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On behalf of BNP Paribas Wealth Management, I’m delighted to take part 
again in this flagship publication – which is the 4th edition of Hubbis’ an-
nual overview and outlook for the private banking and wealth management 
industry in Asia.

Despite operating in what has become the world’s most exciting region for 
wealth-related products and services, organisations of all types and sizes 
continue to face many challenges. 

These exist in terms of regulation, strategy, the investment landscape, 
costs, staffing, technology and client expectations. 

This is forcing the more forward-thinking firms to focus on what they do 
best, and to build or re-shape their value propositions around that.

Only then can they hope to build credible and profitable businesses.

This publication will focus on specific areas of what’s driving the future 
of wealth management in Asia – showcasing different business strategies, 
highlighting success stories, reviewing the stages of industry development 
across the region, uncovering the potential of technology, understand-
ing the game-changers in asset management, offering insights into new 
advisory models, providing commentary on the importance of managing 
family wealth and the next generation, and assessing the importance of 
the Switzerland-Asia connectivity.

I hope you enjoy reading these insights and derive value from them.

Mignonne Cheng
Chairman & Chief Executive Officer, Asia Pacific
BNP Paribas Wealth Management

foreword



Feature articles

Keeping up with the changing world oF wealth management

Wealth management firms of all types can only maintain an upward trajectory and 

stave off threats from regulatory, cost, client and other challenges if they focus on 

the critical areas that will determine their success in Asia. These include: refining 

business models, becoming more rational about staff performance, implementing 

the latest systems, improving asset-gathering capabilities and raising their level of 

digital communication.

in search oF a Future-prooF private banKing model

Private banking in Asia is undergoing a transformation. Regulation is clearly driving 

big changes in the way the industry operates in terms of KYC, client suitability 

and cross-border banking. But other dynamics ranging from technology to 

compensation to advisory models to product offerings also promise to shake up the 

look and feel of this sector.

maKing the case For Family oFFices in asia
The numbers of single and multi-family offices in Asia are slowly increasing in 

line with the need to service and manage the growth in  family wealth. but there are 

common challenges and considerations in structuring and running the operation – 

from initial set up to asset allocation to engaging all types of service providers.

a growing need to deFine independent models

As the concept of independent wealth management further develops in Asia, 

it is increasingly important to clarify blurred definitions and more clearly 

distinguish the services of family offices, independent asset managers (IAMs) 

and other firms licensed to offer investment advice to wealthy families. 

evolving the distribution partnership in asia

As asset management companies continue to build their presence in Asia with 

a sharp focus on wooing wealth managers, their level of success will depend on 

their ability to clearly differentiate their offerings and relationships with various 

distribution partners.

breeding successFul perFormers

Finding, training and retaining more capable, competent and enthusiastic 

individuals is a hurdle that Asian wealth management is yet to overcome. Efforts 

are underway via various firm-specific as well as industry-wide initiatives, but 

progress is slow – and the limited pipeline continues to hold back the industry from 

maximising its potential.

a new looK For advisory models and product platForms

The extent to which advisory models need to evolve, for 

example to adapt to the banning of inducements and suitability 

issues, is part of an ongoing assessment within the industry.

contents

02

32

52

90

120

150

70

Wealth ManageMent in asia 2014i





taKing malaysian wealth management to the next level

Malaysia has big ambitions in creating a larger wealth management industry that is 

recognised internationally for the quality of its people, products, platforms and client 

service. Positive steps are being taken, but it is a long journey and it will take time for 

the various components to fall into place.

helping thailand evolve its wealth oFFering

There is optimism around the potential for thailand to slowly develop its 

wealth management industry, if it follows a road map that includes a focus 

on long-term investment strategies to educate clients and advisers alike, and 

in turn help to further the country’s appeal to local and offshore investors.

Firm profiles

how ubs is shaping the Future oF wealth advice

UBS Wealth Management has been proactive and forward-looking in re-

sponse to the well-documented challenges that it – and the wider industry 

– has faced post-2008. Its far-reaching technology- and performance-inspired 

modernisation push is all about structured, consistent and relevant ad-

vice, explains Geoffroy de Ridder, head of strategy for wealth management.

bnp paribas maps out clear asian wealth plan

Mignonne Cheng, chairman and chief executive officer for BNP Paribas Wealth 

Management in Asia Pacific, reveals how the bank has defined some clear objectives 

and a game-plan to achieve them, to maximise the region’s wealth potential.

client connectivity core to deutsche’s wealth proposition

As the growing importance of real money impacts the dynamics of wealth 

management in Asia, one clear objective is driving Deutsche Asset & Wealth 

Management’s strategy and segmentation in terms of the clients and geographies it 

targets – relevance.

morgan stanley realigns asian private wealth strategy

Morgan Stanley’s Asia Private Wealth Business differentiates via disciplined customer 

segmentation, best-in-class institutional ideas, products and talent, and through 

its experienced bankers, says Vincent Chui, managing director and head of Asia 

institutional equity distribution and private wealth management.

Finding the right way to grow

Wealth managers trying to make an impression on an ultra-wealthy client can only be 

successful if they use the intelligence they have on that individual in a methodical and 

targeted way, says Mykolas Rambus, chief executive officer of Wealth-X.
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the goldman sachs approach to success in china

China is clearly a wealth management sweet-spot of the future. While it has always 

been a key market for Goldman Sachs in corporate and investment banking to date, 

Ron Lee, head of private wealth management for the bank in Asia Pacific, explains the 

increasing focus on leveraging that access to drive growth for his business.

redeFining the investment experience

Leonteq securities ag is taking its award-winning offering to a new level with further 

white-labeling and platform development initiatives to help investors identify better, 

more relevant investments, and in much less time.

single-minded in sourcing alpha

EFG Asset Management is working hard to develop a globally-homogenous, 

conviction-led offering with a focus on growing its external distribution via carefully-

selected strategies, says chief executive officer James Lee.

maKing a legacy broKerage channel thrive

In addition to its own advisory offering, including US product access and execution 

capabilities, Citi Wealth Advisors provides two-way connectivity across all other parts 

of the organisation’s wealth divisions, says Andrew Barrett, managing director, branch 

manager and regional head.

singapore banK licence reinForces eFg’s asia Focus

In an exclusive interview with Hubbis, John Williamson, chief executive officer of 

EFG International, and Albert Chiu, chief executive for EFG Bank in Asia, explain the 

significance for the firm’s regional commitment and future growth ambitions of being 

able to now add Singapore dollar deposits to its product offering.

banK oF montreal plays patient private banKing game in asia

Around 18 months into his latest role, spearheading Bank of Montreal’s (BMO) 

private banking business in Asia Pacific, Robert Cormie is adamant that long-term 

success in the region will depend on a bank’s ability to offer real advice and proper 

wealth planning – concepts at the heart of the philosophy of his Canadian employer.

how cimb is pursuing a regional wealth ambition

Already an Asian bank with a larger network than most, CIMB bank is determined to 

leverage off the prospect of a more integrated ASEAN community to create an even 

stronger regional force, reveals Renzo Viegas, chief executive officer, consumer 

banking.

expert insights

the Future For wealth management in asia
Tan Su Shan of DBS Bank

a new Focus on competencies to deFine success
Tee Fong Seng of Credit Suisse
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Leonteq’s explicit goal is to make a difference 
through particular transparency in investment 
products and to be the preferred technology and 
service partner for investment solutions.

 We count on experienced industry experts with a 
focus on achieving client’s goals and a first class 
IT infrastructure, setting new standards in stability 
and flexibility.
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500 million

US$10 bn 3,000

“Asia Pacific today has a middle-
class population of more than 

500 million and this is predicted 
to expand significantly, and triple 

by 2020.”
Page 14

“Banks with US$10 billion in 
AUM or lower are less likely to 

be profitable; those with US$15 
billion-plus have a better chance.”

Page 66

“Published data points to an 
estimated 3,000 single family 

offices (SFOs) globally, with only 
around 100, or 3%, in Asia Pacific, 

managing US$1.2 trillion.”
Page 52

4.32 million

“While North America’s HNW 
population expanded [in 2013] by 
16% to 4.33 million, Asia Pacific’s 

grew by 17% to reach 4.32 million.”
Page 2

US$250 bn 

“Overseeing 14 businesses across 
12 countries in Asia, as part of 

Citi Asia’s US$250 billion in AUM… 
perhaps the biggest challenge is 

doing all this in a consistent way.”
Page 24
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20 years

“The last 20 years has been all 
about relationships; the next 20 

years will be about competencies.”
Page 16
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Keeping up with the changing 
world of wealth management
Wealth management firms of all types can only maintain an upWard trajectory and stave 

off threats from regulatory, cost, client and other challenges if they focus on the critical 

areas that Will determine their success in asia. these include: refining business models, 

becoming more rational about staff performance, implementing the latest systems, 

improving asset-gathering capabilities and raising their level of digital communication.

Asia is clearly a good place to be for 
wealth managers – at least from the 
perspective of the growth statistics 
highlighted by various industry reports 
and surveys.

According to the World Wealth Report 
2014 by Capgemini and RBC Wealth 
Management, for example, North 
America and Asia Pacific remained in a 
close race for the world’s largest popu-
lation of high net worth (HNW) indi-
viduals in 2013, with growth in the lat-
ter narrowing the former’s lead to less 
than 10,000 individuals.

But while North America’s HNW popu-
lation expanded by 16% to 4.33 mil-
lion, Asia Pacific’s grew by 17% to 
reach 4.32 million. At the same time, 
the region’s wealth expanded by 18% 
to reach US$14.20 trillion.

By comparison, Europe’s HNW popula-
tion grew by 12% to reach 3.83 mil-
lion, and its wealth increased by 14% 
to reach US$12.39 trillion. Globally, the 
investible wealth of HNW individuals 
rose by nearly 14% to reach a record 
US$52.62 trillion.

The reality of the opportunity in Asia, 
however, is very different from the 
headline facts.

“There is a misconception between the 
overall amount of wealth growth in 
Asia and a part of that wealth which 
is actually accessible,” says Christian 
Stauffer, chief executive officer and 
founding partner, EuroFin Asia Group.

Requirements and challenges arising 
from regulation, the investment envi-
ronment, business strategy and costs, 
staffing, technology, client require-
ments and more, make it a lot more 
difficult than many people think it will 
be to be profitable in a credible and 
sustainable way.

Despite Asia being an attractive mar-
ketplace, judging by the numbers of 
millionaires and billionaires, as the size 
of the market increases the propensity 
for businesses to fail also rises, adds 
Nam Soon Liew, partner and financial 
services advisory leader for Ernst & 
Young in Asia Pacific.

being rational

Beyond the hype around Asia’s wealth 
growth, being realistic about value 
propositions and objectives – and then 

christian Stauffer
eurofin asia group

“there is a misconception between 
the overall amount of wealth growth 
in asia and a part of that wealth 
which is actually accessible”
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Growth rates aside, market leaders 
agree it is imperative they drive a cul-
ture, both internally and industry-wide, 
that focuses on quality of service and 
advice, transparency and sustainability 
of the business.

That will first depend on how organisa-
tions define the scope of their wealth 
offering. The discussion has mainly 
focused to date on investments for 
clients. Yet taking a step back, more 
advisers and firms genuinely need to 
embrace the potential for taking a 
more holistic approach.

As an extension of this is the opportu-
nity that should follow via digital tools 
and other technologies to engage with 
clients to be meaningful in the plan-
ning space. This is especially impor-
tant, given the role of technology as 
one of the significant game-changers 
which has emerged as part of the 
transformation of the industry.

In turn, organisations should also look 
to position themselves as intermedi-
aries to connect clients, and provide 
them with peer insights, investment 
ideas, and so on.

“Given that Asia is diversified geo-
graphically, culturally, linguistically and 
with different generations of wealth 
creators and inheritors, the successful 
firms will be those who focus on their 
core strengths and look to other part-
ners to help them in non-core areas,” 
says Mark Nelligan, managing director 
at Pershing Securities Singapore.

Regardless of positioning, however, the 
one inevitability in the minds of most 
practitioners – and the ultimate ratio-
nality – is consolidation.

The sale of Societe Generale’s Asian 
private banking assets to DBS in March 
2014, for instance, and the move two 
months earlier by Falcon Private Bank 
to pass over its Hong Kong-based cli-
ents to EFG, are no coincidence.

The fragmented nature of the wealth 
management sector in particular 
makes it expensive to service clients 
today. “We are seeing a lot consolida-
tion starting to happen in the industry 

prioritising – is the only way to suc-
ceed. After all, says Stauffer, the costs 
of doing business in general are ris-
ing at the same time as margins are 
shrinking. And this trend will continue 
for the foreseeable future.

rahul malhotra
J.p. morgan private Bank

“many institutions are 
reducing their exposures in 

locations where they are not 
dominant players”

Source: Capgemini, RBC Wealth Management, and Scorpio Partnership Global HNW Insights Survey 2014
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globally,” says Rahul Malhotra, head of 
South Asia at J.P. Morgan Private Bank. 
“Many institutions are reducing their 
exposures in locations where they are 
not dominant players.”

Michael Blake, general manager for 
Coutts in Asia, adds that from an in-
dustry perspective, he sees trends in 
regulation and economics creating 
consolidation across all markets. “Busi-
ness models will evolve as a result.”

Amid the expectation of continued con-
solidation, Carol Wong, managing di-
rector for Old Mutual Global Investors 
in Asia Pacific, predicts that although 
the big banks will still exist, the mid-
sized firms will struggle.

Adds Robert Cormie, managing direc-
tor and head of private banking for 
BMO Private Bank in Asia: “There is a 
scale required to be profitable, and al-
though a lot of banks are building up 
the infrastructure, they don’t neces-
sarily have the size to justify it.”

It used to be that around US$10 billion 
in AUM was the minimum required to 
ensure a sustainable business, but that 
seems to be changing based on recent 
deals, he suggests.

In Wong’s opinion, Chinese private 
banks will be among the winners go-
ing forward. “Right now, they are still 
limited, but in 10 years’ time, they will 
be significant players.”

finding the right model

In addition to there being fewer wealth 
management providers overall in Asia 
going forward, there is little clarity on 
the optimal business model.

For example there is still a question-
mark over the preferred approach of 
the emerging wealthy in Asia, says 
Richard Turner, head of market de-
velopment, Asia, financial & risk, at 
Thomson Reuters. 

It remains to be seen whether they will 
opt for a traditional private banking re-
lationship, or take a more self-directed 
online route, he explains.

Knowing the answer is becoming in-
creasingly urgent given the rate of 
growth in wealth, in particular among 
Asia’s middle class.

richard turner
thomas reuters

““the real challenge for this 
industry is around being able 

to adapt to the changes”

Source: Capgemini, RBC Wealth Management, and Scorpio Partnership Global HNW Insights Survey 2014
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That will also then throw out a number 
of questions relating to infrastructure 
and servicing the requirements of cli-
ents, says Turner – for example, should 
firms outsource this? How do they deal 
with regulation? And how do they ac-
cess information? “The real challenge 
for this industry is around being able 
to adapt to the changes,” he says.

According to Stauffer, meanwhile, the 
banks need to pursue new strategies. 

Some of them have applied the same 
business model in Asia as the one used 
back home in Europe, he explains. Yet 
Asian clients don’t want the same of-
fering. For example, discretionary 
mandates don’t work as well in Asia 
because many Asian clients are entre-
preneurs who are still building their 
businesses and need various services 
that most private banks are not able 
to provide today in the region.“This is 
one of the reasons why the large pri-
vate banking franchises that can pro-
vide services across the board – and 
cover multiple products and countries 
– have a better opportunity to grow 
their businesses,” he says.

In addition, while Stauffer acknowl-
edges that independent wealth man-
agement has a long way to go in Asia, 

he says there is a good opportunity for 
this segment to grow. “One reason for 
this is due to the generational change 
happening in Asia, as wealth transi-
tions to the second and third genera-
tions. These family members have of-
ten been educated overseas and tend 
to have a better understanding of 
wealth management and the concept 
of the family office as being a separate 
entity from the family business.”

In addition, while it is not typical of an 
Asian investor to delegate the task of 
wealth management to someone else, 

Stauffer sees that slowly changing. 
“This creates potential for an EAM to 
play a role in this process, especially 
given their independence and ability to 
represent the best interests of clients.”

the euro-asia link 

One of the noteworthy recent trends 
that is creating more opportunities for 
wealth managers stems from the in-
creasing connectivity between Europe 
and Asia.

Interest is growing among HNW and 
ultra high net worth (UHNW) clients 
from both sides of the world in rela-
tion to accessing investments in each 
other’s region.

“Rich Chinese like to buy properties in 
various cities around the world, espe-
cially in London. I saw a similar trend 
in Indonesia a few years ago,” says Tee 
Fong Seng, market area head, Great-
er China, and vice chairman, private 
banking, Asia Pacific, at Credit Suisse.

This is also the case for other direct 
investments, real assets, private eq-
uity and other alternatives. Plus there 
is more and more focus from clients 
on wealth structuring, tax optimisation 

michael thompson
pimco

“regulation is playing a big 
role in asia in terms of how 
business is being conducted”

nigel rivers
tmf group

“it has already become practically 
impossible – and definitely 

irresponsible – to ignore these 
[regulatory] issues”
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Source: BCG Global Wealth Market-Sizing Database, 2014

THE GROWTH OF GLOBAL WEALTH IN 2013 WAS DRIVEN BY EXISTING ASSETS

Growth rates Drivers

Newly created wealth

~$4.1 trillion

~$15.2 trillion

GDP growth
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Existing assets

F

F

F

and business formation in other parts 
of the world.

According to Dr Henri Leimer, chief ex-
ecutive officer for LGT Private Banking 
Asia, one of the reasons why his bank-
ers at LGT Bank are at ease with the 
concept of looking abroad for opportu-
nities and products for their clients is 
because the size and scale of the local 
markets in Hong Kong and Singapore 
cannot meet all the needs of increas-
ingly-sophisticated clients.

In terms of two-way trade between 
Asia and Europe, there are also a lot of 
transactions that take place outside of 
the traditional private banking service.

“Many clients don‘t yet perceive that 
their private bankers are able to bring 
the right types of opportunities to 
them,” explains Tee.

Further, adds Stauffer, there is a lot 
of European money wanting to access 

Asia that might not know how to do it 
beyond investing in conventional funds.

“For a large European family office, for 
example, there is a lot of appetite for 
private equity and real estate, but the 
number of reliable conduits they want 
to work with are lacking from the Asian 

market,” he explains.This is where ex-
perience and track record count. “We 
have been in Asia for 10 years, so Eu-
ropean clients consider us as one of 
the options for accessing Asia,” says 
Stauffer. “As we are European in heri-
tage, we are also able to better under-
stand their needs.”

mark nelligan
pershing Securities Singapore

“the successful firms will be those 
who focus on their core strengths 
and look other partners to help 
them in their non-core areas”
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the reality of the 
regulatory burden

Perhaps the biggest challenge for 
wealth management firms across the 
board is keeping up with continued 
regulatory change. There has been 
substantial change in international reg-
ulation and compliance requirements 
in recent years. At the same time, 
there has been huge growth in the in-
ternationalisation of wealth. These two 
issues have collided within the Asian 
wealth management sphere, explains 
Nigel Rivers, global head of private cli-
ents at TMF Group. In turn, that has 
created more of a requirement for ad-
ministration and compliance.
 
It has already become practically im-
possible – and definitely irresponsi-
ble – to ignore these issues, he says.  
“Banks which try to avoid or ignore the 
reality of the regulatory situation will 
not be able to succeed in Asia,” adds 
Leimer at LGT Private Banking.

Whilst the responsibility fundamentally 
lies with the owner of the wealth, there 
is still as an onus on financial institu-
tions. For example, FATCA and related 
tax treaties are forcing banks to do 
business with clients they are comfort-
able with.

So banks have to ensure they are deal-
ing with the right types of clients and 
that they understand much more about 
their customers and their background. 
Failure to respond to the requirements 
of FATCA carries direct consequences. 
It also creates substantial penalties for 
relationship managers (RMs) if they are 
not compliant. “Regulators [also] seem 
to be very focused on KYC, AML and 
client onboarding,” says Liew at Ernst 
& Young. “This is especially important 
for those banks which outsource these 
operations to consider.”

The risks associated with outsourcing, 
however, include how these banks are 
governing the security and controls. 
Further, ongoing tests for client invest-

ment suitability are needed, to make 
sure the models are robust, and that 
they stick to the processes that have 
been put in place on product scoring, 
customer scoring, and so on. Rivers 
believes that the increased level of 
compliance will be an ongoing burden, 
and predicts that with three to five 
years, there will be one system to gov-
ern compliance and reporting across 
the globe. Essentially, he says, the 
need of many governments to boost 
tax revenue will remain, driving their 
desire to implement procedures that 
create greater visibility and initiatives 
like FATCA.

On the flipside, there are also opportu-
nities that come from this, such as po-
tentially involving the opening up the 
market through initiatives such as mu-
tual recognition and other funds pass-
porting schemes, says Michael Thomp-
son, head of wealth management for 
PIMCO in Asia ex-Japan. “Regulation is 
playing a big role in Asia in terms of 
how business is being conducted.” 

Source: BCG Global Wealth Market-Sizing Database, 2014

ASIA PACIFIC AND ITS NEW WEALTH WILL ACCOUNT FOR ABOUT FOR ABOUT HALF OF GLOBAL 
GROWTH THROUGH 2018
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the future for wealth 
management in aSia 
tan su shan of dbs describes the future for Wealth management in asia based on the 

unique opportunities it offers different players, and What a successful firm must 

do to dominate.

There are various dynamics emerg-
ing in the Asian wealth management 
space, according to Tan Su Shan in a 
recent interview.

While there was a large influx of play-
ers into the Asian wealth management 
space in the early to mid-2000s, the 
post-Lehman Brothers bankruptcy 
years was something that changed 
quite dramatically. 

According to Tan, a lot of global play-
ers have realised that unless they have 
scale, a diversified geographical loca-
tion such as Asia is often not the easi-
est place to try and break into. 

She explains that the nature of Asia, 
as a hub of wealth creation rather than 
wealth preservation, is a large factor 
in this. 

Therefore, if banks are not prepared 
to deal with clients whose portfolios 
can be quite illiquid, then Asia may not 
be a place for these marginal players 
to thrive.

Therefore Tan highlighted that these 
issues, combined with the rising costs 
of doing business in relation to HR and 
compliance, are weakening the posi-

tion of marginal banks in the Asian 
wealth management space.

an asian opportunity

Furthermore, she believes the opportu-
nity going forward favours Asian-based 
banks. Essentially, for an Asian client, 
they prefer to use a bank that they feel 
really understands their needs. Tan 
believes that in terms of the scale of 
the potential for DBS’ business, this 
opportunity is huge, propelled by two 
key factors. 

First is the increase in numbers of 
Asian middle-class consumers. Asia Pa-
cific today has a middle class popula-
tion of more than 500 million and this  
is predicted to expand significantly, 
and triple by 2020.

The second factor is the rise of the 
Asian mega-city, creating demand for 
housing and infrastructure, and in turn 
pushing up consumption and wages. 

being relevant to clients

In addition to capitalising on these 
trends, DBS is also focused on the im-

Tan Su Shan
DBS Bank

portance of always being relevant to 
their customers. 

This concept is vital for the bank’s fu-
ture says Tan, as customers in the past 
have been subject to banks which have 
tended to create products that weren’t 
in fact appropriate for their clients. 
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a new focuS on competencieS 
to define SucceSS
success in tomorroW’s World of asian private banking Will depend on an organisation 

ensuring its staff have the required skills and knoWledge to bring a variety of 

opportunities to clients yet in a fully transparent and compliant Way, explains tee 

fong seng, market area head, greater china, and vice chairman, private banking, asia 

pacific at credit suisse.

For organisations such as Credit Su-
isse, with a value proposition commit-
ted to private banking, Asia is a growth 
region not just in terms of volumes, 
but also profitability.

This is supported by recent results. 
Within the region, the bank’s AUM 
has increased by more than 30% in 
the past two years to CHF129 billion 
(US$142 billion), as of the end of the 
second quarter of 2014.

“More importantly,” adds Tee Fong 
Seng, market area head, Greater Chi-
na, and vice chairman, private bank-
ing, Asia Pacific, at Credit Suisse, “we 

a top-performing management team 
and an efficient operating platform in 
order to allow for aggressive expansion 
in the region.

These are essential as client require-
ments increase and the regulatory en-
vironment becomes more complex.

breeding the right skills 
and capabilities 

The continued growth in private bank-
ing in Asia has sharpened the spotlight 
on leadership skills, management and 
banker competencies as ever-more 

operations. This involves defining the 
career paths and responsibilities for 
all its frontline staff with distinct yet 
equally-regarded management and cli-
ent tracks.

“The last 20 years has been all about 
relationships; the next 20 years will be 
about competencies,” says Tee. 

Tee Fong Seng
 Credit Suisse

have achieved it while significantly in-
creasing profitability, which provides 
us with a stronger base from which to 
continue to grow the private banking 
business sustainably.” 

The ultimate goal, he explains, is to 
achieve a scalable business model with 

“the last 20 years has been all about relationships; the next 20 years 
will be about competencies.”

critical components of a successful and 
sustainable business.

Credit Suisse is trying to ready itself 
accordingly. For the past two years, for 
example, the bank has implemented 
what it calls a “Frontline Leadership 
Model” for its Asian private banking 
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In 2009, Credit Suisse was the first in 
the private banking industry to launch 
a mandatory certification programme, 
called the Frontline Training and Certi-
fication (FLT) programme, globally for 
all its employees which have direct cli-
ent contact.

The training focuses on a range of 
investment topics, from the advisory 
process and mutual funds to alterna-
tive investments and structured de-
rivatives. Non-investment topics such 
as inheritance planning, and Credit 
Suisse’s integrated bank platform and 
cross-divisional collaboration, model 
are also covered. “As the customer is 
becoming more sophisticated and re-
quires more information in terms of the 
investment landscape, we need to be 
able to explain in detail the risks and 
help clients construct the most suit-
able portfolios,” he says. Such techni-
cal competencies include, for example, 
product knowledge, suitability, tax and 
succession planning.

building a future-proof 
platform

Another key aspect of long-term pri-
vate banking success is being able to 
meet the demands and realities of op-
erating within today’s regulatory and 
compliance environment.

Tighter regulations are challenging the 
growth of private banking by making it 
very costly to do business. “The sys-
tems to enable banks to cater to the 
obligations around tax transparency, 
for example, cost many millions of dol-
lars, says Tee.

Yet this can be turned to a business 
advantage going forward.

While he says that current business 
volume doesn’t necessarily justify what 
the bank needs to do to meet US FATCA 
requirements, the effort is necessary 
for future growth. “Whatever we put in 
place today for the purpose of US com-
pliance will become relevant to ensure 
compliance for many other countries in 
the years to come,” says Tee. 

And not many banks can invest the 
sums needed to be in this position.

This also ties in to the need to focus 
on competencies. To make sure the 
bank is well-positioned to capture the 
growth while avoiding falling foul of 
the regulators, all client-facing staff 
need to fully understand all regulatory 
requirements and to fulfil compliance 
obligations for future clients, no matter 
where they open their accounts.  

“With increasing moves towards auto-
matic exchange of information among 

many countries, the level of transpar-
ency required in client information will 
continue to evolve,” says Tee.
 

Winners and losers

The challenges the industry is facing 
also inevitably bring with them chang-
es in the competitive landscape.

While Tee says that the large Swiss 
banks have no choice but to strive 
for growth within the private banking 
space they live and breathe, he pre-
dicts there will be some consolidation 
in the form of mergers and acquisitions 
among smaller players. 

This is because of the high cost of do-
ing private banking today, and the ex-
pected cost increases to come.

The demands of clients as well as the 
regulatory landscape also dictate the 
business model to a certain extent.

“It is a pre-requisite for the types of 
clients that exist in Asia that a bank 
can offer private banking, investment 
banking and asset management,” ex-
plains Tee. 

“The pure-play approach is only pos-
sible if that bank is genuinely a niche 
player,” he adds. 
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how uBS iS Shaping the future 
of wealth advice
ubs Wealth management has been proactive and forWard-looking in response to the 

Well-documented challenges that it – and the Wider industry – has faced post-2008. 

its far-reaching technology- and performance-inspired modernisation push is all 

about structured, consistent and relevant advice, explains geoffroy de ridder, head 

of strategy for Wealth management.

The starting point for the overhaul of 
UBS Wealth Management was identify-
ing and accepting that things needed 
to change.

That the world’s (arguably) most 
watched private banking player did 
this earlier than most has meant that 
today, more than five years later, it is 
at an advanced stage of a new way of 
delivering advice. 

“UBS Wealth Management offers a sig-
nificantly different proposition than 
it did in the past,” says Geoffroy de 
Ridder, head of strategy for wealth 
management.

But the specific strategy at UBS for 
achieving this goal, explains De Ridder, 
has centred on high-quality technology 
solutions, recruitment of the right tal-
ent and excellent financial advice. 

harnessing the digital 
revolution

For some institutions in the wealth sec-
tor, technology is essentially a dichoto-
my of threat and opportunity, depend-
ing on how individual firms view it.

According to De Ridder, there is no 
choice for a leading player like UBS but 

Geoffroy de Ridder
 UBS Wealth Management

ment and is a topic very high on the 
agenda of the chief executive officer of 
the wealth business.

The first part of bringing the digital 
revolution to life is serving current cli-
ents and growing with them digitally. 
According to De Ridder, this means: 
automating the advisory process; be-

This is partly inevitable. In an age 
of fast-paced technological break-
throughs and an ever-changing regula-
tory environment, it is vital for large 
banks which are serious about retain-
ing their competitiveness in the wealth 
management space to remain abreast 
of these changes.

to harnesses this game-changer. “The 
key challenge is how we organise our-
selves to enable entrepreneurship and 
foster a digital bank, to ensure digital 
channels emerge to capture the op-
portunity in the market,” he says. The 
requirement to embrace technology in 
this way has led to substantial invest-

“the key challenge is how we organise ourselves to enable 
entrepreneurship and foster a digital bank.”
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The other component of the new digi-
tal world UBS finds itself in is how to 
engage the younger, next generation, 
given how these individuals use differ-
ent channels to interact with peers and 
banks alike. 

“We are assessing what we need to do 
to capture this opportunity,” he says. 
“There is a lot of buzz but few banks 
have truly succeeded yet.”

De Ridder’s view about how to achieve 
it is refreshing. 

“The only way to go is to test, to invest 
and to listen carefully to our clients’ 
feedback,” he explains.

advisory and investment ideas,” says 
De Ridder. “And we provide this in a 
contractual way.”

This stems from the organisation’s de-
sire to ensure there is only ever one 
“UBS client experience”, he says. 

Plus, the bank believes it cannot differ-
entiate if it doesn’t provide investment 
performance for its clients.

This means shifting towards being paid 
for the bank’s advice, rather than its 
execution capability. 

“This is a challenge,” says De Ridder. 
“To overcome it, we need to ensure 

How UBS Advice works in 
practice
 

It uses an innovative portfolio-

monitoring system to analyse 

individual client portfolios against a 

set of pre-defined criteria on a daily 

basis to identify portfolio quality 

issues and propose customised 

investment opportunities.

The system automatically feeds 

through to each client adviser five 

alternative ideas for correcting any 

potential breach in terms of risk or 

strategy in the client’s portfolio, or to 

provide an investment opportunity.

This aims to align client portfolios 

with their chosen investment strategy 

and UBS views on global market 

developments. This is a service that 

was previously only available to 

institutional clients. 

UBS Advice is designed for clients 

seeking timely, personalised 

investment advice, who, at the same 

time, wish to maintain full decision-

making power over their investments. 

The service is available at a 

contractually agreed fee.

ing more proactive by sending clients 
investment ideas which are tailor-made 
to their portfolios; and alerting them 
if there are breaches either in terms 
of risk or strategy. “This is digitising 
a lot of what our client advisers and 
research team have been doing in the 
past,” he says.

This is a journey being taken not only 
with clients, but also with advisers, he 
adds, so they embrace these changes.

“While advice must be tailored to the specifics of the market as well 
as to the client’s individual situation, it should be consistent 

across the globe.”

A third pillar relates to the younger 
generation within the bank’s existing 
client base. 

“UBS Wealth Management needs to en-
sure that younger clients are attracted 
by our value proposition in the digital 
space,” he adds.

shaping the future of advice

Bringing together many of these com-
ponents and reflecting the overall 
strategy of UBS Wealth Management 
today is UBS Advice (see box). 

Launched in Switzerland in 2013, UBS 
Advice has since been rolled out in 
other parts of Europe, and in Asia in 
March 2014. 

“This is essentially a promise to deliver 
to clients the best of UBS in terms of 

we can bring the best information-
gatherers and smartest people – both 
internally and externally – to the ta-
ble. They then guide this knowledge 
through a structured process, elabo-
rating on the strategic asset allocation 
for our clients.”

The new advisory process also involves 
cross-referencing whether each advis-
er has understood the client’s needs, 
risk profile, investment expectations 
and other elements of the interaction. 

This is done through a systematic pro-
cess supported by a tool that dem-
onstrates a client’s resulting investor 
profile. All training is focused on deliv-
ering consistent advice. 

“While advice must be tailored to the 
specifics of the market and to the cli-
ent’s individual situation, it should be 
consistent across the globe,” he adds.
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advising families

Another of the strategic developments 
in the new UBS is the advisory over-
haul it has implemented in the way it 
tries to monetise the opportunities in 
servicing wealthy families. 

For example, it created its business 
global family office (GFO) out of what 
De Ridder describes as a “true joint 
venture”, both in terms of people as 
well as P&L, between the private 
wealth unit and the investment bank.

Dedicated to the most sophisticated 
family offices, the set-up involves a 
specific unit with people from the in-
vestment bank sitting next to advisers 
from the wealth management division, 

allowing clients to directly access in-
vestment banking flows and solutions.  

facing up to reality 

The swift response of UBS to industry 
challenges has been crucial to ensure 

“Within the banks operating internationally, i believe that only large 
banks can afford to work within this environment.”

the bank’s leadership position in the 
wealth management space. The bar-
riers to entry of this business are in-
creasing on a daily basis, mainly from 

a regulatory perspective. The material 
increase in the cost of compliance has 
impacted every aspect of the business, 
he adds, and will affect P&L structural-
ly going forward. De Ridder says this is 
not just a temporary drag but it should 
be seen clearly as the new norm for 
doing business in wealth management.

“Within the banks operating interna-
tionally, I believe that only large banks 
can afford to work within this environ-
ment,” he says. 
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a viSion to Bridge and Simplify 
gloBal client needS
paul hodes, managing director and head of Wealth management, consumer bank, 

for citibank in asia pacific, is building his platform to be able to provide a multi-

jurisdictional solution to deal With and simplify as far as possible the groWing 

complexity and global nature of the lives of Wealthy asian clients.

The size and scope of the wealth man-
agement business in Asia requires in-
stitutions to identify those areas where 
they can truly differentiate themselves 
in a way that adds value to their spe-
cific target clients.

One of the clear mandates for Citi, 
for example, is making its advisory 
offering stand out, says Paul Hodes, 
managing director and head of wealth 
management, consumer bank, for Ci-
tibank in Asia Pacific.

“This comes down to the selection of 
products, in terms of which funds and 
managers are best-in-class, as well as 
ensuring we are really giving custom-
ised and tailored advice,” he explains.

Client, and Citi Private Bank, perhaps 
the biggest challenge is doing all this 
in a consistent way.

starting With clients’ 
needs

At its simplest, the focus for any wealth 
management provider needs to start 
with how it can meet a client’s most 
important financial goals in a way that 
is right for that individual.

Being able to achieve this, however, 
relies on identifying these goals in the 
first place, says Hodes. “In other re-
gions of the world, investors are more 
likely to come to a wealth manager Paul Hodes

  Citibank

“in asia, we have to better understand the clients’ needs beyond 
their own desire to make money.”

For Hodes, overseeing 14 businesses 
across 12 countries in Asia, as part of 
Citi Asia’s US$250 billion in assets un-
der management as of the end of April 
2014 across Citigold, Citigold Private 

with a clearer idea about what they 
want,” he says. This might include help 
with retirement planning, for example, 
or advice on how to plan for putting 
their children through university edu-

cation. “Asian clients often haven’t de-
lineated these needs as specifically in 
their minds,” he adds.

This is also partly to do with the limited 
of use of segregated accounts in Asia 
for specific needs – either mandated 
by the government or tax-protected 
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like they have in the US and Europe. 
“In Asia, we have to better understand 
the clients’ needs beyond their own 
desire to make money,” says Hodes.

Only then is it realistic to determine 
the returns which are required and ap-
propriate for a client’s goals. 

There are also potentially different 
considerations for Asian clients based 
on typical portfolio compositions.

It is this globality, coupled with the 
need for clients to have immediate 
access to their wealth – and poten-
tially from any of 130 to 150 key cit-
ies around the world at any one time 
– which is driving Hodes’ strategy for 
the future.

The goal, he explains, is to be able to 
capture every type of need that a client 
has, regardless of the point of entry 
with the bank, and then support that 

More client-focused 
product offerings 

There has been a continued 

movement where products which 

have historically been institutional in 

nature have become available within 

private banking and increasingly in 

consumer banking.

As consumers become more 

knowledgeable and sophisticated, 

demand will drive this trend.

More than ever, however, there 

is demand from investors for 

transparency. “We therefore need to 

make sure all customers have the 

right understanding of the risks of the 

more sophisticated products they are 

seeking,” warns Paul Hodes. “That 

means we have to ensure there is 

sufficient clarity within the products.”

At the same time, Citi has specific 

campaigns in many of the markets in 

which it operates to wrap in a client’s 

account the use of investments, credit 

cards and insurance products, to 

incentivise clients to build long-term 

relationships with us.

 

“We look at our clients holistically 

and it is certainly beneficial for the 

clients as well as ourselves for clients 

to have more diversified holdings 

with us,” explains Hodes. “They stay 

longer and they’re better protected.”

“it is not about building a branch on every street corner, but instead 
in the right places to service our target client base of individuals of 

a certain level of wealth and who are globally sophisticated, and 
where those clients need us.”

For example, says Hodes, these indi-
viduals might need to consider a spe-
cific final goal within the context of 
how they balance it against their real 
estate holdings and the multi-currency 
loans involved in this.
 

positioning for asia’s 
Wealth future 

Hodes has no doubts that the number 
of investors and clients will continue 
to grow at a similar pace as we are 
seeing now.

At the same time, however, with global-
ity and the increasing complexities in 
the lives of many HNW entrepreneurs, 
portfolios will get more complex.

client 24/7, whether these require-
ments are complex or otherwise.

“It is not about building a branch on 
every street corner, but instead in the 
right places to service our target cli-
ent base of individuals of a certain 
level of wealth and who are globally 
sophisticated, and where those clients 
need us,” he says, “and then deliver-
ing, whether face-to-face, digitally or 
over the phone.”

The final piece, he adds, is to connect 
all of this centrally to make it available 
to the relevant relationship manager.

They can then be fully aware of all 
these points of interaction and that 
there are no outstanding issues. 
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componentS for profitaBility 
in aSian private BanKing
kong eng huat, chief executive officer, singapore and south-east asia at efg bank, 

outlines the key drivers for groWth and profitability in asia, citing aum, annuitised 

revenues and managing costs as critical factors. 

According to Kong Eng Huat in an in-
terview, the key growth drivers for pri-
vate banking in Asia include AUM and 
annuitised revenues. And a strategy 
based on implementing these simple 
ideas can facilitate a consistent level of 
growth for institutions going forward. 

managing p&l

For Kong, the importance of cost con-
trols cannot be under-estimated. A key 
component is banker’s compensation. 
Banks must focus on getting the recruit-
ment right and also ensuring the bank-
ers are compensated appropriately.

In fact, he believes that to aptly man-
age costs there must be a correlation 
between the way in which advisers are 
compensated and their overall contri-
bution to the bottom line of the busi-
ness. He therefore advocates a reward 
system that is tied to net income of 
the banker. This would simultaneously 
incentivise the bankers.

Leakage is a real issue, and the cost 
of continuous recruitment via head-
hunting fees and sign-on packages is 
too high to enable these organisations 
to be profitable explains Kong. Mid-
sized players should focus their efforts 

on getting their recruitment right. This 
includes outlining expectations clearly 
and ensuring that private bankers un-
derstand the culture and the platform 
that they are getting into. 

Kong is also keen to stress the impor-
tance of annuitised revenue to profit-
ability, especially in periods of market 
volatility. He further highlights the im-
portance for mid-sized players of em-
bracing open architecture, rather than 
trying to build it in-house. 

The adoption of fee-based models in 
charging and advising clients will also 
enhance profitability, and he is certain 
that once clients and banks reach a fee 
level which is satisfactory for both par-
ties, this concept will gain traction and 
become standard practice. As more 
banks promote fee-based models, cli-
ents will also become more receptive.

managing compliance
 

Kong also cites a positive and functional 
relationship with the compliance 
team as essential to profitability. 
It is a key goal for banks to remain 
compliant in line with changes in the 
regulatory environment. To do this, 
the management team must work in 

Kong Eng Huat
EFG Bank

collaboration with the compliance team. 
This will help all stakeholders develop 
a risk-based approach workable for all.
This approach must be coupled with a 
sensible approach to risk. Kong says it 
is vital to distinguish high-risk clients 
from the regular clients a bank wants 
to on-board, and ensure the correct 
level of due diligence is done. 
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a new Strategic roadmap to 
delivering fiduciary ServiceS
if fiduciary services providers can offer outsourced client on-boarding and White-

labelling services to private banks, then more time and resources can be dedicated to 

the core Wealth business of advising clients, says peter golovsky, managing director, 

global head of private clients at amicorp group.

The demand for long-term, compliant 
international trust structures to enable 
wealthy individuals to manage their 
assets on a worldwide basis is set to 
significantly increase.

And in determining how to best meet 
these needs, private banks continue to 
strategically review the future of their 
trust and fiduciary businesses – in line 
with a similar approach across all as-
pects of their business model. 

Outsourcing and portfolio segmenta-
tion has become an option that senior 
executives are looking at closely, says 
Peter Golovsky, managing director, 
global head of private clients at Ami-
corp Group.

Key to doing this successfully, however, 
is the need for robust engagement and 
governance models around client on-
boarding, product and structuring ex-
pertise across multiple markets and ju-
risdictions, and the ability to integrate 
discussions and solutions around key 
regulatory changes such as the Foreign 
Accounts Tax Compliance Act (FATCA).

“The growing regulatory pressures in 
respect of compliance are leading to 
ever-higher standards of administra-
tion and accountability, yet the costs 

of implementation are also creating a 
drag on profitability,” says Golovsky.

While the burden has been increasing 
for some time, few firms have pre-
pared themselves for the investment 
required. This is therefore forcing 
them to re-assess their appetite about 
continuing to maintain their internal fi-
duciary capabilities. 

“Firms that have invested will gain 
market share because the business 
need for trust and foundation solutions 
is only set to grow,” he adds. “In addi-
tion to the regulatory environment, cli-
ents will require a broader set of struc-
turing capabilities, rather than purely 
trusts and trust administration.”
 

a neW model

Given that only 5% of high net worth 
(HNW) individuals are estimated to be 
using trusts, there is clearly work to be 
done in raising familiarity with these 
types of solutions. And this is particu-
larly the case in Asia Pacific.

“Most trust operators are seeking to 
push for business ‘upstream’, by in-
creasing the minimum client wealth 
thresholds, or ‘cross-stream’, by in-

cluding broader corporate trust ca-
pabilities with a wider geographical 
reach,” explains Golovsky.

While bank-owned trust companies are 
focused on the former, independent 
trustees focus on the latter, he says. 
“The basis for using traditional trust 
structures tends to be focused on as-

Peter Golovsky
 Amicorp Group
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set protection and family succession 
planning rather than on tax planning.”

According to Golovsky, there are two 
clear ways that experienced players 
such as Amicorp can support private 
banks in meeting the growing needs 
among their client base for trusts and 
other relevant structures. This is first, 
through strategic partnering and client 
on-boarding; and secondly, by white-
labelled fiduciary solutions.

The difference between the two mod-
els is substantial. “With the former, a 
global fiduciary services provider such 
as Amicorp acquires an existing portfo-
lio of trusts and clients from a financial 
institution – generally a private bank,” 
explains Golovsky. “With the latter, the 
financial institution maintains its own 
sales force and branding for fiduciary 
products, whilst engaging a fiduciary 
service provider to set up and manage 
the underlying trusts, foundations or 
company structures.”

More importantly, this also provides 
the financial institution with the ability 
to maintain a capital item on their bal-
ance sheet in the form of the shares in 
the white-labelled solution. “This ap-
proach is a developing business model 
that is likely to grow significantly in the 
coming years,” predicts Golovsky.

different drivers

In offering on-boarding or white la-
belling, Golovsky expects that some 
private banks will respond to cost sav-
ings, while others will respond to their 
proposition enhancement. 

“By evaluating what is ‘core’ and ‘non-
core’ from a business model perspec-
tive, private banks are increasing their 
focus on client segmentation, service 
delivery and product sourcing,” he ex-
plains, “thus reviewing their underlying 
operating models for how they deliver 
fiduciary services.

Trust facts
 

Scorpio Partnership research in June 

2014 said that there are an estimated 

475,000 trust structures globally.

 This means that under 5% of 

global HNW clients are currently 

using trust structures

 The expected annual growth of 

the trust market is estimated at 

approximately 10%

 There are several main types of 

trust operators, with margins 

and profitability under pressure: 

bank-owned; private equity-

owned; and independent firms – 

including boutique operators as 

well as global players

This is also now a more realistic option 
for the banks, given the prevalence of 
open architecture platforms to meet 
increased requirements and product or 
solution gaps, offering a best-of-breed 
approach to trusts.

Further, adds Golovsky, the globalisa-
tion of private clients, as well as single 
and multi-family offices, is such, that 
they are increasingly requiring access 
to jurisdictional and product expertise 
on a worldwide basis, combined with 
the ability to handle bulk transactions. 

“For many wealth managers it is sim-
ply not viable to offer these without a 
strategic partnership in specific areas 
of their proposition,” he says.

Other “disruptors” which highlight the 
need for new approaches to tackling 
the need for external support include: 
the ongoing trend of some banks elect-
ing to exit the fiduciary business – in 
whole or in part – with select markets 
or select portfolios; M&A in the bank-
ing sector and banks exiting a market, 
which result in trust portfolios being 
offloaded or outsourced; demand for 
24/7 delivery and access to an increas-
ing number of fiduciary solutions; and 
the need for solutions which cater for 
non-bankable assets and include real 
estate and operating businesses.

“All these developments are positive, 
but while we also see continued con-
solidation in the trust industry we ex-
pect very few valuable acquisition op-
portunities,” says Golovsky. 

“This is why on-boarding and white la-
belling appears to be the best way for-
ward for some providers to grow their 
business,” he adds.

keeping the process simple

Key to making such an outsourced of-
fering viable, however, is to ensure 
the bank’s clients are not subject to 

changes in the levels of service or 
fees. “What simply changes is the per-
son they speak with in relation to the 
administration of their structures,” ex-
plains Golovsky.

At the same time, the process sitting 
behind this is extensive. It includes 
non-disclosure agreements with the 
bank, memorandums of understanding 
and terms of engagement. 

Going forward, there is a need to dis-
cuss terms and procedures with the 
bank on the on-boarding process. 

Once agreements are reached and in 
place, the client engagement can com-
mence, explains Golovsky. 

That includes KYC, due diligence, legal 
documentation and the transfer of the 
trusts. IT set-up and e-filing is initi-
ated, and the on-boarding process has 
been completed – the client is now in 
communication with the fiduciary ser-
vices provider directly. 
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in Search of a future-proof 
private BanKing model
private banking in asia is undergoing a transformation. regulation is clearly driving 

big changes in the Way the industry operates in terms of kyc, client suitability and 

cross-border banking. but other dynamics ranging from technology to compensation 

to advisory models to product offerings also promise to shake up the look and feel of 

this sector.

According to a report by The Boston 
Consulting Group (BCG) entitled “Rid-
ing a Wave of Growth: Global Wealth 
2014”, the growth of global private 
wealth globally surpassed expectations 
in 2013.

Much like other industry studies, Asia 
Pacific ex-Japan posted the strongest 
growth in private wealth. BCG cites 
this increase was 30.5% (its nearest 
rival was Eastern Europe at 17.2%). 

And the research predicts that Asia 
Pacific ex-Japan will overtake Western 
Europe as the world’s second-wealthi-
est region in 2014, followed by it sur-
passing North America as the wealthi-
est in 2018.

But the banks nonetheless need to take 
action on multiple fronts if they hope 
to gain market share and ensure profit-
ability is in line with the growth story.

“It will take more time to evolve the 
Asian private banking business into a 
more mature and professional business 
model,” says Dr Francis Koh, professor 
of finance (practice) at the Singapore 
Management University (SMU), and 
concurrently vice provost (special proj-
ects) and director of the MSc in Wealth 
Management Programme.

In Singapore, for example, despite 
a big push by the government in the 
wealth management space in 2004, the 
local market only has around 10 years 
of real experience.

“As a result, there is a much more pro-
nounced fight over clients, business, 
territories and revenue,” says Koh.

challenging economics

According to the BCG report, a key driv-
er in the rise of private wealth in the 

Asia Pacific region has been strong GDP 
growth over the past five years, espe-
cially in China, India, and Indonesia. 

Nonetheless, the economics for wealth 
managers have been challenging for 
several reasons.

First, says the BCG report, and in line 
with Koh’s comments, virtually all in-
ternational players have been vying for 
a slice of the wealth managed in off-
shore centres such as Singapore and 
Hong Kong, where competition is par-
ticularly intense.

michael Blake 
coutts

“relationships continue to define 
private banking, and i don’t 
subscribe to the idea that the 
industry will transform away 
entirely from that”
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Secondly, adds BCG, local commercial 
banks have entered the market, nota-
bly in the lower wealth bands of less 
than US$5 million, further raising com-
petitive pressures.

In addition, the mounting obligations 
and requirements brought about by 
tougher domestic and international 
regulatory and compliance have led to 
significant time, attention, resources 
and cost. This has been the same for 
every institution, regardless of size, lo-
cation or model.

There is an urgent need to reduce 
the operational burden. “As an indus-
try, we need to prudently collaborate 
to find the right level of controls that 
private banks need – and how can we 
deliver that efficiently and in sustain-
able way over the long term,” says Pe-
ter Flavel, chief executive officer of J.P. 
Morgan Private Wealth Management in 
Asia, the high net worth business of 
J.P. Morgan Private Bank.

This is exercising the minds of the 
very best people in the industry, he 
explains. “Many organisations are ad-
dressing this in a tactical way, yet the 
strategic solutions are still some way 
off being found.”

Finally, says BCG, client-acquisition 
costs are extremely high, because RMs 
with the experience required to attract, 
retain and serve high-value clients are 
in relatively short supply, driving up 
compensation.

Vish Jain, partner and managing direc-
tor at BCG, says that even the most ef-
fective private banks are making 15% 
pre-tax profit on AUM. And then there 
is the required investment from the 
banks in terms of technology.

This makes the potential for success 
about whether firms have the right 
model, he adds, and whether this will 
be able to withstand short-term pres-
sures to enable them to survive and 
be in a position to see real returns. As 
part of this, deeper penetration of ex-
isting wealth is an important hurdle for 
the banks to overcome.

clear direction and 
cohesion

Despite various challenges, several 
trends are reshaping this landscape. 
First, the rise of onshore wealth, driv-
en by in-country GDP growth, is gener-
ating additional pools of wealth which 

can be targeted with more attractive 
economics and a lower level of compe-
tition than in traditional offshore mod-
els, says the BCG report. “For wealth 
managers, the average pre-tax prof-
itability of onshore business is nearly 
double that of offshore business.”

In addition, private wealth is now flow-
ing to second- and third-generation 
families and individuals. Such a shift is 
expected to favour a product mix that 
is less reliant on transactional capital-
markets products and more centred on 
longer-term, recurring-fee products 
such as funds, discretionary mandates 
and wealth protection offerings.

Further, explains BCG, wealth manag-
ers in Asia Pacific have developed bet-
ter collaboration models with adjacent 
businesses such as capital markets, 
investment banking and commercial 
banking. “A key consequence has been 
far greater opportunity to expand rela-
tionships with HNW and UHNW clients 
into other lines of business, thereby 
spreading the costs of acquisition and 
retention. We have seen revenues 
stemming from collaboration among 
business lines reach as high as 35% of 
total revenues.”

Finally, technology innovations that en-
able benefits such as deeper segmen-
tation, data-driven lead generation and 
management, and multi-channel inte-
gration, are paving the way for busi-
ness models that foster enhanced RM 
productivity and profitability, adds BCG.

“Technology will enhance response 
times, provide more access to differ-
ent products and services, and enable 
more active portfolio management,” 
says Mandeep Nalwa, founder and 
chief executive officer of Singapore-
based Taurus Wealth Advisors.

Yet while technology will of course play 
a bigger role, Michael Blake, general 
manager for Coutts in Asia, says it is 

eduardo leemann
falcon private Bank

“We don’t want to exit asia, 
given the opportunities that 

exist in this region”
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important to not under-estimate the 
continued importance for this sector 
of human contact. “Relationships con-
tinue to define private banking, and 
I don’t subscribe to the idea that the 
industry will transform away entirely 
from that,” he explains.

A big change he says he foresees is 
that the industry will focus more on 
wealth structuring and longer term as-
set management, which he adds will be 
facilitated by technology.

At the same time, private banking in 
the future will be much more compe-
tency focused, says Nalwa.

This is important insofar as private 
bankers in Asia have to date mainly 
just been RMs; they only manage re-
lationships and in the process, they 
execute some trades and make money 
out of it.

For them to do real private banking, 
Steve Knabl, managing partner of 
Swiss Asia, says they need to bring real 
value to clients. “This includes having 
the competency to propose the right 
investments and effectively acting as a 
CIO for their clients.”

When people come to work with Swiss 
Asia, for example, they need to be able 

to sell products outside of their area of 
expertise and be able to conduct a cer-
tain amount of research on their own, 
explains Knabl.

Further, predicts Nalwa, the rising im-
portance of the adviser will encourage 
banks to offer more fee-based models. 

vying for premier status

As Asia’s global wealth prominence in-
creases, Singapore and Hong Kong con-
tinue to vie for status as the region’s 
private wealth hub. They have different 
strengths and their own strategic ad-

Source: Scorpio Partnership Global Private Banking Benchmark 2014

TOP 25 PRIVATE BANKS WORLDWIDE BY AUM

Global Ranking  Institution  
AUM  

(USD billions)  
Growth 

2013 
Reporting currency  Global ranking 

move  
1 UBS  1,966.9  15.4%  CHF - 
2 Bank of America  Merrill Lynch  1,866.6  12.5%  USD - 

3 Morgan Stanley  1,454.0  17.5%  USD - 
4 Credit Suisse  888.2  9.5%  CHF - 

5 Royal Bank of Canada  673.2  5.6%  CAD - 
6 BNP Paribas  395.1  11.4%  EUR 1 

7 Deutsche Bank  384.1  13.7%  EUR 1 

8 HSBC  382.0  -4.0%  USD -2 
9 JPMorgan  361.0  13.5%  USD - 

10 Pictet  338.1  12.0%  CHF - 
11 Goldman Sachs  330.0  12.2%  USD - 

12 Julius Baer 282.5  40.7%  CHF 3 

13 Barclays  233.2  15.8%  GBP  1 
14 ABN Amro  231.7  8.9%  EUR -2 

15 Northern Trust  221.8  12.2%  USD 1 
16 Wells Fargo  218.0  7.0%  USD -3 

17 Lombard Odier  198.0  12.8%  CHF 1 
18 Santander  196.5  14.9%  USD 2 

19 Bank of NY Mellon  185.0  3.4%  USD -2 

20 Credit Agricole  182.0  5.6%  EUR -1 
21 BMO Financial Group  171.7  7.3%  CAD - 

22 CIC  141.8  -2.9%  EUR - 
23 Societe Generale  116.3  3.6%  EUR - 

24 Bank Safra Sarasin  115.6  22.3%  CHF 4 

25 Citi Private Bank  112.3  10.2%  USD - 

 Note: All results are rounded
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vantages, for instance in terms of ge-
ography to service their neighbouring 
markets. But they try to position their 
offerings to be the go-to centres.

According to Gerard Lee, chief execu-
tive officer of Lion Global Investors, 
asset and wealth management play 
to Singapore’s strengths, given that 
the nature of these industries requires 
more process-driven operations. “The 
claim to fame for Singapore as an in-
ternational financial centre in 10 years’ 
time will be a global leader in private 
banking – having closed the gap with 
Switzerland,” predicts Lee.

A lot of the expertise that exists to-
day in Singapore’s asset management 
industry has come from several key 
developments, he explains: the forma-
tion of its own currency in the mid-
1960s; the formation of the Monetary 
Authority of Singapore and Temasek in 
the early 1970s; and the formation of 
Government of Singapore Investment 
Corporation (GIC) in the early 1980s. 
“From the mid-1980s, these organisa-
tions encouraged employees to take 
the CFA exam, in turn creating a criti-
cal mass of educated talent,” he adds.

At the same time, Lee says there has 
been a long history of overseas invest-
ment experience, compared with many 
other countries in South-east Asia and 
in North Asia.

Yet Koh at the SMU doesnt think Sin-
gapore is likely to replace Switzerland 
as a global private banking hub. “Sin-
gapore’s strengths are more in serving 
clients in the South-east Asian region, 
while Hong Kong is more of a centre 
for China and North Asia. Europe will 
continue to be served by Switzerland.” 

What is clear, however, is that both 
locations boast key strengths such as 
their core industry structure, industry 
expertise and underlying client de-
mand. Plus, the jurisdictions have both 

demonstrated their ability to adapt and 
change, says Blake. “That’s an impor-
tant reason why they are successful.” 

Singapore also remains particularly ap-
pealing to global players which want to 
access Asia’s growth.

For Falcon Private Bank, for example, 
despite exiting its Hong Kong business 
in early 2014, it remains committed to 
Asia. Chief executive officer Eduardo 
Leemann says the bank is using its 
Singapore booking centre as the hub 
from which it will execute a targeted 
regional strategy. “We don’t want to 
exit Asia, given the opportunities that 
exist in this region.” 

The strategy now, he explains, is to 
focus its energy and attention on 
growing its Singapore branch as its 
private banking hub in Asia. This is 
also aligned with Leemann’s prediction 
for the importance of Singapore in a 
global context going forward. “In 10 
years’ time, Singapore and Switzerland 
will be equal in size as private banking 
markets,” he says. 

The principle behind Falcon’a decision 
to exit Hong Kong – by “introducing” 
clients and certain employees of its lo-

cal branch to EFG Bank – is not un-
typical of what many private banks, at 
least those of a similar size and scale, 
either have already or soon will need 
to contemplate, 

The decision, says Leemann, came 
after the bank carefully weighed up 
the opportunity cost associated with 
maintaining an operation that hadn’t 
achieved what it had initially hoped.

The office served as a base for mar-
keting within Greater China, and to ac-
cess Taiwan and China. However, it had 
only reached about half of the US$3 
billion internal AUM target to make it 
worthwhile. And instead of choosing 
to spend what Leemann estimated to 
be a required CHF20 million (US$21.8 
million) to achieve long-term success 
– for instance, on people and other 
resources, or even to buy assets from 
elsewhere – it opted to invest this cap-
ital in Russia and Africa. 

Indeed, at the time of the Hong Kong 
announcement in early 2014, Leemann 
said the decision supported a “strategic 
ambition to become a leading emerg-
ing markets private bank focusing our 
business exclusively on markets where 
we have a sharp competitive edge”.

Kim nielsen
nordea Bank

“it is important to create 
a straightforward client 
experience, regardless of the 
regulatory requirements”
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The bank is also channeling more glob-
al accounts into Singapore. “Our new 
model is that if a client wants to book 
in Singapore, then this client is hand-
ed over to the office so it is a locally-
based account,” explains Leemann.

Hong Kong, meanwhile, is trying to 
close the gaps.

In Hong Kong, the compliance and regu-
latory standards have helped make it a 
better place for clients and banks, as it 
is now accepted as a proper regulated 
financial centre, says Dr Henri Leimer, 
chief executive officer for LGT Private 
Banking Asia. “This is crucially important 
for banks like us to grow our business.”

Among its benefits, Hong Kong is the 
Southern gateway for entering and 
exiting China, explains Eleanor Wan, 
chief executive officer at BEA Union In-
vestment Management. “With the new 
stock investment scheme, Hong Kong 
is well-positioned to capture the op-
portunities derived and also plays an 
important role in the capital market de-
velopment in China.”

One area Hong Kong needs to further 
improve, however, is the qualification 
of bankers, says Alan Luk, head of 
private banking and trust services at 
Hang Seng Bank.

However, he adds, it is only possible 
to encourage them to take profession-
al development courses. “We cannot 
force them. [And] no banks will want 
to let their relationship managers go 
just because they are not qualified or 
do not have professional certificates.”

Yet both Singapore and Hong Kong re-
quire greater scale. “The scaling-up of 
the market also needs to be supported 
by appropriate architecture,” adds Nam 
Soon Liew, partner and financial ser-
vices advisory leader for Ernst & Young 
in Asia Pacific. “When that happens, 
the image of Asia in general, and Sin-
gapore or Hong Kong as specific pri-

vate banking hubs, will be further en-
hanced”, he explains.

Winners and losers

According to BCG, local commercial 
banks are benefiting from current 
trends by leveraging several attributes 
to build more robust, relevant and al-
luring private wealth franchises: exten-
sive onshore presence, enabling privi-
leged access to new sources of wealth; 
existing customer relationships in other 
divisions of the group, permitting low-
er acquisition costs; and larger scale, 
raising the amount of investment that 
can be dedicated to enhancing both 
productivity and the client experience.

“Conversely, the other wealth man-
agement models are leveraging their 
product manufacturing, advisory and 
execution excellence to successfully 
position themselves,” adds BCG..

According to Liew at Ernst & Young, 
there will be a small set of players 
which will either have scale, or a dif-
ferentiated proposition or a combina-
tion of both. 

At the basic level, banks need to de-
liver what they promise to their clients. 

“If a bank’s investment horizon is long 
term and its interests are aligned with 
those of its clients, then sometimes 
vanilla products can be effective, and 
there is no need to over-complicate 
the advisory process or try to offer 
more sophisticated products,” says Kim 
Nielsen, general manager, Singapore 
branch for Nordea Bank.

It is also important to create a straight-
forward client experience, he adds, 
regardless of the regulatory require-
ments. “That includes being transparent 
in the offering so that clients don’t have 
to worry about the price they are pay-
ing. From this position it is then more 
realistic for an adviser to build trust.”

Also, adds Liew, there will be more 
non-financial services players in the 
wealth management space to add to 
the competitive landscape.

As the client base becomes larger, in 
line with growth trends and future ex-
pectations, Nalwa at Taurus Wealth Ad-
visors predicts that independent firms 
broadly will increase their share of 
AUM in Asia from roughly 2% to 2.5% 
today to a much larger proportion.

But which model ultimately will be the 
biggest winner? The jury is still out. 

gerard lee
lion global investors

“asset and wealth management play to 
singapore’s strengths, given that the 
nature of these industries requires 
more process-driven operations”
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getting to the front of 
the pacK
malik sarWar, global head of Wealth development, group Wealth management at hsbc, 

talks about the approach the bank is taking to position itself as the go-to Wealth 

provider for existing clients and prospects alike.

For HSBC, the concept of remuneration 
for its relationship managers (RMs) di-
rectly tied to client goals and needs is 
key to becoming the “primary adviser”.

The HSBC compensation model fosters 
meaningful conversations between its 
RMs and clients, explains Malik Sarwar, 
global head of wealth development, 
group wealth management at HSBC. 

“This enables them to provide advice 
which is genuinely in a client’s best in-
terests by helping them achieve their 
dreams and goals for themselves and 
their families,” he says.

In short, this will help to protect and 
grow wealth in a more planned, sus-
tainable way, says Sarwar, by follow-
ing two main objectives: constant 
engagement in the service and needs 
discovery process; and providing more 
information to ensure decisions are 
properly thought through.

client targeting

Where many banks fall short is being 
unable to properly differentiate their 
services for the specific client segment 
they are targeting. 

“Most clients tend to have multiple 
banking relationships,” says Sarwar. 
“Every bank wants to be the primary 
adviser, but achieving this comes down 
to what the target market is and how 
you differentiate your proposition.”

For HSBC, the target is an affluent in-
dividual who is a “global citizen across 
multiple jurisdictions” and is served 
under the well-known Premier brand 
across the globe.
 

a clearly-defined value 
proposition

Supporting its service model to deliv-
er on this, explains Sarwar, is a value 
proposition consisting of five “Ps” that 
form the offering aligned to the bank’s 
market positioning. 

The first “P” is proposition. Whenever 
a client walks into an HSBC branch, 
he says the firm is crystal clear about 
what value it can bring to that client 
through the needs discovery process 
and how to help them achieve their fi-
nancial needs and goals. 

The second “P” is people. “HSBC is al-
ways committed to the continuing skill 

Malik Sarwar
  HSBC

enhancement of our RMs through a 
globally-managed professional devel-
opment programme,” he says. 

The third “P” is planning. 

For Sarwar, this is a process that in-
volves both RMs and clients, exchang-
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ing ideas to come up with the most suit-
able plan for a particular set of needs.

“For example,” he says, “if a client is 
planning for their two-year old daugh-
ter’s university tuition fees, the plan 
should be growth oriented. In contrast, 
if they are planning to retire in 5 years’ 
time, it should be more income and 
safety of principal focused.” 

information on markets, products and 
professional education. 

There is also the wealth dashboard, 
which enables clients to view their 
portfolio performance, transaction his-
tory and asset holdings online.

Further, the goal-based financial plan-
ning tool allows for planning life goals 

A new-look Premier
 

In May 2014, HSBC relaunched 

Premier, its flagship international 

banking and wealth management 

proposition for globally-minded 

affluent clients.

HSBC has reshaped its Premier 

proposition to better understand 

what’s most valuable to its clients and 

as a trusted partner, help them take 

control of their personal economy 

– their home, family, work, passion 

and legacy – to meet their future 

aspirations. Premier provides clients 

with a dedicated relationship manager 

who through HSBC’s new strategic 

financial planning tool can ensure 

they understand and cater for every 

aspect of their clients’ needs, and help 

them set up a financial plan in line 

with their financial aspirations.

“Where many banks fall short is being unable to differentiate their 
services for the specific client segment they are targeting.”

The fourth “P” refers to wealth plat-
forms. This involves an integrated plat-
form for RMs and clients and has three 
discrete elements.

This includes a platform for the RMs 
that allows them to effectively manage 
the portfolio of clients, with updated 

of protection, education, retirement, 
etc, adds Sarwar.

Last but not least is payout. This ties 
into the focus on remuneration to en-
sure clients are well serviced through 
an ongoing meaningful engagement, 
and their needs are fulfilled. 
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Bnp pariBaS mapS out clear 
aSian wealth plan
mignonne cheng, chairman and chief executive officer for bnp paribas Wealth 

management in asia pacific, reveals hoW the bank has defined some clear objectives 

and a game-plan to achieve them, to maximise the region’s Wealth potential.

BNP Paribas Wealth Management’s 
presence in Asia Pacific spans several 
decades and geographies. Through its 
offices in Hong Kong, Singapore, Tai-
wan, China and India, it serves private 
banking clients from inherited to entre-
preneurial wealth, and from conserva-
tive to aggressive investments.

But what it has achieved to date is just 
the start of what is likely to come with-
in the region.

There is an expectation, for example, 
that by 2017 Asia will be on a par 
with the size and scale of the wealth 
in North America, and will have sur-
passed Europe, says the World Wealth 
Report 2014 by Capgemini and RBC 
Wealth Management.

And according to the same report, 
Asia Pacific is already a close second, 
with growth in the number of high net 
worth individuals of 17% in 2013 to 
reach 4.32 million, narrowing the lead 
of North America to less than 10,000.

“The wealth management business in 
Asia presents tremendous growth op-
portunities for all industry players, 
given the amount of wealth accumula-
tion combined with low and simple tax 
regimes in most countries,” says Mi-

gnonne Cheng, chairman and chief ex-
ecutive officer for BNP Paribas Wealth 
Management in Asia Pacific.

knoWing clients better

At the same time, the industry is devel-
oping a different look and feel about it. 
The biggest and probably most notable 
change is the regulatory environment. 

The spotlight on transparency and the 
higher compliance burden has made 
everyone much more cautious that this 
industry is not without risk.

“People previously thought wealth 
management was a straightforward 
industry and that dealing with clients 
was much safer than in other financial 
services sectors,” says Cheng.

Now, practitioners and institutions 
are very risk-conscious. This is espe-
cially true in emerging parts of Asia 
where the pace of wealth accumulation 
heightens the need to know clients as 
well as possible, and therefore they 
can avoid potential money laundering 
and other issues.

“It is important to know how they 
made their first million dollars,” says 

Mignonne Cheng
BNP Paribas Wealth Management

Cheng. “That is not that straightfor-
ward sometimes.”

While lending is also a key string to a 
wealth manager’s bow, there is a need 
to be watchful of the potential risks. 
“Credit is often needed by Asian cli-
ents,” she explains, but adds that while 
banks need to make sure they can get 
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Making the most of the 
opportunity

Mignonne Cheng says there are two 

key aspects of the wealth management 

industry as a whole that banks needs 

to be cognisant of if they want to make 

the most of the market opportunities.

The first one, is making sure everyone 

works together in the clients’ best 

interests. Bankers cannot think about 

which products they want to sell to 

make revenue for themselves – and 

instead must be focused on the right 

products for their clients. “We need 

to be confident that we have done our 

jobs to manage client expectations 

by explaining to them all the up and 

downs of the products. Otherwise we 

will lose our credibility,” says Cheng.

The other aspect of the industry in 

Asia that will determine its future suc-

cess is the regulatory environment.

While this is out of the hands of the 

banks directly, they have to determine 

how to unlock opportunities in markets 

like China, India and Indonesia.

While these markets are still devel-

oping, as clients get wealthier they 

will start to need more advice, so the 

industry needs to work together to 

discuss with regulators how this can 

happen. “For example, we need to un-

derstand what the Shanghai Free Trade 

Zone means for what we can offer in 

terms of private banking products and 

services as international banks.” 

Cheng wants to set a standard where 
only when an RM passes the training 
can the bank be confident of them hav-
ing the right skills to serve clients. 

a clear strategy

Cheng is also more optimistic about 
the bank’s chances of succeeding in 
today’s highly-competitive and costly 
market due to its strategic focus.

She says BNP Paribas has made some 
specific changes to capture the re-
gion’s growth potential. This is main-
ly defining a clear strategy about on 
which markets the bank wants to focus 
its energy. 

“We rolled out our market approach a 
couple years ago, where we identified 
six markets, and picked the right indi-
vidual to cover each of them. We will 
add a seventh soon by splitting one of 
these markets,” says Cheng.

The key, she explains, is making sure 
clients are covered by the right profile 
of advisers. 

“We also want to make our strategy 
much better known to our clients as 
well as potential hires.”

To bolster its front office, the bank has 
been investing in a targeted recruit-
ment plan. “We believe we need more 
salespeople to bring in clients, but we 
also recognise the need to strengthen 
our product platform, credit offering, 
and other key areas.”

Yet that doesn’t just mean the RM, but 
also team leaders.

Having a clear vision is also helpful 
in attracting new hires. “We already 
mapped out our ambition over the next 
few years,” says Cheng. “And to deliver 
that, we have launched 13 projects – 
including client onboarding, product 
platform, technology, HR, and others.”

the right return when dealing with new 
markets, they need to closely analyse 
requests and suitability.

client-centricity as key 

The need to be closer to clients, and 
more knowledgeable about them, plays 
more than ever before in favour of BNP 
Paribas on the wealth side.

Indeed, the driving philosophy for the 
bank is client centricity, from onboard-
ing to training to day-to-day conversa-
tions, explains Cheng.

In practice, that means trying to un-
derstand their needs and offering them 
products and solutions which suit their 
goals and risk profile. 

But being client-centric is not just 
about mind-set, adds Cheng. “We need 
to have the tools and capacity to deal 
with ever-more demanding clients.” 
And even that is not enough on its 
own. Everyone who works at the bank 
also has to know, understand and re-
spect the rules when advising clients. 

Part of this process, at the upper end 
of the wealth scale, for clients with 
US$30 million-plus in AUM, has in-
volved the bank creating a key client 
unit, led by Anton Wong. This is to fo-
cus on developing the right capabilities 
as well as specific products to help cli-
ents enhance their yield in low interest 
rate environment.

In line with this, to train the relevant 
individuals to be able to service clients 
in this way, the bank brought in from 
the wider group an HR professional 
dedicated to the wealth manage-
ment business. “Her job is to provide 
all types of training, for example on 
credit, product, regulation and compli-
ance,” explains Cheng. “She will also 
be responsible for doing relationship 
management certification at our cam-
pus in Singapore.”
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These get tracked on a monthly basis 
to ensure they are moving ahead, and 
the bank can make changes if neces-
sary. “We don’t have a crystal ball, so 
we have to be realistic and track our 
progress,” she explains.

A key difference that Cheng highlights 
for BNP Paribas, however, is that the 
bank’s goals are fully discussed, ap-
proved by management, and then they 
get documented.

initiatives to build a team 
approach

Building a platform and culture to in-
stitutionalise client relationships is a 
key component of a sustainable wealth 
management offering.

A key characteristic of Asian private 
clients to date has been their desire 
to use their private banks simply for 
execution. That has largely been based 
on a mentality that has existed for 
more than 20 years since the industry 
started to develop in Asia, says Cheng. 

A common concern among senior man-
agement in Asian private banking is the 
frustration that too many RMs still try 
to keep their clients all to themselves.

However, change is now being forced 
upon clients and bankers alike. 

For example, with the world getting 
more transparent, clients need to con-
sider where their assets are located 
and how they are structured. In ad-
dition, they need to be aware of op-
portunities in other parts of the world 
that their private bank might be able to 
introduce to them.

As a result, the focus for Cheng is how 
to encourage clients to seek more ad-
vice. “To achieve this, we want to make 
sure clients are served by more than 
one individual in the bank.”

She is confident that two of the bank’s 
key initiatives will be able to help ad-
dress this problem. 

These are: first, a specific focus on 
bringing more assets into discretion-
ary mandates; and secondly, the intro-
duction of the “investment counsellor” 
(IC) model.

With the first of these strategies, the 
bank is trying to encourage clients to 
give the bank more money to manage 
on a discretionary basis.

While around 40% of assets in Europe 
are in discretionary portfolio man-
agement (DPM), in Asia that figure 
is roughly 10% to 12%, says Cheng, 
highlighting the growth potential. 

In addition, she adds, while clients 
used to question why they should give 
their bank a fee to manage their as-
sets, post-2008 they realise they can 
lose a lot, and quickly.

“As the DPM business grows, this will 
in turn help clients become more pro-
fessionalised,” says Cheng.
     
The rationale for the IC model, mean-
while, is that instead of clients being 
covered just by an RM, the ICs will de-
velop their own book of business. 

“When we started this approach three 
years ago, ICs covered 2% of AUM,” 
says Cheng. “Now it is 24%.” 

As this AUM grows, her expectation is 
that it will encourage clients to em-
brace the team concept – which will 
ensure they are not entirely dependent 
on the RM.

being more creative

A further challenge for all banks is 
coming from the broader investment 
environment and market volatility, 

leading to a large number of clients 
preferring to stay on the sidelines for 
the time being.

“We need to be more creative and to 
offer more innovative products,” ex-
plains Cheng. 

To achieve this, BNP Paribas has been 
partnering with the corporate and in-
vestment banking divisions to offer 
what Cheng calls a “total solution” to 
clients, especially in terms of deriva-
tive structures.

“This provides a point of differentiation 
from competitors which have not had a 
clear strategy for Asia, or lack the abil-
ity to offer an integrated approach,” 
she explains.

Connectivity is also critical to the suc-
cess of the upper end of the bank’s 
client base – which is also its fastest-
growing segment.

“The needs of these clients are very 
different,” says Cheng. 

“They operate like an institution. For 
example, they might want to invest in 
property in London for US$200 million. 
So we cannot serve them in the same 
way as the rest of our client base.”

This requires them to utilise other ar-
eas of the bank, making the support 
network is a competitive advantage, 
says Cheng. 

“We see encouraging results since the 
last quarter of 2013.”

The interest in making the most of this 
connectivity is mutual. 

The corporate and investment bank-
ing arm is also a source of business 
revenue for the wealth management 
business, adds Cheng. “We don’t just 
introduce clients to them; we also rely 
on them referring clients to us.” 
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weighing family officeS 
againSt private BanKS
family offices are becoming more and more appealing to asia’s millionaires, to manage, 

protect and groW assets in a different Way than they have become used to from their 

private banks, says steWart aldcroft, senior advisor, asian fund management, at citi, 

and chief executive officer for cititrust. 

Asia’s wealthy are allocating more and 
more of their liquid assets into direct 
investment opportunities via family 
offices – and away from under-per-
forming capital markets instruments 
through their private banks.

By extension, says Stewart Aldcroft, 
senior advisor, Asian fund manage-
ment, at Citi, and chief executive offi-
cer for Cititrust, these clients are start-
ing to ask questions about the value of 
their private bankers.
 

Weighing the options

A variety of factors have diverted the 
attention of high net worth investors 
from traditional investment products. 

Equity investing, for example, hasn’t 
been particularly high on their agenda 
recently, mainly due to China’s poor 
performance. At the same time, fixed 
income seems to have passed what 
Aldcroft calls its “heyday”, and hedge 
funds struggle to regain traction. ETFs, 
meanwhile, tend to be most popular 
among institutional clients.

As a result, there has been growing in-
terest in family offices in Asia, in line 
with the desire of clients to embrace 

direct investments. “They are not clos-
ing their private banking relationships, 
but extending those that they already 
have,” explains Aldcroft. “Even though 
family offices will continue to work 
with the banks, they are also expand-
ing their own offerings.”

This trend has seen bigger players like 
multi-family offices look to hire more 
senior industry practitioners from pri-
vate banks, he adds.

And by giving wealthy families direct 
access to first-hand knowledge and in-
formation, they can negotiate directly 
with product manufacturers and in-
vestment firms for better terms.

While supportive of this model, how-
ever, Aldcroft says it pays to be pru-
dent; multi-family offices can’t do ev-
erything for a family and clients would 
be wise to diversify their investments 
and other risks.

Other wealthy families in Asia, mean-
while, simply want to maintain control 
of their money via family offices.

This is where smaller family offices 
come into play, says Aldcroft. They 
are often designed to protect a fam-
ily’s cash-related assets, since much of 

Stewart Aldcroft
 Citi

wealth in Asia is still tied up within the 
family business, and is often highly il-
liquid, he explains.

For these smaller family offices, there-
fore, wealth preservation, together 
with avoiding significant losses, are key 
objectives, he adds. 
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maKing the caSe for family 
officeS in aSia
the numbers of single and multi-family offices in asia are sloWly increasing in 

line With the need to service and manage the groWth in  family Wealth. but there are 

common challenges and considerations in structuring and running the operation – 

from initial set up to asset allocation to engaging all types of service providers.

The penetration of family offices in 
Asia is low and disproportionate to 
the rapidly-growing size of both the 
wealth pool and need to manage fam-
ily wealth. But there is no doubt about 
the size and scale of their potential.

Published data points to an estimated 
3,000 single family offices (SFOs) glob-
ally, with only around 100, or 3%, in 
Asia Pacific, managing US$1.2 trillion.

At least half of them were set up only 
in the last 15 years, suggesting that 
the concept of a family office is still 
relatively new. 

Other factors support Asia’s attractive-
ness. “To set up an SFO, the amount 
of family wealth under management is 
generally at least US$100 to US$150 
million,” explains Bernard Fung, head 
of family office services and philan-
thropy advisory at Credit Suisse Pri-
vate Banking in Asia Pacific. “The 
Credit Suisse Global Wealth Report 
2013 estimates that there are close to 
34,000 ultra high net worth individu-
als (UHNW) globally with more than 
US$100 million in wealth, with 25% of 
these or more than 8,400 in Asia.”

Yet, he adds, only 3% of existing glob-
al SFOs are in the region.

That Asia’s potential for family offices 
remains largely untapped and that the 
evolution has happened lowly to date 
is of little surprise. Creating the right 
model takes time, especially as chal-
lenging geo-political, regulatory and 
investment environments continue.
Appetite, however, is strong, so the 
number and level of sophistication of 
SFOs are growing rapidly. 

Families also need to think about gov-
ernance and structure of the family 
wealth. “UHNW clients with specific 
wishes should consider putting to-

gether their own structure but using 
external advisers and service providers 
as appropriate,” says Richard Grasby, 
partner and head of trusts and private 
wealth for Maples and Calder in Asia. 
“This may include private trust compa-
nies, family fund vehicles and family 
wealth management entities.”

a groWing role for family 
offices in asia

More specifically, as families in Asia 
become wealthier and more interna-

Bernard fung
credit Suisse

“more of our uhnW clients... 
increasingly need advice on 
structuring their wealth and 
management of liquidity for the 
next generation”
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philippe legrand
london & capital asia

“clients… are looking for a partner 
that can understand and help 

with all their multi-faceted needs, 
especially when those are not 

purely banking related” 

tional in assets, mind-set and ambi-
tion, they need much more relevant 
solutions relating to estate, tax, legal 
and financial planning needs and ex-
pansion, leading eventually to genera-
tional wealth transfer, as well as global 
custody, liquidity events and the ability 
to access the capital markets as well as 
other corporate finance opportunities.

And especially for the next generation, 
they generally doesn’t want to deal 
with the same advisers their parents 
have. They want to cut their own path, 
says Andrew Hendry, managing direc-
tor of M&G Investments in Asia.

“They have grown up in different way 
than their parents did, so their mind-
set is different,“ he explains. “This 
might mean that they don’t want to 
adopt the same portfolios, but rather 
create their own. I’ve seen second-
generation HNW clients with MBAs who 
want to leapfrog the basics of wealth 
management.”

They also need the benefits that come 
from a central unit managing the fam-
ily’s personal affairs, philanthropic 
activities, book-keeping and possibly 
even support services such as the 
management of art collections, planes, 
boats, properties and other assets. 

Although wealthy families invariably 
have arrangements of one form or 
another in place to look after their 
wealth and personal affairs, these tend 
to be made up of an informal group-
ing of some family members and staff 
that operate within the family business 
management office. 

However, such informal organisations 
create several challenges over time. 

First, explains Fung at Credit Suisse, 
business staff also involved in the pri-
vate matters may be distracted or not 

always be able to prioritise between 
family and business duties. Secondly, 
dividing or segregating information 
to make sure no one person “knows 
everything” still requires at least one 
person to be able to manage the com-
plexity, he adds. “This may potentially 
create disparate information silos that 
are less than desirable, and the risk of 
something unforeseen happening to 
the person with the ‘full picture’.”

Families also often find that such or-
ganisations react to changes rather 
than proactively anticipating them, and 
may not readily keep pace with the in-
creasing complexity as the family and 
its wealth grows – or as the business 
or family circumstances change with 
the family’s lifecycle. 

“Family offices facilitate a more pro-
fessional and organised management 
of assets,” says Shanker Iyer, founder 
and chairman of Iyer Practice Advis-
ers, Singapore & Hong Kong. “They 
can also be effective in educating the 
next generation on wealth and succes-
sion planning.” 

For example, the emergence of the 
family office concept in Asia breaks 
down typical barriers where the private 
banker caters for the liquid “nest egg” 

richard grasby
maples and calder

“uhnW clients with specific wishes 
should consider putting together 
their own structure but using 
external advisers and service 
providers as appropriate”
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Source: World Economic Forum, Future of Long-term Investing, 2011

ILLUSTRATIVE FAMILY OFFICE DECISION-MAKING PROCESS

Decisions Decision-maker
In-house advisedIn-house managed Outsourced

Principal PrincipalPrincipal

Principal TrusteesTrustees

Internal investment
team

Adviser / fund
of funds

Internal investment
team

Internal investment
team Fund managerFund manager

Asset AssetAsset

Objectives and policy

Strategic asset
allocation

Mandate design and  
manager selection

Security selection

Note: The lighter the shade, closer are the principal-agents. Deeper shade indicates higher level of principal-agent concerns.

created from the enterprise while the 
corporate banker handles the family 
business and its balance sheet needs.

“Clients don’t have such a clear seg-
regation and are looking for a partner 
to understand and help with all their 
multi-faceted needs, especially when 
those are not purely banking related,” 
explains Philippe Legrand, chief execu-
tive officer of London & Capital Asia.

Particularly in Asia, where many family 
businesses continue to grow vibrantly, 
Fung adds that business owners may 
find it hard to manage family finan-
cial assets and run the business at the 
same time. 

“The family’s wealth may also become 
the business,” he says. “For example, 
when the family no longer fully con-
trols management or ownership be-
cause of new private or public inves-
tors; the family office can enable the 

family to interact with the business in 
a manner that strengthens the percep-
tion of good governance.”

The family office may also provide a 
focal point for the family to continue to 
work together on other new business 
or non-business enterprises. 

So if a family office can relieve the 
administrative burden for the family, 
the wealth owner might develop a sys-
tematic way of organising the family’s 
increasingly complicated lifestyle and 
freeing up time to pursue personal in-
terests and passions, says Fung.

In line with these benefits, as famil-
iarity with family offices improves, it 
is less likely to be about investment-
centric or succession-centric family of-
fices, and more value-centric. 

That brings both worlds together and 
can create sustainability.

Fung says there are other less easily 
quantifiable advantages of family offic-
es – but arguably of equal if not great-
er value: strengthening the family uni-
ty; a fuss-free generational transfer of 
stewardship over business and wealth; 
and preservation of the family’s legacy 
and enhancement of its reputation.

family offices for the 
right reasons

Making the case for a family office is 
not always as clear-cut as the demand 
gap might suggest it would be.

There is danger that clients think that 
an SFO – or a multi-family office (MFO) 
– is right for them based on the wrong 
drivers. They are not just a fad. In-
stead, they require detailed planning, 
clear commitment and the involvement 
of multiple stakeholders and external 
advisers at each step of the process.
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Source: The UBS/Campden Wealth Asia-Pacific Family Office Survey 2013

AVERAGE DISTRIBUTION OF THE FAMILY’S TOTAL WEALTH

23%

43%

34%

Core holdings (eg 
operating company, if 
there is one)

Liquid assets (eg 
traditional investable 
assets)

Illiquid longer-term 
holdings (eg real estate, 
private equity)

Source: The UBS/Campden Wealth Asia-Pacific Family Office Survey 2013

NUMBER OF FAMILY GENERATIONS SERVED

52%

19%
10%

19%

1

3

4-6

More than 6

2

A family office (synonymous with SFO) 
is an organisation that manages the 
wealth and personal affairs of a family 
or several branches of that family. 

Besides managing and investing the 
family’s wealth, it also plans for that 
family’s future in a multi-generational 
sense, deals with tax, legal and estate 
planning, preparation of the next gen-
eration, philanthropic activities, book-
keeping and may even go as far as pro-
viding supporting services such as the 

management of art collections, planes, 
boats, properties and other assets. 

Families and their advisers must an-
swer several questions to determine 
the best approach. These include:

 Why should a family set up a fam-
ily office? Is this relevant to this 
particular family?

 What are the different types of 
family offices? Which of these is 
best suited to this family?

 What services are generally best 
performed in-house, and which 
should be outsourced?

 How are family office profession-
als most effectively recruited and 
managed?

 What needs to be included in a 
family office business plan?

 What are the different stages in-
volved in setting up a family of-
fice? How can these be assessed 
along the way to ensure relevant 
and best practice?

 What are the major risk areas, and 
how can these be managed?

This is easier said than done properly. 
Plus, there are many different views on 
what the term “family office” actually 
means in Asia. 

“Family offices can range from a pro-
fessionally managed entity to an infor-
mal arrangement run by the family,” 
explains Iyer of Iyer Practice Advisers.

Asset size tends to be the main dif-
ferentiation between SFOs and MFOs 
– the two more formal types of family 
office. However, many MFOs are mainly 
focused on investment and are effec-
tively fund managers, says Iyer.

Ultimately, the type of family office de-
pends on what services and products 
clients want and need – for example, 
whether these relate to tax and estate 
planning or to property management, 
rather than them being just for invest-
ment management. 

“As complexity of a client’s needs and 
wealth increases, then this overrides 
asset value as the determining factor,” 
explains Iyer.

He also highlights some pitfalls of hav-
ing a family office.

“[These] include the administration 
cost as well as the resultant lack of 
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various robust structures to manage 
their wealth.

This is aligned with Singapore’s growth 
as a centre for private wealth and an 
attractive tax regime, explains Iyer of 
Iyer Practice Advisers.

“Foreign professionals, typically with a 
banking background, have increasingly 
set-up MFO-type structures to provide 
wealth management solutions to rel-
evant clients in South-east Asia,” he 
says. “There has been a corresponding 
increase in law firms and trust compa-
nies to support this activity.”

This is also a part of the wealth man-
agement business that is becoming in-
creasingly important to private banks.

It is a core offering for UBS Wealth 
Management, for example. “We have 
invested significantly in meeting the 
needs of our clients as they look at 
preserving wealth and building a lega-
cy for themselves and their future gen-
erations,” says Yan Lau, head of family 
services for UBS Wealth Management 
in Asia Pacific.

UBS launched its “Global Family Of-
fice” service globally in 2010 to focus 

Shanker iyer
iyer practice advisers

“family offices facilitate a more 
professional and organised 
management of assets”

primarily on its 250 largest institu-
tional-like or professional family office 
prospects and clients, who represent 
around 2% of its total UHNW client 
base around the world. 

“Our family services unit provides ex-
pertise on philanthropy, family legacy 
building, wealth planning and other 
non-financial services,” adds Lau.

Meanwhile, Credit Suisse held a forum 
in Hong Kong in mid-2014 for 150 at-
tendees from both established and 
emerging SFOs from Asia Pacific and 
Europe – a unique event for the region 
of that scale. 

Yet it was a response to the demand 
from a growing number of emerging 
Asian SFOs for peer-to-peer sharing 
of best practices, addressing com-
mon challenges and provides a unique 
network and exchange platform. The 
bank set up a family office services 
and philanthropy advisory team in Asia 
Pacific in 2011 as part of its Solution 
Partners unit within the private bank-
ing and wealth management business 
– to work closely with the bank’s in-
vestment banking division to originate, 
structure and market customised solu-
tions for UHNW clients. 

Trends to shape the 
development of family 
offices in Asia

 Family businesses run 
by a multi-cultural next 
generation – the influence 

of second and third generation 

children, who often have grown 

up in one culture, studied 

abroad in another and lived in 

a third, will result in families 

more open to new ideas such 

as venture capital, philanthropy 

and social entrepreneurship

 The rise of family offices 
for mainland Chinese 
families – these are likely to 

have unique attributes such 

as a focus on tax and risk 

management, especially relating 

to their personal safety as well 

as political risk 

 Private equity appetite – 

there is likely to be, more than 

ever before, a greater number 

of private equity products and 

private investments backed by a 

single or multiple families 

 Family offices from new 
perspectives – there will be 

a wave of entrepreneurs who 

will be successful through 

the service, technology and 

hospitality industries

confidentiality as the family office staff 
become increasingly aware of the fam-
ily’s total wealth.”

It is notable that Singapore has ben-
efited specifically from an increase in 
the number of wealthy individuals from 
abroad looking to relocate to set-up 
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client connectivity core to 
deutSche’S wealth propoSition
as the groWing importance of real money impacts the dynamics of Wealth management 

in asia, one clear objective is driving deutsche asset & Wealth management’s strategy 

and segmentation in terms of the clients and geographies it targets – relevance.

Brand, product and client positioning 
have become critical components of 
wealth management success in Asia as 
the nature of the business continues to 
rapidly evolve.

In five to 10 years’ time, for instance, 
it is unlikely that the industry will look 
much like it does today – in terms of 
how technology is used and how banks 
interact with clients. Plus, more con-
solidation seems inevitable.

Being more rational and targeted about 
which markets and segments to be in, 
therefore, is vital to ensure sustain-
ability and profitability.

For Deutsche Asset & Wealth Manage-
ment (DeAWM), the focus is not AUM, 
but rather relevance to clients through 
the right level of engagement.

“The more assets a client has with 
DeAWM, the more relevant DeAWM 
can be to them,” says Anurag Mahesh, 
head of wealth management cover-
age for DeAWM in Asia Pacific. “This is 
not just in terms of their wealth man-
agement needs, but also across their 
corporate, capital-raising and trading 
requirements. These UHNW clients are 
also the fastest-growing wealth seg-
ments within Asia.”

finding the right 
measure of success

Despite traditional financial indicators 
that many wealth management organ-
isations use as benchmarks, DeAWM 
has no interest in adding relationship 
managers (RMs) just to bring in AUM. 

“I am not sure that a single-minded 
focus on bringing in AUM leads to a 
sustainable business in the long run,” 
explains Mahesh. 

“It is more important to be relevant 
to the clients in the segment that you 
have chosen to focus on,” he adds.

Success is also about avoiding seg-
ments where the institution cannot add 
value, he says. “Not doing something is 
sometimes more important than doing 
something which might have a nega-
tive repercussion on the brand.”

“Given the focus among Asian clients 
on wealth creation, this plays to the 
bank’s capabilities to help entrepre-
neurs and families with a combination 
of their corporate and private wealth 
needs,” says Lok Yim, head of wealth 
management coverage for DeAWM in 
North Asia.

Anurag Mahesh
Deutsche Asset & Wealth Management 

The bank’s clients are looking to get 
access to other parts of the institution, 
says Mahesh.

“Our RMs are able to connect other 
parts of the organisation, while being 
aware of where we are able to help cli-
ents in the way that they might need,” 
he explains.
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DeAWM - at a glance

 175,000 clients serviced from 

around 140 locations across 

APAC, Europe, and the Americas

 ≈1,000 relationship managers 

dedicated to private individuals 

and high net worth clients

 Eur279 billion assets under 

management for private clients 

(as of December 31, 2013)

 Comprehensive wealth manage-

ment services to investors with 

in excess of Eur2 million assets

These services include: 

 Customised investment advice 

and products

 Lending solutions

 Wealth planning

 Corporate finance partnership

terms of private equity and more struc-
tured financing.

“This means focusing on servicing 
clients’ needs in relation to non-flow 
structured solutions,” adds Yim, “such 
as cross-border lending and single-
stock financing.”

delivering on the promise

Banks who can work in a seamless way 
to tap global resources internally will 
forge ahead in today’s environment, 
says Kwong. 

Other players will increasingly struggle 
to deliver and execute in the way cli-
ents want and need. 

Yet DeAWM is also very much aware 
that the toughest aspect of one-bank 
delivery is internal. 

That is to do with how banks are organ-
ised, and whether a bank is predomi-
nantly a wealth franchise or otherwise, 
says Mahesh, adding it is also driven 
by the the firm’s overall strategy.

In practice, it has created key client 
and corporate finance partners to en-
sure that it can deliver the most rel-
evant content to them through the RM.

In terms of risk management, for ex-
ample, it is becoming increasingly 
important to help clients access solu-
tions. And these clients are more and 
more focused on managing risk along-
side enhancing returns.

“They realise that their businesses are 
exposed to similar economic and busi-
ness cycles, so they want to address 
these issues,” says Mahesh.

DeAWM can help them do this in two 
key ways, he explains.

First, it can help its clients access capi-
tal market instruments to mitigate risk 

Ultra high net worth (UHNW) clients 
are looking for bespoke solutions, 
adds Kin-Mun Kwong, head of wealth 
management coverage for DeAWM in 
South-East Asia. “The typical UHNW 
family is served on average by four to 
five private banks, but those organisa-
tions which can provide the private in-
vestment banking activities will win the 
largest mandates,” he says.

These clients now also have a much 
better awareness of the differences 
in the quality and strengths of various 
players, he adds.

While local banks are useful for these 
clients for lower-cost lending and ac-
cessing funds, the real value to anyone 
within the UHNW category comes in 

embedded in their portfolios. And sec-
ondly, it can help connect asset man-
agement expertise in a seamless fash-
ion now that it is integrated within the 
wealth management business, which 
then enables clients to access solu-
tions around alternatives, real estate 
or fund derivatives. 

“This is something unique to us as an 
institution and enables us to monetise 
various requirements of the types of 
clients we target,” says Mahesh. 

It can also create solutions based on 
global needs, adds Yim. 

“For example,” he explains, “there has 
been a focus on being long on the RMB 
for the past two to three years, but 
now CFOs in China realise that they 
need to start hedging that FX risk as 
their businesses start to go global.”

Banks without an asset management, 
investment or corporate banking ca-
pability, or institutions which lack 
in-house experience in terms of pro-

Lok Yim
Deutsche Asset & Wealth Management 
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viding derivatives on funds or alterna-
tives, are likely to find it more difficult 
to compete at the upper end of the 
wealth spectrum.

“The supermarket approach of wealth 
management of the past, following the 
everything-to-everyone model, is no 
longer viable,” says Mahesh.

The concept of charging clients fees 
then becomes a reality.

“This only becomes a relevant con-
versation when you start to provide a 
value-add for clients,” adds Yim.

implementing the 
segmentation strategy 

Mahesh highlights three key compo-
nents of creating a sustainable and 
profitable business: branding in terms 
of what the organisation stands for; 
technology in terms of delivery and ex-
ecution; and product in terms of diver-
sification and risk mitigation.

“Brand is increasingly important,” he 
says. “We have a brand that stands for 
innovation and for being solution-ori-
ented in a bespoke way. Asian clients 
can connect with this.”

To build on that, however, execution is 
99% of the strategy.

“We need a robust platform, which 
means the right technology, and the 
right people, and we are investing 
heavily into this globally,” he adds.

In terms of the product infrastructure, 
Mahesh sees some change in relation 
to the previously-accepted view that 
Asian clients want to be in charge of 
their wealth.

Instead, a meaningful strategy is to fo-
cus much more on annuity products, 
providing the potential for risk mitiga-

tion through diversified building blocks 
of ETFs, mutual funds and derivatives 
solutions around these. 

In addition to wealth bands, DeAWM is 
also focused on geographies where it 
can be most relevant to clients.

From a South-East Asian perspective, 
for example, Indonesia is still the key 
market, reveals Kwong, then followed 
by Singapore.

“Having onshore branches across the 
region for the institutional business 
helps with the brand among clients,” 
Kwong adds.

prioritising objectives 
While staying profitable

Meeting the various needs of a wealth 
management business today is a big 
challenge for everyone, but at least it 
is a level playing field.

Today’s environment is not about gen-
erating business, but rather doing the 
right thing for the client.

“This message comes from our board, 
so having it set from the top down 
helps us drive the business forward,” 
says Kwong.

It is no longer, therefore, about prod-
uct pushing.

Ultimately, RMs have to change their 
mind-set and embrace this approach 
because these are the new rules of the 
game, he says.

Indeed, the crux of the type of busi-
ness DeAWM is targeting from a wealth 
standpoint continues to be RMs. 

“I have learned over the years that 
driving them into being pure sales-
people creates short-term thinking,” 
explains Kwong.

“We need to build on the bank’s 
strengths, rather than driving the 
bankers too hard if they are already 
performing at a high level where they 
can maintain good levels of profitabil-
ity,” he says.

Retaining RMs is also about treating 
them fairly and providing a platform 
and framework to facilitate their ability 
to do a good job for their clients.

“We think from the banker’s perspec-
tive in relation to our product plat-
form,” adds Yim.

This means in terms of what support 
the firm needs to give to that banker 
and how it can help connect clients to 
other parts of the business, not neces-
sarily sell anything directly.

The quality of its people are a key suc-
cess factor given this strategy. “The 
focus is productivity rather than head-
count,” he adds. “People are very im-
portant in servicing this segment.” 

Kin-Mun Kwong
Deutsche Asset & Wealth Management 
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how to create a clear Strategy 
for long-term SucceSS
private banking in asia today faces a heavy regulatory burden, a high cost base and 

expectations of more industry consolidation. to be profitable, institutions need to be 

focused on their strengths, on being efficient and on building and maintaining a solid 

platform, says dr henri leimer, chief executive officer for lgt private banking asia.

Making private banking profitable in 
Asia is far more difficult than many 
people might think.

There are some obvious challenges – 
and costs – stemming from the broad 
regulatory and investment environ-
ments, and these impact all partici-
pants. But it is how an individual in-
stitution responds to these, and how it 
builds and positions its overall offering 
and platform which will determine its 
sustainability as a viable business in 
the region.
 

Yet Asia is not an easy market in which 
to succeed. 

“A relatively large number of play-
ers have been investing in their Asian 
business for the last 10 to 15 years 
to achieve this, and still don’t make a 
profit,” explains Leimer.
 

getting the balance right

Too often there is a mis-match be-
tween an organisation’s assets under 

be profitable; those with US$15 billion-
plus have a better chance, he says.

That is assuming they can keep costs 
of people and processes under control.

Further consolidation in Asian wealth 
management, therefore, seems inevi-
table, he adds.

Henri Leimer
LGT Private Banking

“the starting point for any organisation serious about succeeding in 
this space is having a good asset base and a solid platform. 

those components will lead to healthy revenues, and that will 
guarantee profitability.”

According to Dr Henri Leimer, chief ex-
ecutive officer for LGT Private Banking 
Asia, the starting point for any organ-
isation which is serious about succeed-
ing in this space is having a good asset 
base and a solid platform. “Those com-
ponents will lead to healthy revenues, 
and that will promote profitability,” 
says Leimer.

management (AUM) and the size of its 
operations. Over-capacity often comes 
from a lack of systems, processes and 
an efficient organisational mind-set, 
making a healthy balance between as-
sets, returns and costs less feasible.

In Leimer’s view, banks with US$10 bil-
lion in AUM or lower are less likely to 
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It is certainly a concept that is now in-
creasingly discussed, especially since 
the announcement of the Societe 
Generale sale of its Asian private bank-
ing assets to DBS Bank.

Leimer points to that as a wake-up 
call for other banks. “It only takes one 
player to be a first-mover, and others 
will quickly follow.”

After all, banks need to make rational 
decisions. For example, in situations 
where a private banking business com-
prises less than 1% contribution to the 
overall group’s profit, it becomes hard 
to justify any management attention. 

Yet there is often a lot of time, energy 
and resources spent on building a plat-
form and proposition in Asia.

“I think a lot of international private 
banking players will go back to their 
home markets within a few years’ 
time,” predicts Leimer. “Then they 
can be competitive in those areas of 
their business, in their home markets, 
where they have a stronger, clearer 
value proposition.”

creating a path for success 

Sufficient scale and a solid platform 
are also required in Asia to ensure the 
required level of tailoring of the offer-
ing to clients’ needs.

This is getting more important as the 
Asian client base continues to increase 

in terms of sophistication, says Leimer. 
“Private banks need to cater for all pri-
vate clients – not only for those who 
want to trade, but also for those fo-
cused on asset allocation and discre-
tionary mandates,” he explains

This relies heavily on the bank’s tech-
nology platform, including good trad-
ing infrastructure. 

“This takes a lot of constant invest-
ment in the necessary systems,” says 
Leimer, adding that it is essential for 
smaller banks to also be able to pro-
vide a similar service as clients get at 
the largest organisations.

At LGT, for example, Leimer explains 
that the firm is undertaking what 
it calls a “Smart Banking” initia-
tive, which will launch in mid-2015.  

“This will signal a more sophisticated 
use of tools and technologies to bring 
the group to the next level,” he adds.

Another aspect of creating a sustain-
able offering is growth that is mea-
sured and manageable.

This plays perfectly into LGT’s hands. 
“It is about growing slowly, and with 
the right people, rather than filling 
budgets and headcount targets,” ex-
plains Leimer.

He says that is more challenging for 
private banks which are part of a large 
listed company, where the strategic 
direction is impacted by senior man-

Building a successful 
proposition
 

Henri Leimer suggested some key 

components of building a profitable 

private banking business:

 Grow with the right people

 Hire slowly after doing thorough 

due diligence

 Invest in the technology platform 

and dealing systems to guarantee 

you can deliver 

 Challenge yourself to improve

 React to competition

agement making decisions with share 
prices and options in mind. 

“As we are privately owned, it allows 
us to really think in terms of a horizon 
of three to five years, rather than quar-
terly or even annually,” says Leimer. 
 

10-year vision

Thinking further ahead, Leimer says 
LGT’s focus, as a group, is to position 
its Asian business as a major growth 
contributor. “We are well-positioned 
for this. Already 20% of the overall 
group’s clients are in Asia and our AUM 
is US$18 billion.” 
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a growing need to define 
independent modelS
as the concept of independent Wealth management further develops in asia, it is 

increasingly important to clarify blurred definitions and more clearly distinguish 

the services of family offices, independent asset managers (iams) and other firms 

licensed to offer investment advice to Wealthy families. 

Defining independent models has be-
come ever-harder. 

At a time when the industry wants to 
be clear in its value proposition and 
service offering to its target clients, 
there is more and more overlap in 
what different types of organisations 
promote as their expertise and range 
of services.

The desire by many of the growing 
number of family offices currently op-
erating in Asia to become more profit-
able is forcing them to venture beyond 
their core competencies and to offer 
direct investment advice. 

At the same time, some IAMs believe 
they can build more sustainable mod-
els by taking on more of an active role 
in advising on the full range of wealth-
related needs. 

That includes family governance and 
business succession planning, as well 
as portfolio management. 

Yet this blurring of roles, which is wor-
rying some practitioners, threatens to 
cause further confusion and uncertain-
ty for clients about the value of inde-
pendent models.

(re-)defining the lines

The opinion of many practitioners is 
that family offices should provide com-
pletely holistic advice. 

Whether as SFOs servicing a single 
family, or as MFOs representing the 
small group of several individual fami-
lies which engages them, what they 
offer should range from concierge ser-
vices such as paying school fees, to 
running the bank accounts and over-

seeing personal spending budgets, to 
managing the shareholdings of indi-
vidual family members in the business.

These same commentators strongly 
believe that a family office, whether 
multi or single, should not have as its 
main objective a focus on managing 
money. That, they say, might detract 
from their role as a kind of administra-
tor for the family wealth.

“The family office models need to 
demonstrate offerings beyond what a 

Jason lai
thirdrock

“the family office models 
need to demonstrate 
offerings beyond what a 
private bank can provide”
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private bank can provide,” says Jason 
Lai, group managing partner and chief 
executive officer of Thirdrock, “partic-
ularly in the private investment space, 
and in other financial services such as 
asset management, corporate finance, 
succession and tax planning, stripped 
of all the red tape.”

But when it comes to the investment 
portfolio, many practitioners at IAMs 
say the family office should engage ex-
ternal bankers and fund managers for 
the necessary expertise.

By contrast, an IAM should focus on 
managing assets. “The IAM is viewed 
as a platform that MFOs and SFOs can 
tap into so that they are empowered 
with universal banking capabilities; it 
is a sub-set of the family office,” ex-
plains Lai.

According to Sylvie Khau, head of ad-
visory, financial products, for indepen-
dent, asset managers at Vontobel Fi-
nancial Products (Asia Pacific) Pte Ltd, 
Asian investors have typically seen 
their wealth flourish through running 
businesses. They don‘t have the same 
tradition of wealth heritage as exists 
in Europe.

This difference tends to translate into 
Asian HNW individuals developing a 
very pragmatic sense and certainly a 
higher degree of risk-taking in their 
wealth management options, she says. 

As a result, the IAM model is supported 
and acceptable in Asia. “The values of 
independence of advice and alignment 
of interests are of prime concern and 
appeal, to preserve their hard-earned 
fortune,“ she explains.

the challenge of being all-
things-to-all-clients

One of the biggest challenges for many 
family offices has been consistently 

Defining IAMs, MFOs 
and SFOs 

Practitioners seem to agree on one 

thing about independent wealth 

management models: they are 

difficult to define. 

In particular, they say, the distinction 

between an MFO and an IAM is 

unclear because many MFOs are 

increasingly doing the same as IAMs, 

and vice-versa.

However, a “pure” definition of each 

type of firm might be considered to 

be the following:

 IAMs – operate as a “trusted 

adviser” with a core competency 

in managing the financial assets 

of their clients. 

 This includes managing 

segregated portfolios on an 

advisory and / or discretionary 

basis

 MFOs – provide more 

concierge and family-centric 

support services to a (small) 

number of families. 

 Financial investment services 

often being sub-contracted to 

private banks or IAMs to handle. 

 However, MFOs centralise the 

administration of investment 

matters, as well as direct 

investment opportunities for 

their clients

 SFOs – manage all aspects of 

a single family’s business and 

personal wealth needs, similar 

to an MFO, but strictly limited 

to one family

making enough money to justify their 
more holistic role. In response, some 
of them have been bidding to manage 
the family’s financial assets, too. 

This means they can then charge a 
fund management fee to help them 
bring in more revenue.

Some US and European family offices 
have also adapted their models for 
Asia to provide both family office ser-
vices and fund management.

Pure family offices are therefore rarer 
to find in Asia; they are increasingly 
applying for a licence from the regula-
tors to manage assets.

For IAMs, meanwhile, their role has 
become more than just managing a cli-
ent’s money. 

As trusted advisers, they tend to have 
clients coming to them to want to dis-
cuss aspects of their family and busi-
ness which are more than the adviser’s 
duty, theoretically, to get involved in, 
explains Anthonia Hui of AL Wealth 
Partners.

This includes providing more of a fam-
ily office-type offering, including con-
cierge-style services – such as booking 
hotels, buying concert tickets or pay-
ing school fees. 

Discussions might also focus on busi-
ness advice or consolidation of assets 
among various banks. 

That has driven a lot of IAMs to realise 
that they are more than just an exten-
sion to the banker or an asset man-
ager, adds Hui.

Yet by crossing over into providing a 
wider range of services, this impinges 
on the domain of family offices. To do 
this successfully is easier said than 
done. Two notable characteristics of 
many Asian families include the fact 
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“the fact that many iams are calling themselves 
mfos doesn’t help in providing any clarity for clients.”

derstand the emotional burden and 
potentially negative consequences of 
having so much wealth. But not many 
IAMs want to help families deal with 
the emotional burdens and issues they 
face. Many advisers try to take the 
emotion out of it by looking at static 
numbers, structures and outcomes. 

Some of them even think that it is up 
to the client to deal with the emotional 
elements, and that their role as an ad-

viser should only be about the invest-
ment side.

Another challenge, says Hui, is working 
out how to charge the client for this. 

Family offices tend to charge fees to 
clients based on an annual charge or 
on a time-allocation basis. 

Traditionally, bankers and asset man-
agers have been paid for the transac-

ing may face challenges in positioning 
their offerings. 

Further evidence of the blurring of the 
lines in this segment of the industry 
can be seen by the most recent annual 
Monetary Authority of Singapore (MAS) 
survey sent to holders of MAS licences. 
For the first time, the survey included 
a category for family offices as well 
as independent asset managers – and 
grouped them together. 

Adding value

Regardless of the definition of 

independent wealth managers, the 

key is to add value by working hand-

in-hand with the client and always 

representing their best interests. 

“Independence enhances the quality 

of services and investments,” says 

Lucie Hulme, chief executive officer 

of TriLake Partners. 

“It provides clients with a greater 

range of choices and allows for 

greater flexibility in the face of fast-

changing circumstances.”

In line with this, an independent 

model provides impartiality in the 

choice of investment products, 

explains Hulme. 

It allows the search for the best 

possible products available in the 

market and ensures that decisions 

are made taking into account different 

investments views.”

“The fundamentals of the independent 

model have never changed and they 

are the reasons why this business 

model has been so successful in 

Europe and now in Asia,” she says. 

“The key to the model, I believe, is 

to be small enough to maintain the 

exclusivity of a boutique, but large 

enough to have access to expertise 

wherever it may lie.”

lucie hulme
trilake partners

“independence enhances 
the quality of services and 
investments.”

that they generally have poor knowl-
edge about how to manage wealth, 
plus while they view wealth as a must-
have symbol, they don’t always un-

tions they execute for their clients, so 
charge based on fees for advice, or on 
their AUM.

However, the fact that many IAMs are 
calling themselves MFOs doesn’t help 
clients differentiate what’s on offer.

Benoy Philip of Sundaram Asset Man-
agement Singapore says that those 
players with no clarity on the type of 
independent model they are follow-
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underStanding aSia’S hurdleS 
to going independent 
despite Wider acceptance of independent Wealth management advice post-2008, mandeep 

nalWa, founder and chief executive officer of singapore-based taurus Wealth advisors, 

says challenges such as the availability of senior bankers, compliance costs and the 

relative immaturity of the model in asia pose obstacles to the further groWth of this 

industry segment.

One of the notable trends within wealth 
management in the aftermath of the 
2008 financial crisis was the uptick in 
numbers of bankers who were open to 
the independent approach, in theory.

However, while the appeal of joining 
an independent asset management 
company (IAM) in Singapore and Hong 
Kong lured some high-quality talent 
and the emergence of a number of 
players, this industry has not gath-
ered the momentum that many play-
ers might have hoped. “Six years ago, 
when I talked to senior bankers, they 
wanted to join IAMs, whereas now, 
they want to work within a larger in-
stitution again,” says Mandeep Nalwa, 
founder and chief executive officer of 
Taurus Wealth Advisors. 

Such a reversal seems to have been 
driven by several factors, including the 
higher regulatory and compliance bur-
den, a shift in customer behaviour and 
a lack of traction to date for IAMs.
 

high hurdles

The costs of running a business in to-
day’s environment – especially regula-
tory compliance – have impacted the 
landscape for IAMs significantly.

Without significant set-up capital in 
many cases, combined with the need 
for the right infrastructure and man-
power to manage the compliance side 
of the business, a lot of IAMs have 
found it difficult to get going and at-
tract customers, says Nalwa.

On the other hand, some banks have 
weathered the storm post-2008, refo-
cusing on growth. They are therefore 
willing to raise compensation levels, 
making the decision to move to these 
institutions something that Nalwa de-
scribes as “an easy call” for bankers 
who might have otherwise considered 
an IAM as a logical career step.
 
The way investors are now interacting 
with their advisers has created another 
hurdle for growth of IAMs in Asia.

Even though there was a loss of trust 
for banks among many clients which 
lost money during the financial crisis, 
there has been a notable move towards 
more self-directed investing. 

Nalwa says the investments being 
made into property markets across 
South-east Asia, the Middle East and 
the UK, for example, make it difficult 
for IAMs to play a role given that their 
specialty is often in fund investing. 

The stage of development of the IAM 
model in Asia has also had an impact 
on the industry’s growth trajectory. 
Many wealthy Asian clients, who are 
often self-made, find it more difficult 
to acknowledge and embrace the inde-
pendent model, says Nalwa. There are 
also no benchmarks for things like ad-
visory fees, he adds. 

Mandeep Nalwa
 Taurus Wealth Advisors
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maKing StrideS towardS a 
more rounded ifa offering
as singapore-based ifa firm aam advisory continues to invest in its people, 

technology and overall advisory process, it is also noW formally providing tax and 

estate planning guidance to create a more rounded offering, explains chief executive 

officer mattheW dabbs.

A small but important development in 
the IFA landscape in Singapore has 
given AAM Advisory an opportunity to 
further its ambitions to create a more 
holistic offering.

Individuals licensed as Financial Ad-
viser Representatives by the Monetary 
Authority of Singapore (MAS) are now 
permitted to advise clients on tax mat-
ters and trusts. And Matthew Dabbs, 
chief executive officer at AAM Advisory, 
is focused on this as a catalyst for fur-
ther expansion.

This is amid his efforts to continue to 
develop in-house training initiatives 
to grow the firm’s adviser base, and 
implement technologies to improve ef-
ficiency and the customer experience.
 

succession planning

Being licensed to provide more formal 
guidance to clients on tax and inter-
generational wealth planning is of sig-
nificant strategic value as an add-on to 
existing products and services.

On the one hand, in line with the ever-
growing need for more transparency 
and disclosure to comply with domestic 
and international taxation laws, finan-
cial advisers need to incorporate such 

discussions in their conversations with 
clients. And on the other, it is becom-
ing increasingly important for clients to 
put in place robust and relevant suc-
cession planning. “We want to help 
clients ensure their assets are in the 
right type of trust structure, and are 
allocated correctly,” says Dabbs.

Being able to advise on taxes and 
trusts is also a way to generate new 
sources of business – starting with ex-
isting clients. For example, in bringing 
in Ian Black from Friends Provident In-
ternational as technical specialist for 
tax and wealth, he will support the ad-
visory team, and provide the scope to 
revisit each portfolio to see what else 
the firm can do for that client.

driving groWth

On its own, however, these new servic-
es won’t create the complete advisory 
offering. To tackle what Dabbs calls a 
“struggle to find enough quality and 
talent”, the firm has invested in train-
ing, with an in-house programme to 
educate and grow its team of advisers. 

“New advisers spend time with all our 
teams, from compliance to the product 
team, and then they sit seven exams 
before they can start advising clients.”

Matthew Dabbs
 AAM Advisory

Further efforts to streamline the ad-
visory process have involved heavy 
investment into the firm’s back-office 
capabilities.

For example, explains Dabbs, there is 
a report-writing team which helps the 
advisers to present their recommenda-
tions in a consistent format with all the 
necessary disclosures. 
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how to Be the go-to BanK for 
wealthy indianS
vikram malhotra, global head of barclays’ Wealth management unit serving the 

south asian community, explains What it takes to be successful in servicing this 

segment, but also the need to modernise the offering to meet the needs of a younger 

generation of clients.

From macro-economic and demograph-
ic perspectives, there is no doubt that 
wealthy Indians should be a sweet-spot 
for private banks. But the cornerstone 
to success with this client segment is 
nothing less than a genuine level of 
trust in the banker-client relationship, 
says Vikram Malhotra, global head of 
Barclay’s wealth management unit 
serving the South Asian community.

His track record proves he is well-
placed to understand their mindset. By 
taking this approach, and combining 
it with what he can offer in terms of 
Barclays’ diversified product range and 
its digital platform, the bank’s assets 
under management from Indian clients 
has increased 40% over the last year. 
 

banking on experience 

As someone with many years of experi-
ence in dealing with Indian customers, 
Malhotra says they can be character-
ised as more self-directed than most. 
They also have an affinity for Indian-
related products and asset classes.
 
Many clients are also looking for more 
efficient ways of trading, and Barclays 
has been able to provide solutions typi-
cally offered by investment banks.

He says there has been an increasing 
interest in sophisticated trading instru-
ments like interest rate swaps, curren-
cy swaps and non-deliverable swaps.

Malhotra is confident the firm has the 
capabilities to service customers wher-
ever they may be based.

Indian entrepreneurial families based 
across regions not only have private 
banking needs, but also corporate 
and investment banking requirements; 
and Barclays can satisfy this appetite 
across geographies.

But with self-directed clients, banks 
need to match these individuals with 
bankers who have experience in un-
derstanding their needs and can guide 
them, rather than being product fo-
cused. “Having a senior banker makes 
a big difference,” says Malhotra, “be-
cause they are not product pushers.” 
He has seen the benefits of this, with 
around 80% of his Indian clients com-
ing from referrals by existing clients.

Meanwhile, to service the emerging 
crop of younger Indian customers who 
are technologically savvier than their 
parents and open to exploring new 
markets, Malhotra says Barclays has 
been investing in its digital platform. 

Vikram Malhotra
Barclays

First, it can facilitate straight-through-
processing to attract customers who 
prefer e-banking. The bank is exploring 
the use of a biometric voice system to 
identify customers. This innovative sys-
tem – already used in the UK – reduces 
the authentication time per customer 
by about 20 seconds and provides an 
enhanced customer experience. 
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morgan Stanley realignS 
aSian private wealth Strategy
morgan stanley’s asia private Wealth business differentiates via disciplined 

customer segmentation, best-in-class institutional ideas, products and talent, and 

through its experienced bankers, says vincent chui, managing director and head of 

asia institutional equity distribution and private Wealth management.

Morgan Stanley’s private wealth man-
agement business today has a very 
clear client segmentation strategy: ac-
tive asset and business owners.

These are typically ultra high net worth 
(UHNW) clients who are familiar with 
the marketplace and actively make 
investment decisions for themselves, 
their families and, in many cases, their 
businesses, says Vincent Chui, manag-
ing director and head of Asia institu-
tional equity distribution and private 
wealth management.

banking business as it does to its insti-
tutional business. 
 

creating a conducive 
environment

Morgan Stanley started integrating its 
wealth management business with the 
institutional platform in mid-2013. 

Given the overbanked nature of Asia in 
relation to the traditional private bank-
ing business, senior management took 

Vincent Chui
 Morgan Stanley

In practice, that means offering its 
core competencies – its franchise, 
trusted and experienced bankers, and 
institutional-quality solutions.

As part of this, Chui, an 18-year vet-
eran of Morgan Stanley and the head 
of the bank’s institutional equity dis-

“uhnW clients are also the ones who appreciate most the talent, 
product and content of a bulge-bracket firm like morgan stanley.”

“They are also the ones who appreci-
ate most the talent, product and con-
tent of a bulge-bracket firm like Mor-
gan Stanley,” he explains.

In response, the bank has undergone 
a realignment of its strategy in this 
space to ensure it can deliver that 
by adopting the same disciplined and 
sophisticated approach to its private 

a close look at whether, by continuing 
to try to build out an offering in the 
same way it had been, the bank would 
be able to properly differentiate itself 
and really add enough value to its core 
client segment.

The outcome was to refocus, to meet 
rising expectation and sophistication of 
its targeted UHNW client segment. 
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tribution business in Asia, also took on 
the additional role as head of private 
wealth management. 

His combined management role allows 
him to leverage his experience and 
relationships to work with partners 
in investment banking, equity, fixed 
income and investment management. 
In turn, that gives the firm’s private 
bankers unprecedented access to – 
and support from – the rest of the or-
ganisation to deliver firm-wide talent 
and resources to clients on the wealth 
side of the business.

In doing this, the firm empowers its 
bankers with a very entrepreneurial 
culture and holistic revenues-style ap-
proach to target business which deliv-

ers value to clients and makes com-
mercial sense to the firm.

The refocusing of the business also led 
to the bank wanting to take a more tar-
geted approach to where and how it 
can add value.

With its more streamlined and inte-
grated organisation, the focus is on 
countries where Morgan Stanley has 
critical mass and where it sees signifi-
cant upside from new business.

That means targeting the right cus-
tomers in the Greater China region and 
selected ASEAN countries. 

leveraging the firm’s total 
offering

On the product side, flow, funds and 
capital markets – including asset fi-
nancing – are of the highest impor-
tance and are fully integrated with the 
firm’s institutional platform.  

“Some of our best product and trading 
talent resides within the institutional 
side of the firm,” says Chui. “Why re-

“This degree of symbiosis is particular-
ly evident in the new-issues business 
where patience is an important virtue,” 
says Chui.  

Private bankers take care of day-to-
day needs of potential issuers. Such 
relationships allow them to bring in the 
investment bankers when the timing is 
right. In 2013, for example, one out of 
three of the capital market opportuni-
ties with non-State Owned Enterprises 
that Morgan Stanley pursued in China 
were sourced, directly or indirectly, by 
the firm’s private bankers.

Further, since the bank has the largest 
equity prime brokerage footprint glob-
ally and in Asia, this provides a pipe-
line of hedge fund principals as poten-
tial clients for the wealth business. 

In addition, it allows the funds busi-
ness unit of the private bank to have 
excellent access to and early look at 
some of the best investment talent in 
the world, including funds which are 
soft-closed to new investors.  

Ultimately, Chui is cognisant that Asia’s 
UHNW clients have plenty of choice and 

A private wealth 
commitment
 

The Morgan Stanley Private Wealth 

Management business is founded on 

five basic principles:

 Confidence – a firm that has 

navigated over 75 years of 

market cycles

 Access – comprising many top 

minds and powerful resources

 Focus – specialised services 

designed exclusively for wealthy 

individuals, families and 

foundations

 Insight – a unique perspective 

into a complex financial world 

that leads to strategies to meet a 

family’s needs

 Personal service – the highest 

level of attention provided to the 

limited number of families 

 it serves

“two-way business referral between private bankers and 
investment bankers is now the norm.”

invent the wheel to create a different 
product organisation if we can offer 
the same talent and expertise to our 
private banking clients?”

To bring the reality of the integrated 
offering to life, two-way business re-
ferral between private bankers and 
investment bankers is now the norm. 
They often work in partnership to en-
sure that issuers’ corporate and private 
wealth needs are attended to.    

most use multiple service providers. 
He says these clients view the value 
of each differently based on what the 
client perceives as that firm’s strength.

“We want them to put us in the bucket 
where they consider us as trustworthy, 
smart, able to provide best-in-class so-
lutions which are relevant to them, and 
also able to connect them to the rest 
of the Morgan Stanley network, both 
locally and globally.” 
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how uoB iS BolStering itS 
private BanK 
under the leadership of ong yeng fang, united overseas bank (uob) Wants to gradually 

build out its private banking business, initially by leveraging internal resources, 

until it becomes the go-to asian provider for relevant products and solutions.

Ong Yeng Fang is realistic about the 
style and extent of the private banking 
offering she wants to build under her 
leadership at UOB. 

The wealth management industry has 
been growing rapidly, especially in 
Asia.  And with the history of UOB tied 
to generations of Asian entrepreneurs 
and businesses since its founding in 
1935, the bank has set its sights on ex-
panding its private banking business.

“Our immediate goal is to leverage our 
internal resources to expand. This is a 
gradual process and I am committed to 
ensure excellence in every step of the 
implementation.”
 

strong foundations

The strength of this banking group’s 
consumer franchise combined with the 
breadth of its product range has been 
the catalyst for senior management to 
become more focused on growing the 
private banking arm.

One of the main goals, says Ong, is to 
leverage existing strengths in people, 
products, technology and its one-bank 
approach where both retail and whole-
sale services are under one roof.

The bank’s private clients, she ex-
plains, often have intertwined personal 
and corporate wealth needs, so they 
would benefit from wholesale and in-
vestment banking support. And as an 
Asian bank with an extensive history, 
UOB is well-placed to understand the 
importance of cultivating these types 
of long-term relationships.
 

internal talent

One of the main ways the private 
banking arm will be able to deliver this 
broader suite of products and services 
is through its front-line staff having the 
right conversations with clients.

In line with this, Ong says the bank 
is committed to training, nurturing and 
retaining the best bankers currently 
working in the consumer bank. This 
will give them an opportunity alongside 
the existing team of 60 senior client 
advisors in the private bank.  

As well as building more employee loy-
alty this way, it will create an improved 
client experience by ensuring consis-
tency. “The core group of bankers who 
have been with us for a long time know 
the products and understand the solu-
tions relevant to their clients,” she adds.

Ong Yeng Fang
UOB

Once the private banking business is 
more developed in Singapore, UOB will 
then look to extend its reach.

It will introduce private banking ser-
vices to Thailand, Indonesia and Chi-
na, says Ong, where the group has a 
strong retail presence and a large com-
mercial banking client base. 
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defining uoB’S future wealth 
offering
dennis khoo, head of personal financial services at united overseas bank (uob) in 

singapore, reveals the priorities and direction for groWing the institution’s Wealth 

management business.

UOB’s Dennis Khoo is confident that 
he can create a more compelling value 
proposition in the local wealth manage-
ment industry in Singapore than many 
of his competitors. “I believe that cus-
tomers can be better served – by mak-
ing the complex simple, and by truly 
understanding the customers’ wealth 
creation goals and risk appetites.”
 

customer segmentation

The starting point is to make the bank’s 
wealth management business clear to 

existing and potential customers. To 
achieve this, UOB segments customers 
based on assets under management 
(see box). 

This straightforward method makes it 
easier for the bank to provide tailored 
products and services that these dif-
ferent segments may need, explains 
Khoo. “We need to understand custom-
er needs and bring products to each of 
them to fulfill that need,” he says.
 

priorities

To ensure the bank is really meeting 
customers’ needs, Khoo says his pri-
ority is to explore the value of how 
wealth management tools can benefit 
the customer through digital and mo-
bile channels. This is inspired by the 
new generation of customers which 
are interacting with banks in a totally 
different way, in turn making online 
platforms which facilitate the process 
a vital component of any wealth offer-
ing. “The use of multi-media to edu-
cate customers is key,” he adds. “Yet 
most banks are a long way off.”

But it isn’t just about having a digital 
platform; usability is a key differentia-
tor. This is where Khoo believes the real 

Dennis Khoo
UOB

battle is, given the amount of time and 
effort required to get this right. 

Ultimately, Khoo says success depends 
on whether a bank can provide simple 
advice that customers can identify 
with, and that enables them to formu-
late a strategy which is easy to imple-
ment and works. 

Segmentation at UOB
 

 Up to S$100,000 – Personal 

Banking

 S$100,000 to S$350,000 – 

Wealth Banking

 S$350,000 to S$2 million – 

Privilege Banking

 S$2 million to S$5 million – 

Privilege Preserve

 S$5 million or higher – Private 

Banking
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why focuS iS the Key SucceSS 
factor in aSia
recent consolidation Within asian Wealth management highlights the need for 

clearly-defined strategies and client segmentation to fuel profitable groWth – 

backed up by operational efficiency and a loWer cost-to-serve, says nam soon lieW, 

partner and financial services advisory leader for ernst & young in asia pacific.

Profitable growth, operational effi-
ciency, and a lower cost-to-serve are 
three critical goals for market players 
striving for success within the reality of 
Asian wealth management today.

“There is a realisation among institu-
tions that they either need scale or 
they must focus on a particular cus-
tomer segment to be successful,” says 
Nam Soon Liew, partner and financial 
services advisory leader for Ernst & 
Young in Asia Pacific.

This notion follows the market exits of 
some big players, and even some niche 
firms, in the face of various challenges.

Compressed margins is one of them, 
as is the increasing difficulty for organ-

base with a broader range of products 
and services via open architecture, 
lowering the overall cost-to-serve, 
and keeping clients sticky enough giv-
en that many engage several private 
banks at the same time. 

Further, there are the inevitable regu-
latory and compliance requirements.
 

in pursuit of integration 
and efficiency

No longer is it realistic for individual 
firms to expect to be all things to ev-
eryone, says Liew.

“For example, the current model where 
large universal banks do everything 

According to Liew, one of the ways 
universal banks can respond is to in-
tegrate their back offices – either with 
the commercial banking or investment 
banking businesses. 

They can then derive first-level cost 
savings such as shared services. But 
this only goes so far. 

Nam Soon Liew
Ernst & Young

“there is a realisation among institutions that they either need scale 
or must focus on a particular customer segment to be successful.”

isations to differentiate their products 
realistically to create a sustained com-
petitive advantage, explains Liew. Oth-
er hurdles to profitable growth include 
catering to a more sophisticated client 

is disintegrating. Plus, customers will 
also change and they have more av-
enues now – they can look to non-
financial service providers for simple 
products and services,” he explains.
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Cost savings relating to the wealth 
management platform and the front-
office are not possible through the 
same integration due to the differenc-
es in the nature of the businesses.

This is where wealth management 
must embrace the role of technology. 

“People need to recognise the impor-
tance of streamlining the number of 
applications that support the business 
and improve integration,” says Liew.

With banks already working to solve 
this, Liew says many of them are cur-
rently focused on aspects of the plat-
form that impact the customer first, 
followed by change-the-bank process-
es that can improve efficiencies.

lifting the quality of 
advice

Whether industry participants can 
make the most of Asia’s potential, and 
build focused businesses that are prof-
itable and scalable, depends on their 
ability to grow the talent pool and, in 

turn, increase the quality of the advice 
being given to clients. “In the current 
marketplace, there are not many play-
ers who can give tailored investment 
advice at the upper end of the client 
spectrum, especially when dealing with 
entrepreneurs who have already prov-
en their savviness,” explains Liew. 

Compounding the problem is the fact 
that some private bankers have left the 
wealth segment to work within hedge 
funds, private equity firms or other in-
vestment management roles. 

So even if larger numbers of clients 
become more willing to pay for advice, 
a lot of advisers are not experienced 
or qualified enough to spot opportuni-
ties and then give relevant guidance to 
their clients. “Banks need to focus on 
lifting the overall competency of these 
advisers,” adds Liew.  
 

opening for regional banks

The shifting landscape and exit of sev-
eral international private banks pres-
ents a golden opportunity for regional 

consumer banks to increase their share 
of voice in the wealth management 
space, says Liew.

He explains that there is a potentially 
vast customer segment which would 
prefer banking with their local firm. 

This is in part because of their loyalty 
to the organisation, if that bank helped 
them with their business growth in the 
early days, for example. That might 
still be the case even if, from a wealth 
management perspective, these banks 
probably offer a more limited range of 
products and services. 

As a result, they would need to diver-
sify, especially in line with the trend of 
wealth transfer to the next generation, 
which has high expectations.

“Several regional banks serve SMEs 
and have entrepreneurs as customers,” 
says Liew. 

“If they can provide private banking 
services then they can increase share 
of wallet beyond just their corporate 
banking relationship.” 
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dealing with a negative 
perception
tim nicholls, director of paradigm consulting, explains What steps banks should take 

to tackle negative media and sentiment, along With dented client trust.

Many companies involved in the wealth 
management industry have had to face 
up to a crisis of trust from the wider 
public at some point in recent years.

While an individual client may have 
a strong and meaningful relationship 
with their adviser, damage to the brand 
or the wider perception of reputation 
can undermine even the strongest per-
sonal bonds over time.

“Coverage in the news of mis-selling of 
products has created uncertainty, and 
it seems to be a recurring story in the 
media about wealth managers actively 
assisting tax evasion,” says Tim Nich-
olls, director of Paradigm Consulting, 
and former head of communications, 
Asia Pacific, at HSBC Private Bank. 
“Even one poorly-managed matter can 
undo months or years of good work 
and reputation.”
 

tackling a trust deficit 

Since trust has been at all-time lows 
in the financial sector, how do banks 
tackle a tide of negative media and 
sentiment? “There are plenty of case 
studies of individuals trying to manage 
this and doing more harm than good,” 
says Nicholls. Further, communications 
has got more complex in the interwo-

ven nature of audiences – the media is 
fragmented and suppliers can be cli-
ents, making the segregation of mes-
sages even harder.

But he is optimistic for how wealth 
management can emerge from what 
has generally been a low-point in 
terms of reputation. “With the changes 
occurring in the industry, those who 
engage well have an opportunity to 
come out stronger.”  

And he doesn’t just mean the regula-
tory changes providing comfort to the 
investor base. “Arguably, now more 
than ever, investors need help. Bom-
barded with news across platforms and 
the ‘disruptive’ companies changing fi-
nancial services as well as the client 
user-experience by bringing more and 
more options to a client’s smartphone, 
they are looking for trusted advisers.”

leading by example

According to Nicholls, a chief executive 
or leader has a responsibility to “own” 
the management of reputation, rather 
than delegating it. Some steps he ad-
vises include:

 Planning, with a well-thought out 
strategy to engage stakeholders

Tim Nicholls
 Paradigm Consulting

 Keeping messages smart and sim-
ple, short and honest 

 Ensuring ongoing communication, 
not a single press release 

 Being aware of how to deliver 
messages in the way they’re in-
tended and of which format is best 
for each individual leadership style 

 Taking responsibility for bad news
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evolving the diStriBution 
partnerShip in aSia
as asset management companies continue to build their presence in asia With a 

sharp focus on Wooing Wealth managers, their level of success Will depend on their 

ability to clearly differentiate their offerings and relationships With various 

distribution partners.

Asset management firms from around 
the world are, inevitably, looking to 
ride the Asian wealth wave.

They are building their presence, 
brand and product offering in Asia with 
an eye to expanding distribution capa-
bilities, reach and scale.

But just as growth and profitabil-
ity for wealth managers by no means 
automatically go hand-in-hand, asset 
managers need to focus on certain 
strategies, sectors or other specific ob-
jectives which make sense to the distri-
bution community if they can make the 
most of the opportunity – not just for 
today, but for the foreseeable future.

“Who will be the most successful firms 
will depend on a combination of in-
ternal and external factors, like their 
product offering and their commit-
ment,” says Amy Cho, managing di-
rector and regional head of business 
development for the firm in Asia Pacific 
(ex Japan), Pictet Asset Management.

But while this sounds simple, Asia is 
composed of very different markets 
and local adaption is a must. “There is 
no one standard product or approach 
that will fit all local adaptation needs,” 
says Cho.

building long-term 
partnerships

According to Madeline Ho, head of 
wholesale fund distribution for Asia 
Pacific at Natixis Global Asset Manage-
ment, there are certain things that pri-
vate banks want from asset managers 
today compared with five years ago:

 Having the right products at the 
right time

 Access to just a few managers but 
with broad capabilities and which 

can bring them best-in-class 
through a single access point

 To be able to generate alpha for 
clients through products which 
perform

 The ability to support them locally

Whether at the passive or active end 
of the spectrum, Trevor Chudleigh, 
head of business development at Ful-
lerton Fund Management, interprets 
the main goal for private banks to help 
meet their needs in sourcing the right 
products and delivering investment 

amy cho
pictet asset management

“Who will be the most successful 
firms will depend on a combination 
of internal and external factors, 
like their product offering and 
their commitment”
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performance as finding a good quality 
partner, on the ground, and with good 
quality products.

Being able to meet this need, there-
fore, requires a well-known brand 
across countries and even continents.

To date, Fullerton Fund Management 
has amassed US$10 billion in assets 
under management, split roughly one-
third in equity, one-third in fixed in-
come, 13% in alternatives and the rest 
in balanced products. 

Olivier Pacton, co-head of the private 
bank investment group HSBC Private 
Bank, agrees with the specific focus on 
partnerships. 

“Asset managers spend a lot of time 
understanding our products. We try 
not to think of it as a pure distribution 
relationship, but more of a partner-
ship,” he says.

For example, he explains, the bank 
works together with the asset man-
agers to discuss the form that funds 
should take, and the best way to ap-
proach a particular investment.

Jane Fung, head of funds distribution 
for Principal Global Investors in Asia, 

has a similar way of thinking when se-
lecting distributors to work with. “The 
partners we work with are those where 
we want to build long-term relation-
ships,” she says.

Target distributors for her firm, for 
instance, are those with a clear strat-

paul feeney 
old mutual wealth

“an emphasis on client service 
is our priority for the business 

in the asia region”

egy and good corporate governance, 
but which are not too self-sufficient in 
terms of their own product offering.

While the Old Mutual group, mean-
while, has already had a presence in 
Asia for 20 years, Paul Feeney chief 
executive officer of Old Mutual Wealth, 
says he sees Asia as an amazing op-
portunity in working alongside clients 
to create structures that effectively 
service their needs in both the wealth 
and asset management space. 

“An emphasis on client service is our 
priority for the business in the Asia re-
gion,” he says.

Increasing the penetration of funds in 
Asia will also be a positive outcome of 
a good client experience, adds Ho at 
Natixis Global Asset Management. 

“If an investor has this, they will be 
more likely to invest again.”

Simon hopkins
milltrust

“the industry must step up 
and focus on customer profit”

“the focus on fund passporting is attracting more companies to look 
for a presence in the region.”
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eleanor wan
Bea union investment management

“people remain confident in 
asia’s growth potential and it 
is a good place for long-term 

investment”

trevor chudleigh
fullerton fund management

“the goal for private banks to 
help meet their needs in sourcing 
the right products and delivering 
investment performance is to 
find a good quality partner“

A professional experience means that 
the fund will be professionally man-
aged, she explains. 

“And if the distributor is charging ac-
tive fees, then the manager should 
be managing the portfolio actively, in-
stead of being a benchmark hugger.”

Old Mutual Wealth, for example, has 
also been working closely with its part-
ners on the ground to create such cli-
ent satisfaction. 

In line with this, it entered into a stra-
tegic partnership in mid-2014 with Jar-
dine Lloyd Thompson, one of the larg-
est brokers in Asia.

The aim, says Feeney, is to ensure that 
the distribution of new products is ef-
fective and efficient via the 50 or so 
well-known private banks in Hong Kong 
and Singapore that Old Mutual Wealth 
wants to target.

This strategy is being deployed for the 
firm’s innovative new life cover solu-
tion, the Silk Life Plan, which Feeney 
says has more depth and range than 
any product the firm has launched to 
date in Asia. 

keeping the customer 
focus

However, Simon Hopkins, chief execu-
tive officer of Milltrust International, 
says he has concerns about how the 
asset management industry has been 
evolving. He says he fears that larg-
er players have too much power over 
banks, in terms of marketing budgets 
being too persuasive.

As a result, the more sophisticated and 
boutique offering can get left behind – 
something which Hopkins says is not a 
positive thing for the industry. 

However, he believes that once cus-
tomers realise their investment returns 
are no longer what they are looking 
for, there will be a backlash, leading 
to a rejection of larger names and a 
shift towards boutique asset manag-
ers which generate alpha. He encour-
ages global players to look at some of 
the more successful models in the UK, 
which essentially propose a broader 
offering than a standard banking plat-
form. In short, he explains that the 
industry must step up and focus on 
customer profit.

“the regulatory environment is slowly improving, but each country is 
different and the markets remain very domestic.”
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Jane fung
principal global investors

“target distributors for us 
are those organisations with 

a clear strategy and good 
corporate governance”

madeline ho
natixis global asset management

“for asian fund passporting to 
make sense, the ability to tap 

into larger markets is required to 
provide the economies of scale”

Rather than continually measuring per-
formance against other asset manag-
ers, institutions must measure them-
selves against the market, he adds.

opportunities

Asian fund passporting is one of the 
opportunities which asset managers 
point to as a part of their excitement 
around their wealth management part-
nerships in Asia.

The focus on fund passporting is at-
tracting more companies to look for a 
presence in the region, explains Cho at 
Pictet Asset Management.

“The barriers to entry are reasonable, 
so fund management companies can 
choose a centre to leverage on the rel-
evant passporting regime,” she says. 

Fund passporting would also improve 
the efficiency of the region’s asset 
management industry and provide 
investors with more investment and 
diversification opportunities, higher 
returns and better protection, says 
Andrea Muller, chief executive for Prin-
cipal Global Investors in Asia. “As a 
result, mutual funds could become a 

more important component of retire-
ment planning for investors in Asia,” 
she explains.

For fund passporting to make sense, 
however, Ho says the ability to tap into 
larger markets is required to provide 
the economies of scale. 

“For now, the benefits will be more 
for local managers than international 
managers who are using Luxemburg-
domiciled or Dublin-domiciled funds,” 
she explains.

There also continues to be a lot of 
interest by local clients in Asia. After 
all, people remain confident in Asia’s 
growth potential and it is a good place 
for long-term investment, says Eleanor 
Wan, chief executive officer at BEA 
Union Investment Management.

“Most investors have a home bias, es-
pecially in Asia,” she says. “And as an 
emerging market, there are a lot of un-
tapped areas and developments in the 
region which look solid in comparison 
to other developing markets.”

a challenging environment

Asset managers cannot, however, be 
complacent. “The regulatory environ-
ment is slowly improving, but each 
country is different and the markets 
remain very domestic,” says Muller at 
Principal Global Investors.

That makes it more difficult to create 
a strategy which can be scalable, and 
therefore profitable, she explains.

According to Mark Konyn, chief execu-
tive officer of Cathay Conning Asset 
Management, more effort and atten-
tion also has to be placed on manag-
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ing client expectations in the advisory 
space – and hopefully exceeding them 
– rather than focusing too much on 
transactional fees.

Advice needs to be of a much higher 
quality, he says.

Further, adds Konyn, there are con-
cerns that the talent pool hasn’t nec-
essarily been replenished in the style 
many people would like to have seen.
A lot of competent individuals have left 
the industry post-2007, he says. 

Yet the structures for attracting and 
developing new talent have not neces-
sarily being in place. He explains that 
this is particularly relevant in an envi-
ronment where best-practice standards 
are continually moving forward.

Moreover, as clients continue to get 
more sophisticated, and seek greater 
transparency and advice, the industry 
must implement these higher stan-
dards into how they develop the talent 
of the future.

There is also the potential for technol-
ogy to influence the asset manage-
ment space, seen through the example 
of Alibaba – along with other Chinese 
technology companies – and the resul-
tant unprecedented inflow of funds in 
the past 12 months.

For technology platforms to compete 
against financial services institutions, 
however, Hopkins says there needs to 
be a change in the levels of regulation 
that these platforms are subject to. 

Fee reforms, a global phenomenon, 
and a necessary outcome post-2008, 
are another challenge confronting the 
relationship between distributors and 
asset managers.

While there has been an unwillingness 
to embrace international developments 

in terms of transparency and advice-
based fee models, this is expected to 
change in the near future. 

being targeted 

Part of an asset management firm’s 
ability to different itself is knowing the 
relevant level and type of support to 
each wealth manager.

For the wholesale side of the business 
at Principal Global Investors, for ex-
ample, Fung says the focus is on be-
ing streamlined as a sales team, to be 

“this business is about creating returns, but it is also about creating 
trust. We therefore provide skills to help people explore areas of the 

market or navigate difficulties. communication skills make a 
big difference.”

able to give investment advisers more 
regular support in terms of presenta-
tion materials, in multiple languages, 
which can support them in their con-
versations with end-clients.

“We need to hone in on a few select 
strategies based on what we expect 
to be best-placed to be effective and 
popular with clients, based on the mar-
ket dynamics in the short to medium 
term,” she explains.

There will also be a growing require-
ment over the next few years to be 
able to service the needs of discretion-
ary managers. 

That will involve working more closely 
with these teams which are emerging 
with the various private banks, ex-
plains Fung. 

“This means creating tools and infor-
mation to help them provide structured 
advice to their clients.”

From a technology perspective, a bet-
ter-resourced and structured portal 
would enable them find and access the 
information they need, she says. 

“For example, funds and strategies 
need more detailed explanations, to 
clarify any differences. 

So for our multi-boutique approach, 
we need to make clear what we have 
on offer, and update clients on the in-

dividual strategies. This includes the 
portfolio concentration,” she adds.

Beyond the wealth managers them-
selves, there is a lot of scope for asset 
managers to provide more value-add 
to end-clients – besides only product 
performance.

“Our ability to communicate to end-cli-
ents is an important part of our value 
proposition,” explains Michael Thomp-
son, head of wealth management, Asia 
(ex-Japan), PIMCO. 

“This business is about creating re-
turns, but it is also about creating 
trust,” says Thompson. ”We therefore 
provide skills to help people explore 
areas of the market or navigate diffi-
culties. Communication skills make a 
big difference.” 
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why client onBoarding needS 
to Be automated
mark buesser, chief executive officer of imtf, explains the value of automated and 

consistent processes to help banks overcome the challenges of the client onboarding 

process in Wealth management.

One of the biggest ongoing challenges 
banks face today is how to cope with 
increased complexity due to additional 
and changing regulatory policies.

This is being felt in particular at the cli-
ent onboarding stage within the wealth 
management business.

A lot of data, documents and signa-
tures are required from the client, 
while the whole process has to be com-
pliant with all regulatory requirements 
(KYC, FATCA, MiFID, suitability, etc).

“The response must be to strive for 
higher efficiency and to proactively 
ensure a positive customer experi-
ence, especially during this first part 
of what is effectively a ‘sales’ phase,” 
says Mark Buesser, chief executive of-
ficer of IMTF.

Consistency and automation, there-
fore, is the way forward, he explains.

consistent processes

Whether onboarding is guided by an 
individual relationship manager (RM) 
or is done in a self-service way in the 
case of an online bank, the process is 
basically the same. 

“The same data is required from the 
client and the same documents and 
forms, etc have to be produced and 
signed to make it to a valid contract,” 
explains Buesser.

And in the background, the same com-
pliance verifications and checks, such 
as KYC, risk-ratings and PEP-checks, 
need to happen, he adds. Even the 
user interface, adapted to each bank’s 
corporate identity, must be similar, in-
cluding guidance and advisory infor-
mation in both cases. 

The only differences are with respect 
to client identification and (digital) sig-
natures, but proven and automated in 
both cases. 

Workflow and case management in the 
back office are identical.

reducing errors 

Consistency can also help alleviate the 
high error rates that form the main ob-
stacle to efficiency in today’s onboard-
ing processes. 

Such errors happen, explains Buesser, 
due to the lack of respect for manda-
tory steps, data and documents. And 

Mark Buesser
IMTF

with regard to cross-border onboard-
ing, he says the complexity becomes 
too large for any individual to be ex-
pected to fully stick to the rules. 

“This is where an automated and single 
process comes in,” he says, “to be able 
to dramatically reduce these errors and 
increase efficiency, as well as reduce 
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the time needed for the onboarding,” 
explains Buesser.

In his view, next-generation client on-
boarding solutions should cover, end-
to-end, all functions in one rules-based 
application to support the entire rela-
tionship opening workflow. 

“RMs, clients and back-office staff need 
to be completely guided through the 
whole process,” he explains. “A rules 
engine must ensure the right data is 
captured and the right documents – 
such as pre-filled forms, contracts and 
welcome letters – are produced, signed 
and returned to the bank and more.”
 

generating contracts 
automatically

Once all data is captured and verified, 
Buesser says that the most effective 
solution for the client onboarding pro-
cess would be to automatically gener-
ate all contracting documents. 

Going one step further, the signature 
of the client and the RM should be 
captured electronically, for example 
on a tablet, plus be fully compliant 

with data privacy laws such as those 
in Singapore, he adds. “At the end of 
the process, a client should receive an 
individualised welcome package, au-
tomatically generated, with no further 
signatures needed.”

taking automation one 
step further

A key objective for banks should also 
be the automation of risk-rating and 
suitability checks, via a rules-based 
and integrated application. “A power-
ful and highly-flexible rules engine can 
provide a full set of KYC and due dili-
gence functions and actions to ensure 
secure identification, good data and 
complete compliance,” says Buesser.

If this rules engine is integrated with an 
onboarding interface, he explains, then 
the entered data can be immediately 
checked in the background against any 
internal or external white-list, embargo 
list or PEP list, for example. 

“This provides an evaluation in real-
time and instant interaction for en-
hanced due diligence and undesirable 
clients,” he adds. 

Fully-automated 
onboarding
 

Through ICOS, IMTF offers a fully-

automated onboarding solution that 

provides a single point for capturing 

all data, documents and signatures, 

explains Mark Buesser.

The capturing process can be done on 

any device or channel – PC, tablet, 

web – and in any language, he says. 

“The process is guided and intuitive, 

which makes it very effective and 

reduces errors and the workload. It 

is built as a dynamic, rules-based 

and context-sensitive questionnaire 

with only the relevant questions and 

information visible.”

The solution also allows the 

convenient capturing of passport, 

ID and pictures, and comes with an 

integrated business card and ID card 

reader, enabling the recording of the 

basic customer data with one click.

Switzerland | Singapore | UAE | Germany | Austria

IMTF Banking Software Pte. Ltd. | 10 Anson road, #34-16 International Plaza | Singapore 079903 | Phone: +65 6735 6150

Next Generation Client Onboarding

Financial institutions are facing new challenges with the growth 
in business volume and the increasing regulatory requirements.

ICOS, the Automated Client Onboarding solution from IMTF 
enables financial institutions to automate the onboarding 
process, while providing complete compliance with regulations.

•   Seamless onboarding from (tablet) capturing to client welcome package

•   Structured and guided for every type of account opening

•   Ensured regulatory compliance - KYC, FATCA, MiFiD, etc.

•   Digital Bank: paperless and highly personalized

•   Multi device, multi language, multi channel, 
     multi jurisdiction

Software, Services and Best Practices
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how maturity and commitment 
will meet aSia’S talent needS
according to peter flavel, chief executive officer of j.p. morgan private Wealth 

management in asia, a team-based approach is the most realistic Way that 

institutions servicing the higher end of the Wealth spectrum can make up for the 

lack of experienced bankers. by combining this With targeted training and hiring, 

firms can go some Way toWards plugging the talent gap.

Despite already significant growth in 
the US$10 million to US$30 million 
segment in Asia, Peter Flavel, chief ex-
ecutive officer of J.P. Morgan Private 
Wealth Management in Asia, the high 
net worth business of J.P. Morgan Pri-
vate Bank which targets this group of 
clients, is expecting more.

His priority – similar to that of his 
counterparts – is bringing more of that 
wealth within the private banks.

One stumbling block is the fact that 
some of this wealth is inevitably used 
for holding on deposit or within other 
parts of a client’s consumer bank. But, 
says Flavel, there is also a lack of sup-
ply of wealth managers to attract these 
types of clients.

“We try to overcome with this challenge 
by adopting a model where, while the 
banker is accountable and responsible 
for the quality of advice they give to 
the client, they deliver this through a 
group of people who are on the team,” 
he explains.
 

broadening the talent pool

The J.P. Morgan way doesn’t mean a 
group of specialists which the banker 

selects, but a team of relevant people 
based on an institutionalised approach.

Bankers who understand this approach 
realise that they look better, and can 
provide better advice, by partnering 
with experienced individuals more spe-
cialised than them in certain areas, 
and therefore who add value to a cli-
ent, says Flavel. “It is clear that every-
one benefits from this approach. Plus, 
it enables the bankers to focus on their 
specific role, rather than trying to be 
an expert in all areas.”

Yet this is a model only really viable 
with clients of a certain wealth, given 
that it is inevitably more expensive for 
the bank to run because there are more 
resources allocated to each client.
 
There are two other ways for banks 
like J.P. Morgan to boost headcount of 
competent bankers and advisers. 

The first, says Flavel, is via the bank’s 
three-year analyst and associate pro-
grammes. “I would like to think that 
this is the most significant way in 
which we will grow our future bankers 
and advisers. Not many organisations 
like us have the same commitment to 
training, given the cost and the long-
term nature of the view required.”

Peter Flavel
J.P. Morgan Private Bank

The second avenue is to hire more ma-
ture financial services practitioners. A 
lot of successful private bankers, for 
example, have been commercial bank-
ers for 10 years or so, explains Flavel. 
“They know about account manage-
ment plus they understand balance 
sheets, credit, and other key aspects 
of finance as a great starting point.” 



how maturity and commitment 
will meet aSia’S talent needS

Vermilion Reporting Suite (VRS) is designed to deliver 
accurate, flexible and scalable client reports and 
communications to your clients.
 
This empowers client service professionals to deliver 
multi-lingual, graphical, marketing-quality reports.
 
VRS is a one-stop, browser-based solution 
designed to address all critical business issues 
within the client reporting cycle.

The market-leading automated, 
end-to-end client reporting 
and communications solution
for your business

The Vermilion Solution

Fully automated client reporting

Ranging from high-touch, 
low-volume to low-touch, 
high-volume

For consistent branding across 
flexible reporting formats, 
including Excel Work PowerPoint

Available as a hosted service or 
an in-house installation

London - Europe HQ

Vermilion Software Ltd

1 Carey Lane 

London, EC2V 8AE 

England 

Sales: +44 (0) 207 234 3070 

Boston - US

Vermilion Software Inc

100 Franklin Street, Suite 302

Boston, MA 02110

USA

Sales: +1 617 279 0799

Singapore

Vermilion Software PTE Ltd

8 Marina View 

Asia Square Tower 1, Level 07-04 

Singapore 018960

Sales: +65 6407 1060
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finding the right way to grow

Wealth managers trying to make an impression on an ultra-Wealthy client can only be 

successful if they use the intelligence they have on that individual in a methodical 

and targeted Way, says mykolas rambus, chief executive officer of Wealth-x.

Having access to data and a few inter-
esting insights about an ultra high net 
worth (UHNW) individual is certainly a 
step in the right direction for private 
wealth managers looking to grow their 
book of business.

But data for data’s sake is not enough 
to be useful in the way such clients 
want and need to be serviced. Data 
with meaning is more useful still. But 
data with meaning plus a strategy is 
what advisers should strive to achieve.

wealth managers around world, we 
can identify the leading practices that 
these individuals and organisations 
need to apply to systematically grow 
and succeed,” explains chief executive 
officer Mykolas Rambus.

It is a kind of intelligence with focus. 
Not a scatter-gun approach based on a 
numbers game. Details about wealth, 
income, passions, philanthropic in-
terests, affiliations, politics, advisers, 
families and biographies only go so far.
 

Mykolas Rambus 
Wealth-X

Asia, they didn’t tend to have a clear 
or convincing marketing and sales 
strategy. Yet they were spending tens 
of thousands of dollars on advertising 
and client events, for example, even 
though these were not focused on a 
target client as such and didn’t contrib-
ute to the revenue of the firm.”

“When i talked to many private banks and multi-family offices 
three years ago, especially in asia, they didn’t tend to have a clear 

or convincing marketing and sales strategy. yet they were spending 
tens of thousands of dollars on advertising and client events.”

While Wealth-X is renowned for its 
collection of curated research on the 
ultra-wealthy, with net assets of US$30 
million and above, what it offers can 
only be effective for prospecting if ap-
plied strategically.

“Based on a vantage point as a result 
of working with thousands of private 

targeted marketing

For Rambus, the excitement and sat-
isfaction comes when he can match a 
relationship manager (RM) to his or 
her ideal UHNW client. “When I talked 
to many private banks and multi-family 
offices three years ago, especially in 
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At its simplest level, most organisa-
tions were unable to articulate who 
their perfect client was. 

“We would ask them to explain who 
they wanted to work with, who they 
believed was right for them in terms of 
their own company and brand, as well 
as their products and services, and 
what they thought was the best way to 
match their advisers to these groups 
of clients,” says Rambus. 

In turn, that created a lot of inefficien-
cy and wastage in the client acquisi-
tion and development process.

Things have changed to some extent, 
and are continuing to do so.

“We try to help anyone who is working 
with the ultra-affluent – financial in-
stitutions, not-for-profit organisations 
and luxury brands – to match-make,” 
says Rambus. “We can help them find 
this needle in a haystack.”

finding the perfect client

The objective with every interaction 
between an RM and an UHNW prospect 
should be to identify the right individ-
ual, engage them and build a trusted 
relationship. No time or energy should 
be spent on individuals who are not a 
fit for the organisation or individual 
adviser; they will just be a distraction.

“If an RM is more naturally aligned, 
and likely to be successful, with just 
five or 10 prospects, then it is better 
for them to only focus on that small 
group” says Rambus.

To make this happen requires a com-
mitment by the organisation and RM 
alike, he adds. 

That starts with them avoiding the 
urge to simply follow their competitors 
by adopting a broad-brush approach to 

marketing and advertising. Once insti-
tutions have identified the ideal type 
of client, they then need to develop a 
specific way to target them. 

“This doesn’t mean arranging another 
golf outing, or smart dinner,” he says.
Instead, he explains, they need to cre-
ate a more emotional reaction from 
these prospective clients to the organ-
isation’s brand and offering.

Rambus says that the RM must find a 
point of connection. 

That might be in terms of a club, mu-
tual acquaintance, family member, 
hobby, or other aspect of the pros-
pect’s lives.

“They need to be able to find a way 
in, but also to then provide a different 
experience for the client,” says Ram-
bus, “given that this individual should 
now have been pre-selected and pre-
screened to match what the institution 
and RM are trying to offer.”

looking closer to home

Being focused in the prospecting pro-
cess also means knowing where to look 
for new business.

“Many organisations make the mistake 
of looking outside the firm for new cli-
ents before they look at their own da-
tabase,” says Rambus. 

Yet this often misses several thou-
sands of records, at least for large 
banks with a retail presence and other 
lines of business. “These are all people 
with whom the bank would have done 
business with in the past, but those in-
dividuals might not before have been 
identified as billionaires who were be-
ing under-serviced,” says Rambus.

By segmenting and screening clients 
based on their wealth or other criteria, 
RMs can discover valuable names in 
their own databases to be able to pur-
sue as high-value leads, he explains.
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Another invaluable but often under-
utilised source of clients are referrals.

“This accounts for a vast amount of 
business done with UHNW clients,” 
says Rambus.

The way that RMs have approached 
referrals before, however, has been or-
ganic and inefficient. 

“If someone asks you something 
like ‘do you have anyone you think 
we should be talking to, or who you 
would like to refer’, then most of the 
time it is difficult to think of some-
one,” he says.

“But when people ask a similar ques-
tion in a direct way, the outcome is 
different,” he adds.

of information which might be avail-
able to an RM, the importance of due 
diligence cannot be overlooked. Too 
many RMs spend time with prospects 
who are not yet pre-cleared by the 
compliance team, says Rambus. 

This might involve anything from six to 
18 months in wooing an ultra-wealthy 
individual who the organisation cannot 
on-board anyway.

An essential element, therefore, is 
wealth verification. That is at the core 
of the KYC process for wealth manag-
ers and is a separate and distinct pro-
cess from negative news verification. 

“The UHNW population, whose wealth 
can correspond to innate customer 
risk, is increasingly under scrutiny for 

Key features of Wealth-X 
Diligence (WXD)
 

 With WXD, clients can enjoy 

a single view of their UHNW 

clients by combining wealth 

analysis with other essential 

 KYC checks

 WXD reveals the individual’s 

source of wealth, underpinned by 

Wealth-X’s proprietary valuation 

methodology

 It provides detailed information 

on PEP status, sanctions, 

significant litigation, and any 

other adverse information such 

as the vulnerability to dealing 

with proceeds of crime

 It enables clients to properly 

understand social and 

business networks through the 

characterisation of PEP and 

known associate relationships.

“the uhnW population, whose wealth can correspond 
to innate customer risk, is increasingly under scrutiny 

for source of wealth details, tax transparency 
and disclosure.”

For example, an RM could say instead: 
“I’m going to be in Shanghai next 
week, and I would love to meet some-
one in XYZ industry. Is there anyone 
you know and can recommend?” 

Doing their homework and being aware 
of the connections of the client they 
are talking to, is going to lead to a re-
ferral for an RM in 90% of cases, says 
Rambus, rather than 10% by adopting 
a generalist approach.

doing the right due 
diligence

While best practices, good habits and 
discipline are critical components of a 
prospecting strategy to make the most 

source of wealth details, tax transpar-
ency and disclosure,” says Rambus.

Only by quantifying wealth can RMs 
hope to interrogate transactions both 
individually – by comparing with in-
vestible assets – and in aggregate.

According to Rambus, the solution is to 
bring together wealth intelligence and 
KYC to enable businesses to meet com-
pliance needs and mitigate risk.

In reality, he says, the Wealth-X Dili-
gence (WXD) product, launched in 
mid-2014, provides organisations with 
enhanced dossiers on UHNW individu-
als, detailing their source of wealth, 
significant litigation or sanctions, po-
litical inclinations and connections, 

wealth breakdown and analysis, busi-
ness activities and asset holdings. 

It also incorporates the elements of 
anti-money laundering and anti-brib-
ery and corruption checks, to ensure 
that clients discharge their regulatory 
responsibilities and also understand 
any risks that may present themselves 
when dealing with a given UHNW indi-
vidual and/or their known business or 
other associates.

“The worst thing that can happen for 
an RM,” says Rambus, “is to spend time 
prospecting an UHNW individual who 
might look like a great fit, but who will 
not pass the compliance checks.” 

For the organisation, this means wast-
ed dollars in sales and marketing. 
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iS Singapore the go-to marKet
for talent development?
according to dr francis koh of the singapore management university, singapore has 

put in place the ingredients to be the go-to place to help address asia’s shortfall in 

terms of Wealth management talent.

Local private banks in Asia have a lot 
to look forward to as the flurry of com-
pliance-led mandates limit the extent 
of offshore private banking, and as the 
growing numbers of wealthy in Asia re-
quire more attention.
 
“Following Switzerland, Singapore will 
become more important as an onshore 
banking centre, too,” says Dr Francis 
Koh, professor of finance (practice) 
at the Singapore Management Uni-
versity (SMU), and concurrently vice 
provost (special projects) and director 
of the MSc in Wealth Management Pro-
gramme. “As many wealthy clients re-
side in Singapore, onshore will become 
more important.” 

However, before those institutions with 
domestically-focused businesses can 
map out their strategy, they need to 
overcome an obvious stumbling block 
– a limited supply of talent.

Koh says that applies both to hard and 
soft skills, ranging from knowledge and 
experience in terms of serving clients 
effectively, meeting compliance man-
dates, and achieving performance. 

To address these shortcomings, he 
points to the various training pro-
grammes and educational initiatives 

which have been developed in Singa-
pore, as part of the industry’s bid to 
position itself as the regional wealth 
hub – and in turn, a solution to the 
training shortfall.

asian hub

Singapore has for many decades been 
an Asian hub of some sort, ranging 
from export/import trading to finan-
cial services. And, as Koh explains, it 
is no stranger to providing services to 
neighboring countries and training pro-
fessionals from them. 

From a private banking perspective, 
Singapore’s role as a regional centre 
stemmed from a desire by clients to lo-
cate their assets there as a safe haven. 
Yet that wasn’t just for tax reasons; 
it was also because of its sound legal 
system, developed infrastructure and 
high levels of service. 

In recent years, Singapore has also 
honed the expertise and experience 
at its fingertips to create a culture of 
training and education for profession-
als working with the industry.

And this isn’t just to enhance the compe-
tency of local practitioners. Banks from 

Francis Koh
 Singapore Management University

across Asia send staff to programmes 
run by SMU and other institutions.

The aim, says Koh, is that when those 
individuals return to their countries to 
help build private banking business-
es at their own organisations, they 
can also better educate clients about 
wealth management services.
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Via university and post-graduate 
courses dedicated to the various skills 
and knowledge required to work within 
wealth management and private bank-
ing, and combined with the regional 
training centres set up and run locally 
by leading global banks, Singapore has 
tried to position itself to plug the tal-
ent gap.

Koh says that the resources and infra-
structure are in place to be able to de-
velop the soft skills that industry prac-
titioners need. 

These include, for example, connecting 
with clients, understanding their needs 
and offering suitable solutions.

In addition, through courses run by SMU 
in particular, he adds that there is a lot 
of focus on delivering hard skills, too. 

Koh is proud of SMU’s role in driving 
the development of talent in Singapore 
and further afield. And in particular, in 
line with the emerging needs of Asia’s 
wealthy, he explains that the Univer-
sity has been creating relevant pro-
grammes accordingly.
 

catering to business-
oWning families

For example, given the increase in 
inter-generational wealth transfer and 
planning for the next generation, SMU 
established the Business Families Insti-
tute in 2012.

The goal, explains Koh, is to educate 
practitioners to guide and advise busi-
ness-owning families in developing, 
harnessing and leveraging their family 
and financial capital across genera-
tions, to perpetuate an enduring family 
legacy within their communities.

“Succession planning is important,” he 
says. “Being able to manage family 
wealth and their businesses, and the 
role of family offices, are growing ar-
eas for private banks.” 

meeting information 
technology needs

SMU has also responded to the digital 
revolution with its offering, adds Koh. 

Already recognised internationally for 
its innovative research and educa-
tion, SMU’s information system pro-
grammes are run in partnership with 
both government and private compa-
nies in the data analysis field. 

For the private banking industry, indi-
viduals with the right skills to analyse 
and process client data can add value 
to institutions by enabling them to 
cross-reference investment patterns, 
in turn learning more about their be-
haviour and how to better serve them. 
“All banks have useful data, but they 
might not have the time, tools or ex-
pertise to analyse them. Business an-
alytics will be able to help,” says Koh. 

catering to all tastes

Ultimately, for fresh graduates, Koh 
says they should view wealth man-
agement like the medical profession.
“You can be a general practitioner or 
a specialist, it depends on your in-
terests,” he says. “People can do a 
degree in different fields and end up 
as wealth managers.” 
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why BanKS muSt inveSt in 
learning and development
investment in learning and development can create a real competitive advantage for 

organisations, and shouldn’t just be seen as a box-ticking exercise, says nick pollard, 

head of international learning and professional development at coutts.

It is a myth that the real differentiator 
for a private bank is linked to product, 
platform or technology. Indeed, these 
are relatively easy parts of the busi-
ness to replicate. But the reality is that 
the one thing which is always unique 
about any organisation is its people.

“Having a reputation for having great 
people creates a significant competitive 
advantage,” says Nick Pollard, head of 
international learning and professional 
development at Coutts. “Deciding not 
to invest in the skill-sets of your peo-
ple for three years, for example, would 
be like deciding not to create any new 
product, during that timeframe.”

There is a positive knock-on effect in 
the eyes of clients, too. “Clients want 
to deal with organisations which are 
safe and whose reputation is intact,” 
he adds. “They want to deal with pro-
fessionals, who are interested in them 
and their businesses, and who are in-
teresting people themselves, to be able 
to form the bond of trust that is key to 
any successful relationship.”
 

a shift in mind-set

While there is a reasonable level of 
understanding among practitioners in 
Asia about products, the shortfall is 

more obvious when it comes to their 
ability to have a conversation about 
those products and how they fit within 
an individual’s risk appetite. “And un-
less banks are prepared to commit to 
changing that, it isn’t possible to im-
prove the situation”, says Pollard.

That becomes ever-more important 
as the regulatory environment gets 
tougher. “The execution around the 
advisory process is critical,” he says.

a neW approach

The approach to building the talent 
pipeline in Asian private banking to 
date has consisted of hiring advisers 
who firms believe have a proven track 
record and a large book of business, 
and then paying them more to move.

Yet this is ineffective for many reasons 
– not least because with every year 
that passes, the client assets that an 
adviser can actually bring with them 
falls. “The economics of resourcing 
through hiring will become too costly 
for many competitors to survive,” ex-
plains Pollard.

To buck the trend, he says the ap-
proach must be to think about the ca-
reer development of existing staff, as 

Nick Pollard
Coutts

well as to bring in people at a young-
er age and then train them in-house.
These factors also help as part of the 
strategy to retaining promising talent, 
adds Pollard.

“The thinking of many institutions 
about the benefits to all parties is too 
short term,” he says. “They don’t look 
enough at how to nurture talent.”  
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fundinfo is a pioneer in the investment fund 
business and has been promoting greater 
transparency and efficiency in the European 
and Asian fund and ETF markets since 2005. 

Headquartered in Switzerland fundinfo has 
offices in Singapore and Hong Kong.  

 

Advantages for fund houses 

fundinfo acts as a document warehouse for 
fund houses for all fund documents and as a 
single point of entry for rapid and efficient 
distribution to public financial and fund 
platforms, banks, IFAs and retail investors.  

In addition to strong sales and distribution 
support, fundinfo represents a new 
supplement to the traditional forms of 
advertising (i.e. advertisement, fund listing or 
online banners) as fundinfo publishes the 
original documents of fund houses on a large 
number of financial information platforms, 
thereby increasing the funds’ visibility. 

Furthermore, fundinfo is a unique, cost-
effective cross-border publication platform for 
mandatory publications (fund prices, tax data 
and legal announcements) in the Internet. 

Detailed access and user statistics (updated on 
a daily basis) provide the fund house with the 
necessary transparency. 

 

 Advantages for fund distributors 

fundinfo’s Fund Document Service is a 
customised service for institutional clients such 
as banks, IFA platforms or insurance companies 
which goes beyond fundinfo‘s normal services 
on its own website. 

The content is made available to clients via http 
links which can be embedded into the tools and 
workflow of the product team, relationship 
manager or end investors. (e.g. Excel 
documents, intranet sites, core banking 
platform internet and e-banking portals). 

Employees and clients will no longer have to 
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procurement, management and distribution of 
fund documents, videos or ratings. 

 

Facts and Figures 
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fund houses in Europe and Asia. 

More than 100 partners have outsourced the 
collection of fund documents, videos and 
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downloads per month. 
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a new way to BanK china’S 
wealthy
alan luk, head of private banking and trust services at hang seng bank, discusses 

his plans to optimise his offering – Which Will at the same time help him to tap 

opportunities from the groWing number of Wealthy chinese banking in hong kong.

Hang Seng Bank, like many other Asian 
banking brands, is building a private 
wealth business off the back of its con-
sumer banking franchise. 

This approach of segmenting individu-
als with investable assets equivalent to 
US$1 million or more means the bank 
can do more with this already-large – 
and growing – pool of customers. 

Yet this presents its own challenges. 
“The essence of consumer banking is 
about commoditisation, making sure 
the platform is as standardised as pos-
sible and that compliance mandates 
are fulfilled,” says Alan Luk, head of 
private banking and trust services at 
Hang Seng Bank. “However, private 
banking customers often want tailor-
made products, so another round of 
due diligence needs to be done.”

An increasingly appealing way to avoid 
such a duplication of time and effort is 
to bring discretionary mandates to the 
portfolio construction process for these 
clients. While a relatively new concept 
in Asia, Luk thinks it has potential.

Plus, it ties into his strategy to access 
the ever-larger number of high net 
worth individuals coming from main-
land China to bank in Hong Kong.
 

a Win-Win solution

In Luk’s opinion, Chinese clients are 
well prepared to embrace this model.

In comparison with markets like Hong 
Kong and Taiwan, where younger 
generations who have been educated 
overseas have often been exposed to 
discretionary portfolio management 
(DPM) models, the wealth in mainland 
China is much newer, held typically by 
40-year olds focused on wealth cre-
ation by growing their businesses.

But there is a growing realisation 
among them that they need to manage 
it properly also.

Discretionary mandates also serve the 
needs of the clients amid a tightened 
regulatory environment in relation to 
executing individual transactions.

For example, explains Luk, with due 
diligence taking longer than ever be-
fore, managing portfolios on a discre-
tionary basis, therefore, can better 
serve customers’ needs, he says.
 
To date, Hang Seng Bank has seen 
success in attracting wealthy Chinese 
ethnic families through referrals. Luk 

Alan Luk
  Hang Seng Bank

says the bank is also finding other ways 
to acquire new customers, including 
through immigration agents. 

“Those mainland Chinese who want to 
emigrate to Hong Kong have to invest 
HK$10 million,” he explains, “and once 
they register with the government, 
they will have to find a bank.” 
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the goldman SachS approach 
to SucceSS in china
china is clearly a Wealth management sWeet-spot of the future. While it has alWays 

been a key market for goldman sachs in corporate and investment banking to date, 

ron lee, head of private Wealth management for the bank in asia pacific, explains the 

increasing focus on leveraging that access to drive groWth for his business.

A bank with the kind of track record of 
Goldman Sachs in the development of 
China’s capital markets is clearly well-
placed to tap this experience, access 
and contact base for other lucrative 
segments of the market. 

And wealth management is one of the 
most alluring.

“For us, China is filled with lots of op-
portunities,” says Ron Lee, head of pri-
vate wealth management for Goldman 
Sachs in Asia Pacific. 

And he is confident that the direction 
and strategy in the wealth space is dif-
ferent from the approach his competi-
tors are taking.

creating a successful 
franchise in china 

In short, opportunities come through 
the private wealth channel. 

Lee and his team then give these cli-
ents the access they seek to the exper-
tise of the overall bank’s offering.

“From the client’s perspective, we are 
acting as a unit to wealthy individu-
als, whether in managing their wealth 
or in helping construct a portfolio ap-
propriate to their risk and return ap-
petite, or in giving them access to our 
deal-making capabilities,” he explains. 
In practice, this means access to pri- Ron Lee

Goldman Sachs

“In China we represent a unit through 
which the rest of the firm can access 
wealthy individuals in the country,” 
says Lee.

For example, he explains, the private 
wealth management division was re-
cently able to connect another unit of 

“the business i would like to be similar to when the asian 
offering matures is the goldman sachs us private wealth 

management business.”

“The business I would like to be similar 
to when the Asian offering matures is 
the Goldman Sachs US private wealth 
management business,” says Lee. 

vate equity opportunities, to the firm’s 
investment banking platform, and to 
cutting-edge trading ideas. This con-
nectivity applies internally, too. 
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It also shows the movement towards a 
value proposition based on being able 
to demonstrate its role as what he de-
scribes as a “trusted adviser”.

conducive market 
conditions

Moving to a more discretionary ap-
proach for its Asian clients has been a 
notable achievement.

When Lee joined the division, he says 
it was almost unheard of for a Chinese 
investor to be open to considering high 
single-digit returns via a diversified 
portfolio of financial investments. They 
would instead want to invest in their 
businesses with the objective of com-
pound annual growth rates of 30% to 
40%, he explains.

There was also a view in the post-2008 
environment, he adds, that staying in 
RMB was probably far safer than US 
dollar investments.

Yet these same investors look at the 
world differently now. “The trade-off 
between having a diversified portfolio 
of financial investments is much less 
than it used to be,” he adds. 

“The broad consensus is that the RMB 
is more likely to depreciate than appre-
ciate over the medium term.”

Goldman Sachs with a Chinese private 
wealth client over a property transac-
tion in Tokyo.

an evolving value 
proposition

The revenue model for Goldman Sachs’ 
private wealth business in the US is 
comprised of approximately 10% bro-
kerage and 90% discretionary, and has 
reached a scale which is yet to happen 
in Asia. 

It is because of this scale that Lee says 
the platform is more developed, as is 
the talent pool, which has grown in-
house and more clearly understands 
the firm’s value proposition.

Lee’s unit, by contrast, has evolved 
over the past three years since he 
joined from the 90:10 ratio, and is now 
split roughly evenly between broker-
age and discretionary.

The rise of the fee-based component 
and discretionary activity has come, 
he explains, as a result of the post-
2008 combination of lower leverage, 
a tighter regulatory environment and 
dampened investor risk appetite. “This 
has been an organic process, which 
was based on us favouring growth 
first, and the mix of revenue second,” 
explains Lee.

Leveraging the firm

The private wealth advisers and 

investment professionals are focused 

on coordinating the resources of the 

division and the firm to:

 Help clients develop wealth 

and investment management 

strategies to match their goals 

and risk tolerance levels

 Identify investment opportunities 

to help clients reach their 

objectives

 Leverage the bank’s execution 

capabilities and provide attentive 

client service

 Introduce clients, where 

appropriate, to the broader 

network and resources of 

Goldman Sachs

Further, for a lot of ultra high net worth 
individuals, they say China has gone 
from feeling like a safe place to oper-
ate to one where there is more inse-
curity, explains Lee. Such changes, he 
says, are positive for the wealth man-
agement industry in general, and for 
his business ambitions in particular. 
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carving a path to Serving 
chineSe hnw clientS
as many foreign banks strive to build relevant private banking offerings to meet 

the offshore needs of clients from mainland china, it is the hong kong based chinese 

institutions Which are potentially better-equipped to serve this groWing segment 

of potential customers, says helen kan, executive director, alternate chief executive 

officer and group head of personal & business banking at china citic bank international.

Thanks to the gradual opening up of 
China’s financial markets, institutions 
such as China CITIC Bank Internation-
al (CNCBI) can be increasingly relevant 
to mainland clients by leveraging the 
combination of their parent banks’ on-
shore operations with their Hong Kong 
business to offer offshore accessibility.

“Customers in mainland China are 
looking for diversification,” says Helen 
Kan, executive director, alternate chief 
executive officer and group head of 
personal & business banking at CNCBI, 
the offshore commercial banking arm 
of China CITIC Bank (CNCB). “Our rela-
tionship with our parent bank enables 
us to penetrate this segment.”

According to Kan, serving mainland 
customers’ offshore banking needs 
calls for a good understanding of their 
mindset and cultural attributes at the 
bank from top management to front-
line relationship manager levels. She 
believes CNCBI is uniquely positioned 
with this advantage over other foreign 
banks and local players.
 

smooth onboarding

Wealthy mainland Chinese individu-
als looking to open banking accounts 

in Hong Kong can do so by means of 
an account-opening witness service via 
designated personnel at CNCB in Chi-
na. With proper documentation, clients 
will then have a face-to-face meeting 
with CNCBI in Hong Kong to complete 
the process. 

Those clients who deposit HK$1 million 
or more are part of the CITICfirst pro-
gramme, which enables them to invest 
in the Hong Kong financial markets. For 
clients with US$1 million-plus, CNCBI 
provides private banking services and 
a wealth of tailored solutions.
 

diversification

The aspirations of most mainland 
Chinese investors for portfolio diver-
sification can be fulfilled by a wide 
spectrum of investment opportunities 
in Hong Kong, both in terms of asset 
class and geographical perspective. 
Further, there is growing interest in 
life insurance, says Kan. “Clients want 
wealth preservation, accumulation and 
increased protection.”

Another investment angle sought af-
ter by these clients is the immigration 
route. Clients are able to apply for the 
Capital Investment Entrant Scheme if 

they invest HK$10 million or above in 
the local market, she remarks.

Going forward, Kan predicts the range 
of RMB products will increase and pro-
vide more growth opportunities to both 
banking institutions and clients. “This 
provides ample opportunity to all play-
ers in wealth management.” 

Helen Kan
 China CITIC Bank International
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the role of offShore 
JuriSdictionS in the prc
kristian Wilson, a senior associate in the singapore office of bedell cristin, looks 

at some of the drivers for offshore jurisdictions such as the british virgin islands 

(bvi) to play such a significant role in structuring foreign direct investment (fdi) 

into and out of the people’s republic of china (prc).

The BVI is the fourth-largest recipient 
of global FDI inflows (receiving US$92 
billion in 2013) and the second-largest 
investor in the PRC, providing US$10.4 
billion, or 9.1%, of inward FDI into the 
PRC in 2010.

But why is a small island located in the 
Caribbean both a significant recipient 
of global FDI and a leading contributor 
of FDI into the PRC?

Many observers have tried to answer 
this question by suggesting that off-
shore jurisdictions are used in the PRC 
to avoid taxes and to enable the round-
tripping of funds. That is a process 
whereby funds are routed offshore to 
return to the PRC as “foreign” capital 
and therefore allow PRC companies to 
utilise certain tax and legal advantages 
given to foreign investors. 

However, these arguments are built 
on faulty analysis and poor data and 
fail to look at the wider picture. Re-
cent Chinese legal developments have 
restricted the ability of Chinese enter-
prises to round-trip funds.

However, despite the implementation 
of these restrictions on round-trip in-
vestments, the popularity of the BVI 
has continued to grow. 

This suggests that there are other more 
important drivers behind the popularity 
of this jurisdiction.
 

legal, economic and 
political context

To understand what has led to the pop-
ularity of BVI companies in the PRC, it 
is important to look at the legal, eco-
nomic and political context which gave 
rise to the use of offshore jurisdictions. 

The PRC has been in a continual state 
of development, opening up to the 
world and moving towards a more 
market-oriented system. This led to 
the PRC experimenting with different 
legal and economic regimes, such as 
the special economic zones, which op-
erated with different tax and regula-
tory regimes to the rest of the PRC. 

Moving offshore was simply an exten-
sion of the same concept.

Similarly, with the move to a more 
market-based system, the PRC was left 
with inadequate corporate laws that 
were not well suited to modern inter-
national commerce. As a result, the 
BVI was frequently used by PRC enter-
prises as a means to overcome legal 

Kristian Wilson
 Bedell Cristin

and regulatory deficiencies in the Chi-
nese legal system.

The BVI was a natural choice for Chi-
nese investors given it was a common-
law jurisdiction with a modern com-
mercial court whose ultimate court of 
appeal was the Privy Council in Lon-
don. As a result, the BVI offered legal 
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stability, commercial flexibility and a 
modern corporate law.
 

inWard fdi

Certain features of Chinese law and 
the PRC economy have inhibited the 
growth of PRC companies. 

As a result, the BVI was used as a 
platform to access international capital 
and to rely on the legal rights and rem-
edies offered by a mature and modern 
common-law jurisdiction.

In terms of law, BVI companies were 
frequently chosen due to the inherent 
advantages of its legal system – mini-
mal regulatory interference and a high 
level of corporate flexibility. Foreign 
law contracts are enforceable in the 
BVI and the law provides for certain 
rights and remedies available to share-
holders and creditors.

BVI companies have also been used 
in private equity deals in the PRC. In-
vestors have historically had concerns 
about investment in the PRC due to 
the weak shareholder protections, in-

In addition to internal constraints, PRC 
enterprise faced external constraints, 
such as the problem of negotiating 
complex foreign regulations, the need 
to ensure legal certainty in the invest-
ment structure, the need to protect in-
vestments against risk, and the need 
for corporate flexibility.

For example, BVI companies have 
been used as holding companies. One 
study of listed Chinese companies on 
the HKSE, NYSE and Nasdaq found 
that of 72 sample firms, 42 had one 
or more BVI holding companies. It was 
observed that these holding companies 
were generally used as a means to 
control the underlying operating com-
panies and to effect any acquisition or 
sale of the underlying companies at the 
offshore level. As a result, corporate 
transactions could rely on the flexibility 
and certainty provided by BVI law in 
multi-jurisdictional transactions.

BVI companies are also frequently 
used to structure joint-ventures, as 
they were used as a means of sharing 
legal and financial risk. Taking Africa 
as an example, BVI companies have 
frequently been used in African FDI as 
the joint venture, acquisition, holding 
or investment vehicle. However, PRC 
investors have encountered risks in Af-
rican investment due to the unstable 
nature of the local business, political 
and legal environment. 

The legal systems in African countries 
are often undeveloped and unfamiliar 
to Chinese investors and carry the risk 
that, in the case of disputes, the dis-
pute may not be settled efficiently or 
effectively. 

As a result, offshore companies have 
been used as they permit access to a 
familiar and stable system of law and 
ensure that disputes can be settled in a 
neutral jurisdiction where no party has 
a home-field advantage. 

“80% of the prc’s outward fdi flows headed towards three 
economies from 2003 to 2006, namely hong kong, the bvi 

and cayman.”

In terms of finance, lending in the PRC 
was traditionally the sole preserve of 
state-owned banks.  

This resulted in preferential treatment 
for state-owned enterprise, whereas 
private enterprise found it difficult to 
access finance. 

By relocating in the BVI, these entre-
preneurs were able to access the in-
ternational capital markets, as lenders 
and investors were more familiar with 
BVI companies and comfortable with 
the common-law concepts underpin-
ning the jurisdiction.

Similarly, lenders preferred BVI com-
panies as security could be taken over 
their assets or shares.  Additionally, off-
shore companies were chosen for the 
purposes of international listings, as it 
was not feasible to use PRC companies 
owing to a number of institutional and 
legal factors in the PRC which impeded 
the listing of their shares.

adequate corporate legislation, risk of 
government intervention and uncertain 
market conditions. 
 

outWard fdi

Offshore jurisdictions also play a sig-
nificant role in outbound investment 
by Chinese enterprises. According to 
an OECD review of PRC outward invest-
ment, 80% of the PRC’s outward FDI 
flows headed towards three economies 
from 2003 to 2006, namely Hong Kong, 
the BVI and Cayman.

Offshore jurisdictions have been popu-
lar tools for outward investment, given 
legal and policy limitations in the PRC 
which have inhibited investment. For 
instance, PRC enterprises had a num-
ber of domestic constraints including 
a cumbersome government approval 
process, problems with access to fi-
nance, a lack of currency convertibility 
and a lack of experience.



Wealth ManageMent in asia 2014120

feature article

Breeding SucceSSful 
performerS
finding, training and retaining more capable, competent and enthusiastic 

individuals is a hurdle that asian Wealth management is yet to overcome. efforts 

are underWay via various firm-specific as Well as industry-Wide initiatives, but 

progress is sloW – and the limited pipeline continues to hold back the industry 

from maximising its potential.

Despite the drive towards automa-
tion and the increasing engagement of 
technology at all levels of wealth man-
agement, most industry leaders are 
adament that it is still fundamentally a 
“people” business.

On the one hand, this is a positive 
thing given the need for – and benefits 
of – personalised service and tailored 
advice. On the other, however, there 
continues to be a dearth in Asia of the 
right “people”.

“The private banking industry in Asia 
faces a human resource constraint and 
this is a challenge for further expan-
sion,” says Andrew Hendry, managing 
director of M&G Investments in Asia.

Indeed, one of the main industry chal-
lenges is a lack of competent talent 
and increasing cost in human capi-
tal development, adds Wendy Tsang, 
managing director and head of private 
banking at Bank of China (Hong Kong) 
Private Banking.

In the past, she explains, some banks 
aiming at boosting profitability quickly 
had encouraged front-line staff to sell 
products. But for the long-term devel-
opment and growth of the business, 
Tsang says organisations need to train 

and retain front-line staff who can be 
trusted advisers to clients, understand 
their dynamic needs and offer them a 
total solution. 

in need of an industry 
succession plan

This is not so easy to achieve.

The departure of a growing number of 
senior, experienced practitioners from 
Asian wealth management also raises 
questions about how the industry can 

maintain quality and consistency in the 
delivery of advice going forward.

This is made more difficult by the fact 
that the wealth management industry 
is still far less institutionalised than 
other parts of financial services, such 
as corporate and investment banking.

“This poses some big challenges for 
the industry,” says Mignonne Cheng, 
chairman and chief executive officer 
for BNP Paribas Wealth Management in 
Asia Pacific. “We have to ask ourselves 
– and answer – the following question: 

wendy tsang
BochK private Banking

“one of the main challenges is 
a lack of competent talent and 
increasing cost in human capital 
development”
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who, in five to 10 years’ time, will be 
able to deal with our key clients when 
older advisers leave the industry.”

To overcome this barrier, and give 
newcomers the experience of manag-
ing client portfolios, Cheng says the 
priority is to train them to succeed the 
first-generation of advisers. That also 
ties in to the objective of matching the 
right advisers to the right clients.

That is happening under her watch in 
relation to the process of inter-genera-
tional wealth transfer. 

“As clients pass down their businesses 
and assets to the next generation, my 
mission is to train our younger RMs to 
deal with this next generation. They 
need to establish a relationship with 
these younger clients, rather than the 
patriarchs,” says Cheng.

More broadly, to train the relevant in-
dividuals to be able to service clients 
in the way Cheng says is required, the 
bank brought in from the wider group 
an HR professional dedicated to the 
wealth management business. This is 
to provide all types of training, for ex-
ample on credit, product, and regula-
tion and compliance.

“That person will also be responsible 
for doing relationship management 
certification at our new campus in Sin-
gapore,” she explains.

Cheng wants to set a standard where 
only when an RM passes the training 
can the bank be confident of them hav-
ing the right skills to serve clients.

For Goldman Sachs, meanwhile, it has 
significantly increased its hiring of 
summer interns and fresh graduates to 
try to address the supply constraints, 
explains Ron Lee, head of private 
wealth management in Asia Pacific.

“Since 2011, we have brought in 
around 35 individuals through this 

programme,” he says. “In a decade’s 
time, this generation of bankers will 
have become seasoned private wealth 
management professionals leading our 
business. They will build on the firm’s 
legacy for the future.”

enhancing competencies

The fact that RMs still move from one 
organisation to the next relatively fre-
quently, combined with a lack of fresh 

talent, makes it more difficult to devel-
op and grow the private wealth man-
agement business, say practitioners.

Yet the new Enhanced Competency 
Framework (ECF) for private wealth 
management practitioners in Hong 
Kong is a starting point for the local 
market, says Tsang at Bank of China 
(Hong Kong) Private Banking. She says 
the ECF has specified the competency 
requirements of client-facing staff, to 
discern the qualities of private wealth 

andrew hendry
m&g investments

“the private banking industry 
in asia faces a human resource 
constraint and this is a challenge 
for further expansion”

Source: Scorpio Partnership Private Banking Benchmark 2014

KEY PERFORMANCE INDICATORS FOR THE INTERNATIONAL WEALTH 
MANAGEMENT INDUSTRY

Key performance indicator  Average percentage change YoY  

 2013  2012  

AUM  19.7%  8.7%  

Net new money (NNM)  -13.6%  23.7%  

Income  10.9%  2.3%  

Expenses  14.0%  2.0%  

Ordinary profits  1.7%  5.3%  

 

Key performance indicator  2013  2012  

Cost-income ratio  83%  80%  
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management practitioners. “A system-
atic way of training will attract new-
comers to the industry over time and 
will foster the grooming of human cap-
ital,” she explains.

Gerard Lee, chief executive officer of 
Lion Global Investors, acnkoledges 
that the need to further enhance com-
petency is always a key factor at every 
stage of a market’s evolution.

“But it takes time to develop within any 
newly-emerging industry,” he says.

Singapore, for example, despite its im-
pressive efforts in recent years relat-
ing to training and wealth management 
competency standards, continues for 
the time being to have to rely on talent 
from around the world at this stage of 
the development of the wealth and as-
set management industries.

a team-based approach for 
asia

One of the pitfalls for the industry in 
Asia which has perpetuated the talent 
shortage is the mind-set of many ad-
visers towards servicing clients – Asian 
RMs traditionally believed they should 
keep their clients to themselves.

In the newer wealth markets of Sin-
gapore and Hong Kong, for example, 
there has been more of a rush to ac-
quire clients, explains Dr Francis Koh, 
professor of finance (practice) at the 
Singapore Management University 
(SMU), and concurrently vice provost 
(special projects) and director of 
the MSc in Wealth Management Pro-
gramme. “They also compete more be-
cause margins are thinner, and there is 
less of a DPM-type service.”

However, changes are happening be-
cause clients who used to only trust 
their RM and didn’t care about the in-
stitution now realise they can derive 
more value and be better protected if 
they are exposed to a team, explains 
Mandeep Nalwa, founder and chief ex-
ecutive officer of Singapore-based Tau-
rus Wealth Advisors.

“This has created more of a team ap-
proach,” he says. 

“And for independent firms like us, for 
example, we have no desire to over-
step the boundaries and take the bank-
ers out of the picture. The aim is to 
provide the best solutions for clients.” 

But it still tends to be the more senior 
bankers who understand that clients’ 

needs are best served by a team-based 
service, adds Nalwa.

An approach that Singapore IFA firm 
AAM Advisory has taken, for example, 
has been to focus on advice by provid-
ing advisers with a high level of sup-
port and training, and to ensure trans-
parency in the processes, explains 
chief executive officer Matthew Dabbs. 

The aim is also to make AAM Advisory 
an attractive place to work for the right 
individuals, he adds.

“We also have a three-person in-house 
investment research team. We could 
outsource this function, but we can 
maintain more control over implemen-
tation and execution if we do it our-
selves,” says Dabbs. 

“Plus, a representative from the team 
often accompanies advisers in client 
meetings, and we find that this helps 
to show the client we are focused on 
providing independent insights based 
on intelligence, rather than doing a 
product push.”

Further, there is a six-person report 
writing team which allows consistency 
and quality in the reports and advice 
offered. It also enables the adviser to 
spend considerably more time servic-
ing clients. “AAM recently recruited our 
own in-house tax and trust expert (Ian 
Black ex FPI) to ensure the client is 
completely advised in all areas,” adds 
Dabbs. “Finally, our four-person com-
pliance team completes the total sup-
port package.”

Ultimately, he says he tries to ensure 
his advisers have more time to focus 
on the quality of the advice they are 
giving their clients. 

kyc as anacquisition tool

Noor Quek, founder and managing di-
rector of NQ International, say there 

noor Quek
nQ international

“too many people are so bottom-
line focused that there is a limited 
pooling of skills to create the best 

solution for the client”



C

M

Y

CM

MY

CY

CMY

K

7349 AAM V2 Kelso AD - FA HIGH RES PDF.pdf   1   20/6/14   3:18 pm



Wealth ManageMent in asia 2014126

feature article

are three critical principles of her ver-
sion of KYC to enable bankers to win 
and retain clients more effectively: 
know your client; know your corpora-
tion; and know your characteristics.

And if front-line bankers and advisers 
can follow this approach, then Quek 
is adamant their success levels will 
greatly improve.

they made their money, where it origi-
nated from and where they want it to 
go. “To create structures to help the 
family move forward bankers must 
respect the dream of the person who 
started [the business] or created the 
wealth,” she explains.

At the same time, successful bankers 
understand, pre-empt and plan around 

to assist clients with achieving their 
bigger picture goals – which often 
means at the portfolio level. 

The third and final string to a wealth 
manager’s KYC bow is being aware of 
the key characteristics both of their cli-
ents as well as themselves.

This is particularly important in Asia 
given the amount of new wealth which 
continues to be made, says Quek.

creating the right 
frameWork

According to Julia Leong, partner, fi-
nancial services at PwC in Singapore, 
the private bankers who will be suc-
cessful going forward are those indi-
viduals who are good at listening to 
the needs of their clients, but at the 
same time are professional enough to 
be able to assemble the right teams of 
specialists to advise clients on the par-
ticular issues they face.

Given that wealth is such an emotional 
topic, clients want to work with advisers 
they trust and can work with, she adds.

However, for banks to achieve this, Le-
ong says they need to review the com-
pensation and incentive structures for 
their advisers.

Within the industry at the moment, 
the alignment isn’t yet there. Leong 
says that it is rare to find banks which 
are remunerating advisers based on 
the outcomes for clients. And where 
it does exist to some degree, it is a 
component which is much more limited 
than it needs to be.

Tee Fong Seng, market area head, 
Greater China, and vice chairman, pri-
vate banking, Asia Pacific, at Credit Su-
isse, says that pure revenue-driven com-
pensation is a thing of the past, based 
on efforts by regulators to change this. 
“This will be one of the big shifts in the 
private banking industry.” 

Julia leong
pwc

“banks need to review the 
compensation and incentive 

structures for their advisers”

“the private bankers who will be successful going forward are those 
individuals who are good at listening to the needs of their clients, but 
at the same time are professional enough to be able to assemble the 
right teams of specialists to advise clients on the particular issues 

they face.”

“The adviser-client relationship will 
be based on mutual trust and respect, 
meaning that the client will feel reas-
sured and the service they’re getting 
will be much higher,”  she says.

First, knowing and understanding the 
client is obviously essential for any 
wealth manager seeking a successful, 
profitable relationship over the long 
term. But fully knowing a client means 
understanding their legacy, too – how 

the issues that their clients may face 
going forward – before the client starts 
thinking about them. 

Secondly, is the extent to which a 
wealth manager really knows the 
strengths and weaknesses of their own 
organisation – and works within these 
parameters.

For example, advisers must learn the 
art of referring and pooling specialists 
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the changing role of feeS in 
financial ServiceS
mark konyn, chief executive officer of cathay conning asset management, discusses 

the potential impact for asia going forWard of recent global changes in hoW fees 

are paid for distributing financial products.

Fee reforms have been a global phe-
nomenon, and a necessary outcome 
post-2008. 

Yet in Asia, there is still a distinct un-
willingness to embrace these interna-
tional developments.

But, according to Mark Konyn in an in-
terview, things will inevitably change. 

fee models in asia 

Konyn has no doubts that the changes 
which have occurred in this area of 
global financial services are a reaction 
to the financial crisis and its aftermath.

Essentially, as the world has become 
more transparent, fees have had to fol-
low suit, he explains.

While Asia hasn’t yet fallen under such 
scrutiny, Konyn believes it won’t be 
long before this model becomes more 
commonplace within the region. 

leveling the playing 
field

It seems strange, he says, that global 
firms can operate under one set of 

rules in Europe or the US, and then 
different rules within Asia.

As a result, he explains that transpar-
ency in relation to fees will soon be-
come market norm. 

And that would obviously create a radi-
cal shift in relation to the notion of dis-
tribution partnerships, as well as to the 
style in which these partners are paid. 

transparency and 
regulation 

It is the focus by regulators on trans-
parency that is driving Konyn’s predic-
tions for the future in Asia.

He says he expects to see regulations 
coming soon.

This will be implemented in order to 
restrict the manner in which commis-
sions are paid and for which distribu-
tion fees are met. 

This idea isn’t necessarily new to Asia, 
adds Konyn, given that a lot of asset 
management desks in Asia which are 
run by European or US firms are al-
ready employing practices that they 
follow in their home markets.

Mark Konyn 
Cathay Conning Asset Management

That means they do not receive retro-
cessions or commission.

Instead, they are paid transparently.

These practices will more than likely 
eventually influence the other financial 
services players in this market, too, ex-
plains Konyn. 
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redefining the inveStment 
experience
leonteq securities ag is taking its aWard-Winning offering to a neW level With 

further White-labeling and platform development initiatives to help investors 

identify better, more relevant investments, and in much less time.

Investors and financial intermediaries 
alike continue to grapple with chal-
lenges such as identifying the “right” 
products, the lack of transparency and 
portfolio reporting, and the relevance 
of investment information.

In many cases, the majority of time in 
the investment process gets spent try-
ing to find suitable structures and as-
sets rather than on execution.

The solution comes down to creating 
greater efficiencies via automation. 

It then becomes realistic to expect bet-
ter investment decision-making and at 
the same time a more intuitive, user-
friendly customer experience.

Leonteq is making significant strides 
towards this. It has launched what it 
calls a “Smart Data” initiative and en-
tered into a cooperation with Avaloq 
as the latest extensions of its business 
plan towards redefining the investment 
experience for end-users.

“Our focus is on increasing the produc-
tivity of our investors on both sides of 
their cost structure,” says Jan Schoch, 
chief executive officer of Leonteq Se-
curities AG.

Upstream in the value chain, this 
means faster and more accurate in-
vestment design and execution; down-
stream, it is about facilitating faster 
product set-up and trade matching 
within the investor portfolio, as well 
as an increase in risk transparency for 
portfolio reporting.

finding the right product 

The essence of the Smart Data busi-
ness is to provide more end-user ana-
lytics to investors, to drive and auto-
mate the investment decision process 
for clients. 

This will put an end to sifting through 
the seemingly endless universe of 
combinations of underlyings and pay-
offs investors face when trying to cus-
tomise the “right” product, 

The process involves product selec-
tions and proposals being generated 
by Leonteq’s product engines based on 
direct input parameters of the investor 
– specifying their investment objective 
and historical behavioural patterns.

“The principle idea is derived from the 
fact that the human brain is not ca-

Jan Schoch
Leonteq Securities AG 

pable of assessing and capturing all 
possibilities and combinations of in-
vestments in an acceptable amount of 
time, if even at all,” explains Schoch. 
“Speeding up investors’ research time 
while increasing the quality of their 
findings will lead to significant produc-
tivity gains for them.”
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There are benefits for other aspects of 
the investment process, too. 

Better diversification and improving 
risk/return profiles are two examples. 
“Historically, the average investor fo-
cuses only on a limited universe of 
underlyings leading to a sub-optimal 
portfolio allocation,” says Schoch. 

“The new tools will support and en-
able the investor to look outside the 
box and broaden the universe of possi-
bilities within their investment horizon 
and strategy.”

One of the firm’s existing products, The 
Underlying Optimizer, already demon-
strates the power of enhanced analyti-
cal capabilities. Deployed in Septem-
ber 2013 on Leonteq’s own platform, 
it enables intermediaries to come up 
with the optimum basket of underly-
ings within a personalised universe for 
a given structure. 

“We can optimise almost 3 billion com-
binations of underlyings in 2 minutes 
with this tool,” says Schoch.

pre-empting the investor

Schoch’s ultimate goal is to understand 
an investor’s thought process and ob-
jectives using Big Data technology.

“Nowadays, close to 1 million different 
structures are created on our platform 
every year,” he explains. “Thanks to 
such a rich database of historical pric-
ing and product requests, we are now 
in a position to identify trends within 
the investor crowd but also within a 
sub-group of peers, ultimately leading 
to better personalised investment pro-
posals for our investors.”

The firm can therefore observe, in real 
time, the most popular sectors and un-
derlyings, the average risk profile of its 

Doing more in Asia

Leonteq is also expanding its range of 

products and services under its own 

name in Singapore, following approv-

al of its capital markets license by the 

Monetary Authority of Singapore.

While the local sales and distribution 

team was established in 2012, the 

license now allows 15-person Leonteq 

Securities (Singapore) to operate 

as an independent business entity 

licensed to deal in securities.

This will serve as the company’s hub 

in Asia, including its business in 

Hong Kong, founded in 2010. 

Jan Schoch says the firm is com-

mitted to a long-term investment in 

this growing market and is optimistic 

about further developments in Asia.

To support this expected growth, 

Leonteq has also moved into new 

premises in Asia Square Tower 1. 

Sales and distribution in Asia of 

Leonteq’s products combined those of 

its white-labeling partners contrib-

uted roughly 15% to Leonteq’s total 

operating income in 2013. 

Adds Schoch: “The industry is at the 

start of using technology as an en-

abler to industrialise the entire sector. 

We will continue to develop tools and 

servicesto help overcome issues relat-

ing to the lack of transparency and the 

relevance of investment information.”
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investors as well as the evolution over 
time of such parameters. These can 
subsequently be plotted against mar-
ket conditions, the macro-economic 
situation and other factors.

The vision is that the investor will only 
have to design an investment universe 
by using selection criteria like sector, 
region and implied volatilities. The 
platform will then instantly deliver an 
optimised basket of underlyings for 
an optimised structure. “The investors 
also get product suggestions based on 
their investment profile and see the 
average investor profile,” adds Schoch.

efficient processing 

The firm has also become increasingly 
focused on tapping the know-how it 
has built up to take care of all aspects 
of investment product creation. That 
translates to the downstream part of 
the value chain.

This has resulted in a new commitment 
to various aspects of trade process-
ing, such as booking, product creation 
within a system, and risk reflection 
within the investor’s portfolio. And 
the desire to automate the after-trade 
cycle for the benefit of its investors is 
supported by its strategic partnership 
as of mid-2014 with core banking pro-
vider Avaloq.

In practice, this will become visible 
through increased automation in mul-
tiple areas, such as trade entry, prod-
uct set-up and position reporting, ul-
timately leading to reducing the time 
investors require to monitor their posi-
tions in the portfolio. 

“This focus on downstream features 
targets more productivity for our in-
vestors but also more transparency 
and visibility when it comes to their 
risk management,” explains Schoch. 
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the SwiSS allure within aSian 
financial adviSory 
the sWiss-originated independent asset management model has gathered a certain 

amount of momentum in singapore and hong kong. this has lured some of the major 

structured products providers to service these players, including quality-driven 

sWiss firms, says sylvie khau, head of advisory, financial products, for independent 

asset managers at vontobel financial products  (asia pacific) pte ltd. 

One of the outcomes of the 2008 fi-
nancial crisis has been a focus by end-
investors in Asia on the quality of the 
financial advice they receive. 

This has paved the way for the devel-
opment of independent asset manag-
ers (IAMs) in Asia, and especially in 
markets like Hong Kong and Singapore, 
says Sylvie Khau, head of advisory, fi-
nancial products, for independent as-
set managers at Vontobel Financial 
Products (Asia Pacific) Pte Ltd. “Their 
unbiased positioning provides inde-
pendent advice, based on a truly open-
architecture approach which leads to a 
complete alignment of interests with 
their clients.”

Industry figures show that Asian-
based IAMs now manage roughly 3% 
to 5% of assets under management, 
says Khau.
 

tailor-made investing

One of the interesting challenges for 
IAMs, however, is to be able to deliver 
on the investment strategy that they 
initially define for their clients. “To find 
the right solution, structured products 
are one of the possible answers,” says 
Khau, “given their rich history of inno-

vation and ability to offer a create-to-
fit result, to match the defined invest-
ment strategy, and such in a flexible 
and cost-efficient way”.  

This isn’t possible for IAMs to do alone. 
“To meet clients’ expectations with re-
gards to structured products, IAMs need 
to work with the right partner in that 
area of expertise. This requires a firm 
with long-standing expertise in struc-
tured products such as Vontobel which 
is Swiss and independent, too, plus is 
committed to Swiss quality and the leit-
motiv of ‘performance creates trust’.” 

To facilitate those interactions between 
an IAM and structured products pro-
vider, Khau explains that the Vontobel 
deritrade® platform ensures transpar-
ent and instant pricing over a broad 
universe of underlyings and wide range 
of payoffs. “The tool can be used to 
customise any specific product to fit 
the client’s requirements.”

typically sWiss

With theme-based investing typical of 
the Swiss footprint, the Vontobel plat-
form gives IAMs readily-implementable 
investment solutions on a particular 
recognised theme, adds Khau.

Sylvie Khau
Vontobel Financial Products (Asia Pacific) Pte Ltd

Other important features include collat-
eral secured instruments (COSIs) and 
actively managed certificates (AMCs) 
that respectively provide an answer to 
credit risk and to having a cost-efficient 
solution for a dynamically-managed in-
vestment universe. “The key is to bring 
Asian IAMs the Swiss know-how but 
with an Asian perspective.” 
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tapping new appetite for 
alternativeS
as bonds cease to provide the types of returns investors Want, there is a gradual 

return to hedge funds and other alternatives. michael levin, head of asset management 

product in non-japan asia and australia, and head of alternative investments in asia 

pacific, private banking & Wealth management, at credit suisse, explains this trend, as 

Well as its potential.

After a 30-year bull run in bonds, in-
vestors can no longer rely on tradi-
tional fixed income as a foundation for 
their portfolio. 

The approach to building portfolios 
that has been used in the past, there-
fore, is not suitable any longer.

“The traditional asset allocation model 
of 60% equities and 40% bonds is un-
likely to work going forward,” explains 
Michael Levin, head of asset manage-
ment product in Non-Japan Asia and 
Australia, and head of alternative in-

interest rates are so low, with the per-
ception that they will rise, so bonds 
can’t provide that stability anymore.” 

As a result, high net worth (HNW) and 
ultra high net worth (UHNW) inves-
tors are reaching an inflexion point in 
terms of alternatives. They are look-
ing for new, different and more con-
sistent ways to generate yield. “Hedge 
fund strategies are therefore becoming 
more interesting for HNW and UHNW 
investors, and there is clear demand 
for these as well as other alternative 
investments,” says Levin.
 

or other fixed income instruments such 
as senior loans.

“When you add to this private equity, 
real estate, commodities and non-in-
vestment grade credit, we have seen 
some investors take that portion of 
their portfolio up to half,” he adds.

Michael Levin
Credit Suisse

“hedge fund strategies are therefore becoming more interesting for 
hnW and uhnW investors, and there is clear demand for these as 

well as other alternative investments.”

vestments in Asia Pacific, for Credit 
Suisse’s private banking & wealth man-
agement business. 

“We have benefitted from three de-
cades of declining rates, during which 
time bonds served as a consistent 
source of income, capital preservation 
and portfolio diversification. But now 

allocating to alternatives

Levin says he has been seeing private 
banking clients who have not previous-
ly invested in alternatives now look-
ing to allocate anywhere from 5% to 
10% of their portfolios to hedge funds, 
fixed income-replacement strategies, 
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In general, for typical portfolios, his 
recommendation is around 10% alloca-
tion to alternative strategies.

This is only viable long term, however, 
if solutions can be tailored to client 
needs – and advisers need to know 
how to do this.

This relies on a lot of education for 
relationship managers, says Levin, to 
give them a deep understanding of 
specific types of products. 

“We then match them with an invest-
ment specialist to ensure clients un-
derstand the investments they are 
making,” he explains. “This approach 
has led to better understanding and 
greater client satisfaction.”

giving clients 
reassurance 

Yet the pace of this improved aware-
ness, and comfort among clients, 
needs to happen more quickly and in 
greater volume.

For instance, despite the opportunities 
that these investments can provide, 
there remains a level of hesitancy 
amongst the investor base, says Levin, 
simply due to misunderstanding.

Following the Lehman Brothers bank-
ruptcy, for example, a lot of private 
banking clients either had bad experi-
ences or blamed their portfolio prob-
lems upon their hedge fund exposure. 

Such assumptions were in most cases 
unlikely to be true, given that most cli-
ents did not objectively evaluate that. 
And in fact, hedge funds lost less mon-
ey on average across the market, and 
they recovered faster.

Further, hedge funds have responded 
to investors post-2008, plus there were 
many lessons at the manager level.

“The level of transparency has in-
creased along with liquidity, as man-
agers have focused on their invest-
ments being in more liquid strategies,” 
explains Levin. “The terms also better 
align investors with the liquidity of un-
derlying instruments.”

Ultimately, it is a case of a long-term 
versus short-term outlook. 

“Hedge funds have outperformed equi-
ties in the long term with less risk. The 
difference is seen in the short term; in 
a highly-directional equity market like 
2013, hedge funds are likely to – and 
often do – underperform,” he adds.

other alternatives

In addition to the hedge fund market, 
investors would be prudent to assess a 
variety of other alternative asset. 

Distressed debt in Europe, for exam-
ple, is of growing interest. 

Traditionally, investors have looked to 
buy this at a substantial discount at 
times of market stress and then reval-
ue and sell it in a recovering economy. 

But post-2008, banks in Europe held 
these less liquid, non-core and non-
performing loans and assets to sell in 
times of healthier balance sheets. 

Levin estimates these banks have US$2 
trillion worth of such distressed debt.  

Europe as a region itself is a further 
opportunity, he adds. 

This is specifically relevant for an Asian 
investor, to generate alpha from equi-
ty-based investment strategies as a re-
sult of mis-pricings. “Traditional long/
short investments have a lot of oppor-
tunity here, particularly in the small- 
and mid-cap space, in Europe and also 
in the US.” 

Elsewhere, despite the perception 
among investors of investment-grade 
bonds and US Treasuries as safe-haven 
assets, senior loans have historically 
outperformed these traditional fixed 
income investments and offered valu-
able diversification to protect investors 
during prior periods of rising rates, ex-
plains Levin. 

Due diligence in sharper 
focus 
 

As part of the heightened due 

diligence process for alternatives in 

today’s environment, there is now 

heightened scrutiny in relation to 

non-investment risks associated 

with managers.

“What investors are now more focused 

on,” explains Michael Levin, “are 

aspects such as the risk management 

infrastructure, the independence of 

decision-makers within the firm, 

operational processes and checks-

and-balances, and the credibility of 

service providers.”

Such greater sensitivity to where risks 

lie is beneficial to the overall process 

in getting a more comprehensive view 

of the risks of underlying managers. 

In turn, adds Levin, this gives 

investors greater comfort in what is 

recommended by their advisers.

However, while hedge funds can fulfil 

the desire for more consistent returns, 

Levin says it is in the banks’ interest 

to ensure clients understand the 

trade-off – less liquidity and higher 

levels of volatility. “Basically, there 

are different risks to consider.” 
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Single-minded in Sourcing 
alpha
efg asset management is Working hard to develop a globally-homogenous, conviction-

led offering With a focus on groWing its external distribution via carefully-selected 

strategies, says chief executive officer james lee.

James Lee has a clear vision for how 
he wants to evolve his five-year old, 
US$10 billion EFG Asset Management 
(EFGAM) business.

After spearheading the creation of a 
single, easy-to-use platform of dis-
cretionary funds from what was previ-
ously a fragmented offering, his next 
focus is growing the firm’s external 
distribution. That way, it can diversify 
and build on the sales of EFG’s private 
banking channel. 

“We have been focusing on building a 
platform to support our core private 
banking business, but as a corollary 
to that, we also see an opportunity to 
develop greater external distribution 
given broader demand in the market,” 
says Lee, EFGAM chief executive.

He is looking to achieve this through 
consistency in the quality and perfor-
mance of the high-conviction funds 
that the firm brings to market.

creating a unique model

Since its creation, EFGAM has been an 
integral part of EFG International’s pri-
vate banking activities, working closely 
with the firm’s client relationship of-

ficers (CROs) and their clients. But 
the funds specialist is also a distinct, 
specialist asset manager, providing a 
range of actively-managed investments 
to professional advisers and institu-
tional investors worldwide via its bases 
in Geneva, Hong Kong, London, Miami, 
New York, Singapore and Zurich.

The first step, in 2009, was to create a 
homogenous offering from a structure 
that involved a different discretionary 
portfolio in each of the four regions in 
which it operated, all of which were 
applying different investment prac-
tices. “We now have one process, one 
global team; one unified governance 
and risk management; and one P&L,” 
explains Lee. 

“So if a client wants to use a manager 
in Hong Kong, for example, but would 
like to book the assets in Singapore, 
Miami or Switzerland, this would be 
part of the same proposition,” he adds.

In line with this, the firm’s New Capital 
brand offers funds which span global 
markets to provide access to a variety 
of themes, asset classes and regions 
that reflect EFGAM’s macro views. 

The firm says it launches new funds 
when there are compelling investment 

opportunities in the market. Its UCITS 
IV registered funds are accessible via 
over 20 platforms and are registered 
for sale in eight countries. These funds 
are not benchmark-driven, adds Lee. 
“We expect them to beat the bench-
mark over time, but they are not driven 
by that benchmark because we are in-
herently absolute-return oriented.” 

James Lee
EFG Asset Management
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facilitating 
product innovation

In highlighting how and where EFGAM 
stands out in the marketplace, Lee is 
clearly proud of how the firm builds its 
fund range in the first place.

“Our ideas don’t start by looking at 
what other fund managers are doing 
and then delivering something which is 
fashionable,” he urges. 

“Instead, the starting point is looking 
at what the CROs tell us about what 
their clients are interested in. We then 
sit down with our portfolio managers 
to discuss what, in line with our house 
view, will create alpha in their discre-
tionary portfolios over the coming few 
years,” says Lee.

New products in 2014

An example of EFGAM’s build-rather-

than-buy mentality is the April 2014 

launch of the New Capital Swiss Select 

Equity Fund – an open-ended equity 

fund investing in 35 to 45 Swiss 

stocks across market capitalisations. 

It is managed by Zurich-based Urs 

Beck, who recently joined EFGAM 

from his role as head of Swiss equities 

at Zuercher Kantonalbank.

A further addition is an M&A tracker 

certificate, led by global chief 

investment officer Mozamil Afzal and 

Robin Milway, head of equity research. 

This is a structured note with a 

two-year maturity from its May 2014 

launch date, but with daily liquidity 

and the option to sell it at any time.

The goal is to build wealth by 

investing in stocks of companies of a 

certain type to capture the M&A theme 

– acquirers, (10% to 30%), enablers 

(10% to 30%) and targets (40% to 

80%). The aim is to outperform global 

equity indices during the two-year 

period by investing in a diversified 

basket of 20 to 25 global equities 

divided into three sub-baskets.

On the equities side, in particular, EF-
GAM is conviction-led in its investment 
style. All managers, for example, have 
concentrated portfolios of anywhere 
from 30 to 50 stocks on average. The 
bond funds are similar. “Through this 
we can show EFG’s clients that New 
Capital offers a different suite of bou-
tique funds,” he explains.

To ensure the firm can claim to offer 
investors best-of-breed, EFGAM spends 
a lot of money on researching third-
party products which compete with his 
own proprietary products in terms of 
the New Capital funds. “I am mandated 
to spend money to research anywhere 
from 200 to 400 (non-mainstream) 
mutual funds which we think are up-
and-coming and likely to produce al-
pha – and which fit with our macro 
outlook,” he says.

most viable way to create alpha. In the 
US, for instance, it appointed an exter-
nal manager, Mazama Capital Manage-
ment, for its New Capital US Growth 
Fund that it set up in mid-2010. 

“At the time, we couldn’t find our own 
in-house manager to join us and offer 
something unique,” he explains.

That decision has paid off to date. In 
2013, Lee says Mazama was the lead-
ing growth fund in the US, generating 
a 43% return. 

“i would prefer to create intellectual property for our brand than 
go out into the market to source a third-party fund.”

The firm then shares this research with 
the EFG CROs so that they have more 
guidance on the potential component 
funds for building a portfolio of which 
doesn’t include any New Capital funds. 
“This means our own fund manag-
ers have to compete for money from 
our in-house distribution,” he adds. “I 
don’t think any other institution takes 
this approach.”

In Asia, meanwhile, Lee says there is 
increasing traction – albeit from a rela-
tively low base – with funds and dis-
cretionary mandates in Singapore, in 
comparison with the more broker-deal-
er approach of the Hong Kong market.
Yet regulators are forcing investors to 
get more aligned with a discretionary 
approach – with advice increasingly 
having to be research-backed and in 
the context of a portfolio.

To achieve this, Lee says he prefers, 
where possible, to hire a fund man-
ager and seed them for three years to 
get the assets under management to 
US$100 million-plus. That way he can 
ensure the fund meets traditional in-
stitutional thresholds for due diligence.

“I prefer to create intellectual property 
(IP) for our brand than go out into the 
market to source a third-party fund.”

This is how the China fund came about 
in mid-2012. The New Capital China 
Equity Fund, which is run by Mansfield 
Mok and invests in up to 50 Chinese 
and Hong Kong stocks across all mar-
ket capitalisations, is a reflection of 
the firm’s long-term outlook on Asia.  

Yet Lee is pragmatic about creating his 
own IP, and accepts it isn’t always the 
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uSing depoSitS to refocuS on 
deepening relationShipS
in a sign that the dominance of fee-based products in singapore’s banking market 

is Waning, neW deposit-focused offerings are redefining relationships betWeen 

banks and customers, says dennis tan, head of consumer financial services at ocbc 

bank in singapore.

OCBC Bank’s new “360 Account” re-
flects an emerging trend in terms of 
the interaction between banks and 
their customers in relation to inves-
tor portfolios and the move away from 
purely fee-based products.

Introduced in April, this deposit-based 
offering pays an interest rate of up to 
3.05% a year if they centralise all their 
banking activities through this account.

Most importantly, this redefines the 
overall relationship based on how cus-
tomers behave and use their account, 
says OCBC’s Dennis Tan, head of con-
sumer financial services, Singapore.

How the 360 Account works is clear. 
Customers earn 0.05% interest per 
year for a balance of up to S$200,000 
(US$161,000), but they can earn 1% 
bonus interest on the first S$50,000 of 
the account balance for each of the fol-
lowing: if they credit the account with 
their monthly salary; if they pay any 
three bills per month through the ac-
count; and if they spend at least S$400 
on their OCBC credit cards per month. 

The bigger picture, explains Tan, is to 
reward loyal customers who bank with 
OCBC, plus acquire new ones.

It is clear to see the attraction of such 
an account, given that local interest 
rates averaged 1.68% from 1988 until 
2014, says tradingeconomics.com. 

Tan says more than 18,000 people 
signed up for the account within the 
first month of launch.

The flow of new account openings is 
also much easier because of the ability 
for Singaporeans and individuals with 
permanent resident status to make the 
initial application via a mobile phone. 
“The whole process only takes a few 
minutes and saves customers time by 
not coming to the bank in person,” 
adds Tan.

beyond deposits

The popularity of the 360 Account to 
date is inspiring OCBC to want to do 
more for customers in Singapore, es-
pecially to tackle concerns relating to 
inflation and the aging population.

In particular Tan hopes that a deeper 
engagement with this new account will 
give customers more knowledge about 
banking and, ultimately, how to bet-
ter manage their money. At that point, 

OCBC is geared up to offer easy-to-un-
derstand asset management solutions 
and retirement plans, he says.

“The point is how to make it easier 
for them – simplify products, simplify 
conversations and simplify processes,” 
explains Tan. 

Dennis Tan
 OCBC Bank
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finding value in gloBal loanS

investors should pay attention to current opportunities in global floating-rate 

loans, and hoW they can generate value in this space, say babson capital’s mike freno, 

head of us high yield investments, and Zak summerscale, european high yield chief 

investment officer.

Floating-rate loans have increased in 
popularity in recent years as an invest-
ment option for both institutional and 
high net worth investors.

There are good reasons for this. First, 
says Mike Freno, head of US high yield 
investments at Babson Capital, the as-
set class has produced steady, positive 
returns over the last 15 years, with 
only a few exceptions. Also, floating-
rate loans tend to exhibit lower price 
volatility than many other asset class-
es, partly because they pay investors 
a spread over a floating rate (typically 
LIBOR) as opposed to a fixed rate. 

Widely viewed as an interest rate 
hedge, it is also an asset class which 
can be beneficial in a rising rate envi-
ronment, adds Zak Summerscale, the 
firm’s European high yield chief invest-
ment officer. “Senior secured loans ef-
fectively have no duration given they 
reset their coupons according to LI-
BOR on average every three months,” 
he says. “This means loans are typi-
cally not negatively impacted by a ris-
ing rate environment, and indeed the 
coupon returns from loans will rise as 
LIBOR rises.”

Floating-rate loans also tend to have 
low correlations with other fixed in-

come asset classes, which can help in-
vestors manage portfolio volatility.
 

benefitting from global 
access

Investors in Europe and the US have 
traditionally stayed “close to home” 
when making allocations to floating-
rate loans, focusing their investments 
in their domestic regions.

For Asian investors, however, without 
a developed domestic market in which 
to invest, accessing the asset class has 
traditionally been more difficult. “This 
is now starting to change,” says Freno, 
“with the emergence of global loan 
funds that offer investors access to 
loans outside their home geographies.”

The addition of international loans into 
the investable universe significantly in-
creases the opportunity-set of poten-
tial investments and also adds another 
layer of portfolio diversification.

Bolstering the investable universe of 
loans can also be particularly impor-
tant when considering how the relative 
attractiveness of different geographic 
regions may change over time, ex-
plains Summerscale.

“The timing of interest rate and eco-
nomic cycles can vary across countries, 
leading to opportunities for truly global 
investors,” he says.

For example, there might be a scenario 
where central bankers in the US begin 
to tighten monetary policy ahead of 
their European counterparts, given the 

Mike Freno
Babson Capital
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different stages of each region’s eco-
nomic recovery. In such a situation, a 
loan manager with global capabilities 
would be able to adjust geographic 
weightings in the portfolio to reflect 
the changing dynamics in each market, 
says Summerscale.
 

local knoWledge vital 

For investors eyeing opportunities in 
global floating-rate loans, the invest-
ment process itself is an important 
consideration. 

Babson Capital, for example, has struc-
tured its high-yield investment team 
in such a way that it physically sits in 
the market in which it invests. “Having 
these local teams on the ground pro-
vides us with a material advantage as 
there are many nuances to each indi-
vidual market,” explains Summerscale. 

For instance, countries in Europe can 
vary tremendously in how they treat 
bankruptcies and other legal and tax-

related issues. “In our experience, 
having first-hand local knowledge is 
absolutely essential,” he says. “Our lo-
cal investment analysts are tasked with 
presenting their ideas in our open-fo-
rum style meetings, where each po-
tential investment is thoroughly vetted 
and either accepted or rejected.”

There is an additional portfolio over-
sight component, too, where several 
senior portfolio managers regularly 
review the portfolio with a focus on in-
dustry and issuer concentration, plus 
any changes in the near-term outlook.  
 

relative value 

Investors also need to be aware of how 
market technical factors can result in 
relative value investment opportuni-
ties. “In our view, today’s difference 
in loan spreads across geographies is 
driven largely by technical factors in 
each market,” says Freno. 

For instance, he explains, the US mar-
ket has a much more developed retail 
investor base than Europe, and collat-
eralised loan obligations (CLOs) also 
represent a much larger source of de-
mand. As a result, trends in CLO is-
suance and retail flows must be moni-
tored closely as they impact supply/
demand dynamics.

“These factors can result in differing 
spread levels across geographies for 
loans with similar or identical credit 
risk profiles,” says Freno.

A good example would be to look at 
companies that issue loans in multiple 
geographies. This is done for a variety 
of reasons including tax planning, ac-
cess to cheaper funding and aligning 
financing with the location of subsid-
iaries, says Summerscale.

So a company may issue a loan in the 
US and then issue an identical loan in 
Europe; and the European loan may 

pay a spread approximately 50 basis 
points higher than the US loan.

“If the company had issued the loan in 
British pounds instead, it may pay an 
even higher spread,” he says.

Is the investor taking additional credit 
risk? Of course not, says Summerscale. 
“The loan is backed by the same collat-
eral – the same balance sheet – of the 
same company. The only difference is 
the currency the loan is issued in and 
where the loan actually trades.

These are the types of opportunities 
he says he looks for, and if he and his 
colleagues are comfortable with an is-
suer and have the chance to earn in-
cremental yield without adding credit 
risk, they see this as a win-win. 

positive outlook 

In short, the global loan market re-
mains attractive.

After all, the asset class has compel-
ling risk-return dynamics with good 
cash flow and low volatility and should 
continue to attract both institutional 
and high net worth investors, says 
Summerscale.

“Following a period of market volatility 
in 2008 and 2009, loan returns have 
normalised as a result of improving 
fundamentals and credit conditions,” 
adds Freno.

While investors should always con-
sider the potential risks of investing in 
a below-investment grade asset class, 
such as exposure to potential credit-
downgrades and or defaults, he says 
that corporate balance sheets are gen-
erally in reasonable shape and issuers 
do not look stretched when it comes to 
satisfying their obligations.

“We think opportunities exist in this 
market, both in the US and Europe.” 

Zak Summerscale
Babson Capital
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firm profile

maKing a legacy BroKerage 
channel thrive
in addition to its oWn advisory offering, including us product access and execution 

capabilities, citi Wealth advisors provides tWo-Way connectivity across all other 

parts of the organisation’s Wealth divisions, says andreW barrett, managing director, 

branch manager and regional head.

Despite the move among wealth man-
agement organisations of all types to 
incorporate more of a fee-based ap-
proach, Citi Wealth Advisors has been 
able to thrive in Asia with a transac-
tion-based model.

Key to its success, says Andrew Bar-
rett, managing director, branch man-
ager and regional head, has been a 
combination of its ability to add value 
across the whole Citi group, its rela-
tively low cost base, and its success 
in generating high returns for clients. 

“The channel is a US-introduction plat-
form,” he says. “It allows investors to 
access the US for listed options, fu-

lion, as well as those institutional cli-
ents with anywhere from US$50 million 
to US$100 million in assets, the busi-
ness is expanding.

Barrett claims this growth due to those 
clients being under-served. His tradi-
tional competitors are moving out of 
this space, he explains, highlighted 
by Julius Baer’s acquisition of Merrill 
Lynch’s wealth management offering.

completing the overall 
offering

Besides its own retail and institutional 
clients, Citi Wealth Advisors also part-

Andrew Barrett
 Citi Wealth Advisors

product advisory and guidance on how 
clients need to adapt their portfolios 
when necessary. 

With Citi Private Bank, Barrett’s team 
provides what he calls “add-on servic-
es” to existing clients. These include 
access to futures and listed options, 
which don’t tend to fall within the pri-

“there is some overlap within the group because what i provide is 
specialised. by offering this competency, it enables them to maintain a 

relationship with clients while focusing on their specific goals.” 

tures and many other US-focused in-
struments and products not available 
in the Asian time zone.”

Mainly targeting individual clients with 
between US$1 million and US$10 mil-

ners with Citi’s consumer, private and 
institutional banks to provide services 
which fall outside of the core compe-
tencies of these units. For example, 
says Barrett, it is working with col-
leagues in the consumer bank to offer 
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vate banking segment. And Citi Wealth 
Advisors provide services for some of 
the smaller relationships that the insti-
tutional banking unit has in place.

“There is some overlap within the 
group because what I provide is spe-
cialised,” he says. 

“By offering this competency, it also 
enables them to maintain a relation-
ship with clients while still focusing on 
their specific goals.”

For clients of Citi Wealth Advisory 
specifically, clients have the option of 
either entrusting the management of 
their investments to professionals, or 
using the advice available to then make 
their own investment decisions. For cli-
ents opting for a more active role, Bar-
rett says they can place trades, review 
their account and access various tools 
and resources online.

keeping the cost-base loW

One of the ways that Barrett’s business 
is able to remain competitive is a result 
of his relatively low cost base.

sales team on a commission grid. “I 
leverage the platform and license we 
have, but the costs are low,” he adds. 
“I pay most of that to my sales team.”

high experience levels, 
high returns

Notable among the firm’s advisers is 
the fact they have, on average, 15 
years’ experience. This makes them 
more capable than the average IFA in 
Asia of giving high-quality advice and 
delivering returns. 

In line with this, Barrett says the firm’s 
clients are looking for transaction fee-
based types of products such as ETFs, 
stocks and individual bonds. “They 
want to grow their asset base.” 

“While the average hedge fund deliv-
ered 7.5% in returns over the last five 
years, trading equities resulted in 13% 
growth,” he adds.

However, to ensure both clients and 
IFAs interests are aligned, Citi Wealth 
Advisors has introduced separately 
managed accounts to clients. These 

Broad access
 

 Managed accounts  

 An extensive array of man-

aged accounts powered by 

Citi’s Global Managed Invest-

ments group

 Syndicate transactions 

 Citi can leverage its leading 

role in new debt and equity 

origination in the US and 

globally by providing clients 

with access to new-issue 

investments that may not 

otherwise be available

 Alternative investments 

Qualified clients can choose 

from more than 100 alterna-

tive investment products, in-

cluding hedge funds, private 

equity and real estate

 Capital markets  

 Clients can work towards 

more complex financial 

objectives through the use of 

structured products, securi-

ties trading, foreign exchange 

and fixed income

 Research  

 Citi’s global research organ-

isation encompasses 314 

analysts across 66 countries

 Third-party offerings  

 Via partnerships with more 

than 200 mutual fund compa-

nies and 18 leading insurance 

carriers, Citi offers a wide 

range of mutual funds, insur-

ance products and annuities

“i leverage the platform and license we have, but the costs 
are low.” 

Citi Wealth Advisors currently has offic-
es in Hong Kong and Singapore with 60 
independent financial advisors (IFAs), 
split roughly evenly across each. 

And as the business keeps growing, 
Barrett says he is aiming to grow this 
number to 100 by the end of 2015.

But despite this goal, he can keep fixed 
costs and overheads down through the 
compensation structure – he pays his 

provide diversified portfolios that are 
personalised to a client’s preferences 
and objectives, and managed by lead-
ing unaffiliated money managers which 
Citi’s investment manager research 
arm screens carefully.

“We don’t have a culture of product 
pushing,” says Barrett. “We give free-
dom and flexibility to our IFAs to know 
their clients and serve them the best 
way they can.” 
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a new looK for adviSory 
modelS and product platformS
the extent to Which advisory models need to evolve, for example to adapt to the 

banning of inducements and suitability issues, is part of an ongoing assessment 

Within the industry.

Creating a successful advisory process 
in today’s environment is a priority, but 
also one of the biggest challenges for 
most banks and wealth managers.

Whatever the solution to be imple-
mented by individual organisations, 
the requirements are equally tough: 
stay relevant, remain up-to-date with 
the fast-paced advances in technology 
and associated client expectations, 
tackle the continued margin pressures, 
and be in line with requirements and 
standards around regulation, suitabil-
ity, fees and the overall push towards 
greater transparency.

adapting to shifting 
client appetite

Private banks in Asia need to adapt the 
types of products they make available 
to their clients – and how they deliver 
these – to continue to be relevant as 
the needs and expectations of different 
types of investors get more sophisti-
cated and demanding.

The goal is to be more in line with be-
havioural and psychological changes in 
terms of the ways wealthy investors in 
Asia now want to construct and man-

age their portfolios, says Olivier Pac-
ton, co-head of the private bank in-
vestment group at HSBC Private Bank.

Clients today are much more educated 
about the products they are buying 
and their providers. “This has made 
them keener to work with providers 
which can add value by meeting specif-
ic objectives they have – for example, 
helping them structure their assets,” 
says Rahul Malhotra, managing direc-
tor, head of South Asia at J.P. Morgan 
Private Bank.

As a result, adds Pacton, retail clients 
are looking for private banking prod-
ucts and private clients are looking for 
investment banking-type services.

As a result, the distinction between re-
tail, private banking and institutional 
banking is getting more blurred. 

Such trends require private banks to 
re-think and re-position, starting with 
their product offerings, says Pacton. 
“On the client side, we need to be 
able to explain to our clients about 

olivier pacton
hSBc private Bank

“retail clients are looking for private 
banking products and private 
banking clients are looking for 
investment banking-type services”
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how they can achieve their investment 
goals more clearly,” he adds. “On the 
regulatory side, we need to make our 
service more user-friendly to clients.”

a neW approach to 
managing portfolios

One of the changes in investor attitude 
relates to their willingness to outsource 
some of their portfolio management. 

While the traditional approach of many 
first-generation Asian HNW clients in 
particular, has been to make all in-
vestment decisions themselves, the 
aftermath of the financial devastation 
caused by the crisis in 2008 has led 
more and more of them to re-consider.

“They realise that if they give their 
money to a portfolio manager, the 
overall portfolio returns will actually 
improve,” explains Pacton. “We see 
an increase in discretionary services, 
ranging from real estate to private eq-
uity to hedge funds.”

ary portfolios, he explains. However, 
even though discretionary portfolios 
performed relatively well during the 
financial crisis, a lot of investors took 
money out to pay down their debts.

Those clients who stood by their dis-
cretionary portfolios throughout the 
crisis, meanwhile, were generally back 
at zero after 12 or 14 months, explains 

more hands on, and seek more control, 
transparency and tailored offerings.

The challenge, says Buerge, is that 
there is only a very small number of 
Asian clients willing to delegate full re-
sponsibility in this way.

The interaction between HNW inves-
tors and the bank’s investment teams 
– rather than just an RM – is also sig-
nificantly higher and more appealing 
than ever before. 

This is driven by the interest among 
clients to better understand how their 
portfolios are managed, says Pacton.

Another challenge for the industry relates 
to the potential for advice-based fees.

“There are different fee models in Asia 
based on the nature of the end-client 
advice or product provided and I don’t 
foresee much convergence,” says An-
drea Muller, chief executive for Princi-
pal Global Investors in Asia.

More Western firms have come to Asia, 
bringing their own models, and are 
looking to service the needs of ultra-
wealthy offshore clients with more 
complex needs, she explains. “These 
of types of clients are more likely to be 

alex Buerge
Bny mellon managed investments

“discretionary solutions 
in asia don’t tend to fit 
the needs of most private 
banking clients”

“there are different fee models in asia based on the nature of the 
end-client advice or product provided and i don’t foresee 

much convergence.”

Along these lines, Alex Buerge, manag-
ing director and head of investments, 
managed investments at BNY Mellon 
Managed Investments in Asia Pacific, 
says there is significant potential for 
discretionary portfolio management in 
Asia, highlighting the need to develop 
more relevant solutions for private cli-
ents in this region.

Before the financial crisis in 2008, a lot 
of Asian private banks, and banks from 
Europe and the US, did a good job in 
increasing penetration into discretion-

Buerge. There is again a strong focus 
at the moment within private banking 
to be able to boost the discretionary 
side of the business. 

This is not only to increase revenue, 
but also to implement a house view 
across those clients which are properly 
invested and diversified. 

However, discretionary solutions in 
Asia don’t tend to fit the needs of 
most private banking clients, says 
Buerge. For example, they are much 
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willing to pay for those advice-based 
services,” she adds.

Some local players are seeking to 
grasp the opportunity as well, she 
adds. However, they are focusing more 
on the onshore business, and will con-
tinue to compete on price.

“Investors in Asia require more finan-
cial education and time to develop a 
buy-and-hold mentality,” says Muller.

greater levels of access

Another change under way being 
driven by new client expectations is 
towards the larger private banks offer-
ing a broader advisory approach as a 
gateway to the other elements of their 
service offering.

Clients also want access to corporate 
finance and investment banking ex-
pertise, adds Malhotra at J.P. Morgan 
Private Bank. 

For many clients, there is not always 
a clear difference between their per-
sonal and business needs. “In many 
markets, clients also like to work with 
private banks to access industry-lead-

ing investment banking capabilities,” 
he says. 

“This is because of the trust factor and 
the comfort they feel in their existing 
relationship. I see this happening in 
places like Indonesia and India, for ex-
ample,” he explains.

Bernard Wai, managing director and 
head of private client solutions, Asia 
Pacific, Citi Markets, agrees that the 
ways in which private banks in Asia are 
able to offer use of their balance sheet 

to their clients is becoming increas-
ingly important. 

“Private banks are now a lot more fo-
cused on their lending, as well as in-
vestments, businesses,” he explains.

For example, current investor appetite 
spans a combination of Asian bonds, 
global property, equity holdings and 
OTC swaps on accumulators, and 
more, says Wai. 

And he adds that the financing busi-
ness is important to investors seeking 
diversified and efficient exposure.

“Opportunities for private banks to 
capitalise on this need will likely con-
tinue until the US Federal Reserve rais-
es interest rates,” says Wai. 

“Even though equity markets are chal-
lenged at the moment, investors can 
maintain their staying power if private 
banks’ lending appetite stays strong,” 
he explains.

But Pacton acknowledges that private 
banks cannot be good at everything, 
making the advisory business a great 
bridge for clients to reach out to nec-
essary experts. 

andrea muller
principal global investors

“there are different fee models 
in asia based on the nature of 

the end-client advice or product 
provided and i don’t foresee 

much convergence”

Bernard wai
citi markets

“the ways that private banks in 
asia are able to offer use of their 
balance sheet to their clients is 
becoming increasingly important”
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the dna of a Strong aSian 
value propoSition 
vincent magnenat, asia head of private banking and singapore chief executive officer 

of lombard odier, highlights the three components of the firm’s value proposition 

in asia Which contribute to a scalable, sustainable business Within a competitive 

environment. 

The DNA of Lombard Odier has never 
been to try to be all things to everyone. 
It has built its value proposition around 
a specific focus on asset management 
with a discretionary approach, and re-
mains committed to this in Asia as a 
way to differentiate the bank amidst 
intense competition in today’s private 
banking industry.

By focusing on what it has a strong 
heritage for, Lombard Odier can ensure 
the interests of all stakeholders are 
aligned, says Vincent Magnenat, the 
firm’s Asia head of private banking and 
Singapore chief executive officer.

It also enables the bank to recruit and 
retain relationship managers (RMs) 
that share the same values, he adds, 
serving to enhance the levels of trust 
between the client, RM and institution.
 

aligned interest

According to Magnenat, a discretionary 
approach can help alleviate some of 
the concern that individuals and fami-
lies feel about how to protect and grow 
their assets.

With funds covering traditional asset 
classes to more specialised products 

including sector funds, emerging mar-
kets, small caps and funds of hedge 
funds, the aim is to ensure interests 
are aligned via the investment strategy 
and style chosen.
 

relationship managers

Having a clear value proposition also 
aligns Lombard Odier with those RMs 
who share the long-term approach to 
servicing clients and staying loyal to 
the bank.

This is exactly the type of personality 
Magnenat says the firm is looking to 
bring on board. And he appreciates the 
need to be patient to grow the team. 
“It would be difficult to add new RMs 
every month,” he explains, “but by hir-
ing those individuals that really under-
stand our value proposition, we see 
less movement.”

long-term trust

Ultimately, building a sustainable and 
scalable business depends on deep lev-
els of trust with clients. 

This is where the value of managing 
clients’ portfolios in a discretionary 

Vincent Magnenat
Lombard Odier

way – and delivering on investment ex-
pectations – comes in, says Magnenat.

Once clients start to trust the bank, 
they will stay with the bank, he adds, 
and ask for other services. 

Further, they are more likely to pass the 
relationship to the next generation. 
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Selective, local growth 
defineS vp BanK’S aSia viSion
rajagopal govindarajoo, managing director of vp bank in singapore, explains to 

hubbis hoW he takes a more localised approach to groWing its asian business, albeit 

in a measured Way that Will retain a boutique look and feel.

VP Bank’s Singapore business is dedi-
cated to the protection and growth of 
clients’ wealth, says managing direc-
tor Rajagopal Govindarajoo. Estab-
lished in 2008 as a subsidiary of the 
Liechtenstein-based VP Bank Group, 
he highlights how the bank provides 
individualised and personalised private 
banking services for high net worth 
individuals and intermediaries. “The 
close proximity and the availability to 
meet up with clients to analyse their 
needs is of utmost importance to VP 
Bank,” he explains.

a local approach 

The vision of VP Bank in Asia is now 
more focused on developing the Asian 
side of the private banking and inter-
mediary business. 

The “boutique style” approach will 
cater to clients who seek distinctive 
personalised services that are based 
on trust and discretion, says Govinda-
rajoo. That includes also putting more 
resources into its local offering with lo-
cal flavours. “For example, our head of 
private banking for the region is an In-
donesian national, and we have made 
a local hire to run our Singapore and 
Malaysian businesses,” says Govinda-
rajoo. “The idea is to use their person-

al relationships on the ground to drive 
growth in the markets they know well.” 
At the same time, they can rely on the 
analytical expertise of the head office 
in Liechtenstein.

staying selective

To Govindarajoo, size certainly doesn’t 
matter. It is his strategy that will never 
mean marketing the bank’s services 
to a wider segment among the mass 
affluent, nor creating a commoditised 
offering. “VP Bank is small enough to 
ensure personalised, direct interaction 
between the client and the adviser.” 

At the same time, the bank is large 
enough to provide a broad range of 
products and services which can be 
customised to meet the individual 
needs of clients. “We continue to po-
sition ourselves as a boutique private 
bank with a customised offering to a 
select group of clients,” he says. “The 
idea of market share is not a concept 
we believe in.” 

In its position, he sees VP Bank as an 
independent adviser and partner to the 
client, rather than a pure-play bank. In 
line with this, he is focused on adding 
a few experienced relationship manag-
ers who are capable of talking to old-

Raja Govindarajoo
VP Bank

money clients and to the newly-wealthy 
who might need guidance and wisdom. 

Those clients are seeking personalised 
service and are used to asking for the 
extraordinary. “At the end of the day, 
customers want a positive experience 
and a reliable partner who is there to 
help them with their challenges and 
meet their requirements.” 
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Singapore BanK licence 
reinforceS efg’S aSia focuS
in an exclusive intervieW With hubbis, john Williamson, chief executive officer of 

efg international, and albert chiu, chief executive for efg bank in asia, explain the 

significance for the firm’s regional commitment and future groWth ambitions of 

being able to noW add singapore dollar deposits to its product offering.

Being given approval by the Monetary 
Authority of Singapore for a wholesale 
banking licence is a milestone for EFG 
International’s global business.

According to chief executive offi-
cer John Williamson, the new licence 
clearly demonstrates the bank’s com-
mitment to Singapore – and Asia gen-
erally – especially the desire to broad-
en and deepen its offering to clients.

More specifically, the regulator’s an-
nouncement in February enables the 
bank to add Singapore dollar deposits 
to its range of products and services. 
“We can take Singapore dollar depos-
its and pay interest, as well as offer 
local currency equity-linked notes and 
dual-currency instruments,” says Al-
bert Chiu, chief executive for EFG Bank 
in Asia.

The firm can now operate on a more 
level playing field with the big local 
players, such as DBS, OCBC and UOB, 
and with the key international institu-
tions, he explains.

Yet this development has an even wid-
er geographic appeal. 

“Both global and Asian investors are 
more and more interested in access-

ing Asian currencies. Singapore dollars 
have attracted a lot of attention in the 
past 10 years,” says Chiu.

maintaining momentum

In an industry very focused on find-
ing ways to differentiate the business, 
Williamson says that by obtaining this 
licence, the bank is reinforcing the 
message publicly that it is still invest-
ing in Asia at a time when a number 
of private banks are re-evaluating their 
presence in the region due to the lack 
of profitability. 

Indeed, building up Asia as one of 
the main growth engines for the bank 
has been part of its post-restructuring 
agenda under Williamson’s leadership 
since mid-2011. 

And after re-setting the business, it 
continued to increase in profitabil-
ity within Asia in 2013. “Some of that 
came from cost-cutting, the rest from 
improving the productivity of existing 
bankers and offices,” explains Chiu. 

One of the positive outcomes of this 
achievement has been what he de-
scribes as an “exciting pipeline for 
hiring senior bankers” – based on a 

combination of the broader market’s 
confidence in the potential for the 
new-look EFG to expand in this core 
location, and of the trend towards in-
dustry consolidation.

“We have ambitious plans to grow 
in this region,” says Williamson. “We 
have been active in Asia since 2000 

John Williamson
EFG International
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no room for complacency

Not standing still is just what EFG is 
currently doing. 

In January 2014, for example, it 
agreed with Falcon Private Bank on a 
referral of the latter’s clients in Hong 
Kong. The two organisations are now 
working closely together to ensure a 
smooth introduction of client relation-
ships during the first half of 2014 and 
a number of client relationship officers 
(CROs) will move across. The deal in-
volves assets under management of 
around CHF 800 million (US$905 mil-
lion) and it is expected that the lion’s 
share will ultimately transfer to EFG.

Then in February, in addition to obtain-
ing the wholesale banking licence in 
Singapore, EFG hired Alvin Ma as head 
of emerging wealth, based in Hong 
Kong. His mandate includes building 
out a China team after joining from 
China CITIC Bank International, where 
he was responsible for international 
private banking. 

Further, to capitalise on the global In-
dian opportunity, a new role of head of 
global Indians has been created, and 
EFG International is in the process of 
hiring, to be based in Singapore but 
with an international remit.

“We see no shortage of opportunities 
to grow in various markets across the 
region,” says Williamson, “and will con-

Business highlights

 EFG International made an IFRS 

net profit attributable to ordinary 

shareholders of CHF 110.9 

million in 2013, compared with 

CHF 103.1 million a year earlier

 Revenue-generating assets 

under management were CHF 

75.9 billion, compared with CHF 

78.7 billion at end-2012, but 

up 5% after adjusting for exited 

businesses and reclassifications

 Net new assets from continuing 

businesses were CHF 3.2 billion 

(annual growth of 4.3%)

 Excluding Switzerland, all other 

private banking businesses were 

positive in net new assets

 The total number of CROs stood 

at 435 at end-2013, up from 414 

a year earlier

 The Basel III BIS Capital Ratio 

stood at 18.0% at end-2013, up 

from 15.9% at end-2012

and were profitable within a year; and 
we have never lost sight of the need 
to marry growth with profitability. Asia 
never stands still, and it is important 
that we think the same way and con-
tinue to look for ways to improve.”

tinue to look to enhance our offering 
to clients and to add additional high-
quality CROs.”

Given his expectation that Asia will 
continue to prosper over the medium 
and long term, Williamson says he is 
looking for the bank’s regional busi-
ness to be an important contributor to 
its overall global growth. 

“With our track record, experienced 
leadership team and the various growth 
initiatives underway, I am confident it 
will deliver.” 

Albert Chiu
EFG Bank
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a frameworK to Service 
wealthy aSian familieS
christopher marquis, managing director and head of private Wealth solutions for 

hsbc private bank in asia, explains the approach and expertise required if Wealth 

management firms Want to be able to meet the complex, multi-jurisdictional business 

and family needs of asia’s ultra Wealthy.

It seems inevitable that ultra high net 
worth (UHNW) individuals seek the 
services of wealth management firms 
who have the ability to develop a 
strong understanding of the needs and 
dynamics of wealthy families, and have 
the perspective to consider their long-
term needs across generations.  

That means the organisation needs to 
understand and translate the collective 
family values into an effective wealth 
succession plan, says Christopher Mar-
quis, managing director and head of 
private wealth solutions for HSBC Pri-
vate Bank in Asia. “In the context of 
Asian families, this can be a difficult 
process,” he adds, “given sensitivities 
around succession, diversity and com-
plex family dynamics.”
 

the right understanding

Not only should the wealth manage-
ment firm have experience in dealing 
with UHNW families across genera-
tions. But it must also take a holistic 
view of the family’s wealth, including 
the non-financial assets as well as fi-
nancial assets. 

Only with practical experience can 
these firms have a good chance to en-

gineer the right framework to cater to 
the varying demands of wealthy fami-
lies, says Marquis.

For example, UHNW individuals often 
need access to a platform which can 
provide technical and strategic plan-
ning for their families’ multi-jurisdic-
tional residency and asset profile. As 
a result, he says wealth management 
firms need to have the ability to cre-
ate wealth planning structures with 
the flexibility to accommodate evolving 
personal needs and the fast-changing 
regulatory environment.

Beyond creating the right framework, 
more fundamentally, it is about trust 
between the wealth planner, relation-
ship manager and the key decision-
makers of the family. “This is particu-
larly important for wealth structuring 
solutions that might require the patri-
arch of the family to relinquish control, 
for the greater good of the family, in 
favour of a collective decision-making 
framework,” explains Marquis. 

Further, having the capability to offer 
family governance and philanthropic 
advisory expertise as part of the over-
all family plan is an important part of 
ensuring participation across multiple 
branches of the family, he adds.
 

Christopher Marquis
HSBC Private Bank

a mix of business and 
family Wealth

Consideration must also be given to 
the very strong connection between 
business and family wealth manage-
ment needs in Asia. “Family businesses 
form the backbone of Asian econo-
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mies, driving growth,” says Marquis, 
“and self-made first-generation entre-
preneurs have created the bulk of the 
private wealth in the region.” 

Various research reports and anecdotal 
evidence suggested that more than 
two-thirds of Asian firms are family 
owned. As a consequence, the owners 
usually have a significant part of their 
wealth closely associated with their 
family business. 

To help manage the different risk pro-
files between the business and the 
family, Marquis says that a family suc-
cession plan can be effectively tailored 
to provide the flexibility to cater for 
different risk profiles.

As an example, he explains, the family 
business can be held in a master trust 
with any liquidity from the business 
distributed to different trusts for each 
branch of the family. 

“Each family trust would define its own 
risk appetite to ensure the assets with-
in each trust structure are invested ap-
propriately,” he says.

Further, recent high-profile cases of 
family feuds in relation to the spilt 
of family business and family wealth 
have led many wealthy families to 
think about family wealth and business 
succession planning, adds Marquis, to 
avoid landing up in similar situations.

And there is increasing urgency to get 
it right. According to the December 
2013 Forbes list of global billionaires, 
the vast majority of the world’s wealth-
iest individuals are at the succession 
planning age, with 68% of the world’s 
billionaires aged over 55. 

“We are entering a period of unprec-
edented wealth transition with the 
generation which created the wealth 
now transitioning the management and 
control of the family business to the 
next generation,” says Marquis.
 

capital markets 
connectivity

There is also a desire by Asian entre-
preneurs and business owners to also 
be understood by their bank from the 
corporate side.

This plays into the hands of universal 
banks like HSBC, which can connect 
clients directly with its capital markets 
business when the need arises.

“As an example,” says Marquis, “where 
the family business is held in trust, the 
family may be looking to dispose some 
or all of the family business or raise 
capital for an acquisition.”

And where a liquidity event occurs for a 
family business, banks will play an im-
portant role in ensuring the proceeds 
are invested appropriately, considering 
the needs of the trust beneficiaries.
 

the value of governance

For families where the primary asset 
is the family business, and when fami-
lies become more diverse, the role of 
governance is extremely important in 
ensuring the ongoing transparency, 
communication and participation of 
different family members in decisions 
around the family wealth.

“Families should think of family gov-
ernance as a common set of values 
around which the family businesses are 
run and important decisions in respect 
of the family’s wealth and well-being 
are made,” explains Marquis.

The focus should be on the processes, 
policies and practices rather than sub-
jective opinions of specific individuals, 
he adds. “An effective succession plan 
will integrate governance and struc-
ture, for example, a trust to hold the 
family assets with governance process-
es embedded into the trust structure.”

looking long term 

Ultimately, long-term succession plan-
ning solutions that ensure the effective 
transfer of wealth between generations 
are critical in preventing families fall-
ing into the so-called “three generation 
gap” –where the wealth is created and 
then dissipated within three genera-
tions. “Integrating governance with an 
appropriate structure is important to 
achieving the long-term goal of ensur-
ing the family wealth is preserved, sus-
tained and enhanced for the benefit of 
future generations,” says Marquis.

Harmony and unity in the family are 
both central to the continuity of the 
family business and the family’s legacy, 
he adds. 

Assessing citizenship
 

Citizenship is emerging as an 

important consideration for wealthy 

Asian families to the extent that 

families are becoming more 

international with subsequent 

generations choosing to study, work 

and live in higher tax jurisdictions. 

According to Christopher Marquis, an 

effective succession plan will consider 

the multi-jurisdictional profile of 

the family and ensure that all family 

members are well provided for, despite 

potentially being exposed to higher 

tax jurisdictions without impacting 

negatively on other generations.

In some Asian countries, geo-political 

stability is a concern, he explains, 

therefore the ability to have options 

to relocate in the event of instability 

in their home country is important to 

some clients.
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BanK of montreal playS patient 
private BanKing game in aSia
around 18 months into his latest role, spearheading bank of montreal’s (bmo) private 

banking business in asia pacific, robert cormie is adamant that long-term success 

in the region Will depend on a bank’s ability to offer real advice and proper Wealth 

planning – concepts at the heart of the philosophy of his canadian employer.

What many industry experts see as an 
inevitable shift in the not-too-distant 
future in Asian private banking – from 
a transactional model to advice-led of-
ferings – plays into the hands of some 
institutions much more than others.

The approach increasingly required 
in Hong Kong and Singapore involves 
proper asset allocation and a move 
towards fee-based service, explains 
Robert Cormie, managing director and 
head of private banking, Asia, for Bank 
of Montreal (BMO).
 
As a 17-year veteran of the region, 
Cormie is convinced that he’s on the 
right side of this trend – working for a 
Canadian player with a strong discre-
tionary heritage. “In Canada, for ex-
ample, private banking is almost 100% 
discretionary portfolio management,” 
he says.

buying in to the groWth 
story

As the only Canadian bank with a lo-
cally-incorporated subsidiary in China, 
BMO has had a solid footprint in Asia 
for many years, including strategic eq-
uity stakes in local fund management 
and trust businesses.

Yet it was the more established private 
banking hubs of Hong Kong and Sin-
gapore where it lacked pulling power. 

So after identifying the importance 
of building out its regional presence, 
it purchased another Canadian bank’s 
private wealth management operations 
in Asia.

The all-encompassing nature of the 
deal showed the extent of BMO’s in-
tention; it bought the entire front, 
middle and back offices of what the 
bank had developed in private wealth 
management. BMO even purchased 
the technology – the Temenos Triple-A 
Plus platform – further helping with a 
smooth integration. “It was a seamless 
and efficient process,” says Cormie. 
“Clients and relationship managers 
moved over also.” 

For example, they still had the stability 
of a Canadian institution, which brings 
with it the regulatory soundness that 
resonates with Asian clients. 
 

building out for the 
future

The firm’s discretionary offering is 
where Cormie says BMO wants to focus 

Robert Cormie
Bank of Montreal

as it grows its Asian franchise. “There 
is a lot of depth in asset management 
and existing private banking capabili-
ties within BMO, especially in North 
America,” he says. 

That counts, given that there continues 
to be a need within private banking in 
Asia to leverage the general expertise 
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They need to see the more holistic way 
of approaching advice as the oppor-
tunity to grow their book of business, 
explains Cormie.

tapping the china trend

While there is a keen focus on growing 
the brand in Hong Kong and Singapore, 
leveraging the existing business in Chi-
na is where the real opportunities lay.

It is important to build on the track re-
cord. For example, at an institutional 
level, BMO has been involved in some 
of the largest transactions involving 
China outbound initiatives. 

From a private banking perspective, 
Cormie says the firm is able to add val-
ue with those mainland Chinese indi-

that exists in North America in terms of 
how to approach wealth management, 
adds Cormie.

More specifically, that means giving cli-
ents access to best-in-class, third-par-
ty fund managers which are typically 
only available to institutional investors.

“We offer asset allocation among vari-
ous strategies, where the client also 
owns the individual equities, rather 
than it being a pooled fund,” explains 
Cormie. “The client sees the underly-
ing equities and the trading happening 
within their account, and the perfor-
mance against the benchmarks they 
have for each strategy.” 

The firm then rebalances each strategy 
on an annual basis to make sure it is 
consistent with the client’s risk profile.

BMO’s footprint in Asia 
Pacific

 Bank of Montreal (BMO) 

established in 1817 as Canada’s 

first chartered bank, and did its 

first trade with China in 1818

 BMO China has branches 

in Beijing, Shanghai and 

Guangzhou

 BMO Nesbitt Burns has a 

representative office in Beijing

 There is a Taiwan representative 

office in Taipei, and an Indian 

representative office in New 

Delhi

 BMO has a 28% equity stake in 

Fullgoal Fund Management in 

Shanghai, and a 19.99% equity 

stake in COFCO Trust in Beijing

 BMO Private Bank operates in 

Hong Kong and Singapore, and 

offers products and services 

such as: brokerage and 

funds advisory; discretionary 

investment management; 

banking; and global custody and 

reporting

 BMO Private Bank was named 

“Best New Private Banking Brand 

2013” and “Best New Private 

Bank 2014” in Hong Kong and 

Singapore by Global Brands 

Magazine and Global Banking 

and Finance Review

ed for banks to pursue transaction-ori-
ented models works to our advantage.

”And it is possibly to the disadvantage 
of some of the bigger players which 
have transaction-focused models that 
are more entrenched, he adds. 

“anyone who joins bmo must embrace the concept of talking to 
clients about their asset allocation and long-term planning – and 

move away from looking at the hottest stock of the day. they need to 
see the more holistic way of approaching advice as the opportunity to 

grow their book of business”

This strategic focus also influences 
the types of private bankers Cormie is 
looking for to spur growth.

“The bankers we hire need to buy into 
the fact that the business model in Asia 
is changing,” he explains. 

“Individuals who want a broker-dealer 
environment are not for us.”

Instead, anyone who joins BMO must 
embrace the concept of talking to cli-
ents about their asset allocation and 
long-term planning – and move away 
from simply looking at the hottest 
stock of the day. 

viduals who have assets outside China 
and are looking for global asset man-
agement across many countries and 
multiple products.

envisioning success over 
time

With Cormie expecting sweeping 
changes in the structure of private 
banking in Asia, he says the product 
offering will be at the forefront of suc-
cess going forward. 

“The fact there is a shift by the regula-
tors towards making it more complicat-
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ExpErt InsIghts

why european inveStorS Should 
get more aSian expoSure
steve knabl, managing partner of sWiss asia, outlines some of the main reasons Why 

european investors need to increase their allocations to asia.

More European investors are under-
invested in Asia, typically a result of 
a lack of knowledge about the region 
and a more conservative mind-set 
post-financial crisis.

“Our European clients used to invest 
in Asia heavily and did not hesitate to 
allocate to Asian-focused hedge funds, 
but this has changed since the finan-
cial crisis,” says Steve Knabl, managing 
partner of Swiss Asia, an independent 
asset management company (IAM). 

“Many of them lost a lot of money so 
they now only tend to want products 
they can liquidate at any time.”

But Knabl says these European inves-
tors should re-think their strategies.
 

three drivers to invest

First, Asian clients, especially young 
Chinese consumers, are buying more 
and more consumer goods – a key 
factor in driving the global economy. 
Funds which have strategies that are 
consumer-focused, therefore, provide 
a good avenue. “European investors 
can get access through passive prod-
ucts as a relatively safe way of getting 
exposure,” explains Knabl.

Direct investment is another good op-
tion, he adds. “If they have the means 
to invest in good ideas, they should 
come to Asia, source the rare pearls, 
and invest directly themselves.”

Another benefit for European investors 
of looking to invest in Asia relates to 
the increased compliance burden in 
the region. Many external asset man-
agement companies today are pre-oc-
cupied by trying to fulfill growing and 
complex compliance mandates. “Unfor-
tunately they simply don’t have enough 
time to take the same amount of care 
of their clients’ investment needs as 
they used to,” says Knabl. “They are 
predominantly pre-occupied with com-
pliance matters instead of promoting 
the Asian market opportunities.”

This increasing compliance burden 
provides an opportunity set for IAMs 
like Swiss Asia which are hiring sea-
soned bankers who no longer wish to 
spend most of their time dealing with 
compliance issues. As a direct result, 
they can spend more time managing 
clients’ needs and expectations relat-
ing to their investments and portfolios.

Further, the development of the inde-
pendent model in Asia in the last few 
years means that European investors 

Steve Knabl
 Swiss Asia

can get access via robust platforms of-
fering more flexibility and more sophis-
ticated investment strategies.

Knabl says this is highlighted by the 
growing interest from European asset 
managers in talking to his firm about 
helping them move to Asia to manage 
their clients from Asia. 
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taKing malaySian wealth 
management to the next level 
malaysia has big ambitions in creating a larger Wealth management industry that 

is recognised internationally for the quality of its people, products, platforms and 

client service. positive steps are being taken, but it is a long journey and it Will 

take time for the various components to fall into place.

There are many reasons to be optimis-
tic about the future of wealth manage-
ment in Malaysia.

Growing numbers of wealthy individu-
als at the mass affluent, HNW and 
UHNW levels are luring a larger num-
ber of banks, independent firms and 
other advisers to launch or enhance 
their range of products and services 
specifically targeting one or more of 
these client segments.

Further, a big commitment that local 
banks are showing, is the willingness 
to invest in their platforms. 

That is in terms of the product offering, 
online portal, and client communica-
tions, to enhance the overall customer 
proposition and experience, and ensure 
they can meet rising expectations.

The regulators are also eager to lay 
foundations that they think are con-
ducive to supporting the evolution of 
the market, for example by facilitating 
an increase in inflows and outflows of 
capital and expertise.

Yet patience is needed. Market partici-
pants from across the spectrum need 
to first put in place the components of 
long-term success and sustainability.

For many industry players, that means 
moving beyond the product-driven ap-
proach that shapes how many firms 
and advisers operate. 

It also requires a more determined, co-
ordinated and consistent effort to raise 
competency standards, broaden dis-
cussions with clients from wealth cre-
ation strategies to cover preservation, 
succession planning and, ultimately, 
retain more relationships onshore.

Being positioned to capitalise on such 
a large opportunity also takes commit-

ment to developing a sustainable and 
profitable business that can differenti-
ate by products and services.

As a result, the industry is at the stage 
where regulators and practitioners 
must now make important decisions 
about its future. 

Either they must facilitate a true region-
al centre of excellence by driving a more 
solution-based, service-oriented culture 
with clients’ interests at the forefront – 
or continue seeking the short-term eco-
nomic benefits of selling products.

Shi Jie ong
ocBc Bank

“We need to have clear 
principles about how to take 
the industry forward”
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carving out opportunities 
and segmentation

Each wealth management provider has 
its own customer segmentation, typi-
cally by AUM, for which they provide 
a diversified range of products to suit 
that category.

Mass market, or core banking, tends to 
mean customers with AUM of less than 
RM100,000. For most banks, to be able 
to offer structured investments, the 
customer needs to be a HNW individu-
al with more than RM3 million in AUM, 
excluding their primary residence.

The segment which caters for AUM of 
more than RM500,000 will offer DCIs, 
equity-linked investments and other 
short-term structured investments.

One of the attractions for banks to cre-
ate more bespoke offerings to HNW in-
dividuals has been that they can also 
target clients with whom they have 
business banking accounts but where 
they might not do any personal bank-
ing for them.

The numbers are meaningful, too. Esti-
mates are that the population of HNW 
individuals in Malaysia will double from 
its current 32,000 to 68,000 in 2015; 
with their net worth increasing from 
US$140 billion to US$330 billion.

At the highest end of the spectrum, the 
number of UHNW individuals in Malay-
sia is expected to increase by 33% 
over the next 10 years to 739 by 2023 
from 557 in 2013, according to Knight 
Frank’s The Wealth Report 2014. Fur-
ther, it said the number of UHNW in-
dividuals in Malaysia increased by 2% 
between 2012 and 2013 with nine new 
individuals joining the ranks of those 
with US$30 million (RM100 million) or 
more in net assets. 

It is clear that the various wealth seg-
ments have attracted a growing num-

ber of banks eager to win a share of 
this market. 

But being successful is all about pri-
oritising what’s on offer, rather than 
trying to be all things to all customers.

The increasing importance of wealth 
management to Ambank Group, for ex-
ample, is spurring the organisation to 
develop its name in this segment. Ini-
tially, it is looking to do this by deliver-
ing a cost-efficient service via a com-
moditised product offering, explains 
Paul Lewis, its managing director of 
retail banking. 

Source: Hubbis Malaysian Wealth Management Forum 2014

Product pushing

Motivations of most wealth managers

Multiple regulators

20%

13%

Knowledge levels of advisers – and clients

43%

23%

WHAT’S THE BIGGEST HURDLE TO FURTHER ENHANCING 
INDUSTRY CREDIBILITY IN MALAYSIA?

The rationale, he explains, is build-
ing an offering that specifically caters 
to the bank’s customer base of mass 
affluent individuals. “We see a big fu-
ture in priority banking from our mass 
market base because of the growth in 
emerging affluent customers and small 
business owners,” says Lewis.

Around 70% of the bank’s deposits 
come from affluent individuals, and it 
is looking to offer additional services 
and products such as funds and dual 
currency investments to retain custom-
ers and deepen its share of wallet. “It 
is very important for us to focus on 

paul lewis
amBank group

“We see a big future in priority 
banking from our mass market base 
because of the growth in emerging 
affluent customers and small 
business owners”
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Source: MILSTE

MALAYSIA’S WEALTH MANAGEMENT CHALLENGES

Lack of wealth
management

products

Clients are still
focused on

deposits and
real estate

Industry
challenges

Lack of
talent

getting right a cost-efficient service 
through commoditised products as a 
starting point,” he explains. 

Shan Saeed, chief economist of IQI 
Group, agrees that to be successful in 
Malaysia depends on positioning in the 
minds of consumers. “It’s not about 
strategy, product or how smart you 
are. It is about gathering intelligence 
on your customers, competitors and 
the regulatory framework, to then be 
able to find the right target group and 
compete,” he says.

expanding the footprint

A notable recent trend in Malaysian 
wealth management has emerged via 
the international expansion plans of 
some of the leading local banks – as 
they drive the development and growth 
of the sector beyond the country’s bor-
ders and create better connectivity to 
the rest of Asia.

Their goal, they say, is to play an in-
creasingly important role within the 
wealth management space across ASE-
AN and internationally.

One of the ways to achieve this is by 
trying to differentiate their product and 

service offerings to make the most of 
opportunities emerging from a combi-
nation of regulatory liberalisation and 
the evolving needs of existing clients 
and prospects region-wide. 

Having a presence in both the domes-
tic and regional markets will also en-
able these banks to be able to compete 
more effectively for onshore and off-
shore HNW assets. 

Inside Malaysia, for example, they can 
target onshore wealth via financing 
and lending. 

In markets like Singapore and Indo-
nesia, for instance, they will focus on 
those wealthy Malaysians – plus clients 
of other nationalities – who typically 
prefer to hold a certain portion of their 
wealth offshore. 

These clients typically opt for Singa-
pore, Hong Kong or somewhere where 
they can hold it in US dollars, because 
they perceive the assets to be safer 
this way. 

The strategy is also well-timed in re-
lation to the UHNW segment. As this 
grows, so does the potential for off-
shore expansion as these individuals 
are looking to increase their allocations 
to developed markets.

Figures from Knight Frank’s The Wealth 
Report 2014, for example, show that 
35% of Malaysian UHNW individuals 
are planning to send their children to 
school overseas, with 60% of them 
planning to send their children to uni-
versities overseas.

The report also showed that 38% of 
these Malaysians are planning to in-
crease their property investments in 
2014 and 25% are considering pur-
chasing another home during the next 
12 months.

anthony Siau
rhB oSK asset management

“We want to be known as 
an asean specialist and be 
very good at investing in the 
asean and asia space”
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leading the international 
charge

RHB Group, for example, has a very 
clear, and bold, objective: to increase 
its RM48 billion (US$15.48 billion) in 
AUM today to RM100 billion by the end 
of 2018. 

“This will come through a combination 
of strategic partnerships, acquisitions 
and organic growth,” says Anthony 
Siau, director, regional head, and 
group strategy & institutional business 
at RHB OSK Asset Management.

With the purchase of OSK, and in con-
junction with RHB’s acquisition plan, 
an effective way to raise the group’s 
profile is to expand the business across 
South-east Asia.

Outside of Malaysia, in Singapore and 
Hong Kong, this involves setting up a 
new private client group, explains Siau. 
This creates a private banking-style of-
fering to HNW individuals and family 
offices. “We want to be known as an 
ASEAN specialist and be very good at 
investing in the ASEAN and Asia space, 
which is in line with our vision to be ‘an 
outstanding ASEAN fund house with 
Asian capabilities’.” he says.

For anything outside the region, he 
says the firm will look for strategic 
partners. For the US markets, for ex-
ample, RHB partners with Goldman 
Sachs and Schroders.

Maybank is another key local player 
which has also been focusing on build-
ing a private wealth franchise in Singa-
pore. The bank’s senior executives see 
this as a logical next step to its existing 
presence in the 10 ASEAN countries.

This enables it to service a combina-
tion of local clients as well as use its 
offshore desk to cater to clients based 
offshore but who want to bank in Sin-
gapore or Malaysia. 

“We already have the capability and 
infrastructure to serve our HNW cli-
ents. Our focus now is to strengthen 
it through a more dedicated offering,” 
explains Alvin Lee, group head of pri-
vate wealth. 

To do this, Maybank has positioned the 
private wealth arm within the consum-
er bank, but also ensured it is closely 
linked to the corporate and investment 
banking divisions – in turn enabling 
it to tap into an estimated 10,000 to 
20,000 potential clients from corporate 
banking relationships.

More credit, discretionary portfolio 
management and margin financing on 
share trading are some of the specific 
product enhancements which are on 
the cards, says Lee.

At CIMB, meanwhile, which already op-
erates in 17 markets worldwide, inter-
national expansion is part of its DNA.

For CIMB Private Banking more spe-
cifically, next on the growth agenda for 
Carolyn Leng, head of the Malaysian 
business, is tapping into the growing 
ASEAN wealth through regionalisation.
“Despite being a focused onshore 
private banking player, CIMB Private 
Banking has, through increasing recog-
nition of the Group’s capabilities in the 
regional and global space, started to 
attract interest from offshore clients.” 

Further, integrating the Malaysia arm 
into a regional private banking fran-
chise within the CIMB Group will, says 
Leng, give the bank a competitive edge 
through integrated resources and capa-
bilities in providing investment and com-
mercial banking solutions for its clients.

greater coordination

Perhaps one of the most encouraging 
developments for Malaysia’s wealth 
sector has been the government’s re-
cent economic transformation initia-
tive. It stated it wants to ensure that, 
by 2020, wealth management is one of 
the key industries in the country.

However, there are various challenges 
in getting there. For instance, Malaysia 
is one of several jurisdictions in Asia 
blighted by the lack of cohesion among 
various players and types of organisa-
tions operating across the wealth man-
agement industry.

To date, firms representing different 
customer segments and business mod-
els haven’t come together formerly to 
talk to each other.

carolyn leng
cimB private Banking

“cimb private banking has, through 
increasing recognition of the group’s 
capabilities in the regional and global 

space, started to attract interest 
from offshore clients”
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An obvious side-effect has been a lack 
of a united or consistent voice to make 
regulators aware of industry needs. 
These include understanding the dif-
ficulty of carrying multiple products, 
plus dealing with various regulations 
and multiple authorities across differ-
ent lines of business.

The existence of multi-level agencies 
also leads to confusion for clients. 
Gathering input from different indus-
tries and viewpoints, say market prac-
titioners, is vital to fill a gap in under-
standing about each other’s issues. For 
example, the regulators tend to have a 
reasonable dialogue with the product 
side of the organisation, but more is 
needed with the distributors to canvass 
views on what would work and how 
best to implement it. 

This highlights the extent to which 
wealth management still being organ-
ised along product lines – which, says 
Shi Jie Ong, head of wealth manage-
ment for OCBC Bank in Malaysia, is the 
fundamental issue.

“We need to have clear principles about 
how to take the industry forward,” she 
explains.

There is also a need for more compe-
tition, she adds. “Competition drives 
innovation. If you have more competi-
tion, it encourages the creation of rel-
evant products to address the needs of 
different segments. It will be a better 
way to grow the talent pool as well.”

In Ong’s view, the industry has been 
suffering a loss of talent because it 
is not as developed as in some of the 
hubs around Asia, such as Singapore 
and Hong Kong.

Advisers need a broader range of 
products and services if they are to 
be encouraged to stay onshore, she 
says. However, she adds that there is 
some maturing taking place to cover 
different asset classes and more ge-

ographies. This is important to build 
credibility, both for themselves and the 
industry as a whole.

A more open market might also help 
slow the exodus of funds offshore. 

Since mass affluent, HNW and UHNW 
clients are all exposed to global op-
portunities and solutions available in 
places like Singapore, Hong Kong and 
beyond, if the local industry cannot 
provide clients with similar options, it 
won’t be able to manage an important 
– and growing – part of their wealth.

And once a relationship goes offshore, 
it is difficult to bring clients back to 
Malaysia, say practitioners. 

Although the regulators are aware of 
this issue, it is a challenge to create an 
equal system to allow Malaysian pro-
fessionals to manage clients’ wealth 
and improve standards on par with 
some of the international centres.

Salman Haider, managing director and 
head of South-east Asia at JPMorgan 
Private Bank, views the market oppor-
tunity from three perspectives.

First, he says Malaysia is a hub for Is-
lamic finance in the region, so it needs 
to focus on how it can extend its reach 
in this area across region. 

“Malaysian banks need to think about 
how they can serve the 250 million In-
donesians, for example,” he says.

Secondly, given Malaysia’s ageing pop-
ulation, Haider says there is a need for 
retirement solutions. Developing these 
onshore is therefore the way forward. 

Yet he says compared with Singapore, 
for instance, Malaysia is at least 10 
years behind where it should be in 
terms of product innovation.

Thirdly, he adds, while investors in 
North Asia tend to have a strong home 

bias, there is more willingness in 
South-east Asia to look globally. “Reg-
ulators should work with banks to play 
a bigger role in this way,” he says.

a need to enhance 
credibility

An example of the extent of the chal-
lenge confronting wealth management 
in Malaysia can be heard via the opin-
ion of various industry practitioners – 
that there is a credibility shortfall.

And in a sentiment poll taken in June 
2014 at Hubbis’ annual industry con-
ference for the domestic market, 86% 
of the 100 senior practitioners from 
private banks, consumer banks, IFAs 
and insurance companies cited either 
regulatory overlap, a product-pushing 
culture, or adviser and client knowl-
edge levels as the biggest hurdle to 
enhancing credibility.

Being able to overcome these to move 
the industry forward ultimately de-
pends on how organised the various 
participants are as an industry. 

For example, says Ong at OCBC, today 
there are a lot of product channels and 
many of them serve a single product. 

“The perception of customers is that 
we are ‘product pushers’, but it is just 
because of how the industry is set up,”
she explains.
 
Yet it is up to individual firms to make 
sure their compensation models are 
client-centric, which would enable to 
move away from product pushing, ex-
plains Haider.

More specifically, in private, there is 
broad agreement that the sales and 
advisory process which many banks 
and other players follow needs to in-
corporate a greater focus on the role, 
application and importance of ethics as 
the starting point. 
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how cimB iS purSuing a 
regional wealth amBition
already an asian bank With a larger netWork than most, cimb bank is determined to 

leverage off the prospect of a more integrated asean community to create an even 

stronger regional force, reveals renZo viegas, chief executive officer, consumer banking.

CIMB is one of the few Asian consumer 
banks to have established a name for 
itself as a serious regional wealth man-
agement player.

Operating in 17 markets worldwide is 
impressive for a Malaysian bank, but it 
is part of the culture of CIMB.

As a result, its regional aspirations are 
driving it to look further at new oppor-
tunities, spurred by the growing levels 
of connectivity within ASEAN, as well 
as Asia.

According to Renzo Viegas, chief ex-
ecutive officer, consumer banking, the 
bank’s geographic footprint puts it in a 
good position to expand where open-
ings emerge. “CIMB has been focusing 
on strengthening inter-ASEAN relation-
ships since its infancy,” he says.

And as the movement towards more 
ASEAN integration gains further mo-
mentum, there is a real belief within 
senior management at CIMB that the 
potential is huge.

“We are in a prime position to take ad-
vantage of this development,” explains 
Viegas, “as the flows of money and 
people become far more liberated.”

making the most of 
a regional presence 

A driving force behind the bank’s re-
gional strategy to date has been to en-
sure it has an offering for each market 
that is relevant and appropriate, based 
on the size of the CIMB on-the-ground 
presence in that location.

For example, CIMB’s mass affluent cus-
tomer base in its home market of Ma-
laysia is only 1% of the total number 
of customers the bank has, but they 
contribute 50% of its deposits.

In Indonesia, CIMB has the fifth larg-
est bank in the country, so is more nat-
urally suited to targeting a much larger 
customer group. 

By contrast, CIMB’s Singapore business 
comprises only two branches; conse-
quently the firm has a higher success 
rate via CIMB Preferred, for the local 
mass affluent market.

investing for the future

With both clients and its own staff in 
mind, CIMB has been investing in order 

Renzo Viegas 
CIMB Bank

to position the bank to take advantage 
of these opportunities.

For Viegas, building a strong team of re-
lationship managers (RMs) is a priority.
“We induct our people from graduates 
and train them so that they can then 
grow and move up the ladder,” he ex-
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Regional banking

CIMB Preferred membership lets 

customers enjoy the same banking 

convenience and privileges wherever 

they travel across ASEAN, including at 

over 100 CIMB Preferred centres and 

more than 1,000 CIMB Bank, CIMB 

Niaga and CIMB Thai branches.

The bank’s ability to support custom-

ers regionally is further strengthened 

by its RMs, who work with their 

counterparts abroad to bring custom-

ers tailored solutions in Malaysia, 

Indonesia, Singapore, Thailand and 

Cambodia. 

The bank’s aim is not to confine needs 

by geographical borders.

digital

Viegas is also very realistic about the 
need to evolve the offering in line with 
the preferences of the bank’s younger, 
up-and-coming customers.

Its 40-year heritage in the wealth 
management space means that many 
customers in the priority banking seg-
ment are part of an aging group. So as 
the newer generation start to emerge, 
CIMB needs to be able to adapt. 

A big part of this involves prioritising 
digital strategies, says Viegas, to en-
sure a better level of engagement with 
generation Y.

So far, CIMB has two digital solutions 
to cater to two styles of interaction. 

The first provides customers with the 
digital tools they require to manage 
and organise their own portfolio, if 
they choose to.

The second solution is a portal that 
uses video and other online technolo-
gies, through which customers can 
easily contact the bank for advice. 

ing Big Data, we can get a far clearer 
understanding of our clients and our 
client base.”

using connectivity to 
onboard neW customers 

Moreover, as Generation Y grows 
in numbers and importance, and in 
turn fosters the next generation of 
entrepreneurs, synergies between the 
commercial and consumer divisions of 
the bank will become more pivotal as 
a customer onboarding tool. 

Another source of new customers will 
be from the globalisation of family 
members, with the younger genera-
tion being educated overseas, often in 
the UK and North America.

That makes CIMB’s connectivity be-
tween geographies a key part of the 
growth strategy, says Viegas.

As a simple example, as clients invest 
into property abroad, especially in the 
UK, CIMB offers them oversees mort-
gages, either in their home currency 
or in the local currency where the 
property is located.

“We are in a prime position to take advantage of the movement 
towards more asean integration, as the flows of money and people 

become far more liberated.” 

The digital platform is also critical in 
terms of business development going 
forward, adds Viegas.

For example, he explains, it revolution-
ises the levels of knowledge that CIMB 
can now gather from and re-package 
back to customers. “As a result of get-
ting deeper into the analytics and us-

CIMB has also created a digital plat-
form to facilitate this connectivity, 
adds Viegas. 

“Customers can log on and look at 
their account with us in Malaysia and 
their account elsewhere in the world 
and transfer between these accounts 
easily,” he says. 

plains. “They therefore have an affinity 
to us and won’t look to leave as soon 
as they can.”

To supplement this, the focus on train-
ing also now includes the bank’s own 
internal certification.

And its standards reflect its growth 
ambition. Those individuals wanting to 
work as an RM require 17 qualifications 
– seven from external and the remain-
ing 10 internally.

In terms of laying the foundations to 
nurture new clients, meanwhile, there 
is a continuous effort to funnel cus-
tomers from its broad retail banking 
platform through to priority banking. 

“We don’t define our ideal customer. We 
holistically grow them,” says Viegas.
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helping thailand evolve itS 
wealth offering
there is optimism around the potential for thailand to sloWly develop its Wealth 

management industry. this can only happen, hoWever, if it folloWs a road map that 

includes a focus on long-term investment strategies to educate clients and advisers 

alike, and thus help further the country’s appeal to local and offshore investors.

The last 10 to 15 years have seen a 
marked increase in the level of sophis-
tication among individual investors in 
Thailand. In response, banks, brokers 
and other institutions intent on grab-
bing their share of this opportunity to 
deliver product to this audience have 
been slowly developing their wealth 
management offerings, too.

However, while there has been a no-
table evolution, big challenges remain. 
These exist mainly in terms of educa-
tion, training and product diversity, say 
practitioners in the local market.

These are among the key changes 
which need to take place before the 
local market can hope to move to the 
next stage of its development – and 
before it can even contemplate playing 
a greater role regionally.

balancing offshore-
onshore product demand

Appetite among wealthy Thais for off-
shore investments and financial prod-
ucts as part of their portfolios has con-
tinued to increase.

In 2013, for example, demand for 
offshore products was very high, say 

cholathee 
pornrojnangkool
Siam commercial Bank

“We should have more access to 
foreign product onshore”

practitioners, as investors looked to 
get more diversified. Moreover, current 
factors such as the position of the US 
stock market has led Thai investors fo-
cused their interest overseas. 

“Last year there was lots of demand 
for product diversification into offshore 
investments,” explains Rinjai Chakorn-
pipat, senior executive vice president, 
private wealth management at May-
bank Kim Eng Securities. 

“The volatility in the stock market 
caught the attention of the investor. 

They realised that if they were more 
diversified and didn’t solely invest in 
the stock market, this would help to 
reduce their risk.”

Yet this applies to a relatively small 
number of local investors. 

And there is still a majority who are 
uncomfortable moving away from the 
relative safety of the local fixed income 
markets they are more familiar with. 

At the same time, there are a relative-
ly limited number of offshore stocks 
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rinjai chakornpipat
maybank Kim eng Securities

“last year there was lots 
of demand for product 

diversification into 
offshore investments”

available to them. Phillip Piaz, partner 
at Finaport, says that while the Thais 
are rightly fond of their country, such 
patriotism shouldn’t mean their invest-
ment scope is as limited as it is now.

Cholathee Pornrojnangkool, first senior 
vice president, wealth division, at Siam 
Commercial Bank, agrees with this no-
tion. “We should have more access 
to foreign product onshore,” he says, 
explaining that the lack of availability 
often means that clients are forced to 
look offshore, as the products avail-
able domestically are simply not suit-
able nor extensive enough.

improving the quality of 
advice

Another development which would 
benefit the Thai wealth management 
sector is more educated advisers. 

“This is the weakest link,” says Piaz. 
“Clients put their trust in [their advis-
ers] and they are supposed to mon-
etise their opportunities. Client are not 
expected to have the knowledge; that 
is why they employ us.” 

Practitioners agree that adviser edu-
cation is vital, but are quick to point 

out that certification, on its own, isn’t 
sufficient in generating the right skill-
set. Many of the soft skills, for exam-
ple, cannot be taught. It is here where 
senior colleagues and other advisers 
should play an active educational role, 
for example in terms of mentoring.

Fundamentally, local banks must focus 
on ensuring their training and educa-
tional programmes encourage advisers 
away from product pushing and instead 
highlight the importance of client care. 
This is key for Thailand’s wealth man-
agement market, says Pornrojnangkool. 

“Ten years ago, people started to do 
only product pushing, probably be-
cause the sales people had only been 
trained to push a specific product. A 
few years later this had come to a pla-
teau and we saw lots of mis-selling to 
customers, so suddenly we decided we 
must implement controls.”

Inevitably, this is a slow process. 
And for many participants in the Thai 
wealth management industry, espe-
cially local players, there is still a long 
way to go.

For example, says Paul Gambles, man-
aging partner of MBMG Group, Thai 
banks can’t offer a sophisticated global 
banking service without the talent to 
assist them.

Although local advisers have a good 
understanding of the Thai capital mar-
kets, this knowledge base is relatively 
narrow, he adds.

While his firm, MBMG, employs a num-
ber of sophisticated local advisers, 
they have been subject to rigorous 
training and re-training. This is need-
ed simply because the Thai financial 
sector hasn’t so far been exposed to 
global knowledge and best practices, 
he explains.

Source: Hubbis Thailand Wealth Management Forum 2014

Product pushing

Motivations of most wealth managers

Multiple regulators

7%

Knowledge levels of advisers – and clients

75%

7%

11%

WHAT IS THE BIGGEST HURDLE TO ENHANCING INDUSTRY 
CREDIBILITY IN THAILAND
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Vorayut Vorasubin, assistant manag-
ing director and head of private wealth 
management at Phatra Securities, 
states that investment is key.

“We try to control and institutionalise 
the advisory process, which is particu-
larly difficult in Thailand, as it involves 
a long-term approach to business, and 
you have to start by investing in the 
procedure,” he explains.

In general, however, local banks espe-
cially tend to have weaker footprints 
and less training and education as an 

established part of the process, says 
Pornrojnangkool. 

The challenge is compounded by the 
fact that good relationship managers 
are difficult to find in the local market. 
“This is why I think the industry here is 
growing slowly.”

According to Vira-anong C. Phutrakul, 
managing director and retail banking 
head for Citibank in Thailand, the bank 
has implemented a new system which 
focuses on client gratification, com-
pensating RMs for their customer sat-
isfaction component, based on goals 
such as level of service, quality of 
advice and also on understanding the 
customer’s objectives. 

Part of this stems advocating the notion 
of portfolio allocation, says Phutrakul. 
For example, the bank holds a portfolio 
review with clients every quarter, rec-
ommending a move away from buying 
and selling. 

While this is a pioneering step in the 
Thai market, Phutrakul hopes this will 
begin to drive the movement towards a 
long-term vision, incentivising RMs to 
create a more bespoke service for their 
customers and forge a longer commer-
cial relationship. 

philipp piaz
finaport

“clients put their trust in [their 
advisers] and they are supposed 
to monetise their opportunities. 
client are not expected to have 
the knowledge”

How to build trust with 
Thai clients

Doing the right thing for clients is a 

proven technique for advisers to gain 

trust and serving their clients more 

effectively. This can be achieved in 

various ways, for example:

 Instead of offering a product 

that is available on the plat-

form, advisers should research 

the client and their needs and 

identify products that would be 

suitable, maybe even preferable, 

that might not necessarily be 

part of the bank’s own suite of 

solutions

 Advisers should feel comfort-

able referring their client to 

another institution that can offer 

a relevant product or service

 Once an adviser has outsourced 

and referred a client to another 

institution, there is more likely 

to be a reciprocation and better 

relationships can be developed

educating clients

The level of adviser education and 
experience is not the only stumbling 
block to the further development of the 
Thai market, however.

Practitioners explain that there is a 
need for clients to change their mind-
set and ensure a more open dialogue 
to create a more useful interaction 
with an adviser.

There is also a difference between how 
clients perceive and use local versus 
foreign banks, adds Pornrojnangkool, 
who moved to his current employer 
from Standard Chartered Bank in early 
May 2014.

According to Phutrakul, the limitation 
on advisers being able to offer the 
“full advisory package” is driven by the 
scarcity of visionary market investors 
in Thailand.

For example, there is a dearth of cli-
ents who have more than just an ultra-
short outlook in terms of profit-and-
loss and portfolio management.

And even when investors buy products 
focused on supposedly longer term, 
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such as mutual funds, she says they 
tend to still insist on trading them.

Unfortunately, the trend of frenzied 
trading and lack of proper asset allo-
cation only further fuels the constant 
struggle in Thailand to try and re-route 
the behaviour of advisers away from 
transactions and towards advisory, 
says Phutrakul. 

This is not a simple task, especially 
with RMs being compensated by the 
volume they create from their clients.

Ultimately, clients tend to trust local 
banks to service their onshore needs 
and then employ a private bank for 
their offshore requirements, but they 
never share their full portfolio details 
between the two. 

This makes the banker’s job of trying 
to create a properly diversified, risk-
protected portfolio very difficult. 

Such hesitancy on the part of investors 
is symptomatic of previous negative 
experiences they have had.

They are often reluctant to reveal their 
wealth because of the product-pushing 
culture they have seen to date, say 
practitioners.

It is essential, therefore, for banks 
in Thailand to commit more time, re-
sources and energy to doing effective  
and comprehensive client education. 

This can include, for example, reas-
suring clients that by revealing their 
total net worth and portfolio to their 
banker, this won’t then leave them 
prey to commission-hungry, product-
pushing advisers – but instead, that 
more transparent approach will enable 
the banker to give them better advice 
about protecting their wealth and re-
ducing their risk. 

vira-anong c. phutrakul
citibank

“there is a dearth of clients 
who have more than just an 

ultra-short outlook”

paul gambles 
mBmg group

“thai banks can’t offer a 
sophisticated global banking 
service without the talent to 
assist them”

long term investment

For these and other reasons, panellists 
were in agreement that any efforts to 
position Thailand as a wealth manage-
ment hub were premature. 

But despite the challenges they high-
lighted, the large scope for develop-
ment within the Thai wealth manage-
ment space is very encouraging. 

Some of the positives include the fact 
that many investors have profited from 
Thailand’s maturing industry, seen for 
instance in terms of the breadth of 
products now available. 

That has encouraged global players 
like Citibank, Standard Chartered Bank 
and HSBC to base experts in the local 
market in order to ensure they deliver 
the right services.

The focus, however, must be on the 
long term.

For the time being, the onshore indus-
try remains under considerable pres-
sure to formulate relevant and enticing 
offerings for clients, otherwise the mi-
gration offshore will continue to gather 
momentum. 
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how to meet the needS of 
private clientS in aSia
david koay, head of relationship management for standard chartered private bank in 

south-east asia, explains hoW to manage and meet the expectations of private clients 

in asia today, and discusses their increasing sophistication. 

Compliance continues to be one of the 
key areas of focus within private bank-
ing today, says David Koay.

Being compliant in offshore private 
banking, for example, also gives confi-
dence to ultra high net worth clients in 
terms of where they want to park their 
business, he explains. 

Another challenge relates to ensuring 
private banking relationship manag-
ers (RMs) have the right skill-sets and 
are able to provide advice, particularly 
for those from a broker-style, product-
pushing background.

Koay says that the standards of RMs 
have to be of the utmost importance 
for banks wanting to ensure growth 
and sustainability. 

changing client 
expectations

While clients in Western markets are 
more familiar with fiduciary services, 
including setting up trusts and plan-
ning for wealth succession, the men-
tality of the typical wealthy Asian fami-
lies, as owners of family businesses, is 
more entrepreneurial. As a result, their 
needs are slightly different, says Koay.

And as first- or second-generation 
wealth creators, Asian clients are inter-
ested to see what they can do in terms 
of enhancing the business, he adds, 
rather than just looking for individual 
investment products such as bonds.

They are, however, also now starting 
to think about portfolio diversification, 
says Koay, rather than just relying on 
the growth of their existing business.

differentiating 
the offering

According to Koay, Standard Chartered 
recognises that it can’t be a banker to 
everyone across the world. 

In line with this, it wants to continue 
its strategy of focusing on Asia, the 
Middle East and Africa, he explains, 
where there is the fastest growth of 
high net worth individuals.

The other goal is to be more client led 
than product led. 

To drive this, there is constant training 
for RMs on how to be an adviser to 
their clients, he says, not just receiv-
ing and getting client-directed trades. 
Clients need to take more of a portfolio 

David Koay
Standard Chartered Private Bank

management approach, adds Koay.The 
aim, he explains, is to be able to cap-
ture both a client’s individual and fam-
ily wealth needs, as well as their busi-
ness banking needs – whether these 
are related to cash management, trade 
financing or investment banking and 
more of the specific strategic needs of 
the client’s company. 
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