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EXECUTIVE SUMMARY

Introduction

In this fourth survey conducted by Kurtosys since 2012, in 2017 we have
not only expanded our audience but broadened our survey to include a
wider spectrum of topics across digital marketing.

In 2015 one of the key takeaways was how asset management marketing is
shifting from a role of supporting sales and distribution to actively engaging
clients and targeting investors.

In 2016 we asked more detailed questions on the kind of technologies they
are implementing, their content marketing strategies, how they handle fund
data and how they distribute it to investors.

In 2017 we can not only compare some of the results, but we also asked
some new questions around disruption, regulation and the latest in
marketing technology.

We thank all those who participated and we hope you find this report
useful.

Topic covered in the 2017 survey:

» Marketing Objectives
» Technology

»  Website

» Fund Data

» Distribution Channels
» Content

» Plans & Investment




STUDY METHODOLOGY

In September 2017, Kurtosys invited its community of digital marketing executives at asset management firms worldwide to complete an online survey.
Nearly 300 qualified respondents completed the survey, representing a range of asset management firms of all sizes.

57% of the respondents identified their primary role as “Marketing”.

Respondents’ primary role at investment management firm
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Client Servicing or .
Relationship Manager

Sales or
Distribution
IT
Data Management or )
Operations ‘Other’ responses include:
Compliance
Portfolio Manager or Program Manager
Analyst
CEO
Wealth Manager or President
Financial Advisor Trading
External Design or Sy
Communications Agency Consultant
Technology
Vendor

Other (please
specify)
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KEY FINDINGS

Marketing Objectives

56% have a documented digital strategy and
64% think content marketing will be most
successful channel in the next 12 months.

Fund Data

67% say they have an automated solution for
updating their data. 26% use a combination
of internal and vendors to manage data.

Technology

48% think regulation will cause the most
disruption in coming years, above FinTech
startups and Blockchain.

Distribution Channels

75% state they are distributing docs via
email with 38% also stating they print and
post fund literature.

Plans & Investment

65% plan to spend more on content
marketing and 49% say they plan to invest
more in security.

Website

71% outsource their website design and/
or build with a further 71% stating ease of
navigation as most important design factor.

Content

34% say their number one objective for
content is to generate new business. 52% say
they don’'t have a company blog.



MARKETING OBJECTIVES

Do you have a documented digital strategy set for the
next 12 months?
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What is your number one objective for your company
website?
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Drive
recruitment
Other (please I
specify)
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Which of the following channels do you think will be
most successful in the next 12 months? (3 choices)
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Microsite
campaigns
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PPC advertising

Offline
advertising

Webinars

Video

Events k74 +1%0n 2016
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We've seen a small rise since 2016 in those having a digital strategy in
place, what’s perhaps surprising is that 40% still do not.

41% said their website’s main objective is to generate new business - it
seems servicing existing clients is still quite low on the agenda (18%).

64% said content marketing will be one of the most successful channels in
the next year, with social media and email on equal par with 42%. Events
is still obviously an important part of their marketing.



TECHNOLOGY

Which Content Management System (CMS) is your

website powered by?

EpiServer I
Drupal I

Sitecore
0
WordPress +6/: on 2016
Telerik
Sitefinity ‘Other’ responses include:

Adobe Experience Manager
SharePoint

Umbraco
Open Text
Liferay Expression Engine
ZoomCMS

SquareSpace

TYPO3
Smarthouse

Redtail
Webflow
Custom built

No CMS

Don't know 27%
Other (please 197
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specify)
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Which marketing automation platform are you
currently using?

Marketo .
PardOt -

HubSpot

‘Other’ responses include:
Exacttarget

Salesforce Marketing Cloud
eCampaign
ClickDimensions

Eloqua .

IBM Silverpop

Sharpspring

Infusionsoft I Constant Contact

marketing -10%0n 2016 514
o Speciy 17%

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

Communigato
WorkFront
Dotmailer

Which CRM are you currently using?

‘Other’ responses include:

0,
Salesforce
ll'll'[' Saleslogix
RedTail
NetSuite Vantage
Autopilot
90% 100% HubSpot
Microsoft Zoho
Pynamics Prosperworks
Pivotal
Not using a CRM Infusionsoft
ACT!
Custom built

Other (please
specify)
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Which system do you use for marketing emails?

Marketing
Automation...

CRM (e.q.
Salesforce)

Campaign
Monitor ‘Other’ responses include:
iContact
MailChimp eConnect
Communigator
Constant StoneShot
Contact .
Inxmail
. Dotmailer
We just use
Outlook Getresponse
Custom built

. Nﬂ
(==]
S E

O eci 267,

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

Do you have dedicated technology to deal with
regulation? (e.g. recording software)
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What do you think will be most disruptive to the asset
management industry in coming years

Blockchain 15%

‘Other’ responses include:

FinTech ETFs
startups Index Funds
Security
“Competition from existing tech
Regulation firms - Amazon, Google etc”
Roboadvisors

Passive investing

Politics
Other (please
specify)

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

WordPress continues to grow as the world’s most popular CMS and the
adoption is growing even in financial services, where WordPress was
traditionally avoided due to security concerns.

A surprising 51% are still not harnessing marketing automation although
many asset managers are using a wide array of marketing technology. In
the CRM arena Salesforce continues to dominate with 44% saying they
useit.

One of our most interesting takeaways from this survey is the question
around disruption, with 48% saying they think regulation will be the most
disruptive, above FinTech startups and Blockchain.



WEBSITE

Did you outsource the building and/or design of your
current website?
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What was the main reason you decided not to
outsource the building of your website?

Time management I

Budget

Trust .

Other (please
specify)
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When was your current website designed?
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Are you happy with your current website?
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No
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Which of these factors of your website’s design are
most important? (3 choices)
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Capability to
update
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Who hosts your sites?

Don't know
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Are your sites using HTTPS?

+{tmand

No

Combination

Don't know
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Who does your website content updates and changes?
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Don't knowI
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WEBSITE

What are your top operational or security concerns?
(up to 2)

Denial of
Service (DoS)
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Page speed '8% on 2016

Stale data +1% on 2016

Server down
time
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Which analytics do you use for your website? (can
choose multiple)

Google )
Analytics
Adobe
Analytics Cloud

Kissmetrics

Chartbeat

Other (please
specify)
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Outsourcing website design and/or build continues to grow with 71%, a
9% increase on last year. There was a slight (+3%) increase in in-house
talent as the reason cited for not outsourcing. Many asset managers
will have chosen to recruit skilled candidates and build digital teams
internally which can have many benefits.

Ease of navigation is another winner in terms of website design factors on
71%. With data-heavy websites containing multiple areas of investment,
there’s no escaping usability - people just want to find information quickly
as possible.

There's a decrease on those stating they host their websites internally
with 53% say they use external providers. This figure still seems low, but
financial services are still slower to adopt public/private cloud hosting.

62% state they do their website updates internally, with an increase for
those saying they use a combination of external and internal. We think it’s
a common trend for companies to have websites created externally, that
are designed for internal teams to make easy updates - but still rely on
vendors/agencies to make bigger/more complex updates.



FUND DATA

Does your website contain fund data?
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No 1y8 +67% on 2016

Don't know
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Is your fund data dynamic (changes daily)?
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“ +5% on 2016

Don't know
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How is your fund data updated
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Don't know
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Who manages your site’s fund data?

External
vendors

-1%on 2016

Combination

Don't know I
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Fund data is one of the key
components of an investment
manager’s website, with 56%
saying there site contains some.

67% say they have an automated
solution for updating this data,
with 25% doing this manually.

69% have dynamic data and 55%
say they’re managing that data
internally.

The days of fund data being
managed in Excel spreadsheets
are decreasing but certainly
not over, at least from what we
experience at Kurtosys.

Data being fed into websites
via APls is becoming more
widespread, with less manual
intervention and room for
human error.



DISTRIBUTION CHANNELS

How do you currently distribute fund literature to
investors? (can choose multiple)
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n/a .
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If you use email to distribute fund literature...

We use Outlook +3% on 2016
il

Third party
software
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How do you display your fund literature on your
website?

anually 2154 +57% on 2016

Using third
party software
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How do you manage entitlements for document
distribution?
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Do you track document downloads?

Yes

No

0%

10%

20%

33%

30%

40%

50%

60%

70%

80%

90%

100%

Fund literature distribution has often been an operational issue for many
in marketing and client servicing positions.

Although 75% state they are distributing docs via email. 32% of those are
using Outlook (with 49% using third party software).

A surprising 38% are still printing and posting investment literature.

36% are uploading these documents manually to their websites with 29%
using their website CMS.

Naturally there is a tipping point with the volume and frequency of
documents before a dedicated solution is required.

25% said they are managing the entitlements - who receives what
documents - using third party software.

Entitlement management is one of the biggest operational problems
we've encountered when speaking to asset managers.

A surprising 67% say they are tracking document downloads, something
we find many companies have issues with.



CONTENT

Do you have a company blog?

Mot
- I - -
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What is your number one objective for your content?

Service/educate

existing customers 3170 0% On 2016

Brand awareness _
O usiness +1% 0on 2016

Drive
recruitment

Industry news
source

n/a I
Other (please
specify)
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How often do you generate new content?

More than once
a week

yiiy4 -57 on 2016

/Ly +17% on 2016

Weekly

Every two weeks

Monthly /74y +3%on 2016

Less than once
amonth

n/a
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Do you share your content on social media platforms?
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n/a
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Are you using predictive analytics to display more Publishing regular content on a website is a key ingredient for healthy
relevant content to your readers? SEOQ reasons. Many investment websites publish news or ‘insights’ rather

than ‘blog’ articles, but if it's good quality, original content then Google
is happy. Another trend we've seen in recent years is asset managers

Yes 217 creating separate content hubs away from their investment websites -
partly for practical development reasons and maybe some compliance/
regulatory reasons also.

No 7%
Our survey results produced an almost even split of 48% stating they had
a company blog, with 52% saying they didn’t. No real change on 2016!
Don't know
34% say they create content to generate new business with 31% saying
0% 10%  20%  30%  40%  50%  60%  70%  80%  90% 100% they do it to service existing customers. 28% say they create content

more than once a week.

Only 21% state they are using predictive analytics, which is perhaps
beyond many smaller to medium sized asset managers who do not posses
enough content to justify this technology yet.



PLANS & INVESTMENT

Are you planning to invest more or less on MarTech/
Cloud systems?

Same +6Z On 2016
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Are you planning to invest more or less on security
issues?
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Same -4% on 2016
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Are you planning to invest more or less on CRM
systems?

-10% on 2016

Same +7% on 2016
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Are you planning to invest more or less on content
marketing?
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37% are planning to spend more on MarTech/Cloud systems - such as
marketing automation platforms - a slight decrease (-8%) since 2016.

49% are planning to spend the same or more on security issues. With
more organised and frequent threats to websites and client data we
expected this figure to be a little higher.

43% are planning to invest more in their CRM systems. With platforms
such as Salesforce becoming the lynch pin of many sales and marketing
ecosystems, more efficiency and productivity can be achieved with
software and APIs that integrate with their CRMs and client data.

And finally, 65% are planning to spend more on content marketing, which
is their number one channel for generating traffic and new business.



ABOUT KURTOSYS

Kurtosys provides an industry class digital experience platform for financial services
companies.

Since 2002, our team of FinTech experts have been using digital technology to
transform how your financial data is presented, distributed and consumed by your
investors.

By using our proprietary set of APIs shaped specifically for the financial services
industry and designed to manage customers and market data, the Kurtosys platform
helps deliver a broad range of fund marketing and investor servicing solutions
including investment management websites, fund data tools, digital factsheets, secure
investor portals and document libraries.

Our robust infrastructure and platform technology are underpinned by our global
ISO-27001 certification in information security management; and our design services
are dedicated to re-imagining the digital user experience for your investors.

Headquartered in New York, Kurtosys also has offices in London, Cape Town, Reno
and Raleigh (USA). Our presence spans three continents and our customers include
some of the world’s largest asset managers.

We believe that investors expect the best in their digital experiences - will you join us
on ajourney of digital transformation?

USA UK

134 Fifth Avenue, 77 Kingsway,

3rd Floor, London,

New York NY 10011 WC2B 6SR

Tel: +1 (646) 380-3877 Tel: +44 (0)800 029 1410

KURTHDSYS

your investors matter
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