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The design and UX of attestations are 

critical but also a valuable opportunity 

within an increased regulatory 

environment. 

As users strive for more personalised 

experiences, these gateways allow asset 

managers to tailor their content to specific 

audiences (multiple languages and investor 

types) which will increase engagement and 

reduce bounce rates.

Attestation

Contributed by:

Giovanni Ricciolio, 
Head of Digital Strategy 
and Implementation at 
Generali Investments

Follow Giovanni on 
LinkedIn

With disruption coming from all angles in 

financial services, branding has never been 

more critical than it is today.

Branding building for financial services 

needs to create trust and convey the core 

values of a firm’s market proposition. 

Leveraging social media, using targeted 

advertising and investment in great design 

are some of the ways to build your brand. 

Your website and digital footprint should 

embody your brand. Internal training 

and education can help everyone in your 

company become a ‘brand ambassador’.

Brand building

Contributed by:

Samantha Hurditch, 
Managing Director 
at Wellsmarketing 
consultancy Ltd

Follow Sam on LinkedIn

Content 
marketing

http://www.kurtosys.com/
https://www.linkedin.com/in/giovanniricciolio/
https://www.linkedin.com/in/samantha-hurditch-a703ba9/
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Brand building

Content marketing for financial institutions, 

most importantly, is used to inform or 

educate a client through relevant and 

consistent information. In the digital age, 

this marketing strategy can be achieved 

through multiple means, be it through blogs, 

insights pages, social media, infographics or 

video marketing. 

64% of asset manager we surveyed think 

content marketing will be most successful 

channel in the next 12 months, but with 

fierce competition for peoples attention, 

higher quality content will win the race.

Content 
marketing

Contributed by:

Luke Hinchliffe, 
Head of Digital 
Marketing at Kurtosys

Follow Luke on Twitter

Document 
distribution

Fund literature distribution has often been 

an operational issue for many in marketing 

and client servicing positions. 

75% of asset managers state they are 

distributing docs via email, as investors 

increasingly want their fund data 

distributed electronically. But for their 

documents to be sent securely, cloud-based 

services and the use of doc portals are 

becoming key components for any asset 

manager.

Contributed by:

Mash Patel, 
Founder and CEO of 
Kurtosys

Follow Mash on Twitter

http://www.kurtosys.com/
https://twitter.com/lukehinch
https://twitter.com/mashpatel
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ETFs offer unique strategies which financial 

marketers can use as selling tools to create 

investor interest, and there’s certainly 

greater investment in well-designed 

subsidiary websites offering ETF products.

The consistency of ETF launches maintains 

a hype for the investor audience - keeping 

pace with the number of products being 

released in seemingly never ending market 

niches is certainly the biggest challenge for 

marketers for these funds.

ETF Marketing

Contributed by:

Linda Zhang, PhD 
Founder and CEO of 
Purview Investments

Follow Linda on 
LinkedIn

For an improved user experience, 

investors come to expect well-designed 

fund explorers from asset managers these 

days, on an easy-to-navigate website.

Useful filters for asset classes, fund types, 

regions etc. are essential, as well as type-

ahead functionality for users to peruse 

your firm’s funds and access literature 

with ease.

Fund Explorers

Contributed by:

Patrick McKenna, 
Global Head of Product 
at Kurtosys

Follow Pat on LinkedIn

GDPR

http://www.kurtosys.com/
https://www.linkedin.com/in/linda-zhang-purviewinvest-etfs/
https://www.linkedin.com/in/patrick-mckenna-5546246/
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Fund Explorers

The General Data Protection Regulation 

(GDPR) – effective 25 May 2018 – will 

affect any business that stores personal 

data on an EU resident.

Asset managers are of course affected, 

yet 67% were still without a plan for 

compliance at 2017’s end, with 9% 

without knowledge of what GDPR 

is (Adviser-Hub survey, 2017). All 

companies must be compliant with full 

transparency of their stored personal 

data in order to avoid potential data 

breaches and hefty fines.

GDPR

Contributed by:

Matt McKeon, 
Marketing Manager at 
Nettitude

Follow Matt on LinkedIn

HTTPS

Making financial websites secure is surely a 

no-brainer, and it’s no longer just for credit 

card payments or secure pages behind a 

login. In 2014 Google announced it was 

using HTTPS as a ranking signal in search 

results. 

Without HTTPS, any data passed is 

insecure and if you’re using a CMS such 

as WordPress, then using HTTPS on your 

websites should be the absolute minimum 

precaution you take.

Contributed by:

Harry Thompson, 
Co-founder and 
Information Systems 
Security Officer at 
Kurtosys

Follow Harry on 
LinkedIn

http://www.kurtosys.com/
https://www.linkedin.com/in/matthewjmckeon/
https://www.linkedin.com/in/harry-thompson-157293/
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As far as social media platforms go, 

Instagram has now overtaken Twitter with 

over 70% of US companies using the service 

for marketing purposes. 

Hardly surprising for asset managers: 

promoting brand awareness, philanthropic 

efforts, company culture and share-

worthy ‘hashtagged campaigns’ through 

photography all contributes to a free, simple 

and engaging marketing strategy.

INSTAGRAM

Contributed by:

Tess Wicks  
Content Creator at 
Wander Wealthy / Host 
of The Words + Money 
Podcast

Follow Tess on LinkedIn

Historically, financial marketers loved 

their jargon. It made them look clever and 

consumers feel foolish. 

But, in an industry which needs to be 

more trusted and transparent, the use 

of plain English is essential. It also makes 

commercial sense, as people are far more 

likely to engage with content that they 

totally understand and identify with.

JARGON-BUSTING

Contributed by:

Robin Powell, 
Executive Director at 
Regis Media and Ember 
Television

Follow Robin on 
LinkedIn

http://www.kurtosys.com/
https://www.linkedin.com/in/tess-wicks-10ab692b/
https://www.linkedin.com/in/robinpowell/
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JARGON-BUSTING

Asset managers are increasingly 

presenting themselves as industry 

thought-leaders. By housing your 

resources – market commentaries, white 

papers, videos, webinars, blog posts – on a 

popular knowledge hub, you can leverage 

your content and broaden its distribution, 

reaching investors and consultants who 

would not otherwise visit your site.

knowledge  
resources

Contributed by:

Andrew Perrins, 
CEO at Savvy Investor

Follow Andrew on 
LinkedIn

linkedin

With more than 450+ million users 

worldwide, LinkedIn is the second largest 

social media platform in the world. 

A powerful LinkedIn profile - complete with 

a regularly updated, authentic photograph 

- will build your personal brand and 

credibility and boost your connections with 

existing clients whilst getting referrals to a 

new client base. It’s a no-brainer for all fund 

marketers to utilise its array of features, 

including sponsored campaigns to gain 

further readership.

Contributed by:

April Rudin, 
Founder and CEO at 
The Rudin Group

Follow April on 
LinkedIn and on Twitter 
@TheRudinGroup

http://www.kurtosys.com/
https://www.linkedin.com/in/aperrins/
https://www.linkedin.com/in/aprilrudin/
https://twitter.com/@TheRudinGroup
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3 January 2018 saw the effective date 

for the Markets in Financial Instruments 

Directive II in Europe, prompting the 

transparency of investment research costs 

and transactions. 

Whilst financial institutions have been 

aware of the directive for some time, many 

large players were not compliant by the 

start of the year. US asset managers finding 

themselves involved in European trade 

systems or having subsidiaries or trade links 

in Europe are also affected.

MiFID II

Contributed by:

Alexandra Filippova  
Customer Success 
Manager at Kurtosys

Follow Allie on LinkedIn

To strengthen sales enablement, fund 

marketers should use automated email 

marketing techniques to first attract leads 

through a sales funnel. Reusing valuable 

content, marketers should then nurture 

these prospects with planned campaigns 

to join the sales cycle. If done correctly, 

more lead-to-customer conversions are 

reached!

NURTURING 
CAMPAIGNS outsourcing

http://www.kurtosys.com/
https://www.linkedin.com/in/alexandra-filippova-98420459/
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NURTURING 
CAMPAIGNS

71% of industry professionals outsourced 

the building or design of their website. 

Outsourcing allows an asset manager to 

focus on their own profitable tasks whilst 

distribution, formatting, integration and 

analytical solutions are handled securely 

by the third party.

performance 
charts

Performance charts are possibly the most 

sought-after element in a fund manager’s 

website. Investors want to see the 

performance of a fund in as well a presented 

format as possible, and they want it to work 

on any device at any point in time. 

Interactive tools such as index benchmarks 

and time series all add to the user 

experience. Static image-based charts 

definitely do not cut it in a modern asset 

management website!

Contributed by:

Adrian Riddle, 
Head of 
Implementation 
Engineering at Kurtosys

Follow Adrian on 
LinkedIn

outsourcing

http://www.kurtosys.com/
https://www.linkedin.com/in/adrianriddle/
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For sales and marketing alignment, the 

definition of a qualified lead is of great 

importance. Marketing and sales managers 

should determine the characteristics and 

demographics which make up a lead more 

likely to become a customer based on 

intelligence and analytics. 

Pre-determined prospects should result in a 

higher standard of lead for your firm’s sales 

teams.

qualified lead

Deloitte has noted that FinTech is 

being dwarfed in popularity by RegTech 

solutions. With the rollout of MiFID II and 

the upcoming GDPR directive, marketers 

from RegTech companies have been 

positively promoting their configurable, 

reliable, secure and cost-effective 

solutions at this time when financial firms 

need them most. 

Banks, for example, are looking for 

solutions that help them manage the 

complexity and speed of regulatory 

change. That way, they are better 

equipped for the future. 

REGTECH 
MARKETING

Contributed by:

Lucy Heavens, 
VP, Marketing 
Operations at CUBE

Follow Lucy on LinkedIn

social Media

http://www.kurtosys.com/
https://www.cube.global/
https://www.linkedin.com/in/lucyheavens/
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REGTECH 
MARKETING

When it comes to sharing your content 

and brand, there are no better channels 

for free publicity and potential user reach 

than social media platforms. 

Around 77% of asset managers share 

their regularly published content on 

sites such as LinkedIn, Twitter, Facebook, 

which are perfect outlets to connect your 

firm more easily with customers and 

prospective clients.

Contributed by:

Courtney McQuade, 
Consultant in Social 
Solutions for Financial 
Services

Follow Courtney on 
LinkedIn

Thought 
leadership 

For investment firms to best position 

themselves at the front and centre of 

clients’ minds, the regular output of thought 

leadership articles is essential. 

Taking primary research and interviews 

between senior leaders and clients, timely 

and customer-centric investment insights 

and market commentaries can be given 

with the asset manager providing valuable 

guidance to investors. Many investment 

blogs also benefit from industry-

specific thought leadership pieces from 

independent third parties.

Contributed by:

Tony Ialeggio, 
Chief Marketing Officer 
at Commonfund

Follow Tony on 
LinkedIn

social Media

http://www.kurtosys.com/
https://www.linkedin.com/in/courtneymcquade/
https://www.linkedin.com/in/tonyialeggio/
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User experience has never been more 

important than it is today, especially in 

financial services. With disruption from 

FinTech startups, challenger banks and 

robo-advisors, asset managers need to 

carefully design their digital offerings to be 

customer-centric. 

People expect the same simple, frictionless 

user experience they get with Amazon, 

Netflix or Google. A good looking website 

is not the same as a good UX. For a financial 

website, a seamless user experience 

involves many disciplines including design, 

data, product and marketing. 

user experience

Contributed by:

Matthew Morgan 
Global Strategic 
Marketing & Business 
Development Manager

Follow Matthew on 
LinkedIn

Attempting to grab and maintain the 

attention of millennials is a tough task for 

asset managers, but sharing high quality, 

professional videos is one way. 

87% of online marketers use video 

content. In this saturated market, investing 

money in quality equipment and time to 

a YouTube channel to enhance market 

insights or company culture videos is 

essential. Evoke emotion, connect with 

your audience and don’t be afraid to 

experiment and stand out from the crowd.

Video Marketing

Contributed by:

Richard Lander, 
Director at Citywire

Follow Richard on 
LinkedIn

WORDPRESS

http://www.kurtosys.com/
https://www.linkedin.com/in/matthewamorgan/
http://citywireengage.com/
https://www.linkedin.com/in/itsrichardlander/
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Video Marketing

WordPress powers 29% of all websites 

on the Internet and has a massive 60% 

market share of all CMS’s (W3Techs, Jan 

2018). 

It’s simple user-interface and useful 

features make it a hugely popular choice 

for marketing folks, and has now seen 

adoption in some large asset manager 

websites. It’s huge userbase and open-

source nature also brings with it a 

massive library of plugins and integration 

to countless other systems.

WORDPRESS

Contributed by:

Richard Watts, 
Global Head of Digital at 
Kurtosys

Follow Rich on LinkedIn

XML Sitemaps

XML sitemaps are often an overlooked SEO 

tool, but something that should be still be 

well maintained. Creating them does not 

guarantee better search rankings, but it can 

help tell Google which pages you want to 

index, and perhaps more importantly which 

pages you don’t. If you have a range of fund 

or investment product pages, these should 

definitely be appearing in your sitemap.

http://www.kurtosys.com/
https://www.linkedin.com/in/richwattsuk/
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If you are generating public video content, 

you should dedicate some time to your 

YouTube channel. Work out where your 

niche is, and label and tag your content 

appropriately. 

If you are working in ESG funds for example, 

do some research to work out where people 

are searching and which videos are most 

popular.

Youtube

Contributed by:

Elliot Burr 
Content Marketing 
Editor at Kurtosys

Follow Elliot on LinkedIn

In this age of Big Data, we’re perhaps used 

to seeing the word petabyte, but how long 

before we start seeing zettabyte being 

used? This is huge amounts of data, or one 

sextillion bytes if you didn’t know! 

Just a reminder: 1 zettabyte = 1,000 

exabytes, 1 exabyte = 1,000 petabytes, 1 

petabyte = 1,000 terabytes, 1 terabyte = 

1,000 gigabytes. 

Zettabyte

Contributed by:

Stephen Zucknovich, 
CTO at Kurtosys

Follow Stephen on 
LinkedIn

http://www.kurtosys.com/
https://www.linkedin.com/in/elliot-burr-3b6389103/
https://www.linkedin.com/in/stephenzucknovich/


Zettabyte

ABOUT Kurtosys

Kurtosys provides an industry class digital experience platform 

for financial services companies. Our platform enables financial 

institutions to orchestrate their data across websites, documents and 

portals to increase sales, marketing and client servicing efficiency.

The Kurtosys SaaS platform offers a range of fund marketing and 

investor servicing solutions including investment management 

websites, fund data tools, automated fund factsheets, secure investor 

portals and document libraries.

Our infrastructure and technology are underpinned by our global 

ISO-27001 certification in information security management; and we 

have a deep understanding of working with data, industry regulations 

and compliance issues.

Founded in 2002, Kurtosys was funded from Silicon Valley 

investment and now operates across four global offices and employs 

over 150 talented people. We work with some of the world’s largest 

asset management brands that include banks, wealth managers, 

mutual fund providers and alternative investments.
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134 Fifth Avenue, 77 Kingsway, 

3rd Floor, London, 

New York NY 10011  WC2B 6SR 
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