
Perspective

The debate around financial services in the post-financial crisis 
era has often been about transparency and disclosure. For 
the asset management sector particularly, there have been 
numerous regulatory initiatives focussing on the reporting of 
costs and charges as well as performance. New frameworks 
such as the Markets in Financial Instruments Directive (MiFID) or 
the Packaged Retail and Insurance-based Investment Products 
(PRIIPs) Regulation have been designed to deliver new levels of 
transparency. However, since the introduction of both in January 
2018, the spotlight has been not on what the new disclosures 
mean, but rather what is wrong with them. 

The key information document for PRIIPs is a prime example. 
Although in circulation for some types of retail investment 
products for almost two years now, there is still a hefty debate 
raging about how some of its content is calculated and whether 
this needs to be reviewed before its reach expands to cover all 
types of retail investment products at the end of 2021. For the 
uninitiated, this mainly concerns two issues: the methodologies 
for the estimation of transaction costs that produce the perplexing 
conclusion that transaction costs can frequently be negative; 
and the replacement of past performance (on the grounds that 
it is not a useful predictor of future performance) with forecasts 
for performance, known as “performance scenarios”, that are 
themselves based on past performance! This results in all sorts of 
potentially misleading information. 

As stimulating as it may be for those of us who enjoy complicated 
calculations, the level of these discussions is indicative of exactly 
what we are all doing wrong. While we are going deeper into a 
rabbit hole of spreadsheets, we are forgetting the bigger question: 
how should we be talking to clients? The current regulatory 
requirement for a three-page pdf document that, anecdotally, we 
know very few consumers read, and if they do, they do not engage 
with in detail, is not the most effective way to share important 
information about our products. 

It is time to come together, put the client at the centre of the 
discussion and start thinking of ways to deliver something that 
engages, educates, builds trust, and encourages participation 
in capital markets. Disclosure alone is not a guarantee that 
consumers will engage with or understand what they see, let 
alone act on it. Particularly not disclosure that comes in the form 
of a pdf document. There is a simple way to test this: anyone who 
is within reach of their smartphone should download the pdf of a 
key information document. Now try reading it.

How to read a pdf on a smartphone
The short answer is: you don’t. Not because it is not available but 
because you can’t, at least not in a very user-friendly way. Those 
who have just tried opening and reading the document on their 
smartphone will know that this requires significant enlargement 
and scrolling in both directions. In case of doubt, Figure 1 has 
snapshots from the three pages of the key information document 
of a Schroders investment trust. The snapshots have been 
included in the exact dimensions as they would have appeared on 
a smartphone. Squinting yet?

Although it was referring to online advertising rather than 
financial services, the US Federal Trade Commission pointed to the 
issue of viewing content on different devices. They concluded that 
disclosures that are too small to read on mobile devices are not 
clear and conspicuous and are, thus, unlikely to be adequate1.  The 
exact same criticism could be levelled at a fund’s key information 
document. 

Moreover, consumer testing has concluded that consumers 
find large blocks of text off-putting2. It is therefore even more 
questionable whether they will go through the effort of enlarging 
a document and scrolling (in both directions) to read the 
information contained in it. To say nothing about the possibility 
that they won’t scroll enough to see the entire content. 

New European Union (EU) regulations in the retail investment market 
mean that there has never been greater requirement for transparency 
on key fund information, such as costs and performance. However, 
overreliance on a paper-based format to deliver that transparency 
risks failing to reach consumers in the first place. In today’s online 
world, regulation needs to take a more innovative approach to client 
communication. Digital delivery that engages consumers, not only at 
point of sale but throughout the holding period, is the way forward.   
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1 Federal Trade Commission, “.com Disclosures: how to make effective disclosures in digital advertising”, March 2013
2 IFF Research and YouGov, “UCITS disclosure testing research report”, prepared for the European Commission, June 2009

.com Disclosures: how to make effective disclosures in digital advertising


Figure 1: A key information document in smartphone size

So even if unilateral agreement is reached on what is shown in 
the key information document and how everything is calculated, 
there is a real risk that the document itself gets dismissed as, quite 
literally, the “small print”. There must be a better way! 

Rather than treating the use of technology in the smartphone 
example as a barrier to sharing existing regulated documents, 
perhaps the answer lies in harnessing it. 

The increasing use of online interfaces can be seen across all 
aspects of our lives. The share of e-commerce is predicted to reach 
more than 17% by 2021, up from 7.4% in 20153.  More than half of 
people in the UK buy their clothes and sports goods online4 and it 
is the fastest growing purchase channel for groceries. Indeed, this 
goes beyond clothes and groceries5. There is a real trend towards 
ever more use of online interfaces to access financial services. 
The percentage of individuals in the UK using online banking on 
a regular basis has risen from 30% in 2007 to 69% in 20186.  And 
more significantly, half of people use their smartphone to do so – 
up from 31% only five years ago7. The 2017 edition of our Global 
Investor Study, that surveyed more than 22,000 people from 30 
countries worldwide, showed that the majority (around two thirds) 

of active investors use technology for choosing and managing 
their investments8. 

This trend has recently been picked up by the International 
Organization of Securities Commissions (IOSCO) in an extensive 
study on how to apply insights from behavioural science to 
regulation for retail investor protection9.  Amongst other things, 
this research pointed to regulated disclosures facing substantial 
competition for investors’ attention and how paper-based 
disclosures follow a one-size-fits-all approach that can hardly 
work well for all investors. But importantly, IOSCO raised the issue 
of investors using online interfaces for financial decisions and 
highlighted three, in our view significant, points:

– First, although there is a body of academic literature on 
behavioural economics more broadly, relatively little is known 
about online investment behaviour. There is still a lot of ground 
to cover. 

– Second, the little that has been done so far strongly indicates 
that decision making in an online interface is substantially 
different from interacting with a human or with print materials. 
For example, in an online environment people think faster and 
pay less attention, so long texts are more likely to be skimmed 
through.

The case for digital delivery

3 eMarketer & Website (retailtechnews.com), “E-commerce share of total global retail sales from 2015 to 2021” Statista (last visited July 18, 2019)
4 Office for National Statistics (UK), “Share of individuals who purchased clothing and sports goods online in Great Britain from 2011 to 2018” 

Statista (last visited July 18, 2019)
5 IGD, “Share of grocery retail channels based on value in the United Kingdom (UK) in 2016 and 2021”, Statista (last visited July 18, 2019)
6 Office for National Statistics (UK), “Online banking penetration in Great Britain from 2007 to 2018”, Statista (last visited July 18, 2019)
7 Ipsos, “Penetration of online banking in Great Britain from February 2014 to May 2017, by device”, Statista (last visited July 18, 2019)
8 Schroders, “Global Investor Study 2017 – Investor behaviour: from priorities to expectations”, November 2017
9 IOSCO, “The application of behavioural insights to retail investor protection”,FR05/2019, April 2019
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– Third, consumer research that has fed into the design of 
regulated documents was carried out in 2009 and 201510 for 
paper-based disclosure and so, in the context of an increasing 
number of people using online interfaces for investment 
decisions, it is probably out of date. 

In a world where any communication on fund characteristics is 
fiercely competing with multiple stimuli for consumers’ attention, 
we need something that is not just showing information but 
invites consumers to interact with it. 

There is another aspect to this relating to competition in the fund 
market more broadly. A competitive market requires a demand 
side that is able to access information, assess it and act on it11.  
The existence of paper-based disclosure means that consumers 
can access key information but the lack of engagement with this 
disclosure means that consumers are less likely to assess and act 
on it.  

Using technology to create a more interactive environment that 
allows layering and personalisation may be the answer to all this.

The ‘interactive’ key information document
Looking at the key information document specifically, clever 
use of technology can bring us to new levels of consumer 
communication. Imagine something that is not a set three-page 
pdf document but an online interface. This interface could have an 
infinite number of features and functionalities. For example:

– Layering: the interface could start with simple banners to 
reflect each section as it would appear in the information 
document – “what is this product?”, “what are the risks and 
what could I get in return?”, “what are the costs?” etc. – without 
immediately showing the content underneath. Layering this 
information rather than showing all content upfront is less 

intimidating for consumers. This would then enable them to 
focus on the parts they are most interested in and receive it in 
more digestible bites12. 

– Personalisation: the existing regulatory standards make 
specific assumptions around how much money consumers 
would invest and how long they would hold their investment. 
The interface could instead implement a type of online 
calculator that gives consumers the choice of:

– Length of holding period (starting with the product’s 
recommended holding period) 

– Initial invested amount (starting with £10,000)

– Time of investment (starting with the most recent available 
date and allowing consumers to “back test” based on earlier 
times)

– Customisation: rather than deciding for consumers how the 
information is presented to them, the online interface could 
allow them to choose whether they see the information in 
charts or tables or even text, whether performance is shown 
against multiple benchmarks, whether cost is shown as a 
percentage or in monetary terms etc. 

Besides inviting interaction by consumers and thus increasing 
the chances that they engage and understand what the main 
features of a product are, there are two advantages with such 
an interactive document. First, space constraints will no longer 
be an issue. Second, the interface can be easily built so that the 
landing page reflects the regulatory requirements and then allows 
consumers to set it according to their individual preferences. 

Most importantly, an interactive key information document 
would go beyond a one-off disclosure at the point of sale to allow 
ongoing communication for as long as consumers choose to stay 
invested in a product.

Figure 2: Personalisation of performance disclosure

Example 1: 
Discrete or cumulative performance

Are we there yet?

There is no doubt that technology can deliver an interactive 
information document (or more appropriately “interface”). In fact, 
the industry is much closer to such an environment than may be 
appreciated. With less prescriptive regulations on templates for 
marketing material, which of course still need to meet certain 
rules and disclosure standards, product manufacturers can 
produce and share product information in a more consumer 
friendly way.

Schroders has been working towards building a publicly available 
online interface for our clients and all external stakeholders. We 
are currently developing a digital solution that is effectively set up 
as an online library of all funds available to clients. Each fund will 
have its unique page showing all the main characteristics in a way 
that is compliant with regulation and can be easily modified to 
reflect any regulatory changes in the future. Moreover, this digital 
solution will allow selection and comparison between a number of 
funds. Importantly, the design is being developed in a way that will 
allow clients to personalise the information that they see. Figure 
2 presents illustrative examples (still in development) of how this 
could be done for performance. 

10 See IFF Research and YouGov, “UCITS disclosure testing research report”, prepared for the European Commission, June 2009; and European 
Commission, “Consumer testing study of the possible new format and content for retail disclosures of packaged retail and insurance-based 
investment products”, Final Report by London Economics and IPSOS, European Union, 2015. 

11 Office of Fair Trading, “What does behavioural economics mean for competition policy?”, March 2010
12  B. Roper, “Can the internet transform disclosures for the better?”, Consumer Federation of America, January 2014
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Example 3: Choice of benchmark

This is only a small flavour of how technology can be used to 
communicate with clients in a way that makes them interact with 
what they see and choose the form that helps them to make an 
informed decision. This can be taken to the next level by exactly 
mirroring the final version of the PRIIP key information document 
and adding further features that can be identified by consumer 
testing. 

Although users of online fund platforms will be familiar with 
this type of functionality, policymakers need to take notice and 
consider how regulated documents can be transposed into such 
an environment. At the same time, in a world where historically 
fund managers have been far removed from the end client, it 
is important that these ideas are tested with consumers and 
distribution partners to ensure they meet client needs.

There remain some aspects that need to be considered in the 
implementation of a truly digital, interactive key information 
document. Given the vision for this to be with consumers not only 
at point of sale but throughout their investment, an important 
feature for regulatory oversight purposes would be for the system 
to take a snapshot of the information at the selling point. There 
would also need to be a way to validate that consumers have 
viewed all the key information, for example by mandating viewing 
of all content before allowing personalisation. And for consumers 

that would still like to have something in hard copy to read, the 
interface could add a feature that allows users to download their 
personalised disclosure in something printable. 

So we may not be exactly there yet but we are close. 

A brave, new, digital world 
The interactive information document is probably not the silver 
bullet that will deliver what both industry and regulators want. 
It is also unlikely to completely replace paper-based disclosure 
or, at least, unlikely to do so in the foreseeable future. Not every 
consumer has online access and even if they did they may well 
want to keep the option of reading hard copies of key information.

Nonetheless, thinking more about a digital and interactive delivery 
of key information could be a significant step forward in terms of 
effective communication. It would be the way to move the debate 
beyond obscure calculations in spreadsheets to what consumers 
want to know and how to ensure that they really see and engage 
with the cost, risk and reward of an investment. 

It is imperative that the discussions on regulated disclosure do not 
lose sight of what is an effective way to communicate with clients 
and consider the role that digital delivery can play in this.

Example 2: 
Customization of investment amount and showing £ instead of %

Moving from returns in % to £ assuming 10,000 
invested (the amount itself can be set by investor)

4



Important information
The views and opinions contained herein are those of the authors 
as at the date of publication and are subject to change due to 
market and other conditions. Such views and opinions may 
not necessarily represent those expressed or reflected in other 
Schroders communications, strategies or funds. 

This document is intended to be for information purposes only. 
The material is not intended as an offer or solicitation for the 
purchase or sale of any financial instrument or security or to adopt 
any investment strategy. The information provided is not intended 
to constitute investment advice, an investment recommendation 
or investment research and does not take into account specific 
circumstances of any recipient. The material is not intended to 
provide, and should not be relied on for, accounting, legal or 
tax advice. Any references to securities, sectors, regions and/or 
countries are for illustrative purposes only.

Information herein is believed to be reliable but Schroders 
does not represent or warrant its completeness or accuracy. No 
responsibility or liability is accepted by Schroders, its officers, 
employees or agents for errors of fact or opinion or for any 
loss arising from use of all or any part of the information in 
this document. No reliance should be placed on the views and 
information in the document when taking individual investment 
and/or strategic decisions. Schroders has no obligation to notify 
any recipient should any information contained herein change or 
subsequently become inaccurate. Unless otherwise authorised 
by Schroders, any reproduction of all or part of the information in 
this document is prohibited.

Any data contained in this document have been obtained 
from sources we consider to be reliable. Schroders has not 
independently verified or validated such data and they should 
be independently verified before further publication or use. 
Schroders does not represent or warrant the accuracy or 
completeness of any such data.

All investing involves risk including the possible loss of principal. 

Exchange rate changes may cause the value of any overseas 
investments to rise or fall. Past Performance is not a guide to 
future performance and may not be repeated. This document 
may contain “forward-looking” information, such as forecasts 
or projections. Please note that any such information is not a 
guarantee of any future performance and there is no assurance 
that any forecast or projection will be realised. For your security, 
communications may be taped or monitored.

Note to viewers in the European Union/European Economic Area: 
Schroders will be a data controller in respect of your personal data. 
For information on how Schroders might process your personal 
data, please view our Privacy Policy available at www.schroders.
com/en/privacy-policy or on request should you not have access 
to this webpage. Issued by Schroder Investment Management 
(Europe) S.A., 5, rue Höhenhof, L-1736 Senningerberg, Luxembourg. 
Registered No. B 37.799

Note to readers in the United Kingdom: Schroders will be a data 
controller in respect of your personal data. For information on 
how Schroders might process your personal data, please view our 
Privacy Policy available at www.schroders.com/en/privacy-policy 
or on request should you not have access to this webpage. Issued 
by Schroder Investment Management Limited, 1 London Wall 
Place, London, EC2Y 5AU. Registered Number 1893220 England. 
Authorised and regulated by the Financial Conduct Authority.

Note to readers in Argentina: Schroder Investment 
Management S.A., Ing. Enrique Butty 220, Piso 12, C1001AFB 
- Buenos Aires, Argentina. Registered/Company Number 15. 
Registered as Distributor of Investment Funds with the CNV 
(Comisión Nacional de Valores).  Nota para los televidentes en 

Argentina: Schroder Investment Management S.A., Ing. Enrique 
Butty 220, Piso 12, C1001AFB - Buenos Aires, Argentina. Inscripto 
en el Registro de Agentes de Colocación y Distribución de PIC de 
FCI de la Comisión Nacional de Valores con el número 15.

Note to viewers in Brazil: Schroder Investment Management 
Brasil Ltda., Rua Joaquim Floriano, 100 – cj. 142 Itaim Bibi, 
São Paulo, 04534-000 Brasil. Registered/Company Number 
92.886.662/0001-29. Authorised as an asset manager by the 
Securities and Exchange Commission of Brazil/Comissão de Valores 
Mobiliários (“CVM”) according to the Declaratory Act number 6816.

Note to viewers in Hong Kong: Schroder Investment 
Management (Hong Kong) Limited, Level 33, Two Pacific Place 88 
Queensway, Hong Kong. Central Entity Number (CE No.) ACJ591. 
Regulated by the Securities and Futures Commission. In Hong 
Kong, this material is issued by Schroder Investment Management 
(Hong Kong) Limited and has not been reviewed by the SFC.

Note to viewers in Indonesia: PT Schroder Investment 
Management Indonesia, Indonesia Stock Exchange Building 
Tower 1, 30th Floor, Jalan Jend. Sudirman Kav 52-53 Jakarta 
12190 Indonesia. Registered/Company Number by Bapepam 
Chairman’s Decree No: KEP-04/PM/MI/1997 dated April 25, 1997 
on the investment management activities and Regulated by 
Otoritas Jasa Keuangan (“OJK”), formerly the Capital Market and 
Financial Institution Supervisory Agency (“Bapepam dan LK”). OJK 
makes no representation of approving or does not approve this 
advertisement or publication, nor declare the truth or adequacy of 
the contents of this advertisement or publication.

Note to viewers in Japan: Schroder Investment Management 
(Japan) Limited, 21st Floor, Marunouchi Trust Tower Main, 1-8-3 
Marunouchi, Chiyoda-Ku, Tokyo 100-0005, Japan. Registered 
as a Financial Instruments Business Operator regulated by the 
Financial Services Agency of Japan.  Kanto Local Finance Bureau 
(FIBO) No. 90.  

Note to viewers in People’s Republic of China: Schroder 
Investment Management (Shanghai) Co., Ltd., RM1101 11/F 
Shanghai IFC Phase (HSBC Building) 8 Century Avenue, Pudong, 
Shanghai, China, AMAC registration NO. P1066560. Regulated by 
Asset Management Association of China.

Note to viewers in Singapore: Schroder Investment 
Management (Singapore) Ltd, 138 Market Street #23-01, 
CapitaGreen, Singapore 048946. Company Registration No. 
199201080H. Regulated by the Monetary Authority of Singapore. 
This advertisement or publication has not been reviewed by the 
Monetary Authority of Singapore.

Note to viewers in South Korea: Schroders Korea Limited, 26th 
Floor, 136, Sejong-daero, (Taepyeongno 1-ga, Seoul Finance 
Center), Jung-gu, Seoul 100-768, South Korea. Registered and 
regulated by Financial Supervisory Service of Korea.

Note to viewers in Switzerland: Schroder Investment 
Management (Switzerland) AG, Central 2, CH-8001 Zürich, Postfach 
1820, CH-8021 Zürich, Switzerland. Enterprise identification 
number (UID) CHE-101.447.114. Authorised and regulated by the 
Swiss Financial Market Supervisory Authority (FINMA).

Note to viewers in Taiwan: Schroder Investment Management 
(Taiwan) Limited, 9F, 108, Sec.5, Hsin-Yi Road, Hsin-YI District, 
Taipei 11047 Taiwan, R.O.C. Registered as a Securities Investment 
Trust Enterprise regulated by the Securities and Futures Bureau, 
Financial Supervisory Commission, R.O.C.

Note to viewers in the United Arab Emirates: Schroder 
Investment Management Limited, located on 1st Floor, Gate 
Village Six, Dubai International Financial Centre, PO Box 506612 
Dubai, United Arab Emirates is regulated by the Dubai Financial 
Services Authority.
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