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The journey of wealth — where are we going?

Targeting tr_\e E_ntreplteneur: The D|g|.tal ®<?volut|on is chan.glng the THE GOLD STANDARD OF
Just who is this business orientation of relationship: WEALTH MANAGEMENT
owner and what do they want? Automated advice vs. Traditional advice
® ® @

2012 : 2016

b 85 @ 8 ¢

2010 2014 2020

® O
Wealth Management is Modernising: The Client of the Future
Consolidation, segmentation and Who are they, how do they
real-time wealth management behave and what is their value?

AON
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How can | begin anything new

with all of yesterday in me?
(L. Cohen)

Apple vs Microsoft

Empower Results®
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Client profiling is evolving faster than many C-suites realise

Client worth . Client / bank location . Client work status . Client behaviour
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Note: Banks with highlighting are considered more active in the context of their active marketing campaigns Am
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A man who views the world the same at 50

as he did at 20 has wasted 30 years of his life

(M. Alj)

Empower Results®
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Focusing on personalities that could lead to longer term value is the WM goal
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LEADER

Performance-
orientated with a
core objective of
financial security

AON
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Profile: Fast Track LEADERS seek out a transformational engagement over time

WHO ARE THEY?

D)

» Corporate high-fliers
» Strong desire for financial security “play it safe”

WHAT DO THEY LIKE?

¢ Pre-boarding — brand and reputation
* On-boarding — meeting their individual needs

WHAT DO THEY USE?

o)

» Banking - sizeable cash reserves
» Specialist solutions — avoid complex investments

HOW DO THEY CONNECT TO WEALTH?

INimum amount of time on financial matters
» Prefer a single point of contact

)

WHAT MAKES THEM TICK WITH MONEY?

£y

» Family (and children) at the forefront of hopes
* Optimistic and hold money rather than spend it

WHO ARE THEIR KEEPERS?

-

» Competitors — loyal to firm if performance is solid
» Marketing preference - tailored communications

Source: Scorpio Partnership HNW Insights 2016
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The core personality of WM has opportunity but raises certain longevity factors

SURFER

Convenience-
orientated
with a core objective
of financial security
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Head to head: catering to the Fast Track LEADER versus the SURFER

WHO ARE THEY? TD WHAT DO THEY LIKE? /> WHAT DO THEY USE? /_>

+ INCOME VERSUS CAPITAL + CONTACT VERSUS RECOGNITION + CONTROL VERSUS DELEGATION

HOW DO THEY CONNECT TO WEALTH? T'-/ji) WHAT MAKES THEM TICK WITH MONEY? /-> WHO ARE THEIR KEEPERS? r)

+ ENABLEMENT VERSUS ENGAGEMENT * GOALS VERSUS GAINS + LOCAL VERSUS GLOBAL

Source: Scorpio Partnership HNW Insights 2016 Am
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The issue is about considering the long-term commercial value

Surfer
L] Average
D SOW
e XX%
% Average
o SOW
s XX%

Additional £££s from a
AGE & TENURE OF RELATIONSHIP AON
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The Million-dollar account before retirement

38 45 47 59
Life event @
@ s
@ Y CIJ (lj Leader
B Property Di Windf Int Retiri
p(;r;urs‘soer ﬁrsgf;; Ivorce indfall nheritance etlrmg A\/erage
. ] SOW
Capital Inflow _Em £2m =4m =om Fim

XX%

Total net worth TOTAL CLIENT VALUE (gross)
20year pre-retirement base income:
£XX

c. XX

Portfolio SOW

Performance @4% p.a
SOW - 35% - 65%
over 20 years: == == = pm == = = - - -

— — -Annual Management Fee— >

+ Financial Planning/Review Fees

Fees @80bps p.a

+ Selective advisory/credit fees
+ Advocacy to others ...

1
Wealth Revenue,
:
1

Source: Scorpio Partnership, Pershing — Digital Horizons report 2015 Am
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Building a business through a behavioural lens is the next dimension of WM

Traditional segmentation

{ Weallh : High asset
i Source i O p portu N ity
i i 4
i Age i
| T 1
Performance-
orientated
Simple
to serve
Convenience-
orientated
v
Low asset
opportunity
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You can neither win nor lose

If you don’t run the race
(D. Bowie)

Empower Results®
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What this boils down to is detall ...

OVERALL SATISFACTION RM SATISFACTION TEAM SATISFACTION
out of 10 out of 10 out of 10
7.4 8.1 6.4

7.3 7.5 7.2

BRAND VALUE SCORE
D o 100%

71.6%

7.8 8.3 7.7

CLIENT OUTCOMES

0 to 100%

89.8%

7.2 8.1 7.2

PRODUCT SATISFACTION
out of 10
7.2

CLIENT JOURNEY SCORE
0 10 100%

73%

72% 76% 71%

NET PROMOTER SCORE

-100% TO 100%

-6%

| uw | ocdi [ e | u [ o4 | B [ u | o4 | Eu [ Uk | cH [ EU |

701%  81.2%

PRODUCTS PER CLIENT
avr.no. products used
1.8

63.5%

94% 85% 82%

PROPORTION OF ASSETS
0 0 100%

46%

7.2 7.3 7.1

ADDITIONAL BANKS
out of 10
2.6

-1% -2%

TRUST MARGIN
0 40 100%

73%

-14%

Uk | cd | _eu | _uk | _cH [ _Eu ] _uk | _ocd | _Eu | UK [ _cd | _EU |

2.5 2.1 3.5

Source: Scorpio Partnership

© Scorpio Partnership 2016 |

53% 55% 55%

14

1.5 2.3 1.0

DUMMY DATA

72% 76% 71%

Proportion of assets (%)

Net future growth (% respondents)

100%

70%

40%

15%

50%

25%

0%

-25%
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XXX - Proportion of assets

M2
® O Rwio @ e
Cwe ©

R4
O RM11 RM3
4 RM12

T RM13

O RMi
O _Rmi4

70 100

Satisfaction with XXX /10

XXX - Net future growth

® RM1
M3
RM2 é ® R

RM4

40

b RM14

40 70

Satisfaction with XXX/10

100
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All of this is an appetiser for a new way of doing business in wealth management

THE GOLD STANDARD OF
WEALTH MANAGEMENT

AON
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Thank you for listening ...

witha side ofFreedom?

THE END (OF THE PRESENTATION)

Empower Results®
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