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The last 50 years have 
witnessed one of the 
most transformative 
communications
revolutions in history. 
We now live in a world 
where data is king;
we can hear news
as it happens, speak
directly to anyone in
the world and find
answers to questions
at the click of a button.
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As a provider of technology solutions to the global wealth management industry, 

FactSet, like most organisations operating within financial services, is used to 

dealing with numbers and facts, measuring performance using quantifiable metrics 

such as data quality, analytical ability and news availability. Good culture, of course, 

is much more conceptual; it is hard to define and measure, and thus often falls by 

the wayside for financial institutions measuring their own value.

But culture is extremely powerful. It represents an aspirational vision for the 

industry that is positive, effective and client-focused. It is integral to building trust in 

the sector, facilitating business growth and improving client relationships.

It is for these reasons that we believe every organisation operating within wealth 

management should be part of the culture debate; by continuing to challenge and 

discuss our visions for the future of wealth we can drive client engagement and build 

more efficient, responsible and profitable organisations.

This assessment indicates that from the perspective of high net worth clients,

culture should be about generating an efficient, vibrant eco-system of information. 

Clients believe that good businesses are those who deliver transparency, clear

communications and quality insight. They want wealth managers who demonstrate 

the brand value of responsibility, not just by giving a full line of sight into the

activities of their business, but by allowing clients to see the underlying social

and ethical credentials of their own investment portfolios.

Critically, for clients, good culture is about creating a dialogue and engaging with 

insight to support decision-making. Now more than ever, we see high demand

from clients and advisors to interact with data more intelligently, efficiently and 

intuitively. They envision a solution that manages their data and preferences to 

create a tailored view of their interests and requirements.

As a business, our aspiration is to help organisations in the wealth management 

community put the right solutions in place to enable great culture and great client 

relationships. Our ambition is that effective data management can give firms the 

tools and insights they need to create a better experience.

We would like to thank Scorpio Partnership for collaborating with us on this research 

initiative, as well as the 1,022 high net worth individuals who took part. We hope that 

their views inspire the wealth industry to start addressing the culture conundrum 

and how to enhance their client relationships with insight.

Greg King, CFA

Director of Wealth Management Strategy, FactSet

Forward

High net worth individuals 
surveyed believe that good
businesses are those who

deliver transparency,
clear communications

+ quality insight.
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 Put Information Management
on Your Innovation Agenda
Sixty percent of investors believe that their 
wealth firms should be innovating their 
propositions. At the top of their agenda 
for chief executives is modernisation 
of investment information and online 
investment tools. In the future, they 
would love to see a Google-style wealth 
proposition that delivers a seamless user 
interface and intelligent data management.

Give a Clear Line of 
Sight into Business 
Responsibility
 Eighty-two percent of 
HNWIs believe that having 
a responsible wealth 
manager is crucial – this 
figure is over 90% for 
the wealthiest investors 
and those from the 
US. For them, being 
responsible means having 
a view into the internal 
activities of the firm; 
such as a clear idea of 
business performance 
and transparency into 

Realign Information Delivery
with Client Expectations
Wealth managers appear to be 
delivering information to clients on a 
monthly cycle, regardless of whether 
they are communicating general or 
sensitive insights. But clients want 
more frequent engagement – 30%
of those under 35 expect their firm 
to be evaluating their risk profiles
on a weekly basis, while 16%
expect daily reviews.

 Harness Multi-Channel Communications
 Wealthy investors are advocating a 
multi-channel approach and have become
adept at leveraging a full toolkit of traditional 
and digital media to obtain insights. Online 
forms of interaction tip the balance when it 
comes to client engagement. Email is the
most popular, typically used by a quarter
to a third of investors depending on the
information required.

Show That You Are Serious About Risk
 HNWIs expect a more consistent approach to risk 
management, in part because many are highly 
risk averse. The wealthiest investors are the most 
concerned with safeguarding the principal and 
minimising risk: nearly half of HNWIs worth more than 
USD10 million describe this as the dominant concern 
when investing.

Listen to Generation X to Understand 
the Future Business Requirement
Investors under 35, millennials, are 
known for being demanding. However, 
their counterparts between the ages of 
35 and 54, Generation X, echo many of 
the demands of the younger generation; 
these investors are calling for more 
advanced technologies, greater social 
awareness and deeper engagement 
with their wealth managers.

Prepare for Regulation on Tech
Investors believe that the financial regulator 
should ensure their wealth managers have 
the corporate infrastructure to expedite 
transparency. In fact, 86% of HNWIs believe 
the industry watchdog should prioritise 
implementing minimum standards of quality 
on investment technologies.86%

16%
GENX

i

Operate with Full Transparency
According to high net worth individuals, a good corporate 
culture is one that is focused on effective information flow. 
Businesses should be transparent, evidencing the values of 
honesty and integrity by putting processes in place to support 
clear communication between client and advisor. 

Email is the most popular
The wealthiest investors are 
the most concerned with 
safeguarding the principal
+ minimising risk

Expect Daily Reviews

The younger
generation; these 
investors are calling 
for more advanced 
technologies

Don’t Underestimate the Power of Quality Information 
To ascertain whether a wealth manager is secure, clients look for signs that communication channels 
are effective. Among the wealthiest HNWIs, having access to good insight is the top marker of an 
organisation’s credibility; 38% of investors with wealth greater than USD10 million believe that
quality investment information is evidence of a secure institution.

38%
USD10M
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Develop a Socially Responsible 
Investment Strategy
 An ethical investment process is 
no longer considered a ‘nice to 
have’. Almost 70% of millennials 
and 53% of those between 35 and 
54 expect their wealth managers 
to screen investments based
on environmental, social and 
governance factors. The majority 
of HNWIs also expect their
allocations to socially responsible 
investments to increase within 
five years.

70%
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The Culture Conundrum
A company’s mission statement; an organisation’s pervasive 
beliefs; an industry’s reputation; “culture” is a powerful yet 
multi-faceted concept. Culture can be contrived or accidental, 
universal or fragmented, good or bad. In essence, it represents 
the x-factor that encapsulates who a group of people are, how 
they behave and what they stand for. But it is notoriously 
difficult to define.

In the context of the wealth industry, severe and sustained 
reputational issues have fostered a negative public perception. 
At its worst, wealth management is portrayed as having a 
self-serving, opaque, toxic, sometimes even criminal, culture. 
At its best, it is seen as intelligent, relationship-focused and 
personal, yet intrinsically traditional and averse to progress.

Wealth management firms know this but they struggle with 
the fact that there is no clear definition of what good culture 
constitutes and no road map for creating or maintaining it.

It is perhaps for this reason that “culture” has become an item 
on the regulatory agenda. Across the world, industry watchdogs 
have tried to take leadership on this theme, aware of its power 
to remove conflicts of interest, protect clients and maintain the 
integrity of the market.

Rightly, the response of wealth industry operators has been 
to implement ethical codes to which advisors must adhere. 
In reality, such codes merely represent minimum standards 
of conduct rather than an inspiration for positive behaviour. 
Culture is something altogether more aspirational than what 
can be found in a rulebook.

But if good culture cannot be nurtured through controls, how 
will firms know when they have created it? And crucially, what 
are the manifestations of good culture through the client lens?

With these questions in mind, FactSet and Scorpio Partnership 
reached out to 1,022 HNWIs from four leading financial centres: 
Singapore, Switzerland, the UK and the US. On average, our 
respondents had a net worth of USD6.2 million, making them 
sweet-spot clients for wealth managers. Almost a third of the 
sample were investors under the age of 35 and the average net 
worth of this group was USD6.7 million, highlighting the relevancy 
of these findings for future business planning.

What we found was that, from the HNWI perspective, good 
culture is about creating a vibrant environment in which 
information flows freely and openly between clients and firm. 
To investors, full transparency is the lifeblood of an organisation 
and should be at the heart of its culture.

The views of investors offer up a number of calls to action for 
the industry; HNWIs want systems and people in place who can 
facilitate effective information flow. They want their wealth 
managers to deliver technology-augmented communications, 
quality investment insight and a dynamic approach to managing 
personal data. Above all, they require a deep understanding 
of how their wealth manager and portfolio matches their 
social values.

These calls to action are not the views of a minority, but of core 
wealth management clients: those under the age of 55 and those 
worth more than USD10 million. These investors believe that their 
financial relationships can be empowered by more structured and 
efficient sharing of insight about themselves, their investments 
and the values of the businesses that they are working with.

These calls to action are not the 
views of a minority, but of core
wealth management clients:
those under the age of 55 + those 
worth more than USD10 million. 

To improve public perception about
wealth management + to deliver more 
meaningful experiences to clients,
a cultural shift is required.

(age)
30

40

50

60

Baby Boomers
over 55 

Generation X
35-54 

Millennials
under 35 
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High net worth
individuals now 
believe that
transparency
is the hallmark
of good business
culture.

Chapter One
Cultivate an Open Source Culture

The last 50 years have witnessed one of the most transformative 
communications revolutions in history. We now live in a world 
where data is king; we can hear news as it happens, speak directly 
to anyone in the world and find answers to questions at the click 
of a button.

For those who have generated wealth against this backdrop, 
open and structured access to information is fundamental to 
engaging with products and brands. So much so that high net 
worth individuals now believe that transparency is the hallmark
of a good business culture.

Those surveyed believe that full insight into a firm’s values and 
activities can empower their relationships. As a result, they 
seek out cultures of honesty, integrity and responsibility when 
determining which organisations to work with.

Crucially, developing a good culture means putting effective 
personnel and processes in place to share information. Employees 
are widely referenced as an evidence point, responsible for
communicating and demonstrating the existence of internal ethics 
and engaging with clients to share insights.

Their role is to ensure the free flow of information about business 
values and activities to the customer.

HNWIs see their wealth managers as directly accountable for 
cultivating an open information environment. Institutions 
themselves are deemed the most influential touchpoint on 
industry culture with a score of 61%. 

HNWIs genuinely perceive that the culture of wealth 
management as a whole is directly influenced by 
the activities of their primary investment firm, 
meaning that every operator in this space is 
accountable for fostering transparency to elevate 
the reputation of the industry.

Instead, HNWIs are looking to regulators to support 
wealth managers on culture. Industry watchdogs 
have typically taken a guiding position, by offering 
firms a chance to share cultural best practice 
while shying away from punitive action for 
poor performance. A strategy geared 
towards self-governance is the message 
delivered by regulatory agencies 
to wealth managers, which is 
echoed by the client voice.

What is good
corporate culture? 

“Advisors [should 
be] focused on
providing clients 
with all the market 
information required 
to arrive at the
investment decisions 
based on client 
profile.” 

UK
AGE69
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Rather than implementing strict codes of conduct 
for the industry, high net worth clients believe that 
the role of the regulator is to make sure wealth 
managers have the corporate infrastructure to 
facilitate transparency. 

In every region and age group, having a minimum standard on support systems is deemed critical.

Where investors of different age groups disagree is on what types of insights firms should make 
available to them. Baby boomers – those aged over 55 – believe that the regulator should make 
firms fully disclose product and service charges.

Yet among investors under the age of 35, transparency extends even further: they want to 
understand how wealth managers intend to grow their wealth. Millennial HNWIs want regulators 
to ensure that the investment process is clearly evidenced and that the proposed strategy 
matches their personal objectives.

Crucially, this demand for fuller clarity is not the preserve of the digitally native youth. Those in 
the 35-54 year-old bracket are closely aligned to millennials in their belief that there should be 
greater transparency in investment practices. And, with the bulk of wealth institutions targeting 
this client demographic, the process of demystification should be considered urgent.

To determine the credibility of the institutions that they work with, clients look for signs that 
communication channels are open and effective.

Competent employees are one of the main indicators of safe wealth firms, with secure 
technologies to view accounts a close second.

These factors are particularly important for investors over the age of 55. For those in the 
millennial generation, strong brand attributes and the delivery of quality information for 
investment ideas serve as further evidence points of credibility.

The mind set of the younger client base is mirrored among the most highly valued client group 
– those with wealth levels exceeding USD10 million. Almost 40% of the wealthiest investors 
believe that excellent investment insight is one of the most important manifestations of a wealth 
manager’s overall security.

This leaves wealth businesses with two interlinked imperatives: to ensure that employees and 
systems can work efficiently to nurture a culture of open information; and to ensure that quality 
investment insight is readily available to clients.

Financial Data. Made Smarter.

What role should regulators 
play in policing the wealth 
management industry?

Under 35 35-54 55 and over

50%

60%

65%

55%

70%

80%

75%

90%

85%

95%

Make sure firms have secure 
technology that can keep my 
money safe

Make sure firms can prove their 
investment process

Make sure firms are transparent 
with me about the costs of 
products and services

Make sure investment 
recommendations match 
my objectives

Q

Almost 40% of the 
wealthiest investors 
believe that excellent 
investment insight is one 
of the most important 
manifestations of a wealth 
manager’s overall security.

86% of wealthy investors believe 
regulatory efforts should be 
directed towards ensuring firms 
have secure technologies. 
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Many of those under the age of 55...are 
dissatisfied with the quality of insight available 
from their wealth management providers, 
indicating a fundamental misalignment 
in client demand and the delivery model.

Broadly, investors feel that their financial providers are delivering on these agenda 
items. However, there is certainly room for improvement.

Nine in every ten baby boomer investors believe that they have access to good quality 
investment information, communications tools and investment technologies. This 
drops to two in every three investors in the younger generation. Many of those under 
the age of 55, who have grown up as digital natives, are dissatisfied with the quality of 
insight available from their wealth management providers, indicating a fundamental 
misalignment in client demand and the delivery model.

In Switzerland and the UK too, the delivery of information is considered to be far weaker 
than in the US and Singapore.

There is a sense from these responses that there are inefficiencies in the delivery 
model that could be rectified with more streamlined processes for managing and 
communicating information.

Given that investors believe good culture is about creating an environment 
of openness and transparency, these apprehensions could be damaging the 
potential for long-term relationships with clients.

Quality investment 
information

Technology to support 
the investment process

Communication tools

UK Switzerland SingaporeUS
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Do you feel that your primary contact at 
your wealth management firm is effectively 
supported by the following? Q

In Switzerland and the UK, 
the delivery of information is 
considered to be far weaker 
than in the US and Singapore. 

Only two in every three investors 
in the younger generation believe 
that they have access to good 
quality investment information, 
communication tools and 
investment technologies. 
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Chapter Two
Real Transparency Requires Dynamic Data

For an information eco-system to survive and thrive, wealth  
managers must become masters of communication. HNWIs are 
championing a multi-channel approach and have become adept 
at leveraging a full toolkit of traditional and digital media to get the 
insights they need.

Digital forms of interaction tip the balance ahead of traditional 
non-digital communications when it comes to engagement and  
are most widely leveraged by clients to hear updates that may 
affect portfolios and market reviews.

Email remains stalwart to digital channels, typically used by a 
quarter to a third of investors depending on the information  
required. But other online media is starting to gain ground.

Secure portals, mobile apps and even instant messaging 
are being harnessed by investors wanting insights from their 
wealth managers.

The breadth and depth of communications used means that  
HNWIs are not simply passive consumers of insight – they want a 
dynamic data system whereby information is shared both ways.

Despite this frenetic information consumption, wealth managers 
seem to be viewed as generally complacent, as they provide their 
clients only with the information they need.

A monthly cycle appears to be the most common insight flow  
regardless of whether wealth managers are communicating on 
sensitive issues – such as risks and restrictions, updates on  
portfolio securities and portfolio valuations – or more general 
information – such as market reviews and information about 
investment ideas.

This signals a misalignment between firms’ information  
flow and the expectations of clients.

HNWIs are not simply 
passive consumers of 
insight – they want a 
dynamic data system 
whereby information is 
shared both ways.

Financial Data. Made Smarter.

A monthly cycle appears to be 
the most common insight flow 
regardless of whether wealth 
managers are communicating 
on sensitive issues...or general 
information.

Market Review

Asset Allocation Analysis

Performance Analysis

Portfolio Valuation

Information about 
Investment Ideas

Risks and Restrictions

Tax Efficiency

News and Updates on 
SecuritiesHeld in My Portfolio 

Updates on Progress 
of Reaching Investment Goals 

26%

23%

23%

28%

25%

30%

25%

20%

27%

Monthly engagement with wealth managers
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The majority of HNWIs require their financial advisors to manage 
information and provide transparency on a more regular basis. 
This is particularly critical when it comes to interacting with their 
personal data.

Indeed, a majority of clients expect their wealth managers to 
be undertaking evaluations on their risk profiles on at least a 
monthly basis.

Younger investors are more demanding still – 30% of those under 
35 expect weekly assessments, while 16% believe they should 
receive daily reviews. Investors between the ages of 35 and 
54 follow a similar trend, proving that effective information 
management is not the preserve of the millennial generation, but 
an imperative for all investors.

The highest net worth clients are also ahead of the curve: roughly 
40% of those with more than USD10 million in investable assets 
expect at least weekly reassessments of their risk profiles, 
underlining the urgency of proactive information management for 
the wealth industry.

Those struggling to understand the reasons behind the change 
need to look at clients’ underlying risk profiles. Risk aversion is 
driving the demand for more frequent assessments.

The most demanding investors are also those most concerned 
about safeguarding the principal and minimising risk: nearly half 
of those under 35, for example, and 45% of UHNW investors, 
describe this as a dominant concern.

HNWIs are highly conscious about ensuring their money is 
invested in a way that is aligned to their objectives. This 
sensitivity, alongside the requirement for regular portfolio 
suitability reviews and proactive communication, places a huge 
obligation on wealth managers to become expert at managing 
client data in conjunction with market data. The challenge for 
firms is how to reconcile these two evolving sources of insight 
while delivering a seamless and clearly communicated experience 
to investors.

Given that HNWIs are expert at harnessing multiple 
communication channels, businesses need to become better 
at using the technological tools available to support delivery.

Risk aversion is driving the demand for 
more frequent assessments.

Under-35s expect weekly 
assessments on risk profiles30%

Under-35s expect daily 
reviews on risk profiles16%

With more than USD10 million 
in investable assets expect at 
least weekly reassessments 
of their risk profiles

40%

The highest net worth clients 
are also ahead of the curve: 

roughly 40% of those with 
more than USD10 million in 
investable assets expect at 

least weekly reassessments 
of their risk profiles. 

The most demanding investors are also 
those most concerned about safeguarding 
the principal and minimising risk: nearly 
half of those under 35, for example, and 
45% of UHNW investors, describe this as 
a dominant concern. 

People define risks in different ways. Which 
of these following statements best describes 
your overall attitude to investment risk?

Safety of principal is 
the dominant concern; 
risk should be kept to a minimum

Growth of capital and safety of 
principal are both important; 
moderate risk is acceptable to 
increase growth opportunities

Safety of principal is a primary 
concern, but a secondary 
goal is growth of capital

Growth of capital is the dominant 
concern; high risk is acceptable 
in seeking superior returns

Under 
USD3mn

USD3-10mn USD10mn 
and over

31%
40%34%

21%

33%48%

45%

23%

2%4%

16%

2%

30%

45%

35%40%

40%24%

21%22%
33%

4%3%3%

Under 35 55 and over35-54
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Chapter Three
Integrate Social Responsibility into the Heart of the Business

By having an open and transparent culture, HNWIs believe that they can get a better sense of who their 
wealth managers are and what makes them tick. The client perception is that aligning behind a set of 
common values can empower their financial relationships.

Wealthy investors want to make sure they are working with organisations that are both ethical and 
accountable. Eighty-two percent of HNWIs believe that having a responsible wealth manager is 
crucial – this figure rises to over 90% for the wealthiest investors and those from the US. At the heart 
of their definition of responsibility is having a full line of sight into the internal activities of the firm. The 
majority of HNWIs surveyed refer to transparency in their wealth manager’s business performance and 
investment process as important evidence points.

Among the core wealth management demographic – those under the age of 55 – responsibility also 
means seeing and understanding how the business is fostering connections with the wider community. 
These investors want to learn about employee volunteering initiatives and collaborations with 
philanthropic organisations.

Eighty-two percent of HNWIs 
believe that having a responsible 
wealth manager is crucial – this 

figure rises to over 90% for the 
wealthiest investors and 

those from the US.

82%
of HNWIs believe that having 

a responsible wealth manager 
is crucial.

+90%
of the wealthiest investors 

and those from the US require 
a socially responsible 

wealth manager.
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The investor focus on responsibility does not stop at working with 
socially-minded institutions. HNWIs want to integrate responsibility 
into every part of their wealth strategy.

Rather than simply focusing on growth, HNWIs want a crystal clear view of where their 
money is being invested and how it is supporting wider society.

Socially responsible investments – which consider both financial return and social good – 
now make up a third of HNWI portfolios. This proportion is higher still among the younger 
generation and Swiss investors.

An ethical investment process is no longer an additional perk of the portfolio development, 
as it was for baby boomers. Over 60% of millennials expect their wealth management 
firms to screen investments based on environmental, social and governance factors. This 
proportion dips marginally to 53% of investors aged 35-54.

The drive for integration of socially responsible investments into 
portfolios is universal.

In the US and Switzerland slightly fewer than half of investors expect their wealth 
management firms to screen securities based on ethical criteria. In the UK and Singapore, 
this tips to more than half of HNWIs.

Under 35 55 and over35-54

48%

24%

29%

27%

20%

53%

15%

23%

61%

To what extent do you agree that your portfolio should be 
managed and allocated in a socially responsible manner?
[“Socially responsible” investing is any investment strategy 
which seeks to consider both financial return and social good.]

I am apathetic to my 
investments being socially 
responsible

A socially responsible investment 
process is nice to have, but 
not essential

I expect my wealth management 
firm to screen investments based 
on environmental, social and 
governance factors

Q Over 60% of millennials expect their 
wealth management firms to screen 
investments based on environmental, 
social + governance factors

Financial Data. Made Smarter.
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Almost 70% of investors intend to increase their allocation to ethical investments in the next five years.

This trend is being driven by Generation X – those between 35 and 54 years of age. A quarter of investors 
in this age bracket anticipate a significant increase in the social credentials of their portfolio and a 
further 46% expect marginal increases.

Millennials have taken this focus one step further. Ninety percent want to grow their allocations to 
responsible investments, with half of these investors planning a substantial redistribution.

In many respects, calls for a more socially responsible investment strategy mark a power shift in the 
dynamics between client and advisor. Now more than ever, HNWIs are demanding greater insight into 
where and how their wealth is being invested.

HNW investors clearly believe that wealth and responsibility go hand in hand. As such, they want to 
make sure every part of their strategy for financial management is aligned to their ethical values – from 
the wealth manager they work with to the credentials of their underlying investments.

The requirement of financial providers is to ensure that responsibility is built into the heart of the 
business, and clearly evident to the client.

Crucially, the impetus 
for socially responsible 
investing is set to grow. 

Now more than ever, HNWIs are 
demanding greater insight into 
where and how their wealth is 
being invested. 

In the next five years, how do you expect 
your allocations to socially responsible 
investments to change?Q

Decrease

Stay the same

Increase a little

Increase a lot

46%

I a lot

I a little

stay

decrease

55 plus35-54under

55+

35–54

Under 
35

1%

1%

61%

27%

10%

28%

45%

10%

26%

45%

90% of millennials 
want to grow their 
allocations to  
responsible 
investments.
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Chapter Four
The Future Is Intelligent and Intuitive

The drive for increased responsibility in the wealth relationship shows that HNWIs are 
not content with standing still. In fact, they believe that their wealth managers should be 
constantly innovating to provide the best service. Their future vision of wealth is as an 
intuitive and intelligent information business.

Wealthy investors want their financial advisors to embrace change. Three in every five 
HNWIs think that their relationships with their wealth managers will be enhanced by some 
level of innovation: nearly 40% believe that constant modernisation is necessary while 22% 
argue that low levels of redevelopment would benefit their relationships.

In the more traditional financial centres of the UK and US, the overall proportion of investors 
demanding innovation dips ever so slightly to 55% and 54% respectively. But in the 
burgeoning wealth market of Singapore it jumps to 71% of HNWIs. The wealthiest investors, 
too, are the most likely to want their financial relationships to modernise over time.

From the investor perspective, development of the value proposition should focus on 
enhancing the quality and delivery of investment information. Investment insight is 
perceived as the area where most innovation is needed, followed by changes to the 
investment process and more sophisticated online portfolio tools.

Alongside these innovation priorities are cultural nuances. In the UK, investors seek 
enhancements to the product range and reporting formats; in the US, HNWIs  
believe their wealth firms should be reconsidering fee structures.

Investment insight
is perceived as the area  
where most innovation is 
needed, followed by changes  
to the investment process
and more sophisticated
online portfolio tools.

54% of HNWIs in 
the US demand 
innovation.

71% of HNWIs in 
Singapore demand 
innovation.

55% of HNWIs in 
the UK demand 
innovation.
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Google

Financial Times

Wall Street Journal

55 and over The themes of quality information and digital delivery resonate 
with investors’ imagined view of future wealth management.

Looking forward, HNWIs would like to see more intelligent and 
intuitive information processes at the core of the wealth value 
proposition.

Indeed, when asked which brands they would most like to see start a wealth 
management service, Google was the most frequently referenced choice 
by those surveyed. This technology giant is renowned for its seamless and 
efficient user interface and intelligent data management behind the scenes.

Google is the most revered model for those under the age of 35 and those aged 
35–54, with 38% and 27% of HNWIs respectively selecting this as their desired 
prototype for wealth management.

Among investors over the age of 55, information is still perceived to be at the 
centre of the future wealth vision. However, the brands they would like to see 
starting a financial advisory service are more classic media outlets like the 
Financial Times and The Wall Street Journal.

The reorientation from these more traditional information sources to Google 
as the future wealth brand champion represents a shift in the way that 
investors want to engage with insight. Rather than being passive consumers of 
investment information, today’s HNWIs want control over the insight they see. 
Their vision is a solution that manages big data to provide a view tailored to 
their interests and requirements.

Luxury brands that have a history of delivering excellent service to HNWIs, 
such as Cartier, Rolls-Royce and Tesla, are less widely revered as a potential 
model for wealth. 

Rather than being passive consumers 
of investment information, today’s HNWIs 
want control over the insight they see. 

Which company would you be most excited 
to see start a wealth management service?

14%

25%

Under 35

38%

3%

3%

35–54

27%

10%

7% 18%

Q
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Google is the most revered model 
for those under the age of 35 

and those aged 35–54, with 38% 
and 27% of HNWIs respectively 

selecting this as their desired 
prototype for wealth management.
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HNW investors have faith 
that the wealth industry 
can drive progress;  they 
optimistically believe that 
their domestic market 
will be home to global 
developments in wealth.
But wealth managers must 
prioritise innovation to keep 
investors engaged. 

Financial Data. Made Smarter.

New York is considered to 
be the future hub of innovation 
by just over a third of investors, 
compared with 27% selecting 
London and 20% choosing 
Singapore. HNWIs under the age of 55 are more open-minded about where 

future innovation in wealth could be centred. For example, they 
are just as likely to select Singapore as London (25% and 24% 
respectively). Keeping the attention of investors will mean learning 
how to excite and inspire through creative insight management.

Financial Data. Made Smarter.

New York is considered to 
be the future hub of innovation 
by just over a third of investors, 
compared with 27% selecting 
London and 20% choosing HNWIs under the age of 55 are more open-minded about where 
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Toronto: 4% Boston: 6%
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Hong Kong: 16%
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Which financial centres do you 
believe will be the future centres of 
innovation in wealth management?Q
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Conclusion

While the wealth industry has struggled to define the essence 
of culture in wealth, to clients the route to developing a good 
business ethos is altogether more obvious.

Good culture means generating an environment of 
effective and open information flow.

 These findings disprove one of the erroneous assumptions 
made by many wealth managers about implementing more 
streamlined data management; an obsession with quality 
information is not the preserve of the digitally native youth.

In fact, those aged between 35 and 54 are closely 
aligned to millennials in their demands for systems 
that can support the transfer of insight with their 
wealth manager, deliver better quality investment 
ideas and generate deeper levels of engagement .

These results point to risks on the horizon for the wealth 
industry. While clients are currently satisfied with their advisors, 
the effort required for communication is considered too 
high. The cycle of information sharing is not well aligned with 
expectations and concerns around risk exposure mean many 
want firms to continuously re-evaluate their profiles to guide 
their investment strategy. 

Clients want to integrate responsibility into every part 
of their wealth strategy.

This means that wealth management firms will need to be prepared 
to share details about their social responsibility, as well as provide 
clients with full visibility into the ethical credentials of their 
portfolios, right down to each individual security.

Investors feel innovation is essential to their wealth 
relationships and they want to see a revamp in the 
provision of investment information available to them.

A challenger capable of bringing a data-rich proposition to wealth 
would not just meet these business imperatives but would excite 
and inspire HNWIs.

1 2 3 4

Financial Data. Made Smarter.

In order to stay relevant, firms need to address the culture conundrum by 
embracing the information age and integrating dynamic data into the heart 
of their value propositions. This is especially apparent for those under 
the age of 55, who have lived and worked for most of their adult lives in a 
world where digital tools and data are integrated into every decision they 
make. These wealthy individuals are calling upon the wealth management 
industry to act – and the time to respond is now.
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This research was designed by FactSet and Scorpio Partnership and undertaken in February 2016. 
The participants were independently sourced high net worth and ultra high net worth individuals living 
in the United Kingdom, United States, Singapore and Switzerland. The methodology was a 15-minute 
survey program online which had 1,022 respondents. Below is an illustration of the sample breakdown.

Methodology
FactSet

FactSet offers financial data, analytics, and services tailored to contextualize your world and empower 
your investment strategies. With solutions for every asset class and stage of the investment process, 
we shorten the distance to the 24/7 global economy, and help you find insight. FactSet has the 
flexibility to fit any workflow and is supported around-the-clock by a network of dedicated specialists, 
so you can go from data to decision faster. FactSet is also an honoree of Fortune’s 100 Best Companies 
to Work For and a Best Workplace Award recipient in the United Kingdom and France.

For more information go to www.factset.com/wealth

Scorpio Partnership

Scorpio Partnership is a leading insight and strategy consultancy to the global wealth industry. 
The firm specialises in understanding the wealthy and the financial institutions they interact with. 
We have developed four transformational disciplines – SEEK, THINK, SHAPE and CREATE – each 
designed to enable business leaders to strategically assess, plan and drive growth. These include 
market research initiatives, client engagement programmes, value proposition and brand assessments 
and strategic business intelligence initiatives.

Scorpio Partnership has conducted more than 450 global assignments across wealth for institutions 
in the banking, fund management, family offices, law, trusts, regulation, IT and technology, insurance 
and charity sectors. In the course of these assignments, the firm has interviewed over 60,000 private 
investors and advisors.

For more information go to www.scorpiopartnership.com

About Us
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