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ARE YOU 
DEVELOPING 
A HYPER- 
PERSONALISED 
STRATEGY?
The future is hyper-personalised

https://www.objectway.com/


Hyper-personalisation is the ability to provide real-time 
customisation of offerings, content and client experience 
at an individual level. To hyper-personalise the client 
experience, personal information and preferences of clients 
should be captured across the whole client journey, at all 
different touch points, to personalise in real-time the product 
and service offering.

Can hyper-personalisation also be adopted in Wealth & 
Investment Management? Of course, especially to satisfy 
client expectations and capture future growth segments. 

The advent of the digital era has led customers to evolve and 
change their day after day, making organisations fully aware 
that the best direction to take in order to keep customers’ 
attention alive is towards the implementation of highly 
customised communication tactics and experiences.

In addition to the classical one-dimensional segmentation, 
and to get a better understanding of the client, firms should 
make better use of all the data they receive from different 
channels, to reach a level of hyper-personalisation where 
clients provide additional personal data in return for value 
propositions and benefits. 

This personal data should enable an evaluation of the 
entire holistic picture of the client, allowing the generation 
of higher valued proposals, tailored to the goals of the 
individuals, who are only comfortable to invest large 
amounts of their capital if a personal touch is added.

This online survey, filled out by domestic and overseas 
Wealth & Investment Managers, investigates if they are 
leveraging hyper-personalisation to increase the customer 
base and ensure their future growth.

INTRODUCTION
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The most frequent answers are about providing each client a 
personalised investment solution (29%) or a personalised digital wealth 
experience (25%). Interestingly, a large number of respondents (29%) 
define personalisation not only in terms of product offering but also 
as dynamic educational or promotional content based on customer 
analytics. Education is a key component of responsible and sustainable 
investments in the long-term. Finally some of the respondents consider 
that all the options are true, underlying that smart segmentation creates 
granular micro-segments leading to the elusive segment of one. And to 
do all this in real-time is not easy.  

WHICH DEFINITION OF HYPER-PERSONALISATION FITS 
BETTER, IN YOUR VIEW, IN THE WEALTH MANAGEMENT 
CONTEXT?

QUESTION 01

PROVIDING EACH CLIENT A 
PERSONALISED INVESTMENT 

SOLUTION

29%

25%
PROVIDING PERSONALISED 

DIGITAL WEALTH EXPERIENCE

PROVIDING PERSONALISED OFFERS,  
CONTENT, EDUCATION ALONG  

THE CUSTOMER JOURNEY

29%

ABILITY TO SMARTLY SEGMENT  
THE CUSTOMER BASE

4%
OTHER

13%
HYPER- 
PERSONALISATION 
MEANS TAILORED 
OFFERS, CONTENT 
BUT ALSO 
EDUCATION
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More than half of respondents have developed or are working on a hyper-
personalisation strategy (54%), some of them (21%) are talking about it, 
while just 25% are not ready at all, showing that taking personalisation to 
the next level is among the top things of the digital agenda, especially in 
this period, if we consider that hyper-personalisation could be the post-
COVID future of customer engagement.

HAVE YOU DEVELOPED A HYPER-PERSONALISATION 
STRATEGY?

QUESTION 02
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THE MAJORITY 
ARE CONSIDERING 
DEVELOPING 
A HYPER- 
PERSONALISATION  
STRATEGY SOON

TALKING ABOUT IT
21%

25%
NOT YET

WORKING ON IT
21%

YES
33%



Nearly a quarter of Wealth & Investment Managers (22%) intend to 
develop a hyper-personalised strategy to improve customer experience, 
19% to increase efficiency, but the majority of them (31%) is focused on 
personalised investment proposals. That’s why it may be worthwhile to 
invest in a Risk Profiling solution to provide a more personalised solution, 
taking into consideration factors as risk tolerance, liquidity needs, ability 
to bear losses and financial goals. Leveraging principles of gamification 
and situational evaluation, clients could share more precise and complete 
information with the firm: this holistic view could represent a significant 
step towards hyper-personalisation.

WHAT DO YOU THINK A HYPER-PERSONALISATION 
STRATEGY SHOULD ACHIEVE?

QUESTION 03
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PERSONALISED 
INVESTMENT 
PROPOSALS IS THE 
MAIN OBJECTIVE

GETTING INSIGHTS THROUGH 
ARTIFICIAL INTELLIGENCE 

AND ANALYTICS

17%

8%
ENTERING NEW MARKET SEGMENTS

IMPROVING CUSTOMER EXPERIENCE 
22%

IMPROVING OPERATIONAL EFFICIENCY
19%

OTHER
3%

OFFERING PERSONALISED 
INVESTMENT PROPOSALS

31%



Throughout the client journey there are several touchpoints where the 
client characteristics, preferences and family circumstances are captured 
incrementally and used to provide personalised content, education, 
proposals and reports. The majority of respondents (37%) seem focused 
on personalised portfolio construction, where artificial intelligence, 
data analytics and machine learning are applied to create personalised 
portfolios, to meet clients’ goals and objectives. Other respondents 
mentioned also personalised financial plan and bespoke risk profiles, 
underlining that leveraging advanced technology to analyse client 
behaviour enable to provide a well-rounded tailored advice on their 
investment decisions.

IN WHICH TOUCHPOINTS OF THE WEALTH 
MANAGEMENT JOURNEY WOULD YOU IMPLEMENT 
A HYPER-PERSONALISED SERVICE?

QUESTION 04
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PERSONALISING 
PORTFOLIO 
CONSTRUCTION 
TO MEET CLIENTS’ 
GOALS

BESPOKE RISK PROFILES
18%

PERSONALISED FINANCIAL PLAN
18%

PERSONALISED PRODUCT 
RECOMMENDATIONS

3%

PERSONALISED  
COMMUNICATION & REPORTING

16%

 PERSONALISED  
EDUCATIONAL CONTENT

3%
OTHER

5%

37%
PERSONALISED PORTFOLIO 

CONSTRUCTION



By taking advantage of real-time data and cutting-edge technology 
such as AI, many participants (29%) think that enhancing the customer 
experience through a data-driven approach is one of the most effective 
areas of use. Some respondents commented that AI-enhanced customer 
experience usually includes emotion-aware analytics and predictive 
analysis option. One third (33%) mentioned specifically sentiment 
analysis, and just as many (33%) think that hyper-personalisation is 
more useful to customise the investor portal, creating a comprehensive 
view of client investments with the help of APIs and delivering insights 
from multiple data sources. The use of portfolio analytics could provide 
personalised portfolio aggregation and reporting to serve clients in a 
more bespoke manner.

WHAT KIND OF HYPER-PERSONALISED APPLICATION DO 
YOU THINK IS MORE EFFECTIVE?

QUESTION 05
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CUSTOMISING 
INVESTOR 
PORTAL TO 
DELIVER 
PERSONALISED 
INFORMATION

AI-ENHANCED CUSTOMER EXPERIENCE
29%

OTHER
5%

CUSTOMISABLE INVESTOR PORTAL
33%

33%
PREDICTIVE/SENTIMENT ANALYSIS



In order to listen to the clients’ desire to personalise their experience, 
behavioural sciences and sentiment analysis seem necessary, since a 
slight majority (67%) would like to leverage these techniques, but just 
25% can rely on these methods, while 42% are still working on it or just 
talking about it at the moment. So, there is a long way to go, before they 
will be at the centre of hyper-personalisation.
As long as behavioural sciences allow managers to interpret clients’ risk 
profiles, AI-based sentiment analysis is generally used to investigate 
clients’ opinion and improve customer experiences, identifying the areas 
where the scope of personalisation is feasible and needed, leveraging 
artificial intelligence, natural language processing and machine learning 
algorithms to determine whether a segment of open-ended natural 
language text is positive, negative, or neutral towards the topic being 
discussed.

DO YOU LEVERAGE BEHAVIOURAL SCIENCES AND 
SENTIMENT ANALYSIS TO INTERPRET CLIENTS’ RISK 
PROFILE?

QUESTION 06
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THE MAJORITY 
WOULD LIKE 
TO ADOPT  
BEHAVIOURAL 
SCIENCES AND 
SENTIMENT 
ANALYSIS

YES
25%

NOT YET
33%

25%
TALKING ABOUT IT

WORKING ON IT
17%



IN WHICH AREA DO YOU THINK HYPER-PERSONALISATION 
IS MORE USEFUL?

QUESTION 07

The majority (46%) argues that the use of hyper-personalisation is 
essentially aimed to elevate customer experience and consequently 
to gain a competitive advantage among Wealth & Investment 
Management firms, that comes from (and includes) all the other 
options. As the World Wealth Report 2020 (Capgemini) says, thanks 
to technological advances, Big Techs have been redefining customer 
experience benchmarks for hyper-personalisation. And HNWIs have 
taken notice. But, so far, the Wealth Management industry seems that 
it has still to work on it. Implementing this type of strategy not only 
increases customer satisfaction but also drives brand loyalty and 
overall marketing effectiveness.
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HYPER- 
PERSONALISATION  
TO ELEVATE 
CUSTOMER  
EXPERIENCE

GAINING A 
COMPETITIVE ADVANTAGE

37%

46%
ELEVATING CUSTOMER 

EXPERIENCE

REDUCING CUSTOMER  
ACQUISITION COSTS

4%

AUTOMATING WORK PROCESSES
4%

MAXIMISING REVENUES
5%

OTHER
4%



DO YOU ENHANCE CLIENT EXPERIENCE THROUGH 
DATA-DRIVEN ADVICE AND REPORTING?

QUESTION 08

As some respondents comment, advice and reporting are usually 
data-driven but the information used for this purpose are generally 
very limited. Best practices would require all available data, including  
extra-corporate and unstructured items, subjecting it to the most 
advanced data science. 
Therefore just a quarter of respondents seem to be ready, while 
more than half of them (54%) are working or talking about this issue.  
To achieve this goal, artificial intelligence, machine learning and analytics 
are not enough: it’s advisable to create an effective data management 
program and a data-driven culture.
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DATA-DRIVEN 
ADVICE AND 
REPORTING IS 
AN AREA TO 
WORK ON

YES
25%

NOT YET
21%

TALKING ABOUT IT
21%

33%
WORKING ON IT



Hyper-personalisation is an important goal in the 
Wealth Management industry, but just a small number  
of respondents seem to have already implemented it;  
the vast majority is in the planning stages or working on it. 
This confirms that it will be a major topic for the years 
to come.

As the World Wealth Report 2020 (Capgemini) says, less 
than half (45%) of the HNW clients are satisfied with their 
firms’ personalised offerings. Wealth clients want personal 
treatment, especially during life transitions (marriage, family 
expansion, retirement, estate distribution).

With vast power to leverage data, technologies such as 
artificial intelligence and analytics will enable firms to offer 
individuals hyper-personalisation throughout their client 
journey. The result is more insightful profiling, empowering 
brands to not just compete to gain customers’ attention, but 
to secure their long-term trust.

If the ultimate goal is to build personalised relationships 
that last and strengthen, together with encouraging 
customer loyalty towards your brand, we can assume the 
more personalised a service, a product, an experience is, the 
stronger client relationships become. 

And the stronger client relationships become, the more 
organisations will be able to compete in today’s increasingly 
crowded digital marketing environment.

TAKEAWAYS
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