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SimCorp StrategylLab —
thought leadership in applied IT
and investment management

SimCorp Strategylab is a private research
institution founded and sponsored by SimCorp.
SimCorp StrategylLab conducts research, pub-
lishing and seminar activities in the investment
management sector within the fields of finance
and information technology.

It is the purpose of SimCorp StrategylLab to
build bridges between research and practice.
Specifically, its work aims at suggesting:

— ways to mitigate risk

— ways to reduce cost

— ways to enable growth.

Ongoing work seeks to focus these key issues
specifically on the core functional domains of
the global investment management industry,
namely investment funds, pension funds, insur-
ance funds and asset management (notably
discretionary asset pools).

SimCorp StrategylLab conducts its own research.
However, quite a significant part of the research
work is conducted in close partnerships with
academic institutions, individual academic
researchers and other expert partners.

SimCorp Strategylab’s research is relevant to
the highest strategic levels of institutions in the
investment management industry. In addition,
the work is aimed at considering the suggested
solutions from an IT perspective.
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Preface

There has been a great deal of anticipation and
speculation about the state of the asset man-
agement industry following the financial crisis
of 2007-09 and its consequences for the regula-
tory environment and the global financial archi-
tecture going forward. Given the fact that about
half of the financial losses suffered during the
crisis worldwide were taken by the various seg-
ments of the asset management industry, the
reaction of clients and the restoration of trust
and perceived value is of justifiable concern.
Who will be the near-term winners and losers?
Beyond the recovery phase lies a longer-term
growth pattern involving clients, products and
geographies that must be the foundation of any
sensible strategy for asset managers.

This survey brings out a number of interesting
issues about each of these dimensions in a
broader context where rapid recovery and brisk
long-term growth is widely expected. On the cli-
ent side, there is a clear emphasis on new client
acquisition, which implies client losses on the
part of competitors and a coming industry
shakeout. Equally compelling is the perception
that larger asset managers did better in the cri-
sis and now have higher growth expectations
than smaller ones. Many of the larger firms ex-
pect to be able to leverage their IT infrastruc-
tures as a durable source of competitive advan-
tage and growth.

On the product side, there is the importance at-
tached to innovation which actually adds value
as perceived by clients who are sensitised by
the complexity, lack of transparency and illi-
quidity that characterised financial innovation
leading up to the crisis. In the end, asset man-
agement is a human capital business, and the
survey suggests that the larger firms anticipat-
ing high growth expect to be able to benefit

from their ability to recruit and retain highly

qualified financial talent.

Of course there are always clouds on the hori-
zon, even when the general growth outlook
seems to find survey respondents to be strongly
positive. Concerns arise about the possibility of
further financial market instability going for-
ward, the ability to live up to client expectations
as to service quality, the adequacy of risk con-
trols and the ability to maintain the talent pool.

The level of detail and credibility of this survey
speaks for itself. It will strike a familiar chord
among readers who have thought seriously
about the future of the asset management in-
dustry. The need to manage assets profession-
ally in the financial system is ubiquitous. But the
structure, conduct and competitive perform-
ance of individual asset managers cannot be
taken for granted, even in an optimistic growth
scenario.

Professor Ingo Walter
Director of SimCorp StrategylLab
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Methodology

This survey is based on 100 CATI interviews with
respondents from around the world.

— The specific interview distribution is 50 from
Europe, 21 from North America, 24 from the
Asia-Pacific region and five from other parts
of the world.

— Respondents were selected based on industry
directories.

— Only one contact person per company was in-
terviewed.

—The questionnaire was created by SimCorp
and was examined by The Nielsen Company
prior to fieldwork.

—The SimCorp StrategylLab was not revealed as
the client behind the study unless prompted
by the respondent.

— All respondent answers are anonymous unless
the respondents specifically agreed to have
their answers reviewed.

Sample, by region
Europe: 50%

North America: 21%

Base
Other: 5% Asia Pacific: 24% (n=100)
Sample, positions of respondents
Senior Manager 22%
Risk Manager
Head of Department
Chief Executive Officer (CEO)/President/Managing..
Executive Vice President (EVP), Senior Vice..
Vice President
Operations Manager
Chief Operating Officer (COO)
Portfolio Manager
Financial Advisor
Chief Financial Officer (CFO)
Chief Strategy Officer (CSO)
Chief Information Officer (CIO)/Chief Technology..
Other 9%
0% 5% 10% 15% 20% 25%  Base
(n=100)
Sample, sub-sector
Insurance company:
1%
Fund management Fundof fund
company (only): 19% Assetmanager: 12% managers: 5%
Private pension fund:
4%
Public pension fund:
4%
Wealth management:
Bank:22% 4%
Third party
Other: 10% administration
l/ company (only): 3%
Financial services 2% Mutual fu ggj/com pany: Fund distribution
c 1% ° company (only): 3%
Consultant: 1%
Production companies 1%
S 1%
Financial software trading systems 1%
Technology services 1%
Base
(n=100)
Sample, number of employees
ple, f pioy 100- 1,000: 34%
Lessthan 100: 25%
1,000 - 10,000: 24%
More than 10,000:
17%
Base
(n=100)
Sample, assets under management
10bn - 100bn: 32%
1bn - 10bn:22%
100m - 1bn: 4%
10m-100m: 2 More than 100bn: 16%
1
o Prefernot to disclose:
Less than 10m: 2% P
Base

(n=100)
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Summary of findings

— Most (71%) of the respondents have more

than one location, with 83% of these
respondents (56% of total) having locations
in two or more countries. Half (49%) of the
respondents plan to open new locations in
the next 12-24 months.

Close to half (45%) of the respondents utilise
a ‘best of breed’ systems architecture strate-
gy, while 29% use an integrated solution pri-
marily from a single vendor.

Most (75%) target a broad segment of the in-
vestment management industry, with anoth-
er 19% concentrating exclusively on a narrow
(niche) segment of the industry.

The majority (69%) of respondents use prod-
uct innovation to attract or retain clients,
whereas 22% focus on a low-cost strategy.

Introducing new products (65%) and target-
ing new client segments (60%) are the most
prevalent growth acceleration strategies.
Geographic expansion (37%) and entry into a
new industry segment (36%) were also men-
tioned by at least one-third of the respond-
ents.

In prioritising between preparing for growth,
mitigating risk and managing costs, 47% cited
growth as the top priority at this time, with
another 24% designating growth as the sec-
ond priority.

The majority (55%) indicate that growth man-
agement and creation is a higher strategic
priority now than it has been in the recent
past. Only 7% stated the opposite.

84% have a clearly defined growth strategy,
with 81% reviewing their growth strategy at
least once a year. An additional 14% review
their growth strategy at least every three
years. Conversely, only 29% utilise a formal
growth framework or methodology.

— There are a number of drivers for growth,

with the following factors mentioned as
either first, second or third priority by a sig-
nificant number of respondents: new clients
(68%), new products/services (52%) and in-
creased share of wallet with existing clients
(39%).

In the last reporting year, 42% of companies
grew top-line revenue by 3% or more. Half
(52%) of the respondents expect at least 3%
revenue growth in the next year.

Where earnings (EBIT) are concerned, 32% of
companies grew by 3% or more in the last
reporting year. As with revenue, the outlook
for the next year is optimistic, as half (50%)
expect to grow EBIT by at least 3%.

While the revenue and EBIT figures are opti-
mistic, the outlook for assets under manage-
ment (AUM) is more guarded. In the last year,
as markets emerged from the crisis, 31% grew
their AUM by at least 10%. Only 28% expect
to grow AUM by 10% or more in the coming
year.

Almost all (87%) respondents view their IT
infrastructure as important in supporting
future growth. Only one respondent (1%) said
that IT infrastructure was not at all relevant.
At least 73% believed that IT infrastructure
had a high or very high degree of importance
in supporting ability to change (73%), scaling
the business (73%), strong risk management
(73%) and customer service quality (73%).

Satisfaction with current investment man-
agement software is good, with roughly two-
thirds of respondents highly or very highly
satisfied with their system on most parame-
ters, with the exception of integration (53%
satisfied) and straight-through-processing (STP)
(46% satisfied).
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— Given a list of 23 different factors for growth,
at least 73% denoted the following as having
a high or very high degree of importance:
regaining client confidence (73%), ability of IT
systems to scale (73%), strong risk manage-
ment (80%), attract skilled staff (75%), high
customer service quality (82%), ability to im-
plement increased compliance (74%) and or-
ganisational management capability (73%).

— An advanced education is prevalent among
the respondents, with 26% of respondents
having half (45% or more) of their staff with a
master’s degree in finance and 19% with at
least half the staff holding an MBA. The
majority (56%) of companies are looking to
add additional MBA holders to their organisa-
tions.

— Of 23 growth inhibitors, the following were
seen by least 60% of respondents as poten-
tially hindering growth prospects to a high or
very high degree: financial market stability
(62%), poor risk management capability (66%),
low customer service quality (64%) and abili-
ty to attract talented staff (60%).
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Size matters: large investment
managers outperform their smaller

counterparts

By Dave Beveridge, MBA, Research Consultant, SimCorp StrategylLab,
and Lars Falkenberg, Assistant Director, SimCorp StrategylLab

With financial markets showing strong signs of recovery and a

more optimistic mood prevailing in the investment management

industry, focus is shifting from risk management and cost control

toward growth. Larger companies are in the best position to capi-

talise on this growth due to economies of scale, investment in

infrastructure, global reach and a highly educated workforce.

Larger companies (defined as those with 1,000
employees or more) have weathered the recent
crisis somewhat better than their smaller coun-
terparts. In 2009, four in ten companies man-
aged to grow their revenue by 3% or more.
However, 60% of larger companies achieved
this level of growth, while only 33% of smaller
companies did so. A similar pattern applies to
earnings (EBIT): twice as many larger companies
grew their EBIT by 3% when compared to the
smaller companies.

The past year has been quite hard on the re-
spondents: more than half experienced nega-
tive or negligible (under 2%) growth in both rev-
enue and earnings (EBIT). The outlook for the
upcoming year is a bit more positive, with only
about a third of respondents expecting to grow
revenue/EBIT by less than 2%. A series of trends
arew apparent with respect to respondents’
growth plans going forward. Most (84%) of the
businesses surveyed indicate that they have a
growth strategy and that this strategy is re-
viewed at least once a year. More than half see
growth as having increased strategic impor-

tance, and almost one in two see growth as a

higher priority than either risk management or
cost control. Almost all (87%) see IT infrastruc-
ture as important in supporting growth.

What are the characteristics of a successful
high-growth investment management institu-
tion?

While there are always exceptions to any rule, a
clear tendency emerges with respect to the
profile of a successful, high-growth investment
management company. Such a company typi-
cally has over 1,000 employees, at least $1 bil-
lion in annual revenue and a clear emphasis on
growth in revenue, earnings and assets under
management, as well as a high concentration of
MBAs or finance degrees.

Why is this the case? The survey results show
that past revenue/EBIT growth is much better
for companies with more than 1,000 employ-
ees than for smaller companies (see above).
Similarly, companies with $1 billion or more in
annual revenue are roughly twice as likely to
have grown both revenue and EBIT by 3% and
up when compared to their counterparts with
less annual revenue. Whether comparing by
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employee count or annual revenue, growth pro-
jections are decidedly more optimistic among
the larger companies. A clear emphasis on
growth also helps; those companies rating
growth as strategically important and/or high
priority have significantly better growth rates
than companies in which growth is less promi-
nent. The findings also demonstrate a clear cor-
relation between a company’s past and future
growth and how many MBAs/masters of finance
they have on staff: the more highly educated its
staff, the more likely a company is to achieve
high growth rates.

Globalisation is key among businesses in North
America and Asia

While size and growth focus undoubtedly mat-
ter, the impact of globalisation should not be
overlooked. The survey shows that while only
one in three European companies intends to
open a new location or locations by 2011, the
desire to do so in other parts of the world is at
least twice as strong. This is reflected by the
fact that North American/Asian respondents
are more likely to see geographic expansion as a
growth driver than European businesses are. As
opportunities in domestic markets begin to dry
up, there is an inexorable movement towards
expansion outside of national/regional borders,
particularly from North America and Asia into
other geographical markets.

Companies that put emphasis on growth are
most likely to achieve it

Despite the fact it may seem obvious, there is a
causal connection between the prioritisation of
growth and the growth rates a company ex-
pects to achieve. Companies placing the highest
level of strategic importance on their growth ef-
forts are also those companies likely to have
both a growth strategy and a formal growth
framework in place. These factors, combined
with growth acceleration strategies such as new
products or launching into new segments, show
that these businesses are among the top per-

formersin 2009 and expect to assume the same
position again in 2010-2011. In fact, three times
(36%) as many companies rating growth as very
strategically important anticipate double-digit
revenue growth as companies with less of a fo-
cus on growth (11%).

Cost management as primary focus is analo-
gous to low revenue and EBIT growth

As a sign that better times are ahead, 55% of the
businesses surveyed indicated that growth has
taken on more strategic importance in the cur-
rent environment, with only 7% indicating the
opposite. In fact, 47% of all businesses surveyed
identified growth as their top priority going for-
ward, relegating risk management and cost con-
trol to second and third place respectively.
However, given the current economic environ-
ment of falling or flat GDP and financial markets
in various stages of recovery, this tendency will
lead to increased competition and incite corpo-
rate Darwinism. Simply put, the growth-fo-
cussed companies’ ambitions to increase the
size and scope of their business above market
growth rates will come at the expense of those
companies less prepared to grow. Companies
prioritising growth tended to have marginally
higher growth rates (revenue and EBIT) in the
most recent year compared to risk-focussed
companies and much higher growth rates ver-
sus cost-focussed companies.

This legacy of results carries forward into the
present, with growth-focussed companies ex-
pecting higher revenue and EBIT growth rates in
the upcoming year and with the proportion of
risk and cost-focussed businesses expecting fu-
ture growth to more or less mirror the previous

year’s results.

A well-educated workforce is a growth-
enabled workforce

Companies with a high proportion of MBA and
finance degree holders are in a better position
for growth, which may be why well over half the
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respondents are looking to increase the number
of MBAs employed by their organisation. The
survey shows that those companies looking to
expand geographically have the highest propor-
tion of MBAs among their staff: over a third of
these companies have at least 31% of their
workforce holding an MBA. The implication is
that advanced business acumen is needed if a
company has aspirations of capturing share out-
side of its traditional geographic markets.

Growth-driven companies employ a higher
complement of MBA/finance degree holders
than do their counterparts that are driven pri-
marily by risk management and cost control.
One in three growth-driven companies have at
least 30% of staff holding an MBA, versus one in
four of risk-driven companies and only one in
twelve of cost-driven companies. It is very
tempting to conclude that companies with a
high concentration of staff with MBA and fi-
nance degrees have higher growth ambitions
and are more focussed on business and value
creation.

When this observation is coupled with the ear-
lier findings that growth- and risk-centric com-
panies were much more likely to achieve reve-
nue growth than cost-driven companies, it can
be stated that holistic business acumen — ex-
pressed as percentage of MBAs in an organisa-
tion —is a key harbinger of growth. Put another
way, curtailing investment and reducing spend-
ing is not the strategy to focus on if meaningful
growth is to be achieved: more emphasis should
be placed on business and value creation as op-
posed to cost management.

The revenue growth projections also support
the contention that growth is more likely with a
well-educated workforce. As an example, one
in five respondents projecting at least six per
cent revenue growth have two-thirds of their
staff holding MBAs. Only one respondent of 26
with 3%-5% projected growth can boast of a
similar proportion, while not a single one of the
respondents with low (less than 2%) revenue
growth projection can claim to have as many as
61% of their staff with MBA degrees. The num-
bers are not radically different for those with
master’s degrees in finance. It seems that while
business and finance degrees may not be a pan-
acea to ensure growth, a company’s ability to
grow and gain market share is certainly en-

hanced by a higher presence of MBA and fi-
nance degree holders.

IT infrastructure is key in supporting growth
objectives

Having an IT infrastructure capable of support-
ing a company’s growth efforts is essential. Only
one respondent out of 100 believed that IT in-
frastructure was not at all important in support-
ing growth; 87% had the opposite view. The
‘importance of IT" and ‘capability of IT to sup-
port growth strategy’ ratings across various pa-
rameters such as revenue, geography and
growth strategy were fairly homogenous, al-
though a couple of points do stand out.

In particular, the survey showed that risk-cen-
tric companies were significantly more pessi-
mistic when it comes to assessing the capability
of their IT infrastructure to support growth.
This is likely a reflection of the increase in legis-
lation and regulation — both real and anticipat-
ed — and its impact on a company’s ability to
grow in the face of more stringent compliance
requirements. Once again, size is a factor:
smaller companies tend to have less confidence
in their IT infrastructure than the larger compa-
nies do. Larger companies tend to have the re-
sources to invest in their IT infrastructure and
are therefore better positioned to exploit
growth opportunities than smaller companies
with less comprehensive infrastructure. Osten-
sibly this means that large companies can auto-
mate several processes that the smaller compa-
nies will have to do manually. The consequence
is that the smaller companies will be spending
time on error handling, administration and oth-
er rote activities rather than creating additional
value for their business.

Where geographies are concerned, all regions
believe that IT infrastructure is critical to realis-
ing their growth strategies. In general, Europe-
an respondents are more sceptical than their
North American and Asian counterparts when it
comes to the capability of their current IT infra-
structure to support growth.

Finally, the survey results indicate that the ma-
jority of respondents are satisfied to a high or
very high degree with their investment manage-
ment system. In general, companies placing the
highest degree of strategic importance on
growth tend to have lower satisfaction ratings
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for their investment management system than
those respondents placing less emphasis on
growth. This is a by-product of the fact that
companies with aggressive growth strategies
tend to have more demanding requirements for
their investment management system.

Growth is a by-product of strategy as opposed
to a strategy in and of itself

There is general consensus that focus on growth
is important: five out of six businesses have a
growth strategy in place. Of these, 95% review
their growth strategy at least once every sec-
ond year. However, it is not exactly clear what
this strategy is, given that less than 30% of busi-
nesses have a growth framework or methodol-
ogy in place. This indicates that while many
businesses have aspirations of growth, there
are not that many that have concrete strategies
in place to promote and manage growth. In oth-
er words, the prevailing sentiment is that
growth is the result of other well-executed
strategies (e.g. geographic expansion, new
products, merger and acquisition) as opposed
to a strategy on its own.

Growth is to be achieved in a number of ways.
The most common growth acceleration strate-
gies mentioned are introduction of new prod-
ucts (65%) and new client segments (60%); at
least a third of businesses surveyed also listed
expansion into new geographies (37%) and new
industry segments (36%) as well. Three of four
businesses surveyed target a broad array of in-
vestment management market segments; only
19% have a focussed strategy that is concen-
trated on a narrow segment or segments.

Client relationship is not a key factor in growth
prospects

Most (69%) businesses see their key differentia-
tors in the area of product innovation versus
low-cost leadership (22%). The innovators
(88%) are much more likely to have a growth
strategy than their low-cost counterparts (68%)
and see growth factors such as client confi-
dence, branding, attracting motivated staff and
avoiding another economic slump as much
more important. Despite these differences, the
percentage growth in revenue, EBIT and assets
under management (AUM) — both in the past
year and expected for next year — are very simi-
lar in nature.

Conclusion and additional remarks

Based on the results, it can be concluded that
companies with higher annual revenues, a clear
focus on growth and a significant proportion of
MBAs/finance degrees on staff will continue to
enjoy the above-average growth rates that they
have experienced in the past. To be blunt, there
are valid reasons why some small and medium
sized companies grow up to be large, multi-
national conglomerates, not the least of which
is a willingness to invest in growth, hire compe-
tent business-minded personnel and capitalise
on value creation, as well as having the right fo-
cus at the right time.

Having said that, it is not always readily appar-
ent how companies expect to grow, given that
relatively few have any framework in place to
achieve it. There are a plethora of initiatives to
expand the business and capture share; it can
be argued that growth in revenue, EBIT and
AUM is the result of well-executed corporate
strategies as opposed to a concerted effort to
grow. In any case, the evidence is in place that
those companies placing high strategic impor-
tance on growing their business as opposed to
managing it are likely to grow at a greater rate
than their counterparts whose focus is else-
where (i.e. on risk and cost management).

The market is becoming increasingly predatory
in a post-crisis environment where weak players
fall by the wayside and the strong, growth-fo-
cussed companies capture the market share that
the smaller, resource-poor companies are una-
ble to defend. The bottom line is that large com-
panies performed better than the smaller com-
panies in 2009 and expect to do so again in the
upcoming years, which proving that size matters.

11
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Fig. 1. Investment style
According to the respond-
ents, quite a significant part
of the investments consist of
a mix of different investment
styles. Several also describe
their investment style as
‘mixed portfolios with a high
degree of OTC derivatives’'.

Amix of the above/ multi boutique

Mixed portfolios with a high degree of OTC
derivatives

Active fixed income only

Active equity only

Passive fixed income only

Mixed portfolios with a high degree of alternate
investments or structured products

Passive equity only

46%

Other
Base
(n=100) _
Prefernot to disclose
0% 10% 20% 30% 40% 50%
Fig. 2. Target segments Productinnovation:
Many companies employ a 69%
hybrid segmentation strategy,
with broad coverage in some
client segments and deeper,
narrower coverage in other Low cost: 22%
segments.
Base Don'tknow: 3%
(n=100) Other: 6%
Fig. 3. Growth acceleration
. Introducing new products 65%
strategies
Most companies intend to Targeting new client segments 60%
growvia new prOdUCts and Entering a new geographical market
targeting new segments. New
geographic market entry, new Entering a new industry segment
segment entry and merger Merger or acquisition of a supplier or distributor
and acquisition are also - )
. Merger or acquisition of a competitor(s)
prevalent growth strategies.
Other
None of the above
Don't know 3%
Base
(n=100) Prefer not to disclose | 1%
0% 10% 20% 30% 40% 50% 60% 70%
Fig. 4. Primary objectives
As the investment manage-
ment industry emerges from 1st
X . PP Rank
the financial crisis, increased
emphasis is placed on enabling
growth versus risk mitigation .
n
or cost control. Rank
Base
(n=100)
3rd
Rank

T T T

0% 20% 40%

B Mitigating risk

® Manage cost

T T 1

60% 80% 100%

Preparing for growth
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1st

6% 8% 5%
priority 1% 6% . :

2nd
priority

6% 14% (% o

3rd

5% 5%
priority 14% |

1%

0% 20% 40% 60% 80% 100%

= New customers

" New geographic markets

B Financial marketrally
General growth in wealth

= New products or services
Increase share of wallet of existing customers
B New market segments
® Merger(s) or acquisitions
= No growth at all

Base
(n=100)

Fig. 5. Future growth

New revenue streams, whether
from new products, new clients,
new markets or new segments,
are the primary drivers of future
growth. Only one in 20 respon-

dents did not expect to grow at all.

Q23. Where do you see growth
coming from in the future? Please
pick top three priorities and
indi-cate using the numbers 1 to 3,
with 1 having highest potential.

3-5%: 26%

0-2%: 37%

N

Negative: 1% 6-8%: 10%

Prefernot to disclose: 9% or more: 16%
1% Base

Don'tknow: 9% (n=100)

Fig. 6. Expected annual revenue
growth

While one in five respondents
had negative revenue growth in
2009, only one respondent
expects a revenue decrease in
the following year. Average
revenue growth expectation is
around 4%-5%.

Q24. What growth percentages
does your company expect to
realise in your annual revenue
during the next reporting period?

3-5%: 24%

6-8%: 10%

0-2%: 33% _— |

9% or more: 16%
Prefernot1t0(/)o disclose: Don'tknow: 16%

Base
(n=100)

Fig. 7. Growth in earnings
(EBIT)

While one in eight respond-
ents had negative earnings in
the last year, no respondent
expects to lose money in the
current year. Earnings growth
expectations quite similar to
revenue (average of 4%-5%).
Q25. What growth percent-
ages does your company
expect to realise in your earn-
ings before interest and tax
(EBIT) during the next report-
ing period?

6-8%: 10%
3-5%:27%

0-2%: 18%
9% or more: 28%

Base
) (n=100)
Prefernot to disclose:

1% Don'tknow: 16%

Fig. 8. Growth in assets under
management (AUM)

The sense of optimism pre-
vailing for revenue and EBIT
growth also applies to AUM.
Q26. What growth percentages
does your company expect to
realise in your AUM during the

next reporting period?

13
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Fig. 9. Capability of IT infra-

Avg
structure New products or services 37
With the exception of expan-
Sion into new markets and Acquiring new customers 38
mergers/acquisiﬁons’ over Increa.se.shareofwalletof 38
existing customers

90% believe that their cur-

. N hic marke 34
rent IT infrastructure can ow geographic mariets
support a variety of growth New maret scgments 36
strategies.
Q28. Please state to which de- Merger(s) or acquisitions 32
gree you consider your IT infra- 0% 20% 40% 0% 0% 100%
structure capable of supporting a5 w4 "3 "2 m1 Don’tknow

1= Notatall 5=To avery high degree

your future growth strategy Base
within the following areas: (n=100)

o . Avg
Flg' 10. company aChleve New products or services 37
ments
Respondents are very Acquiring new customers 3.8
confident in their ability to ncrense share o wallet of L
generate growth through fac- exsting customers
tors such as value generation, New geographic markets 34
superior products/services,

. . . Ny ke 3.6

profit generation and client e market segments
satisfaction. Merger(s) or acauisitions 32
Q30. Please state to which
de ree vour compan 0% 20% 40% 60% 80% 100%

g y pany Base )

hi th Il ing: (n=100) "5 "4 "3 =2 =1 Don’tknow
acnieves E‘fO owing: 1=Notatall 5=To avery high degree

. Avg
Fig. 11. Factors for future

Regaining clientconfidence 3.9
growth
Ability to change 3.8
There are many factors for
Scalability 3.9
future growth, almost all of
. . . Financial market stabili 3.8
which are considered highly or v
very hlghly important by at least Significant distribution in leading markets 3.8
two-thirds of respondents Productbreadth and consistency 3.8
Q31. Please state to which Capital strength .
degree the fo//owing fGCfOI’S Strong risk management capability 16% 4.1
are important to yourfuture Technology investment capability and skills 39
Base
growth potenﬁa/: (n=100) Marketing and sales skills 5% 2| 3.8
High customer service quality 13% 3% 4.1
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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1= Not atall 5=To a very high degree
Avg
Low price and production cost 17% 47% 25% 5% 4%/
Strong brand 22% 47% 27% 3% Y]
Organizational/management capability 27% 46% 24% G a0
Ability to attract talented motivated staff 29% 46% 21% a0
Ability to implementincreased/tighter.. 21% 47% 23% <Y 40
Ability to meet increased competition 23% 44% 25% 5% /¥
Ability to meet demands from clients 26% 44% 24% (3.9
Avoidance of an extended real economic,.. 20% 37% 34% 6%2 /2
Adequate liquidity and reserve capital 22% 42% 26% 6%3Y 3.7
Ability of IT systems to scale 20% 53% 23% v 3.9
Increased focus on costs 20% 48% 31% 19
Budget availability for expansion/growth 19% 45% 30% 5% TR
0% 20% 40% 60% 80% 100%
m5 4 m3 u2 u1 Don’tknow

1= Not atall 5=To a very high degree
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Regaining clientconfidence

Ability to change

Scalethe business

Significantdistribution in leading markets

Productbreadth and consistency

Strong risk management capability

Marketing and sales skills

Customer service quality

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m5 m4 "3 u2 1
1= Not atall 5=To avery high degree

Don’tknow

Fig. 12. Importance of IT
infrastructure

Regardless of which growth
factor is considered, the

clear consensus is that IT
infrastructure is an important
part of ensuring that the
growth factors are achieved
with maximum effect.

Q32. Please state to which
degree your current IT infra-
Structure is an important part

of supporting the following

Avg
Low price and production cost. [ N b factors related to your future
(n=100) growth potential:
Strong brand 37
Ability to attract talented motivated staff 37
Alylo mplementincreased
Ability to meet increased competition 38
Ability to meet demands from clients 39
Ability of IT systems to scale 37
Increased focus on costs 37
0:’/0 10‘% 2('.;% 30‘% 40‘% 5(;% 60‘% 7('.;% 80‘% 90‘% 10;)%
u5 w4 =3 u2 mq Don'tknow
1=Notatall 5=To avery high degree
Fig. 13. Academic qualifications
The respondents are poised to
16-30%: 22% turn growth theory into prac-
0-15%: 35% = - tise, with a third of respond-
31-45%: 13% ents having at least 31% of
staff holding advanced degrees
in both finance and business
administration.
Q35. Please indicate ap-
46-60%: 14% proximately what percentage
Don'tknow: 11% 61-75%: 2% of your organisation that
76-100%: 3% e holds both financial and MBA
(n=100)

degrees.
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Fig. 14. Growth inhibitors

As with the growth factors, a
vast majority of respondents
indicated that each of the
factors shown in the figure will
hinder future growth potential
if not actively addressed.

Q37. Please state to which de-
gree the following factors may
hinder your company’s future

Avg

Lack of clientconfidence 24% 4 35

Inability to change 3.6

Poor scalability 3.5
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Poorrisk management capability 3.7

Poor technology investment capability and skills 3.5

Poormarketing and sales skills 12% 4% 3.5

Base
ol (n=100)
gl’Oth potentm/. " Low customer service quality 13% 338
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Avg
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More demanding clientrequirements 1% 4% 3.5
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Liquidity and reserve capital requirements 3.5
Inability to scale due to system restrictions 1% 44 3.4
Too much of a focus on costs 13% 5% 3.4
Limited budgets available for expansion/growth 34
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1= Notatall 5=To avery high degree
Avg
Fig. 15. Satisfaction with cur-
. Ad bility to ch 7% 2% 3.7
rent investment management aptability to change
software Integratability 3.6
Following on the findings
where respondents believe Flexibility 38
that they have the IT capabili-
L Y p Process Integration - STP (Straight Through 34
ties in place to support growth, Processing)
almost all respondents are Scalability 37
satisfied with their investment
management software. Transparency 3.9
Q38. Please state to which de-
o ) - 3.8
gree you are satisfied with your Efficiency
current investment manage-
g Base Ability to process real time data 37
ment software with regard to: (n=100) I ——
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1= Notatall 5=To avery high degree
Fig. 16. Annual revenue growth
. " 35%
crossed with number of employees Negative
All indications point to having a 220, »
larger number of employees as 0-2% 0
being synonymous with higher
growth rates. 35%
Q8. In the last reporting year, what uLess than 100
growth percentages of your annual 68%
100- 1,000
revenue has your company expe-
B B 9% or more
rienced compared to the previous bace - =1,000- 10,000
(n=100)

reporting year?

Prefer not to disclose = More than 10,000

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%
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Negative

0-2%

3-5%

6-8%
° u Less than 100

9% or more 100 - 1,000

Don'tknow

=1,000- 10,000

Prefer not to disclose

= More than 10,000 (nialsoeo)

0% 10% 20% 30% 40% 50%

Fig. 17. Expected annual
revenue growth crossed
with number of employees
Going forward, it looks as
though the trend of larger
companies achieving higher
growth rates than their
smaller counterparts will
continue.

Q24. What growth percent-
ages does your company
expect to realise in your an-
nual revenue during the next

reporting period?

Negative

47%

0-2%

3-5%

u Less than 10m

10m-100m
6-8%
®100m- 1bn
5% 1bn - 10bn
9% or more
40% ®10bn - 100bn

= More than 100bn
Prefer not to disclose

B Prefer not to
36% disclose Base

Fig. 18. Annual revenue
growth crossed with 2009
annual revenue

As with the employee data,
there is a trend toward larger
companies ($1bn annual
revenue or more) achieving
higher growth rates in fiscal
20009.

Q8. In the last reporting year,
what growth percentages of
your annual revenue has your
company experienced
compared to the previous

0%  10% 20% 30% 40% 50%  60% e reporting year?
. Fig. 19. Expected annual
Negative [™ 3% revenue growth crossed with
1 - . 2009 annual revenue
0-2% =£°/44—/ The future reflects the past to
: ° oo some degree; the larger
3-5% _ﬁ%ﬁ o companies are more optimistic
— 22%27"/" about revenue growth rates
B8y, [T—22% ® Less than 10m than their smaller counterparts
] 9% S50 10m-100m are.
9% or more ="13%1§&. =100m- 1bn Q24. What growth percentages
 I—— 0% 1bn - 10bn does your company expect to
Don'tknow | da%, 0. = 10bn - 100bn realise in your annual revenue
— 27% = More than 100bn base during the next reporting
Prefer not to disclose u Prefer not to (n=100) period?
p— 0%, disclose

0% 10% 20% 30% 40% 50% 60% 70%
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Fig. 20. Expected annual
revenue growth crossed with
top corporate priority
Companies prioritising cost
management over risk
mitigation and growth are far
less likely to achieve meaning-
ful revenue growth rates going
forward.

Negative

0-2%

3-5%

6-8%

9% or more

Don'tknow

Prefer not to disclose

48%
36%

35%

m Mitigating risk

Manage cost

® Preparing for growth

Base
(n=100) 0% 10% 20%

40% 50% 60%

Fig. 21. Expansion plans (new
locations) crossed with region
European respondents are
much less enthusiastic than
their North American and
Asian counterparts when it
comes to opening new loca-
tions.

No

1 location

2-3 locations

4-6 locations

7 or more locations
Yes, but do not know the number of
locations

Base 2%
(n=100) Prefer not to disclose

4%

65%

® Europe & Other

us

¥ Asia Paific

0% 10% 20% 30% 40%

60% 70%

Fig. 22. Expected annual
revenue crossed with strate-
gic importance of growth
Those companies that place

a high emphasis on growth as
a driver of corporate strategy
are most likely to achieve
higher growth rates.

Negative

0-2%

3-5%

9% or more

Don'tknow

Base
(n=100) Prefer not to disclose

0% 20%40% 60% 80%100%

100%

m Significantly increased strategic
importance than earlier

Somewhatincreased strategic
importance than earlier

= The same strategic importance as
always than earlier

m Somewhat less strategic importance
than earlier

= Significantly less strategic importance
than earlier

= Don'tknow
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0-15%

16-30%

31-45%

46-60%

61-75%

76-100%

Fig. 23. MBA degree holders
43% crossed with top corporate

priority

Growth-focussed companies

are far more likely to have

MBAs on staff than those

companies with a cost

u Mitigating risk . .
gating orientation.

Manage cost

® Preparing for growth

Don'tknow 22%
6% (nB:%O)
0% 5% 10% 15% 25% 35% 40% 45% 50%
Fig. 24. Capability of IT
Mean . & P v .
summary infrastructure crossed with
number of employees
New products or . -
sorvices 3.77 3.69 When it comes to acquiring
new clients or expanding
Acquiring new clients 3.59 4.00 geographically, smaller
companies believe their IT
Increase share of inf I
wallet of existing 3.73 3.78 infrastructure to be less
clients capable than larger compa-
New geographic nies do.
markets saz 344
New market
segments 3.59 3.49
Merger(s) or
acquisitions o.03 a4
Base
(n=100)

1= Not atall 5=To avery high degree
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