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Wealth managers must work to ensure both advisers and clients alike have the best
tools for engagement and collaboration says Gareth Williams, Business Development
Director, UK at Finantix

Pre-COVID-19, self-directed and self-serviced investing (with an emphasis on
ETFs) gained traction. But post-COVID-19, many people have decided to take
professional advice for the first time. Even highly experienced clients are
relying on their advisers like never before. And the ‘new normal’ has massively
accelerated adoption of digital tools and closed an already narrowing
generation gap: digital appetite among over-60s often matches that of the
young.
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collaboration in wealth management
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Clients’ fast-changing needs
require regular, sometimes ‘instant’,
touchpoints. Shifts in markets,
monetary policy and taxation could
make far more frequent pivoting
necessary in future.

platforms’ analysis of investors’ digital
behaviour, including login patterns,
detects at-risk (of defecting) client
status with as much as 90% accuracy.
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one where the compliance ‘guardrails’

between multiple parties, means

Implementation

are always on. It provides a compliant,

investors and advisers can move much

Relentless focus on two outcomes will

secure and efficient multi-media

faster to mitigate threats, explore

shape wealth management industry

communication channel, where

options in depth and maximise

success. The first is compelling and

relationship managers can easily

opportunities.

frictionless co-created experiences,

invite and coordinate the contribution

matching evolving client needs.

of specialists and senior managers

Techniques including client portals,

from across the organisation.

enhanced reporting, video

It is vital that communications

conferencing and instant messaging

between clients and relationship

The imperative to meet the individual

all help here. And coordinating this

managers, and between managers

needs of clients has never been more

through a digital hub can conveniently

and their colleagues, remain efficient,

urgent. The case for co-creation has

provide a holistic overview of business

trackable and secure. There are big

never been so strong. The technology

information and overcome the

potential rewards for institutions that

to make it a reality is ready to use

challenges of geographical distance

get it right because clients will share

today. Advisers and clients need to

and time zones.

more information, and higher-value

come to a shared view of the world. We

information, the more confident they

developed our Digital Collaboration

But creating real client value means

are that data protection and

Hub to enable them to do so rapidly,

relevance: true client relevance, built

governance are strong.

but also with depth and breadth of

on contextualised information and

context and richness of insight.

shared effectively through fully-

The second is operational efficiency,

Advisers can quickly access the

integrated, digitalised, multi-channel

as profitability pressures grow. They

information needed to support

communications. Firms making this

do not have to be opposed, when

informed investment decisions.

investment will have seen it pay

technology is deployed smartly to

Clients can have it delivered in an

dividends and allowed for much

keep them aligned. For example, in the

actionable digital format. Both parties

greater understanding of what clients

crucial area of understanding and

can easily track tasks and progress

want and need and giving them that

predicting client behaviour, ready-to-

within the Collaboration Hub. This

intellect digitally at the right time and

implement technology can reveal

really helps move conversations on.

in the right format.

precisely how – and why – clients

Gareth Williams
Business Development Director, UK
London, United Kingdom
contact@finantix.com
+44 7470 655 267

TWM Insight Report

See their business
profile on page 72

The UK Wealth Technology Landscape Report | November 2020

CE & M

CM & P

DM&A

DP&T

IP&T

DIRECTORY

Finantix
Headquarters: Luxembourg
Business introduction

Finantix factfile
Website

www.finantix.com

leading provider of trusted technology to the worldwide financial industry.

Email address

contact@finantix.com

Applying deep sector knowledge, we empower wealth managers, insurers

UK HQ address

8/F, The Columbus Building,
Westferry Circus, London, E14
4HD

UK email address

As above

Year company founded

1994

Number of employees

200+

Solution introduction

Number of global offices

11

Spanning across multiple channels, devices, languages and currencies, our

Regional office presence

Asia, North America, Oceania,
Western Europe

Client regional presence

As above

For over two decades, clients and analysts have recognised Finantix as the

and banks to digitally and intelligently engage with customers and provide
insightful and compliant advice. By injecting artificial intelligence into a
comprehensive yet modular, API-first platform, our proven technology
enables holistic customer intelligence, sales and servicing productivity and
individualised omni-device experience.

comprehensive software is globally portable, omni-device and highly
configurable. Through a range of components as well as end-to-end
solutions, Finantix allows for flexible personalization and seamless
integration.

Solutions

-

Contact(s)

Digitial Collaboration Hub - A one-stop, omni-device and multi-media
collaboration channel, offering your Client a dedicated, secure and
intuitive way to digitally engage and interact around key business
processes,

-

Adviser Portal – Cross-device digital platform bringing together the
essential tools and analytics for advisors to monitor and service new and
existing clients

-

Wealth CRM – CRM functions that are optimised for prospecting,

Name:

Name:

profiling, managing and selling to complex, wealthy clients

Gareth Williams

Alessandro Tonchia

Client Portal and Hybrid Advisory – Omni-device digital portal services

Business title:

Business title:

Business Development
Director, UK

Co-founder & Head of
Strategy

Email address:

Email address:

contact@finantix.com

contact@finantix.com

Telephone number:

Telephone number:

+44 7470 655 267

+44 7917 730 558

and features enriching client self-service experience with empowering
communication and engagement capabilities for Relationship Managers.  
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Click here to access Finantix’s full profile on The Wealth Mosaic
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