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As the dust begins to settle on the 
widespread introduction of robo advisors, 
wealth managers are taking time to 
consider their digital options. While some 
continue to shy away from the evolution, 
many are choosing to integrate financial 
technology programs into their 
traditional businesses
By Stephanie Bartup

A dopting a digital capability has been ap-
proached with caution by many advisors of 
affluent individuals and family offices until re-

cently. However, much of the financial technology (fin-
tech) being offered today is here to bolster, rather than 
replace, traditional wealth management; in the last 
couple of months alone, independent wealth man-
agement network LPL Financial and investment man-
agement firm Investco have both incorporated digital 
capabilities into their offerings. Fintech is also making 
it easier for new and non-traditional players to create 
their own unique selling point to potential clients.

“Technology has lowered barriers to entry for new 
firms to break into wealth management. Both finan-
cial and non-financial services firms can take advan-
tage, bringing new levels of competition and innova-
tion to the industry,” read a 2015 report by Deloitte. 
“For instance, we will likely see more asset manage-
ment and insurance firms adding wealth advice to 
their distribution and effectively entering wealth 
management; non-financial service firms with access 
to large numbers of retail investors and leading edge 
technology firms will likely also enter wealth manage-
ment through a robo-advice model.”

Wealth management firms don’t have to acquire or 
create their own fintech products to stay in the game; 
instead, they can utilize programs already available for 
them – from investment management to communica-
tion tools, portfolio allocation to reporting. 

Geoff Frazier, president of Global Financial, says that 
many advisors have started turning to technology to 
differentiate themselves from the rest of the pack. “Ad-
visors need to increase their value proposition in this 
day and age, but many aren’t sure how. Technology 
helps deliver on this, especially through client commu-
nications which traditionally are often flawed between 
the client, advisor and asset manager.” Global Financial, 
which employs around 325 advisors across the US, in-
tegrated technology from AssetLock this year. Asset-
Lock provides, among other tools, a virtual ‘safety net’ 
for investment accounts, whereby if an investor’s port-
folio experiences loss to the point of a pre-determined 
value, their advisor will be notified to take action.

“Years ago, the financial services industry became 
too complex for many people to work within – it was 
confusing and difficult to evolve within. Now, there’s 
a move towards a simpler picture of money manage-
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visory support in the future.

What is the fee structure?
Advisor Now is integrated into Envestnet’s wealth 
management platform allowing the enterprise and/
or advisor maximum fl exibility to create a unique digi-
tal experience for end investors, while supporting the 
operation with a tested and proven infrastructure.

Open architecture and multiple points of confi gura-
tion allow a fi rm to bring their value proposition to life 
for the end investor.

There is a one-time implementation fee to onboard 
new fi rms. Envestnet charges an annual license and 
subscription fee for the software and a basis point fee 
on assets under management.

Do advisors of affl  uent individuals use the product 
in the same way as retail/institutional advisors?
With Advisor Now, advisors with established affl  uent 
clients have an opportunity to extend their reach to 
their clients’ children and benefi ciaries who seek a 
solution for a transfer of wealth from Generation One 
to Generation Two over time. In the wake of a new 
Department of Labor (DoL) Rule, not only does our 
fi duciary framework provide support to large institu-
tions that need to centralize small accounts, but also 
provides advisors a way to connect with millennials 
or ‘savers’ who desire basic investing needs.

Are there any other features which Envestnet does 
not yet off er which you’d like to see made available 
for advisors?
Technology that incorporates attributes of behavioral 
fi nance to guide investors in understanding their in-
vestment decisions.

Millennium Trust Company
Gary Anetsberger, CEO

How can Millennium Trust’s tech products improve 
an advisor’s traditional off ering?
Millennium Trust specializes in providing custody 
solutions that help advisors and individual investors 
go beyond the standard menu of investment options 
and to explore the vast spectrum of alternative as-
sets. We provide custody for many assets that most 
traditional custodians won’t, and we provide services 
for individual retirement accounts, standard taxable 
accounts, as well as for private fund vehicles and sep-
arately managed accounts by advisors. 

Most recently, we launched the Millennium Alter-
native Investment NetworkTM (MAIN) to give advisors 
and individuals a centralized place to begin searching a 
growing list of new alternative investment platforms. 
These online platforms provide access to a range of al-
ternative investments. [Most recently, online lending 
marketplace, Lending Club became the latest invest-
ment platform to join MAIN.]

What is the fee structure?
Millennium Trust typically charges a one-time estab-
lishment fee to open an account. Depending on the 

ment, and the diff erent technology programs out 
there are helping with this,” he says.

A study from Swiss company MyPrivateBanking Re-
search recently released data which claimed that advi-
sory bodies merging personal and digital services will 
control more than 10% of all investable assets within a 
decade. The study estimated that ‘hybrid’ robo and per-
sonal contact services will grow to a size of $3,700bn 
assets worldwide by 2020; fi ve years later, the total 
market size will further increase to $16,300bn it sup-
posed – a number which would constitute just over 
10% of the total investable wealth in 2025.

Chris Hale, chief operating offi  cer at multifamily of-
fi ce Perigon Wealth Management, says all successful 
wealth management fi rms - hiring and retaining tal-
ented employees - can also be able to deliver invest-
ment data and information to their clients through 
an automated process. “Technology allows the con-
versation between advisors and investors to go much 
deeper,” he says. “With a customizable investment 
management program, you can work with the client 
to hypothesize about how holding A interacts with 
holding B, how a portfolio structure can be adapted, 
and diff erent investment options.”

Hale added that another problem frequently felt by 
wealth management fi rms can also be solved by inte-
grating new technologies. “Location can be a barrier 
for some potential employees, but technology can re-
move that.” he explains. “With cloud-based software, 
our employees can work from anywhere in the world, 
they and their clients can log into the investment man-
agement portal, without any interruption.”

In addition, he added, the reporting and investment 
management off ering Perigon has implemented 
through technology provider Addepar’s services have 
allowed the company to scale much faster than it 
could have done by traditional means alone. “We have 
been able to grow very quickly – from $150m in assets 
under management (AuM) when we founded in 2004, 
to over $1bn today. A portion of this is defi nitely down 
to the ability to scale up and customize our off erings 
to our clients through the digital programs we use.”

The sheer volume of new apps, digital programs and 
services can be overwhelming for advisors new to the 
technology space to comprehend. Here, we off er an in-
sight into fi ve diff erent digital programs even the most 
fi ntech-cautious of advisors can get on board with.

Envestnet Advisor Now 
Pamela Jacobs, managing director of digital advice, 
Envestnet

How can Envestnet’s technology allow wealth ad-
visors to better serve their clients?
While investors are challenged to understand the 
implications that managing wealth on their own 
can mean, Envestnet underscores the importance 
of good advice to an individual’s fi nancial health and 
wellness.  Through the Advisor Now portal, advisors 
can cater to a client’s basic investing needs and build 
on that advisor-client relationship to deliver solu-
tions to more complex situations that require full ad-
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account type and assets held, annual account fees 
and asset holding fee(s) and other fees may also ap-
ply. Access to MAIN and any of the listed platforms is 
free. If someone decides to open an account and in-
vest through one of the platforms, then our standard 
fees will apply.  

What kind of advisors are Millennium Trust prod-
ucts aimed at?
Registered investment advisors and independent 
fi nancial advisors looking for a simple way to begin 
investing in alternative assets for their clients may 
benefi t from our solutions. While we can also provide 
custody for traditional assets like stocks, bonds, and 
mutual funds, our expertise is in alternative assets, 
which are often private investments, and can be rath-
er complex. In recent years, we’ve also become a spe-
cialist in providing custody and access to investments 
through a number of online investment platforms 
that off er everything from pre-IPO private equity, to 
managed futures, real estate, and fi xed income.

What kind of digital capabilities should an advisor 
of affl  uent individuals off er as a minimum?
These days, digital capabilities are critical in almost 
every industry. The advisor space (and wealth manage-
ment in general) is no diff erent. If we’re talking about 
bare minimums, I’d say that advisors should at least 
be able to off er clients 24/7 online access to portfo-
lio holdings, transactions, and account statements. 
But truthfully, advisors need to be thinking about a lot 
more than that. They need to revisit everything from 
the types of assets they manage and the basic plan-
ning tools and educational materials they off er clients, 
to the ways they choose to communicate and interact 
with them, including optimizing everything for mobile. 

AssetLock
Jason Jenkins, CEO

How was AssetLock founded?
The fi rm was founded by advisors, rather than soft-
ware specialists, which I think is what really set it 
apart. As co-founder of Jenkins Wealth, a fee-based 
registered investment advisory fi rm in Denver, CO, 
I realized there was room in the market for a tool 
which helps advisors and their clients stay commit-
ted to their investing plan.

What is the program most commonly used for?
Advisors can often be derailed by client emotions; our 
program means that investors stay committed to the 
investments they want to make, and if a stock price 
falls too low for example, we send an alert to the 
advisor who then contacts the client to discuss their 
plan. Clients most commonly fi re their advisors over 
a lack of communication; our tool forces that inter-
action to happen, and for clients to understand and 
commit to their own risk tolerance.

What is AssetLock’s fee structure?
It is dependent on the advisor’s AuM.

Which type of advisor is AssetLock most suitable for?
It is aimed at fee-based advisors, who have between 
$50m-$600m in AuM. All advisors can use the tool; 
the most important thing for us is that the advisors 
understand the technology they are adopting. If they 
don’t understand it, they won’t use it. Advisors with 
clients who have particularly complex needs can use 
the program with great success – for example, if a 
husband and wife team have very diff erent risk toler-
ances, the program can create a profi le for each, and 
they can both invest how they choose to, separately, 
but within the same account.

InvestCloud
John Wise, CEO

Who is the InvestCloud platform aimed at, and 
what can it off er advisors?
Our investment platform is really aimed at any invest-
ment manager, relationship manager, or wealth advi-
sor – be it in a family offi  ce, multifamily offi  ce, private 
bank or some fund managers. Their AuM typically fall 
anywhere between $1bn-$50bn in the wealth and 
asset management space; our platform and fund ad-
min clients are much larger. We gained our fi rst client 
in 2012, and now have 660 advisors and institutions 
on our roster. The platform is designed to intimate-
ly support nine diff erent client segments and off ers 
client automation, client communication, and client 
management capabilities in modern, digital-fi rst ex-
perience. Investment managers can choose whether 
to use the platform in its entirety, or select segments 
and sub-segments relevant for their needs.

What are the most frequently-used segments of 
the platform?
Our clients often come to us for the client communi-
cation tools – we off er web design, SEO skills and pros-
pecting help from our development team – and then 
expand their use to incorporate the management, 
which gives them a dashboard of a clients’ investment 
activity, and automation, whereby they move their 
traditionally paper-based tasks to the cloud.

How is the fee structure arranged?
Advisors pay an annual fee to lease the software; 
that fee is diff erent for each user, as they pay for each 
applet that is confi gured specifi cally for them, com-
bined with an asset management fee depending on 
the size of their business.  Each client is unique and all 
of our clients look and act diff erently on our platform.  

Is the InvestCloud team working on any new tech-
nologies for the advisor community?
We are working on something called the ‘Wealth 
Management Room’ at the moment in Los Angeles. 
This is being developed alongside a team similar to 
the team who worked on the technology in the 2002 
fi lm Minority Report, and will off er a video wall and 
writing screen, which can be accessed by all members 
of a family from any location. It can be used to check 
in on investment data, read news alerts and speak to 
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other family members or advisors, and is completely 
interactive. Advisors on the InvestCloud digital ad-
vice platform will be able to rent the whole room for 
fully interactive client and advisory meetings across 
geography – we think these digital tools and all of the 
incredible capabilities they provide, will be the future 
of wealth management.  We are providing a way to 
connect our digital applet platform across multiple 
generations and break down the barriers of tradition-
al meetings and communication.

Direxxis, a Broadridge Financial Solutions 
company
Steve Scruton, vice president at Broadridge Financial 
Solutions and founder of Direxxis

Can you give an overview of Direxxis’ product of-
fering?
Direxxis is a marketing operations platform that be-
comes a marketing ecosystem for advisors and sales 
folks in wealth management. Essentially, advisors 
can execute both cross-sale communication and 
prospecting tasks through the platform. It takes in 
our proprietary wealth data and analytics to cross-
sell existing customer data. If an advisor wants to 
upsell to their existing book of clients, we work out 
the method best suited to their client base; this might 
mean sending an email campaign during a political or 
life event. The communication goes out, the existing 
customer answers the call to action, and we map 
where they click and which aspects of the service 
they are interested in. This unique data is then stored 
and used for the next line of communication.

How might an advisor use this data to their best 
advantage?
Broadridge Financial Solutions has data on more than 
122 million investors in the US. We take that informa-
tion – which could be data points such as an investor’s 
positions, whether or not they are self-directed, or 
their advisor’s details, and with other supplementary 
data, we anonymize it and create powerful analytics 
around factors like net worth and geographic location. 

For example, let’s say an advisor has an average of 
350 clients, but we know from research that the opti-
mum number is actually 250. Using our system, advi-
sors can take their clients’ data and marry it against their 
books to work out which clients might be better served 
with other advisors. This helps create effi  ciency and can 
also help create stronger client/advisor relationships. 

What is the business model?
We charge fi rms a monthly fee, which is based on the 
number of users and the elements of the service they 
choose to use. Depending on the size of the fi rm, we 
charge either a per-user or per-license fee.

Do advisors of affl  uent individuals use the product 
in the same way as retail/institutional advisors?
They use all the same components, but the messag-
ing is often diff erent. For example, we have a way to 
alert advisors through the program of an occurrence 

which might aff ect their investors – for example, 
a political event in Puerto Rico which might aff ect 
some of their holdings. We can set rules within the 
program for the high-net-worth clients specifi cally, if 
they are the only ones likely to be aff ected.

Addepar 
Eric Poirier, CEO

How can Addepar’s software allow wealth advisors 
to improve the services they already off er?
Addepar has designed and built software to ease the 
manual burden of data aggregation, analysis and 
communication on both the advisor and their client. 
We strive to automate as many parts of these pro-
cesses as possible and empower the human advisor 
to make good data-driven decisions easily.  

Addepar serves fi nancial advisors and investors who 
want to radically improve their ability to understand and 
communicate about investment portfolios. This is an in-
herently complex problem. It’s most often approached 
in a cumbersome way by people who use spreadsheets 
to manually pull together data from a variety of sys-
tems and sources, and create packages of charts and 
tables that must be manually kept up-to-date.

Can the investor use this service directly, or is it 
aimed solely at the advisor?
Addepar is aimed at both investors and advisors. We 
work with a wide variety of clients including wealth 
advisors, multi- and single family offi  ces, private 
banks, wire house teams, consultants, funds, founda-
tions, endowments, and pensions. 

What is the business model?
Addepar licenses the platform on an annual subscrip-
tion basis.  All Addepar clients are on the same cloud-
based platform and share the benefi ts of product en-
hancements.  Pricing is based on investment portfolio 
characteristics as well as integration and implemen-
tation requirements.  

Are there any other features which Addepar does 
not yet off er which you’d like to see made available 
for advisors?
Two big focus areas for Addepar today are continu-
ing to build out our integrations ecosystem and fur-
ther streamlining our client onboarding and training. 
There are no specifi c gaps in the off ering today that 
block our clients from achieving their intended re-
sults; but our focus in the near term is on even further 
streamlining the onboarding and training process for 
new clients, and automating routine workfl ows and 
data-oriented tasks for existing clients.

We will always be building more features, improving 
existing functionality based on client feedback, and in-
vesting heavily in partnerships and integrations as this 
entire ecosystem continues to innovate. Our strong 
belief is that this industry has a long way to go when 
it comes to empowering human advisors to serve cli-
ents. Technology innovation is the way we do that, 
and we’ll never be done. 
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