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Today's Agenda

» What are investors thinking about?
* How is the industry marketing to meet those needs?

* |s there a way to change investor perceptions?



It's a tough world...

Low interest rates Volatile markets




Americans Skeptical about economic
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And, there are a lot of people that

need advice

118 M HH $27.5 Trillion
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Data suggests that most investors
place a high degree of trust in their

iIndividual advisor
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Investors want
someone they can

trust

Other
B Investment Performance
® Responsive

Easy to work with
® Knowlegable
B Trustworthy

Source: Cerulli Quantitative Update Retail Investor Provider Relationships 2011



But Numerous factors have eroded
trust in the financial services mdustry

obal economic
Isolated cases of Fraud
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Investors don't know what they don't
Know

%

6 O & investors said that learning that their
advisor operated with of conflicts of interest would
cause them to seriously question the advice

they were being given.
<20% of investors

understand disclosed > 3 O Q o
conflicts of interest estors said disclosure statements are
confusing, too long, and contain unknown
terms

Source: Siegel and Gale Survey, ADV subsection, conducted on behalf of the Securities Exchange Commission, July 26, 2012
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Yet 2/3 of Investors believe their
provider is acting in thelr best

Interest '
True

Fiduciaries

2

® Fiduciary

" Not Sure

B Suitability

® Fiduciary/Suitablity

Source: Cerulli Associates US Edge 2012



And investors can't distinguish
between models where they can get

true fralerci@tiyha6by kDEfor my best interests
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So they still go to the traditional
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84%
of investors
do not know

ndependent RIA
even exist

Source: TD Ameritrade
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Big marketing budgets make it

difficult for consumers to determine

JPMorgan
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Financial Groupe
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Wireh_ouses focus on their resources




Insurance companies focus on
roducts




And other Companles focus on




RIAs don't have the time or
resources to Develop and Grow their

Bpnail;l)daaBarriers to
o —
Ime for Business Developmen 0 need

Marketing
Following a Marketing Strategy _ 39%
Identifying New Prospects _ 34%

Investment in Marketing _ 32%

Source: 2011 RIA Benchmarking Study from Charles Schwab




Where Is the brand
for the firms that are
putting Investors

first?



IS THERE ANOTHER WAY?



How can we change Investors’
Perceptions?

EDUCATE Investors EMPOWER Investoréttract Investors




What messages might resonate?

4
Duty

Advisor adheres to the highest
level of duty and loyalty to
clients — they always put client
interests ahead of their own.

M\

Safeguards

Advisor keeps client assets
safe from fraud and keep
client information private.

000
3 ()

Professionali
sm

Advisor operates their
businesses at the highest level
of professionalism in the
industry.



But it won't happen without a brand

Build awareness of the brand as the
: ultimate stamp for advisors who are
Ca m pa | g n operating in their clients’ best
interests and who meet the
G O Standards of Excellence
[ J

Brand

Campaign
Elements




“Mi@gmwithout action is merely a

HSUoDWHBQIthyIsion Just
}ﬁgi%%t_h action can Ghange

Investors deserve more and only RIAs can make it happen



