
I S S U E  2  . .  2 0 2 1

Back to 
business

Featuring 
■ The Seven Habits of Highly Effective Financial Technology Leaders 

■ Our biggest DEI Section to date! ■ The return of our most extensive Salary Survey ever!

The Financial
Technologist



0 2

Eventus embraces global expansion,
digital assets to fuel rapid growth 
Eric Einfalt  Eventus 

Resolving data trauma through optimisation
and innovation 
Philip Miller  Solidatus 

Growing a company in a Pandemic 
Alicia Ariffin  SteelEye

D I V E R S I T Y,  
E Q U I T Y  A N D  
I N C L U S I O N

An Encompass view of the last 18 months 
Wayne Johnson  Encompass

A new approach to Company Culture in the
crypto space 
Dagmara Aldridge  Zumo

Pursuing balance in a brave new world 
Dr. Leda Glyptis  10x Future Technologies 

Designing for women: the story of the female 
finance research series 
Dr Anette Broløs and Dr. Erin B. Taylor  EWPN

Outsourced sales deliver higher returns
for clients 
Jon Carp, Kenzy Goodwin, David Sayers  
and Carl Rogers  Finceler8 

Adaption in the face of uncertainty 
Liza Russell  iNBOTiQA

Vortexa and Covid-19: Navigating  
mental health awareness in the grip  
of a global pandemic 
Jessica Irvin  Vortexa

Taking a punt: using tactical action to
achieve your goals
Michelle Johnson  Fexco FX & Payments

Company growth during a pandemic
Nicola Breyer  OptioPay

DEI: Is it really that important? 
Dilyana Valcheva  Fnality International 

Progress despite the Pandemic 
Jeni Trice  Get with the Program 

SALARY GUIDE

About Harrington Starr

Contact Us 

46

48

50

53

55

56

58

60

62

63

64

66

68

70

72

75

87

89

0 3

Introduction by Toby Babb, CEO of the 
Harrington Starr Group

The seven habits of highly effective  
financial technology leaders
Colin Slight  Realization Group

Lessons learned over the last twelve months
James Done  Tail

Volopa - Turning the negatives of the  
past year into positives
Graham Smith  Volopa

The three principles of High-Growth FinTechs 
Carrie Osman  Cruxy & Co.

Fixed income automation- adoption not  
derailed by Covid
Steve Toland  TransFICC

The keys behind the growth of the company
James Maxfield  Ascendant Strategy

Productivity in Financial institutions: releasing 
value and the keys behind the growth of 
AccessFinTech over the past twelve months 
Roy Saadon  AccessFinTech

Virtual velocity: how Baymarkets
powered ahead despite a pandemic
Tore Klevenberg  Baymarkets

Why innovation doesn’t stop after 40 years 
Peer Joost  DIGITEC

Focus on people and manage what you measure 
- the keys to building a FinTech unicorn 
Waseem Daher  Pilot

Turning tough times into opportunity 
Anders Liu-Lindberg  BPI

Digital transformation and its cloud-based 
operation helped Euromoney TRADEDATA 
survive - and even thrive - under 2020’s
volatile market conditions 
Mark Woolfenden  Euromoney

The post pandemic market infrastructure
growth opportunity 
Hirander Misra  GMEX Group

Payments 2030: building the industry’s core
market infrastructure 
Alex Knight  Baton Systems

The pandemic push
Remonda Kirketerp-Møller  Muinmos ApS

Customer experience in retail banking:
it’s not just finance any more 
Andrew Lawson  Zendesk

Why aligning innovation and creativity with 
principles and purpose delivers rapid growth and 
the chance to build back better 
Chris Murphy  Ediphy 

FINBOURNE:Market conditions  
facilitating growth 
Thomas McHugh  FINBOURNE Technology 

04

08

16

17

18

21

22

24

25

27

28

30

32

34

36

38

40

42

44

Contents
The Financial Technologist | Issue 2 | 2021



G L O B A L  L E A D E R S  I N  F I N A N C I A L  S E R V I C E S  A N D  C O M M O D I T I E S  T E C H N O L O G Y  R E C R U I T M E N T

0 4 0 5

elcome to the Financial Technologist. In the 
second issue of 2021 we bring you a magazine 
packed with content from some of the fastest 
growing names in FinTech, an insight into the 
habits of outstanding FinTech leaders, our 
biggest ever DEI section and the 2021 salary 
survey presenting to you some fascinating data 
on where packages currently lie in the sector.
 
At the time of writing, we are just hours away 

Harrington Starr’s financial technology  
news, commentary, insight and features. 

Welcome to the 
Financial Technologist!

W
life never the same again and a strong lean  
to hybrid or fully remote working, particularly  
for developers.
 
So, will the City thrive again? Will we see a 
return to packed commuter trains and a 
thriving metropolis? How will the split of  
work from home and the office gel? Perhaps, 
just as was the case when everyone was  
sent home last year, we face a time with even 
more questions and even fewer answers …  
yet! What the last 18 months has taught us is  
that with every difficulty comes an  
opportunity. Behind every negative lies a 
positive. As we head back to business, the 
office or whatever the new normal looks like,  
we will see the best in the industry listen  
to their customers and find world class 
solutions. 
 
There lies the key ingredient of the pages that 
follow. This issue shines a light on the fast 
growth icons of FinTech. This year has seen 
companies double and triple revenue, 
headcount, investment, logos, and every bit of 
data that points in the right direction. We speak 
to some of those companies who have risen to 
the challenges the market threw and knocked 
them straight out of the park.

T O B Y  B A B B ,  C E O ,  
T H E  H A R R I N G T O N  S T A R R  G R O U P

from “freedom day” where the UK once again 
starts to unlock its doors.

Back to Business? It’s going to be interesting.
 
Firstly, it could be argued that the financial 
technology sector has never been busier. Right  
from March 2020, there have been market 
conditions that have favoured many. Despite 
lockdowns, work from home orders and market 
carnage in early 2020, we have seen an 
incredibly robust performance from many. 
Whilst companies are once again set to  
open their doors and welcome staff back, it  
has not been a case of batten down the 
hatches but instead, the ships have been 
sailing with real purpose.
 
Alongside that, despite easing of restrictions, it 
seems many are playing a cautious game with 
September a date that companies are set to 
see their staff return to a new office normal. 
That said, we also see many who have 
completely re-shaped their policies with office 

 These companies listened to their customers. 
They spent time looking at the issues that the 
market faced. They adapted, innovated, 
pivoted, or did all three and came out stronger. 
They invested in headcount, pulled in more 
investment and funding, attacked new 
territories and played offence. They looked at 
their employee value proposition and attracted 
the best talent. They communicated, thought 
about culture, and invested in their people. 
They committed to their strategy, invested in 
marketing and added value to their customers. 
 
The key ingredients shone through again and 
again, both in the leaders interviewed by The 
Realization Group in their blog series that 
follows this intro, but also in the many fast 
growth companies who share their thoughts 
and insights in the pages that followed. All of it 
is common sense but rarely is it executed as 
common practice. I have picked up so much in 
the pages that follow and trust that you enjoy 
the insight shared as much as I have.
 
Diversity, equity and inclusion also form an ever 
stronger part of the jigsaw of success for 
companies looking to grow, build and sustain 
great futures. This magazine also features a 
host of trailblazers in the space sharing what it 

“So, will the City thrive again? 
Will we see a return to packed 
commuter trains and a thriving 
metropolis? How will the split of 
work from home and the office gel?”
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better balance, perks, flexibility, training and 
career opportunities.
 
Our next magazine will focus on the best 
workplaces in the sector. Without question  
we will see strong, fair salaries as an important 
factor, but so too will be the culture, mission, 
values, perks and environment that is created. 
A great workplace is more than just cash in  
the bank and it has been good to see sense 
prevail in how companies have reacted to the 
talent arms race. The salary survey that follows 
looks at data collected from several thousand 
hiring companies and job seekers in the sector. 
There remains great money to be made for 
people entering the FinTech space but, equally 
as importantly, there are also some great 
companies who are truly standing out as 
exceptional workplaces. Those that get both 
parts right are heavily featured in our fast 

takes to create truly inclusive environments 
with a diversity of thought that allows 
companies to shine. I am incredibly proud of 
the work that Nadia Edwards-Dashti has done 
in this space and she continues to be a 
powerhouse, lighthouse and so much more to 
drive real change in the industry. 
 
As mentioned, the market has reacted 
incredibly well to the challenges thrown up by 
Covid-19 and one of the most fascinating and 
unexpected of those has been the incredible 
competition around hiring in the space. As the 
owner of a recruitment business, if I had been 
told in March 2020, as the team left the office 
to work from home, that none of our customers 
or candidates would be in offices again for the 
best part of 18 months, I would have had 
serious concerns over the viability of the 
business. What has happened has shocked me 

growth section.
 
So, as we pass the turn of the year and lurch 
towards 2022, we face another exciting period 
for the financial technology sector. Fast growth 
will be a feature, but sustainable growth even 
more important. I am confident that anybody 
reading the pages that follow will be able to 
take away a host of golden nuggets that will 
help their business or career thrive. If I can 
connect you to anyone who you thought was 
particularly interesting or whose story could 
help you in your career, this is what we love to 
do. Please reach out to me.
 
Thank you for reading and enjoy the issue.

and, in many ways, created a far more  
exciting future.
 
Financial technology companies have hired at 
levels well above pre-pandemic levels in a foot 
race for the best talent. In some instances, this 
has created a bidding war, in others, companies 
have looked at innovative ways to stand out as 
employers to compete for the best. What is 
perhaps surprising, is that we have not seen a 
wholesale change in the salaries being paid in 
the market.
 
In development, devops, data, security, change 
and transformation, infrastructure, support, 
testing and sales, we have seen outliers and 
companies who have attempted to outbid the 
competition by over-paying. Overwhelmingly, 
however, companies have held their ground, 
paying fair packages but also providing far Toby

T O B Y  B A B B ,  C E O ,  
T H E  H A R R I N G T O N  S T A R R  G R O U P

“A great workplace is more than 
just cash in the bank and it has 
been good to see sense prevail in 
how companies have reacted to 
the talent arms race.”
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Over the past year, 
the advent of the 
global pandemic 
has challenged us 
all to demonstrate 

our resilience, to call upon our 
unique strengths and to show 
leadership as we struggle to face 
up to the enormous upheaval in 
our personal and professional 
lives brought about by Covid-19. 
Entrepreneurs and innovators 
have been no exception to the 
rule but arguably these individuals 
have been better equipped to 
adapt to change, due to the 
inherent nature of what they do. 
 
In this article, we examine some 

of the common characteristics of 
leaders who have thrived through 
the pandemic, setting their teams 
up for lasting success in the 
new era. We speak to a group of 
financial technology pioneers 
about how they have survived 
and thrived in the Covid era. 
While they come from a variety 
of different businesses, financial 
technology leaders tend to share 
the following key traits:
 
1. They capitalise on market 
opportunity
2. They listen to customers and 
look to solve their problems
3. They look to add value 
throughout the customer journey

4. They reduce friction and 
create efficiency in complicated 
processes
5. They are masters of engaging 
teams and driving purpose
6. They are investing in growth 
and playing offence rather than 
defence
7. They are constantly innovating 
and challenging the norm

We talk to six leading 
entrepreneurs in the field: 
Jennifer Nayar (CEO, Vela 
Trading Systems), Leda Glyptis 
(Chief Client Officer, 10x Future 
Technologies), Remonda Z. 
Kirketerp-Møller (Founder & CEO, 
Muinmos), Liam Huxley (CEO & 

Founder, Cassini Systems), Philip 
Miller (Co-CEO & Co-Founder, 
Solidatus), and Thomas McHugh 
(CEO & Co-Founder at Finbourne 
Technology). We learn how they 
used these habits to face 2020’s 
challenges - and to find the new 
opportunities that lie ahead.

The Covid-19 pandemic has 
created challenges at all levels 
of society and the economy. The 
financial services community 
has faced a particular pressure, 
in continuing to perform and 
to support and underpin 
economic activity, whilst 
individual employees cope 
with the demands of working 
from home; including home-
schooling and caring for children, 
social isolation and uncertainty 

about the future. For financial 
institutions, the importance of all 
employees – not just sales and 
traders, but also middle and back 
office, technology and support 
staff, and legal and compliance 
teams – was vital in ensuring their 
smooth continued operation. 
And, often unrecognised and 
overlooked, behind the scenes 
these institutions and teams 
are supported and enabled by 
an array of financial technology 
providers. 

Financial technology now 
underpins all aspects of our 
financial ecosystem, front to 
back within organisations, and 

as a connector of the financial 
markets community. In many 
cases, the pandemic highlighted 
the importance of financial 
technology. Technology, of 
course, underpinned successful 
remote working and collaboration 
across a number of industries. For 
financial institutions, however, a 
key differentiator of resilience and 
success arose from the extent to 
which they had adopted best-
of-breed financial technology 
solutions; whether these were 
AI / ML based chatbots and 
other tools augmenting their 
sales and trading or compliance 
functions, cloud-based market 
data solutions, trading platforms 
and connectivity suites, or 
operational and process-driven 
automation solutions. For the 

general public as well, the 
availability of consumer-focussed 
financial technology in the form 
of mobile banking and payment 
apps, and other innovative 
financial products and services, 
eased the rapid transition during 
lockdown, towards a more digital 
and online-based economy. A 
common thread across financial 
technology firms is their constant 
pursuit of innovation and their 
desire to apply technology to 
the challenges, operational 
inefficiencies and barriers to 
market access and to optimal 
performance facing their 
customers - be they individual 
consumers or large institutions.

And these financial technology 
firms also have their own 
employees, who have been 
carrying on the development of 
products and services, sales to 
new customers and support for 
existing ones, all whilst dealing 
with the same challenges 
around home working and family 
commitments. Their leaders, 
pioneers and entrepreneurs with 
visionary aspirations, have had 
to motivate – and sometimes 
build – teams and share their 
visions, goals and company 
culture in a remote working 
environment. For many, it’s been 
an extremely challenging time, 
under circumstances they had 
previously never considered or 
planned for. However, the nature 
of financial technology firms has 
also given them advantages over 
other firms in the past year, some 
of which are readily apparent, 
others slightly more unexpected. 

Organisations are defined by 
their leadership. Leadership 
sets the culture, tone and values 
which then permeate down and 
through the wider organisation. 
The strongest organisations are 
those with leaders who actively 
define the culture and values 
that they want to espouse to both 
employees and clients and take 
steps to ensure that these are 
instilled across the organisation. 
These leaders also typically 
demonstrate the seven key traits 
we’ve identified. Whilst they 
don’t always consciously strive 
for these traits, they do become 
apparent when we look at the 
drivers behind their success. And 
many of these traits have served 
them well through the turmoil 
and uncertainty of the pandemic 
– although, for some, there have 
been unexpected changes in the 
extent to which they’ve utilised 
certain traits for success during 
this time! 

The seven habits 
of highly effective 
financial technology 
leaders

“Financial technology now 
underpins all aspects of our financial 
ecosystem, front to back within 
organisations, and as a connector of 
the financial markets community.”

Colin Slight  
Joint MD and Co-Founder 
The Realization Group
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Let’s now take a look at each  
of the seven traits, and the 
ways in which our interviewees 
have exhibited them – and 
been served by them – over  
the past year.

1. They capitalise on market 
opportunity
In more prosaic times, 
“capitalising on market 
opportunity” typically involves 
identifying a potential gap or 
opportunity to be filled in the 
market, and then taking steps 
to research it and to develop an 
offering around it. In pandemic 
times, however, “market 
opportunity” became a rather 
more unexpected target, involving 
rapid mobilisation and movement 
towards capitalising on it. 

Solidatus is a firm whose product 
empowers organisations to 
effectively map, manage and 
monetise their key asset: data. At 
the beginning of 2020, Solidatus 
entered the pandemic in rude 
health. It was already capitalising 
on a huge market opportunity 
– the ability for firms to 
understand their data estate and 
associated intellectual property, 
in a disparate, fragmented 
environment of systems, 
applications, processes and 
people that is subject to a high 
degree of change. The pandemic 
served to further reinforce these 
sorts of intellectual property 
problems amongst Solidatus’ 
client base; workforces became 
even more spread out, it became 
even more difficult to speak to 
the subject matter experts and to 
understand what was happening 
with data across an organisation.  
The firm found itself with a huge 
volume of inbound leads, at the 
exact time it was also having to 
adapt to new working conditions. 
With 50% planned growth and 
another 50% demand-led growth 

risk management. As that sort of 
stress in the market came to the 
fore, it emphasised, for Cassini 
and its clients, the role that their 
product could play in addressing 
these challenges and solving 
clients’ problems.

Liam Huxley, CEO and Founder 
of Cassini Systems, describes the 
importance of listening and 
adding value to customers: “I 
think that listening to customers 
is in our DNA. We position 
ourselves to our customers as 
partners, rather than as a vendor 
– we want to create a long-term 
engagement with them, and to 

have an ongoing understanding of 
their needs and how we can 
evolve to address them. We have 
quarterly review sessions with our 
clients, and actively respond to 
them in terms of the types of data 
and analytics that they  
need. That’s not just about Covid, 
it’s our general business 
approach – but as a principle it 
has served us and our clients very 
well during this time and enabled 
us to better respond to their 
needs. Customers need to know 
that they're going to get a great 
level of support, and that they can 
trust us to deliver and to help 

for the firm, it’s been a hugely 
successful year.

The pandemic created a perfect 
storm around demand for the 
services that Solidatus offers. 
How did they capitalise on it? And 
how have they continued to 
develop sales relationships and 
new client relationships under 
pandemic working conditions, 
whilst still capitalising on the 
opportunity? Phillip Miller, 
Co-CEO and Co-Founder of 
Solidatus, comments that “For the 
first six or seven months, we let 
the opportunities come to us. We 
were almost bewildered by the 
number of incoming leads we had 
not deliberately built. We were 
stunned. Our natural growth led 
us to bring on more sales 
personnel, but demand still 
outstripped our capacity. We then 
actively invested in building out 
our team, and at the beginning of 
this year, we started making a 
conscious effort to reach past 
those incoming leads and to start 
generating leads for ourselves. 
We’ve also adapted our strategy, 
reaching out beyond financial 
services to the insurance sector, 
and to the Treasury operations 
within large multinationals as well. 
We’ve moved into a bigger pond 
now, by seeing the opportunity 
and making investment to 
capitalise on it.”

2. (and 3) They listen to 
customers and look to solve 
their problems, and they look 
to add value throughout the 
customer journey
A business of any kind would 
not have a market, if it didn’t 
understand customer needs and 
wants, and how to add value to 
the customer throughout their 
journey. In financial technology, 
leaders need to keep their  
ear close to the ground to 
understand the challenges facing 

them. That trust creates a 
bedrock on which to grow the 
business over time.” 

4. They reduce friction 
and create efficiency in 
complicated processes
The ability to identify and 
effectively analyse the root 
cause of complex problems, 
in order to reduce friction 
and to create efficiency, is 
fundamentally important in the 
financial technology space. It’s 
a key leadership attribute when 
assessing client and market 
challenges and opportunities, as 
well as when turned internally, 

to focus on the organisation’s 
own areas for improvement. The 
transition to remote teams and to 
working from home, maintaining 
a collaborative and effective 
work environment whilst also 
recognising and dealing with the 
logistical challenges, was called 
out by all of our participants. 

For Thomas McHugh, CEO and 
Co-Founder at Finbourne 
Technology, a firm specialising in 
portfolio management systems 
and investment data 
management solutions, this is the 
single most important habit for a 

their customer base, and spot 
the opportunities to address 
these. The pandemic didn’t only 
create new market opportunities; 
it also highlighted certain client 
needs that had been there all 
along but were exacerbated by 
market conditions, and gave 
financial technologists the 
opportunity to respond to these 
and to strengthen their client 
relationships. 

The phased introduction of 
new regulatory requirements 
around margin and collateral for 
uncleared trades has created 
a need, amongst financial 
institutions that are subject to 
those Uncleared Margin Rules 
(UMR), for a better understanding 
of margin and collateral data 
and exposures. In order to fully 
understand the cost of trading, 
firms need to be able to assess, 
on a pre-trade basis, comparative 
trading routes on different 
exchanges or with different 
counterparties, and the costs 
of collateralising each of those 
options. 

Cassini Systems provides a 
margin analytics platform that 
addresses precisely this need, 
having identified it as a growing 
problem for clients, as the rollout 
of the UMR progressed. In the 
early stages of the pandemic, 
markets became extremely 
volatile, all over the world. This 
created huge spikes in demand 
for margin and collateral and 
made collateral liquidity a front 
and centre issue for market 
participants. Firms were being 
called for hundreds of millions of 
dollars in collateral and having 
to unwind huge portions of 
their book just to free up cash 
to meet their margin calls. This 
helped to emphasise Cassini’s 
key message, around visibility 
of data, cost management and 

financial technology leader to 
have. However, it’s also one that 
has evolved and developed in 
new directions during the 
pandemic. “My immediate 
reaction was that this is all you’ve 
got to do as a leader, distilled 
down to its essence.  Everything 
else stems from it. But when I 
thought about it in the context of 
the pandemic, the world has 
completely changed. As a 
financial technology leader, your 
main job is to think about how 
your customers are served 
efficiently, how people can get 
what they need from your 
organisation efficiently, how your 
employees can efficiently get the 
answers and resources they need 
to solve the problems that they 
want to solve, how your teams are 
operating efficiently, and all the 
metrics and KPIs we have around 
those kinds of efficiency. Now, 
however, it’s become much more 
about making sure that people 
are on the same side and on the 
same team, so that we can build 
relationships both amongst our 
own team and with our clients  
that are strong, even if we’re only 
able to interact over Zoom. It’s 
through those improved 
relationships that we can  
maintain a focus on efficiency.”

The link between relationships 
and efficiency, particularly during 
the pandemic, is taken to the 
extreme for those who are trying 
to establish a new regulated 
business, new partnerships and 
relationships, and build a new 
team, in the midst of a series of 
lockdowns. Many entrepreneurs 
have found themselves in exactly 
this position of recruiting and 
hiring people they have never  
met in person. It has created 
many challenges in terms of 
building relationships but also 
some positives in terms of 
employees’ efficiency and focus. 

Liam Huxley 
CEO & Founder, 
Cassini Systems

Philip Miller
Co-CEO & 

Co-Founder, 
Solidatus

Thomas 
McHugh

CEO & Co-
Founder at 
Finbourne 

Technology

“In order to fully understand  
the cost of trading, firms need  
to be able to assess, on a pre-trade 
basis, comparative trading routes  
on different exchanges or with 
different counterparties, and  
the costs of collateralising each  
of those options.”
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With no water cooler 
conversations at the office and 
the need to juggle multiple 
competing priorities at home, it 
can mean that everyone is more 
focused on the task at hand.

5. They are masters of 
engaging teams and driving 
purpose
Whilst financial technology 
leaders are entrepreneurs and 
visionaries, none of that can be 
translated to success in the real 
world without the ability to 
mobilise, inspire and guide teams 
of people. It’s not a habit that 
comes naturally to everyone, but 
successful leaders who are less 
naturally talented in this area will 
identify those within their 
organisation to whom they can 
delegate and drive this important 
form of internal engagement. The 
pandemic has required all of our 
financial technology leaders to 
lean in more when engaging with 
their staff and teams. Without the 
nuances of day-to-day 
interactions, driving teams 
towards a single purpose 
becomes impossible without 
taking the time to make sure  
that everyone is engaged, clear 
on the mission, and has the 
support they need. 

Vela Trading Systems is 
headquartered in New York but 
has offices in London, Belfast, 
Chicago and Manila. The firm 
therefore experienced the onset 
of lockdown as a wave, slowly 
breaking across their offices 
around the world.  Remote 
working was already fully enabled 
via their business continuity 
plans, and given its global 
footprint, the firm had already 
experienced and learned from 
events such as 9/11, Hurricane 
Sandy, monsoons in Manila and 
others. Staff were accustomed to 
switching to remote working when 

with other people in meetings and 
on screen, you lose your lateral 
vision. When I was in the office, I 
could sense a ‘disturbance in the 
Force’, even if I wasn’t in a 
meeting with anyone affected by 
said disturbance, just from 
noticing what was going on 
around me, who was talking to 
whom, who wasn’t interacting, 
who was looking upset, and who 
was having a birthday. There’s no 
science to this, but it’s really 
important to understand how the 
team is engaging with each other 
and emphatically not via you as 
their leader.” 

Glyptis tries to address this lack 
of information by making a lot of 
personal time for her team 
members. It’s time consuming, 
and exhausting, but pays 
dividends in the long run. Miller 
has put in place similar strategies 
to manage the same challenges, 
in the context of a growing 
organisation. “For me, it’s been a 
matter of keeping people in touch 
with other people, becoming 
much more of a servant-leader, a 
kind of facilitator, than perhaps I 
would have been otherwise. 
Trying to create a mesh of 
communication, and instilling that 
kind of tight knit community, I 
think, has been the real challenge 
over the last year. For me, it's 
been about presenting a human 
face by trying to give people an 
esprit de corps, you know, sort of 
a real sense of family, while nearly 
no one had met each other. It’s 
often the small things, like making 
sure a new joiner has met 
someone before their first day, 
even if it was three minutes on a 
driveway, passing them 
equipment across the fence, or, 
when we've been able to get 
together in groups - sometimes 
larger groups, sometimes smaller 
depending on the regulations at 
the time - that people have felt 

necessary, and the transition was 
fairly seamless. What they weren’t 
accustomed to was doing it for 
long, indefinite periods, amidst 
the personal stress and 
uncertainty of a global pandemic. 

“In terms of the mechanics of 
moving to remote, that was pretty 
straightforward. And certainly, I 
think our clients appreciated that 
because there was no impact on 
service. It was a very different 
situation from a hurricane or 
some other natural disaster – that 
gets cleaned up and you head 
back into the office. The real 
challenge was all the uncertainty 

that the situation created for 
people, the concern and anxiety 
that people had around this 
pandemic, and in many cases, the 
fear that they would be asked to 
return to the office when they 
weren’t actually ready. I certainly 
took the approach that the first 
thing we had to step up very 
quickly was our communication”, 
says Jennifer Nayar, Vela’s CEO. 
Instead of holding town halls 
every quarter, these became 
monthly. Nayar sent out notes to 
the entire organisation, every 
week on a Friday, even if there 
was no news, to reassure them 

happy to be in other people's 
company.”

6. They are investing in growth 
and playing offence rather than 
defence
Financial technology is not always 
an easy sell. It’s often about 
solving problems that not 
everyone has yet fully 
acknowledged and recognised,  
or introducing efficiencies to 
processes and organisations that 
aren’t always wanted and 
accepted by all stakeholders 
within the organisation. Some of 
our most successful visionaries 
have been truly ahead of their 
time, recognising the wider trends 
in the market landscape, seeing 
how they are evolving, and acting 
to secure their place in the world 
of the future. This has meant that 
investment has been for the long 
term, and their strategies are 
proactive rather than reactive. 

Back in 2021, when Remonda 
Kirketerp-Møller founded 
Muinmos - a RegTech company 
that developed an AI-driven 
compliance engine for client 
on-boarding - RegTech wasn’t yet 
an articulated concept in the 
marketplace. A true pioneer of the 

and to maintain a sense of 
common purpose and 
membership of a wider team. 
They acted swiftly to reassure 
staff that there would be no 
pressure to return to the office. 
Nayar adds “Dealing with a 
different type of anxiety across 
the organisation was a new 
challenge for me. People were 
dealing with family members 
getting sick, and in some cases 
losing those family members. 
That was a real challenge, I think, 
for everyone around the globe, 
but also being a head of an 
organisation in which some of 
these things are happening. You 

have to dig deep to get through 
some of these times.”

For Leda Glyptis, Chief Client 
Officer at 10x Technologies, 
leading a business in lockdown 
has been both easier than and 
different to leading a team. “The 
business will get done, the 
contracts will get signed, the deal 
will be closed – especially as your 
clients and your suppliers are all 
in the same situation as you are, 
and keen to keep things moving. 
The far more difficult aspect was 
maintaining a connection to our 
people. Because you only interact 

RegTech space, the firm had to 
invest heavily in R&D in order to 
grow their product and bring it to 
a market that largely did not even 
yet see the need for it. Kirketerp-
Møller, however, had a clear vision 
of the future. “Everything we 
predicted back in 2012 has come 
into play. We have not been 
surprised by any regulatory 
frameworks, or commercial 
drivers. The pandemic, yes, that’s 
come as a surprise to the market. 
But for us, actually, the entire 
foundation of the company was 
simply an understanding that the 
financial sector could not survive 
in the state it was in at that time. 
And neither can it survive in the 
state we are in now. There is more 
change, and more pressure – 
both regulatory and commercial 
– to come. And we’re looking into 
that crystal ball, we’re prepared, 
we’re ready for this.” 

For Muinmos, the uphill battle has 
really been around human 
behaviour, and the pandemic has 
actually driven market demand for 
the firm’s product. “There were 
still huge barriers to adoption of 
RegTech solutions before the 
pandemic. Lawyers didn’t want it, 
because they saw it as a threat to 

Jennifer Nayar
CEO, Vela 

Trading Systems

Leda Glyptis 
Chief Client 

Officer, 
10x Future 

Technologies

Remonda Z. 
Kirketerp-Møller 
Founder & CEO, 

Muinmos

“The business will get done, the 
contracts will get signed, the deal will 
be closed – especially as your clients 
and your suppliers are all in the same 
situation as you are, and keen to 
keep things moving. The far more 
difficult aspect was maintaining a 
connection to our people.”

“We have not been surprised by 
any regulatory frameworks, or 
commercial drivers. The pandemic, 
yes, that’s come as a surprise to 
the market. But for us, actually, the 
entire foundation of the company 
was simply an understanding that 
the financial sector could not survive 
in the state it was in at that time.”
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their jobs. Neither did compliance 
officers, for the same reason. But 
when we’d demo the solution to 
executives, they were amazed, 
and keen to bring it into their 
organisations. And of course, 
there are still jobs for lawyers and 
compliance officers. RegTech just 
frees them up to focus on the 
high-value and interesting work. 
Regulators are now embracing 
and encouraging it, having seen 
the benefits. And it enables 
organisations to be more resilient, 
during, for example, an 
unexpected pandemic.”

7. They are constantly 
innovating and challenging  
the norm
Innovation is in the nature of 
financial technology. It’s all about 
finding new and better ways of 
doing things, of challenging 
existing conceptions of what is 
possible and feasible. It’s an 
exciting space to be in, and an 
inquisitive mind and spirit of 
challenge are vital traits for its 
leaders. However, it’s all too easy 
to innovate in a vacuum, without 
thinking of how change can 
realistically be adopted and 
embedded within organisations 
and across the industry. 

Human beings fundamentally 
don’t like change. A leader can 
come in and question, can 
challenge and innovate but this 
has to be done with sensitivity and 

resilience. Successful FinTech 
leaders are aware that you can’t 
just introduce something new 
without considering the context 
into which it fits, and how you’re 
going to ensure that it fits into the 
organisational culture.

McHugh broadly agrees with this 
sentiment. “I describe it slightly 
differently; I really don’t like the 
term ‘challenging the norm’ 
because that indicates disruption, 
and what most people don’t want 
in their life is disruption. And so I 
look at it in the context of Habit 
#4, which was about creating 
efficiency, rather than challenging 
norms and bringing disruption to 
people. I look at it differently. As 
the leader of an organisation, 
you’ve got to set the tone from the 
top, and come up with a strategy 
and lay out the plan. The most 
important quality of leadership is 
recognising that you can always 
be wrong, that you will always be 
getting new information and that 
you have to figure out how you 
bring that information into the 
journey to make sure you don’t 
deviate too far off the path.”

Conclusion
All of our financial technology 
leaders emphasised the impact 
that the pandemic has had on 
their leadership of people – how 
they’ve had to adapt and evolve 
their people management skills, 
to become more aware of the role 

of communication, and to actively 
lead the charge in ensuring good 
communication, teamwork, 
morale and support frameworks in 
their organisations. 

“In order to manage a team, at the 
best of times, there are two things 
you need to be able to do well, 
and those two things become 
both much more important, and 
significantly harder, during a 
pandemic. You’ve got to drive 
results, and you’ve got to still be 
human. And that puts a burden on 
you as a leader. But having that 
human connection with your 
teams, particularly in times of 
stress, is extremely important. 
And it's extremely important that 
you maintain that humanity while 
driving results.”, says Glyptis. 

Miller agrees: “We’ve had to 
re-learn to trust the human 
condition a little bit. And that’s 
probably one of the best things to 
come out of this. We’ve had to 
recognise that we’re all in this 
together, that everyone’s got the 
same worries and we’ve all been 
at home and locked away from 
our colleagues. So that's one of 
the biggest positives, that we will 
be more empathic as a group of 
people when this is all over. I  
don’t think that will disappear  
too quickly. I think people will 
respect other people a little bit 
more. And I think that's going to 
be a good thing.”

“In order to manage a team, at the best of times, 
there are two things you need to be able to do  
well, and those two things become both much  
more important, and significantly harder, during  
a pandemic. You’ve got to drive results, and  
you’ve got to still be human.”
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Tail is a mobile 
cashback app that 
enables banks and 
merchants to provide 
cashback, rewards, and 

loyalty programmes to customers 
in a seamless, automated manner 
-  eliminating the need for loyalty 
cards or vouchers. As a loyalty-
focused solution, we have been 
able to learn a number of lessons 
about the nature of the 
relationship between businesses 
and their customers over the last 
12 months, as the full extent of  
the impact of the Covid-19 
pandemic on all kinds of 
industries becomes apparent.  

We’ve seen a number of 
businesses, especially in the 
hospitality industry, have to 
completely readjust their focus in 
order to keep serving customers. 
Many pubs and restaurants that 
had previously catered only for on-
premises punters transitioned to 
takeaway. Others have had to shut 
their doors entirely, and this has 
caused massive problems when it 
comes to covering wages and rent 
payments. It was very heartening, 
then, to see a huge number of 
outlets undertake successful 
crowdfunding campaigns in order 
to pay their bills, and it goes to 
show just how deep the bond of 
loyalty between customer and 
businesses can be. The learning 
here is that there’s so much more 
to loyalty than simply offering 
one-size-fits all discounts, and 
businesses that get their loyalty 
programmes right will be able 
to depend on the goodwill of 
customers when times are tough. 

Volopa is a one-stop 
shop for business 
expense 
management and 
international 

payments. It's a solution for SMEs 
that need to issue company cards 
to their employees, track their 
spending and pay international 
suppliers in up to 38 different 
currencies covering 180 
territories around the world. It  
was founded in 2011.

The key to Volopa’s success has 
always revolved around keeping 
a very close eye on what our 
customers are doing and how 
they use our platform. The last 12 
months and beyond, going back 
to the beginning of the Covid-19 
pandemic, have obviously 
provided some significant 
challenges for Volopa and its 
customers. With international 
business travel coming to a 
complete standstill, card spend 
took a hit. However, some spend 
also shifted to other categories. 
SMEs needed to make sure their 
staff had the ability to work from 
home, for example, so purchases 
of office equipment, monitors and 
laptops became more frequent. 

However, there were some missed 
opportunities as well. Those pubs 
that were adaptable enough 
to pivot their business model 
and offer growlers of beer or a 
limited food menu on a click-
and-collect basis could have 
boosted trade and loyalty through 
offering incentives targeting local 
customers, but we didn't see this 
happening often enough. 

There have been other lessons 
we have learned over the past 
year. We realised that whatever 
life throws at us, everyone does 
appreciate money working harder 
for them either through relevant 
discounts or higher interest 
levels. We offer a solution for one 
of these problems, as Tail offers 
users the ability to earn up to 20% 
cashback simply by spending 
at any of our partners, which is 
paid into their Tail Wallet seven 
days after purchase. We want to 
continue to offer customers the 
opportunity to make more of  
their money at a wider range 
of outlets, and to this end we 
have brought in new people to 
the business to both focus on 
our growth and boost customer 
satisfaction.

The past 12 months has certainly 
been a very active time for Tail, 
as we were acquired by Quantum 
Group in August 2020. One of the 
other benefits of the acquisition 
has been that we can tap into the 
vast experience and knowledge of 
Quantum Group’s leadership team 
as well as the management of 
other Quantum Group companies: 
Volopa, Valkyrie, and Vantage.

The pandemic has provided us 
with a brilliant opportunity to 
learn lessons about customer 
behaviour and what it is that 
customers want from us. We have 
been able to take a step back, 
look at the data and base our 
decisions on these learnings.  As 
a result, we will be introducing 
several new products and 
features in the near future such 
as virtual cards and cashback 
rewards, as well as a custom 
API integration so customers 
can link our platform with their 
preferred accounting package in 
a completely seamless way. 

This is something we have been 
doing continuously since the 
company was founded – remain 
agile and customer centric in all 
we do while ensuring we always 
answer to the needs of the 
highest quality market segments. 
In B2B financial services, building 
strong relationships and long-
term customer loyalty is key to our 
growth as a business. 

Volopa, part of the Quantum 
Group, has been able to utilise the 
group’s expertise and resources, 

The Tail platform can offer 
relevance and customer value 
for all our sister company brands. 
With Volopa, for example, we have 
already created a partnership 
where cashback can be earned at 
a range of restaurants in London. 

For merchants and brands 
alike, providing added value to 
their customers is essential in 
building loyalty and engagement 
for the long-term and Tail is now 
emerging as a key solution for 
businesses wanting to strengthen 
their customer acquisition and 
loyalty strategy.

which means we now have the 
right support to focus on our 
next phase of growth. Pooling 
resources and sharing knowledge 
across the business has been 
especially important in the past 
12 months, faced as we were by 
a completely unprecedented 
change in market conditions. We 
very much feel that as a business 
we have come out of this period 
far stronger than before. 

James Done, is CEO at TAIL, responsible for the 
success of the business and leading the development, 
expansion opportunities, strategic partnerships, and 
the company’s short and long-term strategies whilst 
maintaining awareness of the competitive market 
landscape, industry developments - with the goal of 
increasing overall shareholder value.

TAIL, is a mobile cashback app that partners with 
Banks to enable their customers to earn cashback at 
merchants through our platform in a seamless, 
automated manner - eliminating the need for loyalty 
cards or vouchers.

James is a respected business leader, an inspirational 
corporate executive who excels in marketing, 
business development, product management, as well 
as in defining the business vision and ensuring 
strategies are bought to life through collaboration and 
innovation.

With a strong knowledge and experience working in 
Retail, Financial Services, Travel and Entertainment 
sectors, prior to joining TAIL James held key strategic 
positions at Cornercard UK, Thomas Cook Money, 
American Express, Commonwealth Bank of Australia, 
Carnival Cruises and HMV.

Considered an industry thought leader, he is often 
invited to speak at events such as Emerging 
Payments Association, Loyalty 360, PayExpo just to 
name a few.)

Lessons learned over 
the last twelve months

Volopa -  
Turning the 
negatives of  
the past year  
into positives

James 
Done, 
CEO, Tail

Graham 
Smith, 
Managing 
Director, 
Volopa

Graham Smith is Managing Director at Volopa, where 
his responsibilities include to oversee the company's 
business operations, drive company growth, and 
provide strategic guidance and direction to the board 
to ensure that company achieves its mission and 
objectives.

Volopa is a one-stop shop for business expense 
management and international payments supporting 
SMEs that need to issue company expense cards to 
their employees, track their spending and pay 
international suppliers in up to 38 different currencies 
covering 180 territories around the world.

Previously, Graham was an international client facing 
Programme Director with a strong track record of 
successful client management, delivering strategic 
programmes that enable companies to realise a 
healthy return on investment in the financial services, 
retail and card payments sector.

Extensive knowledge of multi-channel B2B and B2C 
card payment solutions and regulatory requirements, 
specialises in guiding boards, clients and suppliers to 
solutions that deliver business requirements and 
opens up sales opportunities.

Combines excellent programme director skills with 
strong bid management, sales and financial controls. 
A calm leader and coach, excels in building trusting 
relationships at all levels that overcome traditional 
barriers to change.

Committed to succeeding through customer focus, 
staff development, and to maximise profitability 
across all areas of business.)
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product for all the required data 
sources, or are we doing too 
many/not enough?
  
3. The vision is water-tight,  
but they still sell what is on  
the truck today
There are two ends to the 
spectrum: 
 

It’s the middle ground which wins 
maximum value. 

On the left of this scale, value is 
limited, headroom is low, 
stakeholders are technical and it 
becomes difficult to claw your way 
up as the product develops. 

But at the other end, the demand 
for a bank to rip and replace 26 
different systems, all with 
different stakeholders and 

different contract cycles, often 
remains a pipedream. 

Those who win walk the line 
between selling what is on the 
truck today and the long-term 
vision. 

SteelEye were born from MiFID II 
with specific solutions to solve for 
this. But their vision of 
compliance data driving 
competitive advantage remains 
the driving force behind their 
success.

Equally, PrimaryBid initially enable 
retail involvement in IPOs and 
ABBs. But with rising ESG 
requirements looming, the 
long-term strategic demand from 
investment banks to deploy is 
imminent. PrimaryBid is well 
positioned to take advantage  
of this shift. 

So what can you do to uphold 
these principles?
■ Identify the top 3 ‘limiting 

beliefs’ you have as a company 
based on the FinTech status-
quo. Are they true?
■ Plot every single choice you 
have on growth, from a new 
feature to a market, based on:

● How much can I make 
from this?

● How long will it take to  
yield this?

● What effort and cost is 
required for us to do this?

■ Of every product feature  
you have today, rank them on a 
scale of 1 – 3. 1: this will achieve 
our three-year vision. 3: this is  
far removed from our three- 
year vision. What should you  
stop doing?

A 
2x year-on-year 
growth rate means 
there are significant 
choices for 
FinTechs. 

It brings a pull towards multiple 
sub-segments as you move from 
(e.g.) brokers to the buy-side. It 
creates a desire for new products 
in a market laced with complexity. 
It demands choices on where to 
go when the lure of financial 
markets such as New York or 
Shanghai is so strong.

But with over 60,000 FCA 
registered firms in the UK, and 
over one million Financial 
Services and Insurance 
companies in the US, each with 
nuanced demands and 
expectations, this becomes 
difficult to navigate. 

When growth works, it is not at 
any cost. Growth at any cost 
creates a desire to try everything, 
not think about the one or two 
things that will work. This slows 
down time to revenue. 

Unprofitable growth is a  
benefit you receive when you 
prove you can grow profitably. 
Proving that your choices yield 
results must come before  
dipping into your bottom-line  
to guarantee fast growth. 

So what are the fast growth 
principles that can ensure 
FinTechs thrive?

1. They reject the commercial 
status-quo
Things we hear all the time:
“A good SaaS conversion rate is 
8%. That’s what we will aim for.”

“I’ll price how Bloomberg price 
because that is what everyone 
knows. It will speed up our 
negotiations.”

When did anything disruptive run 
on principles which existed 
before?

One of our clients was aiming for 
that 8% conversion. When we 
helped them take a step back and 
transform their product and 
pricing, this jumped by c. 30%.

For FinTechs, too often growth 
stagnates due to principles 
viewed as necessary in large, 
regulated and complex enterprise 
deals. But a disruptive approach 
to your commercials, not just your 
tech, is proven to overcome this.

2. They are uncomfortably 
narrow
The lure of choice is most true in 
financial markets. Opportunities 
to drive upside and cost savings 
are everywhere - from the 
stringent regulatory requirements 
to the fragmented data bedrock. 

FinTechs start to dance from 
market to market, use-case to 
use-case. But this is dangerous. 
What seems to be a simple flip 
from buy-side to sell-side, or CRO 
to CTO, results in months of 
configuration, new product 
developments, and new sales 
collateral.

In this example, one of our 
FinTech clients was focusing on 
funds of all sizes. What became 
clear is they only won where the 
intersection of data-sources and 
AUM was middling. 

This drives where you go next. 
Which new market has most 
funds like this? How many in our 
home market have we not even 
spoken to yet? Have we built a 

The three 
principles of 
high-growth 
FinTechs

Carrie Osman, Founder  
& CEO, Cruxy & Co.
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Five years ago, TransFICC 
was founded by two 
Engineers and a 
Salesperson, with plans 
to create an API as a 

service, for banks and asset 
managers to connect with the 
hundreds of Fixed Income  
trading and data APIs offered  
by different venues.

Since then, our firm has grown 
quickly. But perhaps the greatest 
period of growth was in 2020/21 
when we doubled the number of 
employees to 30. Most of the new 
hires are Engineers and Business 
Analysts, brought in to automate 
workflows and reduce the time it 
takes to connect to a long list of 
venue APIs.

Fast Forward 
While initially, Covid lockdowns 
caused banks to focus on 
supporting traders working from 
home, the need to adjust to the 
fixed income changing market 
structure was unaltered. More 
than ever, firms need technology 
to navigate highly fragmented 
pools of liquidity, to manage 
exploding market data rates 
and to comply with regulatory 
reporting requirements. 

Fast forward to today, and the 
pace of change has accelerated, 
as banks and the buy-side also 
focus on automating workflows, 

to reduce costs, scale businesses 
and manage risk.  Additionally, 
trading firms want applications 
deployed faster, with more 
flexibility to work as part of a 
modular solution. This is often 
driven by clear legacy vendor 
migration deadlines.

Perceptions of technology are 
also changing. Previously when 
we mentioned that firms could 
use The Cloud in workflows like 
RFQ, Axes, post-trade or manual 
intervention, the usual response 
was, “trading businesses use co-
location.”  Now, TransFICC clients 
are split between those that host 
trading infrastructure in the Cloud 
and those that are hosted in co-
location data centres. 

Evolving our Business
When we launched TransFICC 
our focus was on our “One API” 
service. 

However, over the past two 
years we have increasingly been 
asked to also automate complex 
trading workflows. Because Fixed 
Income has different asset types 
with different workflows, much 
of the market (apart from Rates) 
has been highly manual, which 
increases the cost of the trade, is 
slow, and introduces an increased 
risk of human error. Now we are 
deploying solutions for complex 
workflows that previously were 

regarded as very difficult to 
automate.  

The good news is that the two 
services complement each  
other, offering a cross-sell 
opportunity for new prospects 
and our existing clients - which 
includes six investment banks, 
a global exchange and a market 
data vendor.

Managing Growth
To manage this growth we had to 
increase headcount, and are still 
doing so.

We also had to change our 
operational processes, making 
them more robust, with better 
forward planning and faster 
onboarding of clients and 
venues. Using this new process, 
combined with automated testing 
and in some cases auto code 
generation, we haven’t missed a 
deadline and are able to connect 
clients with venue APIs in weeks 
as opposed to the market norm of 
six months. 

Clients are also getting faster,  
with one bank going live on a 
venue with TransFICC within two 
weeks of starting work.
  
The Key to Our Success
It’s a cliché but it’s true – our 
success comes from our people. 

We have a very detailed hiring 
process, but once people have 
joined, we want them to stay. 
We give them autonomy, the 
opportunity to learn, to see ideas 
valued, to be involved in new 
enhancements and to see the 
end results deployed with clients.  
These values help to drive our 
continued growth.

Fixed income 
automation - 
adoption not 
derailed by Covid

Steve 
Toland, 
Co-
Founder, 
TransFICC
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to the delivery of successful 
outcomes we provide for them. 

So, as I reflect on the journey 
we have been on over the last 4 
years, here are some of the keys 
to our success:

1. Brand Credibility 
We have worked hard to de-
personalise the brand, making it 
less around finding people that 
we know and more around clients 
finding our brand. We produce 
a large amount of thought 
leadership and white papers 
as well as being quite visible in 
the market where we are often 
invited to sit on panels or write 
articles for trade publications. 
Clients appreciate our insights 
and thought leadership, which 
builds trust and credibility when 
developing relationships.

2. Consistent Messaging 
Dedicating time and effort to 
ensuring your message is out 
there in the marketplace was 
something we missed out on at 
inception. Being busy generating 
revenue took priority, but we have 
learnt that your communication to 
the market has to be consistent 
to support your brand growth and 
ensure people know you are still 
out there. We have a marketing 
organisation that helps us with 
this, and it has been a wise 
investment. We as founders had 
very little experience in marketing 
and it has played a critical role 
in our growth, through helping 
build our brand and maintaining 
a consistent presence in the 
market.

3. ‘Know What You Don’t Know’
A lot of great people have given 
us some really valuable advice 
along the way, around things 
such as branding, financial 
management and business 
development. Knowing when to 

ask for help (not just googling 
a problem) and being open to 
constructive feedback has been 
important as it has helped us 
learn as an organisation. And as 
importantly, change our approach 
along the way.

4. Think Like A CFO
It can be easy to get distracted 
by potential collaborations or 
exciting concepts, but these 
can be a distraction that do 
not actually help your business 
progress. We wasted a lot of time 
in the early days on discussions 
and ideas that never actually 
generated any revenue. Being 
honest around where you are 
spending your time is critical 
for a small organisation – and 
not being afraid to ask ‘how do 
we get paid from this’ is also an 
OK question to ask. Time is a 
precious commodity and how you 
allocate your resources is key to 
driving your success.

5. Keep A Perspective
The last 18 months has given all of 

us a new sense of this, but this is 
the most important factor I think 
in running a business. It can be 
very easy to get drawn into a cycle 
of frustration – things not working 
out as you hoped, LinkedIn awash 
with everyone else’s success 
stories, no-one returning your 
emails – but figuring out how to 
take a step back is important. 
How you do this – exercise, 
fresh air, seeking out positive 
people to talk to – is normally a 
personal choice, but reminding 
yourself of your successes (you 
have had them), what you are 
good at (you are good at this) and 
when you have bounced back 
from adversity (you have been 
here before) are all important 
considerations.

When we 
launched 
Ascendant 
Strategy back 
in 2017, the 

focus was very much on 
developing a niche gap in the 
market that we had identified 
when working in investment 
banks. Namely, that driving 
innovation and transformational 
change across the post-trade 
environment was extremely 
challenging, that industry-wide 
cost cutting from the prior 
decades had significantly 
reduced leadership capability 
within banks and the emergence 
of FinTech was going to drive 
wholesale transformation across 
the industry. As historical buyers 
of consultancy, we found these 
skills hard to find and often ended 

up taking hands-on leadership 
roles to drive change forward. 
This was the genesis of the 
consulting model we wanted to 
build.

Our early experience (or naivety) 
was that whilst our product 
was seen as an attractive 
proposition, changing buyer 
behaviour was extremely difficult. 
And even though prospective 
clients were interested in how 
we could help, translating that 
interest into revenue was a 
lot more challenging than we 
had anticipated. Like many 
entrepreneurs who take the step 
outside the corporate world, 
we found that building your 
own business is very different 
from operating within a mature, 
established brand; where things 

such as cash flow, business 
development and sales are things 
that are taken for granted, as 
opposed to things you have to 
fight for.

But as we near our 4th year of 
operation, I take great pride 
and a sense of achievement 
in our resilience and how the 
organisation has grown over 
time. We added two significant 
investment banks as clients over 
the course of the last 12 months, 
which was no mean feat given 
how lockdown limited business 
development and access to 
people. And we continue to win 
repeat business with our clients 
as well, which is a testament 

“We produce a large amount of 
thought leadership and white  
papers as well as being quite  
visible in the market where we  
are often invited to sit on panels or 
write articles for trade publications. 
Clients appreciate our insights  
and thought leadership, which  
builds trust and credibility when  
developing relationships.”

“Like many 
entrepreneurs 
who take the 
step outside 
the corporate 
world, we 
found that 
building your 
own business 
is very 
different from 
operating 
within a 
mature, 
established 
brand.”

The keys 
behind the 
growth of the 
company

James Maxfield, 
Managing Director, 
Ascendant Strategy
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It would be a tall order for any 
firm to achieve what clearing 
systems provider 
Baymarkets has just pulled 
off. In the span of just a few 

short months, we forged a 
three-way partnership, co-
developed an innovative new 
platform for trading digital  
assets and launched it into  
the marketplace. 

But what is truly impressive is how 
all of this occurred in the middle 
of a pandemic, without a single 
face-to-face meeting.

Perhaps it’s only fitting. The digital 
assets space is both fast-moving 
and technology-driven, so it’s 
hardly a surprise that a series 
of development meetings and 
business agreements could lead 
to a major product launch in 
record time. Still, the story behind 
our collaboration is instructive 
as a case study in how to stay 
focused on growth no matter what 
the obstacles.

When we at Baymarkets began 
talking with financial technology 
groups Digital Asset (DA) and 
Exberry in September 2020, 
an idea was quickly hatched. 
It was simple in concept but 
demanding in practice: could we 
plug an exchange infrastructure-
as-a-service offering into our 

highly successful Clara clearing 
platform? If it worked, there would 
suddenly be a fully compliant, 
end-to-end exchange platform, 
encompassing registry, custody, 
trading, matching and clearing 
services.

DA’s and Exberry’s infrastructure-
as-a-service technology itself was 
based on a partnership that those 
two firms had formed before, 
based on DA’s Open Source 
shared ledger development 
framework DAML. So, together, 
developers and product 
managers at all three firms rolled 
up their (virtual) sleeves via video 
conferences.

In a matter of weeks, we achieved 
proof of concept (POC). By early 
this year, we had developed a 
single platform that integrated 
a matching engine, a CSD 
registry and a ledger. Then we 
connected the Clara clearing 
system to the ledger. The result: 
all the risk management and 
collateral management required 
for clearing digital assets and 
traditional products. The CSD 
and registry functions include 
the tokenization of assets, the 
onboarding and management 
of users, and the automatic 
settlement of trades and cash 
management as instructed by the 
Clara system. 

The partnership is able to provide 
an exchange utility on premise to 
existing or new marketplaces, or 
to any group that needs a cloud-
based exchange solution.

A question some might ask,  
given the nature of ledger 
technology, is why would a firm 
need clearing for digital assets? 
Any derivatives market needs 
risk control, and any liquid cash 
market is bound to involve 
netting. That means time risk and 
the need for risk management, 
collateral management. Most 
importantly, clearing brings trust 
to the marketplace. 

In the end the partnership has 
produced not one, but two proofs 
of concept, one technological 
and the other logistical. The 
technological POC is a major 
feat that promises to be 
transformative. Meanwhile, the 
logistical POC shows the power 
of a good idea when coupled 
with firms that are ready to work 
together in new ways. 

Right now, we’re all busy fielding 
queries from firms that are keen 
to know more about how the utility 
can turbo-charge the business of 
trading digital assets or traditional 
exchange products. The strong 
interest has led to a series of well-
attended video conferences to 
demonstrate how the offering is 
a potential game-changer for the 
nascent digital asset space. 

But at some point, we are 
hoping we can get together in  
a more traditional way to 
celebrate the launch of this 
cutting-edge exchange 
infrastructure – in person.

The cyclical demand for 
improvement, 
automation and cost 
reduction is ever 
present, especially in 

our dynamic financial markets. 
Efficiency wins are harder to find 
and quickly replaced by the 
expectation of further 
improvements. At the same time, 
our industry has been incredibly 
adaptive and responsive, lately 
using the catalyst of FinTech 
driving innovation and opening 
the industry’s eyes to what is 
possible with the current and 
future technology.

As we search for the yet untapped 
next big play, focus has been 
turning towards the fragmented 
supply chain - processes 
between banks and counter party 
banks, clients and other players 
in the transaction lifecycle that 
are harder to change but hold 
massive gains. 

How AccessFinTech has 
responded
During the beginnings of our 
company, our value proposition 
was a simple, very focused 
concept –resolving trade 
exceptions. That undoubtedly 

created value by cutting down 
inefficiencies and automating 
manual processes.

Over the past 12 months, our 
vision crystallized. The bigger 
idea at the heart of our company 
is about true collaboration, which 
unlocks much greater value for 
the whole operations ecosystem.  
We’ve come to encapsulate that 
concept in the word Synergy –  
the AccessFinTech Synergy 
Network. Put simply, it’s the  
way AccessFinTech provides  
a modern and secure 
collaboration network that 
facilitates three key 
capabilities: data collaboration  
at scale, workflow optimisation 
and technology distribution.

It aims to release massive, 
locked value that firms cannot 
individually achieve. Synergy is 
the ‘network’ of data workflow and 
technology. The word Synergy 
captures everything that we 
do – it is a synthesis, it is about 
collaboration, and the partnership 
that we have with the market.

The reality of financial institutions 
is that they have a dependency on 
multiple firms’ data for decision 

making, multiple firms’ operations 
to take action, and dependency 
on clients’ choices. They must 
decide which technology to use 
and how quickly.

Releasing value for financial 
institutions
Financial institutions encounter 
repeat problems that lock up 
huge amounts of value. If they 
can instead create a ‘synergy’ 
between the firms they work 
with – on data, on workforce and 
on technology – there is a huge 
amount of value to be extracted.

When we thought about the three 
pillars of data, collaboration and 
technology, the problems we 
can resolve are not limited to 
specific use cases. If we accept 
the fundamental statement that 
collaboration unlocks efficiencies, 
then the significant journey is to 
travel through the organisation to 
uncover as many of those places 
where you can release value.

We started with one use case 
which was settlements, then 
payments, regulation, additional 
assets such as loans, but there is 
a continuous appetite to do more. 
While uncovering those places, 
we can also see our value across 
new industries.

The ability to move very easily into 
new use cases, critically, without 
having to create and build new 
code, is the power of what we 
have built, and what the market 
needs now.

In a period of unprecedented 
demand across the financial 
ecosystem, clients need to 
address their operational 
inefficiencies, and find solutions 
to challenge how they can be 
positioned to keep up with 
the ever-increasing pace of 
innovative change.

Virtual velocity:  
how Baymarkets 
powered ahead 
despite a pandemic

Productivity in 
financial institutions 
Releasing value and the keys behind 
the growth of AccessFinTech over  
the past twelve months

Tore 
Klevenberg, 
Partner 
& CEO, 
Baymarkets

Roy 
Saadon,  
CEO,  
Access- 
FinTech
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D IGITEC is a specialist 
provider of FX Swaps 
technology and  
data. It has over  
40 bank clients 

globally, including more than  
50% of the Euromoney Top 50  
FX trading firms. 

A New Phase of Growth 
As we approach DIGITEC’s 
40-year anniversary we have 
embarked on a new growth 
strategy. Already regarded as the 
market standard for FX Swaps 
and NDFs technology, we recently 
announced the opening of our 
London office, managed by 
Stephan von Massenbach as  
our newly appointed Chief 
Revenue Officer. The office 
brings DIGITEC closer to its 
London-based bank clients and 
prospects, and with London still 
the main FX centre, offers access 
to many FX trading hubs.

Our plans include expanding 
to new markets and targeting 
regional banks, helping them to 

enhance their market making 
capabilities with our market-
leading D3 product. As FX Swap 
and NDF volumes continue to 
grow around the world we are 
seeing an increased demand 
from FX market participants 
looking to automate and enhance 
their market making capabilities. 

Utilising the Cloud makes this 
possible. Cloud technology has a 
key role to play in this expansion, 
making our technology platform 
available to a wider group of 
trading firms at a lower price than 
on-premise technology. This, in 
turn, improves the quality and 
amount of data, which drives 
additional services and can be 
distributed through products like 
the Swaps Data Feed (SDF), a 
Joint Venture with 360T.

Flexible Technology and 
Innovation are Key
After being in business for 40 
years we are in a fortunate 
position of strength. Our core 
products are central to a trader’s 

ability to make prices and are 
“sticky” – over the past 40 years 
we have lost only five firms (three 
are now once again clients and 
two merged with other banks).

We believe that flexible 
technology and investing in 
innovation are the main reasons 
behind our long-term success 
– and something we regard as 
essential for our future success. 

One example of this is how clients 
use the D3 service. Originally 
designed for FX Swaps and NDFs, 
we have clients that also use 
it to price Money Markets and 
Precious Metals. Recognising the 
potential growth of institutions 
market making in Crypto assets, 
we are working to add features 
which enable D3 to also be used 
in this market. 

A Changing Market 
Whether firms talk about Digital 
Transformation or Workflow 
Automation projects, reducing 
manual intervention is a clear 
trend in Capital Markets, 
increasing efficiency, and 
reducing both costs and risks.

Swaps and NDFs are a large 
part of the market, but still are 
very manual compared to other 
products. Incredibly, Excel is 
still being used by many trading 
desks, which presents a huge risk 
for firms, with well documented 
cases of errors being found in the 
code, or spreadsheets being relied 
upon after the person who created 
them had left. This must change.

As the market evolves, DIGITEC 
is working with its clients and 
prospects to find improved ways 
to automate and standardise 
trading workflows. Having an 
office in London makes this 
possible by bringing us closer to 
the market.

COMPLY 
SMARTER™
Unlock actionable insights to sharpen your 
competitive edge while effortlessly meeting 
all your regulatory needs. 

SteelEye - The trusted compliance platform for MiFID II,
EMIR, Dodd-Frank, MAR, SMCR and more.

Leverage the broadest range of 
regulatory solutions, all on one platform:
•  EMIR & MiFIR Reporting
•  Holistic Trade & Communications Surveillance
•  Best Execution & Transaction Cost Analysis
•  Record Keeping, Trade Reconstruction & more

Visit steel-eye.com
Email info@steel-eye.com

WANT TO KNOW MORE?

Why innovation 
doesn’t stop 
after 40 years

By Peer Joost
COO, DIGITEC
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their problems.

Be thoughtful about your  
key metrics
Everything has to work in 
harmony. The amount you 
should spend is a function of 
your revenue growth and your 
margin and other key metrics—
not your cash-in-the-bank. If you 
aren't keeping an eye on those 
key metrics, it's very easy to 
get yourself into a place where 
something goes badly wrong.

Pilot’s key metrics are: Annual 
Recurring Revenue (ARR), Gross 
margin, Net Promoter Score 
(NPS), Net expansion, Sales 
and Marketing efficiency, and 
cash prepays—and if you look at 
each of these key metrics, they 
correspond to a business result 
we want to achieve.

Revenue: We offer a solution to 
a problem that every company 
out there has - and we’re uniquely 
equipped to solve it - but doing 
so requires actually getting Pilot’s 
solution out into the world, so 
that people and companies can 
benefit from it.

Margin: How we solve that pain 
matters— we need to do so in a 

way that actually executes on 
our own thesis. Pilot’s thesis, 
in brief, is “People doing what 
people do best plus software 
doing what software does best” 
will yield a business that’s both 
better and more scalable than 
anything else that’s out there. 
Our secret weapon at Pilot is 
the combination of our amazing 
team, our processes, and our 
software (and the fact that, unlike 
anyone else doing this today, 
we can actually do this stuff in 
software), and we need to take 
advantage of that 

NPS, Net Expansion: We want 
to have customers who love what 
we’re doing, not only because we 
want to take pride in our work, but 
it also fuels our ability to achieve 
our first goal of getting Pilot more 
widely used.

Cash, S&M efficiencies: We 
build for the long-term. This 
doesn’t just mean “don’t run 
out of money,” although that 
is the number one survival 
priority for any business. It also 
means that we need to do things 
sustainably—in service of building 
a healthy business. We should 
sprint hard but doing things that 
are unnatural for the business (or 

harmful for it long-term) just to 
squeeze out an additional drop 
of revenue in 2021 is the wrong 
thing to do.

What has this laser focus 
on people (our team and 
customers) and clearly-
defined metrics meant for us? 
We were recently honoured 
to officially become a FinTech 
unicorn. Having Bezos 
Expeditions, the personal 
investment company of Jeff 
Bezos, signing on as an investor 
in Pilot was a huge milestone for 
us as a business. But, importantly, 
it also emphasises the 
importance of our partnerships. 
Bezos’s legendary “customer 
obsession” is a perfect fit for 
our customer-focused business 
model, and this partnership will 
help us double down on that 
mission in 2021 and beyond.

Waseem Daher is CEO and 
Co-Founder of Pilot, which 
specialises in bookkeeping,  
tax, and CFO services for high-
growth technology startups.  
He is a three-time entrepreneur 
with two successful exits: his 
first company, Ksplice, was 
acquired by Oracle in 2011  
and his second, Zulip, was 
acquired by Dropbox in 2014. 
He has a degree in Computer 
Science from MIT.O ver the past two 

decades, I have 
grown and scaled 
three companies 
from scratch. In 

fact, the reason we started Pilot 
was precisely because of that 
entrepreneurial experience. It 
brings together not only the 
co-founders’ past experience of 
scaling startups to run our 
current business better but the 
product itself is also a response 
to our deep understanding of 
what SMEs and CEOs of 
enterprises really need: the ability 
to focus on the reason they set 
their companies up in the first 
place. They would like to prioritise 

running the business rather than 
spending their highly sought-
after time on back office tasks.  
So we built a solution which  
offers the best bookkeeping,  
tax, and CFO services for  
growing businesses.

Our core strength is our team
If our team is good, the company 
will succeed; if our team is not 
world-class, our company will 
fail. There are few guarantees 
in life but this is one of them. I 
have known my co-founders for 
15+ years now and we've worked 
together professionally for over 
a decade, which just goes to 
show you how important a team 

is for us. And if you look at the 
composition of our team, a lot  
of the team is a repeat team — 
folks that we've worked with  
at previous companies where  
we were excited to work  
together again.

Be extremely customer-
centric
The market doesn't care about 
who you raised money from, 
how much you raised, the 
pedigree of your founding team, 
or whether you're a hot start-
up. Your customers only care if 
you're solving a problem that they 
have. If you don't listen to your 
customers, you will fail to solve 

“If our team is good, the 
company will succeed; if our 
team is not world-class, our 
company will fail. There are 
few guarantees in life but this 
is one of them.”

Focus on people  
and manage what 
you measure - the 
keys to building a  
FinTech unicorn

Waseem Daher 
Founder and CEO, Pilot
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Go back in time 5 
years and all that 
was talked about in 
the finance function 
was offshoring, 

outsourcing and automation. In 
short, the focus was bringing 
down the cost of the finance 
function as a percentage of 
revenue. Most organisations 
forgot about their people and 
treated them simply as an 

time and focus to build your 
foundation. So did we. We created 
a new website, new products, 
and new content to position 
ourselves as the world leaders 
within our niche of making finance 
and accounting professionals 
business partners. Quickly it 
became clear though that we 
were only facing a temporary drop 
and we would soon realise that 
the pandemic, and move from 
physical to virtual, presented a 
significant business opportunity.

Instead of depending on face-
to-face activities we could now 
reach any finance team anywhere 
in the world and only be limited 
by extreme time zones. In two 
months, our sales pipeline 
doubled and six months later it 
was doubled again. We could only 
keep up because we had set the 
foundation right. Now we could 
start hiring and quickly brought 
in three associate consultants. 
In four months of 2021, we had 
already covered the full revenue 
of 2020 where despite the 
pandemic we still grew 25% vs. 
2019 (where we grew 100% over 
2018). What did we learn from all 
of this?

■ Strong growth can only  
come from a solid foundation

■ If the underlying fundamentals 
are sound and you have a great 
idea growth will come

■ If you have a strong brand 
positioning companies will  
find you

■ Turn adversity into opportunity 
by leveraging new megatrends 
such as virtual working

None of this would have 
happened without strong 
market conditions, however. The 
pandemic highlighted a huge 

expense that should be 
minimized.

We saw an opportunity to do 
something different. We saw 
the aftermath of offshoring and 
automation and the future of a 
people-driven and technology 
enabled finance function. We 
wanted to answer the question 
of what the finance function 
should focus on instead of simply 

need for finance functions to 
invest in their people and give 
them the capabilities needed in 
the future. When technology takes 
care of transaction processing 
and enables self-service reporting 
then it is key that we focus 
more on the softer skills such 
as influencing, communication, 
and problem solving. This is 
exactly what we have designed 
our learning journeys to deliver. 
They just intuitively make sense 
to clients.

What does the future bring?
No one can predict the future with 
certainty – not even technology, 
however, market conditions are 
expected to remain strong, and 
we are looking at 300% growth 
at least in 2021. There is a huge 
space for innovation within 
learning and development as we 
have only started to scratch the 
surface. Therefore, we will also 

minimising costs. The answer 
became Business Partnering 
Institute, and we launched in April 
2018. We are a Danish consulting 
company that specialises in 
helping finance and accounting 
professionals across the world 
elevate their influence in their 
company through the concept of 
business partnering.

One partner quickly became 
three partners and the future was 
looking bright with a significant 
growth outlook. Then the 
pandemic hit. Our main business 
is learning and development and 
consulting engagements and they 
all got cut in the first weeks and 
months of pandemic chaos. What 
to do?

Set the foundation right
It’s not for nothing they say that 
many great companies are built 
during a crisis because you get 

bring more people on-board to 
build on our platform. In addition, 
we have made a global strategic 
partnership with AICPA/CIMA and 
their 700,000 members around 
the globe to help them become 
better business partners.

The upskilling and reskilling 
of finance and accounting 
professionals across the world 
is a continuous journey. The 
question now seems more to be 
not whether there is a demand 
to move but how many people 
we can work with and how fast 
we can help them get to the next 
level in their career.

“No one can predict the 
future with certainty – not 
even technology, however, 
market conditions are 
expected to remain strong, 
and we are looking at 300% 
growth at least in 2021.  
There is a huge space for 
innovation within learning 
and development as we  
have only started to scratch 
the surface.”

“It’s not for 
nothing they 
say that 
many great 
companies 
are built 
during a crisis 
because 
you get time 
and focus to 
build your 
foundation. 
So did we.”Turning 

tough 
times into 
opportunity 
at Business 
Partnering 
Institute

Anders Liu-Lindberg, 
Chief Operating Officer, 
BPI
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A 
key date at the 
beginning of the 
pandemic sticks in 
my mind because, 
fortuitously as it 

turns out, on 9 March 2020, the 
whole company had been tasked 
with a week-long disaster 
recovery test of its systems. A 
sign of how critical that date 
actually turned out to be is that  
we never went back into the  
office afterwards. Sustained 
remote working for the business 
started on that day as part of  
the disaster recovery test 
process. It followed a prime 
migration of the business 
operation to the cloud some 18 
months earlier.  That migration to 
cloud was what really helped us to 
survive the past year and a half of 
adapting to Covid. 

where the infrastructure was 
managed and operated by the 
bank. The generic nature of 
browsers and the need for access 
anywhere has really helped that 
sort of remote work but it has 
implications on latency and 
capacity. Providers have had to 
increase the functionality of 
non-browser based applications 
that were not originally designed 
to be used remotely or at scale. 
Even so, most of the service 
companies that I know of within 
the derivatives sector that we're 
in, came out of this pretty well and 
that's a credit to the industry. 

As we saw in the crash of the late 
2000s, in times of uncertainty, 
transaction volumes tend to go up 
because there's a lot of hedging 
against uncertainty going on. 
Traders are trying to hedge known 
and unknown risks or 
consequences - or what they 
believe to be consequences - of 
the marketplace. The 
beneficiaries are those providing 
transaction services. 

Where did we pivot and change?
The whole nature of working has 
changed for good in our view. As a 
business, we already had quite a 
few team members who worked 
from home on a pretty regular 
basis because the nature of the 
work allowed for that to happen. 
The type of job that people do 
really then determines whether or 

If you look at various parts of the 
operation from how we ingest the 
data that we collect and how we 
process it, productionise it and 
deliver it, those elements of what 
would otherwise have been an 
on-premise solution in the past, 
was taken completely out of an 
office location. This is a general 
trend that many companies have 
seen and have participated in, to 
a greater or lesser extent, over 
the last three or four years. We 
tested all of the specific 
applications that we'd written to 
manage data which are 
proprietary to us. We already had 
the connections to feeds from 
market data vendors and markets 
in place and primarily automated, 
and all the production and 
delivery was further hardened 
through automation, as well. This 

not they have an opportunity to 
work from home or remote work. 
When lockdown first started, it 
was a huge infringement of our 
liberty and it took time to come to 
grips with that on a personal and 
professional basis. It often 
depended on where colleagues 
were in their careers, and how 
experienced they were at their 
job, as to how well placed they 
were to work in a home 
environment. Their working 
conditions were also varied, 
depending whether they had a 
house with or without a garden, or 
whether they had an apartment, 
the right laptops, a desk set up 
and a quiet space to work in. 

We provided office equipment as 
needed but the social side was 
also very important so we had 
regular all-company meetings 
every other week where we 
chatted and shared updates as 
far as we could. As the MD, I really 
saw it as my role as well to try to 
spread a sense of calm, where 
there was a lot of anxiety. We 
talked openly about how we 
should support each other and 
navigate through it. Our parent 
company did an amazing job 
providing access to resources 
and support. Management also 
did a great job as well in 
sequentially rolling out 
information about what the status 
of the business was and what the 
outlook was. 

has been core to our survival and 
growth in 2020-21.

The functionality available from 
cloud service providers has also 
changed and advanced. 
Previously, for some of our 
products we would have needed 
to write an admin application to 
manage the access and account 
management of online users 
behind the scenes. Thanks to the 
acceleration of digital 
transformation created by the 
pandemic, now there is an admin 
bolt-on available from a cloud 
provider, so our tech team didn't 
have to do that extra work. The 
rise of authentication and the 
importance of proving identity has 
also intersected with the 
pandemic and increasing 
requirements for remote working. 
The options that are available 
have increased and coalesced 
around some key providers. 

Many of the applications that we 
had been providing were for use 
online within an office 
environment. They were browser-
based applications but intended 
for use within a controlled 
environment such as a bank, 

Remote working is something we 
expect to continue and, 
interestingly, in some of the data 
flows and the operational parts of 
the business, there have actually 
been some improvements in 
quality and in the way in which we 
measure it. We have reduced our 
property overheads and plan to 
just keep using flexible offices. 
Covid has materially altered the 
way that people in the business 
operate and it's still a journey of 
discovery but it's very much a 
‘people first’ approach.

How did the pandemic  
change the products and 
services we supply? 
I think what altered was the pace 
at which firms were looking to 
commit capital to projects, and 
develop and improve their 
businesses, because it was  
a great unknown. Everybody 
pulled up the drawbridge and  
sat tight until they understood 
what the real financial 
implications of this global 
pandemic were going to be. 

From the beginning of this year 
with the vaccine rollout, both in 
the UK and abroad, there was 
hope, once again. We've now got 
some interesting projects in the 
pipeline that involve us being 
more of an intermediary 
connection to exchange feeds, for 
many of the larger bank 
businesses who historically have 
to connect to many feeds 
because they trade in many 
markets. We're being asked to do 
the direct connection because we 
can manage the data more 
consistently where there are 
many vendor participants in a 
marketplace with different 
symbologies and different data 
interpretations. 

We are connecting to some big 
exchanges now on behalf of 

“The whole nature of working has 
changed for good in our view. As a 
business, we already had quite a few 
team members who worked from 
home on a pretty regular basis.”

Digital transformation and 
its cloud-based operation 
helped Euromoney 
TRADEDATA survive - and  
even thrive - under 2020’s 
volatile market conditions

Mark Woolfenden
CEO, Euromoney
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clients and that actually adds to 
our data portfolio as well. We've 
got an exciting new corporate 
actions service coming up for our 
online product, which integrates 
with all futures and options with 
equity related underlyings. That's 
a project that we've been thinking 
about for a long time and we're 
now bringing it to market. The 
nature of the products that are 
coming out is changing as well 
due to changes in workflows, so 
that's exciting because it's a 
major opportunity for us as well. 

There seems to be a lot more 
appetite in the market for 
switching vendors than there 
used to be because there are a  
lot of new vendors offering 
technology platforms without 
legacy, that are plugging and 
playing across larger legacy 
systems to provide best in  
breed functionality. How do you 
switch between one vendor and 
another with your live open 
positions and so on? We've got a 
great product called Symbology, 
which enables that sort of 
transformation to happen. 

The market is back to very active 
trading and looking at how they're 
spending capital, and in 
improving business operations by 
investing in that next piece of 
technology. It is a great time for us 
to continue to grow what we do.

Mark Woolfenden is the 
Managing Director of 
Euromoney TRADEDATA, a 
division of Euromoney Global 
Limited.  Euromoney 
TRADEDATA is the premier 
supplier of reference data for 
the futures and options market 
to investment banks and 
institutions worldwide, covering 
all listed products on the world’s 
derivatives exchanges.

digital currencies, security tokens 
and digital securitisation of 
traditional assets including 
derivatives and commodities. The 
increasing regulatory 
requirements for digital asset 
infrastructure and the resultant 
demand for solutions that are fit 
for purpose has played into our 
core strengths. 

We’ve worked to provide a 
complete hybrid market 
infrastructure product suite called 
GMEX Fusion, which is ideally 
suited for regulated exchanges, 
trading venues, custodians and 
banks focused on both traditional 
and digital assets of all kinds. Our 
solution set has been designed to 
support the latest technology and 
business challenges that are 
impacting the way traditional 
exchanges are looking to operate 
as they look to embrace digital 
transformation. GMEX Fusion also 
addresses the demands from the 
cryptocurrency exchanges, digital 
asset trading venues, Non- 
Fungible Token (NFT) 
marketplaces and emerging 
markets looking to start-up or 
enhance their exchange 
ecosystem and support digital 
assets. GMEX is working with 
many of these entities across 
multiple jurisdictions as our 
footprint is very much global,  
with clients and partners all over 
the world. 

Exchange 4.0
The Fourth Industrial Revolution 
(4IR) is driving technological 
innovation in many spheres, and 
with it comes the need to move 
from analogue to digital - and 
embrace Exchange 4.0. The 
industry-changing network will 
see exchanges, trading venues, 
post trade operators, custodians, 
and other services interconnect 
more seamlessly, with the ability 
to swap services and assets 

The current global 
pandemic has 
changed our mindset 
and habits, as we are 
forced to revaluate the 

current ways we do things by 
thinking further outside the box. 
Over the last 12-18 months there 
has been a complete contrast of 
fortunes in the capital markets 
technology sector, with some 
firms flourishing, some struggling 
to survive, and others having to 
reinvent themselves to do so. 
Here at GMEX Group it has 
presented a substantial 
opportunity for innovation,  
which continues to accelerate  
on the back of the momentum 
already built.  

One such opportunity centres on 
digital market infrastructure-
enabled digital assets which, 
despite near-term market-driven 
volatility, will continue to 
experience increasing demand 
for solutions and services from 
institutional capital markets firms.  

Market Infrastructure 
Evolution
GMEX Group started as a FinTech 
company over 9 years ago and 

across jurisdictions and across 
different types of users. This 
transformational solution will 
necessitate digital exchange 
trading systems, order matching 
engines and post-trade platforms 
to transition from the legacy 
solutions that have been around 
for decades.

We are now moving past the 
second and third generation of 
blockchain in financial services 
towards Exchange 4.0 at an 
accelerated pace. 

As an industry, we’re in a state of 
flux which has merely been 
exacerbated by the crisis. If we 
look at FinTech firms now, I would 
argue it’s the most exciting time 
ever because so many new 
technologies are emerging; with 
blockchain on the one hand, and 
AI, Internet of Things (IoT) and 
quantum computing on the other. 
From being nascent, many of 
these are now starting to grow as 
well as integrate. With all this 
technology around, the opportunity 
for innovation is immense. But 
that’s counter-balanced by the 
inertia of existing legacy platforms, 
processes and mindsets. 

We know how the smartphone 
revolutionised the way we 
communicate, online and in every 
other fashion. Even 10 years ago, 
we couldn’t have envisioned 
where we are now and the extent 
to which it’s developed. 

We are now in the same place in 
financial markets. We don’t 
necessarily see it and despite the 
innovation there are many silos 
which don’t talk to each other 
effectively. There is strong client 
demand for the full spectrum of 
digital and hybrid services. 
However interoperability and time 
to market remain a challenge, 
with traditional and multiple types 

focused on supplying technology 
to traditional exchanges and post- 
trade operators based on a 
partnership-driven approach. 
Over the last few years, as a 
growth-stage company, we have 
focused on both digital market 
infrastructure solutions (including 
issuance, exchange trading, 
clearing, settlement and digital 
custody for digital assets), as well 
as continuing with traditional 
market infrastructure enablement. 
Our hybrid market infrastructure 
approach has enabled us to 
deliver technologically advanced, 
institutional grade, future-proofed 
solutions that take advantage of 
the inherently positive 
characteristics of both traditional 
and digital market infrastructure.

In today’s environment, exchange 
matching engines, digital trading 
platforms and post trade systems 
need to embrace a hybrid 
ecosystem approach. Bridging 
the gap between traditional and 
digital capital markets, whilst 
effectively mapping to evolving 
regulatory frameworks, is 
essential. This requires an 
approach which encompasses 
traditional and digital assets, 

of blockchain-enabled digital 
market infrastructure being 
severely fragmented. 

The team at GMEX group firmly 
believe that digital market 
infrastructure and related 
services need to integrate with 
existing market infrastructure and 
technologies to foster 
interoperability. By doing so there 
is an opportunity to interconnect 
the whole capital markets value 
chain of participants across 
international nodes (jurisdictions), 
to more easily trade, clear and 
settle traditional assets and digital 
assets and eradicate the age-old 
exchange silos.

The immense opportunities
As unfortunate as the current 
crisis is, it will end and immense 
opportunities will follow once 
normality resumes. There is 
expected to be exponential 
growth in digital assets over the 
next five years, with a continued 
uptick in institutional demand. 
This is not only a huge opportunity 
for FinTech firms, but also a big 
opportunity for financial markets 
firms and those that provide 
financial services.

To GMEX, this presents an 
opportunity where the right 
answer isn’t the traditional 
status-quo, and it isn’t the 
decentralised Wild West. The 
right answer is somewhere in 
between, and that presents an 
opportunity to create new 
products, new asset classes and 
new revenue streams. 

The ability to harness hybrid 
market infrastructure will be 
essential in the capital markets 
sector, irrespective of whether the 
underlying asset class is 
traditional or digital. And to 
achieve the winning position, 
innovation now is key!

The post- 
pandemic market 
infrastructure 
growth 
opportunity

Hirander 
Misra, 
Chairman, 
GMEX 
Group
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I t’s now almost inevitable 
that the payment and 
settlement landscape will 
radically change in the next 
5-7 years. Multiple factors 

are evolving that have a real 
potential to impact market 
structure and behaviour. We’re 
seeing FX market participants 
called to take action, reduce risk 
and increasingly settle via 
Payment versus Payment (PvP); 
central banks making actionable 
moves with 24 hour settlements, 
the introduction of Central Bank 
Digital Currencies (CBDCs) and 
the opening up of central banking 
to non-banks; increasing FX 
trading volumes and margin 
movements, and more trading 
taking place in currencies that sit 
outside of the industry’s safe 
settlement mechanisms. 
Furthermore, it’s looking 
increasingly likely that digital 
assets will become a major asset 
class, with institutional 
participation expected within 
months. These developments, 
along with competitive pressures 
accentuated by FinTechs now 
offering core transaction banking 
services, the need to reduce 

its employees and their families, 
and working in partnership with 
investors to accomplish its shared 
vision. This focus has served the 
company well in recent years and 
proven critical to its expansion 
strategy and resultant maturity.

Baton has sought to listen to 
its clients and use this insight 
to drive future direction. The 
company has chosen to prioritise 
expanding connectivity to the 
CCPs of greatest strategic 
importance to its clients. In the 
past 10 months alone, Baton’s 
clients have been connected with 
both the Singapore Exchange 
(SGX), Asia’s most international 
multi-asset exchange and largest 
FX derivatives marketplace, and 
LCH, a leading global clearing 
house, and will be connecting with 
additional CCPs later this year. 

The innovative thinking and 
creativity contributed by Baton’s 
employees has driven how the 
company has evolved - a trend 
set to continue following the 
recent roll-out of a structured 
global expansion plan that 
increased headcount by 60%+ in 
the past year.

Started by a group of Silicon 
Valley technologists and capital 
market specialists, Baton has 
continued to attract exceptional 
talent - including recently 
appointing Senior Advisors: 
Jerome Kemp, global futures 
industry leader and former Global 
Head of Futures, OTC Clearing, 
and FX Prime Brokerage at 
Citi, and Chris Giancarlo, 13th 
Chairman of the CFTC. 

This combination of technological 
expertise and a deep 
understanding of how the capital 
markets work has resulted 
in Baton building innovative 
technology, designed to meet 

costs, risks and manual 
processes, strongly indicate the 
payment and settlement world will 
look very different by 2030.

Change on this scale will result in 
a seismic shift in the payments 
and settlements ecosystem. 
This will require core banking 
infrastructure - the nuts and 
bolts that essentially underpin 
the global economy and enable 
trillions of dollars to be traded 
everyday - to undergo significant 
transformation. 

This evolution is resulting 
in forward-thinking market 
participants innovating now. 
Leading financial institutions are 
recognising the need to bolster 
their credit, risk management 
and funding solutions. They’re 
investing in infrastructure 
improvements to improve use 
of capital, reduce risk exposure, 
more effectively manage liquidity 
and increase operational 
resiliency - this time leveraging 
cloud based technologies.

Other institutions are making 
changes so they can securely 

the industry’s very specific 
requirements such as the 
decision to build its own shared 
permissioned ledger versus 
using blockchain. Why? As 
Arjun Jayaram, Baton’s Founder 
and CEO explains “We realised 
early on, we needed to move 
real money sitting in real bank 
accounts. Our clients were very 
clear about that. They have 
counterparties (that includes 
banks and exchanges) to pay and 
receive from, they are not going 
to accept tokens - they need real 
assets. So we put this as a hard 
constraint on this problem.”  

However experience is only half of 
the story - passion and drive have 
also proved essential ingredients 
in Baton’s expansion. A number 
of our Senior Leaders chose to 
leave big financial institutions 
to help shape an emerging 
FinTech. Why? Tucker Dona, who 
joined Baton in 2020 as Head 
of Business Development and 
Client Success, following an 
18-year tenure at J.P. Morgan, 
recently explained for him it was 
“Opportunity. The opportunity to 
grow, the opportunity to build, 
and the real ability to have an 
impact.” It’s this genuine desire 
to be part of something bigger 
that contributes to the company’s 
strong culture.

And the final piece of the puzzle 
- our investors. Working closely 
with its active investors to build 
this business together remains 
a top priority. Baton was one of 
the few companies to secure 
venture funding from top tier 
Silicon Valley VC firms to solve 
a capital markets problem - 
bringing in investors that truly 
understood what it takes to run a 
successful SaaS based company. 
Their perspective complements 
investors with a strong market 
background - this potent mix has 

trade the fiat and digital 
currencies they want via PvP 
mechanisms and Delivery 
versus Payment (DvP) on an 
expedited 24X7 basis. PvP 
is a process increasingly 
demanded by regulators, 
as it minimises settlement 
risk and favoured by banks 
and regulators as it reduces 
capital holding requirements. 
Furthermore, there are firms 
deploying smart technology to 
improve liquidity management 
by allowing in-bound payments 
to be reconciled in real-time as 
opposed to the next day (as is 
often the case). Whilst others are 
deploying shared permissioned 
ledger technology to enable the 
instantaneous and irrefutable 
internal transfer of an asset’s 
ownership.

It’s working with firms keen to 
achieve zero-friction processes 
by digitally transforming their 
legacy infrastructure, without 
the need to immediately rip out 
and replace core systems, that 
has fueled Baton’s fast growth- 
moving the company from start-
up to scale-up mode in 5 years.

Baton has built a core market 
infrastructure - enabling banks 
to achieve real-time, risk-less 
payments and eliminate pre-
funding requirements. It’s a 
network that digitally connects 
FCMs, custodians, banks and 
CCPs - and it’s growing. Baton is 
now deployed at 7 of the largest 
global financial institutions, 
connected to the world’s biggest 
CCPs and multiple custodians, 
and used to move billions of 
dollars of assets every day.

What do I believe has been the 
key to Baton’s growth? Its culture 
and its priorities. From the very 
beginning Baton set 3 priorities: 
serving its clients, taking care of 

proven invaluable as Baton has 
navigated conversations at the 
highest levels. 

The story continues
Baton emerged into the capital 
markets landscape with a vision: 
to create opportunity for change 
and growth. It is now on a path 
to becoming the mature core 
market infrastructure that will 
underpin collateral transactions 
and settlement processes as the 
landscape evolves. In doing so, 
Baton is setting a new standard 
for the future of our industry. 

Alex Knight, Global Head of Sales and EMEA 

Alex has more than 25 years of experience in 
Foreign Exchange, Clearing, Investment Banking, 
Electronic Trading, Fixed Income and Derivatives. 

An experienced builder of global businesses, 
Alex joined Baton in 2019 following 18 years at 
Citi in London, Sydney and Singapore. Having 
been instrumental in establishing the bank’s FX 
electronic trading franchise in the early 2000s, 
Alex became a founding senior member of Citi’s 
FX Margin Trading Business, for which he became 
the Global Head in 2012. During his tenure at Citi, 
Alex also set-up and built Citi’s APAC FX Prime 
Brokerage business to become a regional market 
leader and served as a Board Director of CitiGroup 
Global Markets Singapore until 2015. 

Returning to London, he continued to play a key 
role in the development of Citi’s global FX Prime 
Brokerage arm - which had by this time become 
the largest such business in the world -  most 
recently holding the position of Global Head of 
Sales and Client Coverage. 

Prior to joining Citi, Alex began his career selling 
investment management systems to real money 
and hedge fund clients.  

Alex holds a BSc from Imperial College, London 
and an MBA from Nottingham University.

Payments 2030: 
building the  
industry’s core  
market infrastructure

Alex 
Knight, 
Head of 
Global 
Sales and 
EMEA, 
Baton 
Systems
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Halfway through 1942 
the entire US 
production of 
Penicillin, a 
substance whose 

antibiotic traits were known since 
1928, was enough to treat only ten 
people. In July 1943, after pleas 
from the British War Cabinet, the 
American War Production Board 
decided to boost production, and 
by the spring of 1944 the US had 
2.3 million doses ready for use. 

This sudden embracing of an 
existing technology in times of 
adversity isn’t new. “Necessity is 
the mother of invention” goes the 
famous saying, but sometimes 
there’s no need to come up with 
new inventions, only to make 
good use of existing ones. 

We all saw this during the first 
stages of the Coronavirus 
pandemic with online meeting 
platforms. For years climate-
change advocators have been 
pleading with the rest of humanity 
to cut down their flying ways, and 
choose greener, more sustainable 
solutions to meeting than 
constantly relocating their bodies 

demand and continue providing 
a high-quality service to our 
existing clients worldwide. These 
were trying times, but we were 
able to navigate through them 
thanks to three key elements: 

■ Fast reaction time 
Our own onboarding time, 
meaning the time it takes us to 
integrate a new client, is about a 
week or two, which is extremely 
short compared to other 
solutions. We see this as a key 
takeaway for our company in the 
future as well: always maintain a 
quick reaction time. The market 
is so dynamic, you have to be 
able to meet your clients’ needs 
within weeks, not months. In 
today’s world, where economies 
open and close within a day’s 
notice and one can barely plan 
a vacation three weeks ahead, 
three months are an eternity. 

■ Product flexibility 
Our product was in development 
and testing for years, and it was 
designed from the start to be 
an onboarding platform that 
“fits all, suits all.” That is why 

from one side of the globe to the 
other. But, even though Zoom, 
Skype, Teams and a myriad of 
other online meeting platforms 
were in existence, their adoption 
by both the business world and 
the general public was limited. 

Enter the pandemic – with 
its stoppage of flights and 
unnecessary physical contact 
– and online meetings are now 
as common as antibiotics. And 
it’s not that online meeting 
technology has changed – it 
hasn’t. But the pandemic pushed 
everyone online; what was a 
second, third or no option before 
now became the only one. 

A similar process happened in 
capital markets as well. At the 
onset of the pandemic, a great 
tidal wave of investors suddenly 
crashed upon the banks of 
the up-to-then relatively calm 
financial pond. The pandemic did 
not just push everyone online, it 
also provided millions of people 
worldwide with unexpected 
government relief funds, and an 
abundance of time to invest them 
(and really nowhere else to spend 

basically all financial institutions, 
from banks to investment firms 
and asset managers can buy 
the same onboarding platform 
and configure it, easily and from 
within the system, to their needs 
(and, when needed, further 
features are easy to add).  
This was key to our success 
during the pandemic because it 
meant we didn’t have to tailor a 
software solution to each client; 
we could sell a “shelf product”, 
something that significantly sped 
up our sales and integration 
process. In fact, we now have 
several of these “shelf products”, 
which speeds up the process 
even further. 

■ Passion 
We love what we do, so we do it 
well. It may sound like a cliché (or 
worse – a lie), but it’s one hundred 
percent true. It shows, especially 
in times when the online demos 
don’t stop and you don’t even 
have a moment to grab a bite. It’s 
in those times that you think “why 
the hell am I doing this?” And if 
you can’t answer “because I love 
it,” you’ll soon collapse. 

them). The result was a twofold, 
threefold or even higher increase 
in online investing platforms, 
customer onboarding and  
overall trade. 

As with a flood, the ones who are 
ready for it can make use of its 
abundance. The ones who aren’t 
are at risk of drowning. In the 
case of financial institutions that 
offer online trading platforms, 
the floodgates are their client 
onboarding platforms. We here 
at Muinmos, as a tech company 
that provides a client onboarding 
solution to financial institutions, 
experienced a flood of customers 
of our own during the pandemic.  

Banks, investment firms, trusts 
and asset managers contacted 
us quite early in the pandemic, all 
painting the same picture – we 
can’t hire more personnel to keep 
up with the increase in clientele. 
Our compliance officers do 
nothing but onboarding. They’re 
swamped. We need to automate. 

Of course, for us, this was great 
news. This is, after all, what 
we’ve been doing for the last 
nine years – developing and 
providing a fully automated A-Z 
client onboarding platform, that 
does everything from regulatory 
clearance (client categorization, 
Suitability and Appropriateness 
etc.) through KYC/KYB/AML/CFT 
checks (fully automated through 
in-built connectivity to multiple 
databases) to full, automated, 
and completely tailorable risk 
assessments. We consider it  
to be the perfect floodgate – 
letting in all the investors you 
want and easily filtering out all 
those you don’t. 

This was, however, a challenging 
time for us as well, as we 
ourselves had to double our 
personnel just to keep up with 

All in all, the last twelve months 
have been good to Muinmos – 
the pandemic gave us, along 
with the sector we operate in, a 
significant push. Looking forward, 
we believe the wheel cannot be 
turned back. For several years 
now we’ve been witnessing a slow 
paradigm shift in the way financial 
institutions see themselves: from 
financial institutions who offer 
online trading platforms, to online 
service providers in the field of 
capital markets. The pandemic 
sped up this paradigm shift as 
well, and now financial institutions 
understand that the speed of the 
client onboarding and the quality 
of their customers’ experience 
are important chains in their 
online journey. Clients judge  
them by it and compare their 
journeys with ones in other 
platforms. 

That’s why we’re very optimistic 
about the future – the pandemic, 
hopefully, is dying out; but 
automated, straight-through 
client onboarding is the new 
standard, and here very much  
to stay.

“We love what we do, so we 
do it well. It may sound like a 
cliché (or worse – a lie), but 
it’s one hundred percent true. 
It shows, especially in times 
when the online demos don’t 
stop and you don’t even have 
a moment to grab a bite.”

The pandemic  
push

Remonda Kirketerp-Møller  
CEO, Muinmos ApS
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We’re all 
hopeful that 
the end of 
lockdown 
restrictions 

will come sooner rather than later. 
But the effects of the COVID-19 
pandemic continue to be felt by 
businesses, with more pressure 
than ever to cultivate agility and 
resilience to keep ahead of the 
competition. Retail banks are no 
exception. The latest World Retail 
Banking Report showed a 
disconnect between short-term 
cost-saving exercises, and 
investment in the tech, tools, and 
teams needed for existing banks 
to not only survive, but also 
reprioritise the customer and 
thrive in a more customer Younger customers are happy to 

make the jump if another provider 
ticks all of their boxes and 
delivers on their CX expectations. 
The rise of digital and app-based 
banking has made it easier than 
ever to move money between 
accounts – or indeed banks. 
Legislation like the 2015 EU 
Directive PSD2, and regulated 
payment services have put  
digital and mobile-first banks  
on a level playing field with 
traditional high street and 
household names. 

Meanwhile, innovative neobanks 
entering the field are setting the 
bar high for CX expectations in 
the banking sector, offering 
customers their preferred 
approach to service, and making 
it easier for them to receive help 
and support through a unified 
experience. Real-time balance 
updates, budgeting support  
and even the ability to simply  
split bills with friends are now 
assumed parts of the banking 
experience, rather than a novelty. 
Incumbents are recognising  
the experience gap, and the  
need to bridge the divide with 
challengers. 

experience driven field. 

The same report indicates a 
disconnect between what 
customers want, and what banks 
are actually prioritising. As 
customers’ beliefs and behaviour 
change fast, loyalty to their 
incumbent bank is no longer 
guaranteed. Right now, retail 
banking customers expect the 
same service they would get from 
any other business; 
benchmarking against other 
banks, yes, but also against the 
most recent experiences they had 
as a customer in any industry. The 
good news is, Zendesk’s 
Customer Experience (CX) Trends 
Report, shows many traditional 
bricks-and-mortar financial Starling Bank is a great example 

of a challenger to high street 
giants, that prioritised CX and 
technology to become the first 
mobile-only bank to offer UK 
current accounts. Built from 
scratch, it connected with 
customers and offered them a 
service that supported their  
fast-paced lives. Providing 
exceptional 24/7/365 customer 
service is fundamental to 
Starling’s success. 

Since Starling’s service opened to 
the public in March 2017, the 
support staff has grown from 
three people to more than 18 
full-time and part-time operatives. 
The team is engaging with 
customers more and more each 
month—their average weekly 
volume is 3,200 contacts.  
With that comes diverse and 
growing demands, and Starling 
Bank’s capacity for tracing and 
analysing customer journeys is a 
key part of tracking their progress, 
enabled by Zendesk. 

The right tech tools and the 
right team training 
Investment in the right CX tools 
can set a bank on the path to 

institutions have acknowledged 
the digital tipping point we are in. 
They’re moving quickly to up their 
service game. In fact, 89% of 
financial services companies 
implemented new tools and 
processes in 2020. 

In some respects, the older 
banking companies have a 
competitive edge. Consumer 
demand is growing for a more 
personalised service. Existing 
retail banks have access to a rich 
history of their customers, and 
when analysed carefully, this data 
is full of clues to what their 
customers want most from their 
bank. How can retail banks use 
this, to inform personal customer 
interactions and transform the 
customer experience they offer 
for the digital-first world? 

CX - not inertia - is the new 
loyalty driver 
The concept of ‘bank for life’ is 
over. Digitally native Gen Zers are 
the least likely generation to stick 
with the same bank, as more than 
half switched their bank account 
provider within two years of 
turning 18. 

better delivery of frictionless 
digital services, seen as the new 
norm as we approach the 
post-Covid era. 

We’ve spent the last year 
connected to other people 
through our devices - using 
whichever channel feels most 
natural for us to communicate.  
As a result, customers have  
come to expect more convenient 
connections with more banking 
power in the palm of their hands. 
Almost three quarters of 
customer service agents state 
that they have the tools they need 
to work remotely and, what’s 
more, 58% of agents have regular 
access to support from 
developers to customise 
customer solutions, which is 
allowing them to build platforms 
that are more agile  
and responsive to changing 
customer needs. 

As behaviours change, 
accelerated by the extraordinary 
circumstances of the last year, so 
too must the behaviour of giants 
and startups alike in  
the financial sector. As customers 
have come to expect instant 
access to their accounts, agility, 
superior CX and omnichannel 
customer service are vital to keep 
up with the dominance of 
smartphones and app-based 
banking. Digital banking isn’t just 
a nice-to-have, it’s a default, and 
the differentiators now are based 
on how customers feel after using 
their bank, and whether their bank 
is agile enough to keep growing 
with their expectations. 

Though a high bar has been  
set, customers will tell you what 
they want. Responding to that 
with speed and empathy - driven 
by customer insight - will be  
the hallmark of banks that are 
here to stay. 

“The concept of ‘bank for 
life’ is over. Digitally native 
Gen Zers are the least likely 
generation to stick with the 
same bank, as more than 
half switched their bank 
account provider within  
two years of turning 18.”

Customer experience 
in retail banking:  
it’s not just finance 
any more 

Andrew Lawson, 
SVP EMEA, Zendesk
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The rewards of 
innovation and 
creativity are clear to 
anyone in business. 
Fresh thinking and 

new solutions are engines of 
growth, and the efficiency that 
reduces cost. At Ediphy, we’ve  
put innovation and creativity at 
the centre of everything that we 
do. Our rapid growth has resulted 
from a deep-rooted commitment 
to change.

So how have we done it? Four 
years ago, I co-founded Ediphy 
Group with Dan Wild, our CTO, 
after nearly 25 years inside major 
banking institutions; as Head of 
European Rates Trading at Morgan 
Stanley, and latterly as co-Head of 
Global Fixed Income at UBS.

automate, simplify and unify, 
streamline and strip back. The 
result is a holistic solution that 
encompasses every element in 
the execution value chain. 

Our clients – buy-side and sell-
side – can choose how much 
of our digitally-native solution 
to integrate. For businesses 
requiring a one-stop shop, Ediphy 
is a single solution for pricing, 
trading, analytics (pre and post-
trade), settlement and clearing. 
Our technology, available through 
a web browser, can stand alone.  

We also support those who only 
require one or a handful of our 
services. It’s helpful to think of 
Ediphy as a chain. We can drive 
your technology or merely act as 
its strongest link. Ediphy can be 
deployed holistically or tactically, 
and this, by itself, is innovative.

Building back better
A commitment to innovation 
and creativity has served us 
particularly well during the last 
twelve months. If the need for 
change in capital markets was 
apparent when Dan and I began 
work on Ediphy in 2017, how much 
more so now? We fully endorse 
the call to “build back better”.

The pandemic and subsequent 
lockdowns proved the Ediphy 
concept. We might have almost 
designed our holistic, cloud-
based, digitally-native solution 
with homeworking in mind. Any 
sudden necessity to abandon the 
office would not trouble our users, 
who require nothing more than 
an internet connection and web 
browser to access our services.

Inadvertently, footage of a 
deserted City shone a spotlight 
on its large and expensive 
workforce, many of whom are 
employed to maintain legacy 

I understand the scale of the 
challenge faced by those who 
lead investment banks and 
asset management companies. 
I spent years driving change 
in major businesses, with only 
partial success. Stepping off this 
roundabout of complexity and 
spiralling cost, I saw more  
clearly than ever how it risks 
spinning out of control. 

Ediphy is an alternative to a failing 
model of fragmentation. Our 
solution? A single tech stack. 
In my experience, complexity 
spawns fragility, but simplicity 
promotes stability. Dan and I have 
conceived and built a technology 
focussed on efficiency, albeit 
using very advanced code. It is 
at once simple and powerful, 

systems. Naturally, we’ve long 
believed that Ediphy represents a 
new way of working. The scenes 
that accompanied the first UK 
lockdown left us more convinced 
than ever.

More broadly, financial technology 
proved its value to society. 
Payment systems like Stripe, 
for example, enabled the mass 
adoption of home shopping. For 
the customers of digital banks 
like Monzo, Revolut and Starling, 
lockdown might have seemed 
no more than business as 
usual, for their personal banking 
requirements, at least.

Technology has an obvious role to 
play in “building back better”. This 
might involve enhanced video 
conferencing to support new 
hybrid working models, or online 
learning resources to augment 
virtual classrooms. 

Ethos and principles
There is a wider context to 
innovation and creativity and the 
need to build back better. Our 
industry must become fairer, as 
well as more efficient. We need to 
regain sight of our ultimate end 
consumer: the man or woman on 
the street with a pension, savings 
or insurance policy. 

streamlined and sophisticated.

This structural innovation – as 
distinct from best-of-breed 
orchestrations – is as the day 
is from night – makes Ediphy 
immensely scalable. Having 
proven to our first clients the 
ability of our solution to run a 
business from front to back, we’re 
now going deeper into the stack 
and adding new products. 

The result is rapid but sustainable 
growth. Note the difference from 
the accelerated but unsustainable 
expansion of businesses focussed 
on the top line. This strategic 
miscalculation spawned the 
bloated technology we see today. 

At Ediphy, our focus is on the cost 
line. This, in turn, inspires our 
focus on simplicity and efficiency. 
And this, in turn, inspires our 
focus on creativity and innovation. 
The easy answer should not be 
confused with the simple solution. 
The first perpetuates the problem. 
The latter solves it.

To develop yet another niche 
technology and bolt it to an 
already teetering tech stack is 
the antithesis of our approach. 
Instead, we accelerate and 

At Ediphy, our ethos and 
principles are indivisible from 
our technology. From tools that 
democratise data to venue-
agnostic execution - fairness 
is at our core. Our prototype 
consolidated tape initiative 
for European bond markets, 
supported by the Dutch regulator 
AFM, offers a recent, powerful 
example.

Over the last two-and-a-half 
years, we’ve developed a 
consolidated tape for internal 
use, aggregated from publicly 
available data. Our recent 
announcement has catalysed 
development of a tape for the 
wider industry to use, offered 
as a utility. We’re now calling 
for data consumers to join us in 
developing our prototype.

This initiative aligns perfectly  
with our ethos and principles.  
We recognise that, ultimately, 
trust is as vital to market 
performance as technology.  
The mechanisms by which trust  
is achieved – democratised  
data, equitable access to venues 
and liquidity, transparency, 
justifiable fees – therefore hold 
the same significance as any 
algorithm or API.

We see no division between 
innovation and creativity, 
ethos and principles. We build 
integrated solutions to increase 
access to markets and data. 
Greater transparency benefits 
everyone, now more than ever. 
The last twelve months have 
created a unique opportunity to 
build back better. Ediphy’s rapid 
growth is a compelling example.

“Ediphy is an alternative to a  
failing model of fragmentation.  
Our solution? A single tech stack.  
In my experience, complexity 
spawns fragility, but simplicity 
promotes stability.”

“A commitment 
to innovation and 
creativity has served 
us particularly well 
during the last  
twelve months.”

Why aligning innovation  
and creativity with principles 
and purpose delivers rapid 
growth and the chance to  
build back better

Chris 
Murphy, 
CEO, 
Ediphy
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A t FINBOURNE we 
have created the 
technology which 
will sit at the heart 
of the world's 

investment industry and be 
delivered 'as a service', providing 
a common infrastructure for the 
investment community. To do this, 
we have adopted an API first, 
open-source approach that 
benefits the entire community, 
sharing common workflow and 
removing integration costs. Our 
core products, LUSID and 

deploying LUSID, clients can 
avoid the trap of rebuilding every 
few years or rebuilding due to 
business changes, such as asset 
classes or the introduction of 
more complex strategies.

The global focus on ESG has 
been a key driver of growth for 
us and we have relished helping 
the buy-side to address some of 
the more complex challenges it 
can bring. We have helped deliver 
solutions across the breadth 
of ESG maturity from firms just 
starting their ESG journey to 
larger clients refining their tooling 
to ensure they are able to report 
and manage disparate data sets 
and inconsistent ratings. Similarly, 
risk appetite and asset mix are 
changing and prompting the buy- 
side to re-evaluate the suitability 
of their legacy systems as they 
deal with more complex products 
in the search for alpha.

Architectural sins of the  
past and building a modern 
tech stack
As part of the wider data 
strategy, tooling around data 
management needs to deliver:
■ An accurate view of data 
provenance and lineage 

LUMINESCE, power some of the 
largest global asset managers.

By any measure 2020 was 
a turbulent year full of the 
unexpected. Similarly H1 2021 has 
continued in this vein presenting 
unique market conditions and 
opportunities. In the last year 
we have been fortunate to seize 
these and have continued  
growth, adding new clients, and 
closing our series A funding  
round whilst nearly doubling the 
size of our team. 

■ Uniformity of data models 
■ Telemetry on usage patterns 
and access resolution
■ The ability to connect source 
and downstream systems. 

While these factors have 
always been key, their relative 
importance is increasing 
and seen as a way to drive 
efficiencies, lower operating 
costs, remove non-value-add 
steps – acting as a differentiator 
in the hunt for better returns. 
Building correctly the first time 
with a solution that grows with 
you is a vital goal if you want 
to avoid the constant cycle of 
rearchitecting every four years. 

Another consequence of an 
out-of-control data regime is the 
activities people find themselves 
doing. Employees who are hired 
to perform one role inevitably 
end up spending a significant 
amount of their time just sorting 
out the data – for example, 
portfolio managers spending an 
hour each morning calculating 
their current holdings, middle 
office teams maintaining strategy 
tags, or the back office manually 
sourcing data from disparate 
sources to produce a custom 

Same problems just worse?
The pre-Covid-19 themes 
impacting Asset Managers and 
Hedge Funds - such as fee 
compression, elusive alpha, data 
challenges, digital transformation 
and ESG - have continued well 
in to H1 2021 and there seems 
to be little evidence that the 
competing pressures will abate 
any time soon. In fact, for many 
fund managers the pandemic has 
compounded or reaffirmed these 
challenges. This has prompted 
many of our prospective clients to 
revive projects that were delayed, 
kicking off new initiatives or re-
examining the existing book of 
work to ensure it is providing the 
best ROI. In many respects H1 
2021 has seen a renewed vigour 
from clients as they seek to ‘catch 
up’ after hitting pause in 2020 
to deal with the challenges of 
remote working. 

FINBOURNE has been fortunate 
to help and partner with several 
firms who are actively examining 
their technology and operating 
models. 
 
The ask? To help deliver a heady 
concoction of: 
■ Increased control and 
operational efficiency and 
resiliency
■ Lower BAU operating costs
■ Expose additional 
value through increased 
understanding of their data. 

By working with clients who 
are designing their future state 
technology stacks and operating 
models, we have helped them to 
meet their business objectives 
and implement a solution that 
is scalable, cloud based, open 
and API driven. This provides 
flexibility both now, and in the 
future, leveraging new technology 
instead of being burdened by 
cumbersome legacy code. By 

client report. This seems absurd 
when a portfolio manager should 
be focused on managing money, 
not data.

We’re seeing a real change in 
attitudes towards data. “Good 
enough” is no longer good 
enough. Taking months to source 
new datasets or add data points 
is unacceptable. Clients will soon 
demand access to their own data 
via APIs. Regulators will ask for 
more real-time feeds.

The market volatility in H1 2020 
simply re-emphasised this. 

What’s next for FINBOURNE?
We have quite a boring answer 
for this one. It’s really more of  
the same for us
■ Continue to focus on serving 
our clients
■ Continue to collaborate, 
including the creation of a 
product council
■ Expansion to the US and APAC

We are, of course, excited to get 
back to in person meetings with 
our clients and our team as soon 
as we can. Follow our journey at 
www.FINBOURNE.com and on 
LinkedIn

“By any measure 2020 was 
a turbulent year full of the 
unexpected. Similarly H1 
2021 has continued in this 
vein presenting unique 
market conditions and 
opportunities.”

FINBOURNE: 
Market 
conditions 
that have 
facilitated 
growth

Thomas McHugh  
CEO & Co-Founder, 
FINBOURNE Technology

MAKE THE WORLD LUSID 

http://www.FINBOURNE.com
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When we 
launched 
Eventus at the 
end of 2014, 
we had one 

goal in mind: provide a better 
mousetrap to firms in the capital 
markets space to efficiently meet 
their obligation to surveil their 
trading activity and manage risk. 
Fast forward seven years, and we 
have made huge strides, with our 
Validus platform deployed at tier-1 
banks, digital asset exchanges, 
broker-dealers, market centers, 
futures commission merchants 
(FCMs), buy-side institutions and 
more. This is a testament to the 
power of Validus – no other trade 
surveillance platform gives clients 
a comparable level of flexibility, 
integration and automation tools, 
nor do they cast such a wide net 
and escalate only the most 
actionable alerts.

Winning market share in this 
fiercely competitive space 
requires the best technology, 

As more exchanges and other 
financial institutions look to trade 
digital assets, we are uniquely 
positioned to help them establish, 
meet or exceed industry 
standards for market surveillance, 
anti-money laundering and 
transaction monitoring.

Eventus has quickly gained 
recognition as a thought leader 
in the digital asset space, 
as evidenced by our recent 
Shining a Light on Digital Asset 
Markets 2021 virtual event, which 
assembled leading names from 
top regulators, exchanges, trading 
firms, asset managers, media 
outlets and more. We are proud 
to name four of the top six crypto 
exchanges (according to CB 
Insights’ Blockchain 50 list)  
as clients.

What’s more, our efforts in this 
area have served to deepen 
relationships with existing clients 
in addition to winning new clients. 
Hong Kong-based OSL Digital 
Securities, Asia’s first Hong 
Kong Securities and Futures 
Commission-licensed digital 
asset platform for institutions and 
professional investors, recently 
integrated our transaction 
monitoring capabilities on top of 
trade surveillance, for which it has 
leveraged Validus since 2019.

APAC Success
We are particularly proud of the 
global nature of our client base – 
and while we have experienced 
growth in markets the world over, 
there has been a significant 
uptick in the Asia-Pacific region. 
Over the past year, we have won 
several new APAC clients, some 
based in the region and others 
that have a regional presence.

New clients include Morrison 
Securities (our first Australia-
based client and the No. 1 broker 

deep expertise and constant 
engagement with a wide variety of 
constituent groups to understand 
the challenges they face. Our 
product and approach have 
produced a passion about the 
Validus program among its users, 
and word-of-mouth referrals to 
their industry peers have led to 
explosive growth for us each 
year.  In the past 18 months 
alone, product demand has led 
us to nearly quadruple the size 
of our team, and Eventus has 
won business in new regions and 
asset classes. We continually 
enhance the platform to help 
clients sift through the noise in an 
automated way, affording them 
the ability to focus on items that 
matter the most. Here are a few 
key highlights in what has been a 
very successful year for our team.

Digital Assets in the Spotlight
Household-name 
cryptocurrencies like Bitcoin 
and Ethereum continue to make 
headlines in 2021, surging to new 

in the Australian Securities 
Exchange equity derivatives 
market), G.H. Financials (an 
exchange-traded derivatives firm 
with a Hong Kong subsidiary) and 
Mercury Derivatives (a proprietary 
trading firm with over 500 traders 
on six continents). 

Working with these firms across 
different jurisdictions within 
APAC, as well as their various 
arms around the globe, has 
required a keen understanding 
of local regulations and how 
they fit into the global regulatory 
landscape. To that end, we hired 
Vincent Turcotte, who has spent 
much of his career in the region 
at some of the world’s foremost 
financial institutions, to grow our 
APAC business out of Hong Kong. 
These dedicated efforts on the 
ground and client adoption in the 
region resulted in our winning 
Best Market Surveillance Tool 
at the WatersTechnology Asia 
Awards 2021.

Constant Evolution
Having an outstanding product 
is a critical prerequisite for 
growth. Our Validus platform 
uses machine learning and 
robotic process automation to 
enable users to cast a wide net 
for detecting relevant market 
behavior and escalate only 
the most actionable alerts for 
deeper investigation. It features 
hundreds of pre-built trade 
surveillance and risk-monitoring 
procedures, and we now provide a 
sandbox environment to test and 
quickly deploy new procedures/
calibrations.

Informed by extensive client 
input, we constantly enhance 
Validus. Here are just a few of 
the hundreds of new features 
implemented in the last year:
■ An automation recipes tool, 
giving clients the ability to 

highs at various points throughout 
the year and capturing the 
attention of Main Street and Wall 
Street alike.  But Eventus began 
winning exchange clients in the 
digital asset markets space years 
ago, and we’ve quickly become 
the global leader with a dominant 
position in the trade surveillance 
space for cryptocurrency 
exchanges, complementing 
our strong foothold with market 
participants in equities, options, 
futures, foreign exchange (FX) and 
fixed income.

Meeting the needs of this 
community has required the 
flexibility our platform provides, 
and our ability to easily scale 
has been crucial as digital asset 
exchange clients have seen 
explosive growth in data and 
trading volumes; as regulatory 
guidance on digital assets 
evolves, the intricacies of 
trading particular instruments 
may vary significantly or be 
only partially understood by the 
wider investment community. 
Despite this, Validus is the gold 
standard solution for this asset 
class for the same reasons as 
in more traditional markets. We 
meet exchanges’ extremely high 
security requirements and offer 
the ability to surveil, 24/7, billions 
of messages per day in real time.  
For non-exchange players in the 
capital markets ecosystem, we 
serve as a bridge as they build 
out their digital asset desks, 
offering our clients expertise and 
a comprehensive offering they 
could not experience from either 
legacy surveillance platforms or 
vendors focusing on just a single 
asset class.

The digital asset space is 
currently one of the most exciting 
subsets of our industry, and the 
story of institutional investors 
wading into this space continues. 

automate mundane, repetitive 
tasks and enabling managers 
to promote efficiency and track 
relevant trends
■ Robust alert audit-trail 
functionality that enables 
managers to supervise 
surveillance analysts more 
effectively, escalate issues 
promptly and provide accurate, 
comprehensive documentation 
in response to regulatory 
inquiries
■ A signals analytical tool to help 
users monitor statistics, develop 
trading profiles and detect 
anomalies over time
■ Enhanced insider trading 
functionality
■ Enhancements to Python 
scripts, empowering clients to 
quickly customize and integrate 
procedures
■ Technology improvements to 
substantially accelerate speed 
and throughput for an ever-
increasing message load

Looking ahead, we see numerous 
opportunities for future growth, 
and not just in digital assets or in 
APAC. The principles that define 
our solution are universal. As long 
as there are markets, there will be 
a need for tools to ensure fairness 
and protect all participants. 
We stand ready to provide 
these capabilities to financial 
institutions of all types, no matter 
what innovations come next.

Eric Einfalt is Chief Strategy 
Officer of Austin-based Eventus, 
a multi-award winning global 
provider of trade surveillance 
and market risk solutions 
for financial institutions. 
For over 25 years, Eric has 
served in operations, business 
development, finance and sales 
roles across a diverse set of 
organizations throughout the 
capital markets space.

Eventus embraces 
global expansion, 
digital assets to fuel 
rapid growth

Eric Einfalt, Chief Strategy 
Officer, Eventus

https://www.cbinsights.com/research/report/blockchain-technology-companies/
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A look at how Solidatus 
is addressing the 
world’s most pressing 
data challenges with a 
unique, ‘lineage-first’ 
approach

O ver the last year, like 
every other 
business, we’ve had 
to adjust and adapt. 
During that time 

we’ve also been able to 
demonstrate the meaning behind 
our company namesake. 

Solidatus is from the Latin for 
“strengthen” or “consolidate”, 
and we’ve helped do just that for 
customers’ datasets, providing 
a visual representation of 

in cyclical testing. Address the 
issues up front before problems 
begin to unfold. Instead of taking 
a piecemeal approach, use your 
data to optimize your business, 
pinpoint the imminent risks and 
uncover the opportunities.

Rising to the challenge
Whilst it was easy for Solidatus 
to pick up and work remotely, 
it was not easy for everyone. 
Communication dynamics have 
evolved more in the last year 
than they did in the ten years 
prior. The biggest disruptor was 
not the CEO, the CIO or even the 
regulator, it was the pandemic. 
Now, with many firms shifting to 
a more hybrid approach, one that 
is here to stay, the challenges are 
continuing to surface.

Even opportunities have their own 
challenges. Solidatus completed 
a £14 million Series A investment 
round in March 2021, which was 
done virtually from start to finish 
- something we never would have 
thought possible prior to the 
events of the last year.

In the end, our Series A allowed 
us to make more key hires 

their business, showing them 
everything from their challenges 
to their opportunities. Over the 
decade of our existence, we’ve 
made it our industry-agnostic 
mission to give customers a new, 
real-time view on how they can 
operate more efficiently, get a 
better return-of-investment on 
intellectual property, and address 
the “data trauma” that has been 
rampant (and more apparent) 
since we were all removed from 
our offices and into the confines 
of our homes.

Leading through innovation
While data lineage and 
visualisation remain the bedrock 
of our solution, Solidatus has 
expanded beyond both of these 
out of the necessity and the 
desire to be the global benchmark 

and accelerate our growth, 
including expanding our senior 
management team, growing 
our engineering capability and 
enhancing the sales organisation, 
which we also did remotely. The 
drive and dedication of our team 
allowed us to not only grow the 
business but increase the number 
of new leads over that same 
time period. Our new hires were 
actually astonished by the amount 
of inbound requests that we 
were able to generate in a short 
time under the tumultuous and 
uncertain circumstances. Due to 
the data issues that COVID was 
exposing, Solidatus had to solve a 
number of new issues quickly in a 
setting that would not normally be 
conducive to addressing  
these challenges.

Looking ahead
Every industry is ripe for 
change when it comes to data 
optimization. Government 
and healthcare, however, will 
experience substantial changes 
due to the heightened levels of 
data stress they’ve experienced. 
Those that have gotten it right by 
having the necessary protocols in 
place already find themselves in a 

for data management innovation. 
In fact, we want to be the global 
leader within the next year and 
a half. Areas like supply chain 
management and data analytics 
are becoming more pressing 
and require constant innovation 
and attention. We all know that 
data used well is amazingly 
valuable, but in today’s day and 
age being able to use the right 
data in the right way is becoming 
increasingly challenging.

We’re focused on addressing the 
lingering data challenges that 
have hindered firms for years, as 
well as those that have surfaced 
and became more apparent 
during the pandemic. It’s been a 
time of huge structural change, 
forcing organisations to react, 
rather than plan for events that 
are completely out of their control. 
In many cases the scramble to 
survive has left wounds that will 
take a while to close and learnings 
that cannot be left unabsorbed. 
Our approach and technology 
is engineered to be scalable, 
nimble, yet it empowers firms to 
optimize their business and stay 
ahead of these major shifts.

The pandemic has shone a 
brighter light on data security 
and better data management 
practices.

Interestingly, customers no longer 
have to be convinced that these 
things are imperative to their 
business. They are well-aware 
that these tools are no longer 
“nice to have”, as they once were. 
Today, they’re necessities. 

The biggest hindrance for 
customers is taking a reactive 
approach versus being proactive 
to addressing these issues. Do 
not use a band-aid to temporarily 
fix issues that will linger and cost 
your business millions of dollars 

much stronger position today.

The most important thing 
technology vendors will need 
to convey is a level of trust. 
Customers still have trepidations 
about storing data in the cloud 
and having to spend on data 
capabilities that may seem 
esoteric on the surface. This 
is where, not only robust and 
sophisticated technology are 
important, but, providing a 
personalised experience for 
clients is critical. The way our 
staff and our clients feel about 
Solidatus should be one and the 
same. The only way to ensure that 
is to continue putting ourselves in 
our clients’ shoes so that we can 
tackle not only the data issues 
they are currently experiencing, 
but those they will face in the  
near future.

As we look to expand our 
presence into the US and Asia, 
then more broadly across Europe 
in the coming year, our goal 
remains to provide better visibility 
and clarity around the pertinent 
data management challenges 
that firms are encountering.

“Whilst it was easy for 
Solidatus to pick up and  
work remotely, it was not 
easy for everyone. 
Communication dynamics 
have evolved more in the  
last year than they did in  
the ten years prior.”

Resolving data 
trauma through 
optimisation 
and innovation

Philip Miller, Co-founder 
and Co-CEO of Solidatus

http://www.solidatus.com
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I t has been nearly 15 months 
since the pandemic first hit 
the UK’s shores, and in this 
time it has imposed extreme 
challenges and long-term 

implications on the financial 
services industry. High market 
volatility, swinging trading 
volumes, and an increased 
amount of data produced from 
digital communication channels 
has introduced various 
complexities into the sector.

Lockdowns, home working, home 
schooling for many, and the 
inability to host face-to-face 
meetings has certainly impacted 
SteelEye, as it has most other 

went on pause during the  
various lockdowns.

Strong leadership 
SteelEye’s mission is an important 
one – we exist to help establish 
and maintain trust in the financial 
markets, which we do by making it 
easy for our clients to accurately 
comply with financial regulation. 
By keeping this at the forefront 
and by reminding our team of this 
– particularly during difficult 
periods – we have been able to 
consistently deliver and grow. Our 
CEO, Matt Smith, also reiterated 
to our team on a regular basis 
that we needed to “stay as strong 
as we can for as long as we can”. 
This became our lockdown motto 
and ensured that the entire 
company remained dedicated, 
driven, and engaged.  

Focus on people and culture
The pandemic challenged all 
normal ways of inspiring, 
engaging and motivating talent. 
Once we went into lockdown, 
colleagues could no longer 
huddle in the meeting room or 
breakout areas in the office or 
catch up after work over a drink. It 
was also not possible to do 
conventional company socials or 
team building exercises to 
develop team cohesion, 
collaboration, and culture.

To continue engaging our team, 
we recognised early on that we 
needed to facilitate these 
non-work-related company 
touchpoints in a virtual setting. 
We set up twice daily zoom social 
meetings to replicate coffee 
breaks and hosted a different 
social every week. We also 
offered 1:1 virtual chats for those 
who felt they just wanted to talk in 
a confidential and safe space.

It is surprising how many 
companies simply “paused” all 

firms in the financial ecosystem. 
Despite the challenges, we have 
been able to achieve strong 
growth over the past 15 months, 
which we believe comes down to 
our clear strategy, strong 
leadership and a continuous 
focus on people and culture.

Since the pandemic struck, we 
have more than doubled our team 
and client base and been 
appointed by several world-class 
financial services firms. 

A clear focus
The increased compliance 
complexity introduced by 
Covid-19 has certainly aided this 

social activities when the 
pandemic hit, only engaging with 
their teams for work purposes. 
Arguably, team building activities 
became even more important 
when we could not meet face to 
face. The firms that simply 
“paused” their focus on people 
and culture during the pandemic, 
are the ones that may find 
themselves struggling to  
motivate and mobilise their 
workforce and upkeep 
productivity in the long-term. 

Because of our clear strategy and 
continued focus on people and 
culture during this turbulent time, 
we have been able to continue on 
our positive growth trajectory. The 
importance of human interaction 
has by far been the biggest 
lesson and takeaway for the entire 
team as it has taught us how 
important it is to remain 
connected with each other, as  
this fosters better collaboration 
and communication.

As we slowly navigate our way 
back to “normal” we are excited 
to continue to grow and develop. 

growth, as many financial firms 
were forced to embrace modern 
technology in order to adjust to 
the changing environment. 
However, another key ingredient 
we believe was instrumental  
to this growth was our continued 
focus on having and 
communicating a clear  
company strategy. 

As the world became filled with 
uncertainty, we recognised the 
need to provide clarity and 
certainty to our team in terms of 
why we exist and what we needed 
to deliver. We laid out our priorities 
and this enabled us to keep up 
the momentum, even as the world 

Looking ahead, there are 
numerous opportunities and 
evolutions on the horizon for 
SteelEye and we have a range of 
exciting job openings that we 
cannot wait to fill. As the world 
recovers, our focus will remain on 
our people and culture. If you are 
interested in joining a rapidly 
growing RegTech firm, please  
get in touch! 

“The pandemic challenged 
all normal ways of inspiring, 
engaging and motivating 
talent. Once we went into 
lockdown, colleagues could 
no longer huddle in the 
meeting room or breakout 
areas in the office or catch 
up after work over a drink.”

Growing a company 
in a pandemic
How we have continued  
to grow and recruit despite 
the challenges presented  
by Covid-19

Alicia Ariffin
Head of People and 
Culture, SteelEye
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that inclusion is at the heart of any businesses’ success and support companies in introducing the 
changes needed. Having launched our very own 17% List campaign, we have been able to drive the 

visibility of women in the financial services technology and sales sectors with some staggering 
results. In doing so we have been able to help over 60 businesses create roles for women in technology 

and build upon over 30 DEI strategies since January 2021 alone. To discuss how you can get involved, 
please reach out to Nadia.edwards-dashti@harringtonstarr.com. Read on to see what many are 

doing to drive inclusive change to make their businesses more equitable and more successful.

It’s time to Be Visible
100 Women in Finance seeks to address the under-representation of women in finance, fintech,  
and investment roles, evolving the public perception of what an expert in these fields looks like.  
We believe that by increasing the visibility of today’s female finance professionals, we are also  
motivating the next generation of talent to aspire to these roles.

100WFinTech Directory is a public directory designed to help conference producers, the media, 
and young women needing role models to easily identify the senior female leaders and those who 
are transforming the financial services landscape.

100WFinTech hosts events (online and in-person) around the themes affecting the fintech industry 
today. As a member, you also have access to all 100WF on-demand and in person events our  
community hosts.

Become a part of a growing community committed to effecting change in the finance industry.

www.100women.org

100WFinTech enables collaboration, ideas exchange, best practice sharing, experience leverage 
and strong relationships across fintech’s subsectors: 
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Attend virtual or in-person 100WFinTech events.

Gain access to the 100WF network and collaborate 
with peers.
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RegTech and the pandemic
Amidst the challenges that the 
COVID-19 pandemic has brought 
to industries the world over, the 
way in which banks and financial 
institutions operate has 
unquestionably changed.

With remote working now the 
norm, and likely to be for some 
time yet, reduced face-to-face 
interaction is something that 
businesses are continuing to deal 
with. Because of that, digital 
transformation has, for many, had 
a bigger role to play than ever 
before when it comes to Know 
Your Customer (KYC) and 
Anti-Money Laundering (AML) 
compliance and, ultimately, 
tackling financial crime.

As compliance teams have 
adapted to working in different 
locations, and with opportunistic 
criminals eager to take advantage 
of any weaknesses in processes 
or controls, RegTech has 
supported businesses at a time 
when, due to issues often outside 
their control, headcount has 
altered and priorities have shifted.

The need to modernise, and equip 
teams and individuals to work as 
productively beyond the office as 
within it, is driving investment in 
digital platforms. Delivered as 
software-as-a-service from the 
cloud, these platforms mean 

location is no barrier to 
productivity and success.

The changes to the ways in which 
organisations work as a result of 
the pandemic, and its 
implications, has pushed 
RegTech to the top of the 
agendas of many banks and 
regulated firms. In many 
instances, this is leading those in 
question to accelerate existing 
RegTech implementations or, in 
the case of others, to start  
looking into how they can benefit 
from technologies as a matter  
of urgency.

Encompass’ strides in 2020 
and beyond
This surge in interest and 
conviction has come at a time of 
great progress for Encompass as 
a global organisation. Despite 
undoubtedly facing challenges, 
like any business, during this time, 
we have seized opportunities to 
grow and cement our place as 
market leaders.

As well as achieving significant 
revenue growth, we are also 
proud to have added a number  
of top global banks and law firms 
to our ever-growing client list  
over the last 12 months. This 
builds on the likes of Santander 
and the Nordic KYC Utility, 
Invidem, as well as key partners 
such as Accuity.

We have also bolstered our staff, 
bringing in a number of industry 
experts to ensure we continue to 
deliver the best for our 
customers. In practical terms, this 
means that we have added more 
than 70 new staff members 
across all of our existing 
locations, and also expanded our 
footprint in Singapore, the US, 
Serbia and Sweden, with more to 
come on that front as we progress 
through the second half of 2021.

We have also seen encouraging 
investment in our business, as 
overall sector investments rise, 
including from Beacon Equity 
Partners, a Boston-based private 
equity group focused on 
companies that solve regulatory 
and compliance challenges.

We believe that Beacon Equity 
Partners is the perfect match for 
Encompass, with this and wider 
investment from our strong 
shareholder base enabling us to 
continue our rapid growth journey 
whilst investing across our 
business to meet demand and hit 
the milestones we are striving for.

There can be no denying that the 
last year or so has placed hurdles 
in our way, in some respects, as 
we have reacted to global 
circumstances. However, our 
people have shown commitment 
and dedication to ensure we have 
continued to make great strides 
and, as a result, we have enjoyed 
some fantastic highs.

We are now at a critical juncture in 
our story, as we look to not only 
continue to deliver for our existing 
customers but also expand and 
reach new heights. I know it is the 
skill, dedication and outstanding 
talent we benefit from every day, 
thanks to our fantastic teams, that 
will continue to see us push the 
boundaries of success.

HOW DO WE MOVE  
THE NEEDLE?

MONTHLY ROUNDTABLES...

Regular panel expert 
to broaden the scope 

of conversation

PANEL DISCUSSIONS...

HS TRACK RECORD...
Placing one woman 
in four roles across 

the financial services 
technology and sales 

space and getting 
better every day!

TALENT PIPELINING...

W W W . H A R R I N G T O N S T A R R . C O M
T: +0044 203 587 7007         E: INFO@HARRINGTONSTARR.COM

Helping you retain, build and 
invest in a truly inclusive team

MATERNITY  
& PATERNITY  
STORIES OF  

FINTECH
HUMANS  

OF FINTECH
THE TALENT  

SURGERY
WOMEN  

OF FINTECH

Collaborated with 
the FT to attract more 

talent to the space

THE 17% LIST...

THE PODCASTS...
Celebrating people in

your business and your
business strategies

Creating roles for 
standout people to 

address the industry’s 
gender imbalance

#walkthetalk

Regularly speak at events 
on the topics of gender 

equality in the workplace

Leading financial services 
and FinTech experts 

debating inclusion topics 
monthly or quarterly

Regular speaker 
at universities

An Encompass 
view of the last  
18 months

Wayne 
Johnson
CEO and 
co-founder, 
Encompass
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Anyone who works in 
crypto is at the 
frontline of a 
revolution - which is 
an exciting place to 

be. We’re at the dawn of a huge 
change to the financial system. 
Crypto offers the potential to 
reshape the world and create a 
new global economy that’s fairer 
and more inclusive than the 
current model. 

Yet working in this space also 
offers companies the chance to 
rethink smaller structures and 
build a new kind of workplace fit 
for the modern world. Zumo is a 
decentralised finance platform 

leaders show their vulnerable 
side and tell stories of their own 
mental health challenges. Mental 
health is a spectrum, not a static 
state, and we all experience 
periods when our mental state 
can deteriorate.  By sharing 
stories, we’re normalising the 
issues and helping everyone cope 
with periods where they’re not 
feeling so great. Even the most 
powerful leaders suffer mental 
health episodes. Just because 
you get to a dark place in life, it 
doesn’t mean you won’t achieve 
what you want to achieve.

Zumo also trusts its employees 
and empowers them to chart their 
own path to success. We set clear 
expectations and are on hand to 
coach and assist, whilst stepping 
back to allow team experts to 
focus on figuring out how to 
achieve the best results. To do 
this, we set a clear vision and 
roadmap which shows exactly 
how individual projects contribute 
to the overall achievement of the 
vision. This approach requires 
personal accountability, regular 
communication and clear 
explanations of why we made 
certain choices. 

Designing Diversity  
Naturally, innovation is a key part 
of life at Zumo. We don’t have 
a formal innovation strategy, 
focusing instead on creating an 
environment that fosters solution 
thinking. When it comes to 
innovation, many people believe 
it is all about ideas. I respectfully 
disagree. Innovation is about 
solving problems. And the first 
problem any company has to 
tackle on their journey to success 
is how to build the right team 
that’s genuinely committed to the 
goal. Commitment and shared 
mission come first - innovation 
follows after. Innovation is a team 
sport, after all. Whilst having a 

which is dedicated to bringing 
the benefits of blockchain and 
smart money to as many people 
as possible. We want to help 
everyone get comfortable with 
crypto, which is why we offer a 
platform that’s friendly and  
easy to use. 

Behind the scenes, we have a 
similar ambition when it comes 
to company culture. We believe 
that inclusion inspires and 
transparency wins. We stand for 
unshakable commitment and 
loving the adventure. Most of all, 
we are committed to building 
a healthy environment where 
people are empowered to do their 

visionary idea is important, the 
hard work starts with delivery  
and the team effort to realise  
the vision. 

For Zumo, the development of 
new ideas begins by attracting 
diverse talent, as there’s no 
doubt that diversity breeds 
innovation. Currently, more than 
30% of Zumo's employees are 
female and we have talent from 
eight different nationalities.  We 
are working very hard on ways 
to expand our diversity beyond 
gender and attract talent from 
different ethnic backgrounds too. 

When designing for diversity, it’s 
worth considering more than just 
gender. Should hiring managers 
think about bringing in people 
without degrees, for instance? 
Should they advertise jobs in 
non-traditional spaces known for 
attracting diverse audiences and 
use language that’s accessible to 
people from all walks of life? The 
answer to both these questions is, 
of course, yes. 

Diversity is a journey, not a 
destination, so it’s crucial to keep 
thinking of ways to bring diverse 
voices to your organisation. 
Remote working is part of this. We 
were committed to remote before 
the pandemic began, but the 
changes forced by the lockdown 

best work. Changing the world is a 
big ambition, so it can help to take 
small steps and change what’s 
in front of you. Here’s what we’re 
doing to build a better workplace. 

Wellness and the Workplace
I’m the daughter of a farmer 
and the first in my family to go 
to university. I grew up in Poland 
and came to the UK in 2000 with 
a strong accent and a burning 
desire to succeed. Some people 
made judgments about me based 
on how I spoke. Others wanted 
me to succeed  and helped me 
build a career that has included 
roles at globally recognised 
companies like Reed and 
Barclaycard. My experiences  
have shaped me and hammered 
home a point that is too often 
forgotten: you can achieve 
anything you want no matter 
who you are or where you are 
from. This attitude seeps into 
everything I do at Zumo. 

A company is only as successful 
as its staff, which is why we have 
a strong focus on wellbeing. Our 
goal is to create a space for doing 
great work that is also a space 
of mental and emotional safety. 
I’m trained as a Mental Health 
First Aider - which is a post I’d 
advise all companies to appoint. 
We’re legally required to have first 
aiders looking after our physical 
health. Why not do the same for 
mental health?

We have recently rolled out an 
initiative for checking employees 
mental wellbeing in partnership 
with the OK Positive App at Zumo 
and we strive to create a space 
where everyone, from senior staff 
to new starters, is able to tell us 
how they’re getting on and share 
advice on how to manage stress 
and anxiety or boost wellness. 
These sessions have proved to 
be invaluable, particularly when 

pushed our thinking forward. 
Crypto is borderless, which means 
the companies which work in the 
space should be borderless too. 

Sustainable Living
We are passionate about the 
people who work at Zumo, 
and committed to building 
a sustainable business. As 
part of our mission to create a 
green crypto sector, we have 
partnered with WasteAid - a 
charity that helps communities 
and policymakers in lower and 
middle-income countries to 
implement waste management 
and recycling programmes, fight 
climate change and improve 
livelihoods.

Zumo has been climate neutral 
since the company was formed, 
and this includes indirect 
emissions such as staff working 
from home, business travel and 
value chain. We’re signatories 
to the Crypto Climate Accord, 
which is an industry-led initiative 
inspired by the Paris Climate 
Agreement. We are working 
closely with the Crypto Climate 
Accord and others to drive a 
transition to renewable energy 
within the sector, and are in the 
process of developing our own 
Net Zero Strategy.

Working at the cutting edge of 
innovation can sometimes be 
daunting because treading new 
ground can be lonely - particularly 
when you’re working remotely. At 
Zumo, we’re building a new kind 
of company that’s borderless 
but connected and built for the 
modern world. We want to change 
the world - which is no easy 
task. By focusing on diversity, 
innovation, mental health and 
sustainability, we’re taking small 
steps towards the future. And 
when we reach our destination, 
nothing will be the same again. 

“A company is only 
as successful as its 
staff, which is why we 
have a strong focus 
on wellbeing.”

A new 
approach 
to company 
culture in the 
crypto space

Dagmara Aldridge
COO, Zumo
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Resilience is something 
I think about a lot as 
we go through this 
extraordinary age, this 
new era.

These are times of uncertainty 
with many challenges. Socialising 
determined and defined so much 
of our physical and digitally-
mediated lives. Now, as we 
weigh purpose personally and 
professionally in different ways 
amid the global pandemic, things 
have become somewhat more 
distanced, more nuanced.

As well as my work with 10x, I am 
involved with a number of other 
businesses as a board advisor. 
What I see in all of them is great 
human spirit and endeavour, 
people doing really incredible 

When someone joins a company 
they too know it will be a journey. 
This is their lived experience. 
The lived experience is ultimately 
what determines whether they are 
happy to get up and go into work 
- whether it is in a city, a shared 
office workspace a tube or cycle 
ride away, or simply a place in a 
different room, a short walk from 
where they wake. 

10x had been on its own 
interesting journey in the months 
before I arrived.

In a relatively short period of 
time and right in the midst of the 
lockdowns, several voluntary and 
employee-led networks were 
established inside the company.

They included the 10x Women’s 
Network, the Black Professionals 
Group, and the 10x Pride LGBT+ 
Network. During the summer 
of 2020, 10x also created an 
employee-led Culture Action 
Team and an Equality, Diversity 
and Inclusion Committee with 
volunteer members from across 
the business.
 

work in difficult circumstances, 
and achieving a lot. Life and 
business are complicated at 
the best of times. People are 
managing their work-life balance 
in ways that they had not planned 
for, let alone imagined.

This is a direct example of what 
resilience is.

It is about getting back to where 
you were before.

We know enough though from 
what we have all experienced in 
our lives and businesses these 
past 18 months that resetting to 
how we were is not a card that can 
be played. The table stakes have 
changed.

The commute for many has 

Beyond this, 10x’s Impact and HR 
teams helped manage a series 
of employee-focused awareness 
raising webinars, anniversary 
events and speaker programmes. 
These included Black History 
Month, Islamophobia Awareness 
Month, Diwali, leadership and 
mental wellbeing and nutrition 
talks, and awareness training. 
Among external initiatives, 
there were work experience 
programmes, mentoring, local 
community support, and virtual 
summer camps for students 
focused on supporting their 
career development. 

While our teams in Australia 
could work and socialise more 
freely, our lived experience in the 
UK around where our teams are 
based in London and Leeds was 
pretty much 100% virtual.

The business has hired more 
than 220 people in the past 12 
months and those new members 
of the 10x tribe as it were, are 
starting to meet each other in 
the same room for the first time. 
Fortunately, they already know 

simply moved from the bedroom 
to another room in the same 
home. Sometimes it hasn’t even 
done that.

At another level, resilience is 
about recovery, getting back to 
an upright state of mind, a right 
state of being. Yes, you might 
be heading in a slightly different 
direction in a slightly different 
way, but a sense of balance has 
returned. 

You may not have physically 
moved far, but you are stronger 
for it.

I saw this at a personal and 
professional level when I joined 
10x Future Technologies last 
November.

In the space of five years, the 
business has grown from small 
beginnings into a commercial 
reality with a 500+ strong team 
delivering for clients at opposite 
ends of the world and in between.

New clients have adopted our 
platform since I joined the 
business and one of the things 
that struck me and I see today 
is that our clients buy our vision. 
They believe in what we are  
trying to build and what it can 
achieve for their businesses.  
That belief and that vision is  
one of the most important things 
for us to keep going back to  
every day – both for ourselves  
and for them.

Why? Because when they joined 
us they knew it was going to be 
a journey. They knew it would 
have some challenges. We were 
building something with them that 
had never been done before.

This is the lived experience. It is 
the proof point. The cold  
hard reality.

each other. They have a shared,  
lived experience.

What got us from a place of 
many challenges to a place 
where we are more confident is 
cooperation.

I don’t mean that just in terms of 
how we work with our clients, who 
are navigating their own journeys. 
I mean that in terms of how we 
are with each other in every call, 
message or meeting. This is our 
shared and lived experience. 
This is something unique to 
every business, its teams and 
the individuals that make up the 
organisation. The way they work, 
the way they come together 
or don’t come together when 
challenges arise. What matters 
is how we reset. That is what 
becomes our lived experience, 
what we learn from and how we 
become more resilient.

Recently at an industry event 
I was asked what the bank of 
tomorrow will look like. Basically, 
it was a question around how will 
the business of tomorrow and the 
people who make it happen, be 
organised and operate?  How will 
they make it be?

There is not a silver bullet 
answer here, but I do know that 
it will be different from today. 
The realisation has set in that 
business models have changed 
– consumers want change, so 
do regulators and technology is 
making it happen. The bank and 
financial services business of 
the future will constantly need to 
redefine itself to its customers 
and the communities it serves. 
The industry is on a journey.

Given what we have all been 
through these past two years,  
that is something that fills me  
with hope. 

“New clients have adopted 
our platform since I joined 
the business and one of the 
things that struck me and I 
see today is that our clients 
buy our vision. They believe 
in what we are trying to build 
and what it can achieve for 
their businesses.”

Pursuing  
balance  
in a brave  
new world

Dr. Leda Glyptis
Chief Client Officer, 
10x Future Technologies
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Last year the EWPN and 
Keen Innovation 
launched a new project: 
doing research on the 
emerging market in 

financial services aimed at 
women. We (Anette and Erin) had 
been invited to write a chapter on 
the topic for the book Women, 
Consumption and Paradox (2020, 
Taylor & Francis), and by the time 
we finished writing it we realised 
we were only beginning to 
understand the market. 

We were left with many questions: 
how many FinTechs and banks 
are offering tailor-made services 
to women around the world? 
Shouldn’t financial products 
be gender-neutral? Why would 
women want these services, and 
how can they help women?

We approached the EWPN with 
our idea: to survey the globe, 
identify as many female-focused 

Women also look for integrated 
services that support a whole 
process (identifying a need to 
save, setting a goal and investing) 
rather than standalone solutions. 
Particularly in investment there 
has been much discussion of 
women’s risk adversity. We find 
that women make decisions 
from a more holistic perspective, 
balancing wishes and 
possibilities— being risk aware 
rather than risk averse. Women 
also place a great importance on 
investment impact supporting 
sustainable goals such as climate, 
companies with gender inclusion 
policies, or local initiatives.

In communications, women 
value narratives that help them 
conceptualize how financial 
services can target their life 
situation and help them manage. 
This represents a difference 
to  traditional financial services 
that over many years have been 
designed and developed for a 
male-dominated clientèle and 
clad in legal, mathematical and 
technical details.

Finally, we found that women 
value the possibility to handle 
their finances along with other 
people they trust. And so both 
networks and courses in  
finance are dominant in many  
of the offerings.

The second report, Female 
Finance in Figures (2021, EWPN/
Keen/Bank Cler) looks more 
deeply into the companies that 
offer these services, including 
their age, locations, gender in 
leadership, and company values. 

We first of all found that there 
is a growing interest in serving 
the large untapped potential of 
the women’s market for financial 
service. We found rapid growth 
in the number of organizations 

financial products as possible, 
and figure out what makes this 
market work. The EWPN loved 
the idea and Keen Innovation also 
soon came on board, motivated 
by their work with women in 
Switzerland. 

And so we set to work. As well 
as identifying female-focused 
services, we delved into research 
on gendered financial inequality. 
We found that women are 
disadvantaged in many ways: they 
are less likely to receive financial 
education than their brothers, 
they earn less over the course 
of their lives, and they retire with 
fewer savings. In lower-income 
countries women are also less 
likely to have a bank account, 
and in higher-income countries 
women’s investments still lag 
behind men’s. 

And so there is a clear need for 
tools, services, and education that 

offering female-focused financial 
services. Almost all initiatives 
were from this millennium, and 
55% are from just the last five 
years (2016-2020).

Most of these companies 
are  commercial companies—
including both new startups and 
existing financial institutions. 
We found that many providers 
integrate their “traditional” 
services (savings, investment, 
credit, etc.) in a structure with 
broader offers that include not 
only economic advice but also 
impact solutions, education, 
mentorship and communities 
or networks. And we found an 
increasing number of networks, 
associations and NGOs offering 
such services, reflecting women’s 
higher demand for these services 
compared with men.

Looking into the many young 
companies that focus on women, 
we found that they were generally 
founded— and led—by women. 
Most also had a majority of female 
employees, resulting in a quite 
low gender diversity.  Hopefully 
this is a passing situation. Many 
founders came with a solid 
background in financial services. 

can help to bridge this gender 
gap. 

Designing financial services for 
women is not new. In the 1970s 
microfinance agencies began 
to serve primarily lower-income 
women, using social techniques 
such as group meetings to  
both help women feel 
comfortable and to increase the 
risk of repayment. Not long after 
some banks issued credit cards 
with gendered designs, such as 
making them pink. 

But these early developments 
missed most of the female 
market—a market that Oliver 
Wyman estimated to be worth 
700 billion dollars in missed 
revenue a year as companies 
don’t serve it well at all.

Fortunately in the past 5-10 years 
banks and FinTechs have made 
large strides in making better 
financial products for women. The 
two reports we have published so 
far report on this progress. 

The first report, Female Finance: 
Digital, Mobile, Networked (2020, 
EWPN/Keen), focuses on financial 
services targeted at women.  
We found that there are–at least 
for now–definite differences 
between what men and women 
look for in financial services with 
regard to design, features, values 
and delivery.

Women control the largest  
portion of family budgets and 
spending (and influence a rising 
portion of wealth and savings). 
In this role we found that women 
look for means to control their 
spending, savings and general 
economy. We found that women 
look for good value in services 
such as loyalty schemes and 
easily accessible services like 
mobile apps.

We also identified previous 
experience in entrepreneurship 
and consultancy, while fewer  
had experience in communication 
or technology. 

Finally we related insights into 
company services to company 
values. We found
that the values of female-focused 
organizations were different from 
those of non-gender-focused 
organizations. The latter were 
focused on “value for
money”, whereas the female-
focused organizations focused on 
culture, empowerment, creativity 
and freedom.

Both reports are available to 
download from the EWPN 
website.

We are planning a third report, 
Female Finance on the Move, 
in which we will do qualitative 
research on the women 
themselves. We want to find 
out how European women are 
adapting to changes in the 
financial landscape and especially 
whether Covid-19 has changed 
their financial practices. If you 
are interested in being involved 
please do reach out to us. 

“Women control the largest  
portion of family budgets and 
spending (and influence a rising 
portion of wealth and savings). In 
this role we found that women look 
for means to control their spending, 
savings and general economy.”

Designing for  
women: the story of 
the female finance 
research series

Dr. Anette Broløs and  
Dr. Erin B. Taylor,  
Research Leads, EWPN

https://ewpn.eu/research-network/white-papers-reports/
https://ewpn.eu/research-network/white-papers-reports/
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A s a five year old 
FinTech sales 
accelerator, 
Finceler8 has been 
in the fortunate 

position of tracking and 
influencing the evolution of the 
financial technology market whilst 
advancing engagement between 
FinTech companies and financial 
institutions.   

Finceler8’s clients are both 
innovative FinTech companies 
ranging from early stage to 
mature stage.  Finceler8 also 
work with financial institutions 
seeking organised access to state 
of the art FinTech organisations.  
Finceler8’s priority is to provide 
FinTechs with a sales strategy, 
qualified new business leads and 
support through the sales cycle 
until closure. At the same time  
advising financial institutions 
on which tech companies and 
solutions are available that best 
suit their specified requirements. 

The members of the team have a 
combined experience of over 100 
years working for and selling into 
financial institutions, and the team 
collectively hold the belief that 
delivering product combined with 
sales revenues are fundamental 
to a company’s long term 

When the 
pandemic 
struck and the 
Government 
took the 

decision for the UK to go into full 
lockdown, Inbotiqa was already 
set up for remote working. With a 
small team located across the 
globe, in London, Belfast, Mumbai 
and Cape Town, we were already 
using digital comms channels like 
Webex and Zoom as part of our 
everyday communication tools. 
We were fortunate to be ahead of 
the curve as we watched our 
clients and partners having to 
adapt and make huge changes to 
the ways they worked. 

We believed it would only be 
for a short period of time and 
felt comfortable as there was 
little difference to our working 
practices. The main change was 
working from home more without 
the use of small collaboration 
spaces, so we continued to strive 
forward with our business plan.  

I thought I knew my team 
reasonably well but decided to 
introduce regular weekly check-
ins very early on to give them 
the opportunity to express their 
feelings and concerns and to 
discuss their general wellbeing. 

success.  This level of experience 
is unique in an outsourced sales 
team and it is how Finceler8 is 
able to navigate Tier1, Tier2 and 
Tier 3 companies to provide 
access to decision makers.  The 
more complex the firm the more 
senior connections are required. 

Finceler8’s popularity is attributed 
to the fact that hiring a team of 
specialised sales people reduces 
the risk and cost of hiring full 
time employees; or where a 
sales team exists opening real 
qualified opportunities with the 
right people at the prospective 
client.  Working with Finceler8 
gives clients access to each team 
member’s individual network, it 
grants leverage to expertise in 
qualifying leads and accelerating 
sales cycles.  

This effective method of 
consistent systematic 
prospecting has contributed to 
the achievement of discovering 
and elevating the FinTech 
portfolio; and Finceler8 believes 
the success of the firm is directly 
correlated to the success of its 
client base.  

2020 instigated an opportunity 
for the world to  increase global 
connections. Anyone anywhere 

As the weeks turned into months, 
I realised that we had a large 
proportion of people who were 
living completely alone and 
isolated. It became apparent 
that they were really battling to 
maintain their wellbeing and 
motivation. The day-to-day 
monotony of working and living 
continually within the same 
location, combined with the 
uncertainties and concerns the 
pandemic introduced, started 
to take its toll. In response, we 
introduced changes to support 
everyone and help get them 
through this unprecedented and 
challenging time.

These changes were not rocket 
science or ground-breaking, in 
fact they were fairly basic, but 
they were consistent and fair  
and meant a huge amount 
of stress was alleviated from 
people’s daily lives. 

The first was to introduce more 
flexible working patterns, to 
support home schooling for staff 
with children and for primary 
carers who were shopping for and 
looking after their elderly relatives. 
Hours could be worked early in 
the morning or late at night and 
eventually we had a system. Not 
the way it had worked before, but 

in the world was a Video 
Conferencing tool click away 
thus removing the geographical 
restrictions.  As a result, 
Finceler8’s services now extend 
beyond Europe to include the US, 
Africa and Hong Kong.  

Outsourced services such as 
outsourced sales teams are  
now viable options for  
businesses irrespective of 
size due to the need to remain 
flexible given the current risk of 
uncertainty that the pandemic 
presents.  It is important to 
choose the right team: those 
with the experience, knowledge, 
expertise and the relevant 
connections. The relationship 
between the client and the  
sales team must be partnership 
led and the interests for all 
 those involved need to be  
aligned in order to lead to a 
positive outcome. 

Understanding the market, 
the consumer’s business, 
an appreciation of who the 
client target list should be, an 
awareness of the complexity and 
length of procurement cycle at 
each financial institution is at the 
core of the Finceler8 function 
and the priority of the firms is the 
success of its clients. 

actually better and more focused.
We introduced a Zoom coffee 
lounge that anyone could drop 
into for a social chat when they 
had some free time, to fill in for the 
‘old normal’, when you popped to 
the coffee machine and enjoyed 
a casual catch-up. Quizzes 
and team social events were 
increased to keep spirits high and 
keep everyone communicating 
and having some fun. 

Over the course of a few weeks, 
I became aware of several 
individuals who were quietly 
struggling in the background. 
Struggling to make meetings, 
struggling to keep a structure 
to their day and struggling to 
see past the restrictions and 
unrelenting bad news that was 
being highlighted through TV 
and social media. We decided 
to provide free access for the 
whole team to a meditation 
app and a mindfulness mental 
health programme that had been 
validated by the NHS, to help 
improve and maintain wellbeing. 
With continued regular personal 
check-ins and, sticking with the 
programme of support, we were 
able to reduce absenteeism and 
keep the team feeling mentally 
engaged and well. 

As restrictions have been 
slowly lifting across the various 
locations, I’ve been asking for 
feedback on the changes, to find 
out what has been working and 
whether people want to revert 
to some of the previous ways 
of operating. There has been 
a clear message coming back 
to keep all of the new ways, but 
with the option to meet up with 
teammates face-to-face on a 
monthly basis when people are 
allowed. Who knew that a global 
pandemic would bring a stronger 
bond to a small team and improve 
work-life balance for us all.

Outsourced sales 
deliver higher returns 
for clients

Adaptation 
in the face of 
uncertainty 

Jon Carp, 
Kenzy 
Goodwin, 
David 
Sayers 
and Carl 
Rogers, 
Finceler8

Liza Russell 
COO, 
iNBOTiQA
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The unprecedented 
global pandemic has 
meant that dedicating 
oxygen to such a 
critical subject such as 

mental health awareness, is 
needed now more than ever 
before. There isn’t a single  
person on the planet who hasn’t 
been impacted by COVID in one 
way or another.
 
Here at Vortexa, we wanted to 
reflect back on what we have 
done as a business in supporting 
our employees through these 
aggressively turbulent times. It 
has been critical for us to cultivate 
healthy coping mechanisms and 
build resilience as individuals, as 
we fight to keep our heads above 
water in these seas of uncertainty.

for us, all of our infrastructure 
and tools such as Notion and 
AWS were cloud-based, so the 
migration to online working 
wasn’t as painful as it would have 
been for some, but unwelcomed 
nonetheless. By the middle of 
March 2020, Vortexa had fully 
adapted to being a remote 
organisation.

Heading off a mental health 
crisis
Early on during the first lockdown, 
Vortexa introduced ‘Donut’; not 
the Krispy Kreme kind, but the 
Slack add-on feature. Donut 
randomly assigns two teammates 
within Vortexa to arrange a virtual 
catch-up. This meant a Sales 
Director in the US, who may 
never normally engage with a UX 
Designer in London, would meet 
socially, just to get to know one 
another on a personal level. Donut 
connected all departments on a 
mass scale and at times, served 
as the only social interaction 
several team members had 
to lean on because they were 
completely isolated.

Although the business was going 
from strength to strength, we 
needed to remain mindful of the 
impact this was having on the 
mental health of our team. Was 
Donut offering enough support 
to those locked away from the 
outside world? 

From March 2020, the People 
team began circulating 
anonymous surveys on a weekly 
basis to gauge the mental 
wellbeing of team members and 
receive feedback on how people 
were feeling in their roles whilst 
working remotely.

We also started offering ‘Spill’ 
to provide confidential courses 
of therapy, one-off counselling 
sessions and therapist access, 

The statistics of stress
According to the Office for 
National Statistics, the number of 
people in the UK reporting high 
levels of anxiety spiked when the 
pandemic first took hold between 
April - May 2020. The percentage 
of people stating that they were 
coping well with the stress of  
the pandemic fell slowly and 
steadily; with 1 in 5 claiming  
they found working on a  
remote basis difficult. 

A year down the line, figures 
have slightly improved, but as 
of February 2021, 42% of the 
population still feel anxiety and 
worry surrounding the pandemic 
compared to 54% the year before, 
according to the Mental Health 
Foundation. 

in addition to an abundance 
of online tools and resources 
through Slack. 

Senior management wanted to 
go one step further and brought 
in external speakers to normalise 
speaking about mental health, 
such as Work Happiness Coach, 
Natasha Chatur who collaborates 
with businesses and individuals 
to tap into a higher sense of 
meaningful engagement and 
enjoyment from their work.

The seismic shift in social 
acceptance
Although we’d talked about 
Mental Health within Vortexa 
previously, COVID prompted us to 
actively encourage conversations 
around mental health, within 
Slack as well as at our weekly 
all-hands meetings. This is now a 
regular topic of conversation with 
platforms, processes and point of 
contacts implemented company-
wide to ensure 24/7 access to 
help and advice. 

Although there was significant 
emphasis placed on ensuring 
no one felt ostracised or lonely, 
in the same breath, the absence 
of set ‘logging on and logging 
off’ time stamps, left employees 
vulnerable to not establishing a 
sustainable work-life balance.  

To facilitate needed respite from 
work-related blocks of time, we 
needed to ensure people still 
dedicated a few hours to relax. 
‘Clockwise’, the Slack add-on and 
intelligent calendar assistant that 
carves out free time and focus 
time, quickly became a much-
valued tool across the business. 
Colleagues were automatically 
informed if an individual was 
free or engaged, which further 
streamlined communications.

We also offered weekly digital 

The latest figures also show 
30% of people feel more 
hopeful, compared to just 14% 
a year ago. These numbers may 
be encouraging but are still 
sobering enough to demonstrate 
how crucially essential it is to 
encourage open dialogues 
around mental health and 
wellbeing. 

A shock to the system 
Back in early 2020, the Vortexa 
team was excited for the 
continuation of a year that had 
begun amazingly well, with our 
team and business growing at 
a record pace. The last thing 
we expected was a worldwide 
pandemic to come along and 
change the way we work, socialise 
and build relationships in and 
outside of the office.

Temporary remote working; that’s 
what we all thought it would be at 
Vortexa. Perhaps for a week or two, 
a month at the most.  Everyone 
across our Singapore, US and UK 
offices had to work from home 
- but as a precautionary measure - 
just till this 'virus' was nipped in the 
bud. Then everything can go  
back to normal. 

But the days spent working 
remotely started to blur into 
weeks and the weeks bled into 
months. Every day governments 
across the globe would wheel 
out ever graver graphs depicting 
horrifying death tolls, affirming 
we were all truly at the mercy of 
a global pandemic. Working from 
home wasn’t just a temporary 
fix we had put in place, it soon 
became a legislated necessity 
that Vortexa, along with everyone 
else, was mandated to follow. 

The entire business, fortunately, 
managed the abrupt shift to 
a completely digital working 
environment with ease and luckily 

Pilates sessions (which are now 
permanent fixtures), to encourage 
people to take an hour to focus 
on themselves, their physical 
wellness, and mental health. 

In lieu of the face-to-face 
socialising, we held our weekly 
Friday afternoon all-hands 
virtually with the usual questions 
and conversation - but drinks 
were warmly welcomed to 
signpost the start of the weekend. 
Allowing staff to hear from senior 
leaders on a regular basis and 
provide a safe space to relax 
and socialise, (and not to always 
have work as the primary topic of 
conversation) proved reassuring 
for those existing team members 
as well as new employees.

Learning to keep our eyes, 
ears and minds open
We now offer several channels 
at Vortexa which any member 
of our team can utilise, should 
they need help and/or have any 
ideas, questions or feedback for 
us. These of course include Spill, 
where our team can instantly chat 
with a qualified therapist in as 
little as three clicks.

The People Team also hold 
monthly drop-in sessions where 
no conversation topic is off-
limits, bi-annual one-on-ones to 
sense-check how individuals are 
feeling and annual engagement 
and reflection surveys - to gauge 
exactly how effective we are as 
an empathetic employer. Every 
individual at Vortexa is completely 
unique, so offering multiple 
options for them to seek help or 
advice is critical to implement.

The learns we have gained  
over the last eighteen months 
have ultimately changed Vortexa 
for the better, including giving the 
subject of mental health more 
prominence and focus. 

Vortexa and Covid-19: 
Navigating mental 
health awareness in 
the grip of a global 
pandemic

Jessica Irvin
Head of People and 
Operations, Vortexa

https://www.vortexa.com/
https://www.donut.com/
https://remote.spill.chat/gl?utm_term=spill%20mental%20health&utm_campaign=Spill-search-startups-uk-brand-exact&utm_source=adwords&utm_medium=ppc&hsa_acc=5689457752&hsa_cam=12423568550&hsa_grp=118700021895&hsa_ad=501180169877&hsa_src=g&hsa_tgt=kwd-1210670154934&hsa_kw=spill%20mental%20health&hsa_mt=b&hsa_net=adwords&hsa_ver=3&gclid=Cj0KCQjwp86EBhD7ARIsAFkgakixnJDT7YFlOZtWYAHSGsSTblyxz7VoNzhe0CuyIVuPbN46JGtU5psaAh0OEALw_wcB
https://www.ons.gov.uk/peoplepopulationandcommunity/wellbeing/articles/coronavirusandanxietygreatbritain/3april2020to10may2020
https://www.ons.gov.uk/peoplepopulationandcommunity/wellbeing/articles/coronavirusandanxietygreatbritain/3april2020to10may2020
https://www.mentalhealth.org.uk/research-and-policies/wave-10-late-february-2021
https://www.mentalhealth.org.uk/research-and-policies/wave-10-late-february-2021
https://www.linkedin.com/in/natashachatur7/?originalSubdomain=uk
https://slack.com/apps/A89HZ352N-clockwise
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H ow do you react 
when an opportunity 
arises that offers the 
potential for career 
growth and personal 

development?  Do you subject 
the opportunity to deep forensic 
analysis, identifying its myriad 
risks and rewards and your own 
suitability for the opportunity? Or 
do you decide just to go for it and 
see what happens? 

A widely cited Hewlett Packard 
internal report showed that  
men apply for a job when they 
meet 60% of the qualifications, 
while women only apply when 
they meet 100% of them. Even 
then, women often impose their 
own additional criteria for the 
role: things like job flexibility  
and work-life balance. Then 
they’ll use these additional 
criteria as the rationale for not 
applying, regardless of how  

and grow. As in the game, none 
of these possibilities exist if you 
freeze and fail to act. 

When should we take a punt or 
dare to try something new? 
When we want to create 
possibilities and open up new 
avenues. It's best to begin with 
a clear idea of the end state that 
you're trying to reach, as this will 
guide your course.  However, if 
you’re unsure of what this end 
state is, don’t let the uncertainty 
paralyse you. Find a way to act 
that helps you determine your 
direction and find a way to learn 
from that action. If you do know 
your end state, be wary of being 
too specific: you will introduce 
constraints that may affect your 
ability to take tactical action 
to avail of other opportunities 
that arise.  Instead, look to your 
values, goals, and ambitions. 
Do you have an idea of what 
you want your career to look like 
next year? The next three years?  
What about the next five?  If not, 
start your thinking there - it's 
tough to make a plan without 
understanding where you want  
to end up.

A five-year goal might be a 
director-level position with a 
growing, innovative company.  
You don't need to identify the 
company (or even the industry), 
but you should look deeper 
into potential roles and their 
requirements. This way you can 
determine the skills and learning 
that you need to reach that goal. 
Take action to develop them.  
And, when opportunities come 
up to help you get those skills 
- take a punt and grab them!  
Doing so opens possibilities by 
signalling you are ready to do 
more. If opportunities do not arise 
organically, then search them out. 
Or create them: Let people know 
what your goals are and let them 

well-matched they are.

In situations like these, women 
should set aside the lab coat 
of a forensic examiner and don 
a rugby jersey instead.  Why? 
Because rugby players know how 
to change a situation and move 
the game forward: they take a 
punt. It might not always work, 
but if in the heat of the moment 
you get the ball while deep in your 
own end, only to see five or six 
large opposing forwards bearing 
down on you with the express 
goal of taking it away, it's a better 
tactic do something rather than 
nothing.

Why do women wait? 
Perhaps it's fear of rejection. 
Perhaps it's fear of success 
(getting the job and then failing in 
the new role). Perhaps it's 
because women underestimate 
their own strength or want to be 

know the value that you add, 
immediately and in the long term.  
And if you’re unsure of the value 
you bring, look to your allies. They 
will let you know. (And if you’re 
not sure you have any allies, 
then take a punt and ask those 
colleagues and peers that you’ve 
always admired out for a coffee!)

Taking a punt creates possibilities 
and possibilities bring new 
opportunities. Define your goals, 
understand the value that you 
bring, and hone the necessary 
skill sets. Then throw caution to 

absolutely certain things are 
right. Perhaps there is another 
opportunity just over the horizon 
that's worth waiting for.  In every 
one of these cases, there is a 
secret.  Just as a rugby fullback 
who freezes with the ball will 
inevitably get it forcibly removed 
from their person, if you don't try 
something - applying for the new 
role, offering to host a webinar, 
agreeing to mentor, or be 
mentored, asking for a promotion 
- you are always going to fail. 

In the rugby game, that punted 
ball might be caught by a team 
member who then takes it up 
field to score. Or it might be 
kicked into touch for a line out.  In 
the worst case, it might be caught 
by the opposition, but then they 
have the same choice to make; 
run, kick, or freeze. In rugby, no 
one is going to freeze.   

In the work world, taking tactical 
action changes situations.  You 
can request feedback if you don’t 
get the role. Or you can accept 
the job you're offered. You can 
also decline it. You can ask for 
different terms and engage in a 
dialogue that helps better tailor 
the job to you. In every situation 
that arises due to an action, 
there is an opportunity to learn 

the wind, quit thinking that you're 
not good enough, or not qualified 
enough, or simply not ready. Punt 
the ball and take that risk! In life, 
as in rugby, it’s a winning tactic!

“Find a way to act that helps 
you determine your direction 
and find a way to learn from 
that action. If you do know 
your end state, be wary of 
being too specific: you will 
introduce constraints that 
may affect your ability to 
take tactical action to avail 
of other opportunities that 
arise.  Instead, look to your 
values, goals, and ambitions. 
Do you have an idea of what 
you want your career to  
look like next year? The next 
three years?  What about  
the next five?”

Taking a punt: using 
tactical action to 
achieve your goals

Michelle Johnson
Head of UK and Ireland, 
Fexco FX & Payments
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O ptioPay operates a 
fully serviced open 
banking solution 
without IT 
integration for 

businesses with large B2C 
customer bases from industries 
such as banking, insurance, 
media, and utilities, just to name a 
few. We create more touchpoints 
with their customers, increase 
engagement and CLV, and provide 
them with an unparalleled source 
of data to optimise their business: 
customers’ bank account data. To 
incentivise customers to share 
their data, you need to offer them 
a highly attractive experience and 
tangible value. We do this through 
a product that provides unrivalled 
deals and insights. Examples are 
exclusive cashbacks, higher-
value vouchers, contract 
optimization, offers for 
sustainable consumption and 
CO2 compensation, as well as 
discounts and other personalised 

become irrevocable?
Our team has proven strong 
adaptability, agility and resilience. 
During the first lockdown in spring 
2020 we launched a project 
to support local businesses 
by expanding our voucher 
technology together with a big 
bank and insurance business, 
who sponsored and marketed 
this solution to help businesses 
in need to increase liquidity and 
sales. The current situation still 
represents an existential threat, 
especially for local businesses 
that rely on daily customers. 
Bars, shops, restaurants, 
clubs, museums, and other 
local institutions are still facing 
bankruptcy, workers are worried 
about their jobs and local trade 
threatens to collapse as new virus 
variants arise. We are very proud 
of the fantastic team, working day 
and night to launch this quickly 
and to have made a tangible 
contribution during the first 18 
months of the pandemic.

How did you adapt so rapidly 
under these uncertain 
circumstances?
We have a performance and 
output-driven culture where 
everyone is eager to contribute 
and to learn from each other. We 
are doers rather than talkers. We 
have strong trust in each other 
and rely on the complementary 
skills of our colleagues. We are 
also not averse to getting things 
wrong, learning and iterating. 
We have an open culture and 
don’t shy away from the hard 
conversations. It is important 
to us that in a highly pressured 
environment, where you have 
to be astute at managing in 
uncertainty, we always see the 
human in our colleagues, we 
are truly interested in learning 
about the different cultures, 
backgrounds and interests of 
others and even have a brown-

recommendations. People can 
see what their financial position 
is, who they spend their money 
with and how their consumption 
impacts the planet. We provide 
100% transparency on what data 
we see and use from a customer 
and give them autonomy over 
who they share it with in a 
regulated and protected 
environment.

bag series where people are 
invited to present nuggets of 
their experience and topics they 
love. Lastly, it is not by chance 
that OptioPay is based in Berlin, a 
perfect environment for talented 
people as it attracts brave 
pioneers and smart minds from 
all around the world. Our focus 
on next generation open banking 
products and our data-for-good-
approach, makes us an attractive 
brand for top talent.

An exclusive OptioPay 
outlook?
We will continue our mission 
to empower customers to 
both own and share their data 
responsibly and enable them to 
realise the full value of their data 
by nudging smarter and more 
responsible consumption. Too 
often, customers hand over their 
data without an adequate reward 
in return. OptioPay’s products 
have changed that, for the benefit 
of both, businesses and their 
customers and this is the mission 
we continue to drive. We are also 
aware of the change in our work 
environment and are focussing 
on creating a culture that will 

How has OptioPay achieved 
growth in business during the 
pandemic?
We know that OptioPay has been 
on the brighter side of business 
during this past year. We have 
grown our business with new 
customers and raised a Series B 
financing round this spring. We 
are very conscious of us being 
fortunate, so we remain humble 
and execution focussed.

Our growth was driven by large 
enterprises and brands’ 
realisation that they must engage 
digitally with their customer base, 
and create a stronger bond and 
loyalty to their brand; and that 
they must accelerate their 
data-driven business approach  
to learn and provide more specific 
and personalised offers. This 
growth in our customer base  
also enabled us to attract new 
talent: our total headcount rose  
by over 60%, and we are very 
happy that the number of our 
female team members has 
almost doubled. Now, OptioPay’s 
team consists of 22 different 
nationalities and more than a third 
are women, which is fantastic to 
see, having more women entering 
the FinTech industry.

What did OptioPay change 
after the start of pandemic has 

strengthen our team bond without 
permanently working in the same 
office, which we are changing to 
fit more around the concept of 
collaboration rather than desk-
based work. We will continue 
to expand our business with 
new and exciting products as of 
autumn this year and are rather 
excited about the prospect of 
seeing our clients in person again, 
safely of course.

“We provide 100% transparency 
on what data we see and use 
from a customer and give them 
autonomy over who they share it 
with in a regulated and protected 
environment. ”

“We will continue our mission to 
empower customers to both own 
and share their data responsibly  
and enable them to realise the 
full value of their data by nudging 
smarter and more responsible 
consumption. Too often, customers 
hand over their data without an 
adequate reward in return.”

Company 
growth during 
a pandemic

Nicola Breyer
Chief Commercial  
Officer, OptioPay
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I t is fantastic that 
organisations are joining the 
movement to discuss 
Diversity and Inclusion 
(‘D&I’) in the workplace, and 

more so that employees feel 
empowered to drive change in 
their organisations. However, I ask 
myself; what other benefits do we 
see as a result of giving everyone 
equal opportunities? Why are so 
many people passionate about it? 
Most importantly, if we are true 
believers and not just ‘jumping  
on the bandwagon’, what can  
we do to promote D&I when it 
comes to ‘us’ as individuals and 
‘us’ as a company?

I strongly believe we should all 
consider ways in which we can 
best help the female talent inside 
our organisations to prosper, and 
improve the D&I balance while 
offering them the right conditions 
and support during the transition 
period. I would like to share 
insights of three inspirational 
ladies that work in Fnality:

Giulia is one of the co-founders 
of the Fnality ESG Community 
of Practice. She moved from 
Italy to work in London, and was 
initially hired to fill the need for 
an Executive Assistant. With 
a degree in psychology and a 
wide skill-set due to invaluable 
corporate experience in 
different organisations, Giulia 
demonstrated incredible talent 
when it came to building rapport 
with stakeholders due to her 
well-rounded business acumen. 
Giulia has a great commercial 
awareness and always simplifies 
complex topics, all of which 

It is always daunting when 
somebody expects others to 
take actions and fight causes 
even when we are all capable 
of doing so ourselves. It can 
make us wonder: ‘Where should 
I start?’ or ‘Can one person 
really make a difference?’. In my 
opinion, everyone is capable of 
bringing about positive change 
through D&I. But what does 
it really mean to take actions 
in the D&I space? My ‘official 
journey’ for promoting D&I in 
the workplace began towards 
the end of last year; two female 
colleagues and I took the initiative 
to compare Fnality’s performance 

made her an ideal candidate 
when a vacancy opened within 
the Commercial Guild. At 
the moment, Giulia is heavily 
involved in Fnality’s Series B 
fundraising round, and building 
great connections with current 
and potential shareholders, as 
well as influencing our branding 
and marketing strategy. 

My colleague, Francesca, from 
Kent, is the other founder of 
the Fnality ESG Community 
of Practice. She came from 
an NHS administration 
management role with a degree 
in Fine Art. Whilst in Fnality, 
when it was still a project, 
she had the opportunity to 
get involved in a variety of 
work such as agile project 
management, plus stakeholder 
and relationship management, 
and showed incredible zest 
for learning and upskilling. 
With those transferable skills, 
today Francesca works within 

against Environmental, Social, 
Governance (‘ESG’) frameworks 
(D&I is covered under the Social 
and Governance arms). After 
gathering our results, an ESG 
‘Community of Practice’ within 
Fnality was born with the aim of 
bringing together colleagues 
from different backgrounds/
teams to tackle the identified 
areas for improvement – 
primarily enhancing our D&I 
credentials even further. However, 
in this article, I will cover the 
unconscious steps and the 
opportunities we created for 
improving our D&I profile prior  
to forming our ESG Community  
of Practice.

In my opinion, D&I is not simply 
about hiring more females or 
talent from different backgrounds. 
D&I is also about creating equal 
opportunities and roles, and 
encouraging current talent from 
under-represented demographics 
to fulfil such roles with as much 
support as possible. One way 
to achieve these aims is to offer 
employees (particularly female 
talent), the chance to shadow 
areas of business they are 
interested in and switch roles, 
even without the ‘appropriate’ 
degree. More than two years 
ago, I saw this happening in 
Fnality as the right culture and 
mindset enabled and empowered 
several of my female colleagues 
to confidently transition into 
roles that previously they had no 
experience with. We did not even 
have an official company policy or 
strategy around D&I in place back 
then. For me, these brave women 
are truly inspirational for taking 
the risk inherent in diving into 
something new and having the 
passion to learn along the way.  
A key ingredient for their success 
was receiving the support and 
mentorship that they needed  
from the company. 

our People & Talent guild and 
is a champion of our company 
values; not only does she focus 
on employee relationships 
and wellbeing, but she is 
also currently studying HR 
Management at Level 7  
 through CIPD. 

Finally, Tamarin, from South 
Africa, started in the People 
& Talent guild with a wealth 
of experience in recruitment 
and hiring. She holds a degree 
in Journalism and Media. Tam 
smoothly transitioned into a 
Product Owner role where she 
is responsible for driving the 
development of Fnality’s product 
which enables the creation of 
our network of Fnality Payment 
Systems. Tam’s friendly nature, 
and her experience in people-
facing roles allowed her to guide 
a fantastic team of individuals 
all motivated daily to achieve the 
best outcomes for the company.

Returning to the initial question; 
what does a diversity of nations, 
social upbringings, race and of 
course gender bring to a 
company, and why we should 
support it? I believe the answer 
is innovation, abundance of 
ideas and seeing the world 
through different lenses. The 
creativity that comes from a 
diverse group of beautiful minds 
coming together for a common 
purpose makes the company 
they are working for a better, 
more successful and exciting 
place to be. Why did I mention my 
colleagues' nationalities, degrees, 
and experience? It is because this 
is what it makes them unique and 
different. It is what empowers me, 
being from Bulgaria, to learn from 
all those inspirational women 
around me, and recognise that 
your nationality, your degree and 
your previous experience are not 
obstacles to your success.

“In my opinion, D&I is not 
simply about hiring more 
females or talent from 
different backgrounds. 
D&I is also about creating 
equal opportunities/roles, 
and encouraging current 
resources from under-
represented demographics 
to fulfil such roles with as 
much support as possible.”

Diversity and 
inclusion: is 
it really that 
important?

Dilyana Valcheva, 
Strategy Finance Expert, 
Fnality International
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W hen we 
started Get 
with the 
Program in 
2019, the goal 

was to spark children’s curiosity 
with a series of fun and engaging 
theatre-in-education coding 
experiences. We wanted to visit 
local primary schools to teach 
children programming concepts 
in a creative way that would help 
capture their imaginations and 
get them interested in technology. 
Our goal was to encourage 
children who might not be 
intrinsically drawn to tech to see 
how it can be used creatively to 
solve problems in everyday life 

whilst ‘interacting’ with our 
characters.

The Eco Coding show was also a 
huge success, handing teachers 
a fully-packaged adventure that 
fits into the computing curriculum 
and promotes environmental 
consciousness with a shopping 
trip where children try to Refuse, 
Reduce, Reuse and Recycle. In 
our unplugged activities, children 
can pretend to be a robot and 
program themselves a route to 
reduce packaging in an imaginary 
supermarket. The feedback we 
received from teachers, parents 
and carers was phenomenal, 
with someone even suggesting it 
should be on TV!

An added bonus of getting 
the shows out to so many 
children during lockdown was 
that teaching them all about 
‘debugging’ was a great way 
of supporting mental health, 
resilience and perseverance in 
a time when many were dealing 
with a tough situation.

In our shows, we talk a lot about 
how to solve problems when you 

(and beyond!), and to get all 
children excited about these 
possibilities well before they 
choose their GCSEs. Our thinking 
was that not everyone ‘gets’ 
computing – but you can take 
everyone on the journey.

At first, this worked beautifully 
– over 2,500 primary school 
children took part in our 
unplugged Al the Robot shows 
 in our first year, helping 
‘Professor’ Trice and her  
sidekick Al (short for Algorithm) 
solve problems as part of an 
interactive coding adventure.

But when the pandemic hit, 

didn’t get what you hoped for, that 
it’s okay not to get things right 
the first time around and to keep 
trying until you do. The earlier we 
learn these skills, the easier we 
cope with situations throughout 
our lives which at first seem hard 
to manage or overcome. We’re 
now exploring the idea of a show 
where Al could be programmed 
to help ‘Professor’ Trice calm 
down when she’s feeling anxious 
– another innovation borne out of 
the exceptional circumstances we 
found ourselves in this past year.

The pivot to virtual teaching 
also supported the diversity 
and inclusion goals that are so 
fundamental to Get with the 
Program – we want to show 
children that STEM subjects 
are for everyone, regardless of 
gender, ethnicity or background. 
All of our adventures encourage 
inclusivity and challenge 
stereotypes, right down to our 
female robot, Al, and we also 
work hard to ensure our shows 
and activities work for SEN and 
neurodivergent students. 

We don’t want children to feel 

there were suddenly no schools 
full of children to perform for, 
no assembly halls of excited 
students to interact with. 
Realising that teachers would also 
be looking for a way to incorporate 
computing curriculum into the 
remote learning they were having 
to produce from nothing, we 
decided to see if we could ‘pivot 
to video’ and convert our existing 
shows into a virtual experience.

This was a challenge. Our 
unplugged shows had been at 
school assemblies where we 
could interact with the children, 
see their enthusiasm, and 
incorporate physical, kinaesthetic 
learning to help get kids moving 
and create lightbulb moments 
where computing processes 
suddenly made a whole lot more 
sense. Could we make that work 
in a video where we couldn’t see 
or hear the audience and engage 
with them directly? Would our 
Eco Coding show, which was due 
to launch just days after the first 
lockdown hit, translate well to  
the virtual setting?

We’re delighted to say that 
the response was incredible. 
Those 2,500 children in 2019 
became nearly a quarter of a 
million children in 2020 as over 
2,300 schools signed up to our 
Traditional Tales virtual coding 
panto! We had requests from 
schools as far away as the US, Fiji, 
Australia, New Zealand and the 
UAE for access to the show, which 
we developed in partnership with 
the Winchester Science Centre 
and STEM Learning. Children 
loved meeting ‘Professor’ Trice 
and helping Al make Christmas 
breakfast porridge for the three 
bears, debugging the algorithm 
to make sure it was just right. 
In true panto style, we enjoyed 
seeing videos of children yelling 
enthusiastically at the screen 

left behind or develop a mindset 
that STEM subjects simply ‘aren’t 
for them’. The move to online 
shows meant that we could reach 
many more children than before, 
including those from areas where 
schools or households might not 
have access to the latest tech to 
help develop students’ interest in 
this area. As we look to make Get 
with the Program accessible to 
more and more schools, we are 
partnering with businesses who 
could sponsor schools to  
run the shows or even help  
with the conversion and creation 
of new content.

As a result, we’ve now produced 
a brand-new show, our Moon 
Landing Coding Adventure, where 
children will help design, test and 
debug algorithms to get Al to 
the moon on a Saturn V rocket. 
The show gives them insight 
into the STEM careers involved 
in this amazing achievement 
and teaches them about some 
of the role models who made 
it possible to get people to the 
moon, including mathematician 
Katherine Johnston and software 
engineer Margaret Hamilton. 
We’re excited to see how kids 
respond to the new show, which 
is designed with remote delivery 
and COVID-19 safety in mind so 
that it can go on whatever the 
circumstances in September. 

While we’re looking forward to 
being able to do in-person shows 
again – the children are always 
delighted when ‘the lady from the 
telly’ turns up in their playground 
– we’re so proud of what we’ve 
been able to achieve by working 
hard to meet the challenges 
thrown up by the pandemic. We 
now have a much more scalable 
offering that is still fun, fully 
immersive, and most importantly 
gets children passionate and 
inspired about a future in STEM.

“In our unplugged activities,  
children can pretend to be a robot 
and program themselves a route to 
reduce packaging in an imaginary 
supermarket. The feedback we 
received from teachers, parents 
and carers was phenomenal, with 
someone even suggesting it should 
be on TV!”

Get with the 
Program: 
progress 
despite the 
pandemic

Jeni Trice
CEO, Founder and  
Chief Coding Adventurer, 
Get with the Program
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Andrew Nitek, Associate Vice President, Information Security 
0203 800 1060 (m. 0794 650 5160)  andrew.nitek@harringtonstarr.com

Contact 

Overview
Below is the salary information we have compiled for all the 

vacancies we have worked throughout 2020. Despite the pandemic 

the hiring market for information security professionals has 

remained strong, and if anything has become even more in demand. 

The below is a guide only, as the roles we have placed range from 

the first information security person within the organisation, through 

to very specific roles within large enterprise organisations.  

We have put some notes alongside the figures to help give some 

substance. These cover the most common vacancies we would  

work and have some extra information on forensics and threat 

intelligence. We also find that roles within financial services and 

within central London are typically between 10% and 20% higher, 

although it is less noticeable than other technical markets due  

to the competitive nature of the security arena.

Salary 
       guide

Turn for guide

for collaboration

Join us at finastra.com/platform

It’s time for innovators in financial technology to  

co-create like never before. At Finastra we’re helping 

you do just that, by giving Fintechs around the world 

a cloud platform for collaboration. Now, developers 

can build financial apps on top of proven,  

core financial solutions.

 As we say, it’s collaboration with unlimited potential.

O P E N 

mailto:andrew.nitek%40harringtonstarr.com?subject=
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Salary 
       guide
Role
 T E C H N I C A L

NotesLow High
SOC Engineer/ Incident 
Response (L3)

Salaries will be lower for L1/ L2 
roles. Companies looking for 
more advanced skills – threat 
hunting, reverse engineering

£55,000 £85,000

Senior Technical 
Security Specialist

Much would depend on 
the depth of technical 
knowledge, as above a lot 
more companies are seeking 
a more advanced skillset

£70,000 £110,000

Application  
SecuritySpecialist

Niche, but growing area in 
which salaries continue to rise

£85,000 £110,000

Penetration  
Tester (certified)

Higher end salary will be 
for check team leader 
candidates. Easy to find 
junior/ entry level candidates. 
Much harder to find 
permanent OSCP/ CREST 
certified candidates

£70,000 £120,000

DevSecOps See AppSec – similar market£80,000 £120,000

Security Architect Salaries lower for junior 
positions. Much would 
depend on level of complexity, 
and enterprise or technical 
elements of role

£90,000 £130,000

Salary 
       guide
Role
 G R C

 L E A D E R S H I P

NotesLow High
Information Security 
Analyst (GRC)

Can be quite variable 
depending on complexity of 
role. Higher end salaries are in 
financial services

£55,000 £75,000

Information Security 
Analyst (GRC)

As above£70,000 £90,000

Information Security
Manager

Variable depending on 
maturity of infosec function, 
headcount managed (if any), 
global/ UK only, complexity of 
organisation

£70,000 £100,000

Head of Information 
Security

As above - will be higher for 
global responsibility

£85,000 £120,000

Head of Security 
Operations

Tends to be a role in a more 
established security function. 
Can be manging in-house 
teams, or outsourced 
providers.

£80,000 £110,000

Director of  
Information Security

Tends to be one step away 
from a CISO role, although 
can be the same level as 
a traditional CISO in some 
organisations

£150,000 £180,000

CISO** Tends to largely be a role in 
enterprise level organisations 
(although not always) and 
salaries can vary greatly 
depending on the scale of 
the function and the security 
function

£130,000 £250,000



Salary  
survey 2021

The Salary Survey is back and has never been more prevalent. As 
working life creeps back towards normality, the Harrington Starr team 
has compiled an overview of salaries that can be used to benchmark, 

advise and understand the progression in your chosen vertical. Whether 
you are looking for a position and want to set your expectations, or if 

you are managing a team and want to ensure you are aligned with the 
market rate, The Salary Survey is a guiding light for all. 

These figures are, of course, an rough guide and for a more in-depth 
conversation and tailored approach to your needs, please speak to one 

of our consultants.
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JOB TITLE

.NET

Junior

Mid Level

Senior

Technical/Team Lead

Development Manager

C++

Junior

Mid Level

Senior

Technical/Team Lead

Development Manager

Python

Junior

Mid Level

Senior

Technical/Team Lead

Development Manager

Java

Junior

Mid Level

Senior

Technical/Team Lead

Development Manager

 

Sell side 

 (perm)  

per annum

£35-£60k

£55-£85k

£75-£120k

£80-£140k

£100-£150k

•

•

•

•

•

•

•

•

•

•

£40-£60k

£60-£100k

£90-£140k

£120-£150k

£150-£200k

Sell side

(contract)

per day

•

£400-£600

£450-£700

£500-£700

£550-£800

•

£400-£450

£550-£800

£800-£1,000

£900+

•

£400-£450

£550-£800

£800-£1,000

£900+

•

£400-£450

£550-£800

£800-£1,000

£900+

Buy side 

 (perm)

per annum

£45-£60k

£60-£90k

£75-£150k

£90-£180k

£120-£180k

•

•

•

•

•

•

•

•

•

•

£40-£70k

£70-£100k

£100-£150k

£120-£150k

£150-£200k

Buy side

(contract)

per day

•

£400-£600

£650-£1,000

£550-£750

£550-£1,000

•

£450-£500

£550-£800

£800-£1,000

£1,000+

•

£450-£500

£550-£800

£800-£1,000

£1,000+

•

£450-£500

£550-£800

£800-£1,000

£1,000+

Financial Markets 

Infrastructure 

(perm)

per annum

£35-£45k

£45-£70k

£65-£100k

£80-£140k

£100-£150k

•

•

•

•

•

•

•

•

•

•

£35-£55k

£55-£75k

£75-£100k

£100-£130k

£130-£160k

Financial Markets 

Infrastructure 

(contract)

per day

•

£350-£500

£450-£650

$500-£700

£550-£800

•

£400-£450

£500-£600

£700-£800

£800+

•

£400-£450

£500-£600

£700-£800

£800+

•

£400-£450

£500-£600

£700-£800

£800+

 

FinTech / Start-up 

(perm)

per annum

£25-£45k

£45-£75k

£75-£100k

£75-£100k

£80-£110k

•

•

•

•

•

•

•

•

•

•

£35-£55k

£55-£75k

£75-£100k

£100-£130k

£130-£160k

FinTech / Start-up 

(contract)

per day

•

£350-£500

£450-£600

$450-£600

£500-£600

•

£400-£450

£500-£600

£650-£750

£800+

•

£400-£450

£500-£600

£650-£750

£800+

•

£400-£450

£500-£600

£650-£700

£750+
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JOB TITLE

JavaScript / Web UI

Junior

Mid Level

Senior

Technical/Team Lead

Development Manager

DevOps & Cloud Automation

Junior

Mid Level

Senior

Technical/Team Lead

Development Manager

Sell side 

 (perm)  

per annum

£45-£55k

£70-£80k

£85-£120k

£110-£130k

£130k+

£40-£50k

£55-£70k

£75-£90k

£95-£120k

£120k+

Sell side

(contract)

per day

•

£500-£600

£600-£800

£800-£950

£980+

•

£500-£600

£600-£800

£800-£950

£950+

Buy side 

 (perm)

per annum

£55-£65k

£70-£85k

£90-£140k

£115-£150k

£150k+

£50-£60k

£65-£80k

£85-£110k

£110-£140k

£140k+

Buy side

(contract)

per day

•

£500-£600

£650-£850

£800-£950

£950+

•

£500-£600

£600-£800

£800-£950

£950+

Financial Markets 

Infrastructure 

(perm)

per annum

£50-£60k

£70-£75k

£90-£110

£90-£110

£110+

£40-£50k

£55-£70k

£75-£90k

£95-£110k

£110k+

Financial Markets 

Infrastructure 

(contract)

per day

•

£450-£550

£500-£650

£650-£750

£750-£850

•

£500-£600

£600-£800

£800-£950

£950+

 

FinTech / Start-up 

(perm)

per annum

£45-£55k

£60-£65k

£80-£95k

£75-£85k

£95k+

£35-£45k

£50-£65k

£70-£85k

£90-£1--k

£100k+

FinTech / Start-up 

(contract)

per day

•

£400-£500

£500-£600

£650-£700

£750+

•

£500-£600

£600-£800

£800-£950

£950+
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JOB TITLE

 

Service desk analyst 

Desktop Support Engineer 

Senior Desktop Support Engineer

Service Desk Manager

Desktop Support Manager

Junior Infra Engineer

Infra Engineer

Infra Architect

Infrastructure Manager

IT Manager

Head of IT

Network Engineer

Senior Network Engineer

Network Manager

Junior DevOps Engineer

Linux Systems Admin

DevOps Engineer

Senior DevOps

Sell side

(perm)

per annum

£30-£35k

£40-£45k

£50-£65k

£50-£60k

£55-£65k

£50k

£60-£85k

£80-£120k

£90-£120k

£80-£120k

£100-£150k

£40-£55k

£65-£80k

£80-£90k

£40-£50k

£60-£70k

£65-£75k

£75-£100k

Bonus

10-15% bonus

10-15% bonus

10-15% bonus

15-20% bonus

15-20% bonus

10-15% bonus

15-20% bonus

15-20% bonus

20%+ bonus

20%+ bonus

20%+ bonus

10-15% bonus

15% bonus

15% bonus

5-10% bonus

10-15% bonus

10-15% bonus

15-20% bonus

JOB TITLE

 

Head of Product 

Product Owner 

BA Junior

BA Mid

Senior

(Implementation Consultants 

Same as BA’s for junior, mid  

and Senior)

Junior Project Manager/PMO

Project Manager

Senior Project Manager

Lead Project Manager

Programme Manager

Head of Projects/Delivery

Sell side

(perm)

per annum

£100k+

£60-£80k

£45-£55k

£55-£70k

£70k+

£40-£55k

£55-£70k

£70-£90k

£90k+

£100k+

£100k+

JOB TITLE

 

Junior Application Support 

Application Support Analyst 

Senior Application Support

Application Support Lead

Customer Support

Senior Customer Support

Customer Support Lead

Sell side

(contract)

per annum

£50k+

£65-£80k

£90k+

£100k+

£70k+

£85k+

£100k+

Buy side 

 (perm)

per annum

£45-£50k

£60-£75k

£70-£85k

£100k+

£70-£80k

£70-£80k

£100k+

Buy side

(contract)

per annum

£450£50k

£60-£75k

£70-£85k

£100k+

£70-£80k

£70-£80k

£100k+

Financial Markets 

Infrastructure 

(contract)

per annum

£50k+

£65-£80k

£90+

£100k+

£70k+

£85k+

•

*ALL CONTRACT RATES ARE GIVEN INSIDE IR35

INFRASTRUCTURE

JOB TITLE

Sales

Account Management

Marketing

Pre-sales

Salary

£40-£70k

£40-£60k

£35-£50k

£40-£70k

OTE

£60-£120k

£60-£90k

£40-£60k

£50-£90k

Salary

£40-£70k

£40-£60k

£35-£50k

£40-£70k

OTE

£60-£120k

£60-£90k

£40-£60k

£50-£90k

Salary

£40-£70k

£40-£60k

£35-£50k

£40-£70k

OTE

£60-£120k

£60-£90k

£40-£60k

£50-£90k

MANAGEMENTSENIORMID
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For more information,  
please contact:  
Toby Babb at Harrington Starr

T: 0203 002 2850 
F: 0207 022 1750 
E: toby.babb@harringtonstarr.com

Harrington Starr Company  
Registration Number: 7246003
Company Headquarters:  
Vintners Place, 68 Upper Thames Street, 
London EC4V 3BJ
Company Telephone Number: 0203 587 7007
Company Email: info@harringtonstarr.com
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JOB TITLE

 

Sales Development Representative

Sales Executive

Sr Sales Executive

Sales Manager 

Sales Director  

Head of Sales 

Junior Java Developer

Java Developer

Senior Java Developer

 

C++ Junior Java Developer

C++ Java Developer

C++ Senior Java Developer

Junior / Senior Application Support

Junior / Senior Infrastructure Support

BA 

PM

$60-$85k

$75-$125k

$125-$200k

$150-$250k

$175-$300k

$250-$500k

$90k

$150k

$220k

$75k

$125k

$180k

$75-$125k

$75-$125k

$130k

$140k

Salaries in the Dev marketplace have increased over the last few 
months. Skillsets like Java and Python in particular have seen 
candidates begin to demand significantly more than they had in the 
past. Mid-level developers who used to be available for $125-$130k 
are now looking for $150-$170k and Sr. Developers who were looking 
for $175k+ are now looking north of $200k. The candidate driven 
market is driving up these numbers, that in conjunction with  
in demand skillset is causing a surge in salary expectations.

US-Centric 
content

Imagine if you had a Recruitment partner  
whose purpose was to help you grow.

Imagine if you had a Recruitment partner that 
believed better people made by better clients, 
better candidates and better people.

Imagine if you had a Recruitment partner that cared 
as much about putting the right people  
into the right businesses, as they did about 
investing back into the community they belonged.

You can! 

Harrington Starr.  
Your Success, Our Business.

In 2010 we launched Harrington Starr and  
over the past seven years we have become  
the Global Leaders in Financial Services and 
Commodities Technology recruitment, insight, 
events & consultancy. Delivering high quality 
opportunities for professionals on a permanent, 
retained, contract, and interim basis, to over  
800 partners within the sector.

About  
Harrington 
Starr
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designed by www.danielbiddulph.com

@harringtonstarr

(search Harrington Starr)

VINTNERS PLACE, 68 UPPER THAMES STREET  
LONDON, EC4V 3BJ
T: +0044 203 587 7007

575 5TH AVENUE, 17TH FLOOR
SUITE 113, NEW YORK, NY 10017
T: +1 646 381 2067
 

E: INFO@HARRINGTONSTARR.COM

UK

US

FOLLOW US ON TWITTER

FOLLOW US ON LINKED IN

DOWNLOAD OUR FREE APP

Harrington 
Starr Limited

EDITORIAL TEAM
C O N T R I B U T O R S

Presented by 
T O B Y  B A B B

James
PLATT

Harriet  
LAMPLUGH DE SMITH

Andrew
NITEK

Ryan
WATERS

George
HARRIS

Ricky
SINGH

Barry
ANSELL

Jake
BROWNE

Pete
DELLEANI

Alfie 
HARRIS

Ciara 
CLARKE

Chloe 
LA ROCHE

Con 
LAM

George 
BEAN

Kaitlin 
EDWARDS

Sarah 
BRONSON

Stephen 
TURKINGTON

Rob
GRANT

Rebecca
WALSH

Hari
SOPAL

Harry
VANE

Catherine
O’BEIRNE

Ian
BAILEY

Richard
TWUMASI

G E O R G I A 
R I C H A R D S O N

A L E X A N D R A 
W H I T E

S C O T T 
R I C H A R D S O N

N A D I A  
E D W A R D S - D A S H T I

Edited by

http://www.harringtonstarr.com
mailto:info@harringtonstarr.com
https://twitter.com/HarringtonStarr
http://www.linkedin.com/company/harrington-starr
https://itunes.apple.com/us/app/harrington-starr-jobs/id592140627?ls=1&mt=8
http://www.windowsphone.com/en-us/store/app/harrington-starr/d9610607-f466-4c80-8183-bc207c2119f2
https://play.google.com/store/apps/details?id=co.uk.keyapps.HarringtonStarr


0203 587 7007

JOIN THE COMMUNITY

Over 800 of the world’s leading companies in  
financial services and commodities technology  

trust Harrington Starr to deliver world class talent

R E C R U I T M E N T  C O N S U L T A N C Y

W W W . H A R R I N G T O N S T A R R . C O M

Harrington Starr
Join the exclusive community for financial services  
and  commodities trading technology professionals

BUY & SELL 
SIDE TRADING 
SYSTEMS

SALES,  
PRODUCT & 
MARKETING

SENIOR & 
EXECUTIVE 
HIRES

TRADE, OPERATIONS 
& SYSTEM SUPPORT

CHANGE, BA, PM

LOW 
LATENCY, FIX, 
CONNECTIVITY & 
MARKET DATA

DEVELOPMENT
 
CRYPTO CURRENCY, 
DIGITAL CURRENCY  
& BLOCKCHAIN

TESTING AND 
QUALITY 
ASSURANCE

CYBER  
SECURITY

BIG DATA, 
DATA SCIENCE, 
DATABASE 
& BUSINESS 
INTELLIGENCE

QUANT DEV AND 
ALGO TRADING
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