Wealth management practitioners who
are unconvinced or lack the confidence
about their ability to add real value to
the lives of their clients - or simply don’t
have the competency to do so - will
struggle with this question: how can |
make sure that | last in this job?

One survival strategy that has been
common among individuals who are
unsure of the answer has been to create
afacade of high-end client service. They
have sought to, conscientiously, cloud
their true intention - whichis to gener-
ate as much revenue as practically pos-
sible from their clients.

These wealth managers might tell their
clients things like: “I only charge you a
transaction fee of 1% if you invest in
fund ABC.” They conveniently avoid
discussing the additional retrocession
fee of 1% they receive from the respec-
tive fund manager.

Or, they might say to their clients: “We
don'tselllifeinsurance,so all I cando is
refer you to a life insurance company.”’
They omit to mention the USD 100,000
they will receive fromthatinsurer if the
client buys the proposed policy.

You get the picture, but there are (un-
fortunately) many more examples of

1 I SKILLS

such sales-pitches where the focus of
the wealth manager is to generate
revenue, not to actually help the client.

There seems to be a clear correlation
between hiding one’s true intentions to
generate income from the client and
being unable to add value to their lives.

The problem with alimited ability to add
real value is that secondary interests
outweigh primary ones.

Soinstead of focusing all energy on the
principal, stated purpose of the profes-
sion to help HNW clients get peace of
mind, the secondary interests of finan-
cial gain, career development and im-
proved status quickly rise to the surface.

While there is nothing wrong as such as
withthese three goals, they must remain
secondary. Yet how can wealth managers
keep them in their rightful place, espe-
cially if as advisers they cannot deliver
onwhat’s really important to the client?

The most frequently-cited excuse in Asia
for reverting secondary interests is that
clients don'’t like to pay for advice. So
what is the point of trying to provide a
quality service if there is no way to make
money out of it?
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Frankly, most proponents of this per-
spective are, in fact, those same practi-
tioners who lack the experience in giving
real value-added, life-improving advice.

After all, HNW individuals are happy to
pay for advice from their lawyers, tax
consultants, doctors and accountants
- mainly because they perceive what
they get as ‘advice.

The fact is, the more successful wealth
managers charge a fee for advice. They
are convinced and confident that they
add value - read ‘peace of mind’ - to
their clients, in turn enabling them to
feel financially secure.

For those professionals, being ‘transpar-
ent’ is not a threat to the way they
operate - just a logical consequence.

But we must be careful here to clarify a
critical point: being transparent won't
help a wealth manager become more
client-centric. It’s the other way around:
the more client-centric someone s, the
more transparent they can afford to be.

These types of individuals are not at all
bothered by the question about how to

survive in this profession.
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