ongoing 
and iterative exchange between the 
Community members and Zurich.

“The ultimate goal is to help us to 
understand customer needs better by 

having an active conversation pep-
pered with some research,” says Peter 
Huber, chief executive officer of Zu-
rich Global Life Singapore. “Zurich has 
been committed to the Singapore mar-
ket since 2006 and launched the tool in 
order to achieve the best results both 
for our customers and distributors, as 
well as for Zurich.”

A mixed community 

Currently, the Community has 300 
hand-selected Singaporean members, 
who represent both customers and po-
tential customers. 

“We included a mix of customers and 
distributors we are actively doing busi-
ness with as well as customers and 
distributors with future business po-
tential,” explains Huber. “The highest 
priority is to achieve an unbiased and 
valuable communication flow.”

The key advantage of the Community 
is the unfiltered and unbiased real-
time dialogue with its members. 

Further, it helps the company to un-
derstand why certain Community mem-
bers are not Zurich customers to date. 

Peter Huber
Zurich Global Life Singapore

With data protection issues in mind, 
Huber is quick to point out that the 
tool is managed by an external com-
pany which ensures the anonymity of 
its members. 

However, members have the option to 
openly share their full profile.
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Zurich’s Singapore growth 
story at a glance

 2006 – Zurich International Life 

started operating a branch in 

Singapore

 2012 – the Singapore-registered 

entity, Zurich Life Singapore, 

is opened, distributing via lo-

cal and international financial 

advisers as well as via the firm’s 

tied agency

 2013 – Peter Huber joins as 

CEO in July

 2014 – the Zurich community is 

launched in February, facilitat-

ing dialogue between Zurich and 

its distributors and customers

To date in Singapore, the online tool 
has attracted a high level of involve-
ment among all its members. 

The last survey that was done was 
answered by 50% of the Community 
members, which is above average 
compared with other countries. And 
given that the members in Singapore 
represent the broad spectrum of the 
company’s target market, if individuals 
are interested to join the Community, 
Huber adds that he is happy to discuss 
a possible inclusion.

Meanwhile, the Community is also 
available in other countries, including 
the UK, Hong Kong and Dubai. 

According to Huber, the tool has been a 
success in every country. For example, 
he says, Zurich UK improved its long-
term care propositions, its claims posi-
tioning and differentiation, and includ-
ed longevity risks. “We are convinced 
that further ideas for enhancements 
and innovations will be created within 
the Zurich Community,” he says.

useful And usAble diAlogue 

There is more than one way for the 
community to interact using this tool. 
“We are communicating with the mem-
bers via chats and forums,” says Huber.

Additionally, there are small competi-
tions, shopping reviews, surveys and 
polls as other information sources. 

The Community can also be accessed 
via a smartphone app, which makes it 
easy to participate all day around.

Zurich is able to see the feedback and 
results on a real time base. 

This allows the company to react im-
mediately and to achieve very valuable 
quick wins. 

These actions can be fed back to the 
customers and distributors, says Hu-
ber, to receive direct reactions to the 
improvements to be introduced based 
on their suggestions.

2014 in focus

Zurich remains broadly committed to 
Singapore and a multi-channel strate-
gy, says Huber. “We had a good start to 
the year and I am very happy about the 
progress of our business. We continue 
to place customers and their needs at 
the centre of our business, and are in-
vesting in the capabilities needed to 
serve them with superior propositions. 
To achieve this, the Zurich team is 
guided by the core values of customer 
centricity, excellence, teamwork, in-
tegrity and sustainable value creation.”

At the same time, the company is pre-
paring to respond to the FAIR require-
ments, which will help increase market 
transparency, and raise the quality of 
service and advice. “A few proposition 
enhancements are under way, which 
will make us more competitive.” 
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BuY or BuilD? getting the most 
From soFtwAre venDors
WeAlth And Asset mAnAgers fAce A tough decision When Weighing the benefits of 

building softWAre solutions themselves or purchAsing A product off-the-shelf. 

frAnk mAltAis, mAnAging director of princeton finAnciAl systems in AsiA pAcific, 

explAins When buying might be the best option.

Some financial services firms answer 
the buy or build question by distin-
guishing between less strategic ap-
plications, which they buy, and more 
strategic applications, which they 
build. For other firms, however, the 
opposite is true.

Consensus in the investment industry, 
meanwhile, is that mission-critical ap-
plications should be commoditised as 
far as possible. 

By mission critical, this means tech-
nology that is core to the investment 
manager’s business – an accounting 
and operations system requires, for 
example, a lot more technical exper-
tise than a spread-sheet that sits in the 
front office holding trades and profit-
and-loss.

“It is not by chance that most wealth 
and asset management firms which ex-
perience significant growth will start 
investing in technologies for the back-
office first, and then make their way to 
the front office, rather than the other 
way around,” says Frank Maltais, man-
aging director of Princeton Financial 
Systems in Asia Pacific.

Buying at that point becomes a reason-
able decision due to several factors.

cost

The cost-factor includes not only the 
software license but also the imple-
mentation and ongoing costs.

“However, this is only where the real 
benefits start,” says Maltais. “The as-
set manager can from that point begin 
focusing on the core business of seek-
ing alpha.”

It is at this stage when the develop-
ment of the technology can be handed 
over to the vendor’s team of specialists 
along with the staff of the buying or-
ganisation, he explains.

“The support and consistent delivery of 
new requirements due to growth can 
then be leveraged both on the business 
and technical side,” he adds. “So all in 
all, and with all things being equal, a 
software package will always be less 
expensive than a comparable in-house 
developed system.”
 

scAle And complexity

According to Maltais, people who work 
in technology will always argue that 
everyone can build software. 

Frank Maltais
 Princeton Financial Systems

A State Street Bank Company

“What they can’t do, however, is factor 
in – within time constraints and budget 
– the large numbers of regulations, in-
vestment types, reporting preferences 
and other requirements that will sat-
isfy an asset  or wealth manager which 
uses the entire world as their territory 
for finding alpha,” he explains.
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As a result, it is the straightforward 
applications which can be brought into 
production that are the ones usually 
built in-house.

By contrast, says Maltais, more com-
plex systems and those which require 
specialised technologies and invest-
ment business know-how can benefit 
from the expertise and economies of 
scale embodied in software packages 
provided by vendors.

One consideration that buyers might 
sometimes overlook as part of their 
decision-making process is the velocity 
of their organisation’s growth; a soft-
ware package that runs well on some 
architecture may suddenly become 
very slow as the business expands.

on the same platform, it is impractical 
for the vendor to customise its product 
to each client.

What the wealth or asset manager 
should look for is software that’s flex-
ible enough to fulfil their require-
ments, he explains. At the same time, 
he adds that the vendor shouldn’t have 
to adapt its product with complicated 
scripts and other workarounds. Rather 
it should be all fully configurable with-
in the software package with mouse 
clicks and standardised screens, built 
in already without any cheats on the 
software itself.

“This is another reason why a mature, 
stable, standardised software product, 
and one that’s well tested in the mar-

time

Developing software in-house will al-
ways be perceived as being more time 
consuming compared with buying it.

Maltais adds it is also important to 
consider the implementation and con-
sulting process – the project lifecycle 
around the software product. “A key el-
ement for being able to deliver on time 
is to get the commitment of the vendor 
and also of the internal sponsors.”

risk

Some of the risks an organisation can 
avoid when using packaged software 
products include the risk of not being 
able to complete the in-house project, 
budget constraints, and staff turnover 
resulting in the loss of the expertise.

Yet buying a software package intro-
duces vendor risk, also called “coun-
terparty risk”, adds Maltais. “The man-
ager must make sure that the vendor 
is of a certain size, potentially bigger 
than the buyer’s own business,” he 
says. “That ensures the counterparty 
will still be in business despite changes 
in market conditions.”

Other risks to identify, he adds, in-
clude the capabilities of the vendor re-
garding documentation, support staff, 
maintenance time and responsiveness.
 

client support

According to Maltais, documentation, 
response times, level of expertise and 
language skills are all key factors to 
consider in determining the viability of 
buying a software package. “Whether 
staff are located in the same country, 
walking distance away or a taxi ride 
from the client is also a simple and fun 
question for the buyer to ask.” 

“it is not unheard of for clients to spend countless dollars internally 
to build a system, only then to go to the market a few years later 
because they need a complete re-write due to scalability issues.”

“It is not unheard of for clients to spend 
countless dollars internally to build a 
system, only then to go to the market 
a few years later because they need a 
complete re-write due to scalability is-
sues,” says Maltais. “If they bought the 
system in the first place, their growth 
would still be unencumbered.”
 

flexibility And product 
chAnge

It is clear that the more unique a firm’s 
requirements are, the greater the driv-
ers will be to build in-house. 

Maltais says this is mainly due to the 
fact that customising software involves 
a lot of operational risk. Plus, given 
that vendors tend to provide one re-
lease at a time to clients which are all 

ket, is the first thing to look at when 
building a shortlist of vendors to evalu-
ate,” says Maltais.

An alternative to customising the soft-
ware package, for example by building 
workarounds and scripts, is the tech-
nical workflow re-structuring to fit the 
underlying business needs. However, 
says Maltais, this often proves to be 
expensive and requires really good ex-
pertise on both sides.

“The reality is that throughout the 
years, several tweaks may have been 
added within the manager’s produc-
tion environment,” he says, “including 
tweaks that might have been forgotten 
about and become the norm over time. 
The question is to find out whether or 
not the requirements are really core or 
simply legacy.
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mAking use oF Big DAtA

informAtion thAt WeAlth mAnAgement orgAnisAtions increAsingly need to AttrAct, 

deepen And retAin relAtionships Across the client lifecycle is chAnging. yet they 

continue to grApple With hoW to use this dAtA to drive revenue, stAy compliAnt, 

increAse efficiencies And differentiAte their offerings. the key is using AnAlytics 

thAt creAte deeper customer insights to drive more relevAnt offerings.

With so much customer data available 
to the banking industry today, there is 
no longer any excuse not to achieve 
higher levels of customer intimacy.

From transaction histories to call logs 
to social media, banks have volumes 
of information about their customers. 

That needs to be integrated to form a 
complete picture of each customer, in 
terms of preferences, behaviours and 
relationships.

“The ability to use Big Data to under-
stand clients’ investment preferences 
and interests will allow advisers to de-
liver the right actionable advice to the 
client at the right time,” says Hoong-
Shen Wong, head of client reporting 
and output, Singapore / Hong Kong, at 
UBS Wealth Management.

But turning Big Data into an opportu-
nity that wealth managers can mine ef-
fectively is easier said than done. 

After all, banks are only just starting 
to embrace the use of Big Data, both 
from social media as well as internal 
data sources, as one of the key digi-
tal priorities for many institutions to 
generate additional value from existing 

and prospect client groups, says Rajiv 
Agarwal of Arete Financial Partners. 

For example, predictive modelling can 
help increase probability of the next 
product purchased by customer type, 
enhancing cross-selling possibilities, 
customer engagement and the deci-
sion-making journey. 

“Client analytics are becoming more 
sophisticated and able to drive cus-
tomised campaigns with CRM tools and 
dashboards able to deliver actionable 

information and develop robust risk 
management methods,” says Agarwal. 

more tAilored Advice

If correctly leveraged, Big Data and 
customer analytics can create real 
competitive advantage for institutions 
and RMs staying one step ahead of cli-
ent expectations. 

Peter Gill, vice president, banking & fi-
nancial markets, ASEAN, at IBM, says 

hoong shen wong
uBs wealth management

“the ability to use big data to 
understand clients’ investment 
preferences and interests will allow 
advisers to deliver the right actionable 
advice to the client at the right time” 
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banks need to take a page out of the 
playbook of retailers, by engaging cus-
tomers in insightful conversations, not 
just by providing them with a pleasant 
banking experience.

Customers typically get a consistent, 
cross-channel experience in their retail 
interaction that incorporates elements 
of self-service, mobile as well as so-
cial, he explains. 

Retailers are also able to trigger ap-
propriate actions, for instance mar-
keting and selling based on customer 
events. With such customer informa-
tion and predictive analytics comes 
progress from mass marketing to pre-
cise, event-based marketing.

“Banks using predictive analytics will 
be able to offer personalised advice 
and the next best action to their cli-
ents,” says Gill.

Data is the new fuel of the digital 
world, adds Stefan Mueller of RBC 
Wealth Management. “This has largely 
been fuelled by the internet and our 
increased ability to access data.”

As Tan Su Shan outlined in the DBS 
profile earlier in this publication, the 

bank has entered into a partnership 
with IBM to harness Big Data to pro-
vide more precise, customised and 
quality actionable insights that meet 
customers’ needs.

“With Asia creating wealth faster than 
anywhere else in the world, coupled 
with increasingly sophisticated and 
digitally-savvy customers, banking 
RMs need to be empowered with so-
phisticated and intuitive tools that en-
able them to respond more speedily 
with insightful and tailored solutions,” 
adds David Gledhill of DBS Bank.

The driver is that by applying IBM 
Watson’s capabilities, DBS profession-
als can take control of a “data deluge”, 
explains Gledhill.

They can then be armed with data-
driven insights that can personalise 
the customer experience, he says.

“This information allows banks to put 
the customer, not their products, at 
the heart of their business,” adds Gill. 

“And it gives them the opportunity to 
differentiate themselves on the basis 
of customer experience and quality of 
service,” he adds.

extrActing reAl meAning

A reality check is important, however, 
at this point in the cycle.

“The industry has become overexcited 
about Big Data,” says Sebastian Dovey 
of Scorpio Partnership. 

“The first thing that needs to happen 
in Asia is for organisations to get their 
data better organised.”

He says that his firm, for example, has 
the biggest structured data set in the 
market place today in the context of 
client demands from wealth manage-
ment firms. 

But, he adds, “it is not, by any stretch 
of the imagination, Big Data”.

Yet based on the fact that it is very 
structured, it becomes possible to 
advise on intelligent decisions and to 
track progress.

The challenge for many wealth man-
agers is that while they are struggling 
with old CRM systems with incomplete 
data, their clients’ expectations and 
level of knowledge on wealth continues 
to accelerate, fuelled by digital apps 
and social media.

“Sourcing relevant internal and exter-
nal data on clients and presenting it in 
an easy-to-access, easy-to-use inter-
face for advisers is now more impor-
tant than ever – if advisers are to be 
productive with their clients,” says An-
drew Taggart, partner, insurance and 
wealth management at PwC.

Fears around privacy, both from a reg-
ulatory and customer perception, of-
ten stall innovation in data-sourcing at 
banks and by wealth managers. 

The irony is that clients are actually 
sharing more and more information 

David gledhill 
DBs Bank

“banking rms need to be empowered 
with sophisticated and intuitive 

tools that enable them to respond 
more speedily with insightful and 

tailored solutions”
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Beat monnerat
Accenture

“rms can hone in on the best of 
today’s products and select new 
offerings to send to specific clients 
who match the risk appetite for 
each product”

every day through social media apps, 
says Taggart, especially as part of 
what he calls the wellness and mobile 
health movements.

David Levi of Accenture says wealth 
management firms need to embrace 
analytics as an efficiency-management 
tool. “By leveraging analytics, firms 
can monitor the take-up of the ideas 
generated as well as the RMs’ return.”

For example, he explains, many advis-
ers today are overwhelmed – and many 
are under-skilled – to define the right 
advice to be brought to the right client, 
at the right time.

“Analytics can help identify what needs 
to be offered,” says Levi. 

“Technology can help tailor advice – 
by matching the bank’s investment 
research information with the client 
profile, which includes investment ho-
rizons, risk appetite, etc, as well as the 
client’s behaviour, which doesn’t al-
ways match the profile, and behaviour 
of the client’s peers. All of this can be 
analysed to create tailored advice for 
the customer.”

doing more With dAtA

Ultimately, wealth management organ-
isations must make Big Data and data 
analytics relevant to their offerings if 
they want to keep pace with the pro-
found changes these promise.

“Big Data no longer a promise nor a 
trend; it is here,” says Michael Foong 
of Maybank. “The analysis of large 
volumes of information, from differ-
ent sources, at high speed, and with 
unprecedented flexibility, can be a dif-
ferentiating factor for anyone who de-
cides to do it.”

Investment research is a key area 
where banks can benefit. Investment 

managers use Big Data, especially an-
alytics, to help discover, develop and 
test investment ideas and strategies. 

Many firms also use Big Data to im-
prove their algorithmic trading strate-
gies, and manage customer portfolios.

Big Data can also track trends in eq-
uities, commodities, real estate and 
other investment options, as well rele-
vant data from social media, adds Beat 
Monnerat of Accenture. 

“By applying analytics to Big Data, 
RMs can hone in on the best of today’s 
products and select new offerings to 
send to specific clients who match the 
risk appetite for each product.”

Another differentiator relates to cus-
tomer knowledge, adds Foong. 

“By aggregating and combining new 
and unstructured data with data from 
core systems, firms can establish a 
unified view of their customers and 
advisers. Using analytics, firms can 
segment and improve their customer 
and adviser services, including the 
monitoring process, as well as increase 
retention and upsell and cross-sell ac-
tivities,” he explains.

From a practical perspective, risk man-
agement is a clear way to make use 
of data, given that new regulations 
require firms to more closely monitor 
and report data about their investment 
positions and risk metrics, as well as 
about customers.

“Big Data solutions can help firms ag-
gregate and analyse massive amounts 
of data from multiple internal and ex-
ternal sources, which can help institu-
tions to be able to manage risk and 
meet regulatory reporting require-
ments in real time or near real time,” 
explains Foong.

In line with this, wealth management 
firms are under increasing pressure to 
maintain their operational and tech-
nology systems to uncover activities 
or violations on their own, instead of 
through a regulatory audit. 

Foong explains that this occurs in the 
daily tasks and activities of advisers 
and portfolio managers. 

For example, this includes pre-trade, 
post-trade, fraud detection and pre-
vention, portfolio construction and 
monitoring, and the monitoring of 
communications and channels. 
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CreAting proDuCt AnD 
exeCution ConneCtivitY
giving clients the product Access, ideAs And execution cApAbilities they WAnt cAn 

be done by connecting them to their front-line Advisers over digitAl chAnnels, sAys 

AndreW Au, chief executive officer And co-founder At AgdeltA.

Empowering front-line staff with col-
laboration tools to improve idea dis-
semination and activity management 
is becoming essential for the long-term 
viability of wealth management firms. 

Take, for example, the ratios of prod-
uct advisers to RMs – which across the 
industry are still around 1:10. Whether 
a boutique private bank or a multi-seg-
ment wealth business, the outcome is 
similar, just on a different scale. The 
same is true when looking at client 
loading, with each RM looking after, on 
average, 60 private clients.

The key for banks, therefore, is cre-
ating the ability for their RMs to do 
more with fewer clients. “The use of 
real-time tools, whether it be the RM 
desktop, tablets or mobile technology, 
must become more integrated within 
the product adviser-RM-client interac-
tion,” says Andrew Au of AGDelta.

According to Au, the digital disruption 
is playing out in three areas so the in-
dustry can achieve better connectivity 
of people, ideas and investments:

 Productivity and effectiveness 
– streamlining inter-relationships 
between external product provid-
ers, internal products advisers, 
RMs and clients with automatic 

quote/execution and targetted 
linking of investment ideas 

 Compliance and new revenue 
– addressing compliance with 
electronic, auditable and measur-
able interactions, plus using the 
latest digital analytics to identify 
new client opportunities and cre-
ate clearer calls-to-action for RMs

 Customer experience – offer-
ing personalised ideation, quote, 
transaction capabilities with built 
in compliance controls for RMs 
and clients on mobile and tablet 
channels to close today’s any-
where anytime expectation gap

AGDelta, for example, has been sup-
porting product keepers in 2014 in 
interacting with external providers – 
over 10 of the largest firms – providing 
a full best-execution electronic experi-
ence for RFQs and trade execution all 
in an auditable environment, says Au. 
“We were the first wealth technology 
provider to achieve this and now offer 
this aspect of the solution fully hosted 
on a subscription basis, taking years 
off time-to-market schedules of wealth 
management businesses.” The vendor 
also offers a full ideas publishing ca-
pability which specifically links invest-
ment ideas to available product solu-
tions and performs an online screening 

Andrew Au
 AGDelta

of suitability, credit and levels of client 
activity to determine for the RMs all 
potential client opportunities daily for 
the RMs on demand. This tackles the 
many emails RMs receive and gener-
ates calls-to-action with clients. “When 
they are interested to act, the RM is 
able to efficiently quote, compare and 
transact or share comparative recom-
mendations,” says Au.  
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Driving DiFFerentiAtion BY 
AutomAtion AnD trAnspArenCY 
leonteq is in the business of commoditising investment products. thAt mAkes 

differentiAtion by pAy-off or underlying increAsingly difficult. insteAd, explAins 

chief executive officer JAn schoch, it is About the quAlity of the plAtform from the 

front to the bAck end, to ensure operAtionAl excellence in creAting cost-effective, 

AutomAted And trAnspArent solutions.

It is increasingly common to see plat-
forms playing a more important role in 
the management and distribution of 
investment products.

They can help wealth managers – as 
well as their clients – overcome issues 
relating to the lack of transparency 
and the relevance of investment infor-
mation. They are also paving the way 
for less costly and more automated so-
lutions to help deal with high cost-in-
come ratios and tight margins, among 
other pressures. As such, industriali-
sation and operational efficiency are 
fast-becoming the differentiators over 
payoffs or underlyings. And everyone 
benefits – financial institutions of all 
sizes as well as their clients.

“The industry is at the beginning of 
using technology as an enabler to in-
dustrialise the entire sector,” says Jan 
Schoch, chief executive officer of Leon-
teq. “This must happen given the high 
cost of production and limited ability of 
banks to innovate – mainly due to their 
legacy operations and infrastructure.”
 

A digitAl future

According to Schoch, the concept of a 
“universal” bank is over, with fragmen-

tation slated for financial services. As a 
result, larger institutions will be forced 
to focus their limited capital and re-
sources on what they do best.

The role of Leonteq in this new world, 
he explains, is to be an engineering 
and infrastructure partner for invest-
ment products. “We see a lot of trac-
tion for this from all types of banks and 
insurance companies in Europe and 
Asia, regardless of their size.”

Over the last four years, Schoch can 
boast a platform that has been able 
to reduce the cost of production and 
ongoing maintenance of an investment 
product by 65%. “This has happened 
at a time when most other providers 
have seen increased costs, mainly due 
to regulatory pressures.”

Core to his vision is the development 
of tools that move clients along the 
digital path as fast as possible. “We 
have developed our own technology, 
currently employing 80 IT profession-
als, and using the new Scala program-
ming language,” he explains.

The firm’s Underlying Optimizer tool, 
for example, helps investors achieve 
better portfolio diversification via tai-
lored and optimum baskets of under-

lyings for a given risk profile. “It has 
the power to do 2 billion pricings in 
90 seconds,” says Schoch. Further, the 
Constructor tool is used to issue 50 
tailor-made securities on a typical day.

Further enhancements of the Leonteq 
platform for an improved client experi-
ence are currently in development. 

Jan Schoch
 Leonteq
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how DigitAl Content CAn 
enhAnCe Client interACtions 
thierry derungs, chief digitAl officer for bnp pAribAs WeAlth mAnAgement, explAins 

hoW the bAnk’s neW “structured products selector” – to improve knoWledge on these 

products for privAte investors – is Also pArt of A broAder strAtegy to use digitAl 

content to enhAnce existing relAtionships And Win neW clients.

BNP Paribas Wealth Management is 
one of the latest banks to take inves-
tor education to the next level through 
a new and well-defined digital content 
marketing approach.

The Structured Product Selector (SPS) 
comprises a website and an application 
for tablets that features a catalogue of 
structured product categories, details 
on each product type, educational in-
formation on structured products, and 
a multi-criteria search.

In short, it showcases structured 
products via a new channel available 
for free on the web and on Apple and 
Google Play app stores.

According to Thierry Derungs, chief 
digital officer for BNP Paribas Wealth 
Management, this is a first step in 
a strategy to position the firm as a 
thought leader on investments.
 

evolving the client-
Adviser interAction

BNP Paribas Wealth Management’s dig-
ital strategy aims notably at reinforc-
ing and personalising the relationship 
between clients and the bank, as well 
as its advisers. 

“The SPS aims at narrowing the knowl-
edge-gap on structured products, and 
more generally on financial invest-
ments,” says Derungs.

It does this by meeting at least two 
client needs: first, the need for finan-
cial education, in line with increasing 
demands by private clients for under-
standing more and better the products 
they invest in; and secondly, the need 
of private clients to have access to in-
tuitive and easy-to-use tools such as 
simulators and product selectors, im-
plied by the changes brought about by 
digital interactions. 

“The SPS contributes to position of 
BNP Paribas Wealth Management in 
the top-tier of digitally-active private 
banks,” explains Derungs, “and also 
leverages a sound expertise on struc-
tured investments, which are recog-
nised as a key component of private 
banks’ offerings.”

client Acquisitions

The new tool is also part of a digital 
strategy to acquire clients, he adds. 

“BNP Paribas Wealth Management’s 
digital strategy aims at better serving 

Thierry Derungs
 BNP Paribas Wealth Management

clients on digital channels, improving 
user experience and client/bank inter-
actions, increasing digital brand aware-
ness and eventually acquiring clients.” 

The SPS contributes fully to these ob-
jectives, says Derungs, by offering ex-
clusive experience and knowledge on a 
technical topic. 
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A smArter solution For 
struCtureD proDuCts 
AutomAted, Web-bAsed tools to enAble mArketing, pricing And trAding of structured 

products Are the WAy to (re-)engAge privAte investors todAy. bnp pAribAs hAs mAde 

notAble strides in bringing technology innovAtion to A segment Which hAs been in 

need of something more user-friendly And relevAnt to AdApt to A neW reAlity for 

these products.

Nearly two years since the launch of 
its web-based, multi-issuer platform 
for structured products, BNP Paribas 
can boast some impressive statis-
tics: 100,000 price quotes requests 
each month, resulting in thousands of  
transactions a month.

The concept of the bank’s so-called 
“Smart Derivatives” offering began 
four years ago, stemming from the 
margin pressures which arose from the 
rapid reversal of the seemingly insa-
tiable appetite pre-2008 among retail 
and private investors across the globe 
for structured products. 

The post-2008 slump combined with 
a desire for greater efficiency and the 
commoditisation of structured prod-
ucts then drove the more forward-
thinking market participants to adapt 
to become creative about providing ac-
cess to a range of structures in a new, 
more user-friendly way.

“Clients were increasingly asking for 
numerous price quotes on diverse, 
and sometimes complex, structures 
for small-sized deals, to help them 
find an optimised product offering 
for their own clients,” explains Fred-
eric Dussaux, head of BNP Paribas’ e-
business in Asia Pacific, as well as the 

bank’s regional exchanged-traded so-
lution sales. “Obviously, this increased 
the burden for us and them. So we 
developed the idea of automating the 
process both for our sales teams and 
our clients,” he adds.

The solution, rolled-out initially to ex-
ternal clients such as private banks and 
other distributors in May 2012, is now 
deployed both internally within BNP 
Paribas and externally, in 30 countries 
worldwide among roughly 300 firms.

In particular, adds Dussaux, the plat-
form enhances liquidity as well as 
transparency around the valuation of 
those products.

driving technology 
innovAtion

According to BNP Paribas, “Smart De-
rivatives” is a unique web-based portal 
platform that offers the full combina-
tion of marketing, primary and second-
ary trading, and post-trade information 
around structured products.

It also allows the client to get a gen-
uinely tailor-made experience. “In 
most web portals, clients get access 
to a generic set of products,” explains 

Frederic Dussaux
BNP Paribas

Dussaux. “We are offering an important 
variety of payoffs with a combination 
of flow and non-flow products, 2,500 
different underlyings on both equities 
and commodities in 19 currencies.”

At the same time, the platform works 
on a modular basis so that users can 
learn how it works in a step-by-step 
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“Smart Derivatives” in a 
nutshell

This web-based platform offers 

four key services around structured 

products: 

 Investment strategies – ac-

cess to marketing material on 

product ideas

 Primary trading – a tool 

allowing clients to design 

their own structured products, 

and then be able to price and 

directly trade them

 Portfolio management – a 

single interface where clients 

can access to all post-trade 

information regarding structured 

products at their finger tips

 Secondary trading – a tool to 

check the real-time value of the 

existing products, plus buy or 

sell them

 

tra value-added functions like live chat 
or “Request for Quote”. 

Further, “Smart Derivatives” offers 
term-sheet drafting, plus a single re-
pository for all client activities with 
BNP Paribas.

Thirdly, the offering is integrated with 
the bank’s pricing and trading systems. 
This gives external clients the same ac-
cess to the structuring expertise as is 
available for in-house users. 

“In fact, this is also an internal tool 
that our own sales team uses every 
day to design products for their cli-
ents,” explains Dussaux.

Appetite in AsiA

The requirements and preferences of 
Asian private banks and regulators in 
the region have resulted in significant 
efforts to localise the platform. 

“We are positive that this will be a big 
game-changer in the structured prod-
ucts space,” predicts Dussaux.

But he is far from complacent. “We 
continue to improve the functionality 
and interface of Smart Derivatives to 
reflect ideas from diverse users across 
the world,” he says. “Of course, we 
continue to introduce the new tool to 
our clients in Asia, by offering intensive 
and customised training and seminars.” 

way, to avoid being overwhelmed by its 
multiple features.

bringing the best of the 
bAnk to mArket

Essentially, the platform is built on 
three key principles which Dussaux 
says highlight some of the bank’s key 
capabilities: innovation, interactions 
and integration.

First, in terms of innovation, the plat-
form signifies the best of BNP Paribas’ 
innovative ideas at a reduced time to 
market, he explains.

“We have the possibility, without any 
IT intervention, to develop a totally 
new product and make it available to 
our clients in less than a day. I believe 
we are the only market participant able 
to do that,” he says.

Secondly, by using this platform, in-
teractions between BNP Paribas and 
the client, as well as among the teams 
within the client’s own organisation, 
are made smoother.

For example, via the customised in-
terface functionality, each salesperson 
can differentiate the screens for each 
client, meaning they can select the 
right products that the client should 
get access to. “It is really a dedicated 
communication channel between sales 
and the client,” says Dussaux, with ex-

The tool is also a window into the 
future. “We want to go much further 
in the understanding of our clients’ 
behaviour through improved data’-
crunching methodology.” 
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resolving the BuY-or-BuilD 
DilemmA
Whether bAnks choose to outsource, in-source or combine these ApproAches, the 

obJectives include getting A best-of-breed solution, focusing their resources on 

their core offering, keeping costs As loW As possible, And getting the most out of 

their relAtionships With vendors.

There continues to be discussion among 
the technology community within the 
wealth management industry around 
in-sourcing versus outsourcing. Yet 
there is no quick nor obvious answer. 

It is clear that technology will play a 
significant part in the delivery of advice 
and financial solutions to Generation X 
and Generation Y investors. But the 
key question wealth managers and pri-
vate banks have to answer, is whether 
their core business is the development 
of such technology themselves or to 
buy-in best-of-breed solutions, thereby 
allowing them to focus on advice, says 
Mark Nelligan, managing director, Per-
shing Securities Singapore.

The traditional view of wealth man-
agement favours producing the entire 
value chain – especially with regards 
to technology – in-house. 

But as the wheel of what Stefan Muel-
ler of RBC Wealth Management calls 
“digital Darwinism” turns faster, this 
view is changing. “Industry players are 
increasingly outsourcing part of the 
downstream value chain, for example 
the back and middle offices, and / or 
making use of components, for exam-
ple the client portal, risk management 
systems and client reporting, to be 

faster to market and keep it updated 
with the latest knowledge of technol-
ogy and regulations.” 

sticking to core skills

Hoong-Shen Wong of UBS Wealth Man-
agement says banks need to identify 
their core competencies and outsource 
non-core activities to vendors who can 
bring best-of-breed solutions.

Michael Foong of Maybank agrees, ex-
plaining that building an application 

requires business to keep an IT factory 
for development and maintenance. 

“It’s a huge cost for company where 
IT is not its core business that doesn’t 
always guarantee an industry-standard 
application,” he adds.

From a cost-ownership perspective, 
this approach is more beneficial for 
banks such as BSI also, says Dave Lim, 
head of information technology in Asia. 
“It makes more sense to buy software 
rather than build it because of our size. 
But we can then still do the customisa-

mark nelligan
pershing securities singapore

“the key question is whether 
[wealth managers’] core business 
is the development of such 
technology themselves or to buy-
in best-of-breed solutions”
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tion required,” he says. “Otherwise we 
would need a large team of developers 
in-house to maintain the software.”

For vendors, some conversations with 
clients might be about building some 
parts and the client maintaining oth-
ers, explains Damien Dipietro, head of 
business development, wealth admin-
istration at GBST. 

Other situations, meanwhile, involve 
clients wanting to retain IP, so they will 
build those solutions.

“There are also some circumstances 
where clients want to maintain control 
over the client interface,” adds Ray 
Tubman of GBST. “In these cases we 
provide services and interfaces to plug 
into our core systems.”

shifting preferences

The “build” was an early-day favourite, 
says Loong at Maybank, where custom-
ising on-the-shelf software carried the 
risk of failure when a vendor would re-
lease a new upgrade. 

However, major software houses have 
embarked on a “build with configura-
tion” model to configure on-the-shelf 

applications to business needs and en-
able organisations to adopt the major 
release upgrades from the vendor.

Buying from vendors also enables 
banks to exclusively focus on what 
their requirements are and how they 
can bridge any gaps between the tech-
nology and the users.

This is particularly important for Asian 
private banks, which are on the cusp of 
a change to the way they do business.

According to Anthony J Harper, presi-
dent and chief executive officer, man-
aged investments, Asia Pacific, BNY 
Mellon, the desire to have more scal-
able yet tailorable investment solutions 
means that upgrades are required to 
existing discretionary processes and 
investments in technology.

“In a budget and resource-constrained 
world, we see outsourced solutions as 
the way forward,” says Harper. 

RBC Wealth Management also believes 
in making use of best-in-class vendors 
and providers. Mueller says this will 
enable the bank to move faster and in 
a more flexible way to live up to its 
promise of delivering superior products 
and services to its clients.

“It also means that we can deal with 
the latest regulatory requirements 
more quickly,” adds Lim.

integrAtion

With digital offerings, which Michiel 
van Selm of PwC advises to build on 
the existing infrastructure, the indus-
try needs to become fully digitised, 
front to back, including partners and 
professional introducers. “For quite a 
few banks, this will require an upgrade 
or replacement of their existing core 
banking platforms,” he explains. 

In addition banks need to add new ca-
pabilities like:

 Advanced client analytics

 Digital integration with third par-
ties and partners

 Online risk profiling and risk man-
agement

 Advanced pricing capabilities to 
differentiate by channel

 User experience design and tech-
nical delivery

 Agile development  

One of the main challenges, says 
Harper, is on global solution providers 
to adapt to local market requirements, 
which require intimate knowledge of 
how these banks work.

Local relevance of the technology so-
lution also relates to the regulatory 
environment, given that Asian regula-
tors are focused on their own domestic 
market, local currencies and reporting 
laws, says Jason Hoang, managing di-
rector for IRESS in Asia.

The company’s experience in Austra-
lia’s highly-regulated private wealth 
sector, for example, is good ground-
ing in terms of how regulators expect 
a vendor to provide locally-relevant 
technology in a mature market. 

Jason hoang
iress

“our on-the-ground presence 
helps both parties to understand 
the daily nuances in each other’s 

businesses under the watch of 
local regulators”
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terence tam
nomura

“many [vendors] may not have 
sufficient knowledge about the 

local specific requirements to be 
able to localise their products 

for the Asian clients”

Source: “IT under pressure”, McKinsey Global Survey results, 2014

ORGANISATIONS ARE USING IT TO IMPROVE BUSINESS EFFECTIVENESS AND EFFICIENCY, NOT 
JUST MANAGE COSTS

% of respondents1 

1 Respondents who answered “other” or “don’t know” are not shown.

Current IT priorities at 
respondents’ organisations  

2012,
n = 667

Improving effectiveness of 
business processes

49

Improving cost efficiency of 
business processes

47

Providing managers with information to 
support planning and decision making

42

Reducing IT costs 52

Managing risk 15

Entering new markets 17

Creating new products or services 26

Ensuring compliance with regulations 

2011,
n = 927

47

45

40

44

14

20

29

2326

2013,
n = 807

61

48

47

31

16

12

29

23

“In Asia, this experience is crucial as 
the transfer of knowledge from a ma-
ture market into Singapore and Malay-
sia means we are able to make suitable 
suggestions,” says Hoang. “In addition 
to working with the banks, our on-the-
ground presence helps both parties to 
understand the daily nuances in each 
other’s businesses under the watch of 
local regulators.”  
 
On the flipside, many vendors servicing 
the Asian wealth management market 
are headquartered outside the region, 
where corporate governance is more 
established. “For the vendor, when we 



IgnItIng the DIgItal RevolutIon In asIan Wealth ManageMent 2014 63

Damien Dipietro
gBst

“clients now want to engage 
a lot earlier in the process of 
them designing new concepts”

change the existing technology for the 
client, the modernisation of their work 
may be difficult to adapt to, at first,” 
he explains. 

As part of a current project it is run-
ning, deploying a solution for Kenanga, 
IRESS is able to demonstrate a true 
understanding of the unique needs of 
the financial services business in Ma-
laysia, he adds.

An effective way for banks to imple-
ment big projects is to break them into 
phases – as DBS has done with its IBM 
Watson transaction.

While it is an experimental move, Ol-
ivier Crespin, the bank’s chief operat-
ing officer for its wealth management 
business says this means DBS can 
move ahead at a different pace with 
individual components.

For example, he explains, it will first 
be used within the wealth management 
unit, with application to the retail bank 
and other parts of the business to po-
tentially come at a later point.

vendor mAnAgement

One of the considerations that might 
have an impact for some institutions 
on the extent of outsourcing, is the 
fact that most vendors need a better 
understanding of banking needs to im-
prove the overall engagement.

“Banking technology vendors very of-
ten lack the ability to really understand 
the value they can provide to a bank’s 
capabilities, especially when it comes 
to discussions with C-level executives,” 
explains Martin Frick of Temenos.

For example, given the challenges that 
the private wealth market faces, al-
though many vendors have the tech-
nology at hand to address at least 
some of these needs, they often lack 

an understanding of the context their 
specific technology will be working in. 

“The separate functions and disciplines 
within a bank are highly interlinked, so 
just understanding one piece of it is 
often not good enough,” says Frick. 
“Providers… need to improve on con-
sulting clients and supplying them with 
real solutions to their business prob-
lems,” he adds.

The challenge also relates to having 
enough local knowledge. “Some ven-

dors are proud of what they do for 
good reasons and have enjoyed a lot 
of success in their home markets,” says 
Nomura’s Terence Tam, executive di-
rector and head of wealth management 
technology in Asia ex-Japan. “However, 
many of them may not have sufficient 
knowledge about the local specific re-
quirements to be able to localise their 
products for the Asian clients.”

Unless they are willing to adjust their 
mind-set and adapt, Tam says it will 
continue to be difficult for them to win 

olivier Crespin
DBs Bank

“ibm is investing us$1 billion in 
the Watson technology, showing 
why [we] had so much conviction 
about partnering with the 
organisation”
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Dave lim
Bsi

“it makes more sense to buy 
software rather than build it 
because of our size. but we can 
then still do the customisation 
required”

business in Asia. “That ranges from 
their understanding of the regulations 
in this part of the world and product 
trends to the interaction and expecta-
tion of the business.”

For those vendors which get it right, 
supplying technology to multiple or-
ganisations within the industry makes 
it more likely they will understand the 
industry’s issues. “By centralising this 
function, we make this work commer-
cially,” says Tubman of GBST. “It is a 
more effective approach than every in-
dividual client maintaining and enhanc-
ing their own in-house system.”

Anthony J. harper
BnY mellon

“in a budget and resource-
constrained world, we see 

outsourced solutions as the 
way forward”

“providers… need to improve on consulting clients and supplying 
them with real solutions to their business problems.”

The company also has a dedicated in-
novation team with an R&D budget 
that invests around 20% year-on-year 
into R&D for its products, he adds.

Meanwhile, a notable trend in the over-
all engagement of banks with suppliers 

is that project teams now include dif-
ferent types of individuals from within 
the institution, adds Dipietro at GBST. 

Plus, conversations are not just tech-
nology-focused, but are strategic in 
nature. Further, he says clients now 

want to engage a lot earlier in the pro-
cess of them designing new concepts.

At the same time, however, regulators 
are intensifying their focus in this area, 
making governance critical. 

“It is important that this is not a cost 
play,” says Mark Jansen, partner, finan-
cial services & risk assurance at PwC in 
Singapore, “but rather about focusing 
on economies of scale / access to tal-
ent and resources.”

That proposition then puts the bank in 
a very strong position, he adds. Under-
lying this is the element of trust.

“We are seeing that customers are 
increasingly willing to switch banks 
where there are major security inci-
dents,” says Jansen. 

“That said, incidents will happen and 
what is important is how [banks] mini-
mise the risk and deal with the eventu-
ality of an incident,” he adds. 

Protecting the customers’ assets has 
been a mainstay of private banking 
and as such care is needed when ven-
dors are introduced into the banking 
value chain, explains Jansen. 
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the importAnCe oF the ClouD 
in DigitAl BAnking
mArkus russ, mAnAging director for finnovA in AsiA pAcific, discusses the importAnce 

of the cloud in todAy’s digitAl bAnking environment And hoW it cAn help bAnks to 

better serve their clients.

Banks in Asia should put concerns 
about security behind them if they 
want to take advantage of the business 
benefits of running their core technol-
ogy platform in the cloud, according 
to Markus Russ, managing director for 
Finnova in Asia Pacific.

“If you look back 10 years, when we 
started talking about internet bank-
ing, everybody was worried. Now it’s 
a commodity. The same goes for cloud 
banking,” he says.
 

momentum for the cloud

A report by IDC estimates that by 
2020, nearly 40% of the information in 
the digital universe will be in the cloud 
in some capacity.

And a growing number of bank chief 
executives also now acknowledge the 
importance of this trend and expect 
some sort of revolution to come soon, 
adds Russ.

Even regulators are encouraging banks 
to go for cloud solutions. 

The central bank of Philippines, Bang-
ko Sentral ng Pilipinas, for example, 

launched a framework in 2013 to en-
courage banks to seek private cloud 
computing solutions.

digitAl bAnking 2.0

Driving the desire by some banks to 
embrace cloud computing and inte-
grate this with a digital banking strat-
egy has been a focus on giving power 
back to clients. 

With digital banking, clients are able to 
retrieve and manage data themselves 
while deciding when they want to in-
teract with their relationship manager, 
explains Russ.

In enabling this further, an obvious 
change that banks need to make is 
to offer a modern front-office system 
which allows clients to access real-time 
information from multiple devices.

Simultaneously, a back end system is 
required to fully support the front-end. 

Once the infrastructure is ready, Russ 
says banks need to consider ways to 
acquire real-time data. “The key to 
success is based on integrated, consol-
idated and well-connected data sourc-

Markus Russ
 Finnova

es, which ties back to cloud banking.” 
This is where legacy systems can fall 
short and don’t support these needs. 

For Russ, this is a clear signal that 
banks need to re-engineer and stan-
dardise the whole process from back 
to front. 
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Bringing trAnspArenCY to 
FunD perFormAnCe
As A tool to help finAnciAl Advisers become more efficient, stAtpro revolution 

creAtes trAnspArent, loW cost And secure performAnce / risk AnAlytics in the cloud, 

sAys lAurent lAclAverie, chief executive officer of stAtpro group in AsiA pAcific.

The use of factsheets as part of re-
porting by financial advisers for their 
clients is increasingly limiting. These 
documents provide their readers with 
basic fund information but lack thor-
ough analysis. 

Plus, the fund managers themselves 
decide which information to include.

As clients demand more transparent, 
contextualised and consolidated data, 
to facilitate their decision-making pro-
cess, StatPro Revolution is one of the 
potential tools for financial advisers, 
offering them the ability to deliver self-
service analytics to anyone, says Lau-
rent Laclaverie, chief executive officer 
of StatPro Group in Asia Pacific.
 

AnAlysis tools

He explains that the sophisticated ana-
lytics this software can create enables 
advisers to clearly explain and show 
their clients more detailed and relevant 
information about their portfolio.

“In the long run, this increases trans-
parency, improves oversight and, most 
importantly, builds trust between the 
two parties,” says Laclaverie.

For example, he explains, advisers of-
ten need to drill down into a particu-
lar fund, in terms of the holdings and 
other data.

However, this usually this isn’t possible 
because of static factsheets. But Stat-
Pro Revolution gives the fund manager 
the possibility to share his fund with 
the advisers.

In turn, that gives them access to high-
ly-visual and detailed levels of portfolio 
analysis via performance ratios, equity 
and fixed income attribution, ex-ante 
risk and contributions.

cloud solutions

The system also benefits banks and as-
set management firms which face mar-
gin pressures and are looking at cloud-
based solutions as an option.

“The reality is that if you look at 100 
asset managers, they are likely to all 
be creating the same information and 
data every day,” says Laclaverie.

StatPro Revolution therefore aims to 
simulate in the cloud what asset man-
agers are doing. 

Laurent Laclaverie
 StatPro Group

This ensures integrity and confidenti-
ality for both clients and financial ad-
visers, while allowing banks and asset 
management firms to have access to all 
the functionality of a professional anal-
ysis and reporting solution. And all this 
is achieved a significantly lower cost, 
he adds. 
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the evolution oF trADing 
teChnologY
Jennifer hAnsen of sAxo bAnk describes some of the evolutions in trAding 

plAtforms, including the influence of technology.

Jennifer Hansen is convinced that the 
traditional model for trading is fast-
becoming antiquated. That is happen-
ing, she explains, as investors’ require-
ments develop, meaning that many 
have moved away from traditional con-
voluted models.

Instead, Hansen believes traders are 
now seeking the opportunity to view 
all their trading on one platform and 
one account, reducing complexity and 
increasing efficacy.

digitAl revolution 

This move is one powered and realised 
by the digital revolution taking place 
today, and platforms like Saxo are po-
sitioning themself at the forefront of 
this movement.

The company has worked hard to cre-
ate one trading platform, available 
through multiple venues says Hansen: 
Saxo web trader; Saxo downloadable 
trader; and Saxo mobile trader – al-
lowing an on-the-go trading. 

The company, also utilises its product 
to empower investors by creating a 
level of transparency that was previ-
ously impossible.  

Trading with real time reporting and 
analytics is beginning to excite inves-
tors who want greater transparency 
and granularity across positions, ex-
plains Hansen.

Moreover, as technology powers and 
drives transparency it also creates a 
much more obvious community in the 
financial industry. Hansen adds that 
trading communities will increasingly 
allow investors to gain investment in-
sight and access niche talent across 
industries and sectors.

Previously, the industry has been 
highly-fragmented and investors seek-
ing talent, or talent-seeking investors, 
would not have the access to the infor-
mation which is now so readily avail-
able, she says.

costly to keep up 

Importantly, adds Hansen, technology 
is a fast-paced phenomena and stay-
ing abreast of investor requirements is 
not only a complex task, but also an 
expensive one. 

In the past financial services provid-
ers have often underestimated the re-
quired expenditure to keep pace with 

Jennifer Hansen
Saxo Bank

shifting investor requirements, but 
here, too, Hansen sense a change.  At 
the same time, investors have also be-
come increasingly sophisticated about 
raw costs, she says, and are no longer 
willing to accept or pay a high or com-
plex fees. These trends, combined, will 
drive and accelerate technology inno-
vation within the industry.  
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innovAtion: where next For 
weAlth mAnAgement?
there is little doubt thAt bAnks of All types must mAke ever-lArger investments 

in terms of time, money And resources in different technologies. but WhAt Are the 

innovAtions thAt Will shApe the future of the industry?

Analyst group IDC Financial Insights 
predicts the Asia Pacific region will see 
growth of overall financial services IT 
spending exceed 7% in 2014, surpass-
ing Europe and North America. And 
Ovum’s latest Global Wealth Manage-
ment Technology report forecasts the 
worldwide industry’s IT spending to 
reach US$32 billion by the end of 2017.

But where should banks be focusing 
their spending?

The current reality of digital banking is 
that customers are more prepared for 
it than the banks serving them, creat-
ing a servicing gap which can be over-
come by banks creating holistic digital 
value propositions.

meeting evolving demAnd

In an effort to win back trust, attract 
new customers and retain existing 
ones, wealth management firms are in-
vesting in new collaborative technolo-
gies that support their business model 
transformation from transactions to in-
teractions focused on client centricity. 

Says Michael Foong of Maybank: “Vari-
ous McKinsey research and studies 
have shown that those who adopt 

more client-centric tools and processes 
can increase revenues up to 20% prof-
itability up to 2.5 times.”

According to Stefan Mueller of RBC 
Wealth Management, the future is all 
about going mobile, and using social 
media, gamification, and the introduc-
tion of real-time investment updates 
and advice in a digital environment.

Martin Frick of Temenos agrees that 
mobile and analytics are the most 
pressing things in Asia. “The market 
penetration with mobile and smart de-

vices is just amazing,” he says. “Nat-
urally, people also want to use these 
gadgets to consume mobile services.” 

Also, since banking products and ser-
vices are inherently digital, Mueller 
predicts that future offerings of banks 
will be “data models” in cloud comput-
ing centres around the globe. Dealing 
with the scale in Asia requires this. The 
ratio of clients to RMs means it is not 
possible to service everyone. 

Plus, adds David Levi at Accenture, in 
Asia particularly, clients are less loyal 

Andrew taggart 
pwC Consulting

“the digital app phenomenon 
is dramatically accelerating 
the speed of innovation”
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to an RM if returns are better else-
where. “Digitally-empowered clients 
are a cross-generational group that 
wealth managers need to embrace,” he 
explains. 

“[These] clients believe that their fi-
nancial future is largely in their own 
hands. They use technology to seek 
out engaging, educational experiences 
across multiple channels, 24/7. And our 
‘Generation D’ research found them to 
be less trusting and often more risk 
averse than those without such capa-
bilities. Understanding these clients is 
a first step to serving them.”

Mark Jansen of PwC says supplemen-
tary channels are needed that enable 
higher touch and value delivery from 
banks to customers. 

“The use of analytics to quickly re-
spond to customer queries and chang-
ing needs will be critical along with the 

ability to provide information on mul-
tiple products and strategies,” he says. 

“A single RM can’t possibly know all 
of the options, but with the aid of a 
broader research and support team 

that is enabled through digital, sud-
denly this opens more options.” Ulti-
mately, Jansen sees the emergence of 
avatar-type technology helping the RM 
be smarter and more efficient, or di-
rectly feeding into the client. 

Source: Scorpio Partnership, SunGard

THE RISE OF TECHNOLOGY ELEMENTS FOR AN APAC WEALTH ADVISER – WITHIN FIVE YEARS
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martin Frick
temenos

“mobile and analytics are 
the most pressing things 
in Asia”
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Bottom line personal interaction will 
remain key, but it is a matter of en-
abling the RM and the customer.

Mueller agrees that RMs’ key value 
propositions will be the offering of a 
physical link between the digital and 
“real” world for more complex, be-
spoke wealth management solutions 
and to those clients who (still) value a 
“real world” experience.

keeping A WAtch on the 
competition

A key challenge for wealth managers 
in Asia today is that it’s getting harder 
and harder to see competitive innova-
tion coming.

For example, it could well be coming 
from a technology start-up in San Fran-
cisco, Rio de Janeiro, Mumbai or any-
where around the world, says Andrew 
Taggart of PwC. 

“The digital app phenomenon is dra-
matically accelerating the speed of 
innovation, lowering barriers to entry 

and raising the risk of disintermedia-
tion by non-traditional market players 
who create apps, bringing new func-
tionality and world-class user experi-
ences to attract clients and get them 
engaged with the app on an ongoing 
basis,” he explains.

In turn, this creates stickiness as they 
input more data and give the app per-
mission to source more data on their 
behalf, he explains.

Creating a strong innovation capability 
is now a competitive necessity. 

Yet while there is much talk about in-
novation, many organisations say that 
they find it hard to take it from the 
conceptual into reality, and then to  
start experimenting. 

“It needs to bring cross-industry in-
sights on technology, user-centric 
design and experimentation into the 
world of wealth management with 
a clear mandate to find new ways to 
engage clients on an ongoing basis to 
deepen the financial advice relation-
ship,” explains Taggart. 

Source: Scorpio Partnership

EXPECTED USE OF DEVICES FOR VARIOUS WEALTH NEEDS IN THE NEXT FIVE YEARS
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Forward thinking

According to Michiel van Selm of 

PwC, steps that leading firms are 

taking to reshape the digital customer 

experience and change their go-to-

market strategy will impact digital by:

 Creating transparency of pricing 

and performance

 Eroding any regulatory boundar-

ies between “advice” and “execu-

tion only”

 Focusing on client solutions

 Establishing industry standards 

and a single view of client assets 

and liabilities as the norm 

 Complementing face-to-face 

interactions

 Ensuring front-to-back digit-

sation, including partners and 

professional introducers
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how to ACCelerAte DigitAl 
Client ACquisitions
rAJiv AgArWAl, mAnAging director At Arete finAnciAl pArtners, explAins the chAnging 

dynAmic of using digitAl meAns to AttrAct, convert And retAin increAsingly sAvvy 

WeAlth mAnAgement customers.

Traditionally, digital has not been 
thought of as a way to acquire clients. 
As client preferences change, however, 
banks need to adapt their value propo-
sition and acquisition journey to a cli-
entele which is becoming more com-
fortable with obtaining, trusting and 
acting upon digital information, says 
Rajiv Agarwal, managing director at 
Arete Financial Partners. 

In particular, a large portion of Genera-
tion Y prefers digital transactions over 
face-to-face, and is also more inclined 
to use social media to learn, apply and 
inquire about products and services. 

“The current challenge for banks is 
how to build an ecosystem that rep-
licates the current physical process of 
client referrals in the digital world,” ex-
plains Agarwal. 
 

digitising the process

Key success factors for winning at digi-
tal acquisitions require banks to pro-
vide relevant product offerings, simple 
and transparent processes that are also 
easy to use, and greater value-added 
services along with optimised client 
experience, he says. “A streamlined, 
hassle-free client digital journey with 

minimal clicks, inputs and handovers 
between channels is needed to ensure 
the best chance of client conversion.”

Content marketing and big data analyt-
ics via social media and alliance / part-
nership channels could help in gener-
ating leads and converting them into 
clients. “Banks would benefit from us-
ing such analytics to drive customised 
campaigns with CRM tools and dash-
boards which allows clients to refer 
friends,” says Agarwal.

One bank, for example, created acqui-
sition campaigns which requested cli-
ent permission to use mobile contact 
and send personalised mail to selected 
contacts. A transitional process from 
digital to physical world helped in fast 
fulfillment. Instant offerings and client 
acceptance was provided through the 
use of straight-through processing and 
paperless, data-driven, pre-populated 
forms. The entire acquisition closing 
stage was driven through the use of 
digital signature, scanning, confirma-
tory SMS / email and an RM visit to 
maintain the client engagement and 
decrease chance of abandonment. 

Triggers based on data analytics were 
set for additional cross-sell opportuni-
ties post onboarding, with the creation 

Rajiv Agarwal
 Arete Financial Partners

of digital acquisitions leading to supe-
rior client experience and loyalty.

“Accelerated digital acquisitions can 
provide banks with a new digital P&L 
while providing clients with a faster, 
more relevant and effective experience 
to interact across wealth management 
products and services,” he says. 
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ExpErt InsIghts

pinpointing AsiA’s privAte 
BAnking teChnologY potentiAl
AdriAn WilliAmson, mAnAging director for eri bAnking softWAre pte ltd in AsiA 

pAcific, explAins Why the only effective WAy for vendors to provide the right 

infrAstructure in AsiAn privAte bAnking is to tAke A mArket-by-mArket ApproAch. 

The rapid growth in private bank-
ing across Asia has brought with it as 
many opportunities as it has challeng-
es from a technology perspective. Yet 
these are often unique to the needs of 
individual financial institutions operat-
ing in a specific market.

The best way of giving each bank a 
competitive edge, explains Adrian Wil-
liamson, managing director for ERI in 
Asia Pacific, is to tailor the required in-
frastructure and systems to the stage 
of development and characteristics of 
each market.

This is highly sought after, he says, 
given that cost pressures and regula-
tory demands are driving consolida-
tion, defensive strategies, or new ways 
of working.
 

the lure of greAter chinA 

For ERI, Greater China in particular of-
fers significant potential. “We are ea-
ger to expand our reach in China and 
Taiwan, to understand the needs of the 
local private banks to know how we 
can add value to them” he says.

China’s wealth management market 
will hit over US$12 trillion in assets 
by end of 2014, up from US$10 tril-

lion in 2013, according to estimates by 
Celent. Such growth fuels demand for 
private banking, and with it, the tech-
nology solutions to act as a support. 
“Rather than continuing to service 
these markets out of Singapore, now 
we need staff on the ground.”

Yet Williamson is realistic about the 
firm’s pace of expansion. “First, we 
need to understand the local markets 
and cultures to provide solutions.”
 

regionAl differences 

While Greater China offers possibly 
the most logical part of Asia to tar-
get, it certainly isn’t the only market 
where Williamson sees attractive pri-
vate banking opportunities – assuming 
the technology offering can match the 
needs of local players.

In more mature jurisdictions like Singa-
pore, Hong Kong and Australia, for ex-
ample, banks are competing on prod-
uct offering, client experience and cost 
efficiency, he explains. “They need to 
leverage technology on product devel-
opment, monitoring and maintaining 
security, and analysing Big Data.” 

By contrast, in emerging markets like 
Thailand, Malaysia, the Philippines and 

Adrian Williamson
ERI BANKING SOFTWARE PTE LTD

Indonesia, compliance is a key issue. 
“Many processes get done manually,” 
says Williamson, “which is time ineffi-
cient and prone to human error. Banks 
need to tackle these issues before they 
can move forward with their business.”

There is also potential to help retail 
banks in some developing markets to 
create platforms for private banking. 
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