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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.  

e t  e s ce ot  si ific t oppo t ities to c i e e  
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?  

i ting rom e fi ien  and reg ator  omp ian 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  fi s e ie e t t i s e i p o i  i e t e o t oo s 
o  fi s i   d ope e ess opti istic  t o  c e t 
strategic budgets are focused on addressing margin challenges, 
looking out two to three y ears reveals a strong investment shift 
to d e e e o t  o e e  fi s i  ope d t e e ic s 
are more op timistic about directing their strategic budgets toward 
revenue growth comp ared to other regions.

e specific e e e o t  i iti ti es t t e t  e s e 
de t i  e oc sed o  o  e  si ific t i p ct o  c ie t 

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 e e s t t d i e o e  c ie t c isitio  d ete tio

B ridging the gap between clients and  
wealth managers

ie t e pe ie ce i  e t  e e t is i e s it sp s 
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.  

e i e i  t e i d o  e pe ie ce t t c ie ts e c  e di fic t 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 
o t  e s e  is es d o  ie ts d fi s e i ed o  

most of the key  client ex p erience drivers, but there are three areas 
e e fi s e o t o  step it  c ie ts  t sp e c  c e s d 

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.  

•  ients redefine transparen  ie ts o e e i  ide tified 
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 
e ee  fi st o e s i  di it  i o tio  d e e e t e 

already  moving a maj ority  of service functions to digital channels, 
while asserting that they  will keep  core wealth advice activities in 

ce to ce c e s  ie ts  o  t e ot e  d  e si ific t  
o e ope  t  fi s to dopti  di it  c e s o  e t  

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 

e e t o  i  c ie t se e ts t t e i e  i  e e  
of p roduct and service customiz ation.  Y et, some clients are 

estio i  t e e o  t is o e d e tio s 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 e t  s o d s  t ese st te ic estio s

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 
stifies t e e p o ided  

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?
 ese c  d sis s o  t e e is  si ific t o t 

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 
fi s de  t e i t ci c st ces  

Estimating conservatively , there is a US$17 5  billion to  
 i io  e e e oppo t it  o  t e fi s t t et e d 

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.
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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 ficie c  o e e  oo i  o d to t e e t t o to t ee e s  
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 
c ie i  otto i e o t  t o  ope tio  e ficie cies d 

cost-cutting measures is an imp ortant budgetary  factor.  O ver the 
st e   fi s e o ced e  i iti ti es to ed ce tot  

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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Mix ed p riorities*

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 

d e pect tio s e c i  d tic  i e ced  t ei  
daily  ex p eriences with Amaz on, Ap p le, Uber and other digital 

e et e s  t e o e  fi tec  e t ts e i  i o ds i  
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 
i te est o  e t  e s  t e co cept s p o e  to e ite 

st ct it  o co o  defi itio  o  e c   t is co te t  
our research aimed to establish a concrete and comp rehensive 
reference model to help  wealth managers leverage client ex p erience 
to c i e e  c ie ts d ssets i  s ppo t o  t e e e e o t  
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
e fi ci  pe o ce de i e ed 

by  wealth managers through various 
elements of their offerings:  p roducts, 
fi ci  ed c tio  d d ice  
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 
de st d  fi ci  

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 
it   fi ci  e t

•  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, 
pe o ce is ed ost  c ie ts  it  e e e t d t st ed e   t e

H owever, a closer look at these results shows 
t t  o  t e c ie t pop tio  e  

ei s t e t ee di e sio s e  defi i  t e 
most imp ortant elements of their ex p erience, 
co fi i  t e eed o  e t  e s to ie  
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 

s p o ided  ste d  e e e st e  d p ofit so ce s ssets 
under management ( AUM)  increased and margins imp roved.  Y et, 
more recently , analy sts have p ointed to margin p ressures as a 

o  c e e c oss t e i d st  t o  p ofits co ti e 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.

e ceptio s o  i s   e io  pp o i te   o  fi s 
in North America and LATAM believe margins are still imp roving, 
while views are less favorable in APAC ( 8 % )  and Europ e ( 11% ) .  

ose citi  i  i p o e e ts poi t to t e e efits 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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46 %36 %

18 %

25 %
5 0%
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11%

40%

30%
8 %
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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 
d i c e si  co petitio  o  di it  e t ts e ed fi s 

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 .

 

9T he experience f actor:  the new growth engine in wealth management     |8 |      T he experience f actor:  the new growth engine in wealth management



Perf ormance
n estment per orman e is most important to ients  t t ere is no sing e 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 
fi ci  o s e d ess o  o e  et pe o ce  ese i  e pect tio s so e d to ces i  te s o  c ie t e pect tio s 
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 

ds  p i te e it  o  t ese c ie ts  speed d e e c  o  i te ctio  
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.

 o de  o  fi s to eet t ese di e se e pect tio s  t e  eed  o d po t o io o  p od cts  tip e pp o c es o  p o idi  e t  
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) .  

e c e e is ei  e to do so p ofit  d it o t c e ti  co sio  o  c ie ts d d iso s i e  t e i c e sed co p e it  
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

Meeting the
market index

28 %
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eeti  c ie t specific fi ci  o s
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C lients’  overall expectation of  investing by age and wealth segment
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E ngagement
While clients are demanding broader digital and self - service 
capabilities,  wealth managers can’ t tak e their eyes of f  the basic 
e ements 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 

e t  e s is isi  s c ie ts de d t t e t  fi s o e  
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, 

i e  t e i to c  t e o  e t  e e t specific  
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 

i i e t e e  to ot  c ie ts d fi s  o  t ese to c  poi ts  
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 
d iso s  i ed to specific c ie t eeds d p e e e ces

Finally , the fact that basic services such as receiving accurate 
i o tio  e top o  i d o  c sto e s s ests t t fi s  
still need to work in terms of satisfy ing fundamental client needs.  

e t t  is t t e t  e s i  e e  e si ific t oo  
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 

ot e edded i to e t  e e t fi s i  ot e  i d st ies 
( e. g. , having intuitive user interfaces isn’ t j ust top  of mind of Ap p le’ s 
c ie ts  p io ities  it s  i e  e ei  is t e c e e o  fi s  s 

eeti  c ie ts  e e e t e pect tio s i  e i e t e  to o  

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 .

1 0 |      T he experience f actor:  the new growth engine in wealth management 1 1T he experience f actor:  the new growth engine in wealth management     |



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

t i  fi ce ed c tio

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

t i  fi ce ed c tio

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
e o  t e ost co o  estio s s ed  e t  e s o e  

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 

e s  soci  edi  ootp i t   e e  fi s see soci  edi  
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 

e t  e s fi d t ei  soci  edi  st te ies to e e ecti e  
Firms attribute this to p oorly  articulated strategies, lack of cultural 
fit d e to  co p i ce i p ic tio s

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 

s o  c ie ts to p o ide eed c  to fi s

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 
e pe ie ces  s  estio s o  ot e  c ie ts  etc  o side i  t e 
imp ortance of word of mouth and referrals in wealth management, 
it co d e ed t t fi s s o d e efit si ific t  o  
t e p i i  po e  o  soci  edi  t s id  i  fi s e ot 
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 
co te t  e  so e pect to co t o  t e o  o  s c  co te t e  
subscrip tions and op t-in) .  Ultimately , success in talking to clients 
i  soci  edi  is tied to  fi s i it  to iste  d t i o  co te t 

accordingly .  

W hether a social media strategy  is focused on talking, listening or 
ot  e t  e s eed to fi st c o ed e t e d e t  

differences that ex ist between social media and other traditional 
co ic tio  c e s d e ect o  e  estio s  

•  e o  i i  to e i is  co t o  tot  o  p ti  o  t e 
co te t o i  t o  o  soci  edi  p t o s

•  e o  co fide t t t o  e p opositio  i  d i e positi e 
content from clients?

•  e o  e d  to ct ic  to espo d to co te t d eed c  
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 
pp o c  i e  s e i  o  to  o  t ese estio s  co d 
e ti e  i p ct t e fi s o e  c edi i it  d d

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 %ficie t  i t iti e p ocesses

31%O ther

both on develop ing new digital cap abilities as well as addressing 
t e i e ficie cies d i it tio s o  t ei  e isti  p ocesses   
this sense, there is a real op p ortunity  to bring the two p riorities 
together —  addressing the basics and enhancing digital  
c p i ities   e ecti e  e e i  di it  to ei e t fi s  
legacy  p rocesses while seamlessly  integrating the different 
c e s o  d o i e  t o  ic  c ie ts c  e e it  
them.  

ti te  it s c e  t t fi s st fi d   to ce  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 
co fi s t e i po t ce o  ep t tio  t so i st tes t e 
si ific ce o  t sp e c  i  ees d po t o io pe o ce  
as the top  factor in building trust and delivering a sup erior client 

e pe ie ce  ie ts o e e i  ide tified c it  i  ees d 
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 

 o o ed  fi  ep t tio   d d iso  ep t tio  
( 13% ) .  These p references are generally  consistent across regions, 
t o  ti  e ic  c ie ts e fi  ep t tio  s i t  i e  
( 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 co petitio  it  fi  d d iso  ep t tio  seco d  to 
t sp e c  e  e t ts e  oppo t it  to ic  i  
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

•    tic e  o e i  to e e t e fi  o  e  o  te s
•  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 
t es  e  eti e e t  is c i d e s co e e ed c tio  d fi ci  t e p c se 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 

ei  ected  o  e e ts  so s e o s i to e  fi s e t  e e t po t  
to oo  t e  e ti e pe o ce  s s e does so  s e ecei es  i e otific tio  o  
a change in the fees charged to her account and what the estimated imp act will be.  She 

s  o o p estio  o  t is  so s e ses t e po t  to co ect it  e  d iso  d 
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 optio s  es  is c io s o t is fi s  di it  d ice o e i  o e  o e  

e o s i to t e fi s c ie t o  d posts  estio  o t di it  d ice  it i   
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 d iso s d i i es o e o t t e se ice

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.  
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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 ficie t p ocesses  di it  c e  o e i s d positi e d iso  
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.  

  i e i  did s itc  fi s i  t e st t o e s  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) .  

i e i s e so o e o  to d iso s t  fi s   o  
millennials say  they  would move assets to continue working with 
 specific fi ci  d iso  i especti e o  t e fi  s co p ed 

to only  12%  of baby  boomers ( who are generally  more loy al to the 
fi  d iso  o t  is e test o  N  i e i s d 
declines when moving down wealth segments.  

Although more loy al than anticip ated, 5 1%  of UH NW  millennials 
o d e e  i e  to co so id te ssets i to e e  fi s s 

comp ared to only  9 %  of UH NW  baby  boomers ( and 26 %  of mass 
e t i e i s   possi e e p tio  is t t i   st o  

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 
ssets t t ee fi s o  e e  t is ep ese ts  oppo t it  
o  e t  e s d fi ci  d iso s to est is  t st 

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  ss e t i e i s o

t e o e  N  i e i s e t e ssets  t t ei  fi ci  
needs may  not be as comp lex  as UH NW  baby  boomers, who may  
e i e t  d est te p i  i s ce p od cts d t sts  

These p roducts are not currently  p art of digital advice offerings 
t e so ot e i ed  ost N  i e i s i e  t ei  i e 

stage.  Their top  concerns are that digital advice is “ too generic”  and 
t t t ese fi s e  i ited t c  eco d  t o  t e eeds 
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 
s pp  to t e N  se e t  pecific  N  i e i s  

desire to beat the market and their ap p arent advisor loy alty  
contradict the common industry  p ercep tion of millennials as 
d i e   pe so  o s   o  d ice d fic e  it  t t s id  
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 
digita  game and onfirming a ignment o  a e de i ered it  
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 
fi   ep ese ts t e t i et o t  i esto s N  
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 
c ee s d fi ces  pe so  es d e pect tio s i  e tio  
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 

ss e t i e i  c ie t it  odest i est e ts  st de t 

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 
fi ci  o s t  e ti   e c

•  st d p ice se siti it  iss es e ed so e i e i s to 
ex p lore do-it-y ourself investing and others to remain on the 
sidelines.

•  ficie t p ocesses  ccessi e fi ci  d iso s d i t iti e 
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 

et  s o e i ed it  t ei  o ecti es t  fi i  
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 .  

e  ss e t i e i s e e  dist i ted o  
between those looking to meet the market, outp erform the market 

d tt i  t ei  o s  te esti  ss e t i e i s o  
No t  e ic  e t e e test p e e e ce o  fi i  t ei  o s 
( 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

fi i  pe so  o s  e  eti e e t  i especti e o  et pe o cetpe o i  t e et i deeeti  t e et i de

ss e t

No t  e ic

t  N

32%

18 %

45 %

37 %

26 %

42%

ss e t t  N

25 %
18 %

6 3%

18 %

5 8 %

17 %

ss e t t  N

38 %

25 %

5 1%

24%

38 %

24%

ss e t t  N

34%
44% 42%

13%

27 %

39 %
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Bridging the gap between firm strategy and client expectations
 ese c  es ts e ect t t  to  e e te t  e t  e s 

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 
fi i  i est e t pe o ce d o s e e s to s pe io  

ex p erience.  These two drivers are somewhat connected as it is 
di fic t to de i e  o  pe o ce e pect tio s i  t e e t  
d iso  does ot de st d t e  i  t e fi st p ce  d it is ot 

worth sp litting hairs on which is more imp ortant.  

o e e  c ie ts d fi s di e e o  t e i po t ce o  d iso  
interactions and transp arency  in driving client ex p erience.  Clients 
p ce si ific t  i e  e p sis o  t sp e c  i  ees d 
p ortfolio p erformance while somewhat downp lay ing the role 
o  d iso  i te ctio   co t st  e t  e e t fi s 
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.  

ese di e e ces et ee  c ie ts d fi s co e to et e  i  t ee 
fundamental, but evolving, areas:  transp arency , advice and service 
channels, and the role of the advisor.

ients redefine transparen
At its core, wealth management is about p lanning for future 

o s d t st is  e  e e e t o  t is e tio  ie ts 
ide tified t sp e c  o  pe o ce d ees s t e top d i e  
o  t st  ie ts e de di  fi s to e si ific t  o e 
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 

te  epo ts  ie ts e e d  to te  t ei  d iso s d 
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 
i po t o  fi di   p sici  ti  o  fi ci  d iso  t e 

same way  y ou might rate an Uber driver may  be unthinkable to 
e t  e s  t ot ecess i  to di it fi st i e i s  t 

minimum, it is a shift in mindset worth closely  watching.  

ie ts c oss e io s  e t  ds d e o ps ide tified 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, 
e po e i  c ie ts it  t is t pe o  i e ce is ot o  t e d  o  
any  wealth manager that p articip ated in our research.  

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

fi  e pect tio s i  te s o  
i est e t pe o ce

de st di  o  fi ci  o s eeds

sp e c  i  ees d po t o io 
pe o ce *

it  d e e c  o  i te ctio *

*  o  i c ded o  top t ee c oices

5 0%

7 5 %

5 2%

27 %

32%

6 1%

i ie t

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 
diss tisfied it  t e  t e  e c ed d o   te  
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 
c e  to d fi ed ees  ie t p e e e ce o  fi ed ees is isi  
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 
p opositio s  d t e fi s t t fi e t is o t i  e  disti ct 
comp etitive advantage.  O ur research does not suggest a wholesale 
s i t i  p ici  o  sset sed d co issio  to fi ed ees  t 

it does poi t o t t t t e e is  c e  oppo t it  o  fi s to o e 
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 
t ditio  e t  e s to i te ct it  c ie ts  ost fi s 
agree that key  service activities, such as viewing p ortfolio 
information and accessing research, will be p rimarily  digital within 
t e e t t ee e s  o siste t it  c ie t ie s  fi s t t e 

ee  fi st o e s i  de e opi  di it  c e s e st ted t t 
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 
i  t e c  ie ts  o  t e ot e  d  e si ific t  o e 

is  t  fi s o  dopti  di it  c e s to ecei e e t  
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

fi ed ee Transaction-based  o  i ested ssets Not s e

17 %

23%

26 %

34%

25 %

31%

18 %

26 %

Current Preferred

No t  e ic

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 
o o d ice is d i e   t e N  se e t  ot t e ss e t 

or emerging H NW  segments, as commonly  believed by  some wealth 
e s  N  i di id s e si ific t  e te  e ess 

( 6 3% )  and are more likely  to consider using a robo-advisor ( 7 1% )  
e  co p ed to t e ss e t se e t  o  ic  o   

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 
i  t e e  t e  is o e p i  e i e fi s to c e  d 
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 

it e d  e e t e si ess ode  is oc sed o  co fide ti it  
po itic  e t it  d fi ci  st i it  d e e N  
i di id s e i i  i  c sto i ed se ices co p ise t e i  
client segment.  Firms committed to the advisor channel believe that 
t e it  d e e c  o  d iso  i te ctio s is o e o  t e ost 
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 .  

e ct t t c ie ts do ot co side  t e it  o  i te ctio s it  
their advisors as critical to their overall ex p erience should cause 
co ce  o  e t  e e t fi s  is fi di   ot e 
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 c  i  e p ee p d iso s to oc s o  it  i te ctio s 
with their clients.  

W ealth advisors are the guides who help  clients achieve their 
fi ci  i esto es d i e o s  t fi s eed to do  c  
better j ob of help ing clients understand that value.  Furthermore, 
fi s eed to c o ed e t t t e o e o  e t  d iso s i  oo  
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:  o e se  o  fi s oc sed o  t e N  
and UH NW  segments, the choice is clearer.  Since digital advice 
would be a comp lementary  cap ability  to their ex isting model, the 

ost o ic  d e ficie t o te o d e o e o  p t e s ip  e 
e  oc s o  t ese fi s s o d e o  to e s e co siste c  

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 e s  d e e to p o ide o istic d o co icti  
advice.

i  s fi s de e op t ei  di it  c p i ities t e  s o d 
e e e t e p oposed c ie t e pe ie ce e o  to t  edefi e 
p rocesses through the use of digital ( p ap erless, real-time tracking 

d otific tio s  etc  is s o d ie d t i e i p o e e t 
i  te s o  e ficie c  d e ecti e ess  t so dd ess c ie ts  
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 
diss tisfied it  t e  t e  e c e t  c ed  d 
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 
fi s  i  ct  o   e p essed t t e ie i  p ici  st te  is 
p art of their current strategic agenda.

W ealth managers need to rethink their p ricing strategies from 
sed ees to  o e id pp o c  t t i co po tes fi ed 

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

ditio  e t  e s e e e ed fi ci  d iso s 
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 

e e t e o it  o  t e co te t i  ot e e e ted  t e fi s 
themselves.  

t e o e  fi s eed to de st d t t c ie ts e ot 
only  ex p ecting to be listened to, but also to have their feedback 
espo ded to   fi s do ot e t e i t i st ct e i  p ce 

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 
fi  t s o e  do t s  i  t e fi st p ce

ci  t e oice o  t e c ie t o  soci  edi  e i es fi s to 
challenge established p aradigms of client communications.  That is 
 defi i  e so   e  e  fi s e c e t  essi  t e 

p ower of social media.  Ultimately , those willing to lead the charge 
i  e o   c e  fi st o e  d t e d e  ed e i  te s 

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 ei  d iso s i e t e  do t ei  docto s  d fi tec  fi s i  
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 

o d i e  co so id te t ei  ssets i to e e  fi s i e  t e i t 
i ce ti es  sset e t tio  c oss fi s s ee   e  t e e 
i  fi ci  se ices o  o e t   dec de  d it is c e  t t 
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 
fi ci  i p ic tio s o   di o ce

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 

estio s e  p io iti i  t ei  e e e o t  i est e ts d 
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 e e t i di id s  o e i  t eted d ice t t is e ficie t 

d cost e ecti e o  t e fi  is  c e e  dd essi  t is 
i  e i e fi s to e e e o e sop istic ted tics to 

develop  new segmentation models based on p references and 
behaviors, as op p osed to the traditional method of wealth levels 

d de o p ics  is i  e e fi s to ot o  ette  efi e 
t ei  o e i s  t so to defi e t eted so tio s o  specific 
segments that ultimately  limit comp lex ity  and confusion across 
segments.

G iven changing client ex p ectations and the inevitability  of digital 
e e e t  it is c ci  to defi e  pp o c  t t o e s c ie ts  
balance between face-to-face and digital interactions.  This will have 
t e dded e efit o  e i  d iso s to oc s o  i e to c  
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 e t  o i  e o d t e c e t ss e t t et et  

is e ecti e  e s t t  fi s  e d ess o  t ei  t et c ie t 
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 de i  c e es i   depe di  o  t e fi  d t e 
imp ortance of automated advice to their overall strategy :  

•  N ew mark et f ocus:  o  fi s oo i  to t p i to t e ss e t 
o  e e i  N  se e ts  t e e is  si ific t oppo t it  
to i  ess p ofit e c ie ts it  t e o e cost e ecti e di it  
d ice ode  o e e  fi s i  e to c e  de i e te t e 

boundaries across their offerings to avoid confusing their clients 
and up setting their advisors.  W hen devising a strategy  to build 
i te  c i e o  p t e  fi s s o d se io s  co side  
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 
p o idi  c ie ts it  t e too s to c ie e i e d fi ci  o s   
esse ce  t e o e o  t e fi ci  d iso   eco e o e i e  
fi ci  t e pist i  t e t e  

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 
d iso  p ofi e to e i  t ee to fi e e s d d pt t ei  ec iti  

incentive strategies and p latform investments to align with this new 
p ofi e  e e s o d e  e  e s sed o  ec iti  e  t e t  
ec iti  e o ts s o d oc s o   p ofi e t t is o e i te ested 

in help ing vs.  selling.  Performance metrics should factor in client 
e t  so t t o fi ci  et ics s c  s c ie t s tis ctio  
ete tio  d e e s e ced it  t e fi ci  et ics 

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 
de i e i  c ie t e pe ie ce  d t e o it  o  fi s  se
rep orted that they  are ineffective in ex ecuting.

i s t t se ide tified s i e ecti e i  t is e  cited tec o o  
limitations as the leading reason for their inability  to deliver.  

ese fi s so see ed ess p o cti e i  te s o  o t i i  
feedback from clients on a regular basis.  Finally , from an ex ecution 
pe specti e  t ese fi s so c ed  si e o e  o  c ie t 
ex p erience with resp onsibility  effectively  shared, and p erhap s 
di ted  c oss tip e ctio s i  t e fi  i e  t e c oss
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 
o  e s  fi s i it  to s cceed i  t e c i  e t  
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, 

d it i  e c pt ed  t e fi s t t d e to c e e so e 
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 fi s t t co ti e to i o te t t co e o t o  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, 
o o d ice p o ide s i  eed to i est i  si ific t p o otio  

activity  or p artner with established local wealth managers on white-
e ed so tio s  espo de t co ce s o t o o d ice s est 

future solutions should consider p ersonaliz ing advice with goals-
based p lanning and escalation to real advisors when assistance is 
e i ed

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 e io  e i es i ti  di e se o  p ctices  disp te 
regulatory  and tax  p olicy ;  skill shortages and maturity  differences;  
and, at times, limited distribution op p ortunities.

e fi di s i  t is sectio  e sed o  c ie t espo ses o  
mainland China, H ong K ong, Singap ore, J ap an and Australia and 
fi  espo ses o  o  o  i po e d st i  e  
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 
e s   s t e i est pe ce t e o  fi s citi  e to  

comp liance as the p rimary  focus of their strategic budgets at 39 % , 
s co p ed to ope  d No t  e ic  fi s t o   

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.  

 dditio  to t e i  cost o  e to  co p i ce  fi s e so 
facing tremendous p ressure from new comp etitors that are driving 
do  ees     o  e t  e e t fi s s  t ei  
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

L ik elihood to open an automated
investment advice account

Mainland China H ong K ong Singap ore J ap an Australia

V ery  likely Likely Neutral Unlikely V ery  unlikely

100% 4%

20%
11%

20% 15 %

18 %

36 %

47 %

26 %

6 %

40%

29 %
38 %

5 0%

26 %

41%

6 %

19 %

6 %

4% 5 % 10%
23%

8 0%

6 0%

40%

20%

0%

4%
11%

20% 15 %

18 %

4%
11%

20% 15 %

18 %

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 ficie cies i iti ti es  t o  c e es e ist  fi s i  eed 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 

e t  c sto e s to ecei e fi ci  d ice  o o ed  
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 
soci  edi  o i  to fi  t e p   t ese p edictio s e e i ed  
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 
t  co ic ti  it  t ei  e t  e e t fi s i  

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 
st te ies d c p i s  No e o  t e  fi s p ticip ti  
in this study  rated their social media footp rint as effective;  three-

te s ted it s i e ecti e o  e  i e ecti e  

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  fi i  pe so  
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 

et  sed o  t ese fi di s  e t  e s d d iso s 
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 

 d it  d e e c  o  i te ctio  it  t ei  e t  
e e t fi   cc te i o tio  is p tic  

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 

e te  e o  e ficie t d i t iti e p ocesses  s c  s o p pe  
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.  

Market Top  2 channel 
p references in 2–3 y ears

Change from current 
p references

Mainland 
China

Mobile —  27 %  ▲ 8 %

O nline —  21%  ▲ 5 %

H ong K ong I n p erson —  29 %  ▲ 1%

O nline —  29 %  ▼ 1%

Singap ore I n p erson —  44%  ▼ 6 %

Mobile —  17 %  ▲ 6 %  

J ap an O nline —  38 %  ▲ 5 %

I n p erson —  35 %  ▼7 %

Australia O nline —  35 %  ▲ 9 %

I n p erson —  35 %  ▼ 9 %

F inancial advice interaction —  channel pref erences

Approaches to investing

Singap ore Australia J ap an H ong K ong Mainland China

O thers

fi  pe so  o s

O utp erform market index

Meet market index

100%

5 1%
48 %

39 %
25 %

15 %

41%29 %

31%

29 %
25 %23%

25 %
27 %

46 %
44%

8 0%

6 0%

40%

20%

0%

L ik elihood to open an automated
investment advice account
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t o   s  o e s i ed o  t e i po t ce o  fi  
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 
e ectio  o  o  ees e t pic  ee  d ed  i est e t 

p latforms and sup erannuation funds.  There is a clear op p ortunity  to 
differentiate through transp arency  in fees and commissions in  

  i  t ditio  fi s do t ct st  t is co d ope  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 
e tio s ips t o e t  fi e e t  e e t fi s  

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 

ets i e i d i  e ess s tisfied it  t ei  c e t 
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  
e t  e e t fi  e e ost i e  to cite ette  p ici  d 

better p ortfolio returns as the reasons.  Mainland Chinese ( 6 0% )  
d o  o  espo de ts  e e si ific t  o e i e  

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 

ei  s id  t e e e si ific t di e e ces et ee  e e i  d 
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.  

ome firms o t o  to  it  ients
e ese c  ide tified  e  o  o i  disco ects et ee  

the region’ s wealth managers and their clients.  For ex amp le, 5 7 %  
o   fi s e pect pe so  i te ctio s to e i  t ei  p i  
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 
t s o  t e o t o fice d se ice ode s  

I n addition, the region’ s wealth managers do not alway s understand 
c ie t p io ities   p tic  fi s ppe  to de esti te 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 

cto  o  st i  i esto s  i dic ti  t t fi ed ee d 
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 
i po t ce o  pe o ce d de st di  c ie ts  fi ci  

eeds  t e  e  ei ted t e o e o  t e fi ci  d iso   
co t st  ccess to   d iso  d it  d e e c  
of advisor interaction”  ranked fairly  low with clients at only  10%  and 

 especti e   i esto s e so e e  ess s tisfied 
with their main advisor than those in other regions.  J ust 6 8 %  say  
t e  e c e t  s tisfied it  t ei  d iso  co p ed it   
i  No t  e ic  d  i  ope  ese fi di s i dic te t t 
fi s oo i  to de i e   e ceptio  e pe ie ce  t 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 

e e t fi s e e c it  i  ees d d iso  co issio s 
 fi  ep t tio   d t sp e c  i  po t o io 

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.  

Wealth manager trust f actors

Singap ore

Mainland China

Australia

H ong K ong

J ap an

 Clarity  in fees and advisor commissions

Firm rep utation

Transp arency  in p ortfolio p erformance

de st di  o  fi ci  o s eeds

Advisor rep utation

Advisor obj ectivity

Ex p lanation of investment p lacement and why

i t i i  c ie t co fide ti it

Ability  to access and advisor

O ther

0% 10% 20% 30% 40% 5 0%
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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 d nami s et een firms and ients
B oth clients and wealth managers in EMEA agree that 

de st di  d fi i  i est e t pe o ce d o s e 
t e e s to s pe io  c ie t e pe ie ce   co siste t fi di  it  
the global research.  H owever, clients tend to p lace greater value on 
t sp e c  i e fi s e p si e t e it  o  c ie t d iso  
interactions.

Clients broadly  view their advisor relationship  as less imp ortant 
than other factors such as data security , available p roducts and 
se se ice c p i ities  ic  i dic tes t t fi s eed to o ste  
their technology  infrastructure and tools to imp rove engagement 
with their clients.  To address these p references, a large number of 
fi s i  t e  o  e p e  e i ested i  de e opi  fi ci  
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 
et ee  fi s d c ie ts   it e d  o  e p e  t e oc s 

on the high-net-worth and ultra-high-net-worth segments, coup led 
it   e co ce t tio  o  o s o e ssets  e i es  o e 

nuanced ap p roach to managing the client ex p erience.  The research, 
o e e  i dic tes t t e  fi s i  it e d e oc ted 

specific eso ces to i p o i  t e c ie t e pe ie ce  te  c ie t 
satisfaction is confused with the concep t of customer ex p erience, 

d t e espo si i it  o  co fi i  it is t pic  de e ted to t e 
o t o fice  s  co se e ce  c ie t e pe ie ce et ics d o s 
e t pic  issi  o  iss fi s  st te ic o ecti es  

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 
sti  p e e  c es o  fi di  d i te cti  it  t ei  d iso s  
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 
p od ct p c se  dditio  de ds o  c ie t co fide ti it  
and the strong reliance on p ersonal relationship s in countries like 

it e d d i e fi s to i it de e op e t o  e  c e s o  
communicating and interacting with clients.  

 anging ient profi e in em o rg 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 e i  c ie t p ofi es  s  i i  c ie ts e 
been rep laced by  bigger, lower-margin clients.  H istorically  
low interest rates and rising costs ( largely  due to regulatory  

cto s  co po d t e di fic ties ced  e t  e s i  
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 epositio i  o  t e fi ci  etp ce o  i e  

e ddi  se ices it  st o  fi ci  st ct i  d 
e i ee i  co po e ts e i i  tip e co pete cies

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

c e si  fi s c oss  e s i ti  t ei  oc s  o  
regulatory  comp liance issues to seeking op p ortunities for growth, 
p rincip ally  through a client-driven agenda.

e t  e e t fi s i   e e o e co fide t t t 
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 

ic  fi s d c ie ts p io iti e c ie t e pe ie ce di e e t  s 
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 

cco di  to t e ese c  es ts  fi s e oc sed ece t 
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 
t sp e c  e i e e ts  

oo i  o d   e t  fi s c oss  e o  ee i  
co fide t to i est i  o t  d e ficie c  d co pete o  e  

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 it  c p i ities   i st ct e   ode i tio  c isitio s  
increased numbers of advisors and op erational effectiveness.  As 
wealth managers focus on the growth agenda, client ex p erience will 

e t e e  di e e ti to  to i i  t e ce o  c i i  et e  
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 

 d  o   is opti is  is e ected i  t e c e  s i t 
of strategic budgets from regulatory  comp liance and op erational 
e ficie c  to e e e o t  o e  t e e t t o to t ee e s  

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 
co ditio s s e  de i  cto s   d  fi s e ee  
challenged to imp rove margins during the p ast coup le of y ears, with 
isi  e to  co p i ce costs e  ie t e tio s ip ode  

se  i   si ific t i p ct  ese e to  p ess es e 
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 
t  sc ed ed o   d  s o  t e  t e fi  i  

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 
fid ci  st d d  c se dis ptio  i  t e i d st  d d i e 
si ific t c e c oss si ess ode s d p ocesses

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 
p ese t  t e t to fi s i   e ese c  i dic ted t t 
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.  

o e e  fi s o d  see tec o o  s  too  to s ppo t e t  
managers rather than rep lace them;  digitaliz ation efforts are 
oc sed o  i c e si  e ficie c  d to ti  ti e co s i  

c o fice p ocesses s e  s e s s c  s c sto i ed ese c  
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 
fi s ce c e es it  e c  co e  s ste s  e c c  d 
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 
c ie ts  o e e  fi s c oss  t t de i e   ced c ie t 
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

iss fi s o d  o e t ditio  ie  to d t e se 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 
o   fi s e site i e so e pecti  soci  edi  to e e 
more effective interactions with both their advisors and p eers.

od  iss fi s se i ed  d itte  s t ei  p i  
social media channels, in line with their global p eers.  

te esti  fi s i  it e d se ideo s i  sites t 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 eti  e s o  iss fi s  t e i te tio  o  soci  
media into a wider client ex p erience strategy  is imminent, as it 
is e i ed to e ce t e c ie t e pe ie ce

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 
e ic  fi s to e e e t e pote ti  cost to se e ed ctio s 

imp lied in a digital advice model.  H owever, even though more 
t   o  ti  e ic  fi s i dic te t e  e o i  to d 
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.

e i e  i  No t  e ic  t e iss e is ot ecess i  fi s  
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 rust  ie ts i  t e e ic s ide tified fi  d d iso  
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 
ep t tio  si ific t  i e  t  ot e  e io s  ie ts i  t e 

e ic s t d iso s o de st d t ei  fi ci  o s 
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 

pp o i te  o e i  e e  fi e c ie ts is c e t  diss tisfied 
with the way  he or she is being charged.  Similar to global trends, 

e ic s c ie ts  p e e e ces to d fi ed ees e i c e si  
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 
oppo t it  o  t e fi s i  t e e ic s t t se c ie t e pe ie ce 
as a comp etitive advantage to cap ture the clients who are willing 
to consolidate assets, given the right incentives.  I n this sense, 

e t  e e t fi s it   e ic  ootp i t eed 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.

t tte s ost is o  fi s co ic te t e e o  t ei  
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 
 i e it  o  t e ds  c ie ts d fi s i  t e e ic s e 

aligned on two of the top  three drivers of client ex p erience:  meeting 
investment p erformance ex p ectations and understanding clients’  
fi ci  o s d eeds  o e e  c ie ts i  t e e ic s te d 
to p ce e te  e o  t sp e c  e e s fi s e p si e 
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 
fi i  pe so  o s  i e t ose i  ti  e ic  t 

to o tpe o  t e et i de  ie ts oc sed o  fi i  
p ersonal goals are more likely  to p refer more p ersonaliz ed 
tte tio  d e it  o  i te ctio  it  t ei  d iso  o  

fi  ie ts ce te ed o  o tpe o i  t e et e i te ested 
i  c it  i  pe o ce d t e speed d it  o  i te ctio  
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 

ct t t co t sts it  fi s  desi e to eep ost o  t ei  co e 
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

fi i  pe so  o s

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

Advice Service Education

Contact centerFace to faceD igital

Advice Service Education

Contact centerFace to faceD igital

Advice Service Education

Contact centerFace to faceD igital

Advice Service Education

Contact centerFace to faceD igital

0%

20%

40%

6 0%

8 0%

100%
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100%
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40%
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100%
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40%

6 0%

8 0%

100%

6 0%

29 %

11% 10%

6 2%

100%

9 %
28 %21%

6 0%

20%

6 8 %

38 %

9 1%

35 %

6 5 %

33%

6 7 %

7 2%

5 3%

27 %

20% 20%15 %

6 5 %

21%

6 1%

19 %
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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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X av ier M ad rid
Partner
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x avier. madrid@ br. ey . com
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Executive Director
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Partner
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Partner
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mark. wightman@ sg. ey . com
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Partner
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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 
d iso  se ices  e i si ts d it  se ices e 

de i e  e p i d t st d co fide ce i  t e c pit  ets 
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 
o e  o  t e e e  fi s o  st  o  o  i ited  

e c  o  ic  is  sep te e  e tit  st  o  o  
Limited, a UK  comp any  limited by  guarantee, does not 
p rovide services to clients.  For more information about our 
organiz ation, p lease visit ey . com.
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