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About the research

E Y  w ealth management p rac tic e s u rv ey ed  mo re than 
2 , 0 0 0  ind iv id u al c lients  and  6 0  w ealth management s enio r 
ex ec u tiv es  glo b ally  to  d emy s tif y  c lient ex p erienc e and  
u nc o v er p o tential rev enu e o p p o rtu nities  f o r w ealth managers .

T he growth opportunity 

T here is  ap p ro x imately  U S $ 1 2 0  trillio n1  o f  c lient as s ets  
managed  b y  glo b al w ealth managers ,  and  4  o u t o f  1 0  c lients  
are o p en to  s w itc hing w ealth managers  u nd er the right 
c irc u ms tanc es .  T his  rep res ents  a U S $ 1 7 5  b illio n to   
U S $ 2 0 0  b illio n2  global revenue opportunity for those firms 
w illing to  mak e s trategic  inv es tments  to  d eliv er a s u p erio r 
client experience, while others may find themselves at risk of 
lo s ing a s u b s tantial p o rtio n o f  their c u rrent b u s ines s .  

12015  Credit Suisse G lobal W ealth D atabase.  
22016  EY  survey  data analy sis ( see Methodology  and research p op ulation section)
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E xecutive summary

The wealth management industry  is ex p eriencing an unp recedented 
level of change:  dep ending on where y ou stand, these changes 
can feel like op p ortunities or threats.  Shifting client demograp hics 
and p references p resent new demands.  Fintech entrants are 
commoditiz ing the traditional asset allocation advice model, which 
is eroding p ricing p ower and simultaneously  raising the bar for 
better and faster service.  

OeYdt` eYfY_ejs ^Yce Zot` si_fificYft oppojtmfities to Ycimije feo 
clients and assets, as well as daunting risks in terms of retaining 
clients in the face of comp etitive threats and digital disrup tion.  So, 
how should wealth managers p rep are to weather the storm and 
grow through this p eriod of rap id change?  

K`i^ting ^rom e^fi[ien[q and regmdatorq [ompdian[e 
to revenue growth
Amid concerns about a p otential slowdown in the global economy , 
wealth managers continue to be challenged by  margin p ressures 
and regulatory  concerns;  however, their level of concern and 
op timism varies across regions.  I n the Americas, ap p rox imately  
-(� o^ fijes Zediene t`Yt eYj_ifs Yje iepjonif_$ o`ide t`e omtdoocs 
o^ fijes if 9H9; Yfd =mjope Yje dess optieistic& 9dt`om_` cmjjeft 
strategic budgets are focused on addressing margin challenges, 
looking out two to three y ears reveals a strong investment shift 
tooYjd jenefme _joot`& @ooenej$ fijes if =mjope Yfd t`e 9eejicYs 
are more op timistic about directing their strategic budgets toward 
revenue growth comp ared to other regions.

L`e specific jenefme _joot` ifitiYtines t`Yt oeYdt` eYfY_ejs Yje 
mfdejtYcif_ Yje ^ocmsed of$ oj `Yne Y si_fificYft iepYct of$ cdieft 
ex p erience.  Y et, among wealth managers, there is much debate on 
what a differentiated client ex p erience truly  means.  I n our research 
of 2,000 individual clients across various segments such as 

regions, wealth levels and age group s, we aimed to demy stify  client 
ex p erience and help  wealth managers gain a deep er understanding 
o^ t`e denejs t`Yt djine onejYdd cdieft Ycimisitiof Yfd jeteftiof&

B ridging the gap between clients and  
wealth managers
;dieft eppejiefce if oeYdt` eYfY_eeeft is mfiime Ys it spYfs 
an individual’ s life j ourney  of managing and p rep aring for the 
unknown.  Financial market turbulence, life and career changes, 
and p ersonal up s and downs —  all of these shap e the ex p erience 
from the client’ s p ersp ective.  H ence, client ex p erience in wealth 
management transcends elements of engagement and client 
service common to other p roducts and services.  O ur analy sis of 
clients and their ex p ectations highlights three essential elements in 
the wealth management relationship  —  perf ormance, engagement 
and trust —  which comp lement each other to form a comp rehensive 
client ex p erience model best suited for managing clients’  wealth.  
<edinejif_ t`e cifd o^ eppejiefce t`Yt cdiefts nYdme cYf Ze di^ficmdt to 
ex ecute, as the intersection of p erformance, trust and engagement 
creates a high level of comp lex ity  due to the multip le lay ers of client 
needs, wants and ex p ectations in p lay .  

So, are wealth managers investing in the things that clients care 
YZomt7 L`e Yfsoej is qes Yfd fo& ;diefts Yfd fijes Yje Ydi_fed of 
most of the key  client ex p erience drivers, but there are three areas 
o`eje fijes Yje omt o^ step oit` cdiefts2 tjYfspYjefcq$ c`Yffeds Yfd 
role of the advisor.  These themes generally  hold true on a global 
level, though some regional variances ex ist, notably  in markets 
( such as Switz erland)  with different wealth management business 
models.  

•  ;dients redefine transparen[q2 ;diefts onejo`edeif_dq ideftified 
transp arency  of p ortfolio p erformance and fees as the top  driver 

of trust.  H owever, clients are p ushing the envelop e on what 
transp arency  means to them and are eager for a new level of 
p ublic transp arency .  Clients are eager to rate their advisors and 
connect with like clients in p ublic forums.  Traditional views of 
transp arency  are no longer enough.  

•  Digital channels —  clients expect more:  W ealth managers that 
`Yne Zeef fijst eonejs if di_itYd iffonYtiof Yfd ef_Y_eeeft Yje 
already  moving a maj ority  of service functions to digital channels, 
while asserting that they  will keep  core wealth advice activities in 
^Yce%to%^Yce c`Yffeds& ;diefts$ of t`e ot`ej `Yfd$ Yje si_fificYftdq 
eoje opef t`Yf fijes to Ydoptif_ di_itYd c`Yffeds ^oj oeYdt` 
advice.  I n fact, they  consider digital to be a p rimary  channel for 
both advice and service.

•  Role of  wealth advisor must change:  H istorically , wealth 
advisors have been the rock that keep s clients steady  through 
market turbulence and p ersonal life changes.  They ’ ve owned 
the client ex p erience when it matters most.  This is p articularly  
true in countries where advisors are the only  gateway  to wealth 
eYfY_eeeft oj if cdieft se_eefts t`Yt jeimije Y `i_` dened 
of p roduct and service customiz ation.  Y et, some clients are 
imestiofif_ t`e nYdme o^ t`is jode Yfd jedYtiofs`ip&

Strategic considerations f or wealth managers
G iven these fundamental differences in what clients want, how 
should wealth managers p rioritiz e their strategic bets?  Firm 
rep utation is no longer a barrier to entry ;  newcomers can build  
trust with transp arency  and steal current and p otential clients.  
D igital service is already  here, and digital advice is inevitable for 
certain client segments.  The wealth advisor’ s value goes well 
bey ond assigning clients to asset allocation models, but clients  
need to become believers too.  Firms need to evaluate their 
strategies against how they  imp act the key  elements that drive 
client ex p erience —  p erformance, engagement and trust.  Every   

wealth manager, regardless of siz e, region or target client  
se_eeft$ s`omdd Ysc t`ese stjYte_ic imestiofs2

1.  W hat’ s the op timal core advice model —  human, machine or 
hy brid?  

2.  I s there a better fee p rop osition that imp roves transp arency  and 
bmstifies t`e nYdme pjonided7 

3.  Should y ou use social media to “ talk less and listen more”  to 
increase retention and referrals?

4.  H ow can wealth advisors become successful in the new world 
now that the rules of the game have changed?  

Why change now?
Gmj jeseYjc` Yfd YfYdqsis s`oo t`eje is Y si_fificYft Yeomft 
of assets in p lay  globally .  The vast maj ority  ( 7 3% )  of wealth 
management clients has relationship s with multip le wealth 
managers, and 5 7 %  of them are op en to consolidating, meaning 
4 out of every  10 clients would consolidate their assets into fewer 
fijes mfdej t`e ji_`t cijcmestYfces& 

Estimating conservatively , there is a US$17 5  billion to  
MK�*(( Ziddiof jenefme oppojtmfitq ^oj t`e fijes t`Yt _et Y`eYd 
of the curve and use client ex p erience as a comp etitive advantage.  
W ealth managers that take bold action now rather than rely  on a 
wait-and-see ap p roach will be in a p rime p osition to cap italiz e on the 
op p ortunities p resented by  this changing environment.  

T here is  a U S $ 1 7 5  b illio n to  U S $ 2 0 0  b illio n rev enu e o p p o rtu nity  f o r 
the firms that get ahead of the curve and use client experience as a 
c o mp etitiv e ad v antage.

Clients and firms are aligned on most of the key 
c lient ex p erienc e d riv ers ,  b u t there are three 
areas where firms are out of step with clients: 
trans p arenc y ,  c hannels  and  ro le o f  the ad v is o r.

5T he experience f actor:  the new growth engine in wealth management     |4 |      T he experience f actor:  the new growth engine in wealth management



Research 
results G ro w th o n the ho riz o n:  ref o c u s ing s trategic  b u d gets  

O ver the p ast few y ears, wealth managers’  strategic budgets 
have tilted heavily  toward regulatory  comp liance and op erational 
e^ficiefcq& @ooenej$ doocif_ ^ojoYjd to t`e fept too to t`jee qeYjs$ 
a shift toward revenue growth ap p ears inevitable.  

Strategic shif t toward revenue growth
Though the p rop ortion of strategic sp ending dedicated to regulatory  
comp liance is still relevant among wealth managers across the 
globe, the trend seems to be shifting.  I n fact, in markets like the US, 
regulatory  costs are gradually  becoming a p redictable overhead 
cost or business-as-usual concern rather than a strategic p riority .  

As this hap p ens, wealth managers in all regions agree that 
Yc`ienif_ Zottoe%dife _joot` t`jom_` opejYtiofYd e^ficiefcies Yfd 
cost-cutting measures is an imp ortant budgetary  factor.  O ver the 
dYst qeYj$ eYfq fijes `Yne Yffomfced feo ifitiYtines to jedmce totYd 
cost of ownership  by  rationaliz ing technology  stack, right-siz ing 
certain business units, outsourcing various functions and moving 
op erations to low-cost locations.  Although similar initiatives have 
been common in the p ast, there is clear evidence of renewed cost-
cutting.

Primary f ocus of  wealth manager strategic budgets in the 
next two to three years
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More imp ortant, wealth managers have indicated their intention 
to shift their p riorities toward revenue growth over the nex t 
few y ears, esp ecially  in Europ e and the Americas.  This renewed 
focus on revenue growth comes at a time when client needs 
Yfd eppectYtiofs Yje c`Yf_if_ djYeYticYddq$ ifÖmefced Zq t`eij 
daily  ex p eriences with Amaz on, Ap p le, Uber and other digital 
Zeddoet`ejs& >mjt`ejeoje$ fiftec` eftjYfts Yje eYcif_ ifjoYds if 
the wealth management sp ace, commoditiz ing some asp ects of the 
traditional model and creating a higher benchmark for service.  

Although client ex p erience has recently  become a key  area of 
iftejest ^oj oeYdt` eYfY_ejs$ t`e cofcept `Ys pjonef to Ze imite 
YZstjYct oit` fo coeeof defifitiof oj Zefc`eYjc& Af t`is coftept$ 
our research aimed to establish a concrete and comp rehensive 
reference model to help  wealth managers leverage client ex p erience 
to Ycimije feo cdiefts Yfd Yssets if smppojt o^ t`e jenefme _joot` 
agenda.

F intec h entrants  are mak ing inro ad s  in the w ealth 
management s p ac e,  c o mmo d itiz ing s o me as p ec ts  
o f  the trad itio nal mo d el and  c reating a higher 
b enc hmark  f o r c lient ex p erienc e.
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Perf ormance
L`e fifYfciYd pej^ojeYfce dedinejed 
by  wealth managers through various 
elements of their offerings:  p roducts, 
fifYfciYd edmcYtiof Yfd Ydnice& 
The key  of this dimension is that, 
contrary  to the common p ercep tion, 
p erformance will mean different 
things for different p eop le.

K ey client q uestions

•  D oes my  wealth manager 
mfdejstYfd eq fifYfciYd 
obj ectives?

•  Am I  on track to achieve these 
obj ectives?

E ngagement
Encomp asses the more common 
elements associated with client 
ex p erience, namely  the channels and 
nature of the interactions or touch 
p oints between clients and wealth 
managers, including the p rocesses 
embedded within those interactions.

K ey client q uestions

•  Can I  do business on my  own terms 
and on my  own time?

•  I s interacting with my  wealth 
manager simp le and intuitive?

T rust
Clients’  p ercep tion of a wealth 
manager as a trusted advisor and 
the underly ing drivers and elements 
by  which wealth managers can gain 
that trust.

K ey client q uestions

•  Can I  trust my  wealth manager 
oit` eq fifYfciYd `eYdt`7

•  D oes my  wealth manager have my  
best interest in mind?

D emy s tif y ing c lient ex p erienc e
O ur j ourney  into understanding wealth management clients’  views on their ex p erience began by  establishing three dimensions that 
encomp ass a broader, more comp rehensive view of client ex p erience:  p erformance, engagement and trust.  

Nex t, we aimed to determine how these are p erceived and p rioritiz ed by  clients.  Not surp risingly , our research shows that across regions, 
pej^ojeYfce is nYdmed eost Zq cdiefts$ oit` ef_Y_eeeft Yfd tjmst nYdmed eimYddq Zq t`ee&

H owever, a closer look at these results shows 
t`Yt `Yd^ o^ t`e cdieft popmdYtiof eimYddq 
oei_`s t`e t`jee dieefsiofs o`ef defifif_ t`e 
most imp ortant elements of their ex p erience, 
coffijeif_ t`e feed ^oj oeYdt` eYfY_ejs to nieo 
client ex p erience as a holistic concep t.

E ngagement
8 . 4 %

T ru s t
7 . 4 %

P erf o rmanc e
3 3 . 5 %

A ll
5 0 . 6 %

Co mb ating margin p res s u re o n 
the ro ad  to  gro w th
I n the face of increased regulation since 2008 , many  full-service 
investment banks have looked at their wealth management arms 
as their p rimary  growth engines.  The ex p anding fee-based business 
`Ys pjonided Y steYdq jenefme stjeYe Yfd pjofit somjce Ys Yssets 
under management ( AUM)  increased and margins imp roved.  Y et, 
more recently , analy sts have p ointed to margin p ressures as a 
eYboj c`Yddef_e Ycjoss t`e ifdmstjq& 9dt`om_` pjofits coftifme to 
trend up ward in some regions, it is worth asking whether they  are 
sustainable in the face of increased comp etition and fee p ressure, 
ongoing regulatory  costs and a bull market that is showing signs of 
fatigue.

Hejceptiofs of eYj_ifs nYjq Zq je_iof& 9ppjopieYtedq -(� o^ fijes 
in North America and LATAM believe margins are still imp roving, 
while views are less favorable in APAC ( 8 % )  and Europ e ( 11% ) .  
L`ose citif_ eYj_if iepjoneeefts poift to t`e Zefefits o^ cost%
cutting measures ( offshoring, p rocess re-engineering, technology  
rationaliz ation, etc. )  and imp roved client segmentation strategies.
Additionally , the emergence of enhanced digital advice cap abilities  

Firms’ profit margin trends
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40%
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D eclining I mp roving

will allow traditional wealth managers to service lower-tier clients 
more cost-effectively .

Although there is a case for imp roving margins, the global view is 
that the margin p ressures facing the industry  are very  real.  More 
than 7 5 %  of resp ondents cited the cost of regulatory  comp liance 
as the main cause of declining margins, followed by  comp etitive 
fee p ressure ( 6 4% )  and macroeconomic conditions ( 5 2% ) .  Taking 
the regional view, regulatory  comp liance costs were most cited in 
Europ e ( selected by  9 3%  of resp ondents) , while APAC highlighted 
fee p ressure as the top  factor ( 8 8 % ) .  

B ottom line, the current market turmoil, ongoing regulatory  costs 
Yfd ifcjeYsif_ coepetitiof ^joe di_itYd eftjYfts `Yne ded fijes 
to refocus their efforts toward cutting costs.  Although the margin 
p icture varies by  region, the comp liance costs and fee p ressures 
that are threatening margins are recogniz ed globally .
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Perf ormance
Annestment per^orman[e is most important to [dients$ Zmt t`ere is no singde per^orman[e definition&

W hile some clients’  ex p ectations are to meet or outp erform the market, other clients measure their p erformance ex p ectations against their 
fifYfciYd _oYds je_Yjddess o^ onejYdd eYjcet pej^ojeYfce& L`ese nYjqif_ eppectYtiofs Ydso deYd to fmYfces if tejes o^ cdieft eppectYtiofs 
and p references regarding wealth advice and p roducts and services.

•  C lients who are more f ocused on achieving their long- term goals 
value the q uality of  their interactions,  and tend to p refer face-to-face 
p ersonaliz ed advice.  Furthermore, these clients are more interested 
in offerings that bundle investment advice with services like banking, 
insurance and p hilanthrop ic services.  

•  Conversely , clients more concentrated on outperf orming the mark et 
are interested in broader investment product of f erings ( e. g. , hedge 
^mfds$ pjinYte eimitq!& >oj t`ese cdiefts$ speed Yfd ^jeimefcq o^ iftejYctiof 
are relevant and they  value multichannel interaction.  They  are also much 
more willing to receive advice via mobile ap p lications or give digital advice 
a try .  This last p oint could be seen as counterintuitive considering that 
current digital advice offerings are ex change-traded-fund-based and 
therefore have limited ability  to outp erform the market.  O ur belief is that 
ultimately  these clients are curious about the innovation behind digital 
advice, as well as the lower p rice p oint, but it does not mean they  are 
considering or interested in shifting the bulk of their assets toward it.

Af ojdej ^oj fijes to eeet t`ese dinejse eppectYtiofs$ t`eq feed Y ZjoYd pojt^odio o^ pjodmcts$ emdtipde YppjoYc`es ^oj pjonidif_ oeYdt` 
advice ( e. g. , goals based vs.  traditional asset allocation driven)  and different channels for delivery  ( i. e. , face to face, p hone based or digital) .  
L`e c`Yddef_e is Zeif_ YZde to do so pjofitYZdq Yfd oit`omt cjeYtif_ cof^msiof Yeof_ cdiefts Yfd Ydnisojs _inef t`e ifcjeYsed coepdepitq 
arising from such a broad offering.  

Furthermore, client segmentation bey ond the traditional asset tiers is esp ecially  relevant as client investment ex p ectations differ by  
various demograp hics such as age, gender and source of income.  Firms need to better align client segments to actionable ap p roaches that 
correlate with the above outlined ex p ectations and behaviors.  

C lients’  overall expectation of  investing
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20

40

60

80
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18 –34

O ver US$25 m

35 –5 0 5 1 and
above

26 %

22%

5 1%

27 %

26 %

46 %

21%

5 1%

26 %

>mdfiddif_ pejsofYd _oYds$ ijjespectine o^ eYjcet pej^ojeYfce Gmtpej^ojeif_ t`e eYjcet ifdep Eeetif_ t`e eYjcet ifdep

E ngagement
While clients are demanding broader digital and self - service 
capabilities,  wealth managers can’ t tak e their eyes of f  the basic 
edements o^ engagement&

As ex p ected at a time when digital is front and center for client 
engagement across industries, digital cap abilities are at the top  of 
wealth management clients’  must-haves.  I n fact, the digital bar for 
oeYdt` eYfY_ejs is jisif_ Ys cdiefts deeYfd t`Yt oeYdt` fijes o^^ej 
more interactions —  from account op ening to the p rovision of  
advice —  through digital channels.  The bottom line is that digital 
efforts must continue to evolve and ex p and.

Social media is one ex amp le of clients’  evolving digital needs;  as 
clients of all ages have become comfortable with social media, 
engagement has taken on a new meaning.  I n clients’  minds, 
interacting with other clients or p roviding feedback in a p ublic 
forum is j ust as relevant as talking to advisors or calling the help  
desk.  Clients are eager to use social media to create and share their 
own content, while wealth managers see social media mainly  as a 
channel to “ p ush”  communications to clients for brand-building and 
educational p urp oses.

As wealth managers look to resp ond to clients’  p ush for more digital 
cap abilities, some might be temp ted to delay  or de-p rioritiz e them 
altogether with the rationale that these are not relevant to them, 

_inef t`e `i_`%tomc` fYtmje o^ oeYdt` eYfY_eeeft  specificYddq 
among higher-wealth tiers) .  Y et, the research shows that the 
relevance of digital cuts across age and wealth segments and 
therefore should not be p ut on the back burner.  

O ur research indicates that although digital will continue 
p ermeating wealth management relationship s, advisors will remain 
imp ortant for some key  interactions.  Firms should then revisit the 
role of advisors and how they  leverage growing digital cap abilities to 
eYpieire t`e nYdme$ to Zot` cdiefts Yfd fijes$ o^ t`ese tomc` poifts& 
I n this sense, the future of the advisory  model is likely  to combine a 
broad sp ectrum of cap abilities, from p ure digital to digitally  enabled 
Ydnisojs$ Ydi_fed to specific cdieft feeds Yfd pje^ejefces&

Finally , the fact that basic services such as receiving accurate 
if^ojeYtiof Yje top o^ eifd ^oj cmstoeejs sm__ests t`Yt fijes eYq 
still need to work in terms of satisfy ing fundamental client needs.  
L`e tjmt` is t`Yt oeYdt` eYfY_ejs if _efejYd `Yne si_fificYft jooe 
for imp rovement across key  client-facing p rocesses, which ex p lains 
why  these items remain top  of mind for clients because they  are 
fot eeZedded ifto oeYdt` eYfY_eeeft fijfYs if ot`ej ifdmstjies 
( e. g. , having intuitive user interfaces isn’ t j ust top  of mind of Ap p le’ s 
cdieftsÌ pjiojities$ itÌs Y _inef!& @ejeif is t`e c`Yddef_e ^oj fijes$ Ys 
eeetif_ cdieftsÌ ef_Y_eeeft eppectYtiofs oidd jeimije t`ee to oojc 

I n c lients ’  mind s ,  interac ting w ith o ther c lients  o r p ro v id ing 
f eed b ac k  in a p u b lic  f o ru m is  j u s t as  relev ant as  talk ing to  ad v is o rs  
o r c alling the help  d es k .
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C lients’  primary channel pref erence

Finding advisor

O p ening accounts

Learn and buy  p roducts

Receive advice research

V iew account info

Access research

GZtYif fifYfce edmcYtiof

Conduct transaction

V iew p ortfolio p erformance

I nteract w/ advisor

Share ex p erience

33% 5 3% 12%

38 % 40% 21%

5 8 % 27 % 13%

5 2% 32% 15 %

7 3% 16 % 10%

7 1% 18 % 10%

6 2% 25 % 12%

6 2% 24% 14%

6 8 % 21% 11%

40% 40% 19 %

5 6 % 30% 12%

Finding advisor

O p ening accounts

Learn and buy  p roducts

Receive advice research

V iew account info

Access research

GZtYif fifYfce edmcYtiof

Conduct transaction

V iew p ortfolio p erformance

I nteract w/ advisor

Share ex p erience

46 % 41% 12%

5 2% 31% 17 %

6 5 % 23% 12%

6 0% 25 % 14%

7 4% 16 % 10%

7 2% 15 % 12%

6 5 % 20% 13%

6 7 % 19 % 13%

7 2% 17 % 10%

49 % 31% 18 %

6 2% 24% 13%

D igital B ranch Contact center O ther

Today Nex t two to three y ears

S o c ial med ia:  c lient c o ntent is  k ing
Gfe o^ t`e eost coeeof imestiofs Ysced Zq oeYdt` eYfY_ejs onej 
the p ast two y ears is how, and to what ex tent, to leverage social 
media.  The lack of clarity  is evidenced by  the limited scop e of wealth 
eYfY_ejsÌ sociYd eediY ^ootpjift& Af _efejYd$ fijes see sociYd eediY 
mainly  as a channel to p ush communications.  This could be for 
brand-building p urp oses, to p rovide institutional information and 
education, or to attract clients.  Even with this limited scop e, few 
oeYdt` eYfY_ejs fifd t`eij sociYd eediY stjYte_ies to Ze e^^ectine& 
Firms attribute this to p oorly  articulated strategies, lack of cultural 
fit Yfd je_mdYtojq coepdiYfce iepdicYtiofs&

Y et, the key  challenge with social media is that it’ s different from 
other digital channels.  First and foremost, it is a communication 
channel, with most of the content generated by  users.  Therein lies 
its p ower as social media has become one of the most effective 
oYqs ^oj cdiefts to pjonide ^eedZYcc to fijes&

O ur research indicates that almost half of clients believe wealth 
managers can leverage social media to imp rove their ex p erience 
by  offering a p latform to p rovide feedback ( rate advisors, ex change 
eppejiefces$ Ysc imestiofs o^ ot`ej cdiefts$ etc&!& ;ofsidejif_ t`e 
imp ortance of word of mouth and referrals in wealth management, 
it comdd Ze Yj_med t`Yt fijes s`omdd Zefefit si_fificYftdq ^joe 
t`e Yepdi^qif_ pooej o^ sociYd eediY& L`Yt sYid$ i^ fijes Yje fot 
delivering what clients want or ex p ect, this p ower can work against 
them.  

The nature of social media doesn’ t p reclude “ talking”  to clients 
and sharing information via social channels, but clients will ex p ect 
relevant and insightful content ( e. g. , issue-driven blogs, obj ective 

research and educational information)  as op p osed to generic sales 
cofteft& L`eq Ydso eppect to coftjod t`e Öoo o^ smc` cofteft  e&_&$ 
subscrip tions and op t-in) .  Ultimately , success in talking to clients 
niY sociYd eediY is tied to Y fijeÌs YZiditq to distef Yfd tYidoj cofteft 
accordingly .  

W hether a social media strategy  is focused on talking, listening or 
Zot`$ oeYdt` eYfY_ejs feed to fijst Yccfooded_e t`e ^mfdYeeftYd 
differences that ex ist between social media and other traditional 
coeemficYtiof c`Yffeds Yfd jeÖect of ceq imestiofs2 

•  9je qom oiddif_ to jedifimis` coftjod  totYddq oj pYjtiYddq! o^ t`e 
cofteft Öooif_ t`jom_` qomj sociYd eediY pdYt^ojes7

•  9je qom coffideft t`Yt qomj nYdme pjopositiof oidd djine positine 
content from clients?

•  9je qom jeYdq to Yct imiccdq to jespofd to cofteft Yfd ^eedZYcc 
as needed?  

•  Are y ou willing and cap able of creating content for social media 
that goes bey ond generic brand-building and sales collateral?

•  Are y ou p rep ared to commit ap p rop riate resources and stay  
invested throughout to establish and maintain social media 
channels?

As wealth managers evaluate their commitment to social media, 
they  need to determine their readiness to go “ all-in. ”  A half-hearted 
YppjoYc`  i&e&$ Yfsoejif_ ÉfoÊ to Yfq o^ t`ese imestiofs! comdd 
fe_Ytinedq iepYct t`e fijeÌs onejYdd cjediZiditq Yfd ZjYfd&

F irms do not believe their social media
strategy is ef f ective

Reason( s)  f or inef f ectiveness

Effective

7 2%

28 %

I neffective

Poorly  articulated strategy

Cultural changes

Regulatory  constraints

Changes imp lemented too recently

Tech limitations

Lack of p rop er funding

Talent misalignment

Lack of buy -in on RO I

O ther

48 %

36 %

27 %

21%

18 %

15 %

12%

9 %

6 %

C lients’  top f actors f or client service experience

0% 10% 20% 30% 40% 5 0% 6 0%

D igital channel and self-service cap abilities 5 3%

30%Same-day  resp onse to q uestions/ calls

36 %Q uality  and freq uency  of interaction with advisor

47 %Accurate account information

46 %=^ficieft$ iftmitine pjocesses

31%O ther

both on develop ing new digital cap abilities as well as addressing 
t`e ife^ficiefcies Yfd dieitYtiofs o^ t`eij epistif_ pjocesses& Af 
this sense, there is a real op p ortunity  to bring the two p riorities 
together —  addressing the basics and enhancing digital  
cYpYZidities È Zq e^^ectinedq denejY_if_ di_itYd to jeifneft fijesÌ 
legacy  p rocesses while seamlessly  integrating the different 
c`Yffeds  of Yfd o^Öife! t`jom_` o`ic` cdiefts cYf ef_Y_e oit` 
them.  

MdtieYtedq$ itÌs cdeYj t`Yt fijes emst fifd Y oYq to ZYdYfce Ydd t`ese 
p riorities within their strategic p lans and budgets if they  are to stay  
relevant and comp etitive.  
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T rust
T ransparency in the digital age is challenging reputation as the main driver of  clients’  trust

H istorically , wealth managers and advisors have relied heavily  on 
their rep utation to gain the trust of clients.  Strong rep utations are 
not easily  won;  they  must be earned over time through investment 
results and ex cep tional client service.  W hile some regional markets 
have p articular considerations for building trust, our research 
coffijes t`e iepojtYfce o^ jepmtYtiof$ Zmt Ydso iddmstjYtes t`e 
si_fificYfce o^ tjYfspYjefcq if ^ees Yfd pojt^odio pej^ojeYfce$ 
as the top  factor in building trust and delivering a sup erior client 

eppejiefce& ;diefts onejo`edeif_dq ideftified cdYjitq if ^ees Yfd 
p erformance ( e. g. , clear ex p lanation of fees, disclosure of imp act 
of fee changes, real-time p erformance)  as the top  driver of trust 
 *0�!$ ^oddooed Zq fije jepmtYtiof  )/�! Yfd Ydnisoj jepmtYtiof 
( 13% ) .  These p references are generally  consistent across regions, 
t`om_` DYtif 9eejicYf cdiefts nYdme fije jepmtYtiof sdi_`tdq `i_`ej 
( 20% )  and North American clients value the advisor relationship  
higher ( 16 % ) .

W ith clients globally  demanding more transp arency , indep endent 
advisors seem to have a slight edge over cap tive advisors in 
insp iring trust.  A full 7 5 %  of clients working with indep endent 
advisors resp onded that understanding advisor comp ensation 
drivers had a p ositive imp act on trust vs.  only  48 %  of clients 
working with cap tive advisors.  I n other words, clients p erceive 
cap tive advisors as more sales-driven, an attribute that negatively  
imp acts client trust.

O ur research suggests that rep utation must be balanced with 
transp arency  across multip le elements ( e. g. , holdings, p erformance, 
fees) .  Meanwhile, this dy namic also lowers the barrier to entry  for 
t`e coepetitiof3 oit` fije Yfd Ydnisoj jepmtYtiof secofdYjq to 
tjYfspYjefcq$ feo eftjYfts `Yne Yf oppojtmfitq to imiccdq _Yif 
client trust.

What are the client trust drivers?

Firm rep utation Advisor rep utation Advisor obj ectivity Transp arency  in p ortfolio p erformance and fees/ commissions

G lobal

42%
32% 25 %

5 9 %

North America

46 % 42%

23%

5 3%

LATAM

5 2%
31% 29 %

6 6 %

EMEA

41%
27 % 28 %

5 8 %

APAC

37 % 29 % 23%

6 1%

H ow clients’  understanding of  their advisor’ s compensation 
impacts trust levels 

12%

Clients with a cap tive advisor

V ery  p ositive

Positive imp act

Neutral

Negative imp act

V ery  negative

36 %

47 %

4%

1%

31%

Clients with an indep endent advisor

45 %

23%

1%

T he ideal wealth management experience —  the client’ s view
I ndividual clients will have distinct views on an ideal ex p erience, but most will incorp orate the three key  elements of client ex p erience.

Perf ormance

E ngagement

T rust

•  L ate 40s 
entrepreneur

•  Sold business to 
a F ortune 500 
company

•  US$20m in 
investable 
assets

•  L ate 30s 
executive

•  T uned into the 
global economy

•  US$3m in 
investable 
assets

•  M id 30s doctor

•  Recently 
inherited assets

•  US$500k  in 
investable 
assets

•  An advisor who has a good understanding of his goals
•  A correlation between his goals and the advice being p rovided to him
•  An understanding of how his p ortfolio p erformance is tied to achieving his goals

•  9  emdtic`Yffed o^^ejif_ to ef_Y_e t`e fije of `ej oof tejes
•  D igital cap abilities p roviding her real-time account and advisor access
•  The ability  to p rovide feedback and connect with like clients via social media

•  Transp arency  in terms of p erformance and the value p rovided for fees charged
•  Social media cap abilities for him to ex change ex p eriences and rate his advisor
•  Alignment of advisor incentives with achievement of his goals

D u nc an’ s advisor walks him through the p erformance of his investments over the p ast 
three months, focusing the conversation on each of the key  goals set with him during the 
account op ening p rocess.  These include guaranteeing a desired level of income when he 
tYces Yf eYjdq jetijeeeft$ `is c`iddjefÌs codde_e edmcYtiof Yfd fifYfcif_ t`e pmjc`Yse o^ 
a summer home in Tahiti.  The walk-through is sup p orted by  a series of digital rep orts that 
illustrate grap hically  the p rogress made against each of his p ersonal goals.

H elena is reading The Economist on the way  home from work about the imp act that oil 
p rices are having over the global economy .  She wants to know how her investments are 
Zeif_ Y^^ected Zq _doZYd enefts$ so s`e do_s ifto `ej fijeÌs oeYdt` eYfY_eeeft pojtYd 
to dooc Yt `ej jeYd%tiee pej^ojeYfce& 9s s`e does so$ s`e jeceines Y dine fotificYtiof o^ 
a change in the fees charged to her account and what the estimated imp act will be.  She 
`Ys Y ^oddoo%mp imestiof of t`is$ so s`e mses t`e pojtYd to coffect oit` `ej Ydnisoj Yfd 
address her concern.

G anes h’ s advisor lets him knows that his newly  invested assets will result in a fee rate 
change and ex p lains the overall imp act as well as p otential alternatives.  After listening 
to `is optiofs$ ?Yfes` is cmjioms YZomt `is fijesÌ di_itYd Ydnice o^^ejif_& Lo deYjf eoje$ 
`e do_s ifto t`e fijeÌs cdieft ^ojme Yfd posts Y imestiof YZomt di_itYd Ydnice& Oit`if *, 
hours, G anesh has received feedback and connected with 10 individuals who have shared 
their ex p eriences with the digital advice service.  W ith this information, he goes back to 
`is Ydnisojs Yfd ifimijes eoje YZomt t`e sejnice&

Duncan

H elena

Ganesh

What’ s important to him?

What’ s important to her?

What’ s important to him?

I deal experience

I deal experience

I deal experience

New dynamics lowering barriers to entry: with firm and advisor reputation secondary to transparency, new 
entrants  hav e an o p p o rtu nity  to  q u ic k ly  gain c lient tru s t.  

1 5T he experience f actor:  the new growth engine in wealth management     |1 4 |      T he experience f actor:  the new growth engine in wealth management



T rust breeds loyalty
W hen it comes to client engagement ex p ectations, millennials 
are fairly  consistent across regions and wealth segments, valuing 
e^ficieft pjocesses$ di_itYd c`Yffed o^^ejif_s Yfd positine Ydnisoj 
interactions as the main drivers of an ex cep tional client ex p erience.  
Additionally , millennials would generally  “ p ay  a bit more”  for an 
enhanced ex p erience across these factors ( as op p osed to baby  
boomers, where 6 3%  would not be willing to p ay  more) .  So where 
does the stereoty p e that millennials are p rice-sensitive come from?  
And, based on this data, does it hold water?  

Millennials value transp arency  with regard to fees and p erformance 
as one of the most imp ortant factors when establishing trust.  
A^ Y eiddeffiYd did soitc` fijes if t`e dYst too qeYjs$ t`e top 
reasons were also related to fees and p erformance;  millennials 
aren’ t necessarily  searching for lower fees, but rather for more 
transp arency  and a stronger correlation between what y ou p ay  
and what y ou get ( in other words, fees p aid vs.  value delivered) .  
EiddeffiYds Yje Ydso eoje doqYd to Ydnisojs t`Yf fijes2 +-� o^ 
millennials say  they  would move assets to continue working with 
Y specific fifYfciYd Ydnisoj  ijjespectine o^ t`e fije!$ Ys coepYjed 
to only  12%  of baby  boomers ( who are generally  more loy al to the 
fije!& 9dnisoj doqYdtq is _jeYtest Yeof_ M@NO eiddeffiYds Yfd 
declines when moving down wealth segments.  

Although more loy al than anticip ated, 5 1%  of UH NW  millennials 
oomdd Ze Énejq dicedqÊ to cofsodidYte Yssets ifto ^eoej fijes Ys 
comp ared to only  9 %  of UH NW  baby  boomers ( and 26 %  of mass 
Y^Ömeft eiddeffiYds!& 9 possiZde eppdYfYtiof is t`Yt i^ Y stjof_ 
relationship  were established with a trusted advisor, UH NW  
millennials would be more willing to go all-in and maintain that 
relationship  than other segments.  W ith UH NW  millennials housing 
Yssets Yt t`jee fijes of YnejY_e$ t`is jepjesefts Yf oppojtmfitq 
^oj oeYdt` eYfY_ejs Yfd fifYfciYd Ydnisojs to estYZdis` tjmst 
by  differentiating themselves through transp arent fees and 
p erformance rep orting.

Digital natives
W ith the imp ortance p laced on transp arency , digital p latforms and 
intuitive p rocesses, should traditional wealth managers be worried 
about UH NW  millennials shifting assets to digital advice p roviders?  
The answer is y es.  Millennials are by  far the most aware of digital 
advice offerings and 43%  of UH NW  millennials would be “ very  likely ”  
to consider op ening an automated advice account ( versus only  15 %  
o^ eYss Y^Ömeft eiddeffiYds _doZYddq!&

>mjt`ejeoje$ M@NO eiddeffiYds `Yne t`e Yssets$ Zmt t`eij fifYfciYd 
needs may  not be as comp lex  as UH NW  baby  boomers, who may  
jeimije tYp Yfd estYte pdYffif_$ ifsmjYfce pjodmcts Yfd tjmsts& 
These p roducts are not currently  p art of digital advice offerings 
Zmt Yje Ydso fot jeimijed Zq eost MN@O eiddeffiYds _inef t`eij di^e 
stage.  Their top  concerns are that digital advice is “ too generic”  and 
t`Yt t`ese fijes `Yne Y dieited tjYcc jecojd& 9dt`om_` t`e feeds 
of most UH NW  clients ex ceed the current cap abilities of digital 
p roviders, this data seems to indicate strong interest among the 
UH NW  millennial segment and an op p ortunity  to cap ture additional 
assets as digital advice cap abilities mature.

I n summary , conventional wisdom regarding millennials doesn’ t 
YdoYqs Yppdq to t`e M@NO se_eeft& KpecificYddq$ M@NO eiddeffiYdsÌ 
desire to beat the market and their ap p arent advisor loy alty  
contradict the common industry  p ercep tion of millennials as 
djinef Zq pejsofYd _oYds$ oYjq o^ Ydnice Yfd ficcde& Oit` t`Yt sYid$ 
UH NW  millennials’  ex p ectations for seamless p rocesses, digital 
p latforms and interaction channels, and transp arency  are aligned 
with industry  views.  I n order f or traditional wealth managers to 
capture and retain the assets of  wealthy millennials,  they will 
need to be ready to compete with new entrants by raising their 
digitad game and [onfirming adignment o^ nadme dedinered oit` 
^ees [`arged& 

U H N W millennials :  no t y o u r av erage nex t- gen inv es to rs
I t’ s J anuary  4, 2016 , and 29 -y ear-old Paul Liang is waiting for his 
friend and cofounder of their technology  start-up  to meet him for 
lunch.  These entrep reneurs and their growing business recently  
p artnered with a larger, more established p lay er;  in addition to 
deliberating their 2016  strategy  and recounting his New Y ear’ s Eve 
sp ent skiing in the French Alp s, Paul p lans to mention his desire to 
invest his recently  augmented assets with a wealth management 
fije& HYmd jepjesefts t`e mdtjY%`i_`%fet%oojt` ifnestojs  M@NOA! 
millennial segment, and although the industry  p resumes it knows 
how this conversation may  p lay  out, our research highlights a few 
surp rises.

T he accepted view
Millennials are the largest and fastest-growing adult segment 
across the globe and rep resent the greatest op p ortunity  for 
the wealth management industry .  B orn after 19 8 0, this group  
is unlike their p redecessors in terms of attitudes toward their 
cYjeejs Yfd fifYfces$ pejsofYd nYdmes Yfd eppectYtiofs if jedYtiof 
to client ex p erience.  Not only  is this group  growing in number, 
it is also accumulating assets at an imp ressive rate.  I n fact, as 
millennials enter their p rime earnings y ears and face the p rosp ect 
of inheritance, they  have the p otential to become the wealthiest 
generation in history .  

B ut do all millennials think alike?  D o successful entrep reneurs like 
Paul have the same obj ectives, values and concerns as y our ty p ical 
eYss Y^Ömeft eiddeffiYd cdieft oit` eodest ifnesteefts$ stmdeft 

loans and a mortgage?  W ealth managers tend to ty p ecast millennial 
clients, regardless of wealth segment, around a few observations:

•  Millennials are more concerned with meeting their p ersonal and 
fifYfciYd _oYds t`Yf ZeYtif_ Y Zefc`eYjc&

•  �Ljmst Yfd pjice sefsitinitq issmes `Yne ded soee eiddeffiYds to 
ex p lore do-it-y ourself investing and others to remain on the 
sidelines.

•  �=^ficieft pjocesses$ YccessiZde fifYfciYd Ydnisojs Yfd iftmitine 
digital p latforms are a baseline ex p ectation.

Global investment obj ectives
So, does the industry  p ercep tion of millennials hold true for the 
UNH W  and across regions?  From an investment standp oint, ultra-
high-net-worth ( UH NW )  millennials globally  view outp erforming the 
eYjcet  -)�! Ys eoje Ydi_fed oit` t`eij oZbectines t`Yf ^mdfiddif_ 
their p ersonal goals ( 22% ) .  Looking regionally , only  13%  of UH NW  
millennial clients in APAC and 18 %  in LATAM cite achieving their 
p ersonal goals as a top  investment p riority .  

=nef eYss Y^Ömeft eiddeffiYds Yje eimYddq distjiZmted _doZYddq 
between those looking to meet the market, outp erform the market 
Yfd YttYif t`eij _oYds& Aftejestif_dq$ eYss Y^Ömeft eiddeffiYds ^joe 
Nojt` 9eejicY `Yne t`e _jeYtest pje^ejefce ^oj ^mdfiddif_ t`eij _oYds 
( 42% )  versus beating the market ( 26 % ) , imp ly ing that the goals-
based buz z  may  not have p ermeated globally .  This p resents an 
op p ortunity  for wealth managers to shift clients’  mindsets in regions 
that still value alp ha above all.

M illennials investment obj ective by region

>mdfiddif_ pejsofYd _oYds$  e&_&$ jetijeeeft!$ ijjespectine o^ eYjcet pej^ojeYfceGmtpej^ojeif_ t`e eYjcet ifdepEeetif_ t`e eYjcet ifdep

EYss Y^Ömeft

Nojt` 9eejicY

MdtjY @NOA

32%

18 %

45 %

37 %

26 %

42%

D9L9E

EYss Y^Ömeft MdtjY @NOA

25 %
18 %

6 3%

18 %

5 8 %

17 %

EYss Y^Ömeft

=E=9

MdtjY @NOA

38 %

25 %

5 1%

24%

38 %

24%

EYss Y^Ömeft

9H9;

MdtjY @NOA

34%
44% 42%

13%

27 %

39 %
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Bridging the gap between firm strategy and client expectations
Gmj jeseYjc` jesmdts jeÖect t`Yt$ to Y dYj_e epteft$ oeYdt` eYfY_ejs 
understand client needs and wants, but there are a few imp ortant 
areas of divergence.  

B oth clients and wealth managers agree that understanding and 
^mdfiddif_ ifnesteeft pej^ojeYfce Yfd _oYds Yje ceqs to smpejioj 
ex p erience.  These two drivers are somewhat connected as it is 
di^ficmdt to dedinej of pej^ojeYfce eppectYtiofs i^ t`e oeYdt` 
Ydnisoj does fot mfdejstYfd t`ee if t`e fijst pdYce$ Yfd it is fot 
worth sp litting hairs on which is more imp ortant.  

@ooenej$ cdiefts Yfd fijes dinej_e of t`e iepojtYfce o^ Ydnisoj 
interactions and transp arency  in driving client ex p erience.  Clients 
pdYce si_fificYftdq `i_`ej eep`Ysis of tjYfspYjefcq if ^ees Yfd 
p ortfolio p erformance while somewhat downp lay ing the role 
o^ Ydnisoj iftejYctiof& Af coftjYst$ oeYdt` eYfY_eeeft fijes 
emp hasiz e the role of the advisor interactions, while overlooking 
the imp act of transp arency .

G iven recent market history , it is not hard to see why  transp arency  
takes a top  sp ot in clients’  minds.  B ut why  do they  discount the role 
of advisors?  The answer is multi-faceted, but client willingness to 
adop t digital channels for service as well as advice is a big driver.  
L`ese di^^ejefces Zetoeef cdiefts Yfd fijes coee to_et`ej if t`jee 
fundamental, but evolving, areas:  transp arency , advice and service 
channels, and the role of the advisor.

;dients redefine transparen[q
At its core, wealth management is about p lanning for future 
mfcfoofs Yfd tjmst is Y ceq edeeeft o^ t`is eimYtiof& ;diefts 
ideftified tjYfspYjefcq o^ pej^ojeYfce Yfd ^ees Ys t`e top djinej 
o^ tjmst& ;diefts Yje deeYfdif_ fijes to Ze si_fificYftdq eoje 
transp arent than they  are today  while p ushing the boundaries on 
the traditional view of transp arency .  

Public transparency:  Clients are now looking for a level of p ublic 
transp arency  well bey ond receiving accurate and informative 
imYjtejdq jepojts& ;diefts Yje jeYdq to ÉjYteÊ t`eij Ydnisojs Yfd 
connect with “ like”  clients to ex change ideas and share p ositive 
and negative ex p eriences in p ublic forums.  These ex p ectations are 
driven by  the new norm of customer ex p erience across every day  
life, whether it’ s p urchasing an airline ticket, taking a car to the 
Yijpojt oj fifdif_ Y p`qsiciYf& JYtif_ qomj fifYfciYd Ydnisoj t`e 
same way  y ou might rate an Uber driver may  be unthinkable to 
oeYdt` eYfY_ejs$ Zmt fot fecessYjidq to di_itYd%fijst eiddeffiYds& 9t 
minimum, it is a shift in mindset worth closely  watching.  

;diefts Ycjoss je_iofs$ oeYdt` ZYfds Yfd Y_e _jomps ideftified t`e 
ability  to review or rate their advisor as an imp ortant way  in which 
wealth managers could effectively  leverage social media.  Y et, 
eepooejif_ cdiefts oit` t`is tqpe o^ ifÖmefce is fot of t`e jYdYj o^ 
any  wealth manager that p articip ated in our research.  

F irm vs.  client view:  top three drivers of  client experience

>mdfidd eppectYtiofs if tejes o^ 
ifnesteeft pej^ojeYfce

MfdejstYfdif_ o^ fifYfciYd _oYds'feeds

LjYfspYjefcq if ^ees Yfd pojt^odio 
pej^ojeYfce *

ImYditq Yfd ^jeimefcq o^ iftejYctiof *

* � ofdq ifcdmded ^oj top t`jee c`oices

5 0%

7 5 %

5 2%

27 %

32%

6 1%

>ije ;dieft

C lient’ s view on best ways to leverage social media to improve 
client experience

Connect with other clients to ask
q uestions and share ex p eriences

Connect with y our advisor

Rate and review y our advisor

Read latest news and up dates

G ather p roduct and service information

46 %

41%

30%

22%

16 %

F ee- f or- value transparency:  Ap p rox imately  a third of clients are 
dissYtisfied oit` t`e oYq t`eq Yje c`Yj_ed Yfd jom_`dq Y imYjtej 
of clients are not sure how they  are being charged.  W hile the 
industry  has moved from transaction-based comp ensation ( i. e. , 
commissions)  to asset-based fees, client p references are moving 
cdeYjdq tooYjd fiped ^ees& ;dieft pje^ejefce ^oj fiped ^ees is jisif_$ 
while p reference toward both asset-based fees and commissions is 
on the decline.  Furthermore, clients are becoming less sure about 
how they  want to be charged in every  single region.  

W ith the emergence of digital advisors offering low fees for asset 
allocation advice, clients are looking to better understand the 
value added by  human advisors.  Clients are also challenging the 
correlation between siz e of the account and fees imp lied by  AUM-
based fees.  All this has made clients doubtful about the current fee 
pjopositiofs$ Yfd t`e fijes t`Yt fi_mje t`is omt oidd `Yne Y distifct 
comp etitive advantage.  O ur research does not suggest a wholesale 
s`i^t if pjicif_ ^joe Ysset%ZYsed Yfd coeeissiof to fiped ^ees$ Zmt 

it does poift omt t`Yt t`eje is Y cdeYj oppojtmfitq ^oj fijes to eone 
the needle on trust by  rethinking how they  charge clients today .  

Digital channels —  clients expect more 
Although face-to-face meetings are still the p rimary  way  for 
tjYditiofYd oeYdt` eYfY_ejs to iftejYct oit` cdiefts$ eost fijes 
agree that key  service activities, such as viewing p ortfolio 
information and accessing research, will be p rimarily  digital within 
t`e fept t`jee qeYjs& ;ofsisteft oit` cdieft nieos$ fijes t`Yt `Yne 
Zeef fijst eonejs if denedopif_ di_itYd c`Yffeds `Yne stYted t`Yt 
they  will designate the maj ority  of administrative functions to 
digital, including client onboarding and transactions.  H owever, they  
have also stated that they  will keep  core wealth advice activities 
if t`e ZjYfc`& ;diefts$ of t`e ot`ej `Yfd$ Yje si_fificYftdq eoje 
Zmddis` t`Yf fijes of Ydoptif_ di_itYd c`Yffeds to jeceine oeYdt` 
advice.  Most notably , clients say  websites and mobile cap abilities 
will be their p rimary  channel for receiving advice ( 5 9 % )  comp ared to 
branches ( 26 % )  in the nex t two to three y ears.

C lients’  current and pref erred f ee structure

Current Preferred

G lobal

9ffmYd'fiped ^ee Transaction-based � o^ ifnested Yssets Not smje

17 %

23%

26 %

34%

25 %

31%

18 %

26 %

Current Preferred

Nojt` 9eejicY

14%

24%

30%

32%

20%

35 %

20%

25 %

Current Preferred

LATAM

21%

18 %

26 %

35 %

29 %

28 %

20%

23%

Current Preferred

EMEA

19 %

22%

27 %

32%

29 %

33%

17 %

21%

Current Preferred

APAC

17 %

25 %

23%

35 %

23%

32%

15 %

30%

Primary channel f or doing business in two to three years

Advice Service

Client Wealth manager

Education Advice Service Education

Contact centerFace to faceD igital Contact centerFace to faceD igital

0%

20%

40%

6 0%

8 0%

100%

0%

20%

40%

6 0%

8 0%

100%

5 9 % 6 5 %

22%

13%
0%

6 6 %

7 1%

28 % 35 %

6 3%

1% 2%

35 %

26 %

14% 12%
20%

6 7 %

Clients say  websites and mobile cap abilities will be their 
p rimary  channels for receiving advice ( 5 9 % )  comp ared 
to branches ( 26 % )  in the nex t two to three y ears.  
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Meanwhile, robo-advisors are gaining awareness and traction 
around the globe, but there remains p lenty  of room for digital 
advice to ex p and.  The sweet sp ot for awareness and p reference for 
joZo Ydnice is djinef Zq t`e @NO se_eeft$ fot t`e eYss Y^Ömeft 
or emerging H NW  segments, as commonly  believed by  some wealth 
eYfY_ejs& @NO ifdinidmYds `Yne si_fificYftdq _jeYtej YoYjefess 
( 6 3% )  and are more likely  to consider using a robo-advisor ( 7 1% )  
o`ef coepYjed to t`e eYss Y^Ömeft se_eeft$ o^ o`ic` ofdq +,� 
are aware and only  37 %  would consider using robo-advice.

The H NW  segment interest creates an op p ortunity  and a challenge 
for wealth managers.  Firms with an ex isting automated advice 
offering may  need to make their H NW  clients more aware of it.  O n 
the other hand, it also highlights an untap p ed, wealthier target 
audience in the waiting.  For established wealth managers creating 
automated advice offerings as a comp lement to the traditional 
advisor channel, there is some risk that their human advisors and 
robo-advisors may  be targeting the same H NW  client segment 
if t`e feYj ^mtmje& L`is onejdYp oidd jeimije fijes to cYje^mddq Yfd 
p roactively  coordinate across offerings targeted to the same clients.

Role of  wealth advisor must change
The wealth advisor, which could be a p rivate banker, p ortfolio 
manager or relationship  manager, has historically  been viewed 
as the steady  hand that guides clients through rough markets or 
p ersonal life changes.  This is p articularly  true in countries such as 

KoitrejdYfd$ o`eje t`e Zmsifess eoded is ^ocmsed of coffideftiYditq$ 
poditicYd femtjYditq Yfd fifYfciYd stYZiditq Yfd o`eje M@NO 
ifdinidmYds jeimijif_ `i_`dq cmstoeired sejnices coepjise t`e eYif 
client segment.  Firms committed to the advisor channel believe that 
t`e imYditq Yfd ^jeimefcq o^ Ydnisoj iftejYctiofs is ofe o^ t`e eost 
imp ortant elements of a sup erior client ex p erience.  Thus, they  are 
making strategic investments in enhancing the advisor channel.  I n 
contrast, clients seem to generally  downp lay  the imp ortance of this 
relationship .  

L`e ^Yct t`Yt cdiefts do fot cofsidej t`e imYditq o^ iftejYctiofs oit` 
their advisors as critical to their overall ex p erience should cause 
cofcejf ^oj oeYdt` eYfY_eeeft fijes& L`is fifdif_ eYq fot Ze 
surp rising, given that advisors at large wealth managers may  serve 
more than 15 0 clients, constraining their ability  to treat each client 
as truly  distinct.  The digital investments that wealth managers are 
making to move some service and transactional activities away  from 
t`e ZjYfc` oidd `edp ^jee mp Ydnisojs to ^ocms of imYditq iftejYctiofs 
with their clients.  

W ealth advisors are the guides who help  clients achieve their 
fifYfciYd eidestofes Yfd di^e _oYds$ Zmt fijes feed to do Y emc` 
better j ob of help ing clients understand that value.  Furthermore, 
fijes feed to Yccfooded_e t`Yt t`e jode o^ oeYdt` Ydnisojs oidd dooc 
dramatically  different in 5  or 10 y ears and begin p rep aring for that 
transformation now.  

C lients’  awareness and willingness to open a robo- advisor account

Clients willingly  to op en an account with a robo-advisor Clients aware of robo-advisors

Total

O ver US$25 m

US$10m— US$25 m

US$1m— US$9 . 9 9 m

US$25 0,000— US$9 9 9 ,9 9 9

46 %

44%

5 0%

5 2%

7 1%

6 3%

38 %

44%

37 %

34%

C onclusion
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What will drive clients to consolidate assets?

B etter p ricing

B etter p rivate bank rep utation

More self-service cap abilities

B readth of p roducts and services

Reduce the time sp ent monitoring and managing investments

O ther

B etter p ortfolio returns

Prefer the new advisor

G lobal

5 4%

32%33%

9 % 9 %

41%

5 3%

LATAMNorth America

6 1%

10% 9 %
6 %

28 %

40%
36 %

EMEA APAC

1%

30%

48 %

4%

13%

0%

5 1%

5 7 %

31%
33%

5 5 %

9 %
11%

1%

35 %

42%

34% 35 %

5 3%

6 %
10%

1%

47 %

6 6 %

32% 31%

•  H N W segment f ocus:  ;ofnejsedq$ ^oj fijes ^ocmsed of t`e @NO 
and UH NW  segments, the choice is clearer.  Since digital advice 
would be a comp lementary  cap ability  to their ex isting model, the 
eost do_icYd Yfd e^ficieft jomte oomdd Ze ofe o^ pYjtfejs`ip& L`e 
ceq ^ocms ^oj t`ese fijes s`omdd Ze `oo to efsmje cofsistefcq 
and coordination across the different elements of the business 
model.  This means making sure advisors have a full view of 
clients’  assets ( including investments handled through digital 
c`Yffeds! Yfd Yje YZde to pjonide `odistic Yfd fof%cofÖictif_ 
advice.

>ifYddq$ Ys fijes denedop t`eij di_itYd cYpYZidities t`eq s`omdd 
denejY_e t`e pjoposed cdieft eppejiefce ^jYeeoojc to tjmdq jedefife 
p rocesses through the use of digital ( p ap erless, real-time tracking 
Yfd fotificYtiofs$ etc&!& L`is s`omdd qiedd tYf_iZde iepjoneeeft 
if tejes o^ e^ficiefcq Yfd e^^ectinefess$ Zmt Ydso Yddjess cdieftsÌ 
digital ex p ectations in a more imp actful way  than “ p retty ”  mobile 
ap p s ever could.

*& Rethink  how you charge clients

B etter p ricing is the top  reason a client would p ull the trigger to 
consolidate assets.  H owever, better p ricing does not necessarily  
mean lower p ricing;  it often means a better understanding of the 
correlation between what y ou p ay  and what y ou get.  A p ricing 
strategy  that p rovides transp arency  into the value delivered is 
almost as imp ortant as comp etitive p ricing.

Ap p rox imately  one-third of wealth management clients are 
dissYtisfied oit` t`e oYq t`eq Yje cmjjeftdq c`Yj_ed$ Yfd 9ME%
based fees are the greatest source of client dissatisfaction.  
Similarly , clients are becoming increasingly  uncertain of their fee 
p references.  Y et, revisiting p ricing strategy  is not top  of mind for 
fijes3 if ^Yct$ ofdq )(� eppjessed t`Yt jenieoif_ pjicif_ stjYte_q is 
p art of their current strategic agenda.

W ealth managers need to rethink their p ricing strategies from 
9ME%ZYsed ^ees to Y eoje `qZjid YppjoYc` t`Yt ifcojpojYtes fiped 
and/ or transactional elements that p rovide better correlation to 
services p rovided to clients.  W ealth managers should ex amine 

how other advisors such as lawy ers or doctors charge their clients 
and the levels of satisfaction with those p ricing models.  Firms that 
truly  ap p reciate the client’ s need for understanding the “ why ”  will 
be rewarded with greater loy alty  and retention, as well as asset 
consolidation.  

+& E mbrace new think ing on social media

LjYditiofYddq$ oeYdt` eYfY_ejs `Yne denejY_ed fifYfciYd Ydnisojs 
and p ortfolio managers to get a p ulse on clients’  needs and 
p references.  The challenge with this is that advisors and bankers 
are only  a p rox y  for clients and the two do not alway s see ey e 
to ey e.  Social media offers an op p ortunity  to address this gap  
and “ listen”  directly  to clients while identify ing the drivers of 
retention and attrition.  The key , though, is for wealth managers to 
acknowledge and accep t that social media is a client-driven channel 
o`eje t`e eYbojitq o^ t`e cofteft oidd fot Ze _efejYted Zq t`e fijes 
themselves.  

>mjt`ejeoje$ fijes feed to mfdejstYfd t`Yt cdiefts Yje fot 
only  ex p ecting to be listened to, but also to have their feedback 
jespofded to& A^ fijes do fot `Yne t`e ji_`t if^jYstjmctmje if pdYce 
to resp ond ap p rop riately  in a timely  manner, it will only  lead to 
disap p ointment and negative ex p eriences.  I n essence, if y ou can’ t 
fip o`YtÌs Zjocef$ dofÌt Ysc if t`e fijst pdYce&

=eZjYcif_ t`e noice o^ t`e cdieft of sociYd eediY jeimijes fijes to 
challenge established p aradigms of client communications.  That is 
Y defifif_ jeYsof o`q nejq ^eo fijes Yje cmjjeftdq `Yjfessif_ t`e 
p ower of social media.  Ultimately , those willing to lead the charge 
oidd efboq Y cdeYj fijst%eonej YdnYftY_e Yfd `Yne Yf ed_e if tejes 
of delivering an outstanding client ex p erience.

,& H elp wealth advisors become successf ul in the new world

The nature of managing wealth is changing dramatically .  Today , 
clients want even greater transp arency  on their investments and 
fees, and the value delivered by  wealth managers.  I n the near 
future, clients will ex p ect to do a lot more digitally  ( including rating 
t`eij Ydnisojs dice t`eq do t`eij doctojs! Yfd fiftec` fijes oidd 
continue to raise the bar for transp arency  and service ex p ectations.  

C apturing clients and assets in motion
O ur research shows that the vast maj ority  of clients survey ed have 
relationship s with multip le wealth managers, and 4 in 10 clients 
oomdd dicedq cofsodidYte t`eij Yssets ifto ^eoej fijes _inef t`e ji_`t 
ifceftines& 9sset ^jY_eeftYtiof Ycjoss fijes `Ys Zeef Y ceq t`eee 
if fifYfciYd sejnices ^oj eoje t`Yf Y decYde$ Yfd it is cdeYj t`Yt 
clients have not had a comp elling reason to consolidate thus far.

The top  three reasons clients may  consolidate are nothing new:  
better p ricing, better returns, and breadth of p roducts and services.  
W hat is new, however, is a deep er understanding of what is meant 
by  each of these factors.  

•  B etter p ric ing does not mean lower p ricing, but transp arent 
p ricing with clear and demonstrable value for fees p aid.

•  B etter retu rns  may  mean any thing from beating the market to 
achieving p ersonal goals.

•  B read th o f  p ro d u c ts  and  s erv ic es  could mean new banking and 
lending p roducts, mobile access or someone to advise on the 
fifYfciYd iepdicYtiofs o^ Y dinojce&

H erein lies the challenge of getting client ex p erience right:  
individual ex p ectations of p erformance, trust and engagement, the 
core elements of client ex p erience, are incredibly  diverse.  G iven 
this comp lex ity , wealth managers should ask the following strategic 
imestiofs o`ef pjiojitirif_ t`eij jenefme _joot` ifnesteefts Yfd 
initiatives:  

)& Re- evaluate your core advice of f er( s)  in terms of  human,  
machine or hybrid

Since p erformance and engagement mean different things to 
di^^ejeft ifdinidmYds$ o^^ejif_ tYj_eted Ydnice t`Yt is e^ficieft 

Yfd cost%e^^ectine ^oj t`e fije is Y c`Yddef_e& 9ddjessif_ t`is 
oidd jeimije fijes to denejY_e eoje sop`isticYted YfYdqtics to 
develop  new segmentation models based on p references and 
behaviors, as op p osed to the traditional method of wealth levels 
Yfd deeo_jYp`ics& L`is oidd efYZde fijes to fot ofdq Zettej jefife 
t`eij o^^ejif_ s!$ Zmt Ydso to defife tYj_eted sodmtiofs ^oj specific 
segments that ultimately  limit comp lex ity  and confusion across 
segments.

G iven changing client ex p ectations and the inevitability  of digital 
ef_Y_eeeft$ it is cjmciYd to defife Yf YppjoYc` t`Yt o^^ejs cdiefts Y 
balance between face-to-face and digital interactions.  This will have 
t`e Ydded Zefefit o^ efYZdif_ Ydnisojs to ^ocms of `i_`ej%tomc` 
interactions and activities such as goals discussions with clients.  A 
key  comp onent of this will be targeting digital advice to the H NW  
se_eeft$ eonif_ Zeqofd t`e cmjjeft eYss Y^Ömeft tYj_et eYjcet& 
L`is e^^ectinedq eeYfs t`Yt Ydd fijes$ je_Yjddess o^ t`eij tYj_et cdieft 
segment, will need to consider including a digital advice comp onent 
to their offering in the near future.  H ow they  go about this and 
t`e mfdejdqif_ c`Yddef_es oidd nYjq depefdif_ of t`e fije Yfd t`e 
imp ortance of automated advice to their overall strategy :  

•  N ew mark et f ocus:  >oj fijes doocif_ to tYp ifto t`e eYss Y^Ömeft 
oj eeej_if_ @NO se_eefts$ t`eje is Y si_fificYft oppojtmfitq 
to Ydi_f dess pjofitYZde cdiefts oit` t`e eoje cost%e^^ectine di_itYd 
Ydnice eoded& @ooenej$ fijes oidd `Yne to cYje^mddq dedifeYte t`e 
boundaries across their offerings to avoid confusing their clients 
and up setting their advisors.  W hen devising a strategy  to build 
iftejfYddq$ Ycimije oj pYjtfej$ fijes s`omdd sejiomsdq cofsidej 
their internal cap abilities and culture in relation to p rop ensity  to 
innovate and time to market.  

So, what does all this mean for wealth managers, and how can these client insights be leveraged to cap italiz e on the op p ortunities  
p resented by  the various disrup tions while mitigating the threat to client retention?
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Regional 
highlights
T his  s ec tio n o u tlines  the k ey  
d riv ers  o f  c lient ex p erienc e 
for the Asia-Pacific (APAC), 
E u ro p e,  M id d le E as t &  A f ric a 
(EMEA) and Americas regions. 
I t rev eals  imp o rtant d is tinc tio ns  
b etw een eac h regio n and  the 
global findings, as well as key 
ins ights  ac ro s s  the c o u ntries  
c o mp ris ing eac h regio n.

Advisors will need to sp end less time p roviding standard asset 
allocation advice and other activities that can be automated by  an 
algorithm or a robo.  They  will need to sp end more time calming 
j ittery  nerves in chop p y  markets, help ing clients drop  bad sp ending 
habits and increase savings, assisting clients through a divorce and 
pjonidif_ cdiefts oit` t`e toods to Yc`iene di^e Yfd fifYfciYd _oYds& Af 
essefce$ t`e jode o^ t`e fifYfciYd Ydnisoj eYq Zecoee eoje dice Y 
fifYfciYd t`ejYpist if t`e ^mtmje& 

W ealth managers who are committed to the advisor channel 
should take a step  back to p aint the p icture of what they  want their 
Ydnisoj pjofide to Ze if t`jee to fine qeYjs Yfd YdYpt t`eij jecjmitif_$ 
incentive strategies and p latform investments to align with this new 
pjofide& L`eje s`omdd Ze Y feo defs msed ^oj jecjmitif_ feo tYdeft È 
jecjmitif_ e^^ojts s`omdd ^ocms of Y pjofide t`Yt is eoje iftejested 
in help ing vs.  selling.  Performance metrics should factor in client 
`eYdt` so t`Yt foffifYfciYd eetjics smc` Ys cdieft sYtis^Yctiof$ 
jeteftiof Yfd je^ejjYds Yje ZYdYfced oit` t`e fifYfciYd eetjics 
around assets and fees.  

E xecuting on client experience
D elivering the kind of ex p erience that clients value is no simp le task 
as p erformance, trust and engagement imp act multip le business 
functions and stakeholders.  The wealth managers survey ed are 
at vary ing levels of maturity  when it comes to understanding and 
dedinejif_ cdieft eppejiefce$ Yfd t`e eYbojitq o^ fijes  .)�! sed^%
rep orted that they  are ineffective in ex ecuting.

>ijes t`Yt sed^%ideftified Ys ife^^ectine if t`is YjeY cited tec`fodo_q 
limitations as the leading reason for their inability  to deliver.  
L`ese fijes Ydso seeeed dess pjoYctine if tejes o^ oZtYifif_ 
feedback from clients on a regular basis.  Finally , from an ex ecution 
pejspectine$ t`ese fijes Ydso dYcced Y sif_de oofej o^ cdieft 
ex p erience with resp onsibility  effectively  shared, and p erhap s 
didmted$ Ycjoss emdtipde ^mfctiofs if t`e fije& ?inef t`e cjoss%
functional nature of client ex p erience, it is imp erative to have a 
single owner or team that connects the dots between the various 
dimensions and across functions such as marketing, p roduct 
develop ment, sales, service and technology .

F inal thoughts
O ur overarching conclusion is that delivering on the p rop osed 
comp rehensive concep t of client ex p erience can be what makes 
oj ZjeYcs Y fijeÌs YZiditq to smcceed if t`e c`Yf_if_ oeYdt` 
management landscap e of disrup tion and chaos.  There is a 
substantial revenue p riz e of US$17 5  billion to US$200 billion, 
Yfd it oidd Ze cYptmjed Zq t`e fijes t`Yt dYje to c`Yddef_e soee 
of the traditional norms while remaining true to their core value 
p rop osition.  The established p lay ers need to cultivate a culture 
of innovation where decision-makers are comfortable tackling 
innovators’  dilemmas as they  make their strategic bets.  I n an 
industry  where advances in technology , new comp etition and 
shifting client ex p ectations are forever changing the game, it will be 
t`e fijes t`Yt coftifme to iffonYte t`Yt coee omt of top& 

The role of the financial advisor may become more like a financial therapist in the future. 
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C hinese clients most receptive to robo- advice

D esp ite recent p ublicity , only  39 %  of APAC resp ondents are aware 
of robo-advisors.  Chinese clients, who already  have a strong 
p reference for advice via mobile and social media, are most aware 
of these services ( 6 6 % ) .  Lower levels of awareness ex ist in J ap an 
( 29 % )  and Australia ( 28 % ) , where wealth management is still 
dominated by  banks.

I n good news for robo-advice p roviders, 43%  of APAC resp ondents 
would consider op ening a robo-advice account, with the greatest 
enthusiasm in China ( 7 6 % )  and the least in J ap an ( 29 % )  and 
Australia ( 25 % ) .  To break into these develop ed APAC markets, 
joZo%Ydnice pjonidejs oidd feed to ifnest if si_fificYft pjoeotiofYd 
activity  or p artner with established local wealth managers on white-
dYZeded sodmtiofs& Jespofdeft cofcejfs YZomt joZo%Ydnice sm__est 
future solutions should consider p ersonaliz ing advice with goals-
based p lanning and escalation to real advisors when assistance is 
jeimijed&

The APAC region offers tantaliz ing op p ortunities for wealth 
managers with large p op ulations, a burgeoning middle class and 
governments willing to invest for the future.  H owever, success in 
t`is je_iof jeimijes fYni_Ytif_ dinejse oojc pjYctices3 dispYjYte 
regulatory  and tax  p olicy ;  skill shortages and maturity  differences;  
and, at times, limited distribution op p ortunities.

L`e fifdif_s if t`is sectiof Yje ZYsed of cdieft jespofses ^joe 
mainland China, H ong K ong, Singap ore, J ap an and Australia and 
fije jespofses ^joe @of_ Cof_$ Kif_Ypoje Yfd 9mstjYdiY& L`eq 
demonstrate imp ortant distinctions between APAC and the rest of 
the world, as well as between countries within the region itself.  

Regulatory compliance dominates strategic 
investment budgets across APAC  
W hile wealth managers in other regions have their strategic 
investment budget focused on revenue growth, those in APAC are 
still bogged down in regulatory  comp liance.  I n the nex t two to three 
qeYjs$ 9H9; `Ys t`e `i_`est pejceftY_e o^ fijes citif_ je_mdYtojq 
comp liance as the p rimary  focus of their strategic budgets at 39 % , 
Ys coepYjed to =mjopeYf Yfd Nojt` 9eejicYf fijes Yt ofdq ))� 
and 9 % , resp ectively .

This highlights the continuing struggle for wealth managers in 
APAC to comp ly  with regulations that are constantly  changing, 
seiz e op p ortunities through various p assp orting schemes and 
comp ete to develop  innovative wealth p roducts and services that 
align with customer p references.  Although the p assp orting schemes 
will facilitate the cross-border marketing of managed funds across 
p articip ating economies, their immediate imp act is to ramp  up  the 
cost of comp liance.

Not surp risingly , more than half ( 5 4% )  of APAC wealth managers 
see regulatory  change in a negative light.  More than two-thirds 
( 6 9 % )  say  it is damaging the client ex p erience, p articularly  by  
ex tending the onboarding p rocess.  I n contrast, only  22%  of wealth 
management ex ecutives in North America believe regulatory  
change is having a negative imp act, with 44%  actually  seeing it as a 
p ositive.  

Af Ydditiof to t`e `i_` cost o^ je_mdYtojq coepdiYfce$ fijes Yje Ydso 
facing tremendous p ressure from new comp etitors that are driving 
doof ^ees& Af 9H9;$ .*� o^ oeYdt` eYfY_eeeft fijes sYq t`eij 
margins are declining ( comp ared with j ust 18 %  in North America) .  
W hen asked for the top  factors, 8 8 %  p ointed to comp etitive fee 
p ressure and 6 3%  cited the cost of regulatory  comp liance.  

A P A C
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I n the nex t two to three y ears, many  regions see strategic budgets 
shifting to revenue growth, while the focus in APAC remains 
on regulatory  and is even ex p ected to increase on op erational 
e^ficiefcies ifitiYtines& 9dt`om_` c`Yddef_es epist$ fijes oidd feed to 
address current cost obligations while still p lacing strategic bets on 
enhancing the client ex p erience across the region.

APAC  clients go digital:  are wealth managers ready?
Today , p ersonal interaction is the most common channel for APAC 
oeYdt` cmstoeejs to jeceine fifYfciYd Ydnice  +1�!$ ^oddooed Zq 
online ( 24% ) , p hone ( 18 % ) , mobile ( 13% )  and social media ( 5 % ) .  
H owever, looking forward two to three y ears, resp ondent p reference 
for p ersonal and p hone advice will diminish, with online, mobile and 
sociYd eediY _jooif_ to fidd t`e _Yp& A^ t`ese pjedictiofs Yje jeYdired$ 
digital will soon become the p referred channel for interacting with 
advisors in APAC.

More than one-third ( 37 % )  of APAC resp ondents have no issues 
Yt Ydd coeemficYtif_ oit` t`eij oeYdt` eYfY_eeeft fijes niY 
digital channels.  Those with concerns are worried about security  of 
p ersonal information ( 40% ) , transactions not being p rocessed in real 
time ( 29 % ) , inaccurate data disp lay  ( 28 % )  and limited connectivity  
( 25 % ) .  APAC wealth managers will need to resolve these issues to 
meet their clients’  future p references for digital interaction.  W ealth 
managers will also need to imp rove the effectiveness of social media 
stjYte_ies Yfd cYepYi_fs& Nofe o^ t`e 9H9; fijes pYjticipYtif_ 
in this study  rated their social media footp rint as effective;  three-
imYjtejs jYted it Ys ife^^ectine oj nejq ife^^ectine& 

Distinct country dif f erences challenge  
pan- regional approaches 
There are stark differences in client p references across the APAC 
region, esp ecially  between develop ed and emerging markets.  This 
further indicates that generaliz ed ap p roaches are unlikely  to work.  
I nstead, APAC wealth managers need to align offerings to country -
based differences in investor attitudes toward the following:

•  A p p ro ac hes  and  ex p ec tatio ns  o f  inv es ting È >mdfiddif_ pejsofYd 
goals resonated most with investors from develop ed markets, 
such as Singap ore ( 5 1% )  and Australia ( 48 % ) , but with j ust 15 %  
of Chinese clients.  I n contrast, mainland Chinese ( 44% )  and H ong 
K ong ( 46 % )  clients cited meeting the market index  as their main 
ex p ectation of investing, followed closely  by  outp erforming the 
eYjcet& :Ysed of t`ese fifdif_s$ oeYdt` eYfY_ejs Yfd Ydnisojs 
may  need to recalibrate how they  interact with clients.  Although 
it ap p ears that clients in develop ed APAC countries would be 
more recep tive to a goals-based dialogue, there ap p ears to be an 
op p ortunity  to shift the conversation in emerging markets that still 
view p erformance as their key  benchmark.

•  What c o ns titu tes  go o d  c lient s erv ic e —  APAC resp ondents 
value accurate account information ( 49 % ) , intuitive p rocesses 
 ,.�!$ Yfd imYditq Yfd ^jeimefcq o^ iftejYctiof oit` t`eij oeYdt` 
eYfY_eeeft fije  +/�!& 9ccmjYte if^ojeYtiof is pYjticmdYjdq 
imp ortant for resp ondents in develop ed countries ( Singap ore, 
Australia and J ap an)  indicating that what should be a “ hy giene 

factor”  remains an imp ortant differentiator in these countries.  I n 
contrast, resp ondents in mainland China and H ong K ong p lace 
_jeYtej nYdme of e^ficieft Yfd iftmitine pjocesses$ smc` Ys fo pYpej 
and a single contract.  

•  �Channel p ref erenc es  f o r ad v ic e —  Advice via p ersonal interaction 
is most common in Singap ore ( 5 0% )  and least common in H ong 
K ong ( 28 % )  and mainland China ( 27 % ) .  Chinese resp ondents 
also have the region’ s greatest p rop ensity  to interact with their 
advisors through mobile ( 19 % )  and social ( 11% )  channels.  B y  
2018 , digital channels will become increasingly  p op ular across the 
region.  W hat’ s interesting is resp ondents in mainland China and 
Singap ore have a p reference to receive advice via mobile ap p s, 
whereas those in J ap an, Australia and H ong K ong p refer online 
advice interaction.  
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9dt`om_` 9H9; Ys Y o`ode oYs Ydi_fed of t`e iepojtYfce o^ fije 
rep utation, clients from more develop ed countries like Singap ore 
and Australia p laced greater value on transp arency  in p erformance 
and fees.  O f all the countries survey ed globally , Australian 
resp ondents ( 48 % )  were most likely  to cite transp arency  in fees 
and commissions as an imp ortant trust factor.  The op p osite is 
true of mainland Chinese resp ondents, who felt strongly  about 
transp arency  in p erformance as a key  trust factor ( 46 % ) , further 
demonstrating the p erformance focus in mainland China.

I n terms of fees and commissions, over half of the resp ondents from 
APAC cited that an understanding of advisor comp ensation is a key  
trust driver.  O ut of all the countries survey ed globally , Australia 
had one of the highest p rop ortions ( 15 % )  of resp ondents who did 
not know how their advisors were comp ensated.  This may  be a 
jeÖectiof of `oo ^ees `Yne tqpicYddq Zeef Zmfdded Zq ifnesteeft 
p latforms and sup erannuation funds.  There is a clear op p ortunity  to 
differentiate through transp arency  in fees and commissions in  
9H9; È i^ tjYditiofYd fijes dofÌt Yct ^Yst$ t`is comdd opef t`e 
door for digital entrants with simp le p ricing models to increase 
awareness and gain traction in the region ( esp ecially  in develop ed 
markets) .

Assets ripe f or consolidation
As a region, APAC had the highest p ercentage of clients with 
jedYtiofs`ips Yt eoje t`Yf fine oeYdt` eYfY_eeeft fijes  )-�!& 
Among the UH NW  segment, it j ump s to 29 % , which is far greater 
than the global average for UH NW  clients ( 17 % ) .  Additionally , 
more than half ( 5 3% )  of APAC clients indicated a p reference to 
consolidate their assets, most notably  in the emerging countries 
throughout the region.  

I n China, an astounding 8 3%  of resp ondents have a p reference 
to consolidate assets.  This could mean that clients in emerging 
eYjcets dice eYifdYfd ;`ifY Yje dess sYtisfied oit` t`eij cmjjeft 
p roducts and/ or more likely  to seek solutions that better integrate 
their banking, wealth and insurance p roducts.  I n develop ed regions 
like Australia and J ap an, only  38 %  and 35 % , resp ectively , want to 
consolidate ( as comp ared to 5 7 %  globally ) , which could be due to 
the longer-term nature of wealth management relationship s and 
more holistic offerings in these countries.  The top  factors driving 
asset consolidation in APAC are better p ortfolio returns ( 6 6 %  
comp ared to 5 3%  globally ) , better p ricing ( 5 3% )  and breadth of 
p roducts and services ( 47 % ) .

O verall, APAC resp ondents who recently  switched their p rimary  
oeYdt` eYfY_eeeft fije oeje eost dicedq to cite Zettej pjicif_ Yfd 
better p ortfolio returns as the reasons.  Mainland Chinese ( 6 0% )  
Yfd @of_ Cof_ jespofdefts  ./�! oeje si_fificYftdq eoje dicedq 
to cite better p ortfolio returns, while Australian investors were 
more likely  to cite better p ricing.  Australian and J ap anese investors 
were far less likely  to cite better p ortfolio returns at 27 %  and 18 % , 
resp ectively , indicating that p roduct and advice fees are more 
imp ortant than p erformance in causing clients in these countries to 
make a switch.

I n summary , the research reveals key  drivers of client ex p erience 
and trust in APAC, as well as client ex p ectations for investing, digital 
channel p references and the likelihood of consolidating assets.  That 
Zeif_ sYid$ t`eje Yje si_fificYft di^^ejefces Zetoeef eeej_if_ Yfd 
develop ed countries in APAC, which highlight more than ever the 
comp lex  strategies that wealth managers must emp loy  to cap ture, 
retain and grow assets in this region.  

Kome firms omt o^ tom[` oit` [dients
L`e jeseYjc` ideftified Y fmeZej o^ oojjqif_ discoffects Zetoeef 
the region’ s wealth managers and their clients.  For ex amp le, 5 7 %  
o^ 9H9; fijes eppect pejsofYd iftejYctiofs to jeeYif t`eij pjieYjq 
channel in the nex t two to three y ears, comp ared with j ust 32%  of 
clients whose p references are instead shifting to digital.  This lack of 
awareness of clients’  digital p references may  account for the slow 
p rogress of the region’ s wealth managers to allocate budget and 
tjYfs^oje t`e ^joft o^fice Yfd sejnice eodeds& 

I n addition, the region’ s wealth managers do not alway s understand 
cdieft pjiojities& Af pYjticmdYj$ fijes YppeYj to mfdejestieYte t`e 
imp ortance of transp arent fees and p erformance rep orting as well 
as reassuring clients about data p rivacy  and security .  Transp arency  
in fees and p ortfolio p erformance was actually  the most imp ortant 
^Yctoj ^oj 9mstjYdiYf ifnestojs  +0�!$ ifdicYtif_ t`Yt fiped%^ee Yfd 
unbundled investment fee p ricing should resonate strongly  with 
Australian wealth clients.  H ong K ong resp ondents were more 
likely  to cite a broad suite of p roducts and tools, whereas mainland 
Chinese and J ap anese resp ondents considered transaction security  
as one of the top  factors imp acting their ex p erience.

Although wealth managers were aligned with clients on the 
iepojtYfce o^ pej^ojeYfce Yfd mfdejstYfdif_ cdieftsÌ fifYfciYd 
feeds$ t`eq eimYddq oei_`ted t`e jode o^ t`e fifYfciYd Ydnisoj& Af 
coftjYst$ ÉYccess to Y `meYf YdnisojÊ Yfd ÉimYditq Yfd ^jeimefcq 
of advisor interaction”  ranked fairly  low with clients at only  10%  and 
)+�$ jespectinedq& 9H9; ifnestojs Yje Ydso _efejYddq dess sYtisfied 
with their main advisor than those in other regions.  J ust 6 8 %  say  
t`eq Yje cmjjeftdq sYtisfied oit` t`eij Ydnisoj$ coepYjed oit` 0+� 
if Nojt` 9eejicY Yfd //� if =mjope& L`ese fifdif_s ifdicYte t`Yt 
fijes doocif_ to dedinej Yf epceptiofYd eppejiefce eYq oYft to 
focus more on factors such as fee transp arency  instead of rely ing 
too heavily  on the strength of the advisor relationship .  

Opportunities to dif f erentiate through transparency
The main factors that determine client trust with APAC wealth 
eYfY_eeeft fijes oeje cdYjitq if ^ees Yfd Ydnisoj coeeissiofs 
 +0�!$ fije jepmtYtiof  +/�! Yfd tjYfspYjefcq if pojt^odio 
p erformance ( 34% ) .  W ealth managers that score highly  on these 
attributes are likely  to form deep er and more trusting client 
relationship s that will be less suscep tible to underp erformance, 
higher fees and other drivers of client attrition.  
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Perf ormance and goals are similarly crucial to 
clients in E M E A,  but mark et considerations af f ect 
t`e dqnami[s Zetoeen firms and [dients
B oth clients and wealth managers in EMEA agree that 
mfdejstYfdif_ Yfd ^mdfiddif_ ifnesteeft pej^ojeYfce Yfd _oYds Yje 
t`e ceqs to smpejioj cdieft eppejiefce È Y cofsisteft fifdif_ oit` 
the global research.  H owever, clients tend to p lace greater value on 
tjYfspYjefcq$ o`ide fijes eep`Ysire t`e imYditq o^ cdieft'Ydnisoj 
interactions.

Clients broadly  view their advisor relationship  as less imp ortant 
than other factors such as data security , available p roducts and 
sed^%sejnice cYpYZidities$ o`ic` ifdicYtes t`Yt fijes feed to Zodstej 
their technology  infrastructure and tools to imp rove engagement 
with their clients.  To address these p references, a large number of 
fijes if t`e MC$ ^oj epYepde$ `Yne ifnested if denedopif_ fifYfciYd 
p lanning cap abilities alongside traditional investment management 
to better understand their clients’  needs and goals.

Meanwhile, market considerations in EMEA alter the dy namic 
Zetoeef fijes Yfd cdiefts& Af KoitrejdYfd$ ^oj epYepde$ t`e ^ocms 
on the high-net-worth and ultra-high-net-worth segments, coup led 
oit` Y dYj_e cofceftjYtiof o^ o^^s`oje Yssets$ jeimijes Y eoje 
nuanced ap p roach to managing the client ex p erience.  The research, 
`ooenej$ ifdicYtes t`Yt ^eo fijes if KoitrejdYfd `Yne YddocYted 
specific jesomjces to iepjonif_ t`e cdieft eppejiefce& G^tef$ cdieft 
satisfaction is confused with the concep t of customer ex p erience, 
Yfd t`e jespofsiZiditq ^oj coffijeif_ it is tqpicYddq dede_Yted to t`e 
^joft o^fice& 9s Y cofseimefce$ cdieft eppejiefce eetjics Yfd _oYds 
Yje tqpicYddq eissif_ ^joe Koiss fijesÌ stjYte_ic oZbectines& 

I ntegrating digital of f erings with the evolving role of  
the advisor
D igital channels —  including websites, mobile ap p lications and social 
media —  will increasingly  be viewed as the way  in which clients will 
access all elements of their wealth management services.  These 
p latforms are already  the clear favorite for clients in EMEA today ;  
websites are seen as the p rimary  channel for most key  activities, 
including viewing account information and p ortfolio p erformance, 

conducting transactions and receiving advice and research.  Clients 
stidd pje^ej ZjYfc`es ^oj fifdif_ Yfd iftejYctif_ oit` t`eij Ydnisojs$ 
though they  see digital channels becoming the p rimary  means of 
interaction in the nex t three y ears.

Firms in EMEA, however, continue to have strong convictions that 
clients will be looking for core services to be delivered through the 
traditional, in-branch channel, p articularly  in relation to advice and 
pjodmct pmjc`Yse& 9dditiofYddq$ deeYfds ^oj cdieft coffideftiYditq 
and the strong reliance on p ersonal relationship s in countries like 
KoitrejdYfd djine fijes to dieit denedopeeft o^ feo c`Yffeds ^oj 
communicating and interacting with clients.  

9 [`anging [dient profide in DmpemZomrg and its impa[t on 
growth
I n Lux embourg, the last three y ears has witnessed a focus 
on ex p anding p roduct p ortfolios and on actively  managed 
p roducts in order to better meet clients’  needs.  Firms have 
ex p erienced a strong decline of margins in Lux embourg due to 
t`e c`Yf_e if cdieft pjofides3 seYdd$ `i_`%eYj_if cdiefts `Yne 
been rep laced by  bigger, lower-margin clients.  H istorically  
low interest rates and rising costs ( largely  due to regulatory  
^Yctojs! coepomfd t`e di^ficmdties ^Yced Zq oeYdt` eYfY_ejs if 
Lux embourg.

This shifting focus to client goals is ex p ected to continue 
in the y ears to come —  to a greater ex tent than in the 
broader Europ ean market —  with a more marked interest for 
discretionary  services and active management.  This shift is 
driven by  the direct focus on client needs, as well as by  the 
need to imp rove margins and resp ond to changing regulations.

Meanwhile, the advisory  service model is ex p ected to evolve in 
the coming y ears toward a team ap p roach.  This trend seems 
more p ronounced in Lux embourg than in the rest of Europ e 
or in Switz erland, where the advisor model is the rule, due 
to t`e jepositiofif_ o^ t`e fifYfciYd eYjcetpdYce of `i_`ej 
nYdme%Yddif_ sejnices oit` stjof_ fifYfciYd stjmctmjif_ Yfd 
ef_ifeejif_ coepofefts jeimijif_ emdtipde coepetefcies&

Primary channel f or doing business in two to three years 
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E M E A

AfcjeYsif_dq$ fijes Ycjoss =E=9 Yje s`i^tif_ t`eij ^ocms YoYq ^joe 
regulatory  comp liance issues to seeking op p ortunities for growth, 
p rincip ally  through a client-driven agenda.

OeYdt` eYfY_eeeft fijes if =E=9 oeje eoje coffideft t`Yt 
they  deliver an effective client ex p erience today  ( 7 1% )  comp ared 
to their p eers in APAC ( 5 4% ) , North America ( 5 0% )  and Latin 
America ( 5 0% ) .  H owever, the research indicates some key  areas in 
o`ic` fijes Yfd cdiefts pjiojitire cdieft eppejiefce di^^ejeftdq$ Ys 
well as a strong client p reference for digital cap abilities, indicating 
op p ortunities for imp rovement in EMEA.  

Wealth managers in E M E A are optimistic about 
directing their strategic budgets toward top- line 
growth 
9ccojdif_ to t`e jeseYjc` jesmdts$ fijes `Yne ^ocmsed jeceft 
investments on reviewing p roduct and p ricing strategies, 
centraliz ing p ortfolio management and develop ing robust risk 
management and governance frameworks to remain comp liant with 
increasing regulation.  I nvestments have been targeted at up grading 
legacy  technology  p latforms and cop ing with additional data and 
tjYfspYjefcq jeimijeeefts& 

Doocif_ ^ojoYjd$ eYfq oeYdt` fijes Ycjoss =E=9 Yje foo ^eedif_ 
coffideft to ifnest if _joot` Yfd e^ficiefcq Yfd coepete ^oj feo 

clients.  The research anticip ates a shift toward revenue and growth 
initiatives in the nex t two to three y ears in the following areas:  
di_itYd cYpYZidities$ AL if^jYstjmctmje$ AL eodejfirYtiof$ Ycimisitiofs$ 
increased numbers of advisors and op erational effectiveness.  As 
wealth managers focus on the growth agenda, client ex p erience will 
Ze t`e ceq di^^ejeftiYtoj to oiffif_ t`e jYce ^oj Ycimijif_ fet feo 
money  and retaining wealth in the generational wealth transfer.

 

Investment priorities in two to three years

68%

11%

14%

7%

EMEA

Revenue growth Operational e�ciency

Regulatory compliance Mixed priorities

Ful�lling personal goals, 
irrespective of market performance

36%

I nvestments in client experience grow in the UK  
 
F irms  in the U K  are mo v ing b u d gets  p rev io u s ly  f o c u s ed  o n 
regu lato ry  initiativ es ,  lik e the R etail D is trib u tio n R ev iew  and  
I nv es tment S u itab ility ,  to w ard  gro w th b y  hiring ad d itio nal 
ad v is o rs  and  p u rs u ing c o ns o lid atio n ac tiv ity  in the mark et.  
H o w ev er,  w hile thes e ef f o rts  target c lient as s ets  in the s ho rt 
term,  s u s tained  gro w th w ill b e d riv en b y  imp ro v ements  in the 
c lient ex p erienc e.  

Clients  are inc reas ingly  lo o k ing f o r a mu ltic hannel o f f ering 
to  help  them manage their w ealth,  as  the trad itio nal v iew  
o f  the ad v is o r- d riv en relatio ns hip  ev o lv es .  T he ind u s try ,  
ho w ev er,  c o ntinu es  to  b e s lo w  at d eliv ering tru e mu ltic hannel 
o f f erings ,  w hic h,  f o r trad itio nal w ealth managers  in the U K ,  
is  largely  d riv en b y  c hallenges  o f  w o rk ing w ith legac y  c o re I T  
s y s tems ,  b u reau c rac y  and  regu lato ry  p rio rities .  

L o o k ing tw o  to  three y ears  ahead ,  the integratio n o f  d igital,  
inc lu d ing mo b ile ap p lic atio ns ,  w ill inc reas ingly  b e ex p ec ted  
as  the w ay  in w hic h c lients  w ill ac c es s  all elements  o f  their 
w ealth management s erv ic es .  D ev elo p ing d igital c ap ab ilities  
will not only enable firms to enhance the service they provide 
to  their ex is ting c lients ,  b u t als o  re- engage w ith c lients  w ho  
c u rrently  d o  no t hav e ac c es s  to  ad v ic e.

I nvestment priorities in two to three years
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Americas wealth managers:  shif ting toward revenue growth

I n general, wealth managers in the Americas have a more op timistic 
outlook on margins than other regions of the world;  ap p rox imately  
5 0%  of resp ondents believe margins are imp roving ( vs.  11%  for 
=E=9 Yfd 0� ^oj 9H9;!& L`is optieise is jeÖected if t`e cdeYj s`i^t 
of strategic budgets from regulatory  comp liance and op erational 
e^ficiefcq to jenefme _joot` onej t`e fept too to t`jee qeYjs& 

Y et the sky  is not comp letely  clear across the continent.  Firms 
facing margin p ressures cited regulatory  comp liance, fee p ressure, 
concentration of low-margin p roducts and changing market 
cofditiofs Ys ceq mfdejdqif_ ^Yctojs& Af ;YfYdY$ fijes `Yne Zeef 
challenged to imp rove margins during the p ast coup le of y ears, with 
jisif_ je_mdYtojq coepdiYfce costs  e&_&$ ;dieft JedYtiofs`ip Eoded 
H`Yse *! `Ynif_ Y si_fificYft iepYct& L`ese je_mdYtojq pjessmjes Yje 
not ex p ected to abate in the near term, with maj or imp lementation 

deadlines and securities commissions’  decisions ( e. g. , B est I nterest 
<mtq! sc`edmded ^oj *(). Yfd *()/& 9s ^oj t`e MK$ t`e fifYd jmdif_ 
by  the D ep artment of Labor ( D O L)  and the p otential for up coming 
Securities and Ex change Commission guidance regarding a uniform 
fidmciYjq stYfdYjd eYq cYmse disjmptiof if t`e ifdmstjq Yfd djine 
si_fificYft c`Yf_e Ycjoss Zmsifess eodeds Yfd pjocesses&

The shift in p riorities by  Americas’  wealth managers is timely  as the 
consolidation op p ortunity  is clear.  

Factors driving North American clients to consolidate assets include 
better p ricing and better p ortfolio returns.  Factors driving Latin 
American clients to consolidate assets include better p ortfolio 
returns, breadth of p roducts and services, and better p ricing.

A meric as

Percent of clients with more than one wealth manager

70%

90%

Percent of those clients open to 
change wealth managers

80%

56%

Financial technology  entrants with a clear digital channel focus 
pjeseft Y t`jeYt to fijes if =E=9& L`e jeseYjc` ifdicYted t`Yt 
ap p rox imately  half of the clients in the region are familiar with 
automated advice services and are likely  to consider op ening an 
account with a p rovider, though this p rop ortion is smaller in the 
Middle East, where only  30%  of clients show interest.  

@ooenej$ fijes ZjoYddq see tec`fodo_q Ys Y tood to smppojt oeYdt` 
managers rather than rep lace them;  digitaliz ation efforts are 
^ocmsed of ifcjeYsif_ e^ficiefcq Yfd YmtoeYtif_ tiee%cofsmeif_$ 
ZYcc%o^fice pjocesses Ys oedd Ys YjeYs smc` Ys cmstoeired jeseYjc`$ 
p ortfolio health checks and p ortfolio analy sis, and electronic 
communication.  The trend is not as marked in some countries with 
large nonresident client bases, such as Lux embourg, where the 
p riority  remains on the more traditional internet channel to further 
develop  transactional asp ects in addition to consultative features.

W hile the direction toward digital channels is clear, the industry  
continues to be slow at delivering true multichannel offerings as 
fijes ^Yce c`Yddef_es oit` de_Ycq coje AL sqstees$ ZmjeYmcjYcq Yfd 
regulatory  p riorities —  challenges that traditional wealth managers 
can confront by  utiliz ing a range of tools and functionality  available 
through sp ecialist third-p arty  technology  vendors.  

Making the right investments relies on a careful understanding of 
what clients value, as their relationship  with their advisor continues 
to evolve.  Maintaining certain traditional standards in the client 
relationship  will remain crucial to satisfy ing the needs of current 
cdiefts3 `ooenej$ fijes Ycjoss =E=9 t`Yt dedinej Y fmYfced cdieft 
ex p erience that is truly  in touch with their clients’  needs are p oised 
to attract the nex t generation of wealth in the region’ s diverse 
markets, both new and old, as well as domestically  and abroad.

Opportunities f or leveraging the power of  social media in 
Switz erland
Koiss fijes `odd Y eoje tjYditiofYd nieo tooYjd t`e mse o^ 
social media, viewing it p rimarily  as a p latform for marketing 
with the op p ortunity  to build their brand and, to a minor 
degree, to attract new clients.  According to the results, Swiss 
wealth managers are reluctant to see social media as a p rimary  
channel for interaction when comp ared to the branch network 
oj Y fijeÌs oeZsite o`ide Ydso eppectif_ sociYd eediY to efYZde 
more effective interactions with both their advisors and p eers.

LodYq$ Koiss fijes mse DifcedAf Yfd Loittej Ys t`eij pjieYjq 
social media channels, in line with their global p eers.  
Aftejestif_dq$ fijes if KoitrejdYfd mse nideo%s`Yjif_ sites Yt t`e 
highest p rop ortion of all countries survey ed ( 42% ) , ex ceeding 
the p rop ortion of remaining countries ( 32% ) , with the p rimary  
p urp ose being educational.

W hile social media currently  remains an isolated element within 
t`e eYjcetif_ YjeYs o^ Koiss fijes$ t`e ifte_jYtiof o^ sociYd 
media into a wider client ex p erience strategy  is imminent, as it 
is jeimijed to ef`Yfce t`e cdieft eppejiefce&

Percentage of  clients with more than one wealth manager Percentage of  those clients open to
change wealth managers
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This interest in robo-advice signals an op p ortunity  for Latin 
9eejicYf fijes to denejY_e t`e poteftiYd cost%to%sejne jedmctiofs 
imp lied in a digital advice model.  H owever, even though more 
t`Yf -(� o^ DYtif 9eejicYf fijes ifdicYte t`eq Yje eonif_ tooYjd 
develop ing automated advice, they  lag their counterp arts in other 
regions in develop ing a robust digital advice cap ability .  First-mover 
advantage is at stake in what ap p ears to be an underserved demand 
in a highly  digitaliz ed p ublic.

EeYfo`ide$ if Nojt` 9eejicY$ t`e issme is fot fecessYjidq fijesÌ 
cap abilities, but client awareness:  only  38 %  of clients say  they  are 
familiar with this new advice model, meaning there is still p lenty  
of work ahead for North American wealth managers looking to 
leverage digital advice.  

•  T rust2 ;diefts if t`e 9eejicYs ideftified fije Yfd Ydnisoj 
rep utation, clarity  in fees and p erformance, and transp arency  
in p ortfolio p erformance as the top  drivers of trust.  These 
p references are generally  consistent with the global p ersp ective, 
although Latin American clients value transp arency  in p ortfolio 
p erformance higher and North American clients value advisor 
jepmtYtiof si_fificYftdq `i_`ej t`Yf ot`ej je_iofs& ;diefts if t`e 
9eejicYs oYft Ydnisojs o`o mfdejstYfd t`eij fifYfciYd _oYds 
and are transp arent about p erformance and fees.  Conversely , 
lack of accessibility  and a p urely  sales-driven focus are the main 
negatives.  
 
W ealth management clients in the Americas p lace greater 
emp hasis on transp arency  such that an understanding of the 
main drivers of an advisor’ s comp ensation p ositively  imp act 
client trust.  Preferences on fees are also beginning to change, as 

YppjopieYtedq ofe if enejq fine cdiefts is cmjjeftdq dissYtisfied 
with the way  he or she is being charged.  Similar to global trends, 
9eejicYs cdieftsÌ pje^ejefces tooYjd fiped ^ees Yje ifcjeYsif_$ 
while p reference toward AUM and commission-based fees is 
declining.  

C onclusion
The Americas p ersp ective is one of evolving p riorities and 
increasing op p ortunities to attract new and retain ex isting clients 
and assets through sup erior client ex p erience.  According to 
our research, there is a US$6 5  billion to US$7 5  billion revenue 
oppojtmfitq ^oj t`e fijes if t`e 9eejicYs t`Yt mse cdieft eppejiefce 
as a comp etitive advantage to cap ture the clients who are willing 
to consolidate assets, given the right incentives.  I n this sense, 
oeYdt` eYfY_eeeft fijes oit` Y HYf%9eejicYf ^ootpjift feed to 
acknowledge that client p references vary  across subregions.  As 
such, their client ex p erience models will need to balance global 
consistency  with the p rop er regional customiz ation to account for 
these differences.

O`Yt eYttejs eost is `oo fijes coeemficYte t`e nYdme o^ t`eij 
services and advice and how they  adap t to increasing demand 
for transp arency , digital and self-service cap abilities, and deep er 
interaction and engagement.

C lients'  awareness and willingness to open a robo- advisor account

Clients willing to op en an account with a robo-advisor Clients aware of robo-advisors

Latin America

North America

7 2%

32%

6 1%

38 %

C lient experience in the Americas 
Af dife oit` _doZYd tjefds$ cdiefts Yfd fijes if t`e 9eejicYs Yje 
aligned on two of the top  three drivers of client ex p erience:  meeting 
investment p erformance ex p ectations and understanding clients’  
fifYfciYd _oYds Yfd feeds& @ooenej$ cdiefts if t`e 9eejicYs tefd 
to pdYce _jeYtej nYdme of tjYfspYjefcq$ o`ejeYs fijes eep`Ysire 
the strength of the relationship  with the advisor.  This suggests 
that the heavy  reliance among wealth managers in the Americas 
on the advisor model is not necessarily  in line with their clients’  
ex p ectations.

B ey ond this, a closer look at the client ex p erience dimensions 
across the Americas reveals key  differences between North and 
South.  

•  Perf ormance:  North American clients are focused mainly  on 
^mdfiddif_ pejsofYd _oYds$ o`ide t`ose if DYtif 9eejicY oYft 
to omtpej^oje t`e eYjcet ifdep& ;diefts ^ocmsed of ^mdfiddif_ 
p ersonal goals are more likely  to p refer more p ersonaliz ed 
Ytteftiof Yfd nYdme imYditq o^ iftejYctiof oit` t`eij Ydnisoj oj 
fije& ;diefts ceftejed of omtpej^ojeif_ t`e eYjcet Yje iftejested 
if cdYjitq if pej^ojeYfce Yfd t`e speed Yfd imYditq o^ iftejYctiof 
and are more recep tive to digital advice.

•  E ngagement:  Clients in the Americas are, like their p eers from 
other regions, embracing digital and self-service adop tion, a 
^Yct t`Yt coftjYsts oit` fijesË desije to ceep eost o^ t`eij coje 
wealth advice activities in their branches.  The p ush for digital is 
esp ecially  strong in Latin America.

Latin American resp ondents p osted the strongest ap p etite for 
digital advice via online or mobile ap p s with limited or no human 
advisor interaction.  A full 6 1%  of clients in Latin America are 
familiar with automated advice services and 7 2%  are very  likely  or 
likely  to consider op ening an account with an automated advice 
service.  Furthermore, recent data from B raz il and Mex ico shows 
a very  high accep tance and usage of digital channels for other 
banking services, with less demand for face-to-face or telep hone 
interactions.  Latin American resp ondents do ex p ect that these 
interactions and their data are secure.

C lients'  overall expectation of  
investing —  N orth America

24%

1%

28 %

47 %

C lients'  overall expectation of  
investing —  L atin America

Meeting the market index O utp erforming the market index

>mdfiddif_ pejsofYd _oYds

19 %19 %

6 2%

Primary channel f or doing business in 2–3 years 
N orth America —  client

Primary channel f or doing business in 2–3 years 
N orth America —  wealth manager

Primary channel f or doing business in 2–3 years 
L atin America —  client

Primary channel f or doing business in 2–3 years 
L atin America —  wealth manager
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More than 2,000 wealth management clients rep resenting a broad sp ectrum of segments, including wealth level, age group , regions and 
gender, p articip ated in our survey . *  Survey  p op ulation targets were set for each segment to op timiz e accuracy  and rep resentation.  The 
survey  was also translated to local languages and administered online by  O x ford Economics in the latter p art of 2015 .  

EY  also conducted interviews with more than 6 0 wealth management ex ecutives globally  to understand how wealth managers are 
thinking about and investing in key  industry  top ics.  

*  Particip ating markets include Australia, B raz il, Canada, Mainland China, G ermany , H ong K ong, J ap an, Lux embourg, Mex ico, Middle East ( K uwait, Saudi Arabia, UAE) , Singap ore, 
Switz erland, United K ingdom and United States of America

C lient survey —  break down by region

North America
24%

APAC
37 %

LATAM
13%

EMEA
26 %

C lient survey —  break down by AUM

O ver US$25 m
33%

O ver US$25 0,000–
US$9 9 9 ,9 9 9

33%

US$1m–
US$9 . 9 9 m

26 %

US$10m–
US$25 m

8 %

F irm results—  break down by region

North America
17 %

APAC
20%

LATAM
6 %

Europ e
5 7 %

F irm results —  break down by AUM

O ver US$15 0b
17 %

US$5 0b–US$15 0b
29 %

US$20b–US$49 b
22%

Up  to $US5 b
9 %

Not specified
3%

US$5 b–US$19 b
20%

M ethodology 
and research 
population
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K ey contactsOpportunity  
The revenue op p ortunity  is based on EY  analy sis of global wealth across asset tiers, regions and demograp hics as well as fees  
across those segments.

Wealth manager revenue opportunity

Global wealth assets

$118t

Regions2

Demographics3

$

Opportunity
US$175b–US$200bx revenue margin4

P
ro

pe
ns

it
y 

to
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on
so

lid
at

e3  %

1Asset tiers include US$100k–US$1m and US$1m or above
2Regions include APAC, EMEA, North America and LATAM

3Factors include number of accounts held, willingness to consolidate
4Revenue margin based on regions and asset-tier-based fees

Asset tiers1
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E Y  |  Assurance |  Tax  |  Transactions |  Advisory
A b o u t E Y
EY  is a global leader in assurance, tax , transaction and 
Ydnisojq sejnices& L`e ifsi_`ts Yfd imYditq sejnices oe 
dedinej `edp Zmidd tjmst Yfd coffidefce if t`e cYpitYd eYjcets 
and in economies the world over.  W e develop  outstanding 
leaders who team to deliver on our p romises to all of our 
stakeholders.  I n so doing, we p lay  a critical role in building a 
better working world for our p eop le, for our clients and for 
our communities.

EY  refers to the global organiz ation, and may  refer to one or 
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