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Is Technology Dead?



They Might Be Right

• Technology budgets have remained +/-
10%

• e-Business Compensation trails 
traditional marketing by ~15%

• Most important advisor touchpoint?
Wholesaler 92%
TA Customer Service Rep 70%
Web 5%
Informational e-Mail 0%

Sources: Trends in e-Business Compensation, AllianceBernsten Advisor Study



Can Technology Be Reborn?
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Agenda

• Creation
• Evolution

– Past
– Present
– Future



And the CEO said, “Let there be a site, and there was a 
site.  And the CEO saw the site and asked . . . 

“IS IT GOOD?”

Creation: In the Beginning . . . 



Evolution



Launch:  Publishing Model

• More is more



Publishing Model:  More is more
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Publishing Model

• What we sought to answer:
– “We built it, how many came?”

• What we gained:
– Temporary justification for cost of 

launching site
– Bragging rights



T+ 3 Years :  Efficiency Model

• We’re way cheaper than print or the 
phones



Efficiency Model
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Efficiency Model

• What we sought to answer:
– “Are we the most cost effective means to 

communicate with our customers?”

• What we gained:
– Kept budget whole while others were 

being reduced
– Buy-in from telephone reps to drive 

customers to our site



T+ 4 Years :  Sales Model

• Our website impacts sales



Sales Model
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Sales Model

• What we sought to answer:
– “Does website usage lead to sales?”

• What we gained:
– Pronounced evidence of correlation 

between usage and sales
– A seat at the grown-up table



The Present:  Wholesaler Model

• Act like a wholesaler
– Focus on current sellers
– Not all advisors are the same



Wholesaler Model
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Wholesaler Model

• What we seek to answer:
– “Are we a valuable tool to current 

sellers?”

• What we gained:
– Actionable metrics



Wholesaler Model
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Wholesaler Model
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The Future:  Task Model

• Forget about pages and focus on 
tasks



Task Model
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Task Model

• What we’ll seek to answer:
– What tasks are important to whom?

• What we’ll gain:
– “Content currency”
– Identifying predictive behavior



Sean Kellenberger
Director, Mutual Fund Services
The Hartford Mutual Funds



The Past

• Results
– Low web usage, high call volume
– Assets Retained: ??
– Limited data



The Past

• Approach
– Tactical vs. strategic
– Lack of dedicated resources
– Expense management focus
– Technology as secondary channel
– No asset retention efforts



The Past

• Dysfunctionality
– What was available
– What was easy to implement
– What will save us money vs. what will make 

clients’ lives easier

When, where, how clients want to do business 
with us: Consent, customization, sophisticated 
retention tools

2006+

Bridging the gap: All transactions, inquiries, 
maintenance, asset retention efforts, eDelivery

2004-2005

The Basics – Purchase, Exchange, RedeemInception through 
2004

FunctionalityTimeframe



The Past

• Design
– Firm-centric
– No usability 

studies
– Rate My Site 

survey



The Past

• Usage
– “Build It And They Will Come” approach 
– Analytics: Limited, basic data ≠ information



The Present

• Results
– Web utilization up 

125%
– Call volume down 

17%
– Handle time up 5%
– Cost per call up 5%
– Net savings: 9%



The Present

• Results (cont.)
– Asset retention

• 8% success rate
• Over $1.7B*
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* Hartford Life Asset Retention Program



The Present

• Approach
– Strategic

• Core business strategy with dedicated resources
• Communicate with every interaction

– Client-centric focus
• Improve service across channels
• Continue to manage expenses

– Technology as enabler across channels
– Asset retention efforts

• Using web for predictive modeling



The Present

• Utilities
– Client-centric

• How clients interact with us today across channels

– Thoughtful approach to rollout
– Asset retention: Predictive modeling

When, where, how clients want to do business 
with us: Consent, customization, sophisticated 
retention tools

2006+

Bridging the gap: All transactions, inquiries, 
maintenance, asset retention efforts, eDelivery

2004-2005

The Basics – Purchase, Exchange, RedeemInception through 
2004

FunctionalityTimeframe



The Present

• Usability
– Consistency

• Across LOB sites
• Supports branding

– Usability studies 
incorporated into 
design

– Mass customization



The Present

• Utilization
– 125% increase
– Lost 10% of 

savings due to 
increased call 
complexity = 
handle time

• Asset retention
– 28k accounts
– 8% retention rate
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The Future

• Mass customization
– Preferences and permissioning

• Clients, brokers, wholesalers, etc.

• eFulfillment
• Subscription
• Advanced retention efforts

– Data triggers and advanced predictive 
modeling to identify at risk customers 



The Future

• Challenges
– Elimination of simple interactions = 

increased complexity
– Channel conflict

• Web, IVR, voice
– Role of financial advisor
– Web saturation



The Future

• Possible solutions
– Consultant vs. order taker

• Result: shifting economics due to hiring, 
training, retaining CSRs

– Customer advocacy – serve where, when 
and how people want to be served

– Broker as relationship manager



Vince Pellegrini
Managing Director
Marketing & Customer Technology

Nuveen Investments



The Past: Hits & Page Views

• It was all about the web site…

– Webmasters crank out brochureware for us to 
enjoy at 28.8

– ‘The Web will disintermediate our business…’

– Plenty of buzzwords (portal, personalization …)

– Let’s send an e-mail!

– Web technology starts to move inward
• Intranets & Marketing Dashboards 
• Contact Management matures into in CRM v1
• eWholesaling



The Past: Hits & Page Views

• What we learned:
– Though powerful, the web won’t dramatically 

alter the financial advice ecosystem

– Getting FAs to your site isn’t easy

– Award-winning’ web sites don’t always equal 
success

• Ask Kemper, Janus, MFS and Putnam

– E-mail is cheap and easy to send
• Which is why you and your customers ignore it

– Just like old-fashioned offline marketing, online 
works best when it’s targeted and integrated



The Present: The 360  View

• Customer-facing technology evolves…

– A suite of apps that facilitate the collection, 
delivery and measurement of customer touches

• Externally: online touches become more targeted and 
integrated (web site, opt-in e-mail, syndication)

• Internally: CRM v2, territory management and
web-based sales support take center stage



The Present: The 360  View

• Customer-facing technology evolves…

– Segmentation takes hold

– Business metrics (and process) start to matter
• CMO and ROI? In the same sentence??!!

– Plenty of new buzzwords (but do they generate 
AUM?)

• Blogs, Podcasts, RSS, Peer Networks



INTERNAL BEHAVIORS

Sales
- External wholesalers
- Internal Wholesalers
- Call Center
- PCG & Institutional

Marketing
- Product Marketing
- Non-Product Marketing

National Accounts
- Wires/Regional/RIA

Executive Teams

CUSTOMER VIEWS

Retail Advisors & Teams
- Wires/Regional/RIA

Branch Managers

Other key B/D functions
- Syndicate Desks
- Separate Acct & Fund Coords.
- Regional & District Managers
- Due Diligence Teams
- Other Home Office

PCG & Institutional entities 

Existing Shareholders

Investor Prospects

CUSTOMER
INFO

PRODUCT
INFO

MKTING
CONTENT

Applying business rules to filter 3 centralized buckets 
of data to drive tailored & coordinated online/offline 
customer support.
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The Present: The 360  View



The Present: The 360  View

Capturing all touches



• What we learned:

– The web site is important, but…
• If you have $1 to invest in ‘the web’, will ROI look better if

50¢ is spent away from the site?

– You can’t build deep customer relationships with
a subset of interactions

• Absolutely worth the investment in people, processes and 
infrastructure to ensure all customer touches are recorded

– Segmentation must move beyond historical looks 
at proprietary transaction data

The Present: The 360  View



The Future: Customer Profitability 

• Opportunity Engines facilitate and/or 
automate every phase of Distribution

– Collect Filter Act Measure (Repeat)

• All customer touches are instantly stored and analyzed
on the fly

• Analysis drives synchronized action – online and off – across 
Distribution functions (Inside Sales, Outside Sales, 
Marketing, Nat’l Accts)

• At pre-determined times after the actions take place, 
business metrics are reported in real-time

• Metrics ultimately translate into customer-level profitability



The Future: Customer Profitability 

Heads of Distribution
determine priorities
Entire inventory of
opps is quantified and
prioritized regularly

Priorities & tactics fed
into Opportunity Engine
Each opportunity is entered,
along with recommended
action steps

Engine facilitates and/
or automates Actions
As conditions are met,
the engine begins
executing the tactics

Actions are measured
and rewarded
Were the rules and actions
effective at seizing the Opp? 
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XYZ IPO
Growth Fund retention
Value Fund cross-sell

The wholesaler should...
The internal should...
The web site should...
Marketing should…

- Show A on the ACs PDA
- E-mail B to the internal
- Feature content C on the web site
- Trigger Lit Order D to the FA

Opportunity
Engine

If YES, reward Acts & apply to other 
opportunities; If NO, reward Acts &
rewrite rules to find more effective 
combination



The Future: Customer Profitability 

Filter & Act



The Future: Customer Profitability 

Measure



The Future: Customer Profitability 

• What we’ll learn:

– Business metrics are the only ones that matter

– When all Distribution functions are aligned –
and action is synchronized – amazing things
can happen

• Anyone up for 25% conversion rates?

– Customers won’t mind ‘being sold to’
• As long as it’s timely, thoughtful and relevant

– In the end, amazing technology (and/or heroic 
Sales & Marketing) won’t overcome Product sins



Three Things for Monday
(with apologies to WIRED magazine)

Understand the 
technology

Understand the
user

Understand the 
business

100% Art50% Art/50% Process100% Process

Firm profitabilitySegment profitabilityCustomer profitability

WebmasterCentralized ITDecentralized IT

Our Web siteOur Web site with 
Podcasts, RSS, etc…

Web-enabled BPM

Hits, Page views, 
Users, Impressions

Touches, Open rates, 
Click-thrus

Incremental Sales,
Net New Flows, AUM

ExpiredTiredWired



Question and Answer

• Neal Zamore
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Conclusions / Takeaways



Can Technology Be Reborn?



Common Themes & Takeaways

• Act first: Bring something to the business
– Don’t wait for them to tell you what they want
– Partnership comes later

• Pick the right measurements
– Start with what matters to the business
– Data ≠ Information

• Continually refine the process
– You never have it all figured out
– Hypothesis-driven metrics – set a target



Technology Can Be Revived with 
Metrics



Thank You

• This presentation is available for download at

http://www.kasina.com/research/TechLemons.pdf

Or contact

Mike Ma
mwma@kasina.com


