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The premise for our Digital Dialogue discussion of September 2 was that the relationship man-
ager will continue to be central to the delivery of the enhanced capabilities and solutions in 
the Asian wealth management industry, particularly for the robust HNW and UHNW segments. 
Experts and leaders in the wealth industry believe this will be true, even in the world of remote 
working practices and diminished face-to-face communication. In short, the wealth industry is 
future-focusing and the RM community for direct or ‘virtual’ communication, empowering them 
with the right strategies and the optimal digital tools and solutions so that they can deliver the 
best versions of themselves and the banks and firms they represent. The September 2 discus-
sion analysed how the RM’s day can become much more efficient and productive, how much of 
that day is essentially dedicated to non-productive administrative and compliance tasks, what 
tools and technologies the RM can be provided with to make them more efficient, more produc-
tive and most importantly more client-centric. The panel discussed the constant investment in 
technology and processes the banks and WM firms must adapt their approach and strategies to 
the mission to empower the RM, and how the RMs themselves must evolve in order to improve 
outcomes for their clients and to enhance their share of client wallet, as well as their profes-
sional satisfaction and career longevity. The discussion went a good long way towards painting 
a clear picture of how in the decade ahead, the RM can be enhanced and empowered to the 
betterment of themselves, their clients and the banks and firms they work for.
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We all know that the client has 
become far more front and centre 
of the world of private banking 
and wealth management, and the 
experts will debate how the wealth 
industry can align itself with the 
needs of those clients and the 
ongoing quest for client-centricity 
and the objective of boosting RM 
engagement, and of arriving at 
and retaining the trusted advi-
sor status, which is so central to 
revenues and longevity. There are 
many ways in which the relation-
ship manager can be re-invented 
in the decade ahead, and many 
steps are already being under-
taken to achieve precisely that. 

While Asia’s economic growth and 
private wealth creation has been 
truly remarkable for the past two 
decades, the wealth management 
market has in some respects 
lagged behind its counterparts, 
for example, in the far more 
mature markets of Europe. Boost-
ing the capabilities of the RM is 
a crucial element in upgrading 
capabilities and productivity for 
the private banks and the inde-
pendent wealth management sec-
tor, as they are fight increasingly 
tough and smart to retain and 
boost their share of the buoyant 
HNW and UHNW markets.

The constant journey 
to future wealth 
management
A senior banker opened the event 
by reminding the delegates that it 
was as far back as 2013 when their 
bank took the strategic decision 
to go omnichannel, but always 
with the RM absolutely an ongoing 
integral element of the wealth 
management and the private 
banking business. 

“We have stayed true to that vision, 
and Covid-19 has without doubt 
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LOOKING AT THE HNW AND UHNW SEGMENTS, 
CHARACTERISE HOW THE RMS IN THE PRI-
VATE BANKS AND EAMS TODAY LOOK AFTER 
THEIR CLIENTS. 

The Hubbis Post-Event Survey

57%

25%

Incredibly well 

Reasonably ok 

Average 

Could do better 

10%

8%

HOW WELL IS THE WEALTH MANAGEMENT IN-
DUSTRY IN ASIA INVESTING IN AND ADOPTING 
THE RIGHT TECHNOLOGY SOLUTIONS TO BOOST 
CLIENT ENGAGEMENT?

Incredible progress 
in recent years 

No noticeable 
change 

Some advance
much more 

to do 

5%

5%

90%



accelerated technology adoption 
and has spurred a survival-of-the-
fittest landscape,” he reported. 
“We keep innovating and have 
some newly introduced offerings 
from a digital perspective, such 
as our private bank chat app, 
which enables the RM to interact 
with their clients on their choice 
of social platforms, whether that 
is WhatsApp, Apple iMessage, 
WeChat or others that might be 
more specific to certain markets.”

He told delegates how the chat 
app had seen an enormous rise 
in adoption since the pandemic, 
rising to a high level of engagement 
that has continued and expanded 
today. “It facilitates interaction, 
instructions to the RMs and 
advisors, execution, delivery of 
documents and so forth, as it is an 
entirely secure delivery protocol,” 
he explained. 

The multi-faceted 
approach to innovation 
and the hybrid model
A specialist in digitisation 
observed that banks are investing 
heavily in technology, looking 
at new models, thinking about 
omnichannel and the role that 
RMs will play in the future. “A 
key question for all of them is to 
simplify and focus on the things 
that matter rather than swinging 
to be really technology led,” he 
commented. “And then as you 
move into an omnichannel world, 
where you are asking clients to do 
a lot of the self-service digitally, 
what happens to things like KPIs 
and what how do RMs measure, 
and drive customer adoption? 
Finally, the banks must really 
boost the RMs’ digital capabilities, 
so upskilling is very important 
as well. Addressing all these 
key issues will help make these 
models work.”
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IN TERMS OF THE TOOLS AT THEIR DISPOSAL 
AND THEIR DAILY RESPONSIBILITIES, TO WHAT 
EXTENT ARE RMS IN ASIA AT THE BANKS AND 
EAMS PROPERLY EMPOWERED TO OFFER A TRU-
LY CLIENT-CENTRIC SERVICE? 

Perfectly 

Lagging behind global peers

Moving on the Right Track

Average/Room for improvement

10%

10%

40%

40%

HOW IMPORTANT DO YOU THINK DIGITAL TECH-
NOLOGY SOLUTIONS OF ALL TYPES ARE TO 
HELP FREE UP THE RM’S TIME AND ENERGY FOR 
GREATER CLIENT-CENTRICITY?  

Totally essential to survive and thrive 

Rather useful 

Haven’t changed anything 

Things were probably better when 
entirely analogue 

45%

40%

10%

5%



The RM is here to 
stay, so leverage their 
capabilities
He added that the RM is here to 
say, just digital is not going to 
be moving the needle so much, 
human touch points really matter, 
definitely in the higher end, but 
even in the mass affluent space. 
“Research that we have done 
recently in some of the markets 
in Southeast Asia that clearly 
highlights that point,” he reported.

He also commented that RMs 
tend to concentrate on their 
most valuable clients – the 80/20 
rule – but digital can help RMs to 
understand who these other clients 
are, with a focus on a tiered model 
that focuses on the individual 
characteristics of each client. 

Another expert added that the 
RMs are being freed up to better 
understand more of a client needs, 
and then boost client engagement. 
“The RM should be effectively used 
to really advise customers on the 
proposition, on the products and 
relating them to their portfolios,” 
he said. “That is where they can 
add value.”

In an omnichannel world, 
consistency is essential
A panellist observed that in an 
omnichannel environment, consis-
tency of perspective and message is 
vital. “We are going very much into 
a digital world, where we are able to 
generate personalised insights, and 
where there are multiple touchpoints 
in an omnichannel environment, 
but there needs to be a consistent 
approach and recommendation that 
comes from all these touch points 
including the RM, otherwise the client 
can get very confused. Consistency of 
message and recommendation and 
advice is essential.”
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WHAT SHOULD BE DONE TO IMPROVE THE CAPA-
BILITIES AND PRODUCTIVITY OF THE RMS IN THE 
PRIVATE BANKS OR EAMS? 

Higher remuneration 

More support staff

RM Training 

Comprehensive Digital toolbox

Better Top Management Vision/Skills

5%

10%

20%

30%

35%

WHERE SHOULD THE WEALTH MANAGEMENT 
INDUSTRY BE INVESTING IN DIGITAL TOOLS TO 
BOOST COMMUNICATION WITH CLIENTS?

Execution/Trading/
Reporting tools CLM/CRM 

CLM/CRM 

Data analytics/AI/ML 

Curation of investment 
ideas and advice 

KYC/onboarding 

10%

15%

20%

25%

30%



Additionally, he advised that pricing 
consistency and transparency are 
also essential, certainly from a busi-
ness perspective in an omnichannel 
environment with multiple touch-
points, but also from the viewpoint 
of the ever watchful and increasingly 
vigilant regulators.

CLM and CRM – vital 
to drive relevance and 
productivity
Another expert focused on the role 
of client lifecycle management (CLM) 
and CRM, or customer relationship 
management for wealth manage-
ment. “Omnichannel is not new, but 
right now the focus is on extending 
self-service to private banking, and 
while I do believe that relationship 
managers will continue to be central 
to wealth management in every bank 
and firm, their role is going to be 
radically different. To achieve that, 
data is the oil for the 21st century, 
but many banks are not able to 
unlock the value of this data due to 
their legacy systems. However, by 
harnessing technology and making a 
hybrid implementation, whether it’s 
digital, self-service, and face to face 
engagement for an RM workbench, 
RMs can improve productivity, and 
creating a lot more client satisfaction 
and drive AUM growth.”

Turning data into insights
Another guest concurred with 
this big picture view on behaviour 
and the role of data, noting that 
their firm is an expert provider of 
financial information. 

“It is essential for the RMs to 
have the right information for 
their interaction with clients,” he 
commented. “Our role as a data 
provider is to ensure that we have 
all of the right types of data, so 
if they want to trade, they can 
do it quickly, and have the right 

information. And then we need 
to take that data further, to look 
at the themes, for example ESG 
based strategies, or digital assets 
and the cryptocurrency space, 
where there is somewhat of a 
dearth of regulated exchanges. 
So, we need to support these 
areas by bringing our institutional 
reputation, particularly in trading 
and exchanges, to support RMs 
and so they can then support their 
customers. This is certainly all 
about empowering RMs, it is really 
a critical part of what we want to 
do long term.”

He offered further insights, noting 
that there is no shortage of data, 
but the trick is to take that data 
in its raw form to create analytics 
and therefore insights. “We need to 
take data to the next level, merging 
it with non-traditional financial 

information and alternative data, 
so that when an RM is having that 
interaction with clients, they have 
the full picture. We call this turning 
data into insights.”

RMs – still core to the 
proposition
As to the role and importance of 
the RMs themselves, an expert told 
delegates that the omnichannel 
approach ensures actually that 
there is scalability for the RM. “And 
scalability translates to profitabil-
ity,” he reported. “That is because 
the client to RM ratio is expanding, 
even in the pure private bank-
ing segment, as well as in lower 
segments of wealth where there is 
more self-serve.”

Having said that, he observed 
that part of the key to successful 
omnichannel is segmentation. “But 
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WHICH TYPES OF WEALTH MANAGEMENT INCUM-
BENTS ARE BEST AT ENHANCING THE EMPOWER-
ING THE RM/ADVISOR AND BOOSTING CLIENT EN-
GAGEMENT/SATISFACTION?

5%

15%

25%

25%

30%

Robo advisory platforms CLM/CRM 

Regional private banks 

Boutique international private banks

Independent wealth management 
firms

Robo advisory platforms



this is not simply categorised by 
AUM, but also based on the client 
behaviour and how the RMs actually 
interact with the clients, and vice 
versa,” he explained. “Are the clients 
more active traders, in which case 
we must ensure they use the digital 
portal for self-serve. Or if the client 
is more of a ‘validator’, as we call 
them, where they have the need 
more support, with these clients 
more served by the RMs.”

Scalability and expertise
Another expert added that the 
other core issue to address is 
around the RMs’ scale and experi-
ence. “It is vital at the same time to 
train up the RMs out there,” he re-
ported. “They were great on sales, 
they were great on the relationship 
building and on the financial prod-
ucts themselves, but less so on 
using digital products themselves, 
which is a new skill any RM these 
days needs to possess. Accordingly, 
we have training teams for digital 
products to support the RMs.”

RMs – needing support 
in three core areas
A fellow panellist agreed, remark-
ing that the RMs need advances in 
three core areas. First is process 
efficiency from onboarding to 
transactional excellence, with 
proper operational support, 
whether it’s done digitally or via 
someone in the back office. Then 
there is commercial effectiveness, 
the client 360 view, bringing in data 
and analytics and generally helping 
them develop business and be 
more focused on the client. 

Then the third area is the client 
communication and engagement, 
with the ability to seamlessly and 
pleasantly deliver information, the 
analytics, research, the CIO view, 
and so forth. 

partnership@hubbis.com      WhatsApp: +852 6370 3812           6

EMPOWERING THE RELATIONSHIP MANAGER & DELIVERING WEALTH MANAGEMENT FOR TOMORROW’S WORLD 

35%

10%

IN YOUR VIEW, IN THE HNW AND UHNW SEG-
MENTS, DO YOU THINK THE RMS WILL REMAIN 
CENTRAL TO THOSE RELATIONSHIPS IN THE DE-
CADE AHEAD? WHY, OR WHY NOT?

  Yes, the RMs will still remain central to relationships with 

HNW and UHNW segments as they need face-to-face con-

tact which cannot be replaced or displaced by digitisation.

  Not really, I think the RM should shift to the UHNW segment 

because of the technology advancement, and more of the 

HNWIs will conduct investment activities by themselves.

  I think RM still play vital role in UHNW segment, however, 

services to HNW will be divested to digital platform.

  Only if they are able to make the transition from selling to 

providing advice. The proper digital tools can facilitate this.

  Yes. In my opinion, RMs will be the centre to their relation-

ships, as the human touch still makes a lot of difference.

  Yes, because the RM possesses the ability for further re-

lationship building by distinctively knowing all their cli-

ents’ needs as they grow their wealth. It is not replace-

able by technology.

  RMs will still remain central to those relationships in decade 

ahead because HNW and UHNW clients still prefer to talk 

their RMs, especially on more complex matters and solutions.

  Yes, if they can buck up and adapt. No, for those who choose 

not to move on.

  Somewhat. The robo-advisor will have an adverse impact on 

the RM especially investment related. The RM will still be the 

contact person, but less influential. Clients would be more 

institutionalised by the banks as clients become more reliant 

on their systems, and at the same time, RMs will haves less-

er influence over clients and less ability to take them away 

when he/she leave the entity.

  Yes, it is a people business that requires empathy towards 

the client’s verbal and non-verbal communication and needs.

  HNW and UHNW clients require complex solutions, and it is 

not possible to automate those.

  Yes, the RM has to source the clients!

The Hubbis Post-Event Survey



The context – the 
client journey
“As a fellow panellist said earlier, the 
data on clients and other information 
is really only valuable if seen in the 
context of a complete understand-
ing of the client journey,” this expert 
opined. “And it is the client experi-
ence that is going to be the differ-
entiator in the wealth management 
world, so while products are avail-
able across all firms and switching 
costs are ever lower, the more the 
banks understand the clients and 
tailor and customise ideas and solu-
tion to their needs, the better they 
understand their clients, the better 
positioned they will be for the growth 
ahead in Asia.”

Another expert agreed, adding 
that it is vital to stay close with the 
client, and use every of the digital 
opportunities available. “Most of the 
clients here in Asia are multi-banked, 
so they key is to create the optimal 
kind of advice for that particular 
client, stay close to them and keep in 
contact with the client progressively.”

Continuous innovation
“At our bank,” a guest reported, “our 
continuous innovation journey in 
the last few years has placed us in 
good stead to be the private bank 
that is at the forefront of techno-
logical innovation. As digitalisation 
remains a key strategic long-term 
driver and enabler of sustainable 
business growth, we have contin-
ued investing in and strengthening 
our digital capabilities.”

He told delegates the bank had also 
further built out its digital private 
banking app and platform, where cli-
ents can execute their trades, where 
they can self-service any banking 
needs, and review their positions and 
portfolios. “Again, since the pandem-
ic hit, this has been incredibly active, 
especially for execution, with equities 

trading there surpassing the trades 
conducted via the RMs, at least for 
the plain vanilla, simpler products,” 
he reported. “In short, digital is here 
to stay and with that combined 
alongside a strong relationship man-
ager who can support the clients in 
more complex wealth management 
matters, is working extremely well.”

Staying ahead of the pack
A banker addressed the question as 
to whether, as an early and prime 
mover towards digitisation, some 
of the other banks had now caught 
up and therefore it might be more 
difficult today to differentiate. 

“We have definitely seen ourselves as 
the first mover and proven our com-

mitment to this, and yes, competition 
has increased and others have been 
catching up with us,” he commented. 
“But what we are now doing, is 
refining the offering based on that 
success. And to offer some data 
points, around 80% of our clients are 
actually digitally enabled and are en-
gaged with a frequency of up to 60% 
through the digital platform of up to 
60%. And some 65% of our equity 
trades are done through the digital 
channel, and clients can still engage 
with the RMs as well, of course.”

Accordingly, with so much adoption 
amongst clients already in the bag, 
he reported that the bank is now 
well into phase two, where the bank 
is aiming to further automate to fa-
cilitate more complex products, and 
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“With the onslaught of digitisation, many have de-
bated that digital tools such as robo advisors, online 
investment will replace and displace the Relationship 
Managers. While we echo that wealth management 
firms are investing to extend digital channels for advi-
sory purposes, we firmly believe the RM is still central 
and here to stay. Complemented by technologies, the 
RM roles will be uplifted to focus on the best oppor-
tunities, tailor financial products according to risk at 
scale and even pre-empt next investment products 
client will be keen. Digitisation gives clients choice of 
channel, convenience and reduces cost for the firms 
but wealth management is still a people business and 
RM high touch is needed for complex financial advi-
sory such as taxation, compound investment to de-
liver even better client experience.”

GABRIEL CHAN, Head of Sales, APAC, Wealth Dynamix

Expert Opinion 

  I think that the role of the RM will continue to evolve but they 
will remain central to the relationships between the private 
bank and client because in the end the client is a person.

  Ultimately, for HNWIs using a private bank/institution, they 
require a relationship manager (a person) that they can con-
tact anytime.



more complex processes. “We are 
advancing all these areas, and yes, 
we recognise that competition has 
risen since we set out on this journey 
in 2013.”

The hard yards needed 
to cut the heavy labour
Turning to automation of more 
mundane tasks, a guest observed 
that this type of ‘heavy sweat’ work 
remains cumbersome, but that digi-
tal solutions are gradually improving 
the situation. 

“However, if you take a suitability 
process, for example, the Hong Kong 
regulator is basically enforcing similar 
regulations for a private banking cli-
ent as a retail banking client, so there 
are still many forms. Accordingly, to 
redesign that process front to back 
and to then disclose and accept 
those disclosures digitally with the cli-
ents, that’s where you can then gain 
the efficiencies. Similarly with KYC 
and AML risks. So, under the hood 
there is a lot of process reengineer-
ing banks need to do given the new 
norm from a regulatory perspective, 
to enable efficiency.”

The intelligent platform 
for intelligent wealth 
management
A technology expert reported that 
their platform offered clients the 
capability to make the onboarding 
process incredibly efficient and the 
portal allows all the requisite client 
and regulatory documents to be 
visible across all the departments 
and for the process and status to be 
completely transparent. 

“The entire platform is intelligent 
because what we are doing is to have 
all the data points, all the different 
relationships that a client has with 
the bank on a single page, so that the 
relationship manager can meaning-
fully advise a client in terms of his 
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WHAT DO YOU THINK THE RMS NEED TO BETTER 
IMPROVE THEIR CAPABILITIES, PRODUCTIVITY, 
AND TO BOOST CLIENT SATISFACTION?

  RMs need to improve their digital skills so that they can be 

more tech-savvy when dealing with upcoming generations 

of HNW and UHNW individuals and families as they become 

better educated and more sophisticated investors.

  It is always in the banks best interests to enhance RM ca-

pabilities and knowledge, resulting in improved productivity 

and elevated client satisfaction, although the actual results 

may vary depending on individual RM.

  The ability to empathise and detect real needs, instead of 

selling into constructed ‘wants’ is a core requirement for an 

advisor’s longevity.

  Make best use of AI and CRM software which uses algo-

rithms to help them know what the client expectations are 

and what KPIs to develop. 

  Have the right tools to boost their presentation and knowl-

edge, communication skills need to be sharpened, they 

should accept digital adoption and expand outwards from 

the old 80-20 rule, as that is limiting their scope for business 

with the majority of clients.

  RMs need to improve their digitalisation by guiding active 

trading clients to use the digital platforms and tools available.

  Be adaptable and proactive in anticipation of change in 

working practices, markets and behaviour. 

  Look for ‘outside the box’ ideas and solutions.

  Improve their awareness of and ability to converse about es-

tate and wealth planning, including philanthropy, in fact on 

all areas that robo-advisory cannot replace as yet.

  Work out how best to manage both digital tools and align 

those with personal touch. 

  In the current post-pandemic scenario, RMs should undergo 

upskilling and ‘retooling’ in the areas of digital banking and 

electronic processing of transactions. 

  RMs should practice hyper-personalisation, diving deep into 

their clients’ histories and behaviour and activity and making 

sure they truly understand them, before then delivering rel-

evance and suitability.

The Hubbis Post-Event Survey



portfolio, his risk level, what to 
invest in,” he explained.

Prompting and 
encouraging – with 
suitability
But he explained they also go one 
step further. “We then go one step 
further, as there is technology avail-
able today such as next best action 
that can actually prompt the RM to 
make informed decisions on what 
will be the most likely investment 
tool or product that the customer 
will buy. These are all available 
today, it simply depends on how the 
banks are willing to take forward.”

Moreover, he also observed that 
digitisation is also an avenue to 
drive costs down, via choice and 
convenience. “The banks may 
already have implemented the 
facility for customer to go on to the 
portal to make their own invest-
ment,” he noted. “And with next 
best action and rules, they are able 
to look at some of the investments 
that will be tailored to the risk ap-
petite and do portfolio relocation 
as well.” And the result should be 
lower costs for the providers for 
those clients to execute their own 
investments and strategies.

Tailoring omnichannel 
to relevant segments 
and generations
An expert also addressed the issue 
of age suitability and the younger 
generations of private clients and 
also RMs. 

“Younger, digital native clients know 
how to use digital tools in that 
sense, and thus feel much more 
comfortable with all this, where old-
er clients might be more reluctant to 
actually use those. But from an RM’s 
perspective, you need to find the 
proper kind of balance, you need 
to have the internal capabilities to 
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  In general, RMs need to improve their financial, technical and 
IT knowledge.

  RMs need technology to free them up for more face time 
with the clients. For example, automated yet personalised 
emails, automated portfolio monitoring, streamlining the pre 
and post sales procedure so that when compliance needs 
to check it is readily available to them and the RM does not 
have to manually answer routine questions. 

  Good RMs should become more technology capable and 
be able to hand hold the client through the various invest-
ment, planning and also compliance issues that almost 
certainly arise.

IN YOUR VIEW, ARE THE PRIVATE BANKS AND IAM/
EAM COMMUNITY DOING ENOUGH TO EMPOWER 
THE RM? WHY OR WHY NOT?

  Yes, the overall industry of professionals are better em-

powered now to meet the needs of the future generations. 

I see and hear more professionals (especially they now 

WFH) attending webinars organised by Hubbis (and others) 

to acquaint themselves with developments in the industry.

  Not enough, as they cannot match with the speed of tech-

nology advancement.

  Not really. I feel their focus is still on old fashioned sales, and 

RMs are not yet incentivised properly financially to act in a 

client’s best long-term interests.

  Yes. They are giving appropriate training and offer a better 

work life balance, helping RMs stay motivated to generate 

more business.

  Not enough across the industry. There is the right investment 

by the global private banks, but less so in the mid-tier and 

smaller boutique private banks.

  No, and much more is needed. That’s the reason why RMs 

can’t focus effectively on private clients and the churn rate 

is increasing.

  The RMs’ KPI is to sell and profit in between. They are not 

well equipped to serve clients’ needs at different stages of 

their growth and evolution. The ‘One Bank’ type approach is 

The Hubbis Post-Event Survey



actually train and to make the RMs 
feel comfortable using technology. 
Accordingly, the approach we have 
taken is to train, expand knowledge, 
and find the right balance. And we 
also know that technology moves 
very fast, so the younger RMs of 
today will likely be challenged in the 
years ahead by technology that is 
new to them.”

He reported that the bank has very 
elderly clients adopting digital as well 
as much younger entrepreneurs. 
“Age is less of a factor perhaps than 
the social background, and it comes 
back to the need to train the RMs to 
project digital solutions and access 
to the clients, to explain why these 
are of benefit to them, from a risk 
perspective, from a timeliness per-
spective, from an efficiency perspec-
tive, so on and so forth.”

Ceaseless introspection 
and constant upgrades 
required
A senior guest closed the discus-
sion by explaining that the priority 
for their institution is to continu-
ously reflect on the market, the 
offering and the operations and 
then constantly upgrade and refine 
the digital platform and offerings. 

“We are already seven-plus years 
old in this regard, and after all we 
tend to change our phones every 
three years, so we must continue 

to renovate, refine and upgrade, 
to boost the offering for the clients 
and for the RMs across the board, 
with greater automation, be that 
in the suitability space, or the KYC 

space, or further automating a chat, 
or automating other processes,” he 
explained. “We continue to chal-
lenge ourselves and to invest for the 
future, that must be a key priority.” 
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good but usually private banking RMs don’t even know the 
other parts of the bank. They are not keen to internally refer 
clients to other departments as it is not included in their KPIs, 
and they are defensive of their relationships.

  Yes, mostly. I believe the institutions are generally doing their 
fair share in uplifting the RM in their capacity and capability 
to bring in more volume and quality revenues for the banks. 
They just need to ensure that the RMs are continuously in 
the learning mode in sharpening their sales and marketing 
skills particularly in the area of handling objections amidst 
what is a very competitive arena.

  No, most banks are still judging RMs only by current 
sales and emphasis on compliance which takes up most 
of RMs time.

  No, due to costs in many cases and sheer inertia in the case 
of others.

  The bigger private banks are providing more training to their 
RMs, especially in the areas of compliance, investments and 
portfolio construction. However, I think the level of training/
empowerment varies depending on the type of offering and 
scale of the institution.

  There is still a lack of delegation to the RM to deliver pricing 
to clients and therefore more effectively manage and direct 
the relationship. This should improve over time with better 
MIS. Clients want to speak with decision makers on all as-
pects including the pricing.


