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@ Guest Column

Meeting The Demand For Better Client Communications

By ham Sendheln, Sandhalm Farinen
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The asset management indistry oontines
o face unrelenting tailwinds in its souggle
o grow AUM. The convergence of growing
passive nflows, downwand fee pressure, in-
creaged market voluwility and chronic un-
derperformance has formed a virual perfect
storm, catching mamy firms ungrepared for
the fallour.

Comammibcation i critical for instintional
firms in this unsetling ernvironment, requir-
Ingf services [eams o manan oonstant con-
tact with ther clients. That iranskates into too
sy calls bo make with only so much time ina
cliy, which could lesve some clients in the dark
at a time when money & in motion. That is a
situation many firms can 0 afford.

What Clients Wit
Institwtions] clients and their consultants have
never been under greer pressure o deliver
regults and in this environment are constant-
bv reviewing and assessing. I performance
doesr(t meet expectations, or if a sirategy Ent
doing what its supposed to be doing, they
need 1o know what's going on so they can de-
vermine i they nesd o make portfolio chang-
e, Without the answers they need, they could
decide 1 cateh the passive wave and swap
their small-cap value sirategy for a less expen-
sive srmall-capvalue ETF.

As client concerns mount, service people
become challenged in trying to reach out in a
timely manner, and & & bad practice o have
clients making the first call It's vital for asset
managers o leve proaciive coversations
with their clients o get out in front of their
CONCENE.

Communicating in the Digital Age

Although aseet managerent firms feve nev-
er been at the forefront of digital evolution, a
growing number aof fiems are staning o dis-
cower the power of digital communications for
i abilivy to reach clients and a brosder audi-
ence more efficiently They're also beginning
vo unsberstand the value in wsing their websites
and social media to build their brand and in-
credde vigibility. AL the core of their new strat-
egies i quality and fresh content, which, when

distrilnted via their websites, social media and
el campaigng. keeps their clients informed
and establishes these firms as thought leaders.

More importantly, an increasing number
of instinutional vestors and their consultants
are accessing aseel managers websites and
social media to consume content. According
1o i Greenwich Associates study, nearly BO% of
irstitutional nvestors vse sockal media at work
and one-thisd say the information they find
throwgh social media nfluences thelr irmest-
ment decisions. For nearly half of instingtionsal
irvestors, sociall media is where they look for
mews, ket updates and manager commen-
taries. It's aleo one ol their primary sources of
information an investment product s and asset
management firmes

In Ect, the quality of an asset managers
website, sockl media presence and content
i increasingly used in due diligence by insti-
tutional investors as a “prooll point® when as-
sessing a firm's trustworthiness, ransparency
and technological expertise. Firms that have a
presence on Linkedln, Facebook and Twitter,
offering fresh and relevant conent, are per-
ceived a8 more transparent and trustworthy
thean firmes that dom't wse them.

Dot Think of it as Marketing
There i& a matural reluctance among manmy
institutional asset managers o engage in
marketing Their cliemele—pension  funes,
municipalities, Family offices, and other krge
irmvestors—tend 1o drive the sales process
throwgh BFPs and their gatekeepers, who do
their due dilgence. Asa result, they may be re-
lectant to adopt these digital marketing wols.
However, they do want 1o commmunicae
with their clients When vou consider that
marketing, especially cigital marketing, s
about communicating a message. these strat-
egies dimply became an alternate and more
effective way o reach clients. In fet, it pro-
vides direct support o service teams that still
meed 1o call their clients. And when you con-
sider that a growing majority af dients prefer
1o receive their communications digitally, or
a5 a supplernent toa phane call, it can actually
arengihen relationships.

Regrardless of how vou feel about wsing website
content, soctal medks or e-madl to carry your
message, when it B combined with data ana-
Iytics, it suddenly creates a window into how
your clients feel about yvour message—and that
can bee Envaluahle.

Imagine being able o rack your clients’
response 1o an e-mal they receive. Did they
Fo to your website? What did they look at on
your website? How much time did they spend
there? Did they visit your social media sites?
More importanitly, i their level of engagement
with your digital tools increasing or decreas-
ing? In either cawe it might warrant a phone
calll to see what's up. If there has been little ar
no engagernent fior a while, he/she may be
ready to move on.

By linking your digital communications
tooks o daa analyties software you have a
clear view into vour clients’ sctivities and their
level of engagement, which enables your er-
vice team Uo be more prosctive in contacting
clients at the appropriste times. It may be the
best reason to adopt a digital communications
sirategy, thowgh its effectiveness depends
largely an the quality and consistency of the
content produced. Otherwise, there i mo rea-
son for your dients to engage.

A Ward About Media Appesrances

In the financial advisor space, Investment
maneagerment firmes vie for medi opportunities
Lo showesise thedr portfolio managers and get
thelr message out. However, in the instinution-
al world, clients are less starstruck, preferving
that their partiolio managers focus their time
and energy on mansging their money. At least
that is the wany it used to be.

While they stll might hwve concerns
about how their portfolio managers spend
thelr time, instiutional clients are beginming
Lo appreciate a TV appearance svery now and
then “In this environment, it's mnportant for
clients—institutional and retal—1osee the cap-
tain of the ship oul there, talking about how
he's trying 1o make money and protect ves-
tor asgets, sxid the hesd of sales of a boutique
imstitutions] manager.
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