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W

ealth management (WM) is a
financial service that incorporates financial planning,
investment advice, portfolio management, accounting/tax services,
and a number of aggregated financial services.
In other words, WM is more than just an
investment advisory service because it covers
all of the financial activities of an individual
person. As more and more financial institutions begin to offer WM services, the competition for customers has turned very fierce.
Although understanding and coping with
customers’ needs can be critical for financial
institutions, sparse research has been devoted
to weighting customers’ decision criteria,
despite the extensive literature on WM.
The reputation of WM services was
severely impaired after the financial crisis
of 2008, especially due to the bankruptcy
of Lehman Brothers, which sold structured
notes through financial firms to investors
who lost much of their wealth. Identifying
those factors that potential customers perceive to be relatively important in their WM
selection process is particularly urgent when
the business of WM services has shrunk
substantially. This study may lead to a better
understanding of the following questions:
Do the priority weights of investors present
a different pattern after the financial crisis of
2008? Do WM service providers meet the
needs of their targeted clients?

This article adopts the same criteria and
subcriteria for the selection of WM services
used by Yu and Ting [2011]. The work by Yu
and Ting [2011] only collected information
from investor perspectives, and their survey
was conducted between July and September
2008. This article, however, investigates both
investors and financial advisors and therefore
is able to examine the gaps in recognition of
WM services between investors and advisors.
The questionnaires were also collected four
years later than the study by Yu and Ting
[2011], letting us analyze the differences
over time among the inf luential factors in
the selection of WM services.
This article surveyed the relative importance of factors related to WM, including
image, products, and quality of service, by
directing questionnaires to both investors
and financial advisors. Each factor consists
of four or five subcriteria. Using the analytical hierarchy process (AHP) method,
this article shows that general investors’ first
concern about WM services is the products,
followed by the quality of service and image,
except for those investors who have received
a high-school degree or less education, who
regard image as the most important factor.
Yu and Ting [2011] found that investors’ first
concern in 2008 about the WM service is
the quality of service, followed by products
and image. Compared with the results of
this article, Yu and Ting [2011] showed that
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investors have changed their priorities after the recent
global financial crisis. This article also finds that financial advisors generally emphasize the quality of service
as the most important factor when they provide WM
services, suggesting that financial firms have not caught
up with the changing pattern of investors’ priorities.
The remainder of the article is structured as follows. The second section, “Literature Review,” brief ly
reviews the existing literature on issues related to the
selection of financial services and applications of the
AHP method. “Data Collection and Methodology”
details data collection and methodology. “Results” discusses the key factors affecting consumers’ choice of
WM services, the importance of WM services emphasized by the advisors, and comparisons of the top-three
investments. The last section concludes the article.
LITERATURE REVIEW
Wealth Management

WM provides high-net-worth individuals and
families with comprehensive financial services, including
investment portfolio management, asset management,
estate planning, legal resources, and so on with the
aim of sustaining and growing the long-term wealth of
clients. The financial crisis in 2008 damaged the image
and businesses of financial corporations, bringing forth
doubts about the value of complex financial instruments.
Thus, understanding the key factors that inf luence consumers’ choice of financial service has become a critical
issue in attracting consumers to adopt WM services.
Because the average consumer cannot differentiate
between one intermediary and another (Boyd, Leonard,
and White [1994]), the competition for customers has
become quite fierce. Therefore, financial institutions
must be cognizant of customers’ needs and desires
(Graddy and Spencer [1990]).
Previous studies have revealed that recommendations are a common decision criterion in the selection
of banks (Martenson [1985]; Tan and Chua [1986];
Zineldin [1996]). Tan and Chua [1986] suggested that
recommendations from others are one of the strongest
inf luential factors. Shah and Siddiqui [2006] used a
case study to investigate critical organizational success factors in e-banking adoption at the Woolwich
bank. They noted that the most critical factors for success in e-banking include understanding of customers,

organizational f lexibility, availability of resources,
system security, an established brand name, having multiple integrated channels, e-channel–specific marketing,
system integration, systematic change management, support from top management, and good customer service.
Khazeh and Decker [1992] found that the most
important consideration in consumers’ bank selection
decision is price (service-charge policy and competitiveness of loan rates). Stafford [1994] indicated that fair
prices, care by management, and institutional stability
are considered integral components of the service process by consumers. Liang and Wang [2006] considered
merchant banking services in Taiwan and examined
the relations among service quality scales, relationship
bonding tactics, customer satisfaction, trust and commitment, and customer behavioral loyalty in a relationship
marketing system. They found that financial products
with different product attributes need different kinds
and levels of service and relationship investment. Their
study emphasized the importance of product diversification. Ishizaka and Nguyen [2013] studied the selection of
bank accounts among students. They noted the importance of benefits in bank account selections, including
bonuses1 and incentives.2
Gerrard and Cunningham [1997] noted that the
provision of fast and efficient service and confidentiality are most inf luential components. Stafford [1994]
indicated that customers demand courtesy, friendliness,
and convenience. Khazeh and Decker [1992] suggested
that reputation (positioning) is one of the most important factors in the bank selection decision. Ishizaka
and Nguyen [2013] also emphasized the importance of
services in bank account selections, including personal
service quality, banking service features, and building
quality. Boyd, Leonard, and White [1994] suggested that
reputation, interest charged on loans, and interest on
savings accounts are more important criteria, whereas
other criteria, such as friendliness of employees, modern
facilities, and drive-in service, are less important.
Kaynak and Kucukemiroglu [1992] studied the
importance of various criteria in the commercial bank
selection decision and found that the most important
considerations are fast and efficient service and friendliness, followed by banking transaction efficiency and
convenience. Liang and Wang [2006] also noted a positive relationship between service quality satisfaction
and perceived relationship investment, with their study
emphasizing the importance of the quality of services.
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Exhibit 1
Criteria and Subcriteria

Huang and Lin [2005] developed a personalization
framework for financial services and suggested that
financial firms should transform the content of relevance from product–process dimensions to cost–benefit
dimensions. For customers to weigh benefits over costs,
financial services should raise the level of service sophistication by keeping the promise of personal privacy,
improving the accuracy and relevance of personalization
results, and providing a convenient feedback channel
that empowers customers by granting them full control
over the accuracy of their personal information.
Following the previous literature, this article considers three dimensions of factors that affect customers’
choice of WM: image, products, and quality of service.
Each criterion includes four to five subcriteria to profile the dimension. Exhibit 1 summarizes the criteria
and subcriteria. The priority of the criteria could vary
with investors’ and advisors’ characteristics. Therefore,
the analysis considers several characteristics (including
gender, financial background, educational background,
investor attributes, and years of work experience) of
investors and advisors.
AHP

Saaty [1977, 1980] developed AHP as a decisionmaking technique that can cope with both the rational
and the intuitive in selecting the best option with respect
to multiple criteria (Saaty and Vargas [2012]). AHP can
be applied to solve a wide variety of multicriteria decision
Summer 2017

problems, including evaluation of alternatives, resource
allocation, planning and development, prioritization and
ranking, forecasting, and performance benchmarking
(Vaidya and Kumar [2006]; Zahedi [1986]). AHP has
therefore been adopted by many organizations in various
sectors, such as industrial, government, political, engineering, and management.
The literature does include some applications of
AHP in the banking sector, such as relocation of bank
logistics facilities (Opasanon and Lertsanti [2013]),
current bank account selection (Ishizaka and Nguyen
[2013]), customer satisfaction in the Turkish banking
sector (Dincer and Hacioglu [2013]), performance of
WM banks (Wu, Lin, and Tsai [2010, 2011]), bank
performance evaluation (Stankeviciene and Mencaite
[2012]), assessment of bank branches based on customer
satisfaction (Momeni et al. [2012]), assessment of personnel productivity in a large private bank (Azadeh
et al. [2011]), WM service selections (Yu and Ting
[2011]), evaluation of emerging industry credit ability
for the banking sector (Lin and Chen [2010]), rating
of factors that inf luence e-banking development in
Iran (Haghighi, Divandari, and Keimasi [2010]), bank
loan decisions (Che, Wang, and Chuang [2010]), and
merger strategies for commercial banks (Wang and Lin
[2009a, 2009b]).
This article extends the work of Yu and Ting
[2011]. This study proposes using the AHP method to
rank those factors that affect consumers’ choice of WM
services and the importance of WM services emphasized
by financial advisors. In this way, this article is able
to compare the priorities from investors’ and financial
advisors’ perspectives. The gap between them provides
useful information for financial firms.
DATA COLLECTION AND METHODOLOGY
Data Collection

Two hundred and seventy-three questionnaires
were distributed over four cities/counties (Taipei,
Hsinchu, Kaohsiung, and Pingtung) in Taiwan between
November and December 2012. Using convenience
sampling, we received 137 usable questionnaires from
investors and 111 usable questionnaires from financial
advisors. Because we waited for participants to complete the questionnaires, the response rates (75.27% and
81.62%, respectively) are relatively high.
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Exhibit 2

Exhibit 2

Sample Distribution

Sample Distribution

(continued)

Notes: NT$ stands for New Taiwan dollar. The exchange rate is around
NT$29.16 per US$1 during the sampling period (November 1 to
December 31, 2012). NT$1 million is approximately US$34,295.

Panels A and B in Exhibit 2 display the sample
distributions of investors and financial advisors, respectively. Among all investor respondents, 71% are female
and 35% are 30 to 40 or 40 to 50 years old. Among all
financial advisor respondents, 64% are female, and 41%
are 30 to 40 years old. The investors and financial advisors have some similar characteristics. Most respondents
have received a college degree or higher: 88% of investors
and 94% of financial advisors. Investors with a financial
background might develop a special personal investment
philosophy that could result in considerations in their
choice of WM services that differ from the considerations
of those without any financial background. Therefore,
the question of whether the respondent has a financial
background (educational background or work experience) is included in the questionnaire. Around 74% of
investors have finance- or economics-related educational
degrees or have worked in a finance-related field. Similar
to the sample of investors, 74% of financial advisors have
finance- or economics-related educational degrees.
The annual income and investment amounts of
investors are overall not high. About 94% of the investors
have an annual income of less than NT$1 million. 3
Excluding their primary residence, only 27% of investors
invest more than NT$1 million. The investment amounts
of financial advisors are higher than the investment
(continued)
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Exhibit 3
The Hierarchical Structure of the Decision-Making
Problem

returns, product-familiarity, and investing habit. These
attributes are established by 14 questions using a five-point
Likert scale. Factor analysis is adopted as an exploratory
tool to classify respondents into groups with similar
investing characteristics and habits, whereas exploratory
factor analysis is commonly used to uncover the underlying structure of a relatively large set of variables.
According to the research analysis, the respondents are
classified into three attribute groups: moderate, conservative, and active investors. Exhibit 4 displays the results
of one-way analysis of variance (ANOVA), confirming
the classification adopted in this study to be appropriate.
RESULTS

amounts of investors; around 41% of the former invest
more than NT$1 million. Most financial advisors (48%)
have been working in their field for over 10 years.
Methodology

This article adopts the AHP method for ranking
those factors that affect consumers’ choice of WM services and the importance of WM services emphasized
by financial advisors. There are three steps in applying
the AHP method. First, the decision problem is decomposed into a hierarchy of criteria. Second, the input
data related to each criterion are generated by pairwise
comparisons of the criteria using a nine-point weighting
scale, which is the standard rating system used in AHP.
Finally, the eigenvalue method calculates the weight of
each criterion in each level of the hierarchy (Yingzi,
Goedegebuure, and Van der Heijden [2006]). Saaty and
Vargas [2012] provided a more in-depth and updated
discussion of the AHP methodology.
Exhibit 3 shows the hierarchy map of the decisionmaking problem. At the top of the hierarchy is the general objective of the decision problem (i.e., the selection/
importance of WM services). Level 2 shows the three
main criteria that may inf luence investors’ choice of
WM services or that are emphasized by financial advisors: image, products, and quality of service. The attributes associated with the level 2 criteria are listed under
the relevant criterion as the level 3 subcriteria.
Considering that investor attributes may inf luence
the priorities of the criteria, this article classifies the subjects’ investor attributes in four dimensions: risk-taking,
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Investor Perspectives on WM Services

Among the 137 respondents, 17 have received WM
services after the recent global financial crisis. Exhibit 5
shows their perspectives on WM services after the crisis.
Although the sample is small, it still gives some insight
into investors’ perspectives, especially after the postcrisis
negative impact on WM services. The respondents were
asked eight questions using a five-point Likert scale, and
no respondent strongly agreed with the questions. The
percentages of each scale are displayed in the exhibit.
More than half of the respondents (53%) do not think
WM services would help them lose less wealth, and
83% would not scrutinize the investment products that
financial advisors recommend.
The reputation and the business of WM services
slumped after the financial crisis, especially for those
financial firms that sold structured notes issued by
Lehman Brothers. Around 83% of investors think the
quality of service has not improved, and 77% think the
products are not diversified. Moreover, more than half
of the investors think that the image and professional
aspects of WM services were impaired. Overall, fewer
than 18% of investors believe WM provides better quality
of service, diversified products, image, professionalism,
morality, and reliability after the financial crisis.
Comparison of Top-Three Investments

Exhibit 6 compares the top-three investments
that financial advisors recommended to their customers
and the top-three investments that financial advisors
held in their own portfolios. This comparison helps to
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Exhibit 4
One-Way ANOVA

*indicates the values are significantly different at the 1% level.

Exhibit 5
Investor Perspectives on WM Services after the Financial Crisis of 2008

understand the conf lict of interest between financial
advisors and their customers.
Insurance takes up the largest proportion of
advisors’ portfolios, followed by mutual funds, stocks,
certificates of deposit (CDs), foreign deposits, bonds,
and others. Financial advisors also highly recommend
insurance and mutual funds to their customers; however,
following that, they then recommend foreign deposits
and bonds instead of stocks and CDs as personal investments. These differences may ref lect the pressure on
advisors to meet the target quota or fees that they charge
to customers.
Priority Weights in the AHP Decision Tree:
Investor Perspectives

This article adopts AHP to analyze the weights of
those factors that affect investors’ choice of WM services

and the importance of WM services emphasized by
financial advisors. The results are shown in Exhibits 7
and 8, respectively.
From the full sample, products are the most inf luential factor in the selection of WM services, followed
by quality of service and image. This result shows
that investors are more concerned about the product
itself than about good service or the high reputation
of financial firms. Investors regard risk as the most
important factor among the four subcriteria related to
products, implying their concern over issues of uncertainty. Investors therefore are more likely to choose WM
products that are safer even though the returns may not
be as high as those of riskier alternatives. Among the four
subcriteria related to quality of service, confidentiality
is the most important, followed by attitude, communication, and convenience, in the order of their weights.
It seems that investors are very concerned about security

22    Factors A ffecting Wealth M anagement Services: From Investors’ and Advisors’ Perspectives	Summer 2017
Downloaded from https://jwm.pm-research.com/content/20/1, by guest on January 9, 2023. Copyright 2017 With Intelligence Ltd.
It is illegal to make unauthorized copies, forward to an unauthorized user, post electronically, or store on shared cloud or hard drive without Publisher permission.

Exhibit 6
Comparing the Top-Three Investments Financial Advisors Recommend and the Top-Three Personal
Investments Financial Advisors Hold in Their Own Portfolios

when selecting WM services. It is also worth noting that
among the factors related to image, reliability is the most
important, and popularity and recommendations are the
least important.
We next take subsamples characterized by several
investor characteristics—gender, financial background,
educational background, and investor attributes—that
might affect the weights to analyze the data in more
detail. The results indicate that the ranking of the criteria is quite robust and not affected by gender, investor
attributes, having received a college/university degree or
above, or whether the respondents have a financial background. The only difference found is for respondents
who received a high-school degree or less; these investors
took image to be more serious than products and quality
of service. Among the subcriteria of products, most
investors regard risk as the most important factor, except
for investors with a financial background, investors who
received a master’s degree or above, and active investors,
who take returns more seriously than risk. Among the
subcriteria of quality of service, male and active investors
Summer 2017

take attitude as the most important factor; female and
moderate and conservative investors regard confidentiality as the most important. It is interesting to note that
male and active investors are categorized in one group,
whereas female, moderate, and conservative investors
are categorized in the other group regarding the quality
of service factor. Psychological research suggests that
men are more overconfident than women in finance.
The behavioral finance literature also shows that men
tend to be more active in making investment decisions
and trade more excessively than women (Barber and
Odean [2001]).
This article uses the same criteria and subcriteria used by Yu and Ting [2011] so that it can compare the change in investors’ choice of WM service.
Their questionnaires were collected between July and
September 2008. When the survey was conducted four
years later, the financial crisis had almost settled down,
and the weights of those factors affecting investors’ choice
may have changed. Yu and Ting [2011] found that quality
of service is the most inf luential factor in the selection of
The Journal of Wealth M anagement    23
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Exhibit 7
Priority Weights in the AHP Decision Tree: Factors Affecting Investors’ Choice of WM Services

Note: Bold represents the greatest weight in the criterion or subcriterion.

WM services, followed by products and image for the
full sample, males, females, moderate and conservative
investors, and investors with and without a financial background. Different from the previous results, this article
finds that products are the most inf luential factor in the
selection of WM services, followed by quality of service
and image for the full sample and the same subsamples. In
these two studies, the order of the weights is the same only
for active investors—that is, products, followed by quality
of service and image. It seems that investors are more
likely to select a WM service that maintains a good relationship with them and provides them with good services,
yet they then revert to emphasizing the product itself.
Priority Weights in the AHP Decision Tree:
Advisor Perspectives

Exhibit 8 shows that f inancial advisors most
emphasize quality of service, followed by products and
image for the full sample. Financial advisors seem to
follow investors’ past preferences as reported by Yu and
Ting [2011]. However, investors now are concerned
about the product itself instead of the good service or
strong reputation of the financial firms. Only males and
advisors who have received master’s degrees or above

have caught investors’ concern and emphasized products the most. This difference suggests that financial
firms should stress the importance of products’ ability
to meet customers’ needs. For example, among the four
subcriteria related to products, risk is the most important
consideration from investors’ perspective, followed by
returns, fees, and diversification, in the order of their
weights. Financial firms should deliver their products
based on customers’ risk tolerance and returns.
Similar to investors’ concern, most advisors take
confidentiality as the most important consideration
under quality of service, except for advisors with 5 to
10 years of work experience, who regard attitude as
the most important. For most advisors, risk seems to
be the most important consideration under products.
However, females and advisors with one to five years of
work experience regard returns as the most important.
Only advisors who received a high-school degree or less
regard fees as the most important consideration, but not
one investor feels the same way. Among the five subcriteria related to image, females and advisors who received
a master’s degree or above—from most investors’ perspective found in Exhibit 7—regard reliability as the
most important consideration. Most advisors, however,
believe morality is the most important.
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Exhibit 8
Priority Weights in the AHP Decision Tree: Importance of WM Service Emphasized by Financial Advisors

Note: Bold represents the highest weight in the criteron or subcriterion.

The Gap between Investors and Advisors

Exhibits 9 to 12 compare the differences between
the views of investors and advisors on WM services. The
x-axis shows the factor weights from the investor perspectives, and the y-axis shows the differences in factor
weights from investors’ and advisors’ perspectives. The
upper-right point presents the factor that investors regard
as the most important when selecting WM services, but
financial advisors do not emphasize this point as much as
investors when providing WM services. Thus, financial
advisors should stress the importance of this factor to
meet investors’ needs. On the other hand, the lowerleft point shows the opposite case. Financial advisors
overemphasize the importance of this factor, whereas
investors do not regard it as being particularly important.
Among the three criteria, financial advisors should
place more emphasis on product and less on quality of
service. Exhibit 9 shows a 9.7% gap between investors
and advisors on product and a -12.8% gap on quality
of service. Among the subcriteria of image, financial
advisors generally understand the top driver of customer
retention to be reliability. Still, advisors should more
strongly emphasize being professional, although the
gap of 5.8% is relatively small. Among the subcriteria
of products, financial advisors place less emphasis on
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diversification. Investors weight this factor the least, but
financial advisors overemphasize it, leading to a -5.1%
gap on diversification. Financial advisors generally meet
most of the customers’ needs among the subcriteria of
quality of service. Advisors emphasize confidentiality
more than is required (a -3.2% gap); investors regard
confidentiality as the most important factor when
selecting WM services.
CONCLUSIONS

This research collected questionnaires from both
investors and financial advisors in 2012. From the former’s perspective on WM services, most believe WM
services make them lose more money. Most investors do
not agree that WM provides better quality of service,
diversified products, image, professionalism, morality,
and reliability after the financial crisis. This article also
compares the top-three investments financial advisors
recommend to their customers and the top-three investments financial advisors hold in their own portfolios.
The difference between advisors’ recommendations
and their own portfolios shows the conf lict of interest
between financial advisors and their customers.
This article adopts the AHP method for ranking
those factors that affect investors’ choice of WM services
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Exhibit 9
Gap between Investors and Advisors: Three Criteria

Exhibit 10
Gap between Investors and Advisors: Subcriteria of Image
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Exhibit 11
Gap between Investors and Advisors: Subcriteria of Products

Exhibit 12
Gap between Investors and Advisors: Subcriteria of Quality of Service
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and the importance of WM services as emphasized by
financial advisors. In 2008, investors were more likely
to select a WM firm that maintains a good relationship with them and provides them with good services
(Yu and Ting [2011]). This article finds that investors
instead emphasized financial products in 2012 because
products are the most inf luential factor in the selection of WM services, followed by quality of service
and image. Financial advisors, however, seem to follow
investors’ past preferences, as found by Yu and Ting
[2011]. Financial advisors emphasize quality of service
the most, followed by products and image.
This article presents important implications for
financial firms that provide WM services. These firms
should more greatly emphasize product rather than quality
of service because there is a 9.7% gap on product and
a -12.8% gap on quality of service between investors and
financial advisors. Financial firms also should place more
emphasis on professionalism under the category of image
and less on diversification under the category of products.
ENDNOTES
1

A bonus is a one-off gift given when opening or
switching accounts. It could be a cash-back offer, music to
download, a SIM card, an iPod, and so on.
2
Incentives are available as long as the account is
open and include mobile or car insurance, extra top-ups on
mobile phones, discounts on travel or shopping, discounted
international payments, and so on.
3
The exchange rate is around NT$29.16 per US$1
during the sampling period (November 1 to December 31,
2012). NT$1 million is approximately US$34,295.
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