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Andrew Lelliott,  
Link Group

Link Group 

Link Group’s purpose is to connect people with 

their assets.

Our transfer agency services are core to this. 

How do investment managers stay relevant in 

a rapidly changing investor landscape? How do 

money managers connect with Generation Z and 

Generation Alpha?

They have different needs, investment demands 

and timeframes. They need to invest at a click of 

a button and they don’t necessarily want lengthy 

interactions with their advisers.

Transfer agency: what’s on the horizon?

Our new series, Transfer Agency: Horizons, 

combines the experience, knowledge and opinions 

of the industry’s leading specialists and experts as 

they discuss the themes on everyone’s minds.

The customer

In the first edition of our series, we have brought 

together seven experts from blue-chip firms across 

the industry – from fund management, transfer 

agency, consultancy, and trade associations – to 

discuss what is arguably the most important focus 

of the TA: the end customer.

What will tomorrow look like for the 
customer? 

Many customers today expect the same user 

experience from their fund manager as they do 

from their retailer.

How can asset managers develop deeper, 
more meaningful customer relationships 
that differentiate their service and grow 
their brand?

Is the asset management industry ready to move 

from a world of one-size-fits-all products and 

services? And embrace one where firms create 

custom, personalised digital experiences for the 

end customer with 24/7 omni-channel support?

What will tomorrow’s customer look like and what 

steps can the industry take today to improve 

the investor journey and ensure better investor 

outcomes?

Introducing the customer panel

The panel was superbly chaired by Tim Wood, a 

partner at Cooper Wood & Associates, a specialist 

asset servicing consultancy. 

He put those crucial questions to our panel of 

experts to hear what they had to say. How is the 

customer evolving? How do new generations 

differ and what do they need? How is the industry 

responding to the increased pace of technology 

innovation? And most importantly, what can it do 

to improve the experience of customers in the 

future?
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WHAT 
DO OUR 
PANELLISTS 
THINK?
We asked our 
panellists about the 
key challenges facing 
their organisation in 
transfer agency – and 
what they are doing to 
address them.

In June 2020, Tim Wood and Rod Cooper co-founded Cooper Wood & 

Associates – a specialist asset servicing consultancy for asset managers, 

asset owners and asset servicing firms. 

On the challenges facing the industry, Tim writes:

When we talk to our clients at Cooper Wood & Associates, the common 

key challenge is to ensure that transfer agency providers not only keep 

pace with technology, but more importantly, they must optimise digital 

opportunities to enable an easier, more transparent, and ultimately much 

better customer experience than exists today.

It is crucial that providers’ technology spend is allocated proportionally 

to the transfer agency product. It must be invested wisely to keep the 

customers’ needs and future needs firmly in focus.  Providers need to pay 

attention to accurately predict the future needs of the customer with a 

clear product roadmap in place.

Panel chair 
Tim Wood, Partner,  
Cooper Wood & Associates

Dawn Hyams, The Wisdom 
Council, Head of Investor 
Insight and Governance

Dawn is a senior consultant leading work on investor and fund 

governance. She is part of The Wisdom Council – an insight-led 

consultancy for asset and wealth managers.

On the challenges facing the industry, Dawn writes: 

I am constantly challenging the industry to ‘think customer’ in the design, 

delivery and marketing of investment and long-term savings products 

and services. Trust is still an issue for financial services, even 13 years after 

the financial crisis. That means how we communicate with customers and 

how we service them has a really important role to play. There is still a lot 

of work to be done to bring financial services up to the level of service 

and engagement that customers experience in other areas of their lives. 

Transfer agency has a role to play in meeting that challenge.
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Lisa is from TISA, a consumer-based industry association that 

aims to help shape the future of the UK financial services and the 

environment in which firms operate. 

On the challenges facing the industry, Lisa writes: 

TISA welcomes all efforts to improve consumer protection in retail 

financial markets. Consumer-friendly regulatory measures are 

needed to drive a healthy and successful financial services system in 

which firms can thrive and consumers can make informed choices 

about products and services, and it’s a change that is broadly 

supported by our members.  However, the implementation of the 

New Consumer Duty presents a big challenge.

TISA is concerned the changes required in practice are significant 

and through the consultation process are proposing timescales that 

it believes will enable a considered and effective implementation. 

Of the four outcomes, two will significantly impact the TA processes: 

communications and customer service. As with other regulation, the 

regulatory responsibility remains with the regulated firm. But there will 

be significant support required from the TA in terms of gap analysis, 

delivery of compliant processes, and evidencing that the firm is 

meeting the four outcomes and cross-cutting rules. 

Douglas has been with M&G Wealth (Pru) for over five years and is 

responsible for the development of the Pru Retail proposition. 

On the challenges facing the industry, Douglas writes: 

As an industry, we need to increase confidence and engagement and 

make it as easy as possible to save for the future. Accessibility is crucial, 

including affordable support and advice, to help customers achieve 

better outcomes, in a sustainable way.

One of the key challenges for us and the industry is to make it as easy 

as possible to do business, whether that’s the initial purchase, ongoing 

management or creating sustainable income plans for retirement. This 

involves making processes simpler and digitally-enabled, where possible, 

for investors and their advisers. We have been working with Link Group 

over the past two years to move from a predominately paper-based 

ISA offering to fully digital. Fewer delays, less cost not only improve 

service but also make products better value and more likely to achieve 

customers’ desired outcomes.

Lisa Laybourn, TISA  
(The Investing & Saving 
Alliance), Head of technical 
policy and regulation

Douglas Law, M&G 
Wealth, Head of Pru Retail 
Proposition & Strategy
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Matt is responsible for the strategy and execution of operations and 

investor servicing across Columbia Threadneedle. 

On the challenges facing the industry, Matt writes:

We have a very diverse client base, all of which have very different 

requirements. Wholesale and institutional clients want to benefit from 

technological efficiency but aren’t always in a position to adopt the best 

options. In most cases, a retail book will be ageing and will increasingly 

become the focus of the regulator’s expectations for demonstrating 

value. The regulator also increasingly requires enhanced support for 

vulnerable customers. It is very difficult to know which direction to take, 

what

Matt Higginbotham, 
Columbia Threadneedle, 
Head of Investor, 
Intermediary & Fund 
Services EMEA

Lisa is responsible for the outsourcing and oversight she designed and 

implemented for Schroders Personal Wealth.  

On the challenges facing the industry, Lisa writes:

Engaging with our direct retail clients to understand and meet their 

servicing needs is the most important challenge. Over recent years 

many organisations have sold or transferred books of direct retail clients, 

removing the need to service them directly from the management 

company and ultimately the transfer agent. 

In my organisation we are challenging this strategy and asking what 

services we (and our transfer agent) need to offer to attract and retain 

clients that are cost-effective and allow us to develop our relationships 

with them. To support this initiative, timely management information 

(MI) and access to real time data and information to understand and 

monitor client activity is key. The transfer agent has a key role to play in 

developing the services we need.

Lisa Walford, Schroders 
Personal Wealth,  Head of 
Transfer Agency Oversight
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Caoimhe is a Director within Alpha’s Asset & Wealth Management 

Operations Practice with a primary focus on transfer agency. 

On the challenges facing the industry, Caoimhe writes:

The main challenge for the transfer agency function is pressure on 

margins. Investors expect innovation to improve their client experience 

so that it matches how they interact with businesses in other industries, 

while management companies battle these cost pressures (e.g., 

corporate transactions, pressure on fees, active vs. passive etc.). This 

squeeze flows down the value chain and are commonly pushed onto 

third parties. Management companies need to ensure their transfer 

agency costs provide value for money.

Andrew is responsible for all aspects of Link Group’s UK Transfer Agency 

service, reporting directly to Link Fund Solutions’ global CEO. 

On the challenges facing the industry, Andrew writes: 

Providing the core services of the transfer agent – settling trades, running 

a distribution, handling a deal – this is basic stuff that everyone has to do 

well just to be in business. The real value is added when we deal with the 

‘out of the ordinary’. 

Behind every request, behind every query, behind every investment is a 

human being. Our clients (investment managers) and our clients’ clients, 

the investors, just want to know that they matter. That requires a personal 

service. So the challenge is in how to invest in new technology to make 

the industry work more efficiently and in ways beneficial to the customer, 

without losing the ability to intervene person-to-person when necessary. 

That’s where our industry excels or fails.

Caoimhe Munif, Alpha FMC, 
Director

Andrew Lelliott, Link 
Group, Managing Director 
Managing Director & Head 
of Transfer Agency, UK 
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WHAT 
DOES THE 
CONSUMER 
INVESTMENT 
LANDSCAPE 
LOOK LIKE?
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Sources: 

• ONS Wealth & Assets Survey

• MSCI World Index

• HMRC

• Investment Association

• Bank of England 

• Calastone

• Boring Money 

ONS reports total 
household wealth in 
the UK of £15.2 trillion, 
but we put this closer 
to £17.5 trillion today 

Fund inflows have 
benefited from high 
savings – Investment 
Association says 
savers invested 
£43.4bn in retail 
funds in 2021

Investors ploughed 
£29bn into fixed 
income, equity and 
mixed asset funds in 
2021, having invested a 
net £14.7bn in 2020

Cash savings still 
dominant- totalling a 
record £1.9 trillion

Buy surveys show 
younger workers are 
keen to invest

The largest portion is 
private pensions, £6.4 
trillion

Household savings 
soared in the 
pandemic – reaching 
a record 23.7% of 
disposable income in 
Q2 2020

ESG equity strategies 
were the major 
beneficiary, garnering 
£11.2bn of the net 
inflow to equity funds 
overall

Most of this new cash 
in savings deposits 
which typically offer 
little or no interest

Robo-customers now 
account for 19% of all 
D2C accounts

Net financial wealth has 
jumped to £2.5 trillion, 
up from £1.8 trillion in 
2016

But cash savings 
have risen most – up 
by £283bn between 
December 2019 and 
November 2021

2021’s equity fund 
purchases (£14.2bn) 
were the highest on 
Calastone’s record 

Cash balances across 
all kinds of accounts, 
including ISAs, rose 
by £283bn between 
December 2019 and 
November 2021

Two thirds of UK 
wealth is held by over 
55s

Stocks and Shares ISA 
wealth is now £375bn, 
spread among 3.3 
million investors

By Q3 2021 it had 
dropped back to 8.6% 

Active investor 
numbers rose too - 
there were 6.8m active 
investors via platforms 
and brokerages in 2021, 
up 980,000 from 2020

There are millions 
of ‘non-investors’ or 
‘under-investors’ out 
there

Over a quarter of Gen 
Z and millennials are 
more willing to invest 
now they have app 
accessibility

The backdrop: The consumer investment landscape

Wealth has soared

A lot of this spare cash has found its way into funds

How do the generations difffer?

Savings have increased during the pandemic

Much more cash languised in bank accounts

TRANSFER AGENCY HORIZONS – THE CUSTOMER 9



WHAT IS THE 
UK ASSET 
MANAGEMENT 
INDUSTRY DOING 
TO DRIVE MORE 
FOCUS ON 
CUSTOMERS?
Our chair, Tim Wood, 
introduced the roundtable 
by reflecting on how the 
industry’s regulatory 
environment continues 
to evolve. Tim asked our 
panellists of transfer 
agents, consultants, asset 
managers and industry 
bodies: what’s happening 
now and what’s next?

The new Consumer Duty

In 2021, the Financial Conduct Authority 

(FCA) introduced a new Consumer 

Duty to ‘drive a fundamental shift in 

industry mindset1’.  

The new Duty intends to create a 

higher, more consistent standard of 

customer protection within financial 

services – not only to prevent them 

from harm, but to empower them to 

make good financial decisions.

Lisa Laybourn from TISA reminded 

us that the new Duty is a huge focus 

amongst firms, and possibly the 

biggest change to come from the FCA 

in recent years.

The Duty itself shifts towards a 

principles-based approach with four 

main outcomes. Lisa sees these as 

features of good customer services, 

complemented by a set of cross-

cutting rules across the handbook. 

Lisa elaborated on the challenges. A 

principles-based approach can be 

open to interpretation, and this latest 

Duty favours proportionality amongst 

firms. Can the industry find common 

understanding? Indeed, they must if 

they are to truly serve customers’ best 

interests.

Douglas Law from M&G Wealth agreed 

that good customer service should be 

firmly rooted in outcomes. The Duty is 

heavy with governance and servicing, 

and most firms are already fulfilling 

these basic requirements. But this is a 

chance to reflect on our processes and 

their real effects on customers.

The panellists agreed that that this 

was the biggest change in regulation 

in years. Although the new Consumer 

Duty is new in its umbrella form, 

many of its requirements are already 

there for the industry. There is a new 

focus on delivering four outcomes 

and emphasis on proportionality and 

knowing exactly who the target market 

is. 

Moreover, because the Duty is 

principles-based it means companies 

must interpret it and decide how to 

adapt their practices. It also matters 

where in the distribution chain a 

company sits. Those with direct 

customer contact clearly face the 

biggest challenge, but the Duty 

extends right back up the chain to the 

product manufacturers and all those in 

between. 

For transfer agents the big challenge 

will be how to create processes that 

apply the principle consistently across 

a diverse client base, given that all 

of them may interpret the principle 

differently or face different obligations 

under the proportionality rules. 

1  Source: Financial Conduct Authority (FCA)
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CONSUMER PRINCIPLE

Avoid causing  
forseeable harm

Enable customers to pursue  
their financial objectives

OVERARCHING CROSS-CUTTING RULES

FOUR OUTCOMES for the key elements of the firm-consumer relationship

Firms must take 
all reasonable 
steps to: 

Firms must 
act in good 

faith toward 
customers

Communications
Customer  

service
Products  

and services
Price  

and value

1 32 4

The Duty is intended to drive a fundamental shift 
in the industry mindset with new rules aiming to 
better protect financial services customers. The 
rules will tackle how firms communicate with 
consumers, ensuring information is presented in 
language and formats they will understand. 

They will address how information is presented 
so it does not exploit behavioural biases, ensure 
products and services are fully fit for purpose, and 
will insist on improved financial support. The rules 
will introduce a new principle 12 to govern how 
companies must act – the Consumer Principle2.

2  Source: (FCA)
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Engagement to build trust 

In 2020, just one in 10 UK adults strongly agreed that 

they have confidence in the UK financial services 

industry, with 32% slightly agreeing3. Douglas Law 

from M&G Wealth saw the Duty as an opportunity 

to build that trust at every step of interaction along 

the distribution chain.  

Matt Higginbotham from Columbia Threadneedle 

agreed that the whole industry must work together 

to build trust and engage meaningfully with all 

investors at every stage of their journey. Columbia 

Threadneedle, like many managers, has a diverse 

book of clients that have been its customers for 

more than 25 years. It’s just as crucial to engage 

with those older generations who continue to 

invest as younger investors who we wish to appeal 

to.

Engagement must involve opportunities to 

educate customers on their investments and how 

to manage them. Matt reminded us that it’s not 

always necessary to differentiate this service; the 

most meaningful engagement should be the 

priority.

Communicating to the average retail 
investor

Dawn Hyams from The Wisdom Council agreed 

that the biggest shift in this latest Duty is around 

communications. These should be understood by 

the average retail customer in a firm’s target market 

– it’s not enough to be unambiguous. 

Dawn reminded the panel that investment 

managers are also competing with non-finance 

sectors for their customers’ attention. Investment 

managers should be benchmarking themselves 

against these to meet customers’ higher 

expectations – especially in relationships that don’t 

involve frequent interaction.

The new rules encourage testing of 

communications, something which many 

companies already do, but this is an area 

where firms could still improve. It’s not about 

testing everything – there would be huge cost 

implications to that. But there are some questions 

that firms need to ask themselves where products 

are complex. When in the product cycle should 

you test? How many iterations? And what is 

the average retail customer anyway? Since 

firms interact relatively infrequently with each 

individual, this increases the risk of miscolouring 

perceptions for the long term from just one failed 

communication. Not an easy problem to crack, but 

not impossible with the right focus on customers 

and understanding their needs.

Matt Higginbotham from Columbia Threadneedle 

observed that as an industry, we have a duty to be 

accessible. Traditional products like mutual funds 

are still considered important in offering long term 

performance but we collectively do not do a good 

job of telling people why they are valuable to their 

financial planning or even why they exist at all. 

Dawn Hyams from The Wisdom Council added 

that many younger people have turned away from 

messages coming from the asset management 

industry and instead are influenced by their peers 

and social media, making them susceptible to 

unregulated advertising – investing in crypto, for 

example. A vocal minority have that day-trading 

mind-set, but most don’t engage at all and that will 

make it harder to reach them in later life. 

There is a real lack of education, starting at school, 

over what our financial lives will look like. Three 

quarters of people have no idea that they are 

already invested in stocks and shares through their 

DC pension, or even what an asset manager is .

Matt Higginbotham from Columbia Threadneedle, 

Lisa Walford from Schroders Personal Wealth and 

Douglas Law from M&G Wealth all understood 

the contrasting demands of managing legacy 

retail clients and the acquisition of new customers 

challenges everyone in the industry. Taking the 

older book first, it is difficult to nail down how 

legacy customers want to be served. There are key 

basics that you have to get right, but it is quite easy 

to start designing a strategy in response to a small 

number of inbound complaints. 

Most people have no idea 
that they are already invested 
in stocks and shares

3  Source: (FCA)
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Understanding the customer

Before we can serve each customer, we must 

understand them. But how?

Lisa Walford from Schroders Personal Wealth 

referred to outdated sources of customer 

understanding – queries and complaints – to show 

progress. These sources aren’t enough; we need 

to take a step back and ask what exact services 

customers are looking for. What problem are we 

trying to solve for them? This is how strategies 

should be designed to please the most customers.

Tim Wood, our chair, and Caoimhe Munif from 

Alpha FMC agreed that you can’t please all the 

customers all the time. The best we can do as 

industry is ensure they are given what they need – 

and sometimes that’s as simple as knowing what 

big changes mean to their investments.

Caoimhe Munif from Alpha FMC maintained that 

there is a tendency to communicate changes and 

updates to investors with too much complexity to 

try to “cover all bases”. But there is only so much 

you can foresee when it comes to understanding 

what they desire due to varying levels of 

understanding of the investments and savings 

products.

Approaches of clarity and transparency were 

supported by Andrew Lelliott from Link Group. 

Customers need to primarily understand what 

they’re being told. Industry documentation is 

historically complicated and hard to decipher, but 

it can’t be so simple that information isn’t carried. 

Andrew believed that it’s the responsibility of 

industry bodies to discuss and agree this approach, 

and that firms should support and contribute. 

Lisa Laybourn from TISA agreed that real progress 

is made through engagement with members 

from a range of sectors. TISA continues to work 

with regulators, Treasury, HMRC and others to drive 

positive change.
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HOW TO CREATE 
MEANINGFUL 
RELATIONSHIPS 
ACROSS ALL 
GENERATIONS

Who is investing?

ONS data reveals that around one third 

of the UK’s total wealth is held by 55-64s, 

who have consolidated their savings over 

their working lives, while another third 

is held by those over 65 who are busily 

spending it. The key wealth-building age 

group, the 35-54s, account for less than 

one fifth4.

Older investors hold more investments, 

but younger consumers are more willing 

to invest. The democratisation of trading 

apps is leading to significant number of 

people now taking that investing leap. 

Three quarters of both Gen Z (75%) and 

millennials (74%) either have already or 

would consider investing during or after 

the pandemic. This figure falls to 60% of 

baby boomers5.  

Despite an average client age of 74, 

Matt Higginbotham from Columbia 

Threadneedle proposed to the panel 

that the key to sustaining meaningful 

relationships with investors and appealing 

to new ones is to be accessible to all ages 

– whether they are buying stocks on their 

iPhones or require human interaction.

Matt saw a dilemma for the industry 

in how to develop more meaningful 

relationships with customers that 

differentiate asset managers in their 

minds.  Do different demographics want 

the same kind of relationships? Equally, 

since each organisation may only see a 

narrow field of a customer’s entire savings 

and investments landscape, how can it 

be sure it’s acting in that customer’s best 

interests?

Lisa Walford from Schroders Personal 

Wealth reiterated that client bases need 

appropriate strategies by looking at their 

particular needs. We also mustn’t ignore 

legacy books and should seek to make 

connections with the beneficiaries who 

will eventually interact on the behalf of 

older, existing investors.

Caoimhe Munif from Alpha FMC identified 

a tension within organisations that 

the asset managers recognised. Sales 

and distribution teams are focused on 

winning new business so there isn’t often 

an obvious sponsor for handling the 

needs of the back-book. Operations and 

compliance teams devote a lot of time 

to these customers, but their focus is on 

rules. This is very important, but it misses 

the creative perspective – how can we 

make changes to benefit customers and 

our own businesses?  

Caoimhe also suggested that this is 

where the transfer agent can play a 

role by offering services that can be 

mapped across multiple organisations but 

acknowledged that asset managers are 

still focused on wanting to look and feel 

bespoke.

The experts agreed that, in their own 

experience, older customers prefer a 

more personal service with telephone 

handling, while younger groups or new 

investors prefer to use chat functions, 

apps and other digital tools. It is 

Next, the panel 
discussed the 
differences in customer 
generations – including 
their behaviour and 
service requirements. 

4  Source: ONS 
5  Source: Finder
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tempting to just charge down the apps road and 

throw money at tech, but first you have to really 

understand what the customer wants and be 

sure that what you develop will benefit the end 

customer. 

This should not mean simply automating each 

step in an old process. Where there used to be 

25 paper steps, we should not create 25 mirrored 

digital ones. But in many cases, this is what has 

happened and that’s why it can still sometimes 

take four days to settle a trade. Equally it would be 

possible to automate everything and eliminate 

transfer agency altogether and ditch the call centre 

to boot. But there is another 20 years at least of 

‘legacy’ customers who want to speak to a person 

sometimes.

Quite often, too, the name on the register is no 

longer the person dealing with the finances – for 

example, when a child takes over the affairs of an 

ageing parent. This blurs the boundaries on how to 

manage service. 

Dawn Hyams from The Wisdom Council observed 

that it is easy to overemphasise how different 

younger generations may be. Younger people still 

prefer a personal contact to get them over the 

initial hump in getting into a complex product 

like an ISA. Once they are up and running they are 

happy to handle the transactional side themselves 

but when things go wrong, they at least need a 

chat function, if not a phone number.

For Andrew Lelliott at Link Group, the key is having 

the engine working properly for all day-to-day 

activities. This machine can handle the regular 

needs of long-term customers. But call handlers 

should be able to quickly filter and serve customers 

whose circumstances suddenly change or have 

unusual needs – for example around bereavement, 

unemployment, or dementia. A recognition that 

a customer’s life has changed very significantly in 

the long intervals between each point of contact 

is important because that changes their needs 

– working, retiring at first energetically and then 

slowing down, to care and then dealing with 

relatives. This is where the transfer agent can add 

real value. 

Lisa Laybourn from TISA emphasised the difficulty 

encountered at the advice/guidance boundary, 

suggesting RDR has left too many without access 

to quality advice. Equally, legally required heavy 

handed risk warnings on regulated mainstream 

products – ‘you may lose all your money’ – may 

contribute to consumers holding too much money 

in cash and contrast with unregulated areas like 

crypto, where losing money is a very real and very 

common problem. Douglas Law from M&G Wealth 

agreed. 

The advice gap, Douglas pointed out, has allowed 

millions of younger people to imagine that 

minimum contributions to a DC pension via auto-

enrolment will deliver what they need in retirement. 

Worse, an increase in auto-enrolment subscriptions 

is usually perceived as a salary cut – and nobody is 

there to explain the truth.

And how are they investing?

According to Boring Money, young investors in 

particular are more likely to prioritise the ability 

to manage their investments via an app when 

selecting a provider. 50% of 18–34-year-olds say 

this is important, second only to low cost and 

good reviews, highlighting the importance of social 

media and peer influence in decision making6  – 

a point picked up on by Dawn Hyams from The 

Wisdom Council. 

Over a quarter of Gen Z and millennials are more 
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willing to invest now they have app 

accessibility. Lower costs that come with 

apps were a significant draw for around a 

fifth of them. Older customers still prefer 

more traditional distribution channels 

– for example, 55% of savers aged 55+ 

would rather invest using their bank rather 

than a ‘specialist investment provider’7 . 

Caoimhe Munif from Alpha FMC agreed 

that younger investors are more likely 

to interact with quick, flashy technology 

platforms while older generations might 

speak on the phone. The key is to stay 

relevant across all preferences, but often 

the challenge for firms comes down to 

costs as both are ultimately expensive 

investments. But is hybrid here for another 

10, 20 years? More?  

Is hybrid here to stay?

Dawn Hyams from The Wisdom Council 

agreed that younger investors will still 

require a personal service – even if that’s 

a chat functionality with a human at the 

end for more complex or unsolved issues. 

Transactions can take place online, but 

the call centre will still be needed even for 

those younger customers.

Andrew Lelliott from Link Group 

maintained that technology won’t fully 

replace the transfer agent. While digital 

can enable valuable interaction – of which 

older generations are also capable of – it 

doesn’t take away the need for a person 

when something goes wrong.

Helping young investors 
understand their investment 
opportunities 

There remains a long way to go to 

engage the younger generation, embed 

an investment culture into their financial 

planning, and encourage them to think 

more strategically about their future 

finances. The panel agreed that many 

young customers aren’t even aware 

they’ve invested in stocks through their 

workplace pension scheme. 

The UK pensions market is the second 

largest in the world after the USA and 

before Australia8. About half the value is 

held in pensions currently in payment, 

while the other half is split around two to 

one between active pensions that are still 

receiving contributions and those that 

are dormant or ‘preserved’ for payment 

in future. Customers are more open to 

explore more investing opportunities 

once they understand that they are 

already investing through their pension, 

according to Dawn Hyams from The 

Wisdom Council.

ESG and sustainability 

Douglas Law from M&G Wealth proposed 

to the panel that another way of 

appealing to younger generations is to 

connect with them through opportunities 

around sustainability. This fits with the 

firm’s wider objective to help people live 

the life they want but more sustainably. 

Sustainability and ESG (environmental, 

social and governance) have never been 

so prominent in the global funds industry, 

with COVID-19 focusing investors on a 

more sustainable planet. 

The 2021 Natixis Global Survey of 

Individual Investors showed that 27% of 

millennials (age 25-40) across 24 countries 

are invested in ESG compared to 18% of 

baby boomers (age 57-75). Only 17% of all 

ages didn’t know what ESG is. 41% of ESG 

investors say they invest this way to help 

support the environment, while 36% aim 

to align with their personal values, and 

35% consider it a ‘better way to invest’. 

Data from Calastone, a UK funds network, 

showed that investors ploughed £29bn 

into fixed income, equity and mixed 

asset funds in 2021, having invested a 

net £14.7bn in 2020. But among these, 

ESG equity strategies were the major 

beneficiary, garnering £11.2bn of the net 

inflow to equity funds overall.

Understanding target markets and their 

own objectives is key to helping investors 

of all ages understand their financial 

plan, according to Douglas Law from 

M&G Wealth and the rest of our panel. 

Lisa Laybourn from TISA received a 

resounding nod when proposing a new 

permission for personalised guidance and 

education for the industry. 

6  Source: Boring Money 2021 Online Investing report 
7  Source: Finder 
8  Source: OECD
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Don’t use a new system to replicate an  
old process

Douglas Law from M&G Wealth noted that the aim 

of technology investment must be to make it easier 

to do business, not add more complexity. Along 

with Andrew Lelliott from Link Group, Douglas 

was clear that technology must have a problem 

to solve. It should help customers manage their 

investments, purchase products, draw their income, 

and receive service and reporting. Done well it can 

reduce costs – M&G Wealth has been able to share 

that benefit with customers.  

Analytics are vital to show how customers are using 

services. In the past complaints were the only 

window, but now there is a wealth of data to look 

at, much of which is still untapped and which could 

unlock value for the customer and asset manager 

alike. Lisa Walford from Schroders Personal Wealth 

noted that this data can help identify pinch points 

in real time, rather than months later and that is a 

powerful tool for improving service.

The pandemic has accelerated trends and helped 

streamline practices. For example, a ‘wet’ signature 

is no longer needed most of the time, now that 

digital authentication has become commonplace. 

The pandemic also gave time for customers 

to review their investments and tweak where 

necessary using digital platforms.

Dawn Hyams from The Wisdom Council pointed to 

another example of where technology had simply 

tried to replicate pre-existing practices – robo-

advice (with robo-customers now account for 

19% of all D2C accounts ). That simply created very 

clunky customer journeys. The regulator is open to 

new solutions, so step back and put the customer 

in the middle, not the process.

This led to the idea of benchmarking to other 

industries which have leapt ahead in how they use 

technology to service customers – retail is perhaps 

the best example. So rather than introspectively 

considering what peers are doing in financial 

services, look beyond. Expectations have changed 

so transfer agency and fund management must 

change with them.

Lisa Laybourn from TISA said she is keen to see 

the investment industry emulate banking with an 

open-investment initiative, making it possible for a 

customer to see all their investments in one place, 

and share that data with an adviser or platform. 

That would be a powerful tool in helping ensure 

a product from one provider among many fits 

with the wider investment mix a customer has 

and is therefore suitable. The concept of a digital 

ID would also be a major help, especially since 

the UK has more theoretical freedom around 

data protection rules post-Brexit. Finally, there 

is an opportunity to allow effective ESG scoring 

for investments, which could become a key 

differentiator between providers as customers seek 

products that meet their sustainability values.

Matt Higginbotham from Columbia Threadneedle 

observed how the subject of blockchain comes 

up regularly, but on its own it is not the answer to 

all challenges. A tokenised, digital units, accessed 

via the blockchain could be a real game changer, 

USING 
THE RIGHT 
TECHNOLOGY 
FOR THE RIGHT 
CUSTOMER
It would be rare to host a discussion on the asset 
management industry in 2022 without talking about 
technology. But what does new technology really mean 
for customers? How can it be used for best outcomes?



9  Source: Finder 
10  Source: ONS 
11 Source: Investment Association 
12  Source: FRC’s Review of Corporate Governance 

Reporting November 2021 
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in terms of speeding up the complex chain of transactions 

when a customer buys a product. There are easier, more 

accessible wins for client-focused technology – making 

portals that customers can understand and use easily. 

Retaining customers with good technology is a win not 

just for now, but because it cements relationships across 

generations too.

Using technology to educate on savings

The panel agreed that there is a real opportunity with 

technology to educate customers. They can be more 

empowered with tools to make real-time and long-lasting 

decisions for their lifetime investments and savings – 

especially as savings increased during the pandemic. 

Household savings always rise during a recession. In fact, 

that’s historically why most recessions have happened; 

demand falls away as money is stashed for a rainy day. The 

COVID-19 recession was amplified by that pattern amplified 

as lockdowns gave people nothing to do, nowhere to go 

and therefore no reason to spend. 

In the second quarter of 2020, a mind-boggling 23.7% of 

disposable income was saved, three times the long run 

average since the 1960s and almost double the previous 

record set in the recession in the early 1990s. By Q3 2021 it 

had dropped back to 8.6% . This is still high by the standards 

of recent years but is more normal. The flipside of lower 

savings was, of course, economic growth. 

A lot of this spare cash has found its way into funds. Savers 

invested £43.4bn in retail funds in 2021 . BoringMoney 

reported that active investor numbers rose too - there were 

6.8 million active investors via platforms and brokerages in 

2021, up 980,000 from 2020.

Who decides?

So how can technology improve the process and 

experience for these new and existing investors? Matt 

Higginbotham from Columbia Threadneedle predicted 

that technology now exists to offer the opportunity to 

significantly speed up the transfer of ownership of assets 

from manager to customer.  The legitimisation of digital 

currency will be the next game-changer here.

The panel agreed that the main challenge is board 

progression and agreement, particularly if their firm is owned 

outside of the UK. Regulators will push for customer focus 

but the right spending is needed. 

But Matt reminded the panel that we are going in the 

right direction with changes in board behaviour and 

accountability. The latest UK Corporate Governance Code 

gives clear direction that gives directors flexibility but also 

holds them accountable for board decision-making and 

how it impacts investors, customers and stakeholders. 

It was unanimous on the panel that progressive boards 

will focus less on just ‘the next dollar’, and more on freeing 

up spending for the right technology to support their 

customers’ outcomes.

Collaboration is at the heart

Collaboration was a key theme that our experts discussed, 

though they acknowledged that competitors often don’t 

collaborate well. This is where industry bodies like TISA 

and the Investment Association (IA) can play an important 

mediating role. 

Lisa Laybourn from TISA said she sees the Duty’s outcomes 

as features of good customer service, but it’s likely to 

be open to interpretation. As the industry responds 

to the second consultation, it’s clear the FCA prefers 

proportionality, but there is not yet collective understanding 

of what that means in practice. Lisa believes the greatest 

challenge for transfer agents will be to reach common 

understanding across their client firms to perform the gap 

analysis and turn those principles and new cross-cutting 

rules into processes. 

Douglas Law from M&G Wealth agreed that getting different 

groups working together will ensure the best outcomes 

– pointing out that that means sharing data, for example 

between manufacturers and distributors. One route is to 

ensure that standard processes are less bespoke. 

The key competitive differences are the fund management 

proposition and customer experience, so if everyone could 

agree on more standardised core processes, and then 

focused their marketing messages on the end investment 

objectives, performance and experience, this could go a 

long way to creating a helpful pan-industry response to the 

new Consumer Duty. Fewer bespoke processes would also 

ease the task of the transfer agents in how they manage 

interactions with customers.

 

Retaining customers with 
good technology is a win



13   Source: FCA
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Andrew Lelliott from Link Group maintained that listening to the customer is the 

priority and taking action on what we hear. We must be trusted when they face 

challenges to solve their problems – particularly those out-of-the-norm situations for 

customers, such as bereavement, mental wellbeing and other vulnerabilities.

During the first months of COVID-19, the proportion of UK adults with characteristics of 

vulnerability increased significantly to 53% – a 15% increase since before the pandemic. 

Adults with ‘low financial resilience’ increased 20% to 27%13. To support our long-term 

relationships, we must look after these investors.

Matt Higginbotham from Columbia Threadneedle supported the notion that a 

firm shows its true colours in how it deals with those who need extra support and 

education – being able to take them out of the process, give them a bespoke service, 

and help them to continue their journey. 

Lisa Laybourn from TISA agreed that financial education is the key to helping 

customers increase their long-term investments and savings. The industry should be 

driving and contributing to this education in schools for young people. This is how we 

help them create long-term financial plans instead of spending on commercial goods 

and services. 

Dawn Hyams from The Wisdom Council was on-board – reminding the panel that 

customers have a high expectation of financial services, which is competing with other 

sectors that are excelling at understanding customer behaviour and life stages. Data 

will be utilised to achieve this. 

Lisa Walford from Schroders Personal Wealth agreed that the future customer will 

need a superior service to those of today. The key is better understanding the large 

back-book of investments that make up three quarters of the UK’s wealth. Timely MI 

and close partnerships with the transfer agent are crucial to getting this insight and 

providing the service these clients need.

Douglas Law from M&G Wealth put it simply: get the basics right, use your tech right, 

and benchmark your standards against what your customers expect. Give them the 

personal experience and instant rewards they are already receiving in their non-

finance lives.

AHEAD ON 
THE HORIZON
What does the future hold for the industry? Our chair 
asked the panellists how we can work together to 
improve the customer journey overall.
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PANELLIST 
BIOGRAPHIES
Tim Wood, Cooper Wood  
& Associates

Tim is a highly experienced leader with 
a track record of delivery across several 
investor services and asset management 
firms. He is well known as a popular 
and respected leader of people and 
for managing highly successful teams 
globally.

Tim has more than 30 years of 
experience. Before Cooper Wood & 
Associates, he was Managing Director, 
Head of UK, for HSBC Securities Services. 
He has also held senior roles at RBC, 
Invesco Asset Management, Prolific 
Asset Management, Baring Asset 
Management, HD International and 
Nomura.

Dawn Hyams, the  
Wisdom Council

Dawn is a senior consultant leading 
work on investor and fund governance. 
With over 30 years’ experience in asset 
management – as a senior practitioner 
and consultant – Dawn has hands-on 
experience of the commercial and 
regulatory challenges facing the industry 
as well as deep investment industry 
expertise. 

The Wisdom Council brings clients into 
the heart of firms and decision making. 
We remind the industry that at the 
end of every investment product is a 
consumer and their life savings. We use 
a powerful combination of innovative 
research techniques and traditional 
qualitative methods to bring their 
attitudes and behaviours to life. Truly 
understanding what makes consumers 
tick allows us to help our clients shape 
solutions that engage consumers and 
deliver sustainable, commercial success.

Lisa Laybourn, TISA

Lisa has over 25 years of experience 
in financial services with a breadth of 
regulatory knowledge and particular 
expertise in CASS. She spent five years 
at Architas Multi Manager as CF10a and 
deputised for the COO in leading a 
function which included third-party 
governance, operations and IT, as 
well as CASS. Lisa also has significant 
experience in TA having spent 10 years in 
senior roles with IFDS. 

TISA is a consumer-based industry 
association that aims to help shape 
the future of the UK financial services 
and the environment in which firms 
operate. It assists firms to interpret and 
implement regulation, produces best-
practice guides, runs working groups 
and lobbies regulators and government 

on behalf of consumers. 

Douglas Law, M&G Wealth

Douglas has been with M&G Wealth (Pru) 
for over five years and is responsible 
for the development of the Pru Retail 
proposition. This includes pension, ISA 
and bond products available to investors 
via financial advisers, with a focus on 
supporting their retirement plans. 
Douglas is keen to improve the financial 
well-being of customers but worries 
about the financial savings landscape for 
future generations. 

M&G plc is an international savings 
and investments business, managing 
money for both individual savers and 
institutional investors in 28 markets. 
M&G Wealth (Pru) is known for expertise 
in retirement solutions, smoothed 
investment returns, and for championing 
financial advice. 

Lisa Walford, Schroders 
Personal Wealth (ACD)

Lisa is responsible for the outsourcing 
and oversight she designed and 
implemented when the management 
company was successfully launched in 
December 2019. With over two decades 
experience in the industry, including 
managing a team responsible for the 
delivery of all aspects of business and 
regulatory change, supplier selection 
and operating model design, Lisa is 
passionate about client outcomes and 
ensuring a positive experience.

Schroders Personal Wealth is a joint 
venture between Lloyds Banking 
Group and Schroders – two of the UK’s 
largest names in banking and asset 
management. It was created to help 
more people across the UK benefit from 
financial advice. 

Matt Higginbotham 
Columbia Threadneedle

Matt joined Columbia Threadneedle in 
2000 and has expertise in operations 
and compliance. He is currently 
responsible for the strategy and 
execution of operations and investor 
servicing, across all major supplier 
relationships for the UK and Luxembourg 
products.  

Columbia Threadneedle Investments is a 
leading global asset management group 
that provides a broad range of actively 
managed investment strategies and 
solutions for individual, institutional and 
corporate clients around the world.

Caoimhe Munif, Alpha FMC

Caoimhe is an Associate Director within 
Alpha’s UK Operations practice, with 
a primary focus on transfer agency. 
Caoimhe has advised a number 
of managers of all sizes, across 
numerous jurisdictions with varying 
distribution models in their assessing 
and designing their TA operations as 
well as advising and leading readiness 
and implementation work. Caoimhe 
has also worked with a number of TA 
providers with their own operational 
design and product strategy. She has 
recently concluded the execution of a 
large, multi-year TA migration across UK, 
Luxembourg and APAC regions.

Alpha MC is a specialist consultancy 
helping asset managers and asset 
servicers. 

Andrew Lelliott, Link Group

Andrew is responsible for all aspects of 
Link Group’s UK Transfer Agency service, 
reporting directly to Link Fund Solutions’ 
global CEO. 

Andrew has worked in the financial 
services industry for over 35 years 
as a senior leader and management 
consultant. Before Link Group, Andrew 
was Head of Transfer Agency for 
Northern Trust Company. He has also 
held senior positions at International 
Financial Data Services and Schroders. 
Throughout his career, Andrew has 
gained extensive knowledge of Transfer 
Agency and is instrumental in Link 
Group’s growth strategy and service 
excellence.
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Link Group

www.linkgroup.eu

Contact us

Edward Hamilton-Russell  
Head of Business Development 
+44 (0)7725 628 137 
ed.hamilton-russell@linkgroup.co.uk

Link Group: A global, digitally enabled business connecting millions of people with their assets – responsibly, securely and safely.

From equities, pension and uperannuation to investments, property and other financial assets, we partner with a diversified 

portfolio of global clients to provide robust, efficient and scalable services, purpose-built solutions and modern technology 

platforms that deliver world class outcomes and experiences.

We help manage regulatory complexity, improve data management and connect people with their assets, through exceptional 

user experiences that leverages the expertise of our people combined with technology, digital connectivity and data insights.

For further information, including the legal and regulatory status of this company, visit https://www.linkgroup.eu/legal-and-

regulatory-status

The content of this article does not constitute advice and should not be relied on as such. Specific advice should be sought 

about your individual circumstances before any action is taken.


