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Size isn’t everything

For wealth management organizations, 
success is not merely about expanding 
assets under management. Rather, a 
winning strategy will depend on fostering 
smart growth. That means improving 
scalability, minimizing costs and 
enhancing profitability, while reinforcing 
(or, in some cases, re-establishing) a 
reputation for delivering high-quality and 
good-value client services.

In this paper, we examine the strategies 
wealth managers will need to employ to 
thrive in an increasingly competitive and 
globalized environment, and achieve the 
sustainable long-term growth they desire.

Opportunities and pressures

Progressive increases in high net worth 
wealth and the ranks of millionaires, along 
with the burgeoning mass affluent 
segment in markets around the world, 
continue to add to the allure of the wealth 
management sector. As PwC’s 2017 CEO 
survey observes, the wealth management 
industry has expanded rapidly.1 Private 
wealth in Asia-Pacific is growing 
particularly fast, and is now quickly 
catching up with that in Europe, bringing 
with it opportunities for revenue growth 
for firms with the right market access and 
service mix strategy. 

The prospective opportunities are 
reflected in the PwC survey results, which 
found 92% of asset and wealth 
management CEOs are very or somewhat 
confident about their firms’ revenue 
growth in 2017, up from 90% in 2016. 
Furthermore, the CEOs retain this high 
level of confidence looking out over the 
next three years, “indicating optimism 
about the medium term.” 

Cross-border growth

Future growth opportunities will especially 
come from cross-border wealth 
management and private banking, 
according to Deloitte and Efma’s wealth 
management and private banking survey.2 
The trend is driven by:

• Clients becoming increasingly mobile 
and global, with assets spread across 
countries. 

• Security and political uncertainty in 
various countries and regions, which 
is driving asset inflows to stable, 
international domiciles. 

• Global initiatives aimed at tax 
transparency, which is producing 
a significant increase in client 
re-domiciliation, leading many 
international wealth management firms 
to follow clients to their home countries. 

• Intense competition in firms’ domestic 
markets, inciting onshore players to seek 
new customers in foreign markets. 

To be successful, players will need to adapt 
to the shifting competitive landscape, 
notes the report. “Client retention and 
acquisition can only be achieved by 
leveraging upon the competitive edge of 
proven capabilities in tailored product and 
service development for cross-border 
clients.” And to support this cross-border 
value proposition, firms “need to develop 
harmonized operational workflows and 
integrated IT systems,” the report adds.

Challenges ahead

Alongside the opportunities, industry 
participants also face significant and 
ongoing challenges. “Much of the natural 
revenue growth has shifted from the 
West to Asia, while there’s pressure on 
fees, passive strategies are proliferating 
and robo advisors are being introduced,” 
notes the PwC survey. “As if this weren’t 
enough, the pace of technological 
change appears to be accelerating and 
the destination is unclear.”

1 20th Global CEO Survey: Key findings in the asset 
and wealth management industry, PwC, 17 
January 2017, https://www.pwc.com/gx/en/
ceo-agenda/ceosurvey/2017/gx/industries/
asset-and-wealth-management.html

2 Global market, global clients but local specificities, 
Deloitte and Efma, September 2016, 
https://www2.deloitte.com/content/dam/
Deloitte/ch/Documents/financial-services/
ch-deloitte-wealth-management-private-bank-
ing-efma.pdf 
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Right growth

Maintaining competitiveness in this 
complex and changing environment will 
depend on being smarter, not just bigger. 

For some firms, attracting assets and 
generating additional revenue streams 
may mean developing already successful 
business segments, or moving into new 
client, geographic and product areas. For 
example, recent years have seen a 
significant increase in demand and activity 
in the UHNW and family office sectors for 
alternative assets such as private equity. 

Others don’t want to bulk up or out. They 
may feel getting bigger will divert 
attention from their core markets and 
capabilities: providing focused, high 
quality services to a well-defined target 
group. 

What will not work is a refusal to change. 
Inertia will lead to stagnation and eventual 
demise. 

Smart growth is not just about surviving. It 
is about building a stronger, more 
dynamic business that is equipped to 
satisfy clients’ evolving needs, has an 
enviable and enduring reputation, and can 
remain relevant in a changing world.

So how can wealth managers achieve 
success?

Client focus 

Customer segmentation is a crucial path to 
wealth manager profitability.3 With high 
net worth individuals becoming less loyal 
and more mobile with their money, firms 
need to pinpoint those client types they 
are best equipped to support. From this 
position of knowledge, they can 
concentrate on maximizing their 
competitive advantages and service 
differentiators. 

As Oliver Wyman observes, new business 
models have emerged—with a spectrum 
of offerings ranging from traditional 
UHNW private banking to pure 
technology-based solutions—to serve 
different investor segments based on their 
means, sophistication of advice and 
product needs, and willingness to pay.4 

“As a starting point, firms need to decide 
the clients they will target and with which 
business model(s) they will compete,” 
notes the report. “Firms with multiple, 
potentially competing models will need to 
proactively identify the best fit for clients 
and help navigate them to the optimal 
channel, or put these relationships at risk.”

What is your client sweet spot, and how is 
that changing? Can you break down your 
target market into segments based on 
age, wealth, risk profile, service demands, 
and investment objectives (capital 
preservation, legacy planning, growth, 
etc.)? Have you identified these clients’ 
profitability and growth potential?

Unless clients are segmented in an 
appropriately granular way, wealth 
managers risk: 

• Failing to recognize which clients are 
profitable, and what future profitability 
potential they offer. 

• Devoting disproportionate resources to 
unprofitable/low profitability clients. 

• Compromising client relationships by 
not fully understanding their needs and 
aspirations, and failing to provide the 
level of service and product types they 
want in response. 

• Missing upselling and cross-selling 
opportunities by failing to offer 
customers an optimal range of relevant 
products and solutions. 

The emphasis, notes the Oliver Wyman 
report, must be on better aligning the 
firm’s operating model and processes with 
the desired client experience. In this way, 
the servicing costs involved and 
capabilities firms deliver will more closely 
match the value clients require. When 
done well, segmentation will enable firms 
to develop appropriately tailored service 
offerings and products that result in more 
satisfied clients, the potential to acquire a 
greater wallet share, and a stronger 
pipeline of client referrals. 

What will not work is a refusal to change. Inertia will lead to 

stagnation and eventual demise. 

3 For a more detailed discussion the benefits of 
client segmentation, see SS&C Advent’s white 
paper Client segmentation: The secret to wealth 
management profitability. https://cdn.advent.
com/cms/pdfs/papers/WP_CLIENTSEG.pdf

4 Winning at all Costs – Cost Management as Key 
Success Driver, Oliver Wyman, August 2016, 
http://www.oliverwyman.com/content/dam/
oliver-wyman/global/en/2016/oct/Oliver-Wy-
man-Winning-at-All-Costs_v2.pdf 

https://cdn.advent.com/cms/pdfs/papers/WP_CLIENTSEG.pdf
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Rewards of a well-structured 
client segmentation policy 

Increase productivity

More accurately pinpoint clients’ current 
and future profitability to optimize the 
time and level of advisor support devoted 
to each.

Efficient product and service mix

Create tailored products, service models 
and fee structures to enhance the efficient 
allocation of internal resources and drive 
profitability improvements.

Marketing focus

Targeting product sales efforts and 
investment advice to each client helps 
attract more assets, enhances client 
satisfaction and the prospect of future 
referrals.

Business development

Capturing more targeted information 
about clients and the success of your 
business model helps determine which 
segments to target and how best to serve 
them.

Management oversight

Granular client analysis enables 
management to track whether teams 
spend time intelligently on clients who 
contribute to revenue growth. 

Changing expectations

Getting to know clients better will also 
help firms recognize how service 
expectations are changing. In this 
fast-moving, digitalized and information-
laden age, clients are becoming ever more 
demanding about the speed and 
personalization of service they receive. 

Achieving successful investment 
performance to deliver desired financial 
outcomes is, of course, a priority. Yet 
increasingly, with the emergence of 
low-cost fintech competitors and 
regulatory scrutiny on price transparency, 
performance and service must be 
delivered at a reasonable fee. Fast and 
ready access to portfolio information is 
another imperative. So is the quality, 

frequency and channel of communication. 

As the Boston Consulting Group’s Global 
Wealth report points out: “Providing 
clients with quality advice and products at 
the right time through the best channel—
increasingly a digital channel—will 
dramatically improve the client experience, 
which will ultimately lead to increased 
client trust and loyalty, and a higher level 
of activity and interaction.5”  

Client demands come in many forms, but 
key elements include: 

1. Delivering risk-adjusted 
performance 

Preserving wealth and/or achieving 
market-beating investment performance 
is challenging. That challenge is 
exacerbated by clients’ different 
investment objectives. Some will focus 
on meeting specific benchmark targets. 
Others want performance to reflect 
lifestyle and legacy goals. 

According to the Oliver Wyman report, 
many individuals have also become 
skeptical of active management. Instead, 
they are placing value on “personalized 
service, asset allocation, portfolio 
construction, and ongoing risk monitoring/
re-balancing over stock picking.”

To demonstrate they offer value for 
money, wealth managers must justify the 
performance achieved by explaining how 
and why it has evolved over time, that the 
risk has stayed within agreed boundaries, 
and be able to reference it against relevant 
benchmarks. 

2. Meeting communication 
expectations

Traditionally, financial advisors and wealth 
management organizations have based 
much of their customer service model on 
occasional face-to-face meetings and 
phone calls, and a quarterly cycle of paper 
reports and static information. In today’s 
24/7 mobile and social world, that is no 
longer enough. 

Clients want more accessible relationship 
managers, and fast, relevant and 
transparent information about their 
portfolios that they can access when and 

Getting to know clients better 

will also help firms recognize 

how service expectations are 

changing.

5 Navigating the New Client Landscape, The 
Boston Consulting Group, June 2016 https://
www.bcgperspectives.com/content/articles/
financial-institutions-consumer-insight-glob-
al-wealth-2016/

https://www.bcgperspectives.com/content/articles/financial-institutions-consumer-insight-global-wealth-2016/
https://www.bcgperspectives.com/content/articles/financial-institutions-consumer-insight-global-wealth-2016/
https://www.bcgperspectives.com/content/articles/financial-institutions-consumer-insight-global-wealth-2016/
https://www.bcgperspectives.com/content/articles/financial-institutions-consumer-insight-global-wealth-2016/
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how they want. That calls for a service 
model that can be adapted to clients’ 
preferences—encompassing in-person 
meetings, phone conversations and paper 
reports, as well as video conferencing, 
Skype calls, social media engagement and 
a rich online experience. These 
requirements especially apply to the 
emerging ranks of millennial investors, 
who have grown up with digital tools, and 
are more comfortable accessing services 
over the internet than their parents.

Organizations will need to integrate 
clients’ data across these channels to 
create a seamless and synchronized 
service experience if they are to retain 
existing high value clients and attract 
new prospects. 

In particular, the onus is on: 

> Digitalization 

Most clients, especially those under 40, 
expect digital access to their accounts and 
investment activity. Demand is high, with 
65% of HNWIs indicating sophisticated 
digital channels are extremely important 
to them, according to global consulting 
firm Capgemini.6 

And so are the stakes. Capgemini’s World 
Wealth Report7 found 73% of HNWIs say 
digital maturity is very or somewhat 
significant in their decision to increase 
assets with their wealth management firm 
over the next two years. And almost 
two-thirds would leave their wealth 
management provider due to the lack of 
an integrated channel experience.8 That 
figure rises to 80% for under 40s.

Meeting these expectations requires a 
multi-channel delivery mechanism that 
provides clients with the flexibility to 
access information and communicate 
with their wealth manager or advisor in 
the way they desire. And communications 
must be flexible. Some clients may only 
want a regular overview of their account 
holdings and movements. Others require 
a more frequent and/or detailed drill 
down, for example into the performance 
of specific assets. 

Done well, digital tools offer both top-line 
revenue benefits and bottom-line 
efficiencies, by enabling wealth managers 
to reduce paperwork, automate or 
eliminate low-value operational and 
administrative tasks, collaborate more 
closely with clients, and better track and 
leverage client data to grow their 
business. Yet there is a downside, from an 
increased threat of data breaches. 
Therefore, digitalization must be 
accompanied by investments in 
cybersecurity to limit risk exposures. 

> Mobility 

Advisors need the freedom to meet 
prospects and clients where they want, and 
have the tools to onboard clients, provide 
advice or discuss their investments. 

Equipping advisors with tablets that can 
generate custom reports with real-time 
portfolio and performance data can 
enhance the impact and personalization 
of client meetings. Fingertip access to 
investment and risk profiling information 
would enable advisors to offer relevant 
additional services and products too. The 
result will be more satisfied clients with a 
clearer sense of the value they receive. 

> Consolidated financial information 

Account aggregation capabilities allow 
advisors to take a holistic approach to 
managing their clients’ portfolios. With an 
aggregated view of a client’s entire 
holdings—including where assets are held 
by multiple custodians—advisors are in a 
better position to provide non-conflicting 
advice and make investment 
recommendations across taxable and 
tax-deferred accounts. Not only does it 
enhance the service value for clients, but 
wealth managers can see where 
opportunities exist to expand the client 
relationship and increase revenues by 
replacing other providers with their own 
offerings. Furthermore, an aggregated 
wealth view and deeper client insights 
may help firms hold on to assets any time 
there is an intergenerational transfer.

Capgemini’s World Wealth 

Report found 73% of HNWIs 

say digital maturity is very or 

somewhat significant in their 

decision to increase assets with 

their wealth management firm 

over the next two years. 

6 Top 10 Trends in Wealth Management 2017, Cap-
gemini, December 6, 2016, https://www.cap-
gemini.com/resource-file-access/resource/pdf/
wealth_management_trends_2017_web_0.pdf  

7 World Wealth Report 2016, Capgemini, June 23, 
2016, https://www.worldwealthreport.com/
download

8 Wealth Management in the Digital Age, 
Capgemini, https://www.capgemini.com/
resource-file-access/resource/pdf/wealth_man-
agement_in_the_digital_age_2016_web.pdf

https://www.capgemini.com/resource-file-access/resource/pdf/wealth_management_trends_2017_web_0.pdf
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3. Self-service capabilities

The rise in demand for do-it-yourself 
financial capabilities is revolutionizing the 
investment services landscape. Self-
service technology used to be limited to 
accessing account information and 
transacting online. The growing 
prevalence though of sophisticated, 
feature-rich, interactive platforms that 
allow for easier client onboarding, 
financial planning, trading and managing 
investments are changing expectations. 
These tools are particularly attractive for 
younger, more financial services-wary 
investors. 

A scalable platform able to solve basic 
service inquiries automatically will also free 
advisors to focus their time and attention 
on higher value activities. 

Eye on the future

Appealing to the younger generation of 
current and ‘future wealthy’ clients and 
prospects will be crucial to wealth 
managers’ long-term growth and 
profitability. According to an 
InvestmentNews article,9 over the next 30 
years there will be a $30 trillion wealth 
transfer from baby boomers to Generation 
X to millennials. The bad news for wealth 
managers is that once they inherit the 
wealth, two-thirds of children leave their 
parents’ current financial advisor.

So how can wealth managers build a more 
rounded investment offering, connect 
with the next generation and build trusted 
relationships that will help them attract 
and retain clients’ assets for the long haul? 
Fully-fledged digital capabilities are one 
way. Another is to develop or partner with 
a robo-advice platform. 

March of the robo

Robo-advisors provide a low-cost way for 
investors to obtain professional, 
algorithmic-based investment 
management at a fraction of the cost of a 
traditional wealth manager. By combining 
automated investment advice and 
consolidated account reporting with 
elegant portal capabilities, these online 
platforms are raising the stakes for 
traditional advisors, and changing what is 
now acceptable as the client experience. 

Analysts at Morgan Stanley predict 
robo-advice could grow into a $6.5 trillion 
global market by 2025.10 While fintech 
disrupters pioneered the segment, the 
Morgan Stanley team found 70% of the 
banks it surveyed in Europe and the US 
say they already have a robo platform, or 
intend to introduce one within the next 
12 months.

Collaboration seems the best way to 
ramp up services quickly, says Capgemini. 
According to its 2017 World FinTech 
Report,11 77% of executives see 
opportunities to partner with fintechs, 
thereby allowing traditional firms to marry 
their customer base and brand with 
fintechs’ technological expertise, and so 
avoid expensive in-house development.

Moving towards a hybrid digital advisor 
model in this way enables industry 
participants to maintain the more 
personalized, flexible and complex 
capabilities that a human advisor can 
provide, which will remain an important, 
value-added component in the service 
mix, especially at the ultra-high net worth 
end of the scale. Meanwhile, leveraging 
robo-technology to automate an array of 
lower value activities can deliver 

responsive, self-directed functionality to 
clients who want it, helping firms 
streamline their operational costs, speed 
up administrative tasks and improve 
scalability.12

“By reducing onboarding times, 
automating a large portion of paperwork 
and providing a user-friendly interface, 
the hybrid model improves the 
experience for both investor and advisor,” 
states financial services consultancy 
Capco . “This improved experience can 
help advisors to focus on building deeper 
relationships with clients. In addition, by 
taking advantage of digital technology, 
financial advisors can scale their business, 
adding clients without reducing 
customer service.” 

Appealing to the younger generation of current and ‘future wealthy’ 

clients and prospects will be crucial to wealth managers’ long-term 

growth and profitability. 

9 The great wealth transfer is coming, putting advis-
ers at risk, InvestmentNews, 13 July 2015, http://
www.investmentnews.com/article/20150713/
FEATURE/150719999/the-great-wealth-transfer-
is-coming-putting-advisers-at-risk

10 Banks on the ‘offensive and defensive’ with robo 
investments, Financial News, February 9, 2017, 
https://www.fnlondon.com/articles/banks-on-
the-offensive-and-defensive-with-robo-invest-
ments-20170209

11 World FinTech Report 2017, Capgemini, Novem-
ber 2016, https://www.capgemini.com/the-
world-fintech-report-2017

12 For further discussion on how technology can 
boost advisor productivity, see Help or Hin-
drance? The Link Between Technology Provision 
and Advisor Productivity, research conducted by 
Wealth Briefing for Advent Software, May 2015

http://www.investmentnews.com/article/20150713/FEATURE/150719999/the-great-wealth-transfer-is-coming-putting-advisers-at-risk
http://www.investmentnews.com/article/20150713/FEATURE/150719999/the-great-wealth-transfer-is-coming-putting-advisers-at-risk
http://www.investmentnews.com/article/20150713/FEATURE/150719999/the-great-wealth-transfer-is-coming-putting-advisers-at-risk
http://www.investmentnews.com/article/20150713/FEATURE/150719999/the-great-wealth-transfer-is-coming-putting-advisers-at-risk
https://www.fnlondon.com/articles/banks-on-the-offensive-and-defensive-with-robo-investments-20170209
https://www.fnlondon.com/articles/banks-on-the-offensive-and-defensive-with-robo-investments-20170209
https://www.fnlondon.com/articles/banks-on-the-offensive-and-defensive-with-robo-investments-20170209
https://www.capgemini.com/the-world-fintech-report-2017
https://www.capgemini.com/the-world-fintech-report-2017
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Portal to success

A robo-offering is not the only way to 
remain competitive though. Rather, it is 
one manifestation of the broader 
technology trend sweeping through the 
wealth management sector. To meet this 
demand, and improve engagement with 
your clients, firms need an integrated 
infrastructure—one that seamlessly 
connects your portfolio management and 
performance reporting systems with an 
intuitive client portal . 

A sophisticated online portal allows 
wealth managers to deliver a unified and 
customized user experience, providing 
360 ,̊ anytime, anywhere access to 
portfolio data and account information. 
Reporting capabilities become 
significantly more powerful and efficient, 
ensuring clients remain more informed 
and engaged, while saving time and cost. 
Arming client-facing teams with ready 
access to the portfolio and customer 
information they need, and the tools to 
improve and personalize the services they 
offer, also allows advisors to more 
effectively manage and grow their client 
and prospect relationships.

Don’t forget the back end

Providing a slick front-end service 
experience will be crucial to wealth 
managers’ growth ambitions. But firms 
have to operate smarter too. 

Tough and diverse national, regional and 
international regulatory initiatives—from 
MiFID II, EMIR, AIFMD and UCITS to GDPR, 
PRIIPs, RDR, client suitability and FATCA/
GATCA—will give wealth managers a 
major headache for years to come. 
Compliance challenges are adding to 
already high cost bases, at a time when fee 
pressures are growing thanks to new 
market entrants, heightened competition 
and increased price transparency. 

Oliver Wyman calculations highlight the 
problem. It estimates that a 20% decrease 
in topline revenue would require a 37% 
cut in expenses to maintain current 
pre-tax return on asset (ROA) levels.

To reduce costs and achieve profitable 
growth, wealth managers must focus on 
improving operational processes and/or 
restructuring their operating model. By 
breaking down silos, standardizing 
functions, removing legacy systems, and 
driving automation and efficiencies 
throughout the front, middle and back 
office, firms can enhance controls and 
employee productivity. It will also allow 
client-facing staff to devote their time and 
efforts to those tasks and client interactions 
where they can add most value.

Platform for growth

Automating operational processes, and 
deploying intelligent and integrated 
technology tools that enhance client 
service and satisfaction are the key to 
smarter, sustainable growth. So what does 
this entail? 

Data management 

High quality data management and 
analysis has become a vital factor in 
wealth managers’ long-term health and 
success . An automated, integrated and 
flexible data hub is essential for: 

• Regulatory compliance: by providing 
a single source of clean, easily 
retrievable and auditable data for 
efficient regulatory reporting. 

• Risk management: by feeding the 
evolving breed of risk analytics with 
reliable and timely data inputs to 
mitigate investment risks and enhance 
performance. Meanwhile, an integrated 
data infrastructure helps reduce 
operational risk. 

• Driving cost efficiencies: by 
automating data collection and 
dissemination to reduce reporting times 
and costs, and enabling staff to focus on 
more productive tasks. 

• Business growth: by feeding 
sophisticated analytics with high quality 
data on client risk profiles, advisor 
interactions, fee structures, product 
margins, etc., firms can identify and 
segment target clients, determine the 
best products to sell, and ensure they 
are serviced the right way. 

To reduce costs and achieve profitable growth, wealth managers 

must focus on improving operational processes and/or restructuring 

their operating model. 



Performance and risk analytics 

To provide market-beating performance 
while adhering to clients’ risk parameters, 
wealth managers are increasingly diversify-
ing portfolios by investing in different 
asset classes. In doing so, it is imperative 
firms correctly calculate and report on the 
performance of all those assets. 

Sophisticated performance attribution and 
analytics can break down a client’s 
investment performance to determine how 
much comes from your stock picking ability 
or asset allocation skill, and whether the risk 
in the portfolio stayed within agreed limits. 
Armed with these figures, you can gain 
valuable insights into how to improve 
performance going forward, and tell a 
powerful story about the professionalism of 
your investment strategy.

Global, multi-asset class functionality 

Faced with ongoing portfolio 
diversification, multi-asset class support 
capabilities that extend across traditional 
and alternative assets are essential. As 
wealth managers seek investment 
opportunities in international markets, and 
target new clients in different jurisdictions, 
leveraging a global platform will be 
equally important. 

Client relationship management  

By integrating personal and portfolio data, 
and keeping track of all conversations, 
correspondence, client directives and 
decisions in one centralized CRM system, 
wealth managers can maintain a current, 
consistent and holistic view of each client. 
Having more insights into and 
understanding of your clients will help 
wealth managers be more responsive to 
their individual needs.

For example, if a client has a change in risk 
profile, using the CRM system you can 
show any changes you made to their 
portfolio in response, and how that 
affected the associated risk and 
investment performance. This kind of clear 
demonstration of the value your firm 
provides helps strengthen relationships 
and enhance customer retention rates. 

Client communications 

Personalized communications, available 
on-demand and through multiple 
channels, are central to your value 
proposition. Formulating mobile 
strategies for real-time access to data, 
portfolios and reports will help you stay 
ahead of the curve, and strengthen your 
client relationships. 

Increasingly, this mix of powerful 
technology capabilities is a competitive 
necessity. But there is a proviso: without a 
clear and contained IT strategy, costs can 
easily get out of control. 

As Oliver Wyman points out, over time 
many wealth management firms have 
accumulated multiple vendor systems via 
M&A, resulting in overlapping capabilities 
and investment models for activities. 
“Going forward,” it says, “firms should seek 
to streamline the number of vendor 
relationships to improve cost efficiency 
and reduce operational risk.”

Conclusion

As competition within the industry 
intensifies, wealth managers’ future 
success will depend on their ability to 
grow and strengthen their business, 
without ramping up costs. Relying on 
historic family relationships, and traditional 
service capabilities and delivery 
mechanisms will not be enough. 
Implementing strategies to develop 
fruitful, long-term client relationships—
based on meeting their ever more 
sophisticated, on-demand and digitally-
oriented service expectations—will be key. 

Personal relationships will remain 
important, but no longer sufficient. The 
disruptive technology that has 
revolutionized so many other industries is 
coming to wealth management, and faster 
than perhaps many realize. 

Yet opportunities abound for those who 
embrace the change. By leveraging the 
new breed of client-centric technology 
tools and automated operational 
platforms, wealth managers can provide 
the stand-out servicing and insightful 
investment guidance that will build 
customer loyalty and set them apart. 
Smart, cost-constrained growth is there for 
the taking.

As competition within the industry intensifies, wealth managers’ 

future success will depend on their ability to grow and strengthen 

their business, without ramping up costs. 
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