


refuse when someone with a lot of
integrity comes along.”

Healy runs the Accumulus Talisman
Fund, which itself is a reflection of
innovation in the industry. Like a cou-
ple of other funds, it can go to cash in
poor market conditions. Like some
Dynamic funds, it can also do limited
short-selling. And finally, like two or
three other funds, it charges a perform-
ance fee if it beats a benchmark. On the
shorting, Healy says, “the regulators
will be watching us like a hawk.”

Lately, Lala’s Gibraltar Consulting
has been promoting the Accumulus
funds. But it’s also the wholesaler for
Pescara Partners and Mountainview, as
well as a new hedge fund acquisition,
DeltaOne. Jovian’s strategy, Lala notes,
is to take ownership stakes in money
managers, while providing administra-
tive and wholesaling services. It will also
seed hedge funds. The idea, says Lala,
is “you run the fund the way you want
to, we take care of the peripherals.”

Armstrong forsees building a stable
of up to 15 hedge funds. “What we
bring to the table,” he says “is the
administrative capacity and the ability
to market the funds.”

But Jovian brings something else for
offshore investors who are increasingly

interested in Canadian hedge funds: the
capacity to perform due diligence. 
“A lot of players are looking at this as
a way of playing in Canada without
having to do the due diligence on the
manager,” says Armstrong. Jovian’s 
ownership stake in the managers “gives
us good control of the process.”

Re-branding
Just as diversification is good practice in
the hedge fund industry, it’s also good
practice in the advice business. “Our
model is more a Power Financial-type of
model, where you invest in a series of
good brands,” says Armstrong. “We think
it takes too much time and effort to con-
solidate.” But having a hand in different
businesses can stabilize revenues for what
Armstrong intends to be a model finan-
cial services company that also pays 
dividends to its shareholders.

The current environment probably
necessitates diversification, just as it
puts a premium on expertise. Rice
points to the toppling of the old four
pillars of the financial services industry
as a catalyst. “We live in a state of
change,” he notes. “Deregulation started
in 1986 and part of the process is the
integration of all the platforms for the
consumers. The independent advisors
made a lot of people aware of the need

for diversification but the back-office
sources and opportunities lie within a
fully integrated structure.”

For T.E. Financial, it was a story with
a slightly different twist. The firm was
engaging in a form of succession plan-
ning. “We were looking for a suitor that
would leave our basic principles intact
and I believe that we did that with Jov-
ian,” says T.E. Financial president Kostas
Andrikopoulos. “It is definitely what the
doctor called for. They’ve been very help-
ful in terms of the business acumen they
bring to the table, especially with Arm-
strong and his experience and with the
sister companies. It’s a joy to work with
these people.”

What else does Jovian bring? “We’re
neither brokerage nor exclusively finan-
cial planning, in the sense that we do
offer investment advice to our clients,
which most boutiques do not,” says
Andrikopoulos. “We try to standardize
things across the companies. There are
synergies there in terms of a lot of the
IT departments. We don’t need to have
12 or 14 [IT employees]. We can have
one individual who co-ordinates the
whole team. The same thing can 
be said about leads.” There’s also the
possibility of referrals.

For Rice Financial, the combination
with T.E. Financial and McFarlane
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Gordon makes for a better customer
experience. “All of them offer certain
expertise to the consumer and they’ll stay
apart doing that,” says Rice. “But we’ll be
structured to provide integrated relation-
ships to those consumers who need it and
want it, and to advisors who need and
want it. Plus, on the asset management
side, there are a lot of good quality
money managers we’re discovering who
are looking at accountable distribution.”

Does Jovian point to one possible
future for the industry? Time will tell. As
Bates notes, it’s cheaper to start a firm
than it used to be. “What you’re finding
is that this has spawned the growth of a
lot of niche-oriented businesses and those
niches could be focused on a particular
demographic; they could be focused on
a particular demographic area or any
other segmentation that you might want
to dream up.”

Certainly, the economics are there,
and Bates adds that a firm can be quite
successful without having a giant client
base. That leaves the question of expert-
ise. Noting Armstrong’s leadership at
Altamira in its heyday, Bates says: “He
brings to the team at Jovian his obvious
knowledge of business management but
also a very strong network, particularly
in the Toronto community.”

Armstrong says he didn’t envisage he
would invest in something as “big as
this” so quickly. Rather, he expected to
return to the business after Altamira
and remain active on advisory panels at
the OSC. Now, Armstrong says he’s “in
for a penny, in for a pound”—another
indicator that Jovian’s model has a
future. 
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