
EDITORS’ NOTE Yie-Hsin Hung is 
the Chief Executive Offi cer of New 
York Life Investment Management 
(NYLIM) and a member of New 
York Life’s Executive Management 
Committee. She joined the fi rm in 
2010 with more than 25 years 
of industry experience, including 
senior roles at Bridgewater Associates 
and Morgan Stanley Investment 
Management. She is on the Board 
of Governors of the Investment 
Company Institute and an active 
member of the U.S. Institute CEO 
Roundtable. Hung also serves on Northwestern 
University’s McCormick School of Engineering 
Advisory Council. She is on the boards of Next 
for Autism, Next for Neighborhoods and the New 
England Center for Children, all of which are 
nonprofi t organizations that support individu-
als and families living with autism. She earned 
her M.B.A. from Harvard University and her 
bachelor’s degree in mechanical engineering 
from Northwestern University. Hung was named 
to American Banker’s “Most Powerful Women in 
Finance” in 2017.

COMPANY BRIEF New York Life Investment 
Management is the global asset management 
business of New York Life, the largest mutual 
life insurance company in the United States. 
NYLIM offers traditional and alternative prod-
ucts and solutions to retail and institutional 
investors through its family of investment bou-
tiques including Ausbil, Candriam Investors 
Group, Credit Value Partners, GoldPoint 
Partners, IndexIQ, MacKay Shields, Madison 
Capital Funding and Private Advisors. One of 
the world’s largest asset managers, NYLIM had 
$316 billion in assets under management as of 
September 30, 2017. 

What is it  that makes New York Life 
Investment Management so special?

NYLIM and its clients benefi t from being a 
part of New York Life, a 172-year-old mutual life 
insurance company. This business model affords 
us the opportunity to make every decision with 
an eye toward the long-term and doing right 
by our clients. New York Life invests alongside 
our third-party clients in NYLIM’s products and 
capabilities, which creates a strong alignment 
of interests. 

NYLIM also s tands apar t  in today’s 

competitive environment with our 
multi-boutique model. Having an 
entrepreneurial ly minded set of 
boutiques enables us to attract and 
retain the best investment talent and 
deliver strong performance across 
asset classes, investment strategies and 
products to institutional and retail cli-
ents alike. 

Thanks to the stability and fi nan-
cial strength of New York Life, we 
have built a global asset manage-
ment business that is uniquely posi-
tioned to serve our clients’ needs, yet 

nimble enough to navigate a changing market 
environment.

H as  gr owth  on  the  inves tment 
management  s ide  come organical ly 
or  through acquisitions?

We have grown NYLIM’s asset manage-
ment business by attracting client infl ows and 
effecting strategic acquisitions, enabling us to 
offer a wide range of asset classes on a global 
basis today. Through our multi-boutique 
model, we are well-positioned to offer our 
clients individual products and broad-based 
solutions that tap into the expertise of our 
specialist boutiques. 

The breadth of our asset management 
business today is a function of having decided 
about fi ve years ago that while we had a robust 
U.S. franchise, we needed a stronger presence 
outside the U.S. To achieve that, we started in 
2014 to extend our presence into Europe and 
Australia with the addition of two boutiques, 
Candriam Investors Group and Ausbil. We then 
added a local presence in Asia including South 
Korea and Japan. Today, more than 50 percent 
of our assets under management are for clients 
outside the U.S.

On the product side, we expanded into 
ETFs in 2015 with the addition of IndexIQ, a lead-
ing alternatives and strategic beta ETF provider, 
to complement our strong range of actively 
managed fi xed income and equity strategies. 
The acquisition of Credit Value Partners in 2017, 
a specialist in opportunistic and distressed debt 
and high yield corporate credit, represented 
another step towards expanding on an already 
comprehensive range of alternative investment 
capabilities. 

Guiding all of the steps we’ve taken over 
the years is a strong belief that a diverse range 
of investment strategies that includes traditional 

fi xed income and equities along with quantita-
tively oriented strategic beta ETFs and alterna-
tives, coupled with the insights coming out of 
our boutiques, is how we can best help our 
clients position their portfolios to achieve their 
objectives. 

How critical is cultural fit when it 
comes to an acquisition?

For a company like New York Life that is 
so grounded in its mission and core values, 
ensuring that a potential acquisition fi ts our 
culture is as important to us as having the 
right capabilities and an institutional invest-
ment process. We’ve been known to walk 
away from an opportunity if we don’t share a 
deeply held set of common values and a com-
mitment to the long-term. NYLIM is steadfast 
in its commitment to building a long-lasting 
asset management franchise premised on 
engaging and doing right by our clients in 
a way that is consistent with our values of 
integrity, humanity and respect.

Is technology playing a major role for 
the business?

Leveraging technology and data is criti-
cal to serving our clients better, whether in the 
investment process or in addressing our clients’ 
needs. Helping NYLIM to do that is an internal 
venture unit New York Life established about 
fi ve years ago, New York Life Ventures, that 
invests in emerging technologies that can help 
us deliver even more value to our clients. 

How has NYLIM approached building a 
diverse and inclusive workforce?

Continued diversity of our employee base 
is a priority for us as an organization, as we 
fi rmly believe that diverse teams afford us the 
opportunity to bring together a broader range 
of perspectives and to make better decisions. 

We are focused on identifying and engag-
ing our high potential talent and fostering a 
development-oriented and feedback-rich envi-
ronment. In my view, if we can be purposeful 
and programmatic at identifying high-potential 
talent earlier on in their careers, we can develop 
these people well in advance of their taking 
on leadership positions. Girls Who Invest is 
one program we have become involved with – 
providing internships and sponsoring young 
women to become the next generation of lead-
ers in asset management. We’re constantly look-
ing for ways to expand our partnerships and 
other opportunities to further our commitment 
to diversity and inclusion.•

Yie-Hsin Hung

Aligned With Clients
An Interview with Yie-Hsin Hung, 

Chief Executive Offi cer, New York Life Investment Management

EDITORS’ NOTE Heather Nesle most 
recently served as vice president, cor-
porate sustainability at HSBC Bank 
USA. Prior to that, she served in vari-
ous roles at Fannie Mae, most recently 
as senior capital markets manager, as 
well as senior communications man-
ager and information architect. Nesle 
earned a Masters of Arts degree and 
a Bachelor of Arts degree in commu-
nications and human services from 
George Washington University. 

FOUNDATION BRIEF The New York 
Life Foundation (newyorklife.com/foundation) 
devotes the majority of its funding each year to pro-
grams that help children in the areas of educa-
tional enhancement and childhood bereavement. 
Since its founding in 1979, the Foundation has 
made more than $250 million in contributions to 
local and national non-profi t organizations. New 
York Life Corporate Responsibility initiatives include 
the award-winning Volunteers for Good program, 
which helps New York Life employees and agents 
nationwide volunteer within their communities.

How has New York Life Foundation’s work 
evolved over the years?

The foundation has formally been in place 
since 1979. It was established with a $10 million 
endowment. However, New York Life has been 
around a lot longer than that and we have made 
many diverse types of philanthropic donations 
and contributions throughout our history. This 
goes back to 1853 when Yellow Fever hit the 
south and we provided funds for people of New 
Orleans and Mobile, Alabama. 

Our long-standing tradition is based on our 
founding principles of service and humanity. 
Since the foundation was formally established, we 
have given more than $250 million to local and 
national nonprofi t organizations. 

We originally focused solely on education, 
but we have evolved based on the needs of the 
communities we serve and input and research from 
our partners, as well as issues that resonate with 
our employees and agents.

Our mission is to provide fi nancial security 
and peace of mind through our products, and we 
really take that to heart as a foundation as well.

One of our focus areas is around education 
in middle schools, in particular out of school time, 
extended day and summer programs. We focus 
on fi lling the gaps experienced by underserved 

kids who generally don’t have the same 
opportunities as other kids.

Gaps in learning and socializa-
tion over time end up creating a situa-
tion where some kids fall behind their 
peers until they then can’t keep up. The 
research shows that by the time a kid 
gets to ninth grade, if they get there on 
time and on grade level, they have over 
an 80 percent chance of graduating on 
time and moving on to college or other 
post-secondary success. Their odds of 
success drop to less than 30 percent if 
they don’t get to ninth grade on time. 

Middle school can be an especially vulnera-
ble time for students, fraught with social and emo-
tional challenges and developmental changes, 
making the leap to high school diffi cult for many. 
Research has proven that the out-of-school pro-
grams we fund have a tremendous impact on a 
student’s long-term academic success. Research 
from our education partners has shown that kids 
in afterschool programs go to school more, see 
improvements in their behavior, and increase their 
likelihood of moving on to the next grade level 
and graduating. 

Our other focus area is around childhood 
bereavement, which directly aligns with our busi-
ness. We’re there to provide fi nancial support dur-
ing the worst times in someone’s life, as well as 
the emotional support to help families and chil-
dren to have an adaptive response to grief from 
the death of a loved one.

Do these efforts align with the corporate 
responsibility function that you also serve for 
New York Life?

There is synergy, but the foundation acts 
as a 501 c (3) and funds things that are core to 
our mission around education and bereavement, 
as well as our employee and agent engagement 
programs.

Beyond that, the corporate responsibility 
budget handles things that are still part of being 
a good corporate citizen, but don’t fall within the 
two foundation focus areas of childhood bereave-
ment and educational enhancement.

Are the employees brought into the 
foundation’s work?

They are brought into the work of the 
foundation, and our work in the child bereave-
ment space is an excellent example of this. 
We have been funding this issue for almost a 
decade and we are the largest funder in this cat-
egory. Since we have started these relationships 

with some of our partners, our employees and 
agents have provided thousands of hours work-
ing at bereavement camps and centers, and 
hosting events for kids. Our people have taken 
the cause to heart and we have expanded our 
focus on this because it has resonated so well 
with them.

We also utilize partners funded by the foun-
dation to help train our agents about how to speak 
to someone who is grieving and be emotionally 
supportive, as well as addressing the self-care of 
the surviving parent and family members.

It is difficult to put metrics in place 
to track impact around this work?

Metrics are as important to us in our non-
profi t investments as they are to any part of our 
business. We’re looking to our partners to tell us 
in a robust way not just the number of kids they’re 
impacting, but what behavioral changes they’re 
seeing. Are they developing better social skills or 
coping mechanisms? 

A portion of funding for many of our grant-
ees goes to third-party evaluation. 

How critical has it been to have com-
mitment from New York Life’s management 
team for this work?

It’s important because it comes down to 
the idea of being a mission-based company. For 
someone in my world, it’s nice not to have to 
justify why our foundation is needed, and to be 
brought into major decisions across the business 
to make sure that our corporate value of humanity 
is permeating everything we do. 

The foundation is not seen as an add-on but 
as an integral part of our brand and business, and 
how we support our employees and agents.

When this opportunity presented itself, 
what excited you about it and has it been 
what you expected?

It has been even better than I expected. As 
I was interviewing, what struck me was the 
consistency of the message from all the people I 
met with in terms of how they described the chal-
lenges and opportunities the company was facing, 
and their authenticity. I have rarely seen that kind 
of consistency in an organization.

This company has a long, rich history, and 
we have had to grow and innovate and change to 
stay where we are, but we also want to preserve 
the best parts of the company. The foundation 
and corporate responsibility mission is a key part 
of that.

There is a real focus here on not just the bot-
tom line but on our people and our customers.•
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