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Making sure heirs are taken care of 90.6% 

Luxury lifestyle 88.7% 

Best practices for dealing with advisors and attorneys 86.8% 

Sophisticated tax strategies 85.8% 

Being unjustly sued 83.5% 

Lifestyles of the exceptionally wealthy 83.2% 

Family offices 78.9% 

Making meaningful gifts to charity 78.2% 

Not being able to meaningfully enhance lifestyle 77.9% 

Losing money in a divorce or other family conflict 76.4% 

Identity theft 73.6% 
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  UHNW	
  

It	
  Is	
  Lifestyle	
  
Building	
  and	
  maintaining	
  a	
  personalized	
  environment	
  



Having enough money in retirement 0.0% 

Paying for children’s or grandchildren’s 
education 

0.0% 

Taking care of parents 0.8% 

Residential real estate market continuing to 
falter 

5.7% 

Budgeting 0.0% 

Ns=127,	
  127,	
  127,	
  106,	
  106	
  UHNW	
  

Another	
  PerspecJve	
  on	
  PrioriJes	
  
It’s	
  not	
  always	
  what	
  you	
  think…	
  



48.1% 
Core Factors 

ConsultaJve	
  

Cost-­‐EffecJve	
  

41.6% 

10.3% Character-­‐Chemistry	
  
Caring-­‐Competence	
  

The	
  Components	
  of	
  Loyalty	
  
A	
  structural	
  determinisJc	
  model	
  

	
  



CLIENT	
  

Relationships 

Financials 

Advisors Process 

Interests 

Goals 

The	
  Whole	
  Client	
  Model	
  
A	
  holisJc	
  profiling	
  methodology	
  



Uncle	
  
Frank	
  

Investment	
  
Review	
  

Estate	
  
Planning	
  

GeneraJon	
  
Skipping	
  
Trusts	
  

Insurance	
  
Review	
  

Financial	
  Plan	
  

Intros	
  to	
  
Children,	
  
Siblings,	
  
Associates	
  

Philanthropic	
  
PrioriJes	
  

Business	
  
Succession	
  

Line	
  of	
  Credit	
  

Intros	
  to	
  I-­‐
Banker,	
  
ValuaJon	
  
Specialist	
  

Intros	
  to	
  
Partners,	
  
Clients,	
  
Vendors	
  

Your	
  Best	
  Use	
  of	
  a	
  30-­‐Minute	
  Client	
  MeeJng	
  
Be	
  conversant	
  (not	
  expert)	
  in	
  each	
  area,	
  have	
  a	
  network	
  



Investment 
Consultants 

Wealth 
Managers 

Elite 
Practitioners 

Client Referrals 93.5% 91.6% 74.3% 

Professional 
Referrals 

36.4% 70.6% 84.3% 

Joint Ventures 20.2% 41.3% 32.9% 

Seminars (invite 
only) 

19.5% 12.6% 17.1% 

Seminars (public) 14.5% 7.7% 11.4% 

Other* <4% <6% <8% 

Sourcing	
  Affluent	
  Clients	
  
Most	
  advisors	
  concentrate	
  efforts	
  in	
  two	
  key	
  areas	
  

*	
  Including	
  PR,	
  adverJsing,	
  direct	
  mail,	
  cold	
  calling	
  

N=628 



Investment 
Consultants 

Wealth 
Managers 

Elite 
Practitioners 

 
Client Referrals 

 
15.4% 

 
4.2% 

 
2.9% 

Professional 
Referrals 

 
81.7% 

 
86.7% 

 
80.0% 

 
Joint Ventures 

 
2.9% 

 
9.1% 

 
17.1% 

Source	
  of	
  Best	
  5	
  Clients	
  in	
  Last	
  2	
  Years	
  
Past	
  experience	
  is	
  no	
  indicaJon	
  of	
  current	
  efforts	
  

N=628 



Enrollment/Admissions	
  Pros	
  

Physicians 

Third-Party Administrators  

Jewelers 

Lenders 

Yacht & Jet Firms 

Auction Houses 

Divorce Attorneys 

Event/Wedding Planners 

Mortgage Brokers 

Undertakers 

Life/P&C Insurance Brokers 

Investment Bankers 
Real Estate Brokers 

Retirement Community Owners 

Art Dealers 

Appraisers 

Executive Search Pros 

Private Equity Firms 

NPO Fundraisers 

Personal Shoppers Personal Security Firms 

Executive Coaches 

Agents 

Business Managers 

Accountants Family Offices 
Concierge Providers 

Private Banks 

Advisors 

EXPECTED	
  
	
  

Life	
  Insurance	
  Agents	
  
Tax	
  Specialists	
  

Trusts	
  &	
  Estates	
  Adorneys	
  
Accountants	
  

Hedge	
  Fund	
  Managers	
  
	
  	
  

UNEXPECTED	
  
	
  

Funeral	
  Directors	
  
Physicians	
  

Luxury	
  Providers	
  
ExecuJve/Life	
  Coaches	
  

	
  

Trust, Experience & Knowledge 
= 

Your Best Opportunities 

Virtually	
  Limitless	
  PossibiliJes	
  
Professions	
  that	
  compliment	
  yours	
  create	
  essenJal	
  partnerships	
  



Family	
  

Strategy	
  &	
  
Planning	
  

Asset	
  
Management	
  

Estate	
  
Planning	
  

Liability	
  
Management	
  

Business	
  
Succession	
  

Charitable	
  
Giving	
  

Healthcare	
  
Management	
  

Family	
  
Support	
  

Lifestyle	
  
Support	
  

Counseling	
  	
  

Family	
  MeeJngs	
  	
  

Governance	
  	
  

EducaJon	
  

Mission	
  Planning	
  

Risk	
  AnalyJcs	
  

Asset	
  ProtecJon	
  

Life/P&C	
  Insurance	
  

Private	
  Security	
  

Networks in Networks in Networks 
Virtual agreements make sourcing specialty services easier 



What	
  You	
  Know	
  &	
  Who	
  Knows	
  You	
  
Combining	
  a	
  strong	
  professional	
  brand	
  with	
  experJse	
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Degree of Brand Equity 

Incompetent High-Profile 
Incompetence 

Talented  
Expert 

Hidden Talent 



N=54	
  

Highly	
  Responsive	
  	
  

Customized	
  SoluJons	
  

Extensive	
  Financial	
  &	
  
Related	
  ExperJse	
   81.5%	
  

85.2%	
  

94.4%	
  

72.2%	
  

66.7%	
  

HolisJc	
  Approach	
  

NOT	
  Pushing	
  
Products	
  

Appeal of the Multi-family Office 
Qualities that are synonymous with wealth management 



A	
  feeling	
  of	
  trust	
  

The	
  right	
  amount	
  of	
  contact	
  

Investment	
  exper5se	
  

Solu%ons	
  to	
  my	
  current	
  issues	
  

What	
  Makes	
  a	
  Successful	
  RelaJonship?	
  
QualiJes	
  borne	
  from	
  understanding	
  and	
  a	
  shared	
  vision	
  

You	
  understand	
  my	
  goals	
  

I	
  get	
  answers	
  to	
  my	
  quesJons	
  



Many Thanks!! 
 

hannah@hsgrove.com 
www.hsgrove.com 
www.pw-mag.com 
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