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Keep Your Customers By 
Delighting Their Customers

Digitisation and being client-centric are 

top of the list of things to get right at 

for most wealth managers. They need 

to delight their customers by getting 

them to engage with their digital 

proposition. Wealth managers also need 

to use technology to democratise their 

offerings and serve a broader range of 

customers at lower cost.

These are the pressing issues that the 

boards of banks are looking at. As a B2B 

provider, these are our pressing issues 

too! We firmly believe that our job is 

to support wealth managers in their 

digital offerings rather than try and deal 

directly with end investors ourselves. 

Indeed, the market has not been kind 

to B2C offerings – even Nutmeg was 

bought in the end!

In that context, keeping digital and 

robo-banking within a bank’s remit 

makes much more sense. Launching 

digital services under the wealth 

manager’s name and brand keeps 

the trust element of the relationship. 

It makes sense! Indeed, the most 

successful digital offerings that we see 

are by banks: Vanguard, Fidelity, and 

Charles Schwab.

If a wealth manager or bank can also 

house any offering close to its savings 

account on the app, users can more 

easily swap between the two and better 

manage their affairs. This encourages 

people to invest and then redeposit 

their returns. This leads to better levels 

of engagement, which is very pertinent 

at a time when wealth managers 

and banks are trying to retain their 

customers by providing a positive user 

experience. Having a robust digital 

proposition with the potential for self-

directed investment and self-service 

also makes for democratisation. This 

is where the bank can serve a broader 

range of customers, notably the affluent 

and mass affluent, but at a lower cost.

Thus, we think that the opportunity for 

vendors in this space is to help wealth 

managers with their digital offerings; 

accordingly, this is where we sit. Any 

solution should be faster, cheaper, and 

more agile for a wealth manager than 

doing it in-house. Implementation 

should take months, not years, and the 

result should be that the bank retains 

its own brand and, therefore, the trust 

and business of the end client. And will 

therefore succeed.

But to successfully support wealth 

managers, we need to know what 

they want and what their customers 

want. If we can design something that 

pleases our customer's customers, then 

we both win. To do that, we need to 

keep on top of what the end customer 

needs and build a solution that is easy 

for them to engage with, where they 

can be educated about investment, 

access ESG preferences, and receive 

information and reports in a highly 

personalised fashion.

Usability and quality design are also 

key. We think it is vitally important to 

make a solution that people will use. 

To highlight how we go about this, we 

speak to the end users themselves!

Bart Vanhaeren, CEO at InvestSuite, explains how 
any B2B proposition needs to understand not 
just the business needs of the direct customer 
but also those of the customer’s end customers.

If we can design something 
that pleases our customer's 
customers, then we both 
win. To do that, we need to 
keep on top of what the end 
customer needs and build a 
solution that is easy for them 
to engage with.

We think that the 
opportunity for vendors 
in this space is to help 
wealth managers with 
their digital offerings; 
accordingly, this is   
where we sit. 
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For example, we surveyed 4,700 people 

in Belgium, the Netherlands, and the 

Nordic countries regarding goal-based 

investing. Obviously, we found that 

everyone has goals regarding investing, 

whether implicit or explicit. But what 

are those motivations exactly? How do 

people choose and prioritise? Who is 

investing to win, and who is investing 

not to lose? What are people prepared 

to do in order to reach their f inancial 

goals? With these and many other 

questions, we dig deep to learn more 

about the psychology behind goal-

based investing.

Knowing all this means we can design 

our solution in line with end users and 

their needs and motivations. We can offer 

a product that can be easily configured 

and tweaked to meet the needs of both 

the business and its end clients.

Another example is recent customer 

research with 300 members of a Danish 

pension fund. Here we tested several 

executions of our StoryTeller portfolio 

reporting concept to discover what 

was important to this particular type 

of investor and what was not. We got 

feedback on the overall likeability, 

understanding, and also, on the 

emotional responses the story in the 

report evoked. The most surprising 

finding, though, had to do with activation: 

after reading the report, 30% of the panel 

members claimed that they would ‘find 

out how to increase my contribution in 

the fund’. One has to be careful with such 

stated behaviour, but even if only one in 

three of these clients were to put their 

money where their mouth is, it would 

still be a significant uptick.

We also researched the Swiss 

marketplace looking at pillar 3a 

pension provision. This is the third pillar 

of pension provision, in addition to those 

made via payroll by both the employer 

and employee.

From a series of in-depth interviews, 

we found that pensions are a source of 

anxiety, and that people are generally 

in the dark about what their retirement 

will herald regarding their standard of 

living. They want something concrete 

and, for instance, see what impact 

inflation will have on the often very 

long-time horizons of these types of 

investment. Apart from this perceived 

lack of ‘concreteness’, we also found 

an acute lack of control in the whole 

pension process. Many investors felt side-

lined to be almost passive observers and 

had thus ceased to care and were even 

reluctant to engage with their f inancial 

service provider on the subject. 

We found that one way to solve these 

issues was to almost ‘gamify’ the 

onboarding process, where users could 

play with various options using ‘what 

if ’ scenarios: what if I contribute more 

or less every month, what if I choose 

a different risk profile?  Such a feature 

would not only increase engagement, 

but also imbue the process with a 

feeling of control, where users become 

the masters of their own destiny.

All of this research fits to please 

our banks and wealth managers by 

democratising their offering. And it 

certainly works with our goal of creating 

something that promotes uptake and 

engagement. If we can offer a solution 

that engages customers and means 

they come back time and time again, 

then that makes for client retention, 

and that fits with a bank’s internal 

needs of creating value and scaling up 

to create a successful business.

Thus, meeting the needs of the end 

client is, we think, the way forward to 

create a successful vendor solution and 

business for vendors like us.

All of this research fits 
to please our banks 
and wealth managers 
by democratising 
their offering. 

Bart Vanhaeren        
Chief Executive Officer

bart.vanhaeren@investsuite.com                                     
+32 472 70 57 72
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