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The goal: maximising revenues

New clients

Duration of the 
relationship

Depth of the 
relationship

Maximum 
potential 
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The recipe for success

Rich content 

• a holistic advisory approach

• added-value services

• innovative products

• world-class model portfolios

• contextual information

Process-orientation

• Client acquisition

• Advisory

• Compliance

• Best practices as processes

Ability to address new segments and new markets

3Finantix - Confidential



The client value-cycle 

from a bank’s prespective
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Acquire

• Target 
identification

• Influencer-
centric initiatives

• Event
management

• Network analysis
• Pitch preparation

Profile

• Client opening

• KYC/Compliance
• Fact find

• Account 
aggregation

• Single view of
client

• Client 
diagnostics

• Portfolio 
analytics

Advise

• Financial 
planning

• Goal 
management

• Asset allocation
• Portfolio design

• Tax advice
• Suitability

• Plan execution
• Trade

compliance

Monitor

• Client
monitoring

• Reporting
• Alerting

• Rebalancing
• Client news 

alerting

Extend

• Share of wallet
analysis

• CRM activities
• Product

launches
• Cross-selling

• Event-led selling
• Referral

management
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Acquire Profile Advise Monitor Extend

5



Sources of new clients in wealth management

“Hunting”

Intermediaries 
and influencers

Clients of other
divisions

Referrals from 
existing clients

New segments

New markets

Non-organic 
growth
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Source: Datamonitor: Customer Acquisition and Retention in European Wealth Management 2006



Sources of new clients in wealth management

“Hunting”

Intermediaries 
and influencers

Clients of other
divisions

Referrals from 
existing clients

New 

markets

Non-organic
growth
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Hunting via timely identification of targets
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valuescope automatically 
identifies liquidity events and 

target profiles by periodic 
screening large quantities of 

online sources using advanced 
text mining technologies

DETECT

Target types

Entrepreneurs 

selling equity

Entrepreneurs 

selling equity

Emerging 

corporate execs

Emerging 

corporate execs

Rising 

stars

Rising 

stars

Owners of growing  

companies

Owners of growing  

companies

Top 

professionals

Top 

professionals

Retiring 

corporate execs

Retiring 

corporate execs

Liquidity events
Transitions

Sources



Screening a broad range of sources in 

various languages and regions
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CZ

� Newspapers

� Tabloids

� Local press

� Trade 
publications

� Press 
releases

� Newletters

� Corporate 
sites

RU
Most languages 

relevant in 

Western and 

Eastern Europe 

are supported

DE ES

NL FR

IT

EN



Owners of growing companies
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Early identification of liquidity events or timely 

identification of transitions yields better results
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Date of 
liquidity event

High

Probability of 
capturing a 
significant 
share of 
assets

Low

Two years prior 
to event

One years after 
the event



Emerging executives
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Rising stars
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Data aggregation 
and quality control

Secondary 

data

After aggregating relevant contextual information, 
target clients are published
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Company  

profiles

Company  

profiles

Personal 

profile

Personal 

profile

RelationshipsRelationships

Contact 

details

Contact 

details

Publish

E
N
R
I
C
H

Target types

Entrepreneurs 

selling equity

Entrepreneurs 

selling equity

Emerging 

corporate execs

Emerging 

corporate execs

Rising 

stars

Rising 

stars

Owners of growing  

companies

Owners of growing  

companies

Top 

professionals

Top 

professionals

Retiring 

corporate execs

Retiring 

corporate execs



The social networks of a client is computed 
based on automatically captured relationships
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Personal, 

business & social 

networks

Employment
history

Affiliations

Family 
relationships

Associates

Education 
path



Sources of new clients in wealth management

“Hunting”

Intermediaries 
and influencers

Clients of other
divisions

Referrals from 
existing clients

New 

markets

Non-organic
growth
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By overlaying client networks, 
key influencers can be identified
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Prospect

Clients

Other 
parties

Influencers/multipliers
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Sources of new clients in wealth management

“Hunting”

Intermediaries 
and influencers

Clients of other
divisions

Referrals from 
existing clients

New 

markets

Non-organic
growth
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Using rules to detect prospects for wealth 
management within the existing client base

19

Retail

bank

Investment

bank

Corporate

bank



Acquire Profile Advise Monitor Extend
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Client profiling

Client
profile

Extended 
client
profile

Holdings
at bank

Holdings
at other banks

Non-financial
assets

Needs, goals 
and life-cycle 

events

Risk profile

Fact find

Connection to 
core systems

Relationship
history
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Fact find: 

atomic building blocks and joint interviews
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Fact find building blocks: 

off-the-shelf atomic elements

Interview details
Personal details
Family details
Employment info
Document capture
Source of funds
Inheritance status
Income structure
Expenses
Preferences
Health status
Protection position
Priorities and goals
Attitude to risk
Asset capture (for each asset class)
Compliance steps
…
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Single client view
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Tight linkage between enterprise 
representatives and wealthy individuals

Single view of SME

Single view of 
individual client
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Full balance sheet of client
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Client financial position
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Financial position: x-ray analysis

Breakdowns are used for graphical analysis and diagnostics, client reporting, alerting
(about violations of defined constraints) and portfolio rebalancing.

Breakdowns are used for graphical analysis and diagnostics, client reporting, alerting
(about violations of defined constraints) and portfolio rebalancing.
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Portfolio and efficient frontier
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Ratios and diagnostics
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Acquire Profile Advise Monitor Extend
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Differentiated, optimised advice approach 

and processes for each segment
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Integrated

Scope
of advice

Partial

Events

Value
of relationship

Low High

Products         

Drivers
of advice

HNW

Affluent

Mass 
affluent

20-60 min

5-20 min

60+ min

Duration of 
typical advisory 
session with 

client



Options in investment advice and financial 
planning

Goal-based  
planning

Agenda-based  
planning

Integrated 
financial 
planning
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Goal-based  planning

Agenda-based  
planning

Integrated financial 
planning
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Needs area overview
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Quick advice and product recommendation

Quick     Quick     
profiling   profiling   
Quick     Quick     
profiling   profiling   

advice/advice/
proposal proposal 

Product Product 
advice/advice/
proposal proposal 

Prospect/client 
data collection

Risk profiling

Seamless Seamless 
execution execution 
Seamless Seamless 
execution execution 

Saving

Retirement 

Capital Increase/Purchase

Protection

Product details

Printed Proposal

Product recommendation
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Goal-based  
planning
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Addressing needs and goals across 

the client lifecycle

Buy new car

Goal: purchase

Education of 
child

Goal: education

Buy real 
estate

Financing

Transfer 
business

Succession 
planning

Policy 
drawdown

Retirement 
planning

Donation  

Inheritance 
planning 

Net worth

Time
Retirement 

age
Current age

Minimize tax

Tax planning
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Goal-based planning
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Goal simulation and lifetime planning
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Model portfolio adequate for a goal
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Integrated 
financial 
planning
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Global position: balance sheet and profit & 

loss statement
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The projection architecture

Position
at FI

Position 
at other FI

Balance
sheet
Year 0

P&L
Year 1

Financial 
profile

Macro-
economic

assumptions
Goals

Tax/pension 

rules

Events
Goals

Hypotheses

Position
Year 1-N
Scenario 2

Position
Year 1-N
Scenario 1

Comparisons

Balance
sheet
year N

P&L
Year N+1Insurance 

position

Non-financial
assets

Income and 
expenses

General

parameters

Projected
values

Interactive 
simulations

Client info 
(back-end)

Client info
(fact find)
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Integrated planning: 

scenario simulation

Current

position

Current

position

AssumptionsAssumptions

BudgetBudget

GoalsGoals

Diagnostics

Main scenario

Scenario

position

Scenario

position

AssumptionsAssumptions

BudgetBudget

GoalsGoals

Diagnostics

Alternative scenario

Synthetic change

Analytic change

Change

Change

Activate/deactivate

Change

Compare
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Integrated 
financial 
planning

Execution
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Execution: order capture

Grouped orders

Individual orders



Execution: pre-trade compliance check
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Acquire Profile Advise Monitor Extend
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Hotlist: highlighting clients 

that need contextual attention
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Alerts
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RM performance: 

management dashboard 
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Acquire Profile Advise Monitor Extend

53



Sources of new clients in wealth management

“Hunting”

Intermediaries 
and influencers

Clients of other
divisions

Referrals from 
existing clients

New 

markets

Non-organic
growth
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Referrals from existing clients have 

unmatched weight in client acquistion1

Nevertheless studies show that referral 

management is underutilized by many wealth 

managers 2

Reasons for this are 

• people are more reluctant to recommend financial services 

(as opposed to physical products)

• the lack of willingness and capability of relationship 

managers to actively ask for referrals 

• the lack of systematic procedures for handling the logistics of 

referrals  

However asking clients for referrals can be 
surprisingly effective1,3 and has the potential to 

unleash tremendous organic growth
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1 Datamonitor: Customer Acquisition and Retention in European Wealth Management 2006
2 Tapping human assets to sustain grwoth, BCG, Global Wealth 2007, Sept. 2007 
3 Mercer Oliver Wyman, 2005



Introduction chains

RM Client Multiplier Prospect

Influencer
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The effectiveness of referrals and influencers 
can be measured and compensated
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Sources of new clients in wealth management

“Hunting”

Intermediaries 
and influencers

Clients of other
divisions

Referrals from 
existing clients

New 

markets

Non-organic
growth
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Process orientation and 
new markets
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The virtue of processes

Formal

Measurable

Differentiating

Flexible

Implementable
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Software as ‘building blocks’

Fact find

Letter editor

Application forms

Transactions

Interview

Calculators
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Defining business processes by 

assembling components and steps

Library of standard working
banking business processes
Library of standard working
banking business processes

Library of reusable ready
banking business functions and services

Library of reusable ready
banking business functions and services

Rules, constraints, roles, 
authorization levels, thresholds

Rules, constraints, roles, 
authorization levels, thresholds

Letter editor

Interview
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Processes for compliance: 

MiFID decision tree for advisory obligations
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Differentiated, optimised advice approach 

and processes for each segment
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Integrated

Scope
of advice

Partial

Events

Products         

Drivers
of advice

HNW

Affluent

Mass 
affluent



Processes for multi-segment 

synergy and harmonisation
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Ability to capture analytics positions 
for income, pension plans and assets

SIMPLE PROCESS 
(Mass-affluent)

COMPLEX PROCESS 
(Affluent)



Sharing of building blocks

between processes

SIMPLE PROCESS 
(Mass-affluent)

COMPLEX PROCESS 
(Affluent)
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Processes for multi-country 

synergy and harmonisation

Key functional difference: no sharing possible

Minor difference: partial sharing  possible

Connector to UK 
back-end systems

Connector to German 
back-end systems
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PlanPlan
developmentdevelopment

AccountsAccounts
and and 

analysisanalysis

ClientClient
profilingprofiling implementationimplementation

PlanPlan
implementationimplementation

OngoingOngoing
reviewreview

Client 
management 

process

Client
segments

Retail Mass affluent Affluent HNW

Business
channels

Relationship
type

Active trading Advice Discretionary

Processes for strategic flexibility

Client 
online

Relationship
manager

Financial 
advisor

Call
centre

Branch
office

Optimising processes for each delivery context
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