SEPTEMBER 2010

~ADVIC
FOR N
- CANADIANS

BUILD AN EDGE
IN IMMIGRANT
COMMUNITIES.

o
=
»
(¥}
-
[y}
=
(=
-
-
w
m
=]
=
o
-
m
=
o
il
=
o
=
&
™
L=}
-
w
L=}
o
w
=
=
=
=
L=
=
w
[=]
)
L)
=

i MARGARET YANG,
Financial Advisor, Edward Jones

Rogers Publishing Limited, P.0. Box 720, Station K, Toranto, ON MAP 336 « PM 40070230



ADVISING

IMMIGRANTS

New Canadians represent a business opportunity for
advisors from the same culture, who speak the same
language, but what happens over time?

BY MARIELLEN WARD

Asia. To service them, Wendy says advisors need to have some-
one on their team who speaks the language and understands
the culture. “And they won't trust you on the first meeting,”
Wendy advises. “You will have to do a lot of meetings with
them, a lot of lunches and dinners, before they feel comfort-
able with you and start talking about business.”

Vikas Saida understands that building trust with an immi-
grant investor is often easier if you share the same cultural back-
ground. Vikas, a financial advisor with Edward Jones in Missis-
sauga, Ontario, emigrated from India to Canada in 2003.

“Being an immigrant helps me, especially when 1 am sitting
in front of a new immigrant who has just landed,” he says. “It’s
an exciting place—being in a new country with a totally dif-
ferent culture. But people are concerned. | know what they're
going through because 1 went through similar circumstances,
I understand what the issues are.”

After researching the job market and many financial insti-
tutions, Vikas settled on Edward Jones, in part because the
company valued his Indian experience and helped train and
support him as he set up his financial practice.

www.advisor.ca

About 30% of Vikass book is comprised of immigrants
and their families, and he is often called upon to speak Hindi,
Punjabi or Urdu to his clients, many of who come from India,
Pakistan and the Middle East. Though he hasn’t deliberately
built his practice by catering to new immigrants, he thinks he
has been successful in this area because he is able “to see things
through their eyes.”

He used to advertise in local ethnic media, but now his busi-
ness is based entirely on referrals, often to family members
and friends. Immigration is usually not a one-time event; it's a
constant process as immigrants bring their family members to
Canada. For Vikas this is a boon, as clients bring their newly
arrived family members to his office and he’s able to build
relationships with them as well.

Referrals are of course a great way to build a practice, per-
haps especially among immigrant communities, but what if
you're new to the country and don'’t know anyone?

When José¢ Lomonaco first moved to Toronto from Caracas,
Venezuela three years ago, he had already arranged an interview
appointment with Edward Jones because continued on page 13
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Providing financial advice

to immigrants takes time, and virtually evervone we inter-
viewed for this article said the same thing: appointments with
new immigrants take a lot of time, whether they're already

familiar with wealth management and investing practces, like

Vikas Saida’s clients from South Asia, or are new to much of

the finance and investing knowledge we take for granted, like
Renee Talavera-Siaos clients from the Philippines or José
Lomaonaco’s clients from South America.

But evervone also agreed the time spent on educating im-
migrant clients and building their trust was worth it—baoth in
terms of job satsfacton and business straregy.

Heres how they do it

Building a practice

Speaking the same language as your immigrant client is prob-
ably the single-most important advanrage an advisor has. It
refers both to understanding the language iself—Mandarin,
Hindi, Spanish, etc.—and to cultural understanding, Plus, if

the financial advisor is also an immigrant, there’s the added
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band of shared understanding about the required adjustment
process when moving to a new country,

Wendy Seto, a private banker, Asian Market Strategy for
Royal Bank of Canada, says the majority of her clients origi-
nally hail from Mainland China. From China herself, Wendy
grew up in Canada and speaks both Mandarin and Canton-
ese. *Mandarin is a language | have to use every day,” she says.
“It's a must.”

Wendy has more than a decade of experience serving and
advising the Asian community. In her current role, she works
with a team of four to meet the financial needs of ultra-high-
net-worth individuals and families.

“They are more sophisticated than the customers we used
to see.” Wendy explains, “but often their needs are very ba-
sic, such as buying a home or transferring money, What they
want from us is help integrating into Canada; to really be part
of their life.”

There’s currently an influx of high-net-worth immigrants
from China to Canada. According to RBC, more than 65%

of new immigrants to Canada come from Asia and Southeast

wwwadvisor.ca



continued frem page 11 the investment firm was ranked as one of
the top three places to work in Canada, He started out as a
financial advisor in a new country knowing no one and liverally
went door-to-door o inroduce himself.

Realizing Toronto is a diverse city, he researched how to
approach different cultures, The Spanish-speaking Latin
American population is quite small, so he knew he couldn't
focus entirely on this market. Bur he did begin to get Span-
ish-speaking clients. He says it was an organic, rather than
deliberate, process. “They came more by referral” he says.
Today, about 6% of his book is Spanish-speaking.

Renee Talavera-Siao is an investment funds advisor with
TriMonarch Financial / Fund EX Investments Inc. in Toronto,
She is also an immigrant, and because of that, she gets a lot
of referrals through the immigrant community. Renee was a
teenager when her parents left the Philippines for Canada, and
she has worked in the financial services industry since 1979,

She’s been an advisor since 19935,

INING T0 TH
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HAVING A PLAN IN PLA[:E HAVING

REALISTIC EXPECTATIONS FOR RETURNS.”

About 75%-80% of Renee’s clients are immigrants, from
a wide range of different nations. A number of them are
Filipino, because she started her career as an advisor mar-
keting to her own community. “With a lot of these immi-
grant communities, especially now, with the multicultural
channels, one of the major sources of media they follow is
their community’s media,” Renee says. *So, if you want to be
known as someone who works in that community, vou have
to advertise in those mediums.”

Renee also meets a lot of prospective clients through her
work in the Filipino community: she hosts an annual charity
golf tournament and is president of the charitable group Fiesta
Assistance and Services, whose main objective is o promote
Philippine art and culture. Through these activities, she has
become known in her community as a financial coach; some-
one who can guide other immigrants from the Philippines,

“The first generation of immigrants prefers to deal with
someone who can speak their language,” Renee says. This is
not so important to second and third generations, she adds,
“hut they still like to deal with someone who has the same

family values, and who understands their culture.”

www.advisor.ca

Specific challenges
Advisors, even if they speak the lan-
guage of their immigrant clients, face
certain challenges. Margaret Yang is a
financial advisor and limited partner
with Edward Jones in Mississauga, and
is one of the firm’s top producers. She emigrated from
China to Canada about 12 years ago and speaks Mandarin
to many of her clients: more than 40% are from Mainland
China, Taiwan or Hong Kong.

Margaret says that working with new Canadians is quite dif-
ferent than working with mainstream Canadians.

Market investing is still a relatvely recent development
in China, so investing and financial planning are new con-
cepts to many Chinese immigrants. Margaret tends to see
wo exXtreme III‘]]F(?.‘L{']L‘E L 'I.'-f:..‘ith It1'.'|]]:1gL'IHL'!I'|[ sOme save
all their money in the bank, at a fixed rate of return, and
others are very aggressive stock traders. There's a huge gap

between—which clearly shows the need for financial
planning in this community.

“It’s easier for me to work with local people, because
[ don’t need to spend a lot of time educating them,” she
says, “For immigrant clients, | need to spend a lot of time
explaining to them the importance of having a plan in
place, having realistic expectations for returns and why
they need to think about the long term. Managing expec-
tations is an issue.” continued on page 16
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continued from page 13

investors have lived through various

Experienced

market cycles, and understand the ups and downs, but it was cata-
strophic for new market investors who went through their first
market downturn in 2008,

“It’s more difficult to manage and more time-consuming
to work with immigrant investors,” Margaret says. “But it’s
worth it. Chinese immigrant investors have been successful
in making money; however, their money is in savings and
not growing. They have a huge need.”

Margaret feels an obligation and responsibility to ensure the
right concepts are passed along to Chinese investors, and that
they're directed towards trustworthy companies and advisors
who will really take care of their best financial interests.

“As an immigrant myself, 1 feel a responsibility 1o edu-
cate them and help them achieve their financial goals in a
conservative and steady way,” she says. “Some are cash-rich
and have a significant amount of assets available for invest-
ing. I have the expertise and the resources to help them.
Thar's the reward.”

Margaret is the vice-president of the Chinese Professionals
Association of Canada, and she feels strongly about her
community responsibility to help immigrants integrate into
Canadian society. She works hard 1o provide informed and
safe solutions to her clients, and to gain the trust of her com-

munity and clients,
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Building relationships and trust is a theme all financial
advisors can relate to, and its perhaps even more crucial,
and more difficult to attain, when dealing with immigrant
clients, Understanding your clients” eultural backgrounds
and waking the time to educate them about investing play
big parts in overcoming the trust factor.

But different cultural communites face different, and
sometimes very culturally specific, challenges that financial
advisors need to be aware of. José Lomonaco’s South Ameri-
can clients come from countries where double-digit inflation
is a way of life. In those circumstances, it’s very difficult to
plan for the future, and financial management tends to fo-
cus on more immediate goals, such as converting currency to

make money last,

URAL

EDU[:ATE THEM ABI]UT INVESTING PLAY BIG
PARTS IN OVERCOMING THE TRUST FACTOR.

“Financial planning in Latn America is not widely heard
of,” he says, “It’s a completely new life in Canada—where you
can save for the future, buy a home, put your kids through col-
lege and save for retirement. Financial planning is brand new
to most Latin American immigrants.”

José understands his Latin American clients and what they
need to learn, and he takes the extra time to explain, “Educar-
ing newcomers is key,” he says, “And they value it.”

Educating and understanding are both important require-
ments for dealing with immigrant investors. Vikas Saida needs
to be sensitive about his clients’ religions beliefs,

“Some of my clients from the Middle East and Pakistan
don't like particular investments,” he says. “For example,
they don’t want to have investments that give them a fixed
interest rate because that is against their religious beliefs.
Some clients come to me and say ‘we want to make sure the
investments you're buying are not in companies that are
making aleohol or arms and armaments.’

“You've got to understand, you've got to ask the right ques-
tions, and know their needs and their beliefs, and offer the
right solution to them.”

Vikas says another hig concern for Indian and Pakistani
immigrants is the stability of a company.

“Back home in India and Pakistan, financial institutions are

www,advisor.ca



as good as governments. They need the concepts of capitalism
and private companies managing their money to be explained
to them. They expect that if they have given money to a finan-
cial institution it’s in the government’s hand, and that miscon-
ception must be cleared up.”

Markets in India are starting to open up, and Indian and
Pakistani immigrants are ready to invest in the stock market,
In fact, they tend to be quite sophisticated investors, but many
still ask if Edward Jones is a government organization. They're
accustomed to having the government handle their money,
and their trust in the government is implicit.

“Indian and Pakistani immigrants do tend to trust the sys-
tem, and they are especially comfortable in dealing with large
organizations,” Vikas says. They look for a name they can
trust—and the implied credibility.

Advisors have to understand, and make the client under-
stand, the differences between what they’re used to back home,
and how things work in Canada. They have to explain the risks
involved in investments. Having a shared cultural background
will help advisors to pinpoint these crucial differences, but it's
still very time-consuming,

“You've got o ask a lot of questions and you've got to be
prepared to answer a lot of questions,” Vikas says.

Wendy Seto says a lot of the tme spent working with
Chinese immigrant investors is about building trust.

“They have to test you and test you, until they are comfort-
able with you, before they will start talking business,” Wendy
says. “They need to see you are genuinely true to them, and
that you have the capability and eredibility. They only want
to deal with the best firm and the best bank. They put a lot of
emphasis in the brand.”

Bur even if they trust you, they may never disclose 100%
about what they have,

According to Wendy, Chinese people don't actually like o
talk about money and are also very secretive, “They will never
tell you how much they have, no matter how well you know
them,” she says. “They may tell you 90%, but they will never
give vou full disclosure. They will not even tell their closest
family member everything they have.”

“YOU'VE GOT TO ASK A LOT

OF QUESTIONS, AND YOU'VE
GOT TO BE PREPARED TO
ANSWER A LOT OF QUESTIONS.”

wwrw.advisor.ca

Plus, they tend to call the shots. “They will tell you when
the time is right. You can advise them, but they will not take
action until they decide the time is right.”

Wendy says a lot of the Canadian advisors she works with
feel frustration when dealing with Chinese investors because
they require so much patience. “If you can’t go through this
test, you will never be able to manage their wealth.”

Evolution of a practice

Taking the time to understand, educate and gain the trust of
immigrant investors is rewarding in many ways. Advisors say
helping immigrants integrate into Canadian society, and pro-
viding them the information and advice they need, give them
a lot of job satsfaction,

And they're also rewarded through loyalty, which gets passed
on to the next generation. Immigrants tend to be particularly
family-oriented, and this may be especially true for Asian im-
migrants, so once an advisor is working with one family mem-
ber, he or she tends to take on the rest of the family as clients.

Every culture is unique, of course, and offers advisors
unique opportunities and rewards. Renee Talavera-Siao
explains that in the Filipino community, continued on page 19
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continued from page 17 first-generation immigrants tend to work
hard and sacrifice to ensure their children are well educated and
have a better life than they did.

For these immigrants, life insurance is important, while retire-
ment planning is secondary. Their main concern is taking care
of the next generaton—who, they expect, will take care of them
when they retire. They'll ensure the insurance premium is allo-
cated in their budget, but not necessarily retirement savings.

“It’s not their life that’s important, its the next generation,”
Renee says. “If something happens to them, there’ a big lump
sum available for their family.”

This intergenerational interconnectedness is the reason
Renee’s trade name is TriMonarch Financial. “Like the mon-
arch butterfly, I'm very much interested in transforming lives,
and I cater to the tri-generation of families.”

In her marketing, workshops and the services she offers,
Rence addresses retirement planning in terms of three gen-
erations. By using this approach, she attracts clients from dif-
ferent generations within the same family.

Wendy Seto also tends to serve the children of clients,
“Chinese are very loyal people,” Wendy says. “Once the trust
is established, they will not change an advisor. They will stick

with the same individual forever and ever—and will even
consider their advisor as part of their family.”

Serving the next generation is easier because they've adapred
to the Canadian culture, They gain trust faster. But its impor-
tant to note that in Chinese families, one account is the norm.
The head of the household always makes the decisions—even
when the children are grown up. And the head of the house-
hold is always a man, The family’s financial needs may change
aver oime, but the core values remain.

Vikas Saida and Margaret Yang agree that the family-ori-
ented nature of Asian immigrants usually ensures they're able
to serve their family members. “When the brothers and sisters
of my clients start moving into Canada, they do come to me,”
Vikas says. “They realize that Edward Jones has done a good
joby for them.”

Margaret concurs: “If the parents are happy, the children
will, hopefully, remain loyal.”

José Lomonaco doesn’t strictly market or cater to the im-
migrant community (only a small percentage of his clients are
Spanish-speaking). So his approach is to have a well-diversified,
balanced mix of clients—which sounds like good advice, coming

from a financial advisor, #* WARD
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