
editor@hubbis.com  |  www.hubbis.com

ExpErt InsIghts

A cleAr vAlue proposition for 
fAmily weAlth
For wealth managers to be eFFective in creating the right Family governance 

structure, as well as a succession plan and tailored investment strategy, it starts 

with a clear value proposition around the oFFering, says stephan repkow, chieF 

executive oFFicer, private banking For union bancaire privee in asia.

Among the many challenges a lot of 
ultra-wealthy families in Asia face is: 
what does governance mean for them? 
In turn, this impacts capital transmis-
sion, business control and, ultimately, 
succession planning.

To help them tackle these issues, cli-
ents are generally bombarded by the 
many options available for managing 
and structuring their business and per-
sonal matters. 

Yet while private banks can help fami-
lies in various ways by offering mul-
tiple services, the starting point needs 
to be focused on helping them to ar-
ticulate what the concept of “family” 
means to them.

“We need to put ourselves in their 
shoes to identify what is important to 
them and understand what they want 
to achieve,” says Stephan Repkow, 
chief executive officer, private banking 
for Union Bancaire Privee in Asia. “That 
can then be turned into a value propo-
sition for them and their family.”

To help families in this way, therefore, 
private banks need to be clear about 
the types of services they will provide. 
This is particularly important given the 
variety of offerings that have devel-
oped to date in Asia – ranging from 

pure discretionary portfolio manage-
ment to execution-only transacting to 
a more structured wealth planning ap-
proach, he explains. “Today, the per-
ception among wealthy families and in-
dividuals about what they will get from 
their bank is quite blurred, as there are 
many different models and approach-
es,” says Repkow. 
 

tailored investments

Inevitably, conversations will move on 
to providing access to relevant invest-
ment opportunities. For Repkow, the 
key to structuring the right proposition 
is taking the time to understand what 
each client needs.

“We are not competing with the ap-
proach of the larger players in terms 
of industrialising the analysis of client 
portfolios and performance, or bench-
marking a portfolio,” he explains. “And 
we don’t approach clients with sugges-
tions in mind about what we want the 
client to do.”

Instead, as soon as he gets some clar-
ity about a client’s wealth management 
expectations and ambitions, the ser-
vice is all about allocating more time 
to speaking in greater depth to them. 
“We gather information from the cli-
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ent to enable us to originate something 
meaningful for them.”

And most of the time, there is a strong 
appetite to build or grow the legacy 
of what the wealth originator has 
achieved, says Repkow. “Emerging 
wealth is very much engaged across 
generations, perhaps more so than in 
more developed markets.” 
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