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SEI Study: Digital Interaction Helps
Strengthen Customer Experience for
World's Wealthy
Futurewealth Report Reveals 9 in 10 High-Net-Worth Investors Use Online
Tools to Support Wealth Management Activity

OAKS, PA -- (Marketwired) -- 03/27/14 -- While wealth managers may be the foundation of
the customer experience for the world's up-and-coming wealthy, digital solutions play an
increasingly important role in the wealthy's interaction with wealth managers, says a new
study released today by SEI (NASDAQ: SEIC), Scorpio Partnership, and NPG Wealth
Management. In fact, for high-net-worth investors under the age of 40, more than two-thirds
assess the market through their online accounts at least once a month. The study, "The
Futurewealth Report 2014: Upgrading the service delivery," surveyed 3,025 respondents
globally with an average net worth of $2.9 million. It examines the factors that matter to
these high-net-worth individuals when making a transaction with a firm and the role digital
technology plays in that experience. While the Futurewealthy place less emphasis on digital
delivery than certain advisor attributes, they revealed it as an area where wealth managers
can improve the customer experience.

"Understanding each phase of the customer journey is critical to the success of wealth
managers, and with this paper, we're diving deeper into what matters to the world's wealthy
after establishing a relationship with a wealth manager," said Alfred P. West, Jr., Chairman
and Chief Executive Officer of SEI. "By identifying which factors the Futurewealthy find
important in the customer service experience, we hope to provide wealth management
organizations with a better understanding of how they can upgrade their service delivery to
better attract and retain these valuable clients."

When asked to rate the importance of various factors in delivering a great experience during
a transaction with a wealth manager, the Futurewealthy focused largely on attributes of the
advisor. The three highest rated factors were the advisor's level of experience (65), market
knowledge (65), and understanding of individual needs (65), all of which received the same
rating on the Importance index (measured out of 100). By contrast, the survey respondents
put less emphasis on the digital side of the service experience. The ability of a wealth
manager to simulate portfolio strategies online (39), their ability to customize online reporting
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(38), and having an easily navigable website (37) all scored lower in importance than
characteristics of the advisor.

Though advisor attributes were rated as more important than digital tools by the
Futurewealthy, the report reveals that more than half of respondents use their online account
with their primary wealth advisor at least monthly to see reviews of the market (55 percent),
performance analyses (55 percent), information about securities (51 percent), and portfolio
evaluations (51 percent). In fact, nearly 1 in 5 log into their account on a daily basis to get
reviews of the market (17 percent). The Futurewealthy's wide range of online activities
suggests the group craves accessing a holistic view of their wealth online.

"Based on our findings from the first report of 2014, it came as no surprise that the advisor's
knowledge, experience, and understanding of an individual's needs are the most important
factors in delivering a great client service experience," said Ryan Hicke, Senior Vice
President, SEI Wealth Platform(SM). "However, it's not as simple as finding the right
professional companion for a particular customer. Across the board and especially among
those under 40, digital plays a valuable role in their experience when you consider the
amount of time they spend online and their reliance on digital for a variety of information.
The sticking point for this segment, though, is that many of the digital tools are not engaging.
Wealth managers need to consider upgrading their technology to ensure customers are fully
engaged."

According to the results, the Futurewealthy are generally satisfied with their wealth
managers' performance in most areas -- except for digital delivery. Less than two-thirds of
respondents said their wealth manager delivers a good performance when it comes to an
easily navigable website (63 percent), the ability to simulate portfolio strategies online (61
percent), and the ability to customize online reporting (58 percent). This compared to the
more than four in five respondents who said their wealth managers delivered a good
performance in their knowledge of the market (85 percent), understanding of individual
needs (83 percent), and level of experience (82 percent).

"The advisor is clearly the linchpin of the service delivery experience, but that doesn't mean
they should discount the value of digital tools in supporting their clients' needs," said Kevin
Crowe, Head of Solutions, SEI Advisor Network. "The survey results clearly demonstrate
that the Futurewealthy go online to see an array of information, including the state of their
wealth. Digital is without a doubt going to play an increasingly important role in the way
these up-and-coming wealthy individuals interact with their advisors. We're quickly moving to
a world where digital interaction is the new normal, and advisors need to make sure they
have the technology solutions to compete."

This paper is the second in a four-part series delving into the findings of the Futurewealth
Project, which maps the journey of the world's up-and-coming wealthy with their wealth
manager. The first paper examined the search for a new financial provider and the qualities
impacting the decision-making process. The remaining reports will focus on how the
relationship develops, as well as what it takes for the Futurewealthy to recommend their
provider. For more information, please visit http://www.seic.com/enUS/about/13640.htm?
cmpid=pb-prfw2-14.

About the SEI Wealth Platform(SM)
The SEI Wealth Platform (the Platform) is an outsourcing solution for wealth managers
encompassing wealth processing services and wealth management programs, combined
with business process expertise. With the Platform, SEI provides wealth management
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organizations with the infrastructure, operations, and administrative support necessary to
capitalize on their strategic objectives in a constantly shifting market. The SEI Wealth
Platform supports trading and transactions on 107 stock exchanges in 46 countries and 33
currencies, through the use of straight-through processing and a single operating
infrastructure environment. For more information, visit: www.seic.com/seiwealthplatform.

About SEI
SEI (NASDAQ: SEIC) is a leading global provider of investment processing, fund
processing, and investment management business outsourcing solutions that help
corporations, financial institutions, financial advisors, and ultra-high-net-worth families create
and manage wealth. As of December 31, 2013, through its subsidiaries and partnerships in
which the company has a significant interest, SEI manages or administers $559 billion in
mutual fund and pooled or separately managed assets, including $232 billion in assets
under management and $327 billion in client assets under administration. For more
information, visit www.seic.com.
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