
CLIENT-CENTRICITY 2.0 IN CAPITAL MARKETS

Singletrack Sell Side Report

INTRODUCTION

• Singletrack, the leading provider of CRM, research management and workflow tools for 

capital markets firms, is pleased to present the results of its 2020 Capital Markets study, 

covering the strategic priorities and technology trends within investment banking and the 

independent research sector

• The focus areas of our research were customer relationship management, research 

authoring, distribution and corporate & analyst access

• The following report compiles findings from 20 semi-structured interviews of executives at 

leading mid-tier investment banks and large independent research providers (IRPs), 

conducted by AcquiredKnowledge, an independent strategy consulting and advisory firm 

within the financial services industry
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• For this study, we spoke with 20 firms – 

11 mid-tier investment banks and 9 

independent research providers

SURVEY RESPONDENTS

• Our interviewees covered general 

management, sales, operations, 

technology and research roles

• Geographically, this represented 11 

North American firms, 5 European and 4 

UK headquartered firms

Copyright © 2020 Singletrack 

• Smart-servicing and alternative data were the key 

strategic priorities for firms within the study, 

heralding a new approach to client-centricity. 

Investment banks focused on smart servicing, as 

represented by improved tailoring and 

personalisation of service offerings, tying service 

levels to commercial value and timely actionable 

insights in order to identify cancellation risks and 

score new opportunities and leads, while IRPs 

reported digital distribution, personalisation and 

cancellation risk analytics as key priorities

• From a technology perspective, cloud migration, 

integrating alternative data, process automation, 

building out internal data & analytics 

capture/reporting and improving digital delivery 

were the key focus areas, whilst supporting on-

line analyst meetings and broader on-line events 

is becoming BAU

• From a data perspective, better support for 

retaining and acquiring new customers through 

servicing insights and analytics was the most 

commonly reported strategic priority cited across 

the study 

• While firms generally reported good remote 

working and communications solutions, as 

remote working was expected to persist longer-

term, firms were starting to see and identify ways 

to address challenges around talent 

management, creative thinking and innovation

• Interactions capture and scrubbing, systems 

implementations and reporting & insights were 

the most common pain-points reported by 

interviewees. Investment banks also reported 

data fragmentation and lack of a 360 view of 

customers as a key business impediment 

• Implementing data-driven cultures across the 

business was highlighted as key to success – this 

required better data capture, process automation, 

analytics & KPIs and data visualisation & 

reporting

The key findings of our research are:

EXECUTIVE SUMMARY

smart- 
servicing

alternative 
data

creative thinking

cloud 
migration

better insights

improved 
data capture
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In discussion over strategic priorities, our respondents were highly focused on ensuring that they serviced their 

clients appropriately, commensurate with their contract value, and as efficiently as possible. Specifically, better 

support for retaining and acquiring new customers through servicing insights and analytics was the most commonly 

reported strategic priority cited across the study. 

Strategic Priorities

Smart servicing

Alternative data

Digital delivery / 
personalisation

Expanding research
coverage

Remote working

Content reuse

13

11

8

4

1

1

Technology Priorities Relating to Business Strategy

Data science
capabilities

Data analytics

Process automation

Cloud migration

Digital delivery

HTML migration

9

7

7

6

4

2

•  In particular, the concept of smart-servicing was a 

key priority for 70% of interviewees – irrespective 

of their role. Smart-servicing encompasses 

improved tailoring and personalisation of service 

offerings and also tying service levels to 

commercial value and timely actionable insights to 

identify cancellation risks and score new 

opportunities and leads

• The integration of alt data across research 

production and developing new product offerings 

to address investment manager demand, were key 

focus areas for firms, all of whom had hired 

dedicated data science professionals and were 

actively exploring or integrating data into the 

research workflow

We are looking for solutions 
that take all of the data that is 

produced from business activities and 
turning this into actionable insights. We need 
better reports and dashboards, both to help 

support customers better, but also to 
support data-driven decisions.

With remote working [here to 
stay], we need effective ways to be 

more data-driven to manage our talent 
and service our customers. This requires 
better data, processes and reporting tools 

that can be used without significant 
technology know-how.
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• From a technical perspective, better data & 

analytics across the business, transcending 

systems boundaries and implementing process 

automation solutions were also key focus areas as 

businesses looked to improve integration and 

efficiencies across the value chain

• While the vast majority of firms were distributing 

research via HTML (with only a handful 

distributing PDFs exclusively), improved 

personalisation and better digital delivery was a 

key strategic priority for interviewees, with a focus 

on improved preference management, alerting and 

interactive tools to better integrate research into 

their workflow
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CHALLENGES

It is clear that interactions capture and scrubbing is still a huge challenge for market participants. It is viewed as a 

necessary but administratively burdensome overhead and firms are looking for ways to reduce and streamline 

processes.
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Data represents the greatest 
opportunity for us to get closer to 

clients and deliver greater value. We are 
exploring ways to expand how we use 

alternative data in research provision as 
well as deliver more actionable 

insights digitally.

• Data & analytics and operational workflow 

related challenges were commonly 

reported across interviewee firms

Specifically:

• In particular, challenges with capturing 

and validating interactions and leveraging 

data analytics to deliver actionable 

reporting and insights to support business 

decisions were highlighted as key pain-

points impeding business strategy 

• The majority of firms reported the need for 

dedicated headcount and manual periodic 

processes to scrub and validate 

interactions for research valuations 

processes – primarily due to systems and 

operational shortcomings 

• 50% of firms reported both technical and 

operational issues impeded developing 

effective reporting and analytics to support 

business decisions. These issues arose 

from a lack of flexibility of systems to 

support bespoke and on-demand reporting, 

minimal data visualisation capabilities and 

dashboard availability and the inability to 

connect disparate data from across 

different areas and systems 

Interactions capture /
scrubbing

Systems
implementation

Reporting & 
actionable insights

Data fragmentation / 
360 customer view

Ease of use

Remote working /
cloud

13

10

7

3

2

Cost 1

10
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• Research distribution via third party platforms 

was a common concern, particularly in the 

context of differentiation (standing out), 

capturing usage insights and managing and 

developing deep customer relationships 

(particularly in the context of distributing high 

value models via third parties)

• Firms generally reported effective remote 

working and communications solutions (for 

example, for customer webinars), for 

operations and product delivery. However, as 

remote working was expected to persist 

longer-term, firms were also starting to see 

and identify ways to address challenges 

around talent management and innovationOur customer data comes from 
multiple sources into different systems 

- unification is very hard and sometimes we 
miss interactions that are chargeable (e.g. 
attending conferences) – this is both time 

consuming to identify and address, as 
well as revenue risk.

Usability is the biggest issue for 
us in terms of systems implementation. If 

we cannot get high quality data into systems, we 
cannot get any insights out. Unless this is seamless 
and efficient, we either end up having to redirect the 
focus of our people away from writing research or 

supporting customers, or at worst do not have 
the data insights we need to track the 

business.
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When considering software purchases to 

resolve some of the strategic and operational 

challenges that they face, our respondents 

considered a full feature set to be most 

important, followed by ease of implementation 

and the ability to work cross functionally, so as 

to pull together vital data in a single location: 

PURCHASING CRITERIA

• Functionality and ease of implementation 

were the key purchasing criteria for firms 

looking to introduce new technology 

solutions

• Many firms reported that the size of 

implementation and ongoing costs were 

key issues they had experienced previously 

– both in terms of the lack of awareness of 

additional costs and expertise to configure 

systems after purchase, as well as the 

need for additional resourcing to support 

management and configuration of systems 

on an ongoing basis

• While investment banks were less likely to 

look for one-stop solutions compared to 

IRPs, the need for solutions to benefit 

multiple verticals (i.e. capital markets, 

sales & trading and research) was often a 

key purchasing criteria

• The gathering of data from multiple 

sources in a single venue was viewed as 

strategically significant for future growth

• The implementation criterion reflected 

both the complexity of removing and 

replacing existing systems within an 

ecosystem, as well as lack of in-house 

technology expertise and experience for 

deploying solutions

• The majority of firms were also keen to 

ensure from a practical and operational 

perspective, technology vendors had an 

effective, quick and non-evasive path to 

implementation – often reflecting 

disillusionment with functionally rich 

solutions, which did not have clear 

implementation plans

• From a functional perspective, firms were 

keen to identify and adopt solutions that 

met specific strategic needs, such as data 

integration and custom reporting & 

analytics, or automated interactions 

capture

Feature set

Ease of implementation

Cross-functional solution 
(across IB, research, trading)

Ease of use

Solution-driven

Reporting & actionable insights

12

7

3

1

1

Local presence 1

7

Cost 1

We are looking for technology 
solutions that both embed workflow that is 

specific to our need, but also do not require a 
significant in-house technology capability to 

implement or service. We recognise there will 
be a need to customise for us, but the 

system should be fit for purpose.

We have limited appetite 
for large scale systems 

implementation due to their 
complexity and the level of 

disruption.
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Singletrack is the leading provider of sales enablement, CRM, research distribution and workflow tools for 

the global investment community. It enables banks, brokers and IRPs to stand out and to prosper in 

today's demanding environment.

About Singletrack

Singletrack has capital markets workflows built in, automating resource-hungry manual tasks, managing 

by exception and uniting data from disparate systems to provide you with a 360 view of your business so 

you can see - immediately - opportunities and potential issues 'and longer term, the big picture data you 

need for strategic planning.
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Structural, regulatory and competitive shifts 

(MiFID, Active to Passive, pressure on costs and 

fees etc.) continue to drive changes within the 

financial services industry. These changes 

continue to apply pressure on firms to improve in 

three key areas: customer service, product 

offering and operational efficiency, all focused on 

a technology-led better customer experience: 

client-centricity 2.0.  In terms of customer 

service, firms need to be able to get closer to 

their clients through smart servicing, proper 

deployment of a powerful Capital Markets specific 

CRM with lead scoring capabilities etc. Product 

offerings must be subject to continual innovation 

in areas such as digital delivery, the use of alt 

data and preference management. Operational 

efficiency has to be addressed through workflow 

analysis, automation and exception management. 

To do this, firms must have a clear understanding 

of their strategic priorities, the ability to select 

and integrate technology solutions to support 

business objectives without disrupting operations, 

and which have access to the requisite actionable 

insights and data to track progress.

Our research shows that active technology 

management both accelerates the shifts and also 

underpins the growth strategy so as to address 

and take advantage of emerging opportunities. It 

enables firms to take a data-driven approach to 

managing their business with the use of tools 

such as dashboards and KPIs. 

Firms with a clear understanding of their 

customers’ needs and behaviour, a full picture of 

activity across their businesses and a platform to 

innovate products with better personalisation and 

user experiences, are emerging as the new 

winners. Firms with the right strategy, but the 

wrong technology are likely to be on the wrong 

side of history.

Our approach to managing our 
clients lacks a systematic approach 

right now. We are looking at ways we can be 
more data driven in understanding how our 
clients want to be serviced, how we allocate 
resources based on customer value and how 

we identify risks and opportunities faster. 
This is our biggest focus right now and 

critical to our growth as a firm.
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CONCLUSION
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