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Q&A  

What trends have you seen over the past 12 
months in relation to investment products?

The business priorities have been to strengthen compliance 
measures to improve disclosure and selling practices. We 
have also seen a marked increase in market participants 
getting involved in initiatives that contribute towards a 
multi-asset class offering. 

In many cases, product distributors are creating the de-
mand, and product providers and independent solution 
vendors are providing the technology platforms to facilitate 
supply. As a result, we are observing increasing demand for 
more intuitive features relating to search, compare, quote, 
transact and analytics. This creates a user experience simi-
lar to what you would get with online retail e-commerce 
portals widely adopted in other industries.

What are some of these parallels?

The first one relates to product categorisation and cata-
logue search. A browsing experience on most major online 
e-commerce portals will demonstrate the value of appropri-
ate categorisation and built-for-purpose search filters. 

By way of comparison, with certain investment products, 
for example structured products, industry-led initiatives 
over the past few years have provided a mature taxonomy 
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and metadata framework to enable a similar product cat-
egorisation and search capability. A natural extension of 
this concept across investment products enables a product 
comparison to be made across two or more products, or 
even against a benchmark index.

A second parallel can be seen in terms of business-to-
business and business-to-consumer channels. Amazon.com 
caters not just for end-consumers, but supports a merchant 
partner programme for sellers to extend their distribution 
channels to the portal. Similarly, issuers and distributors 
of investment products require a solution architecture that 
supports multiple, business-to-business (issuer to distribu-
tor) and business-to-consumer (dealer to client adviser, or 
to client) channels. This enables flexibility to create a pro-
prietary or open architecture wealth model.

It is also important to consider real-time online metrics as 
part of this. E-commerce portals such as Amazon.com em-
ploy technologies that compute real-time metrics, including 
product popularity, sales rank and related product search-
es. All of these metrics are displayed as visual dashboards 
for the relevant buyers and sellers. 

A portal experience relating to investment products could 
be used by buyers (client advisers) searching for top-sell-
ing issues, top underlyings or product features within the 
electronic network. For the sellers (dealers), being able to 
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view information such as statistics of what potential cli-
ent advisers have reviewed, new product offerings or the 
percentage of requests for quotations (RFQs) versus actual 
trades placed for specific term-sheets would provide valu-
able feedback for constructing future product offerings.

There is a further parallel in terms of supply-chain and 
logistics. While Amazon.com is known for its online por-
tal marketplace, non-users are less aware of the service 
and fulfillment centres that manage the pre- and post-
sale logistics and supply chain between buyers and sell-
ers. Similarly, a multi-issuer product platform would need 
to provide ubiquitous channel and workflow management 
capabilities to manage term-sheet indexation and retrieval, 
RFQs, transaction orders and post-sale event management 
alerts that need to be monitored and communicated online 
between manufacturers and distributors to end-clients.

What developments have you seen as 
the industry continues to invest in new 
infrastructure to support distribution of 
products?

 Client adviser productivity: Client advisers contin-
ue to request tools that will enable them to be more 
productive and spend more time advising clients rather 
than performing transactional tasks. For example, we 
have seen our customers continue to automate many 
previous activities between dealers and client advis-
ers when handling price and execution requests. We 
have also added value in the area of post-sale support. 
This includes automated event and alert notifications 
provided to client advisers to support time-, price- or 
contract-based events, therefore enabling more proac-
tive advice to be provided to end-customers.

 Proprietary versus open architecture wealth 
models: With more than 60% of over-the-counter vol-
umes at the largest wealth firms being transacted ex-
ternally with third-party providers, establishing elec-
tronic connectivity is a high priority so clients can be 
offered an optimal amount of product choices at a re-
duced cost per transaction. Any market-driven solution 
must be able to accommodate integration with internal 
and third-party pricing and execution venues. Com-
munication standards leveraging financial information 
exchange for quote requests/executions are becoming 
more prevalent. This draws on past experiences with 
equities, bonds, foreign exchange and options.

 Virtualising the adviser workstations: As tab-
let and mobile technologies are adopted in financial 
services, we continue to see increased demand for 
solutions to provide a smooth transition between the 
workplace and meeting clients off-site. As with the 
Amazon Kindle, it may not be long before mobile or 
tablet usage of the business services described earlier 
become commonplace and revolutionise the end-user 
experience.

So what is your outlook for the engagement 
of online portals to support product offerings 
in the wealth management space?

I expect to see further adoption of electronic quote and 
execution for investment products over the next few years.
As more online market places develop, many common tech-
nologies in e-commerce portals will present new opportuni-
ties for industry participants to address the transparency 
and efficiencies required position investment products ap-
propriately in client portfolios. 

Andrew Au
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