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t a time when nearly every
money manager is clamor
ing for a slice of the high-
net-worth pie, Alice Finn
sooms W be comfortably
perched above the fray
As a managing partner at Ballen-
tine, Finn & Co. in Waltham, Finn has
helped build one of the most impressive
wealth management practices in all of
New England, if not the country. At last
count, the firm's 25 employees man-
aped $3 8 billion in assets, or roughly
$60 million per chient. That was good
enough to rmnk Ballentine Finn first
(on an assets per chent basis) among
Wealth Manager magazine’s 2006 list
of the top 500 independent Snancial
planning firms in the United States
Finn recently met with Boston Busi-
ness Journal reporter Craig M. Doug
las o discuss the wealth management
landscape and the challenges individu
al investors face when identifying and
hining a trusted adviser.

Who is your typical client?

Ouwr typical chient has been an entre
preneur who's really good ot whatever
their company is doing. Usually what
happens is there's some event — theyll
g0 public, or they'll get bought that
changes the business thev're in. Sud
denly they're in the investment busi
ness. One of the things that we are
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Was named cne of Wort magasne's
“Naton's 100 Most Exchusive Wealth
Advsers” o 2001
Previously worked for NASA regotat:
ng moematonal conteacts for the space
shuttle and space stason programs

Eamed a Juris Doctor o Hanare

Ursversity, and a master’s degree with a
concentrabon n nlematonal krance from
Tafts Unwversity's Pletcher School of Law
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Alice Finn

Wealth of knowledge

L -

run everything and make su
kept informed. They choose v
want to be on that spectrum
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very good at is belping them get
speed to be an investment expert

we'll either train them to do that
then be there as a soundin
at the other end of the spectrun

What advice can you give 10 people

seeking a new investment adviser?

l\‘-p:v '-}ulll!'l find somex
independent, objective ar it
cate, because it s 50 confu
80 many chosces out there Y
know how this person that you's
ing with is getting pasd. That's «
important thing. Thw
;muf is through the foes that
pay us. We can be completely ol
We're not getting any commi
selling specific products, not at a

Can the same be said of your larger
brethren?

No. How do people on Wall Street get
paid? Fees and commissions. It's not in

thedr interest to do what we do. We re

n the same side as our cli

beang thear advocate. We're const

ally are

bombarded with ideas, so inything that

looks interesting, we'll sift through it I

the emperor has no clothes, then we
tell our client that the emperor

chothes

has no

What are some of the emerging trends

within your business?
Our clients are worried abou
children 'l}lt‘_\' want them to be produ

tive. They dont want the sort of st

reotype of a spoiled kid. So we sps

a tremendous amount of time with our

clients and their children | elping ¢
to, really at a very persona Ve

goals for themselves and understand

that money gives them opportunities
mean, really, what does monev di
gves you freedom and opportunit
do things. It's not an end in itself
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