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Today’s Presenters

Andrew McCollum, Managing Director, Investment Management, Greenwich Associates

Andrew is responsible for managing relationships with a number of leading asset managers, investment
consultants and other service providers in the United States and Canada.

Christopher Dunn, Associate Consultant, Investment Management, Greenwich Associates

Christopher consults with a number of the Firm's largest North American investment management and investment
consultant clients.
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Greenwich ACCESS™: Subscription Benefits

Tap into credible and relevant research on demand, in one central convenient
location

Greenwich Associates offers you web-based access to a full range of proprietary
market data, focused thought leadership and best-practice information you need to
validate your business strategy, identify new growth opportunities and drive revenue.

Proprietary Research + Thought Leadership +

The most comprehensive Knowledge on specific best Access to a peer network
online library of global practices and issues that of executives, experts and
market data derived from matter through our quarterly industry leaders where you
more than 60,000 annual reports, which include can exchange ideas,
interviews with key industry recommendations to help you participate in events and
decision makers in 70 grow your business. get help from analysts on
countries. how to leverage the

content and data available
with your subscription.
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Agenda

The Evolving Role of Relationship Managers

Best-In-Class Relationship Management Practices

Recommendations

Questions
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Importance of High-Quality Relationship Management

Actively managing client perceptions and delivering top-quartile service
Improves retention and supports cross sales

Client Retention Cross Sales
AUM Loss of Managers with Sub-par performance
by Client Service Quality Cross Sales Win Rates
$1,000
$1,000 100% 86%
75%
$800
= 50%
2
$600
25%
$543
$400 0%
Baseline Year 1 Year 2 Year 3 4th Quartile  3rd Quartile  2nd Quartile  1st Quartile

Client Service Quality

For a manager with $100B in AUM, the benefit of maintaining good service
can translate into $17m additional fee income over 3 years*

Note: Good service is defined as the top 1/3rd of managers in terms of the Greenwich Quality Index (GQI) for Client Service. Poor Service is defined as the bottom 1/3rd of managers in terms of Client
Service GQI. Managers had below benchmark performance for five straight years. *Assuming average fee rate is 50 basis points.
Source: Greenwich Associates
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Moving Beyond Alpha

The mismatch between needs and offerings drives new demands from clients

= |nvestor needs are typically holistic, but the industry has focused on delivering
relative performance across a limited set of traditional products.

= |In recent years, investors have struggled to meet their needs
— QOver-reliance upon equity risk premium
— Focused on relative performance
— Low growth/low yield environment

— QOver-reliance upon traditional single-strategy building-blocks leading to ineffective

et

diversification

Demand pressure on managers
to extend their value proposition
beyond alpha delivery

Product Advice &
Innovation Counseling
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Expectations For RMs Are Shifting

Future distribution success will be driven by client-centric approaches provided
by a “team of advisors”

Greenwich Associates

( N
LEGACY EMERGING FUTURE
DISTRIBUTION MODEL DISTRIBUTION MODEL DISTRIBUTION MODEL
Product-centric Client-centric *  Client-centric
Engagement model Engagement model *  Engagement model
aligned to traditional aligned to traditional aligned to investor
channel segments channel segments needs, behavior and
. . i . preferences

Emphasis on traditional Emphasis on technical _
relationship management engagement and on * Cost-awarg: pragmatic
service — hug your clients establishing sticky and selective

‘ it engagement
RMs lead, PMs/product thought partnerships ° .g o

products, not optimized to align with

relationships long-term profitability

Integrated distribution —

sales, RMs, product

specialists, advisors, and

investors working

together \ y




Evolving RM Skill Sets

The ability of RMs to advise clients on their holistic objectives grounded in a
deep understanding of client goals is increasingly important to success

Most Important Drivers of Next Generation Relationship
Client Service Satisfaction Management Success Criteria

1 Usefulness of Conversations « Focuses on long-term; builds
Outside of Formal trust and credibility

Presentations  Considers investors needs
holistically

« Willing and able to serve as
trusted advisor

« Analytical / technical skills

Capabilities of Relationship
Manager

* Highly integrated with
distribution and investment
Understanding Client Goals teams

and Obijectives

« Substantive and thoughtful

Source: Greenwich Associates 2014.
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Agenda

. The Evolving Role of Relationship Managers

. Best-in-Class Relationship Management Practices

. Recommendations
. Questions
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Steps Towards Establishing Strategic Partnerships

Building strategic partnerships requires a client-centric approach, delivered by a
highly-skilled ‘team of advisors’

Strategic Partnership Development Cycle

Step 1: Resourcing and upskilling

Measure Organize Organize
N S
Engage

Deepen

Step 7: Bringing the firm
Step 8: Measuring success
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Step 1: Resourcing and Upskilling

Fielding a well-resourced team of relationship managers, capable of engaging
clients in dialogue about their holistic challenges is a fundamental first step

= Establish coverage ratios that match the firm’s
relationship objectives.

60 -

10 -

— Solution-oriented relationships will require 70 1
lower coverage ratios.
= Field a team with next generation RM capabilities
(recruiting / upskilling). 50
— Investment backgrounds (advanced
credentials)
— Analytical / technical skills 20 |
— Listening skills
— Deep (and broad) product expertise
0

Source: Greenwich Associates, Competitive Challenges 2014.
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Step 2: Managing ‘Big Data’

Assembling client-specific data — using both internal and external resources —
ensure that RMs are well informed about client goals and plans

Aggregating Data to Inform Client Conversations

BP Pension Fund

R R MName: Mr John Smith
eon, (hfefl?g Opportunity: Emerging Market Debt e T TS

Quality: 80% Address: 32 Hansaard Road, London, SW14 RTW

A INTEREST RATE DERIVATIVES

B
y this opportunity?
hsed on what you've told us about your focus on selling EMD, your alf Y - —
villingness to serve large and complex accounts, and your flexibility to 50%
oricing, we have identified BP Pension Fund as a good prospect for yo 1(0)“
ently invests in EMD, but their manager is underperforming and at
# Ipful Background to BP Pension Fund... ! :5"

€ @ Products Used | Asset Allocation Changes Funding Ratio Key Strategi

'V_ 1. Funding ratio

2. Liability management
3. De-risking

Greenwich Associates 12



Step 3: Client-Centric Segmentation

Next generation segmentation approaches move beyond demographic
characteristics, focusing instead on client needs and behaviors

= Demographic segmentation no longer sufficient.
— Investor behavior and needs transcend core demographics
— Allows systematic matching of products/solutions/advice to investor needs

= Segmentation is a win-win scenario for managers.

— Improves overall relationship with clients by providing a product and service model
that shows a deeper understanding of their needs

— Helps improve manager profitability by offering services and solutions directed at
specific needs — avoiding the under/over servicing dilemma

ldentify Profile Analyze & Prioritize Tailor & Align

Value Proposition

140 60
120
100

Service Model

Behaviors

30
60

40

’ Individual Skills

Characteristics
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Step 4: Account Planning

Account planning is critical to ensuring that the whole firm is aligned towards
delivering solutions that meet client-specific needs

Critical Account Planning Steps

Phase I: Client Analysis Phase Il: Internal Coordination

* What is their asset allocation? What products * What do | need to do to prepare for the client
do they use? meetings?
* What other managers do they use and what - Does the client have specific concerns?

do they think of them?

s Wi . 5
- What are their investment goals? What Will I need PM or Product Specialist support”

portfolio-wide issues are they confronting? - Are there cross-sell opportunities?
How does our mandate support overall goals.

. Who are the key people on the client side?  What do their consultants think of us?

Who are the decision makers? Who are the « What thought leadership will support the
influencers? conversation?

. 2

Detailed account plans serve as strategic and tactical roadmaps that relationship
management professionals — and the firm as a whole — can follow over time. Account
plans can also provide metrics against which progress can be measured.
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Step 5: RM Blocking and Tackling

Though table stakes, re-affirming client goals and product fundamentals remain

a critical step towards developing closer relationships

Keys to Solidifying the Relationship

Review client’s objectives and issues.

Recap mandate and how it fits with

Today’s Agenda — Quarterly Review

clients’ objectives.

Reaffirm trust / relevance of product

Investment philosophy
Investment process
Investment professionals
Risk management
Performance, attribution,...

Next steps

Greenwich Associates

* Improve clients’ perceptions
of the firm on key success
criteria.

» Distinguish the firm from other
investment managers.

* Enhance client confidence that
they were wise to choose the
firm.
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Step 6: Broadening The Conversation
Best-in-class firms leverage thought leadership to broaden the conversation with
clients, establish thought partnerships, and ultimately deepen client relationships

The Role of Intellectual Capital
Client Centric

I = Thought leadership and dialogue A = Thought leadership and dialogue on 1

: on how to meet client needs within how to meet broad client portfolio :

1 asset classes / product styles. and funding needs. |

: = How mandates support the bigger = How multiple mandates or solutions :

I picture. support the bigger picture. |
Narrow : * “Narrow agenda”. * “Broad agenda’. : Broad

Asset | Product S = = e - — — = Asset / Product
Scope = Thought leadership on specific = Thought leadership on a broad Scope
market and product trends. range of market and product trends.
\J
Product / Market
Centric

» “The vision is to create an institutional client group that is really good at understanding client issues,
and translating our capabilities to address these issues”’.

* “Our goal is to be a trusted advisor to our clients, the first manager they call, not just for product
specific questions, but for questions on the markets, or even broader investment issues.”
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Step 7: Bringing The Firm

Best-in-class RMs efficiently navigate within their own organization to bring the
resources and people required to achieve client objectives

* RM as firm quarterback.
Product

« Client journey to deliver a customer-centric and unified Specialist

experience. "

— All touch points throughout client experience

_ _ _ o Portfolio

— Proactively address customer experience issues that Manager
could impede cross-sales and undermine the brand

» Offering a “Team of Advisors”. — Solutions

Specialist

— Includes RMs, CPMs, PMs, solutions teams, senior
managers and even external parties (consultants, other
managers)

— Objective to obtain a seat at the table with investment
committees
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Step 8: Measuring Success

Continuous improvement requires ongoing measurement of activity and
effectiveness levels, not to mention client perceptions

L gt tanagemer
* Internal Metrics. .
il all.
— Cross-sale opportunities identified Pt e~ ey S P
- e
— Cross sale productivity ——— NN =7 o TS
B8 T _—
. . . =TT 88 CT . ata
— Multi-product relationships TTTTRRE o -
— R
¢ EXternaI metriCS. ) o o luations - U.K. Equity Management
— Capability of Relationship Manager — : I

— Credibility with investment committee

U.K. Market Position
Fixed Income Management

— Value of client meetings

* Impact of measuring relationship quality
— Satisfaction vs. market study

— Consistency matters
— Ad hoc approach yields weakest results
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Best-In-Class Relationship Management Practices

. Recommendations

Questions

Contact Information
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Key Takeaways

« High-quality relationship management is central to asset retention levels and
cross-sale success. Strong relationships, therefore, are beneficial both during periods
of lackluster and robust investment performance.

« Shifting client expectations have placed a new premium on client centricity.
Execution against these new demands will require new practices, skills and even
organizational structures.

« Relationship Managers require a new set of skills. They must have the ability to
build long-term trust and credibility, consider investors needs holistically, and serve as
a trusted advisor.

« Establishing strategic partnerships is a process that takes time. Fortunately, there
is an approach that firms can pursue — organize, plan, engage, deepen, and measure
progress — proven to deliver success.
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Questions
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Additional Information or Questions?

Andrew McCollum
+1 203.625.5018

GREENWICH andrew.mccollum@greenwich.com
ASSOCIATES

Christopher Dunn
+1 203.625.5104
christopher.dunn@greenwich.com




Contact Information

UNITED STATES CANADA JAPAN
i i Greenwich Associates Japan K.K.
Greenwich Associates Greenwu?h Associates Canada 8.6.9.414 Akasakap
6 Hiah Ridae Park 14 Prince Arthur Avenue )
gh Ridg Suite 208 Minato-ku, Tokyo 107-0052
Stamford, CT 06905 . Japan
USA Joronto, Onaro Tel: +813 I%475 5212
. Canada M5R 1A9 . . .
Tel: +1 203.625.5038 Tel: +1 416.925.0197
ASIA
Javelin Strategy & Research
4301 Hacienda Drive, Suite 550 1220 Shepspe_ltrd ;Ovlenue East, Greenwich Associates Singapore
Pleasanton, CA 94588 uite _ 137 Amoy Street
USA Toronto, Ontario #03-05 Far East Square
Tel: +1 925.225.9100 Canada M2K 2S5

Singapore, 049965

Tel: +1 416.493.6111 Tel: +65.6236.0142

EUROPE
Greenwich Associates UK Andrew McCollum
90 Basinghall Street Managing Director
1st Floor +1.203.625.5018
London. EC2V 5AY andrew.mccollum@greenwich.com
Telpf}jgg;”?ggg]‘mo or visit www.greenwich.com
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