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Understand the underlying reasons behind individual investors’ low level of acceptance of online brokerage

 Identify transferable best practices from leading international markets in the digital brokerage industry

Explore potential strategic partnership opportunities with other leading digital services companies

 Introduce the guidelines for implementing the proposed strategy

Challenges

SucorInvest offers asset management, trading, and 
investment banking services to institutional and retail 
customers. Sucorinvest wants to promote new sources 
of client growth in the digital channel.

Issue

Provide SucorInvest with an overall strategy to increase 

the adoption of digital brokerage given the 

characteristics of the Indonesian market.

Objective

1) A digital offering is necessary to compete, designed according to the mass market customer needs…

Findings and Recommendations

2) … and SucorInvest lacks of an integrated approach and only partially meets customers’ needs

3) Recommendation: implement an integrated approach to the digital channel

Saver Investor Trader

Savings & 
Planning

Stocks
Mutual 
Funds

Adv. Trading 
Tool

Very simple tool to plan and invest to 

achieve savings goals

Simple one-stop-shop for investing (Stocks, 

MFs..) and tracking of the investment portfolio

Specialized trading platform with 

advanced market data and features

Savings & Planning Tool Adv. Trading Tool (SPOT 2)One-Stop-Shop Tool

Web Mobile Web Mobile Desktop Mobile

I Online Brokerage Product Strategy with 3 Tools

Ads/ 

Marketing 

Campaigns

Strategic 

Partnerships

Direct Sales

Branches & 

Galleries

Saver

Investor

Trader

25-50y, urban area, searches term 

deposit products

25-40y, urban area college educated, 

searches investment products

25-35y, urban area, college educated, 

likes market news and broker pages

Targeting

Fee credit given if friend joins 

and does a minimum of trades

• Negotiate special offers 

with HR department

• Get support for 

organizing events

• “Round-up” every 

payment in Tokopedia

• Have the “round-up” 

amount credited 

automatically to the 

Sucor account

• Amount gets invested in 

chosen Saver portfolio

$$
Lunch Presentation One-Day 

Pop-Up Event
Direct Sign-Up

• “Lounge” area invites 

customers to try the tools

• In-store assistant will answer 

inquiries or help with sign-up

II Marketing Strategy per Channel for MA Segment

High Net 

Worth

Mass 

Affluent

OnlinePhone
In Person / 

Branch

• Support from 

dedicated 

account manager

• Support from 

general front 

office staff in 

branches

• Direct access to 

account manager 

via phone

• Access to 

Sucorinvest

general service 

lines

• Online support 

tools used as a 

complement to 

direct interaction

• Online help 

webpage as the 

primary channel 

for support

$$$

$
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Main Customer Service Channel for the Account Value Level

III Customer Service Model for MA Segment

Customer 
Service

Customer 
Acquisition

Customer 
Development

• Targeted ads 

campaigns 

• Offline events

• Partnerships 

• Referrals program

• Produce 

educational 

materials

• Run campaigns to 

increase ARPU*

Mass Affluent 
Segment Manager

Responsi-

bilities

Mission • Ensure customer  

satisfaction

• Increase 

customer base

• Cross-sell other 

tools and 

securities

• Net Promoter 

Score

• Commission fees 

growth in existing 

customer base

Performance 

indicator

• Manage customer 

service line

• Report customer 

needs to the 

organization 

• New accounts 

value

IV Internal Org for MA Segment
Management

Integrated
Strategy for
Online Growth
in Mass
Affluent
Segment

High Net Worth Mass Affluent

Online Product Offering

HNW Marketing & Sales MA Marketing & Sales

HNW Customer Service MA Customer Service

HNW Internal Organization 
and Capabilities

MA Internal Organization and 
Capabilities

Existent capabilities of SucorInvest New capabilities in the 
recommendation

I

II

III

IV

Functiona

lity

Displays

Products

Highly

specialized

Fund

supermarket

style

Web

Mobile

Desktop

Stocks
Mutual 

Funds

MODOIT2

Mobile
Two different
tools, misaligned
and without an
integrated
rationale…

Not what the customer
is looking for: a purely
digital alternative, with
the greatest convenience
and all the options integrated

The mass affluent segment is 
growing at a 20% rate annually in 
terms of account openings and it 
is expected to triple its size in five 
years, reaching an estimated 
110M USD market value 

The channel to cater these 
potential customers is through a 
digital service: a purely online 
relationship designed for the 
mass affluent consumer


