
John Goddard is CEO of Quilter Cheviot, 
where he sets the firm’s strategy and its 
commitment to helping clients navigate life’s 
opportunities and challenges. With nearly 
30 years in financial services focused on the 
Ultra-High and High-Net-Worth markets, 
and prior leadership roles at HSBC across 
Europe, the Middle East, and Asia, he brings a 
client-first lens to technology. His perspective 
connects technology, client relationships, and 
operating discipline, showing how the design 
of a business determines whether AI becomes 
a decisive, trusted, and scalable advantage.

JOHN GODDARD
Chief  Executive Officer
Quilter Cheviot

Done well, 
AI increases 
access while 
improving 
outcomes.
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Mr. Goddard: We want to ensure that our use of  AI is 
effective for both our business and our clients, which 
means being purposeful about prioritizing where it is 
deployed. We have focused on use cases where AI can 
materially reshape economics, client experience, or risk 
outcomes, rather than spreading effort thinly across 
dozens of  experiments. That means concentrating on 
high-impact areas such as unlocking capacity for financial 
planners and investment managers by simplifying day-to-

HOW ARE YOU TURNING DATA AND AI INTO 
MORE DECISIVE ACTION—AND WHAT HAS 
BEEN MOST EFFECTIVE IN MAKING THAT 
SHIFT REAL ACROSS QUILTER CHEVIOT?
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WHAT STRATEGIC CHOICES ARE 
CRITICAL FOR STRENGTHENING 
YOUR GROWTH POSITION IN A 
MORE CONCENTRATED MARKET?

Mr. Goddard: In the medium term, we see 
structural tailwinds: rising engagement, policy 
nudges that encourage investment, and scalable 
advice reform. But there is a plausible longer-
term inflection point where threats such as 
AI-led commoditization, price pressure, and new 
entrants could outweigh those forces.

The sensible response is to build the 
capabilities that let you win in both worlds: 
where we extend, into scalable tiers where AI 
can expand access, and where we defend, high-
touch, high-trust propositions where human 
judgment and accountability remain decisive. The 
differentiator is whether you can own the entire 
journey, not just one product tier.

day tasks, improving f ront-office productivity, and 
lowering the cost-to-serve.

Beyond broader adoption within financial 
planning, we have deployed tooling to colleagues 
across the organization, allowing them to self-
identify opportunities with strong use cases in client 
servicing, marketing, and investment administration. 
The key is to offer training, spark curiosity, and then 
put in place mechanisms for cross-pollination and 
best practice sharing. Both streams of  AI activity, we 
believe, will allow the technology to f lourish within 
our business.

Properly equipping and training colleagues will let 
the best use cases emerge naturally, and we can then 
scale what works through shared learning.

JOHN GODDARD
Chief Executive Officer, 
Quilter Cheviot  
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Next-
generation 
clients aren’t 
asking for 
less human 
advice—they 
just expect 
less friction 
and more 
relevance. 

A I  T R A N S F O R M AT I O N

https://www.linkedin.com/in/johnsgoddard/
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WHERE IS THE GREATEST OPPORTUNITY TO 
ENHANCE CLIENT OUTCOMES THROUGH AI-
ENABLED ADVICE AND HUMAN JUDGMENT?

Mr. Goddard: The biggest opportunity sits below 
full advice, helping mass affluent and lower-
confidence clients engage earlier, make better 
first decisions, and build momentum. AI makes it 
possible to deliver scalable guidance and targeted 
support without losing consistency or quality. But 
AI does not flatten client needs.

As wealth and complexity rise, trust gates 
become harder to clear. That is why we design 
around a simple principle: AI handles the 
automation and humans own the last mile. AI will 
do more of  the work, but the judgment remains 
with humans.

In practice, this means using AI for data 
capture, modeling, monitoring, and alerts, while 
humans handle the moments that matter: life 
events, volatile markets, complex trade-offs, and 
legacy decisions.

In those moments, human touch becomes both 
a risk control mechanism and an outcomes engine. 
Done well, AI increases access while improving 
outcomes. Done poorly, it creates trust and conduct 
risk at both the industry and individual brand level. 
Regulation, as a result, has a crucial role to play.

HOW DOES A 40-TO-50-YEAR 
RETIREMENT RESHAPE WEALTH 
MANAGEMENT?

Mr. Goddard: It changes almost everything. The 
systems and propositions this industry developed were 
built on assumptions about how long a retirement 
would last. Those assumptions are increasingly obsolete, 
and firms that continue to operate on them are 
building risk into their client relationships without fully 
acknowledging it.

A client arriving at 65 is not planning toward a 
fixed endpoint. They may be planning for a period as 
long as the career that preceded it, which changes the 
investment strategy, the income planning, the drawdown 
mechanics, and the role of  different asset classes at 
different life stages.

That is not simply a product question. It is a 
relationship question, and it demands a different kind 
of  institutional commitment: one where continuity, 
adaptability, and long-term trust are built into the 
proposition from the outset rather than added on later.

The firms best positioned to serve clients well across 
that arc will be those that have invested in the depth of  
relationship and quality of  planning that make that long-
term commitment genuinely possible. IQ

HOW ARE YOU EVOLVING YOUR MODEL TO 
REMAIN RELEVANT TO NEXT-GENERATION, 
HIGH-NET-WORTH CLIENTS?

Mr. Goddard: Inter-generational wealth transfer is a 
significant long-term force, but it creates risks as readily 
as it creates growth. It can generate leakage if  assets 
fragment, beneficiaries switch providers, or clients 
redirect wealth into other uses. The firms that win will 
be those that engage beneficiaries earlier and build 
propositions that reflect different expectations and 
behaviors. People should not mistake next-generation 
clients for those who want a fully digital service. They 
are not asking for less human advice. They simply 
expect less friction and more relevance. What this 
creates is a bigger prize than product share: a lifetime 
relationship across generations, where value is earned 
at the moments that matter most. Responsiveness, 
supported by both humans and AI, can provide 
reassurance at precisely the times it is needed.
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AI will do 
more of  the 
work, but 
the judgment 
remains with 
humans. 
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