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How to make assets stickier

IncreasIng the relevance of Its offerIng to each clIent Is key If standard chartered 

Bank Is to delIver contextualIsed solutIons whIch meet BehavIoural needs - and 

hopefully Breed longer-term InvestIng success, says alexIs calla, gloBal head of 

Investment advIsory & strategy, group wealth management. 

Getting investors to adopt long-term 
mind-sets is touted as the “holy grail” 
in Asian wealth management.

For the first-generation of Asia’s 
wealthy, they built their capital by fo-
cusing on their own businesses, rein-
vesting into them since this provided 
better returns than most asset classes. 
Any spare cash largely went into buy-
ing property, as a secure and tangible 
option. Plus, limited local options and 
restrictions in many economies against 
investing overseas left few alternatives.

These entrepreneurs prospered by 
being agile and opportunistic. “They 
took on very concentrated risks rather 
than accepting lower but more stable 
returns through diversification,” says 
Alexis Calla, global head of investment 
advisory & strategy, group wealth man-
agement, Standard Chartered Bank.

However, changes underway might 
force a gradual shift in the mind-set of 
Asia’s affluent towards a longer-term 
investment approach.

The next generation, for example, is 
likely to have a very different view of 
the world. “For one, they are likely to 
be keener on capital preservation,” 
says Calla. “They also have far more 

investment choices, and the rapid eco-
nomic development across Asia over 
the past two decades has reduced vol-
atility and risk.”

Further drivers include Asia’s relatively 
low inflation and interest rates in re-
cent years, which will help facilitate a 
move towards longer-term investment. 
And as large, relatively closed econo-
mies such as China, India and Indone-
sia open up and deepen domestic capi-
tal markets, investment opportunities 
are set for further growth.

Despite expectations of successive gen-
erations to keep generating the high 
returns of the past, achieving it will be-
come difficult as economies mature. 

Thus, diversification and buy-and-hold 
strategies will become even more rel-
evant to preserving wealth.

“It’s not about trying to beat any par-
ticular market,” explains Calla. “It’s 
more about capturing as many sources 
of returns from diverse markets. This 
approach is going to be a paradigm 
shift for a whole generation of affluent 
investors across Asia.”

Yet making client assets stickier isn’t 
just about the long term. Investors 
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have a combination of short-, medium- 
and long-term needs, says Calla.

The key, he insists, is to move away 
from frequent efforts to provide one-
size-fits-all solutions, and instead 
incorporate more behavioural knowl-
edge to become a lot more relevant to 
each client.
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workIng wIth emotIons 

Stickier assets are more likely to come 
from accepting the inevitable emotions 
and behavioural biases of investors, 
and helping them adapt – rather than 
trying to fight to change them.

This also recognises the fact that 
sustainable portfolios are a symptom 
of looking beyond only the financial 
needs of the investor, to incorporate 
their behaviours, and in many cases, 
their experience and emotions.

Ultimately, it is about being more rel-
evant to a client. The rationale is that 
it is better for the overall relationship 
to be flexible and work with a client 
to find a product which they are com-
fortable with, rather than forcing them 
into something they’re not.

This requires a look at their historical 
experiences, an understanding of their 
risk appetite, and an effort to try to put 
them in something appealing to them.
“Rather than simply taking an all-or-
nothing approach, I see gamma, as in 
α+β+γ, as the way forward to meet a 
client’s behavioural needs and ensure 
contextual investing,” explains Calla. 
“This is where we as a distributor are 
trying to focus.”

advIsory prIorItIes

For Calla, there are three main drivers 
for how he is looking to further develop 
and position the bank’s investment ad-
visory proposition along these lines.

The first of these is to institutionalise 
the offering. In short, this means en-
suring that every client, he explains, 
regardless of their location, gets ac-
cess to the best of what the organsi-
ation has to offer.

That requires a continual effort to align 
people and products, combined with 

an investment in technology to deliver 
best-of-breed. “We need to make sure 
we are tapping all our resources and 
sources of expertise, and not just tak-
ing a top-down view,” he says.

Secondly, and building on this consis-
tency of delivery, is creating solutions 
which are relevant to each client. “Just 
because we might have a view on the 
US equity markets, this will mean dif-
ferent things to different people, de-
pending on their portfolio, strategy and 
interest,” says Calla. “So we need to 
communicate in more relevant ways.”

The third area of focus is how to be-
come broader based in the way the 
bank delivers its offering, so that this 
happens in a way and at a time which 
is most convenient for clients.

“As we do that, we can build a better 
understanding of clients and trust.”

more relevance In due 
dIlIgence

An important building block in deliver-
ing on the advisory promise that Calla 
is striving to make to clients is the 
bank’s fund selection process.

The goal is to create investor satis-
faction by making advice relevant, as 
much from the client’s behavioural as 
financial point of view. “We do not only 
try to go for the fund which we think 
will offer the best alpha,” adds Calla, 
“but one which is also the most appeal-
ing and relevant to an individual client 
so that it will fit into their portfolio.”

From a resourcing perspective, this 
means avoiding a silo approach. Stan-
dard Chartered has achieved this as 
part of its group reorganisation in April 
2014. It now has a single global wealth 
management unit across the bank, ser-
viced by product specialists in a cen-
tral location, Singapore, as well as lo-
cal country specialists in its footprint 

markets. The wealth management unit 
services all of the bank’s client seg-
ments, including retail, private banking 
and commercial.

From a product perspective, being rel-
evant requires a variety of funds to be 
on the shelf. This includes new prod-
ucts – not just those with a three-year 
track record – to give clients the option 
to take a view if they want to.

“We are trying to be more flexible [in 
our product selection process],” ex-
plains Calla, “avoiding processes which 
have too many constraints that would 
leave us with only a very small sample 
of funds and therefore not really able 
to deliver what clients want or need.”

makIng meanIng out of 
dIgItal

The availability of technology and more 
data plays a key role in helping to un-
derstand clients better, plus it makes 
conversations more personal.

Yet achieving his objectives requires 
Calla to look beyond merely using 
emerging technologies such as digital 
tools and social media for the sake of it.
“Technology without relevance won’t 
take us anywhere,” he says. “We need 
to do more than that – and that is what 
we are focusing on.”

With clients all of a sudden empowered 
in terms of the ways in which they ac-
cess and share information, institu-
tions which want to add value must 
now focus on the context of the infor-
mation and advice they provide.

This bodes well for banks like Stan-
dard Chartered, says Calla – essential-
ly those with a long track record and 
people who have been doing that for a 
long time and through market cycles. 
“It also plays to our strengths in terms 
of the way we organise ourselves as a 
single team globally.” 
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