
HOW SMART TECHNOLOGY 
WILL POSITION YOUR 

BUSINESS FOR GROWTH. 

EMPOWER ADVISORS. 
ENGAGE CLIENTS.



Across the industry, and particularly in the high-net worth segments,
delivering high-touch, personalised service has long been firms’
ruling principle. With the rise of remote and digital interactions the
challenge facing wealth managers is to deliver a rich, stand-out client
offering while simultaneously enhancing profitability.

Optimising advisor and relationship manager productivity, and
equipping them with tools that enhance and distinguish the client
experience will be central to wealth managers’ success. Strong,
integrated digital capabilities operating on smart technology will be
a key factor in driving firms’ growth.

Front-office interactions with 
investors are where the wealth 
management client experience 
is typically won or lost.



SECTION 1

NEW & OLD
CHALLENGES

 



DIGITALISATION, SPURRED BY 
CLIENT DEMAND for more responsive,
personalised attention, has been a growing
priority for wealth managers for some time. It is
now an imperative.

The health crisis accelerated the digitalisation
trend. Starved of in-person interactions, digital
channels became an essential conduit between
firm and clients, allowing continued delivery of
service and advice. Experts note that virtual
collaborations will only become more important
and true digital capabilities essential.

Shifting demographics are one driving force.
While all age groups increasingly expect wealth
management providers to offer digital frontend
interfaces and self-service capabilities, the
expectations are especially pronounced among
the burgeoning cohort of younger, more diverse
and more global wealth accumulators—who
are set to see a huge wealth transfer over the
coming decade.

NEW & OLD CHALLENGES

“Shifting 
demographics 
is one driving 
force.”
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Increasingly,  
clients are  
placing less value  
on hand-holding,  
face-to-face 
meetings and 
quarterly paper 
statements.

Increasingly, clients are placing less value on
hand-holding, face-to-face meetings and quarterly
paper statements. Instead they want instant
access to information, augmented in key areas by
human expertise to address their evolving needs.
And investors are prepared to move provider to
find the capabilities they want.

Fee and margin compression add to the challenge.
Despite being under pressure for years, cost
and profitability issues have remained largely
untamed. The increasing popularity of low-cost
investment platforms with self-service models is
sparking further rounds of industry consolidation
as firms buy up new capabilities and seek to rein
in stubborn cost-income ratios.

Firms able to expand their business without
growing their employee and operating costs
will be far better placed to thrive. Which is why
technology that helps advisors improve client
engagement, enhance their productivity and meet
wealth managers’ growing compliance burdens
has become so indispensable.
 



SECTION 2

OF

ADVISORS’ 

LOCUS
CONTROL



GIVEN THE PARAMOUNT 
IMPORTANCE of the client experience
in acquiring and retaining business in the
wealth management space, advisors are now
challenged to find new ways to build, sustain,
and grow relationships.

In times of uncertainty, they need to keep
communication flowing and inspire confidence
during a time when clients may be anxious
about their finances, work, families, and futures.
Leveraging a digital operating model with 
capabilities spanning each stage of the
client journey, from onboarding to ongoing
communications, allows wealth managers to
personalise their relationships at scale, bringing
tremendous value to their client and furthering
the long-term engagement.

•  Enhance the client experience and 
boost engagement

Strong, trust-based relationships are the
cornerstone of a successful wealth management
business. A flexible and dynamic client portal is
well-positioned to serve their digitally-minded
clients and puts clients’ interests at the heart of
that service proposition.

The tenor of the client experience is set at
the outset: with onboarding. Traditional client
onboarding can be a painful process—for wealth
managers, advisors and investors alike.
Digital solutions are eliminating these laborious, 
paper-heavy steps and and have proven a locus 
for efficiencies in the front office.

ADVISORS’ LOCUS 
OF CONTROL
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Traditional client 
onboarding can be  
a painful process - 
for wealth managers, 
advisors and 
investors alike.



Advisors’ locus of control

•  Onboarding empowerment as well as  
cost savings

Workflows, data connectivity and customisable 
questionnaires automate the account opening, risk 
profiling and investment proposal generation processes 
to eliminate client and advisor frustrations, and slash 
costs. Automated workflows also help firms match the 
right product to each prospect’s investment objectives 
and risk profile to create more tailored outcomes. Firms 
should enable investors to self-onboard as well. First 
impressions are critical, so it is vital the onboarding 
process meets clients’ profiles, needs and expectations 
—whether this is fully automated, a hybrid model or 
one that offers a personalised, high-touch experience. 

Intuitive self-servicing capabilities are an important part 
of the client experience. It’s empowering across the 
entire value chain, as well as cost saving. Self-service 
trading, supplemented by ready access to investment 
insights and two-way advisor communications, 
empowers investors and advisors alike. On-demand, 
customisable reports allow clients to view their assets 
in real time, keeping them informed and engaged.

• Personalised client service  
Individualised attention has long been the hallmark of 
high-net worth wealth management. But it came with a 
trade-off: between the level of personalisation offered 
and the number (and profitability) of clients that 
advisors can manage. 

Smart technology allows clients unprecedented flexibility 
to be serviced how they want. Take reporting. Millennials 
and Gen-Zers in particular prefer self-service access to 
dynamic portfolio information. Next-gen client reporting 
is founded on immediacy, accuracy and customisability. 
Allowing clients to view and interrogate complex 
portfolios—and, with the appropriate data links, provide a 
real-time, 360° consolidated view of their assets—will be 
crucial in fostering client engagement with their provider.

Intuitive  
self-servicing 
capabilities are 
an important 
part of the client 
experience.



Advisors’ locus of control

Wealth managers can provide this level of 
personalised service at much greater scale than  
in a non-digital environment.

Advisors can also distribute product 
recommendations, relevant fact sheets and offer 
documents to clients, or share targeted advisory 
insights and proprietary/thirdparty investment 
research. Providing fingertip access to current 
and historic information of interest in the client’s 
preferred language and through their choice of 
device further personalises the experience. Secure, 
two-way communication channels allow for more 
responsive client/advisor interactions, ensuring 
advisors can stay in touch with their clients and on 
top of their needs.

•  Strengthen the advisor/client 
relationship

Automation and self-servicing bring huge benefits. 
By automating and simplifying the prospecting, 
onboarding and after-sales servicing processes, 
smart technologies help advisors prove their 
commitment and strong value to their clients, 
turning them from prospects to loyal clients.

Low-touch robo-advisory services may be on the 
rise, but many wealth management clients still 
want trustworthy advice and guidance, especially 
during periods of heightened volatility—which will 
likely be a feature in the months and years ahead.

An interactive, open-ended communication and 
reporting platform transforms how firms produce 
and deliver information to clients and it takes a 
firm’s offering from good to exceptional.

Secure, two-way 
communication 
channels allow for 
more responsive 
client/advisor 
interactions.



Advisors’ locus of control

Self-servicing 
empowers end 
users and reduces 
the demands 
placed on advisors 
from low-value 
phone calls and ad 
hoc information 
queries.

By enhancing these client/advisor exchanges,
digital tools make discussions and decisions more
collaborative and transparent, further promoting
trust. An increase in potential touchpoints will also
reinforce those relationships, boosting retention
rates and further aiding profitability.

• Increase advisor productivity
Automated onboarding, powerful self-servicing
capabilities, and streamlined reporting, document
distribution and client communications give advisors
the bandwidth to support more clients, while
enhancing service delivery. Such automation helps
wealth managers strike a more profitable balance
between hiring advisors/relationship managers and
delivering high-quality, responsive services that
satisfy client needs.

Self-servicing empowers end users and reduces the
demands placed on advisors from low-value phone
calls and ad hoc information queries. Streamlined
workflows also offer advisors a fast and easy way to
manage customer requests. Freed from tedious and
time-consuming administration tasks, advisors can
devote their attention to supporting more clients (with
the internal cost efficiency and scalability benefits
that brings) and focus on higher-value activities that
strengthen the relationship.

Instant access to prospect, client and portfolio data
saves huge amounts of time, while helping improve the
quality of client interactions. Tools to quickly design
and deploy high-impact communications tailored to
clients’ individual needs—from pitch books and fund
summaries to client reviews and statements—further
alleviate advisor workloads. The result is faster, more
responsive content with less effort and lower cost.



Advisors’ locus of control

•  Strengthen advisor recruitment and 
retention 

Sophisticated technology can minimise mundane,
manual and repetitive tasks at every stage of the
client lifecycle. The automation and scalability free
advisors to focus their time on more interesting,
higher-value client interactions that produce better
results and greater job satisfaction.

Centralising and automating the client relationship
within an enterprise-level portal reduces key
person risk.

• Control costs/enhance scalability 
By expanding opportunities for self-servicing,
wealth management firms free advisors from
low value administrative activities that otherwise
consume their day. Increasing advisor productivity
through automation has a similar impact,
enabling them to maintain a higher advisor-client
ratio. In this way firms can increase their
scalability and streamline costs.

Opting for a cloud-delivered solution approach,
allows wealth managers to lower the total
cost of ownership of their critical technology
infrastructure, whilst supporting a flexible work
environment including remote working options.

Centralising and 
automating the 
client relationship 
within an enterprise-
level portal reduces 
key person risk.



Advisors’ locus of control

• Reduce the compliance burden 
The regulatory requirements governing wealth
managers’ activities have become progressively more
onerous, a burden that grows each time a firm moves
into a new market or asset class, or targets a new
client segment.

Smart technology can alleviate the cost, administrative 
and risk burden in multiple ways.

Digitalising the onboarding process allows firms to
automatically capture the necessary client details
to meet their KYC/AML responsibilities. Automating
client interactions and reporting activities likewise
makes it easier to demonstrate compliance. For
example, automating the risk profiling process
reduces firms’ reliance on paper records, and helps
operational staff confirm mandated tasks have been
completed appropriately.

Flexible workflow models enable users to establish
the path any document must complete before
distribution—and adapt them where necessary to
comply with evolving rules. Each workflow step can
then provide an auditable record of every action
taken to track the full lifecycle and any changes made.
By producing detailed audit reports, firms can provide
the appropriate transparency and governance, and
prove they are meeting their compliance obligations.

Smart technology 
can alleviate the 
cost, administrative 
and risk burden  
in multiple ways.



Advisors’ locus of control

• Strengthen competitiveness
The expectations placed on today’s wealth management firms are high and growing.

In an increasingly digitalised, global and competitive world, wealth managers need

a quality service and performance record to differentiate their offering from not just

their traditional peers, but the new breed of market entrants.

A true digital operating model enabled by smart technology has become essential. 
It gives firms a flexible array of tools to satisfy clients’ ever-expanding service 
expectations, while freeing advisors to focus on more of the value-adding activities  
that make a real difference.

A front-end portal offering all the bells and whistles will be worthless though unless

clients and internal teams are always using consistent, accurate data. Having a

sophisticated data infrastructure to underpin those communication tools needs to

be as much of a priority if firms are to create more responsive client experiences,

backed by accurate, personalised, on-demand information.

Empower Advisors

• Automate and optimise client onboarding 

• Real-time, 360° views of client and portfolio 
information improve client interactions 

• Secure document delivery with approvals 
and controls

• Free up time to focus on nurturing 
relationships.

Engage Clients

• Self-service onboarding, trading and 
reporting deliver high quality client 
experiences

• Provide complete view of investments 
through any device 

• Instant access to portfolio information 

• Stay in touch with advisors with secure 
two-way communications.



SECURE
KEEP IT



ROBUST SECURITY has become a critical
issue for wealth managers, as the volume and
sophistication of cyberattacks has increased.

To counter these threats, it is more important than
ever that firms’ technology infrastructures employ
best practice security architectures, with data
mirrored in secure back-up facilities. A solution
that supports the use of security tokens and
can be readily integrated into wealth managers’
authentication processes will go a long way to giving 
clients peace of mind and enhancing their trust.

KEEP IT SECURE
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SECTION 4

FUTURE
READY FOR THE



HANDS-ON, RESPONSIVE 
SUPPORT backed by sophisticated digital
experiences have become the norm in almost all
areas of our lives. Clients’ service expectations—
especially among the changing profile of wealth
inheritors and accumulators that are coming to the
fore—reflect these rapid technological changes. To
stay relevant, wealth managers need to keep pace.

Multi-functional digital engagement is rapidly
becoming the locus for wealth managers’ activities
and client interactions. Tools that can provide
clients with more self-directed flexibility, while
enhancing advisor productivity and service
delivery at every stage of the customer journey
are firms’ best chance to stand out from the
crowd and stay competitive in the years ahead.

READY FOR 
THE FUTURE
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Multi-functional 
digital engagement 
is rapidly becoming 
the locus for 
wealth managers’ 
activities and client 
interactions.



GET IN 
TOUCH

For more information on how SS&C 
Advent can help position your business 
for growth, visit www.advent.com or
contact advent@sscinc.com

https://www.advent.com/
mailto:advent%40ssinc.com?subject=Advent%20support

