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Lombard Odier in 
Asia: The Challenges 
of Realising a Well-
Articulated Vision  
Vincent Magnenat is a private banking leader 
in Asia with a clear vision and the imagination 
to go out and express that concept across the 
region. In his role as Limited Partner and CEO 
for Asia Pacific at the 223-year old, family-
controlled Swiss private bank Lombard Odier, 
Magnenat has helped devise the bank’s dual-
pronged strategy to build the bank’s offshore 
and onshore proposition and presence across 
Asia. He met again recently with Hubbis to 
provide an update on how the bank is achieving 
this vision. He conceded that there are both 
significant challenges in markets such as China, 
and great opportunities that are being fulfilled 
in others such as Thailand. While not a widely-
recognised global private banking brand, 
Magnenat believes that Lombard Odier’s value 
proposition and long history resonate deeply 
with HNW clients in Asia.

https://www.hubbis.com/article/lombard-odier-in-asia-the-challenges-of-realising-a-well-articulated-vision
https://hubbis.com/partnerProfile/lombard-odier/partner-content


       2

WITH ITS SIZE AND 
RESOURCES AS MORE 
OF A BOUTIQUE 
Swiss private bank, 

how can Lombard Odier best posi-
tion itself to take advantage of the 
dramatic growth in private wealth 
across the Asia Pacific region? 
“My answer, “Magnenat begins, 
“is that we must continue to 
emphasise and expand our value 
proposition and maintain our 
discipline. We need to avoid the 
tendency to try to be all things to 
all people, to try to do everything 
across the whole region, and must 
instead build and retain a keen 
focus on delivering fully on our 
defined value proposition.”
 Lombard Odier today has two 
core offerings in the region: the 
high net worth family services 
practice, and investment ser-
vices. In both of these areas, the 
bank is expanding its presence 
across the region, both through 
its own offices in Singapore, 
Hong Kong and Tokyo, as well 
as through its growing array of 
high-quality onshore alliances, 
which now include Thailand, the 
Philippines, Indonesia, Taiwan 
and Australia. 

Two core businesses
Magnenat had in mid-2018 ex-
plained to Hubbis how these two 
core practices are founded on four 
key pillars. The first is the expan-
sion in both numbers and quality 
of the three private banking office 
operations. The second is an 
expansion of the onshore private 
banking proposition through its re-
gional partnerships. The third pil-
lar is external asset management. 
And the fourth pillar is building 
more discretionary portfolio man-
dates, which have been taken up 
by about 60% of Lombard Odier’s 
clients, versus an industry average 
of closer to just 5-10%.

 Magnenat says the bank has 
a clear proposition and a clear 
strategy for building its presence 
and revenues rapidly and sustain-
ably to ride the wave of expansion 
in Asia’s private wealth market.  
 Firstly, he disagrees with any 
claims from the ‘street’ that private 
banks can build successfully by 
aggressively hiring RMs from other 
banks. “That practice does not work 
today,” he reports, “simply because 
clients largely no longer follow their 
bankers, even if they might have 
done so in the past. The idea of a 
banker bringing over a large book of 
clients’ assets and retaining most of 
those assets in the new bank is not 
viable. If RMs can bring and keep 
even 40% of their old clients’ assets, 
we would be surprised.” 

No short-cuts to growth
Magnenat mines down further to 
unveil the core reasons, although 
he concedes that there is no one 
answer. “On the regulatory and 
compliance front, it is extremely 
difficult to even open an account 
these days,” he reports, “with so 
many signatures required. Clients, 
therefore, do not really want their 
bankers to move, if they are happy 
with them and with their banks. 
Even if that client is very close to 
his RM, they will most probably 
not follow them nowadays.”
 He explains that clients today 
migrate to other banks largely only 

when they are dissatisfied with 
the RMs or with the firms. “This 
makes it even more essential,” he 
says, “to articulate and expand the 
value proposition of the organ-
isation. Of course, some RMs do 
move banks and do so effectively, 
but we are realistic at Lombard 
Odier and do not rely too much on 
that approach for our growth.”

Empowering the best
Magnenat maintains that as a 
privately-held bank, there is a 
particular luxury in being able to 
focus only on fewer, higher-grade 
bankers and of working in a totally 
focused manner to help make 
those bankers as successful as pos-
sible. “We can look to the longer-
term,” he comments. “It means we 

can commit the time and resources 
to help our bankers understand 
the value proposition we offer and 
achieve optimally.”
 He expounds on this, add-
ing that given Lombard Odier’s 
approach and its resources, this 
means advancing on a step-by-
step basis. Just as the bank cannot 
hire bankers who hit the floor run-
ning and bring their entire book 
of clients, so too the bank cannot 
hire more RMs than it can comfort-
ably absorb and nurture to achieve 
their full potential.
 “Additionally,” he reports, “we 
are heavily oriented towards dis-

“This makes it even more essential,” he 
says, “to articulate and expand the value 

proposition of the organisation. Of course, 
some RMs do move banks and do so 

effectively, but we are realistic at Lombard 
Odier and do not rely too much on that 

approach for our growth.”
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cretionary portfolio management, 
so the bankers have more time 
for their clients, as they are not 
distracted by numerous execution 
orders from clients, but are instead 
focused on growing and servicing 
their clients, winning referrals, be-
ing partners with those clients and 
with the bank.”

Knowing the markets
Magnenat says that he and other 
private bank CEOs sometimes meet 
to discuss trends in the industry. 
“We actually meet to compare ideas 
which helps all of us be realistic 
about the market, our achieve-
ments and so forth. We know this is 
a challenging and difficult business, 
and we know that we can only grow 
with the right talent.”
 Magnenat also envisages more 
consolidation, acquisitions and part-
nerships in the market. On this last 
point, partnerships, he comments 
on how proactive and creative the 
bank has been, noting that “some 
of the other larger boutique private 
banks are following our lead.”

Strategic alliances
On the subject of partnerships, 
Lombard Odier has had great 
success in building what is now 

help propel us in the other markets. 
We have bankers in our three offices 
– Singapore, Hong Kong and Tokyo - 
covering the region and the partner-
ships are a vital and complementary 
second leg to our strategy. Combin-
ing two strong organisations, one 
onshore and local, and us offshore 
and global, allows both sides of the 
partnership to achieve far greater 
success than on our own.”
 He further articulates the value 
Lombard Odier brings to the table, 
on its own or in its alliance. “Our 
experience is remarkable,” he com-
ments. “We have overcome some 
40 financial crises in our long past, 

a valuable collection of wealth 
management alliances with leading 
financial institutions in Thailand, 
the Philippines, Indonesia, Tai-
wan, and Australia. And the bank 
has eyes on other countries in the 
region, providing Magnenat and his 
team can identify the right part-
ners, who share their vision of the 
future of wealth management and 
who complement each other’s DNA 
and product and service suites.
 “Partnerships,” Magnenat 
reports, “are so valuable in that they 
combine our traditional strategy 
of growth and our own operations 
with strong partners that can really 

Lombard Odier's Asia Pacific CEO, Vincent Magnenat, has been 
heading the private bank's operation in Asia since 2013. He hails 
from Brienne in Switzerland and grew up near Lausanne. 

Early in his career, he took an apprenticeship with Winterthur In-
surance, which in 1998 was bought by Credit Suisse. "I began with 
Credit Suisse with the wind in my sails," he recalls, "as they were 
very eager to expand into insurance. My career with them brought 
me to Singapore, which was an exciting and challenging step." 

Some years later Magnenat was appointed a managing director 
at Societe Generale and in 2013 was headhunted into Lombard 
Odier as its Asia head of private banking. 

He was subsequently promoted to CEO of Asia Pacific and be-
came a limited partner of the firm. "I am a round peg in a round 
hole," says Magnenat. "This role represents a great opportu-
nity, it suits my personality and my ambitions, and I am utterly 
committed to this business and building upon the bank's suc-
cess in the region."

He says that not only is Lombard Odier a wonderful bank to 
work with, given the philosophy, longevity and global strategy, 
but it is also a remarkable opportunity to meet a lot of success-
ful and interesting people.

Getting Personal
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we remain a family-controlled 
business and Asia is dominated by 
family ownership in their first and 
second generations.” 
 He says the bank has a deep 
understanding of the psychology, 
motivations and challenges of 
owner-entrepreneurs. “We also 
have a profound knowledge of the 
challenges of transitioning owner-
ship and wealth from generation 
to generation,” he adds. “We 
understand family and corporate 
governance, we have great skills 
at wealth planning, and we are 
dedicated to structuring for our 
clients and their families.”
 To sum this up, Magnenat says 
the bank adopts and adheres to 
a holistic approach. “We are not 
selling products,” he reports. “We 

are promoting solutions after 
engaging deeply with the clients 
to understand their needs and 
the objectives. In partnerships in 
other countries in the region, we 
bring all these skills and the values 
to the table, for their clients. And 
our partners there bring their 
client relationships, their local 
knowledge, their expertise in their 
local markets and the solidity of 
being leading institutions in their 
markets for the long-term.”
 Magnenat concedes that 
despite significant progress in the 
past six years since they began 

building out the Lombard Odier 
Asian franchise, the bank remains 
somewhat less well-known today 
than he would like.

Always more to do
“We are somewhat at a disadvan-
tage in this regard,” he says. “Of 
course, as an institution, we are dis-
crete by history and inclination, and 
we do not have big budgets in terms 
of branding and marketing, but the 
reality is that, for example, in China, 
eight out of ten new accounts go to 
the global Swiss or other banks, just 
because of the name.”
 Magnenat, therefore, recog-
nises that no matter how great 
the Lombard Odier product and 
value proposition, the continued 
development of brand name 

recognition is essential. “We might 
be in a region of huge growth,” he 
says, “but we also know that the 
brand is key and right now that is 
a disadvantage for us, one that we 
must work to overcome.”

Strength and scale
Nevertheless, the bank has a 
strong story to tell existing or po-
tential clients across the region. 
Not only does it have a history 
of 223 years, it also has a notable 
scale, even if it is not amidst the 
global brand names competing in 
the market. 

 Magnenat reports that the bank 
has around USD 262 billion in total 
client assets.. Moreover, the bank 
has great financial stability, accord-
ing to its powerful Tier 1 capital ratio 
of 29.9% and the AA-minus credit 
rating, which is as high as a bank can 
achieve if it is privately held. 
 “We have a great story to tell,” 
Magnenat says, “with a history of 
223 years on our side. We believe 
we actually have the right model 
as well and we are of a scale and 
solidity where we offer an insti-
tutional mindset to our private 
clients, helping them achieve 
performance with a medium to 
long-term perspective on the 
markets and careful attention to 
returns and risks.”

Taking the wide-angle 
perspective
He also reiterates the Lombard Odi-
er ethos of long-term perspectives 
to achieve longevity. “We have 
continually looked to the future for 
our clients and for the bank,” he 
reports. “We have enjoyed a very 
positive start to 2019, but of course, 
we must position ourselves for 
future opportunities and continue 
to enjoy what we are doing.”
 He closes the discussion by re-
iterating his conviction to remain 
faithful to the vision that he and 
other leaders at the bank devised 
and elucidated some years ago. 
“We have an offering, an approach 
and a culture that resonate with 
Asian clients,” he reports. “These 
clients want to achieve longev-
ity for their family business, 
their wealth and to preserve the 
family’s integrity into the future 
generations. The different and 
exciting elements of our activi-
ties here in Asia are maturing and 
expanding, and we are well 
positioned to build for the future 
and to provide our clients with 
the best outcomes possible.” 

“We also have a profound knowledge 
of the challenges of transitioning 
ownership and wealth from generation 
to generation,” he adds. “We understand 
family and corporate governance, we have 
great skills at wealth planning, and we are 
dedicated to structuring for our clients 
and their families.”
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Although realistic that new hires will not immediately translate to vast new AUM expansion, Magn-
enat and colleagues remain focused on hiring new talent. "Clearly we need to keep enhancing our 
pool of bankers," he reports, "as we have a long-term view and we must continue to deliver good 
performance and stay really close to the markets."

Secondly, he wants to further build on the array of alliances the bank has across the Asia Pacific 
region. His vision for the expansion of the onshore banking business was conceived soon after 
he joined, and the first partnership was carved out in 2014 with the leading Thai universal bank, 
Kasikornbank. "The concept," he clarifies, "is to bring value onshore, without the need to be physi-
cally located onshore. To achieve this, Lombard Odier delivers customised solutions that local play-
ers need to be competitive within their own marketplace."

Developing the onshore protocol

This onshore strategy from the outset has been predicated on the view that the onshore wealth 
management business in Asia will grow rapidly as the local banks and advisory community become 
more sophisticated, as clients demand more from their onshore service providers. Asia's govern-
ments have also been doing more and more to draw offshore funds back home. 

The concept involves joining forces with major financial institutions that would be willing to com-
mit to developing their own private bank onshore franchise while relying on the Lombard Odier 
global investment offering. 

Aside from the successful partnership in Thailand with KBank, Lombard Odier followed up with a 
partnership with UnionBank of the Philippines in 2017. 

Key Priorities
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Further building on these two relationships, Lombard Odier in 2018 partnered with Indonesian 
universal bank, Bank Mandiri, again to attract more offshore funds. Mandiri Wealth Management 
now offers a more diversified and sophisticated range of investment services to service the grow-
ing ranks of Indonesia's HNW investors at home.

Additionally, the bank has forged alliances with JBWere in Australia and Taipei Fubon Bank in Tai-
wan, as well as with Japan's Mizuho Securities in Singapore. 

Taking the alliances further

The strategy henceforth is now to hone the alliances to extract the maximum possible value from 
them for the clients and for the various partners themselves. "At the outset," he remarks, "the 
choice of country was driven more by the identification of the ideal partners, which is why we be-
gan this in Thailand. Our mission now must be to deliver on these partnerships, to grow together, 
to continue to achieve above expectations, as we have so far in these ventures."

All other countries in the region of any size are also targets for Lombard Odier, whether Malaysia, 
Vietnam, Cambodia or elsewhere. "Of course," he notes, "it is also down to local regulations and 
the maturity of those markets, as to whether we go in and what we can achieve there."

A final priority is to continue along the family wealth services journey Magnenat and colleagues 
set out to pursue some years ago when they began to build the bank's presence on the ground in 
Asia. "We are dedicated to truly differentiating ourselves in terms of the family services under the 
leadership of Lee Wong," he reports. "We must remain focused and keep our clients happy, and we 
are achieving exactly that."
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