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THE firm is still called Bel Air
Investment Advisors, and it’s still
based in Century City. But the private

wealth management firm is now owned by a
Canadian company that hopes to use Bel Air to
start building its presence in the United States.

Montreal’s publicly traded Fiera Capital
Corp. this month bought Bel Air, which man-
ages $7.3 billion in assets for ultrahigh-net-
worth clients. Fiera at the same time
announced that it had purchased a smaller

New York investment manager.
Fiera will pay about $115 million in cash

and an additional $10 million in stock to Bel
Air’s 11 partners, all of whom plan to stay
with the company.

Sylvain Brosseau, Fiera’s president, said his
10-year-old firm wanted to expand to the United
States to take advantage of what he sees as a
growing wealth management market. Fiera had
been looking for potential acquisitions in the
Northeast, California, Texas and Florida.

Fiera has a private wealth management
operation in Canada, but Brosseau said it would
have been difficult to grow that operation in the
United States without buying a company here.
Wealth management firms have deep and often
long-term relationships with wealthy families,

making organic growth
a slow process.

Fiera settled on
Bel Air, he said,
because it had a good
management team as
well as a strong
regional brand.

“You need to find
local leaders, local
influencers who have
developed strong net-

works,” Brosseau said. “Bel Air has done a
good job finding and servicing the right
clients. There’s a lot of value there.”

Bel Air manages money for 275 families,
most of them in California. The firm only
accepts clients with $20 million or more in
investable assets.

In addition to its name, the firm will keep
all of its 48 employees, operating as part of
Fiera’s North American private wealth man-
agement division. Todd Morgan, Bel Air’s
senior managing director, will lead the divi-
sion, which will include the New York opera-
tion, as chairman.

Morgan said Bel Air had rejected a hand-
ful of buyout offers over the past few years
but opted earlier this year to consider a sale
because the wealth management business is
primed for big growth in the next few years
and Bel Air needed a partner with deep pock-
ets to finance an expansion.

“There’s a lot of money that had been
locked up in fixed income and cash that is com-
ing loose now,” he said. “I think we’re leaving a
dormant period and we’re going to see growth
again. I want a partner to do it with.”

Already, Morgan has plans to expand the one-
office firm. Within the next year, he said he plans
to hire managers to drum up clients in Pasadena,
Orange County, San Diego and San Francisco.

“That’s the low-hanging fruit,” he said.
“We have some exposure in those areas, but

not as much as I’d like. Wealthy families are
undercovered in California.”

Within the next two or three years, he said
he’d like to open Bel Air offices in San
Diego, San Francisco and Texas.

Stationery Sale
Westwood private equity firm Brentwood

Associates last week sold its majority stake in
stationery retailer Paper Source, a Chicago
chain that has grown from 21 stores to 73
since Brentwood’s initial investment in 2007.

Brentwood sold to Bahrain investment
firm Investcorp. Terms were not disclosed.

Sales slowed during the recession at Paper
Source, which sells invitations, notebooks and
high-end paper products. But Steven Moore, a
Brentwood partner, said it proved a good invest-
ment because the chain has loyal customers
who returned quickly as the economy improved.

Customer loyalty is big for Brentwood,
which has investments that include vegetarian
restaurant chain Veggie Grill, gym operator
Spectrum Clubs Inc. and Taco Bell fran-

chisee group K-Mac Holdings Corp. Those
companies, Moore said, are similar in that
they have products that customers not only
buy, but also want to promote, whether that’s
Paper Source’s whimsical rubber stamps or
Taco Bell’s Doritos Locos Tacos.

“At the end of the day, we’re focused on a cer-
tain level of customer loyalty, engagement, pas-
sion around a brand,” Moore said. “We’re looking
for things where, for whatever reason, a customer
engages with a brand and decides they love it and
that they want to become a brand promoter.”

C-Suite News
Andy Oropeza has joined factoring firm

Bibby Financial Services as vice president
of business development for California. He is
in the firm’s Westlake Village office and was
formerly with the local office of Miami factor
Summar Financial.

Staff reporter James Rufus Koren can be
reached at jrkoren@labusinessjournal.com or
(323) 549-5225, ext. 225.
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MAKER Studios had a busy summer,
securing a new round of financing
and acquiring video streaming site

Blip.
Just in case all the activity seemed like a

seasonal spike, the Culver City YouTube net-
work has continued to hustle by recently
launching an in-house advertising service.

Dubbed Maker Made, it will work direct-
ly with advertisers to create branded videos,
many to be distributed on the company’s
widely subscribed YouTube channel. The
idea is to use Maker Studios’ bench of talent
as advertising creatives to produce branded
content. Officially, the Maker Made team
will be five people, but the company
explained in a release that clients will have
access to the channel’s writers, directors and
“network of over 60,000 content creators.”

Maker Studios has dabbled in this concept
before: Last year, channel star Mike
Tompkins created a music video featuring
Maker talent and others covering Nicki
Minaj’s “Starships” to promote the film “Pitch
Perfect.” It has more than 7 million views.

This type of entertainment-focused adver-
tising fits into the broader category of native
advertising, in which marketing material is
designed to reflect the look and feel of the
host site. It’s an approach that has gained
traction online, as sites such as Buzzfeed,
which is reportedly on track to be profitable
this year, have built up advertising products

on the backs of editorial talent.
Unlike Buzzfeed, which traffics mostly in

articles and images, Maker is strictly into
online video. That field has seen big growth in
the past few years – not to mention investor
interest, evidenced by Maker’s recent $26 mil-
lion raise. But online advertising rates have yet
to near the levels for television,
keeping companies such as
Maker in search of a solution.

Spoiler Alert
As social media continues

to serve as the de facto plat-
form where people chat about
live TV events, a problem has
cropped up: avoiding spoilers.
Josh Solt and Matthew Loew
have developed an app that
attempts to solve that problem,
letting people safely browse
Twitter or Facebook even if
they’ve yet to see their favorite
show’s most recent episode or
favorite team’s latest game.

Spoiler Shield, an app for
Apple devices, filters out
tweets related to whatever TV
show or sports score you’d
rather not see discussed. Users log in with a
Twitter or Facebook account then select
which items should be expurgated from their
respective feeds. Once chosen, any info that
mentions the verboten material is blacked
out, leaving the reader safe to browse without
an East Coaster blurting the results of, say,
“The Voice.” Right now, the app is designed
to work with more than 30 TV shows and
pro baseball and football teams.

Loew and Solt were inspired to make
Spoiler Shield after watching “The Rains of
Castamere” episode of HBO series “Game of
Thrones.” For some, the episode’s violent end-
ing (referred to as the Red Wedding) was
ruined by Twitter users long before the entire
world had a chance to watch. This so-called

“spoiler problem” became a
much debated moment in social
media.

(It’s worth noting that in its
current version, Spoiler Shield
will not work on people who
have already read the “Game of
Thrones” books and reveal
important plot points in person.)

Loew and Solt, who both
come from the tech and media
industries, plan on expanding
Spoiler Shield to include awards
shows and sporting events such
as the Olympics. To that end,
they said that they raised a seed
funding round “in the six fig-
ures,” mostly from friends and
family.

“As social media changes so
will the social media world,”
Solt said. “We want to be at the

forefront of spoiler protection.”
Specific as this app is, there is some com-

petition from big names; Netflix Inc. recently
released similar app Spoiler Foiler in conjunc-
tion with the final season of “Breaking Bad.”

Of course, the alternative to all these
apps would be to avoid social media alto-
gether until you’ve caught up. That’s hard,
though. Plus, why be abstinent when they’re
funding contraception?

Campus Expansion
Ronen Olshansky and Dan Dato, co-

founders of Cross Campus, are moving their
Santa Monica co-working space to a new
location around the corner.

The new digs are at 10th Street and
Colorado Avenue in the former home of an
architectural firm and should accommodate the
company’s growing clientele. Cross Campus is
set to be fully moved in by early next year, not
long before the opening of the western section
of the Expo line, which runs nearby.

Olshansky said Cross Campus isn’t over-
booked at the moment, “but we’re getting
there. It’s part of the reason we’re moving.”

The other idea with the new spot is to
encourage more startups to stay long term;
there are plans to open up some additional
private office space in an attached building.

Companies traditionally start in a co-
working space at their earliest stages, then
move into their own space after funding and
expansion. Dato and Olshanksy envision the
new Cross Campus space being able to
accommodate a company of up to 20 people.

Staff reporter Tom Dotan can be reached at
tdotan@labusinessjournal.com or (323) 549-
5225, ext. 263.
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Stationery: The Studio City store of Paper Source. The chain has been sold. 
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