T N SEERETS %

Private client solutions
Goal based financial planning

g
g | | \

CIFA Monaco | June 2016



[l Challenges

Developments

Changing client Business models

behavior

In regulation

S under pressure
and legislation P
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. Cha”enges FSE? * o * vireIo « esmz

Regulation and legislation

MIFID expects sound advice and management of clients’ expectations

= KYC : b
- What parts of MiFID Il implementation do you

= Suitability consider the areas of most concern for your firm?

= [nvestment decision support %

= Cost transparency o] r

. Market structures
. - . . . Derivatives
= Monitoring and Audit trail = ST
. Data consolidation
. Transaction reporting
. Commodity derivatives
[ investor protection
243 Corporate governance

. Changes to the european supervisory regime
10.8

[l ™ird country regimes
2.7 ! 2.7 [l Notsure
. SRR —1

.................................................................................................................................

Survey participants were able to select more than one category of concern, and therefore the
percentages will necessarily sum up to more than 100%
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[l Challenges

Willingness and abillity to take risk

Willingness Ablility

How much risk is How much risk is a client
a client willing to take? able to take?

By using a questionnaire Measured with use of
(the emotional risk scenarios (risk, return
willingness) and feasibility)

Suitable investment recommendation and investment portfolios
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[l Challenges

Monitoring and audit trail

Monitoring of individual clients and the total client base on a consistent basis

4 ™)
Insight into the entire client base Insight individual client Create an audit trail
\
\
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[l Challenges

Business models under pressure

Self- Advice
Directed Validators Seekers Delegators
1 Direct model for self-
HNWI directed
B Multi-Channel full
service model
Prlvaf[e Tailored self-
Banking service model
B Direct model
Mass for retail market
affluent
Retalil
Market
. ORT-C

FINANCE




ll Understanding HNW!I needs

(%) 100%
87.6
81.3
_ 78.8 7941
g %% 75.7
3 6a.1 °°F
8
2 60% -
Q
o
]
S
ki 40% -
c
[+1]
e
a
20%
0-
Global North Latin Asia-Pacific Europe Japan
America America (excl. Japan)
. Younger HNWIs (Under 45) . Older HNWIs (45 and Above) . Wealth Manager
Note:  Questions asked: “On a scale of 1-7 (where 1 = Not at all and 7 = Extremely well), how strongly do you think your primary wealth manager understands your overall wealth needs?”,

“On a scale of 1-7 (where 1 = Not at all and 7 = Extremely well), how well would you say you understand your clients’ overall wealth management needs?”; Ratings of 5, 6, and 7 have been
shown in the chart above
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Which needs are we talking about?

(ty ) Clear understanding of 73
o my risk tolerance 87
Fee 73
transparency 84
Strong investment 72
performance 85
Ability to understand my 72
concems and needs 87
Quick and effective resolution 70
of service-related issues 86
Timely and detailed statements 69
and overall reporting quality 88
Translation of my 68
concems into solutions 85
Smooth account-opening 66
procedures 88
B % HNWIs Giving
Strong brand 64 Importance
reputation 90
B % HNWIs Satisfied
Availability of high- 64 Among HNWIs Who
quality research 85 Gave High Importance

Access and service through 64
different channels 88
Effective use of time through convenient, 64
relevant, and valuable meetings 86

Note:  Questions asked: “On a scale of 1-7 (where 1 = Not at all important and 7 = Extremely important), please rate the importance of the following wealth management needs.”; “On a scale of 1-7

(where 1 = Not at all Satisfied and 7 = Extremely Satisfied), how satisfied are you with the ability of your wealth management provider to cater to these needs?”; Ratings of 5, 6, and 7 have
been shown for satisfaction only for HNWIs who gave importance to a need (ratings of 5, 6, and 7 on importance)

Source: Capgemini and RBC Wealth Management Global HNW Insights Survey, 2015
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[l \Wealth Manager Proposition and Role

Single Asset Allocation Portfolio Management: Holistic and Integrated
Investment & Portfolio Discretionary Approach to
Products Management and Fee-Based Wealth Management

» Primarily transaction » Focus on standardized, » Discretionary/advisory-based » 3rd party aggregation and
focused proprietary offerings model, based on client reference reporting

» Product level solutions » Measurement against * Traditional segmentation » Financial plan output
(stocks, bonds, mutual index benchmarks techniques of asset size, age,
funds) and risk profile

Differentiators: Enabling ) ,
» Understanding client needs » Educating clients and validating Functions Seamless Omni Channel Delivery
and concerns client understanding for Evolving
» Engaging full household > T(acking and reporting against Value Cross Enterprise / Multi-Solution
» Translating needs and concerns client goals Proposition
into advice opportunities Enablers:
» Holistic and integrated approach » Effective utilization of technology Increasinalv Commoditized
to planning » Professionalizing practice B w
» Collaboration with experts management Wealth Manager Value Proposition and Role

Source:  Capgemini Financial Services Analysis, 2015
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[l Digital penetration of WM versus real world

10

Dramatic rise in smartphone sales pushed usage
of social media and the internet to new heights,
aided by digital growth in emerging markets

General Website, Mobile,

High " " e : Social Media Usage in
' " . i Real-World (Non-Banking)
; ! ‘ ‘ 3 eCommerce Industry
Launch of social media such as ' ' -
Facebook, Twitter, LinkedIn etc. E : - Gap between
continued to drive growth in | : T Wealth Management and
internet usage i . General Digital Sophistication
s -
:g Popularity Of the Inteme,t began E WM firms appreciate need to e General Mobile Banking
- to explode in the 1990 «  go digital, but still struggling
) : to develop clear roadmap 4 WM Website
Online banking offered in : E R ; i = ; ; .
1981 by four major banks M-banking launched with /an*® o WM Mobile/Social Scenario 1
' initial success A i
\/// P WM Mobile/Social Scenario 2
Low . . T aneil .
1980 1990 2000 2010 2020(E)
Source:  Capgemini Financial Services Analysis, 2016
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[l Goal based financial planning
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Jll Contact

Rotterdam

Ortec Finance bv
Boompjes 40

3011 XB Rotterdam

The Netherlands

Tel. +31 (0)10 700 50 00
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Ton Kentgens

Global Business Development

@ +31655874126
9 ton.kentgens@ortec-finance.com
() Boompjes 40, 3011 XB, Rotterdam

Amsterdam London Pfaffikon
Ortec Finance bv Ortec Finance Ltd Ortec Finance AG
Naritaweg 51 Suite 9.10, City Tower Poststrasse 4

1043 BP Amsterdam 40 Basinghall Street 8808 Pfaffikon SZ

The Netherlands London,EC2V 5DE Switzerland

Tel. +31 (0)20 700 97 00 United Kingdom Tel. +41 (0)55 410 38 38

Tel. +44 (0)20 3770 5780

www.ortec-finance.com

Toronto

Ortec Finance Canada Inc

250 University Avenue
Toronto, ON M5H 3E5
Canada

Tel. +1 (0)416 736 4955



