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Resources What is Why CX? What can Key next
at your CX? And why | do? steps
fingertips now?

Objective — to align on the importance of CX
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Accomplish’s CX toolbox for the new normal’

We help firms stand-out from their competitors through the experience they deliver to their clients

CX Maturity
Benchmark

How strong is our
internal CX
capability?

What response
strategy should
we consider?

(0) ¢
Touchpoint
Benchmark

How can we listen
to the voice of the
client and sta
aligned with what
they want in the
new normal?

CX Forum

How can we
unearth peer-
group insights

and solve
industry-wide
issues together?

CX Training

How can we
align on the
importance of CX,
and enable our
staff to set
in[ormed CX-
related annual
objectives?

CX Consulting

What’s our CX strategy,
how implement and
measure it?

What’s our client
journey, how
govern it, and

make it
memorable?

Extending the leading edge of CX

1. The impact of COVID-19 on client experience

Proud to share our hopes and

in asset management, Accomplish, May 2020.

Hccomplish.world
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https://www.accomplish.world/asset-management-cx-research/impact-of-covid-19-on-asset-management-cx/



https://www.accomplish.world/login/

CX Forum’s
Private members’ area

The online home for the
asset management CX community

Live since end Feb 2020. 39 users. 16 companies.

Kccomplis oo

Home Services « Research « Blog About v CX Forum login
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CX maturity
homepage

Y%

CX news Forum Research Resources

Premium membership

2 ‘
: (C_ Private Members Area Menu Welcome

Welcome to Our current survey:

Columbia Threadneedle K TS s

C. Investments
CX Forum login ‘ Login to the at the CX Maturity Initiative

members area ey i)
Your - S ; i M Surveys
benchmark :u:a;el:::\ar:'e(ve(svou(oallmeonllm benefits of the CX l " ﬁ Pesrl'group ||nSight(Sj
report (s) and ' » and lessons learne
gx F ( ) It all starts with the assessment of your company’s intarnal CX a -
oru m maturity using the common language of the CX Maturity -
pa pers Benchmark. =

Q Private Members Area Meni>  Welcome Premium membership CX news Forum Research Resources

Proud to share our hopes and
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CX Forum’s
Private members’ area

mium membership

Private Members Area Menu Welcome

Forum Research Resources

-

Benefits

» Benchmark your alignment with what clients want

= Sponsor peer-group projects on a topic of your choice

= Training to give staff the knowledge and understanding of CX they need, as well as the ability to apply it
= “Art of the possible’ events to learn from other industries

» Best practice guides and support with establishing and connecting the building blocks of CX

= Programme reviews to gain confidence that your CX transformation is still ‘on track’

What good asset Why asset management B2B client experience (CX) More news on

management CX looks CX? And why now? Is challenging
like al requires ditfere a eract BaC h = CX Fundamentals

CX Fundamentals ~ CX Governance CX Culture Segmentation
Training Course A practical guide to improving Culture Is the primary way to Different types of clients want

the maturity of your CX achieve client centricity and different things. Identify them,
Gain the knowledge and f %

3 g Governance. explolt the value of CX for all select your target client types, and
understanding of CX you need, Here’s our guide on CX Culture
develop differentiated service

and set informed, meaningful and how to prioritise clients offerings
and consistent CX-related annual everyday.
objectives

CX Governance - how to make sense of your CX

Proud to share our hopes and

Mccom pl iSh'WO rld dreams with our local community GenieSha res 6
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CX Fundamentals
Course

CX Fundamentals gives staff the
knowledge and understanding of CX they
need, as well as the ability to apply it

Align internally on the importance of CX,
on what good CX looks like, and on how to
become client-led

Master the fundamentals of CX:

=  Whatis CX, and the asset
management client journey?
Why CX? And why now?

How CX works

How B2B CX is different to B2C
What good CX looks like

Set informed, meaningful and consistent
CX-related annual objectives as part of
and by the end of the course

Compatible with

%}a@ industry CX benchmarks

7



CX Forum’s

Private members’ area

Private Members Area Menu Welcome Premium membership

Thelimpact of COVID-19 on
2 client experience
in asset:management

Kdeomplish GenieShares

{ The direction of travel

CX news Resources

Forum Researc

Effective
asset manageme
CX strategies *‘

A best
practice guide

Confidential Information

The missing
piece of the pu

Match your CX strategy to your situation Confidential Information

_____ Key Experience Indicators (KXIs)
Observable and able client behaviours®

Hccomplish

Hecomplish.world ~TETI 5 GenleShares 1 w reed o
Xecomplish.world -
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Hecomplish.world
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https://www.accomplish.world/asset-management-cx-services/asset-management-cx-training/

What is CX?

CXis an overall impression

P---*I

o

I = % anditiso

It is your client’s overall impression of you
It informs their decisions to buy, stay, and consume more of your services

It is personal, subjective, open to influence, subject to change ...
and it can be irrational

Itis a in a client that a supplier@auses;

pbservable and measurable

Every direct and indirect interaction counts:

=  From the moment a prospect
becomes aware of you

Through selection and onboarding
To

every

post-sale interaction

until offboarding

when the client becomes a prospect again

CXis for everyone on the client journey
Not just the client-facing staff

Hccomplish.world

Proud to share our hopes and

dreams with our local community GenieShares 10
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The asset management client journey

7 Post
service

; 1
engage’t & Research

6
Termination

2
Asset The vital
management first
client journey Caaikis

5
Ongoing
service
delivery

3
4 Onboarding

First-time
service
delivery

Kccomplish.world reamenitn oot ocalcommenty GenieShares 11
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Emotions create memories ...
and memories form impressions

Your alignment with what your clients want
will drive their impression of your value.®

= Clients judge your expertise in the areas they do not
I understand by your performance in those they do

Emotions can

be irrational y We cannot follow rational decision-making

t'_l'hils isl \) processesin extraordinary situations
particularly so

in extraordinary — _ .
situations? ] As a result, emotions caused by extraordinary

Emotions drive === events disproportionately skew our memories
our memories

iﬁfei'aff:‘i{fr?stl Extraordinary experiences get:

=  Remembered

Extraordinary
E experiences =  Shared *

Q—l i Discussed

We aggregate our
Good experiences are

memories into
ordinary and we forget them

impressions3 but
not equally, nor
even fairly*

Want what your clients want ... and be extraordinary, or be forgotten

Hedonic consumption: emerging concepts, methods and propositions. Hirschman and Holbrook (1982).

How to design, measure and improve customer experience. Pennington (2016).

Five ways emotional pain is worse than physical pain, Winch, G (2014). Psychology Today. 12
Bridging the gap for destination extreme sports. Klaus and Maklan (2011). Journal of Marketing Management.

Marketing malpractice: the cause and the cure. Christensen, et al (2005).

Hccomplish.world
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The macro historic backdrop

3,000
2,500

2,000

1,500

OECD & non-OECD total GDP

1,000 1990 - 2035 (trillion 2005 USD)

100 History 2008 Projections

75
500

Non-OECD
50
OECD
N S.&P 500 Index . j//
since 1980
0

S&P Global e e e

1985 1990 1995 2000 2005 2010 2015 2020
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This attracted lots of new suppliers

A crowded marketplace

6.1: Number of Asset Management Companies"

Country Country
Austria 24 Luxembourg 304
Belgium 64 Malta 127
Bulgaria 31 Netherlands 236
Croatia 21 Norway 31
Cyprus 125 Poland 41
Czech Republic 23 Portugal 66
Denmark 53 Romania 22
Finland 26 Slovakia 10
France 630 Slovenia 7
Germany 380 Spain 109
Greece 50 Sweden 105
Hungary 24 Switzerland 210
Ireland 253 Turkey 49
Italy 256 United Kingdom 1,100
Liechtenstein 16 Europe 4,393

4,393 asset
‘ managers in
Europe

EFAMA

European Fund and Asset Management Association

H 1. Asset Management in Europe, EFAMA, September 2019.
Mccomp||5h'world 2. Eurohedge, April 2015



New suppliers launched many products

A proliferation of investment products?

70,000 Number of European funds exploded ?

Median size of
EMEA institutional

60,000
50,000 product range
40,000
30,000
20,000
10,000
investment strategies per
aeeae383888838388c0000000 0 for sale in EMEA to
T AN AN AN AN AN AN AN AN AN AN AN AN NN NN N . . . . 1
institutional clients
A crowded marketplace
: 1. Data courtesy of the European Fund and Asset Management Association.
Mccompl lSh'WorId 2. Accomplish, 2020. CX Maturity Benchmark. 16






Clients began to question fees

Nine out of 10 active funds underperform

benchmark

Most actively managed European equity funds failed to beat their benchmark over the past
decade

Chris Flood OCTOBER 25 2015 |:| 17 E

Nine out of ten actively managed European equity funds have underperformed
their benchmark over the past decade, intensifying pressure on stockpicking

asset managers to prove their worth.

FINANCIAL TIMES

Kccomplish.world reamth out ocal ooy GenieShares 18
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Cheaper substitutes took market share

Index funds power past $10tn mark as investors ditch active managers

Total global assets under management ($Sbn)

Ml Index funds ETFs
10,000
8,000
6,000
4,000
ill] -
_____ _-----Il.lllllll .
1990 1995 2000 2005 2010 2015 2019

Source: Investment Company Institute, Morningstar Direct, and Strategic Insight Simfund

©FT
FINANCIAL TIMES
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Bargammg power shifted to clients

Investors in UCITS pay below-average ongoing charges!

Fcd income e Fund fees on a declining trend?

11

.k sel-wes ghted awerage O0QOING Chage === Simple Jerage 00QONG Chame

*Mixed funds invest in a combination of equity and fixed-income securities
ta excl exchange-traded funds
Data exclude excha ge ad = Equity funds «e= Hybrid funds Bond funds

A sustainable race?

launches index funds with 0% fee

The asset management company will offer investors no-fee index
funds.

August 2, 2018 by Tom Bailey 4 [q)?sr.m'ﬁ(

1 Ongoing UCITS fees are falling, December 2019. https://www.ipe.com/ongoing-ucits-fees-are-falling/10034801.article

L]
Mcco m pl I S h 'Wo rI d 2. https://www.statista.com/statistics/331680/expenses-incurred-by-mutual-fund-investors-usa-by-fund-type/

20



“The successful asset management firm will
build and demonstrate its client value proposition”

Successful investment firms don’t dodge
industry realities

BEY ROGER URWIN | JUNE 2019 (MAGAZINE)

0000

Culture is a big differentiator in determining the successful asset managers of the future

Key points

* Technology will speed up the rate of change in asset management over the
next 10 years

« More attention needs to be paid to the workplace culture in people-oriented
investment firms

* Asuccessful business needs to blend stabilty and adaptability

Investment firms of the future are evolving client-led cultures

Mcco m pl iSh.WO rld 1. Thinking Ahead Institute, 2019. The Asset Manager of Tomorrow. 71
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Client experience
has become the

Why asset management CX?

]

-

Because, in a survival-of-the fittest market ...

Selze;heé&pm“ada.m h
Unreliable differentiators Kccomplish
Product performance o X Market over-supply
Pricing ;r X Price-taking
Headwinds
Brand X External events and scandals

Reliable differentiators

Client experience (CX) 0 _ ¥ Controllable
— 9 v Commercial

Tailwinds
v" Incremental

... CX has become THE differentiator

Kccomplish.world reamnth out ocal comenty GenieShares 22
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Profound shift in broader society

B2C CX in the modern digital economy is driving our expectations of B2B CX

= Asindividuals, our constant exposure
to B2C CX sets our expectations of B2B
companies

=  This shift has taught us all what good
CX looks like

= We do not leave these expectations at
home when we come to work, rather
we notice the absence of CX

o = We do not expect this trend to change
or reverse

CX is here to stay

= This is a relatively recent development

Kccomplish.world reamth out ocal comenty GenieShares 23
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Early movers have seized a head-start

Kccomplish

14 November 2019

enchmarking

Improving our ability to serve our clients

Eﬁ Maturity

They are using CX to secure competitive advantage

Nccomplish.world s o ol ommurty GenieShares 24

www.genieshar



A strategic opportunity to catch up

=
14 November 2019

Client experience
has become the
differentigtor

oL

Maturity
enchmarking

Improving our ability to serve our clients

N

| chompliSh This presents an opportunity, but ... “Industry is losing pace with its
clients’ needs.”

“Asset management

distribution organisations have
o failed to keep up with buyer
A) needs and client demands.” 3

of asset managers are not ready to seize it 12

as many indicators
that asset managers
are delivering an
unfavourable CX than
a favourable one!

1. Accomplish, June 2019. ‘CX has become THE differentiator’. Proud to share our hopes and

Mcco m pl IS h.wo rI d 2. Accomplish CX Maturity Benchmark, November 2019. dreams with our local community GenieSha res 25

3. Casey Quirk, 2019. Distribution 2.0. www.genieshares.com
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@ “Good CX is forgettable.
Only extraordinary CX is
remembered, s[jla_(ed,-und discussed.”
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- What can | do?




Characteristics of superior CX

1. Be client-
led

Characteristics
of superior CX

| <

3. Be
Memorable 2. Be

deliberate

Hccomplish.world sreams i surocs ooty GenieShares 28
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1. Client-led

Step 1: define your clients’ needs

Mem?c’).rable
Deliberate
Rational needs Emotional needs
“Help me do my job” “Make me look and feel good”
Individual Fulfilment Responsiveness
needs
The Accomplish Model of B2B CX©
“Want what WE want” “Be a brand we’re comfortable with”
Corporate
needs Recognised expertise Respect
Value for money Flexibility
{xccomplish.wo rid dreams with our ocal commenty GenieShares 29
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1. Client-led

Step 2: segment based on their needs

3.
Memorable
Deliberate

Fact:

Your alignment with what your client ‘wants’
will drive their impression of your value

Problem:
Different clients want different things

Solution:

Design your client journey(s)
to deliver what your clients want

Conclusion:

Be client-centric — base your primary
client segmentation on what THEY want

Client centricity is about wanting what your clients want

Proud to share our hopes and

Mcco m pl is h -WO rI d dreams with our local community GenieShares 30
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g
THEY want



The Building Blocks of CX®

2

Deliberate

What effect do we

CX strategy want to have?

Client journey At what point?

CX governance How will we measure it?

CX cult How will our organisation
cHITre create its desired effect?
What data and

CX data and analytics insights will we need?

Hccomplish.world et e arhoe ! s enieShares 3

www.genieshares.com



1. Client-led

Be extraordinary, or be forgotten

3.
Memorable

Delibérate

Extraordinary

7 Post experiences get:

service

2 1
engage’'t 4 Research = Remembered

=  Shared
= Discussed

Good experiences
are ordinary and
get forgotten

k—&
e

Kccomplish.world reamenitn oot sl commenty GenieShares 33
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p
Asset The vital
management . flr?‘t
client journey Gt

5
Ongoing
service

delivery 3
Onboarding

4
First-time
service
delivery

1. Identify the moments that matter
2. Sprinkle unexpected delights!
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