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1_‘_USTu$3:r A THOUGHT

Thisistheofficial firs year of
the new millennium. Thisisthe
year when all the changeswill
take placeand thetoneis s for
thefirg decade of the next one
thousand years Whoa. .. that
soundslikeabig deal! WA itis.

The computer age and Internet global
communication are staples of life now.
No investor with any amount of human
reasoning can deny the potential of this
new strain of investment. The real world
(stock markets) will not sustain cosmic
price to earnings (P/E) ratios and will
refuse legitimacy to any company that
does not have the fundamentals of
earnings and a management team that has
ahistory of at least a modicum of success.

Throw into that mix the aging of the
richest population anomaly in history
(boomers), and you have action. Season
that first wave of new economy, where the
“dot.coms’ are now the “dot.gones,” and
you have confusion. Stir in the great
bewilderment of what exactly most of the
mutual fund portfolio managers are doing
to justify the management expense ratios
(MERS), as they collectively and silently
watched al the markets tank before they
sold, and you have anger and fear. Now,
turn up the heat from the clients as they
phone asking you to explain why they
were in these funds in the first place, and
bring to a boil. Boil just long enough to
“mantra,” BUY ... HOLD... PROSPER...
three times and let simmer.

It sounds like arecipe for disaster, but it
isn't. Whilel am not trying to trivialize
the loss and the grief that has been
sustained, thisis historic. Markets move;
they ebb and flow. Money is energy and

X

ust go somewhere. Some clients, feeling
unbalanced, are becoming distrustful and
wary of their advisors. But it isthe savvy
investorsand their gatekeeperswho know
that wherever there appearsto be disaster,
thereisalso opportunity. Thisisone of
thosetimes. Fact: Down markets arefirst
of all historic—and historically temporary.

Thisisthetimefor the advisor to bevisible,
not by getting in your clients’ faces, but by
simplebeing available. Let them know you
are. Itis“getting through” the difficult
timesthat createsthe relationship that
allows customersto becomeclientsin areal
sense—or not. Hey, some of these people
are going to make achange and walk. That
istheir right and, whileit isnever easy, itis
what itis. But you haveto know what if
some of your people are moving, so are
others. You are awiser, more humble
planner now and you actually may have
moreto offer in the way of adviceand
experience—not to mention how biblically
prophetic you look with that new gray hair
you earned participating inthe deluge.

Thismight be agreat timeto revisit the
pagein your client’sfilethat discussesrisk
tolerance. Itiseasy totak likea*“cowboy”
inabull market but, if your client isfeeling
littlefoolish having brought the“ mother-in-
law’s” RRSPinto the“tech world,”
empathy and handholding will score big
here.

From the advisor perspective, we are still
very much in the people business. An
advisor’ssincere, heartfelt understanding
during tough times, isboth an unmistakable
and welcomed sentiment to worried people.
Thisisespecially trueif the people were
just processed as a business transaction the
first timein order to move quickly through
the lineup of those who werelooking to get
in beforethey missed it. Well, thelineupis
alot more manageable now, and a sober
second thought isthe order of the day.

The recent events are part of our industry
evolution. Thiswill cull the heard of some
advisorswho are still just touting the

Jpportunity Knocking

l' I Ifficult times can create lasting relationships

company line, and provide theimpetusfor
those who ventured out to far, to go back to
the knitting that made them their book in
thefirst place.

| recently caught the road show put on by
Synergy Mutual Fundswith Nick Murray
asthe guest speaker. Thiswas asmart and
gutsy presentation to put on in the course of
the gut-wrenching and fearful market (April
28). It helped breathelife and hopeinto all
who attended. It explained the stock
market through the eyes of Nick Murray,
but moreimportantly, it showed the bottom
lineinner thinking of this particular mutual
fund company and how they manage. One
can makereal decisionswhen you get it
straight.

For those advisorswho can’t stand the heat
or theroller-coaster ride either for them-
selvesor their clients- can you say “seg
funds’? | know that they’ re not as sexy and
don’t comewith all of themarket hyperbole
as do straight mutual funds, but they do
work. Having 75 or 100 per cent protec-
tion on the downside of amarket, and the
full potential to participateintheupside ...
spellsRELIEF, and isuniquein terms of
equity participation. Thereisno other
market vehiclethat allowsthisprivilege.
They are especially suitable for those new
converts(clients) who are just now
understanding that guaranteed investments
certificates (Gl Cs) and Canada Savings
Bonds (GSBs) don’t cut it over thelong
term. Then, when the phone calls start
coming in because of market gyrations, you
can, with al the confidencein theworld,
say, “Don’t worry,” without offering asilent
prayer to the stock-market gods under your
breath.

...Just athought
.
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