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ABOUT US

CoreData Research is a global specialist financial
services research and strategy consultancy,
founded in 2002 and headquartered in Australia,
with operations in Sydney, Perth, London, Boston
and Manila.

It provides clients with bespoke and syndicated
research services through a variety of data
collection strategies and methodologies, along
with consulting and research, database hosting
and outsourcing services.

CoreData provides both business-to-business and
business to-consumer research, while the group’s
offering includes market intelligence, guidance on
strategic positioning, methods for developing
new business, advice on operational marketing
and other consulting services.

GLOBAL PRESENCE, LOCAL FOCUS
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THE COREDATA GROUP

ATHENA
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Today

The 20 Year View

Trust At The Centre Of The Relationship
Technology And Intimacy

Brand New Every Seven Years



Part 1: The 20 Year View

Playing With Time Dilation
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Reverse Time Dilation
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Reverse Time Dilation

2570 BC 1969 AD




Looking Forward — Three Things Only

Choosing How We Die The Hydrogen Solar Partnership The Rise Of Homo Silica
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Part 2: Trust At The Centre Of The Relationship

Political Uncertainty, Post Truth Media, Economic Uncertainty, Geopolitical Shocks
How Trust Works In A Fragile World
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Trust Is Under Pressure And It Seems Not Relevant
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The Why Of Trust Is Ancient

Avustralopithecus Homo habilis  Homo erectus Homeo sapiens Homo sapiens
robustus neanderthalensis sapiens
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The Why Of Trust — Is Biological
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The Neurobiology of Trust
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Trust In Planners As Whole Remains Average

Given how you define trust, please rate your trust in the following professions or occupations (as individuals) on a scale

from 0 to 10, where 0 indicates no trust at all and 10 indicates complete trust.

Paramedics

Nurses

Pharmacists
Doctors (Specialists)
Doctors (General practitioners)
Teachers

Engineers

Police

Psychologists
Accountants
Actuaries

Lawyers

Superannuation fund executives (industry funds)
Superannuation fund executives (retail funds)
Bank executives

Politicians (State/Territory)
Real estate agents
Insurance company executives

Average trust score (0-10)

COREDATA | 14



Trust In Financial Planning

Financial expertise

Competence \

/ Rational Engagement
Product performance trust effectiveness
Benevolence

Satisfaction with

Integrity
previous engagement

Emotional Anticipation of

trust future engagement
Similarity-common

value and interests

Predictability
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How Advisers Rate On The Key Measures Of Trust

How do you rate your financial adviser in terms of demonstrating the following?

Competency 29% 42% 24% 4%
Consistency 24% 38% 5%
N
)
N Authenticity 23% 35%
g
Benevolence 17% 32%
Closeness 17% 33%
Competency 31% 35%
Consistency 31% 31%
N Authenticity 30% 29%
(5
(o)
O Benevolence 22% 30% 29% 15% 4%
Closeness 23% 26% 28% 20% 3%

Almost all the time Most of the time Sometimes Not at all
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Part 3: Technology Has Solved Intimacy —
Everywhere But Financial Services

The signs of Increased intimacy and client understanding are everywhere
How this effects financial services in the next 20 years will be profound
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Technology And Intimacy

40% 39% Online
35%
Through friends 33%
30%
27% Bar/restaurant
25%

-Bar/restaurant 19%

20% At work 19% 20% Through friends
School/college 19%

15% Through family 15%

11% At work
10% _ o 9% School/college
o 7% Through family
Online 2%
0%
1995 2017
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Where Technology Is Working
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611 GPT3 Start Ups

“Simplified (@ Peppertypeal ) Omneky & CONTENDA

MARKETING Al ASSISTANTS
Andi
copy.ai  (C) Jasper [ wamenic  Ponzu 7 frase
Quickchat
#4 copysmith ‘]ma'y - Moonbeam 7 Berthaad
anymord  ® Hypatenuse Al B ciickatie \ lettardrop T

B LAVENDER

O

IMALE QERERATION

Smarturiter.al
KNOWLEDGE GENERAL WRITING B ren
L 44 Rytr . werdione (B Subtxt o outplay
i LEX T f} LAIKA YReach
ot & Novelal WHTER @ composeal © regleai
You

THERSZIDEAL G Creatent

CODE GEMERATION TEXT TO saL

(D iel i e O Openart & GitHub Coplot
# cralyon (@ ruavsrouno @replit Ghostrie A1 2}
s R Fcktinns & tabrine 24 seek
> ROSEEUDAI ¥ ruTABLERI
- alpaca
lexica
g e Myx « gallery
KREA
WOICE SYNTHESES
CONSUMER/SCCIAL WERLA/ADVERTLS ING RESEMBLE. A 7 breadn
sALT % WELLSAID “*coqui
[Gic] ko iy ™E = i e
& ¥ CULTURE £ descript v
O Fliki istnr
REPLICA SRR VOICEMOD
oesten
0 Diagram vizard
vizCoMen Aragon
° po'y !nlﬁ: 3D MODELS/SCENES
IINTERIOR CALA Q) mirags Mcsm

_ e e

SuBPRT
(EHAT/EMATL)

@ Cohere

oTHER

T Character.Al

« DUNGESN
K=YS

WEB ARF BUILDERS

5 Debuild
= Enzyme

<2 durable

BOLTING/GENEHAT I0N
B runway
OFliki
Dilbverse

Opus

PERSONAL TZED
VIDEDS
A tavus
{raynthesia
Flour Une.
*'- Rephrasear
Colossyan @
A% Movic

DOCUMENTATION

£ Mintiify
Stenography

OTHER

AL CHARACTERS/AVATARS
12 charactenal
inworld
e mine

OASIS

A » (5 Encel
e boomy i Hamonal  S@NIFY
GAMING oA
4 DUNGESN Adept
@ maya

BIOLOGY /CHEMISTRY

Cradie

VERTICAL APPS
Harvey

N’

CORE|DATA

research

USS10 Billion

USS5.5 Billion

USS2.5 Billion

USS1.5 Million

CORE DATA | 20



Is This Important To Advisers?

529 92%

49%

Adviser
technology

48%

48%

46%

45%
|I|| |
Compliance Technical
support services

35%

Practice
Development
Managers (PDMs) /
Business
Consultants (BCs)

31932%

Product
independence/
choice

31%30%

Research

E@Micro @Small

27%

Business
planning

@ Medium

33%

Education and
training

W Large
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Has Technology Lightened The Load

Approximately how much more are you paying now compared to 1 year ago?

$38,922

: I

Average

$18,039

$10,765

Micro Small Medium* Large*
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What Do The Consumers Want?

THE POPULATION

OF THE

16,829,241

AUSTRALIANS*
18-70 ...

BROAD maREr.

66%
11,107,299

Australians 18-70yo

INVEST...

INVESTING |
N
SETS FLECT. TRaDED

74% of Pop ageq 18-45

\

89%
9,885,496

Australians 18-70yo invest

IN ELECTRONICALLY
TRADED ASSETS...

B s |
1 1% 1,22 1, 803 investing

in ONLY CASH & PHYSICAL ASSETS

THE MARKET

73%
7,216,412

Australians 18-70yo invest in
electronically traded assets

ONLINE ...

65%
4,690,668

Australians 18-45yoinvest in
electronically traded assets online

USING AN APP...

 CORE TaRgr
ELECT. TRADED
USING Apps

49% of Pop aged 18-45

OPPORTUNI

TY
INVESTING 1y SEGMENT 1.

" 2,525,744

35%

AN APP

INVEST ONLINE
but NOT USING g

TNOT UsinNG A

27% 2,669,084 investingin

electronically . traded assets BUT NOT
INVESTING ONLINE

T

OPPORTUN|

TY
INVESTING 1y ELESEGMENT Z

34%
5,721,942

Australians 18-70yo

DO NOT INVEST...

49% considering
INVESTING

2,803,752 innexts
YRS

51% 2,918,190

have NO INTENTION to invest

plan on INVESTING IN
ELECTRONICALLY
TRADED ASSETS

66%
1,850,476
34% 953,276 property or undecided

ASSETS NOT o1

16% of Pop ageqd 18-45

ELECT. TRAD
NE £o

% of pop aged 18.45

NVESTING |y
SSETS ONLINE

PPS

CT. TRADED
NE
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What Do The Consumers Want?
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Part 4: The Details Of Delivery

Make Its Easy, Do It Now, Make Me Money
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The Myth Of Loyalty And The Pain Of Change




The Business Aren’t Equal

AdviceTech practice segments
100 I

@
e
Q
o
w
£
@
-

AdviceTech Laggards

Source: Netwealth 2020 AdviceTech Research Report

AdviceTech Stars

AdviceTech Moderate Performers

Success score

25

Tech score

=]
—

75 100

AdviceTech Conservatives
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Trust Is Under Pressure

How would you describe your business’ attitude towards making investment
decisions in technology?

® AdviceTech Stars @ Overall

39.3% @ Weare atech
conservative (and will

31.1% @@ deploy proven technology
to deliver services as

42.2% @ We are atech = )

pragmatist (and will use

stable but not yet
38.3% (@ common technology to

develop a compatitive

advantage)

22 7% @) We are atech early
adopter (and will work
15.8% (@ with vendors/suppliers

5.0% .. 'We are a tech laggard

on leading edge tech to {and will only buy
fundamentally reshape 4.4% ... commaodity technology
the business) to cut costs)

e e—
Eastv Markai Mass Market COREDATA | 28



What Do The Users Actually Look Like?

® AdviceTech Stars @ Overall

Business success score

Technology Score

Average number of AdviceTech used

Improved efficiency last year due to tech

EBITDA/Profitability is greater than 25%

@

EBITDA growth was higher by 11%+, compared to last financial year

AL dB —p—LA1%

40.0%

—

More than 10 advice staff

TRRRY 40.0% 10.2%
More than 10 support staff

LU )

MY 511% 13.2%
Been in business for more than 15 years

54.8% 64.4%

o

Have a dedicated in-house
technology manager

Average % of revenue spent
on technology

8 511% e 97%

Revenue was $2m+ last financial year Revenue growth was higher by 25%+,

compared to last financial year
/3.3% -~ 1/.8%

Number of active
clients is greater
than 2000

o
20.0% miPim 44.4%

Avg. portfolio balance
of clients is greater
than $1M

28-"% N 8 O% e 19-1 A) P 11-9 0 i 56% 18.2%
. -
Have a technology roadmap for next 12 months Funds under management is greater than $500M Have their own AFSL
49.8% 68.9% 64.5% [ EEEA
: i A — — 2
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Not All Segments Are Equal

How many active clients does your business have?

AdviceTech Stars

AdviceTech Moderate Performers _ 6.1%

AdviceTech Underperformers 2.6%

AdviceTech Conservatives

4.2%  12.5%

AdviceTech Laggards

Up to 200 = i More than 1000

Sgurce: Netwealth 2020 AdviceTech Research Report
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Choosing And Changing Is Slow And Hard

What barriers exist in selecting and implementing technology in your business?

@ Leadership not understanding or being unwilling to

understand the value of technology

® AdviceTech Stars @ Overall

Firms not having the right people or
resources to support new technology

Don't have the time to understand and explore our options

Too many choices / don't know where to start

Takes too long to implement

Too expensive / Don't have the money to invest

I 15.6%

I'm not confident enough to make technology decision

I 20.0%

Technology is not supported by my licensee/dealer group
6.7%

Client base is not suitable

o

Poor buy in/support from leadership/senior management

e 0

Don't have the interest to understand and explore our options

I 7>

Don't see the value in newtechnology

B 24

35.6%

35.6%

53.3%

Mot sure how to implement it into my practice

33.3%
Limited access to specialised skills and resources

33.3%
Legacy systems are too hard to adopt/evolve

33.3%

Don't have the right resources or pecple in our business

I %

Privacy and security concerns

Don't have the processes in place in our business

I ' %
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Part 4: Brand New Every Seven Years

There Will be Three Big Waves In The Next 20 Years
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The Big Waves
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The Presence In The Pocket

- /

Difficult
Setting When
a Goal * Concordant
When
Specific

Energizes Behavior

Increases Effort,
Person Works Harder

Sustains Behavior

Increases Persistence,
Person Works Longer

Y

Directs Behavior

Increases Attention,
Person Works with Focus

Increases Planning,
Person Works Smarter

Enhanced
Performance

Locke et al 1996
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Who Is Winning And Why?

From the trading platforms you selected,
which one(s) do you currently use?

Commsec 27%

Raiz 9%

Nab Trade 9%

CMC Markets 7%

eToro 7%

%Yes

Top 5 answers

What are the best features about the trading platforms you currently use?

Competitive fees and charges 45%

Security 37%

Navigating through the app/website 37%

Easy signing up 35%

Minimum amount needed to trade 29%

% Yes

What are the worst features about the trading platforms you currently use?

No referral bonuses and rewards 17%

No fractional shares 13%

Minimum amount needed to trade 12%

Takes a long time signing up 12%

Lack of access to “mock” money to... 12%

% Yes

CORE DATA | 35



What Are The Issues With Who?

Gender Age Group Household income
$75k- $150k-
< g - g > < >
Female Male 29 30-39 40-49 50-59 60 <$75k $150k $250k 2$250k
Not much information to guide or help 38% 34% 34%
26% 27% 2%  25% 26% 29
. . 20%
Customer support is lacking
.
27% 23% 28%  jay 29%  28%
: ’ 17% 19% 16%
e - - . . . o
28% 28% o )
259 259 26% 27%
Confusing to navigate through the 22% 5% o ° 21% 139,
releete H e EnEEml °
30% )
26% 21% _ 25% zo % 22% 8% 22%

Top 5 answers only SO RELS



Part 4: Brand New Every Seven Years
Longevity And Evolution

Better Data, better client understanding and more intimacy will mean adaptable
Portfolios, adaptable services and more tailored outcomes. Will it be the fund manager, the adviser
Or the platform that rules this world
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Brand Familiarity and Usage

CommSec
eToro

Nab Trade
Vanguard
CommSec Pocket
Raiz

CMC Markets
Plus500

IG Trading
Selfwealth
Superhero
Stake
Sharesies
Tiger Trade
Saxo Markets
ThinkMarkets

MooMoo
None of the above

FAMILIARITY

I 58%
I 28%
I 28%
I 28%
I 21%
I 19%
I 17%
I 15%
I 15%
E—— 12%

m—— 12%

m 10%

9%

7%

N 6%

N 6%

Il 5%

 10%

CommSec
eToro

Nab Trade
Raiz
CommSec Pocket
Vanguard
Plus500

CMC Markets
IG Trading
Superhero
Stake
Sharesies
Selfwealth
Tiger Trade
MooMoo
ThinkMarkets
Saxo Markets

None of the above

CURRENT USAGE

. 2%
m 2%
m 1%
I 20%

n=752 (Overall)
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Platform Resource Usage to Make Investment Decisions

USAGE OF PLATFORM RESOURCES TO FREQUENCY OF PLATFORM SATISFACTION WITH CURRENT PLATFORM’S
MAKE INVESTING DECISIONS RESOURCE USAGE RESOURCES AVAILABLE

M Less frequently W Extremely
than yearly dissatisfied
W Yearly B Somewhat
dissatisfied
W Quarterly
W Neutral
H Monthly
m Yes mNo B Somewhat
= Weekly satisfied
Y Males are more likely (76%) than females B Extremel
N\ 7 (64%) to use the resources on their _ satisfied y
Q) platform, such as historical stock data m Daily
and recommendations, to make
decisions.

High income earners are also much more likely to
utilise these (80%) than lower income earners
(60%).
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Belief in Al Investment Tools

BELIEF IN Al RECOMMENDATIONS TO MAKE
SMARTER INVESTMENT DECISIONS

Overall EFA 38% 39% 10%
e \
i 29 years old & below 17% 50% 28% 6%
1 1
] 1
]
l\ 30 - 39 years old 22% A 25% 3%
______________________________________________________ 4
40 - 49 years old 18% 39% 36% 7%
50 -59 years old [EIA 42% 46% 4%
60 years old & above [pX/AWrLA 55% 22%
£
3 $75,000 or less [32 31% 48% 15%
C
©
E $75,001 to $150,000 [ETIA 44% 33% 9%
. )
kS i $150,001 or more 21% 41% 34% 4%
L D _'l

B Yes, much smarter M Yes, somewhat smarter

M It would be the same B Somewhat worse + Much worse

BELIEF IN Al RECOMMENDATIONS TO MAKE
FASTER INVESTMENT DECISIONS
Overall 38% 56% 6% !
|'29 years old & below 56% 41% 4%
]
i i
i 30 - 39 years old 54% 42% 3%
! :
\ 40-49years old 47% 50% 4%
50 - 59 years old 34% 63% 4%}
60 years old & above 15% 75% 11% ¢
(]
£ $75,000 or less 24% 67% 9% f
g ‘t ''''''''''''''''''''''''''''' N
21$75,001 to $150,000 44% 51% 5%
gt :
3! $150,001 or more 48% 49% 2% §
R N 7
B Al tools would help me make faster investment decisions
B Al tools would not change how fast | make investment decisions
B Al tools would mean | make slower investment decisions

n=752 (Overall)
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Appeal of Al Features

PERSONALISED STOCK RECOMMENDATIONS

Overall 25%

53%

29 years old & below

40 - 49 years old

50 - 59 years old

60 years old & above [A 51% 39%
Female 21% 54% 25%
5 5
1
I Male 28% 51% 21%
\_ ____________________________________ ’
()
£ $75,000 or less  [IFERD 56% 31%
(&)
C
o $75,001 to $150,000 26% 54% 20%
L 3
2 i $150,001 or more 39% 46% 15%
o
T ‘e ——————

Household income

Al TO HELP MAKE INVESTMENT DECISIONS

Overall 20% 47% 34%
e 5
129 years old & below
E\ 30 - 39 years old 34% | 54% 12%

4049 years old TS S 7
50 - 59 years old

60 years old & above JA4 31% 64%
Female

Male

$75,000 or less
$75,001 to $150,000 19% 52% 29%
:l $150,001 or more 35% i 45% |

21% |

n=752 (Overall)
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Likelihood to Switch to Al-Based System

s oS
/ A
B Extremely unlikely I ‘:
]
m Somewhat unlikely i i
1 1
m Neutral i i
B Somewhat likely i i
1 1
W Extremely likely 1 H
i i
: : - -
i ! { N
1 1 1 1
1 1 1 1
1 1 1 1
1 1 1 1
1 1 1 1
1 1 1 1
1 1 1 1
1 1 1 1
1 1 1 1
! ! : :
Overall | 29yearsold& 30-39years! 40-49years 50-59years 60 yearsold& $75,000 or less  $75,001 to :5150,001 or!
‘\ below old /’ old old above $150,000 i more |
N e e e e e e e e _r Mo R4
Household income

n=752 (Overall)
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20 Years In The Future
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20 Years In The Future

1. Significantly Greater Intimacy
2. Most Of The Work Has Been Removed
3. Al Models Next Most Likely AND Next Most Rewarded Action
4. Service Speed Is Outrageous
5. The Provider Can Be Anywhere — Geography Is Irrelevant —
1. Build Your Brand
2. Build Your Point Of Separation
3. Partner Where You Cant Compete
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