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The Power of a Plan SYMMETRY

75% of top performing firms have a written strategic plan

/9%

44%

Firms Firms Top Performing
under $250M over $250M Firms

Source: 2020 RIA Benchmarking Study from Charles Schwab

For Advisor Use Only. Not for Public Distribution.



Two Key Planning Tools

SYMMETRY

Planning the Future with
Your Strategy Canvas

Defining and Enhancing Your Competitive Advantages

Firm Name:

Date:

For Advisor Uss Only. Mot for Bublic Diseibuslon. The informatian provided |5 based on tha cond ten that tha adv e doas
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SYMMETRY ADVISOR STRATEGIES

Growth Plan

Practice:
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Mame:

Date-
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The Strategy Canvas

For Advisor Use Only. Not for Public Distribution.

SYMMETRY

Planning the Future with
Your Strategy Canvas

Defining and Enhancing Your Competitive Advantages

Firm Name:

Date:
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SYM‘M ETRY"

Strategy Canvas—3 Things in 1 Picture

1. Shows strategic profile of an industry by clearly depicting
factors that affect competition

2. Shows strategic profiles of the competitors
— which factors “they” invest in

3. Displays your company’s strategic profile or value curve
— showing how you invest in factors of competition

For Advisor Use Only. Not for Public Distribution.



Understanding the Canvas SYMMETRY’

« X Axis: Shows factors of

competition for the
Industry

Factors of Competition

e Y AXxis: Indicates

competitors’ investment
INn a factor

Investment

* Low position means a
company invests less, and
thus offers less, in that
factor

For Advisor Use Only. Not for Public Distribution.



Southwest Airlines Strategic Profile SYMMETRY"

Factors of Competition

High 10 : 5 —— Southwest Airlines
9 \ Other Airlines
Car
8

7

Investment
()]

Low 1

Price Meals Lounges Seating Hub  Friendly Bags Frequent
Choices Connectivity Service Departures

Southwest Airlines. 2023

For Advisor Use Only. Not for Public Distribution.



Major Factors of Competition
for Financial Advisors

For Advisor Use Only. Not for Public Distribution. The information provided is based on the condition that the advisor does not share or disseminate the information to the public or to any party not approved to
have access to such information. The above information is property of Robert R. Albright, Ph. D., AIM Consulting Associates, LLC.



Financial Advisor Factors of Competition  SYMMETRY

Independence

Cost (fees, etc.)
Breadth of Services

Investment Philosophy
« Client Experience

« Client Education

« Advisor Education

» Business Process Effectiveness
(e.g. systematic communications, web-based sales solutions,
point of sale materials, account reporting, operations support)

For Advisor Use Only. Not for Public Distribution.



ABC Wealth Strategic Profile - “Today”

High 10

Investment

Low

. ABC Wealth

Competition:
Wirehouse Branch
Office

‘ Price

Independence /
Fiduciary

For Advisor Use Only. Not for Public Distribution.

‘ Inv. Phil. ‘ Strategic ‘ Education ‘

Alliances
Scope of Niche Client Exp. / Geography
Services Personal
Service

Factors of Competition

Brand ‘

Advertising



Invest & De-lnvest: Key Questions SYMMETRY’

« How can you diminish your level of effort on factors not
fundamental to your business?

« How can you elevate your level of investment in factors central
to your business?

« What must be done to a “satisficing’ level?

The information provided is based on the condition that the advisor does not share or disseminate the information to the public or to any party not approved to have access to such information. The above information is property of Robert R. Albright, Ph. D., AIM Consulting
ate:

Associates, LLC.

For Advisor Use Only. Not for Public Distribution.



Essentials of a Good Strategy SYMMETRY’

3 Complementary Qualities

1. Focus
We believe every great strategy has focus —your profile should
clearly show It.
Perhaps concentrate on just three factors...
If everything is important then nothing is important!

2. Divergence
Does your profile stand apart? If not, you may be acting
reactively and trying to keep up with the competition

3. Memorable
The Profile lends itself to a good “tag line”

For Advisor Use Only. Not for Public Distribution.



ABC Wealth Strategic Profile - “To-Be”

High 10

Investment

Low

. ABC Wealth

Competition:
Wirehouse Branch
Office

‘ Price

Independence /
Fiduciary

‘ Inv. Phil. ‘ Strategic ‘ Education ‘

Alliances
Scope of Niche Client Exp. / Geography
Services Personal
Service

Factors of Competition

Brand ‘

Advertising



ABC Wealth Strategic Profile - “To-Be”

Highm
9
8
)
c
£ .
)
(1))
(()) 5
>
cC .
3
2
Low

. ABC Wealth

Competition:
Wirehouse Branch
Office

Price

Independence /
Fiduciary

For Advisor Use Only. Not for Public Distribution.
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Alliances
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Implications of the Strategy Canvas SYMMETRY"

Areas of Focus

+ Price - provides a %reat deal of service from both a college planning and financial planning standpoint.
Financial planning fees and investment management fees are aligned with industry averages, however,
the fee for college planning is lower than industry averages.

« Scope of Services — Firm delivers a robust suite of services to the families they work with. With the focus
on college planning, some clients only see this part of the total value proposition Advisor would like to
break this mold and focus his messaging on the totality of the value he is able to offer.

+ Strategic Alliances - Firm has started creating strategic alliances with other firms in the college planning
space. These alliances provide revenue generating opportunities as well as scale and referrals. Advisor

should continue to foster and capitalize these relationships.

« Client Experience / Personal Service - Personal care is paramount to the client experience created by
Firm. Much of the time spent on planning is performed Eehind the scenes, whereas the true advisory
value shows through direct client engagement. Firm should identify ways to automate the college
planning process, like their financial planning process, to allow Advisor to divest from the non-client
facing duties and focus on client facing activities.

For Advisor Use Only. Not for Public Distribution.



The Strategy Canvas

For Advisor Use Only. Not for Public Distribution.

SYMMETRY

Planning the Future with
Your Strategy Canvas

Defining and Enhancing Your Competitive Advantages

Firm Name:

Date:
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The Growth Plan SYMMETRY’

SYMMETRY"

SYMMETRY ADVISOR STRATEGIES

Growth Plan

For Advisor Use Only. Not for Public Distribution.



4 Fundamental Growth Questions

Who do you
serve/ want
to serve?

For Advisor Use Only. Not for Public Distribution.

What do you
provide?

Why should
clients work with
you & how you
are different?

SYMMETRY"

How do you
effectively
communicate?



1. Who Do You Serve/Want to Serve? SYMMETRY’

Who do you
serve/ want
to serve?

« What are your client demographics?
* Psychographics?
» Niche/Special interest groups (e.g., dentists, executives)?

For Advisor Use Only. Not for Public Distribution.



For Advisor Use Only. Not for Public Distribution.

SYMMETRY ADVISOR STRATEGIES

Who Do You Serve/Want to Serve?

Exercise 1

Demeographics Serve Todey

SYMMETRY"

IV T 1 VT

Want to Seree

Vo chienis' ey info

ape, gender, income,
geographic keation,
marital status

peychographics: Serve Today

Want to Serve

Vo clients” etk
betriors, hiobits
Personality, values,

opinions, attitudes,
interests

Miche: Serve Today

Want to Serve

Speciol business foous

CocupEtions, skills,
organizatones,
affilistions

For Advisor Use Ondy. Mot fior pubiic disbribution.
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The Power of Focus SYMMETRY"

You May See the Results You Want to Achieve

Pre-Retirees
Aged 50-60

Tech Executives

With >$1m to Invest

Within 100 mile radius

For Advisor Use Only. Not for Public Distribution.



EVIDENCE-BASED RESULTS

UNCONVENTIONAL PROCESS .VI

2

OUR - e — - . CONTACT
WEALTH IN —~ ; . CHARITY BLOG
ABOUT US UNIQUE : (S MACRO WEALTH = Us
) MOTION MANAGEMED
PROCESS NAGEMENT

@ MACRO WEALTH
%9,  STRATEGISTS

= FOR DENTAL & HEALTH )
' PROFESSIONALS

WELCOME TO MACRO WEALTH MANAGEMENT

UPCOMING EVENTS »

&) B 7t 5 / . '
Click Here to Book an Appointment! LATESTARTICLES %

We use cookies to improve site performance and your experience. View our for more information OK

nttps//www.macro-wealth.com/#
4 . - " S ) d \
S Type here to search o m < & i w 9

403 PM
D) .
3/16/2021

3
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B INTEGRATED
|

Planning & Wealth Management, LLC

Helping optometrists plan life.
On purpose.

Schedule a Meeting

Connect wath us today to leam
more aboul how our services can
help you.

Learn More

For Advisor Use Only. Not for Public Distribution.

Learn More

Who We Are

A fum dedicated to prowding
sound, fundamental linancal
adwvice designed to satisfy your
unique goals,

T N
SR




0000

A ABOU1 SERVICES FAQ BLOG CONITACI CLIENT LOGIN

WEALTHKEEL LLC

financial advisors

Financial Planning for
Gen X & Gen Y Physicians

Our specialty is financial planning and investment management for
you, Gen X & Gen Y physicians and your family. Together, we will
navigate the complexity of everyday life by crafting a streamlined
financial plan that is agile for your evolving needs. We will help you
utilize your wealth to free up time and energy to focus on your
family, your practice, and what you love most.

For Advisor Use Only. Not for Public Distribution.



Call: 203.468.8133 CLIENT PORTAI NEWSLETTER SIGN UP

BURZENSKI & COMPANY. PC SERVICES ~ PRACTICEAREAS  RESOURCES  NEWS &EVENTS  CONTACI

CERTIFIED PUBLIC ACCOUNTANTS & FINANCIAL CONSULTANTS

Home > Vetennary Medicine

Veterinary Medicine
“Veterinarians enjoy

For more than 25 years, Burzenski & medicine and animals but
Company has been skillfully providing don't necessan'ly enjay
financial management and tax planning the business aspects of
services for veterinary practices and thelr their practice. That is

owners. As veterinary accountants, our 5 2
customized and personal approach to where we fit in. Canng for

Al e AL 2 SR G

For Advisor Use Only. Not for Public Distribution.



WEALTH

Merit Wealth is an independent advisory firm focused on helping
physicians, dentists & accomplished families plan for and enjoy their
preferred financial futures.

For Advisor Use Only. Not for Public Distribution.



Blankenship Financial Planning
116 West lllinois Street

New Berlin, IL 62670

Phone 217-488-6473

Email: info@blankenshipfinancial.com

Google+
Google+

» What is Financial Planning?

» Questions to Ask

« The Blankenship Financial Planning
Difference

» How to Get Started

 Map to the Office

For Advisor Use Only. Not for Public Distribution.

e Servicee @ Rlanken<hin Financial

Excellent Financial Advice for Everyone

After scrimping and saving most of your life, you're getting close — you're thinking a lot about
when you can retire. This can be an exciting thought, but also pretty scary. It's around this
time in your life that you start to realize:

« you're at the point in your life where you must get a handle on your financial situation -
but where do you start?

« floating along as you have been, without direction or guidance, has got to change — but
how?

« you really could use a second opinion on what you're doing financially — a way to validate
that you're doing the right things

« procrastination is no longer an option — time is running out. Retirement is just around the
corner!

The Important Little Details



2. What Do You Provide? SYMMETRY’

What do you
provide?

« Are you selling product or building relationships?
* |s your offer right for those you serve/want to serve?

For Advisor Use Only. Not for Public Distribution.



& My Account Contact Us . 336.830.8445

Maynard ' Associates

HOME ABOUT US QUR SERVICES CLIENT RESOURCES IN THE COMMUNITY

ACCESS ACCOUNT

Our Services

At Maynard & Associates Wealth Management, we provide expert assistance in the following areas:

Investments Financial Planning Insurance

e Annuities - Fixed and Variable e 401(k)Plans e Disability Income Insurance
e Stocks e 403(b) Plans e Life Insurance

e Bonds o College Savings Plans e Long Term Care Insurance
e Mutual Funds o Estate Planning

e Educational IRAs e Money Management

e Roth IRAs e Profit Sharing Plans

e SEPIRAs e Retirement Planning

e Simple IRAs e Sodcial Security Planning

Traditional IRAs

For Advisor Use Only. Not for Public Distribution.



Retirement Planning

Risk Management

Retirement Plan Advisory
Business Succession Planning

Employer Benefits

For Advisor Use Only. Not for Public Distribution.

People and locations

Estate |
Planning /

Trusted
Advisors

a|
Assessment |



Are You Focused on Helping Clients? SYMMETRY’

Or are you focused on selling products?

Mass e :
Millionaire

Affluent

44% 43%

Source: CEG Insights. https://www.ceginsights.com. 2023
(The Spectrum Group. 2015)

For Advisor Use Only. Not for Public Distribution.



SYMMETRY"

S

Vision Business Education —>

Family &
Lifestyle

Retirement = ? Philanthropy -

Are you making the most of
your Retirement Plan choices at
work? Do you have stock
O/ options or other deferred
O compensation? Are you
thinking about another career?
We can help you understand all
your work and career options.

Protecting
- Againstthe =
Unexpected

Minimizing

Taxes «—

For Advisor Use Only. Not for Public Distribution.



Breafhé Easier® _
About Your Financial °
Future | S

RETIREMENT ) INVVESTMENTS

Choose A Goal On The Whéel
. & Take The Quiz Right Now!

GET STARTED NOW!

MY BUSINESS PROTECTING
. MY FAMILY

BUDGETING KIDS' .
EDUCATION .

For Advisor Use Only. Not for Public Distribution.
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SYMMETHY"

v e I war coom

What Do You Provide?

Exercise 2

Check the top 5 areas your ideal clients tend o focws on and answer guestions below:

_ Comprehsnsre financial planning, irduding budgeting and prontinng gosls—such as paying off
student koans or buvang a house

__ kalang sure client portiolics supports thesr long-term goals theough Imestment management,
induding consulting on retirement plan options =t work

__ kalang swe client portfolics support their welues thiough values-based Investing

__ Pratecting clients & ther farmdies, induding their assets, heslth, and businesces through insurancs

__ Hediping clients plan and prepare jor educating childnen

__ Helping business owners protect thes buseness, provide bereiits bo ermployees, or buy or sell & business
__ Makang sure clients are not ovenpaying exes through tax cptimization and tax efficlency shrategles

__ Maiang sure clients have money 1o pay for the unexpected as well a5 ongoing expenses (such 2=
morigages ard student loans) through cash fiow planning

__ Makang sure clients have secure, regular incomes inretirement through retirement: Incomes planning

__ Helping clients understand ard reigate their options around Soclal Seourity, Medicane, long-term care
and heafthicare directives

__ Helping clients with philarthropy through sehides ouch as Donor-asdvised furds and dhantable-remainder
trusis

__ Hedping clients leawe a legacy for lowed ones and preferred charities through estate planning

__ Working closely with a dient's obher finandal professonals, induding their OP8 and Estate Atbomes,
to erswe an =fickent and coordinated approach

Other

D your clients ko you provide these szreices™

_¥es _Mo

Do you regulsshy disouss the senices [or products) you proside?
__tes __ Ho

For Advizor Use Only. Mot for pubiic distribution.
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3. Why Clients Work With You &
How You are Different? SYMMETRY

Why should
clients work with
you & how you
are different?

* What makes YOU compelling?

 What do your clients value about you?
« What is your mission/value?

For Advisor Use Only. Not for Public Distribution.



Investors Think Advisors are All the Same  SYMMETRY

m Agree mDisagree

All financial advisors make
the same promises, making
it difficult to distinguish
between them.

Source: Advisor Value Propositions: How Advisors Showcase Their Value to Investors—and What Investors Secretly Think, BNY Mellon Pershing, 2018

For Advisor Use Only. Not for Public Distribution.



What Sets You Apart from Other Advisors

Ability to understand client

For Advisor Use Only. Not for Public Distribution.

needs and objectives

Client service 12%

Breadth of planning

experience 56%

Education we e
provide clients 54%

Strength of our team 48%
Culture 44%

Investment process 38%

Knowledge/experience 3
working in the market

1%

Source: Financial Planning Association, Research and Practice Institute, 2016
Trends in Practice Management: Defining and Communicating Your Value

SYMMETRY"



SYMMETRY"

Barron’s Top 100 Advisors’' Websites

create ex(eptmal value for their people

clients’ best interests in mind

our fees are based on assets Under Manageme ™ no propr'etary 'nterests l
your personal goals in retlrement and hfe wealt

follow flduoary standards concierge-style approach
assure estate planning needs are met empowermg a ||fe weII Iuved saralleled

detailed financial planning process rlvatel Owned COm an
lasting client relationships teBm of trustZd EXPEIS g e p Y

wealth management ﬁrm .

no outside investors - reparing for retiremen
conflict-free environment understand needs and expectatlons
’ ' plan highest level of personalized service

highest quality investment advice

specializing in high-guality i strment strategie

right strategy for younrovide 1

od ppmth

comprehensive portfollo managementw““m

team of professmnals providing financial services to mdlvnduals
‘ dnscnplmed asset management )  driy

planning and investment management solutions '

Source: Advisor Value Propositions: How Advisors Showcase Their Value to Investors—and What Investors Secretly Think, BNY Mellon Pershing, 2021

For Advisor Use Only. Not for Public Distribution.



And Know Who You Want to Help

SYM|M ETRY’

Firms with a documented ideal client persona & client value
proposition attracted more new clients and assets in 2019

f
T28%

T45%

More new
client assets

Source: 2020 RIA Benchmarking Study from Charles Schwab

For Advisor Use Only. Not for Public Distribution.



Principles for Great Mission Statements SYMMETRY

A great mission statement. ..

Has to reflect
« Who you are
 what you do
 Who you serve
e outcomes you provide

s short and succinct

Uses everyday language

Transparent (No secret sauce)

Tell me more

Earn the next conversation

For Advisor Use Only. Not for Public Distribution.
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considerable experience navigating financial markets, encourages creative solutions, and adapts to
changes in the lives of our clients.

Our Retirement Services team helps employers craft retirement plan programs that result in an
outstanding employee benefit. We are a partner where business owners rely on us to ease the
administrative process associated with a retirement plan. Our unique approach to advice and
education helps participants with any level of investment knowledge understand successful saving and
investing concepts that will enable them to retire ready.

)

r + '] Book a Meeting

Our Mission Stay Connected

Our mission is to help you reach your highest financial potential....So you can enjoy
the rich experiences of family, friendships, business, and career.

Get in Touch

11300 Cantrell Rd, Suite 200, Little Rock, Arkansas 72212 United States
501-663-7055 | Info@MeridianlA.com

Sitemap  Legal, Privacy, Copyright, & Trademark Information  ADV Part I

powered by

AW ADVISORWEBSITES.COM

A great mission statement. . .

v Has to reflect
who you are
v' what you do
who you serve
v' outcomes you provide
Is short and succinct
Uses everyday language
Transparent (no secret sauce)

Earns next conversation

ESIANA NI

For Advisor Use Only. Not for Public Distribution.



) RESOURCE CENTER TOOLS EVENTS ACCOUNT ACCESS CONTACT

Our Mission Upcoming Events

Retirement Planning Today, Two-
Day Class

The course is designed to teach you how
to help build wealth and align your money
with your values to accomplish your goals
in life. Part 2 of 2.
October 13, 2015

At West Advisory Group, we have
made a commitment to providing
excellence in everything we do for
our clients. Our goal is to exceed
expectations at all times by
honoring you with a paramount
degree of customer service. We

serve you with years of experience Retirement Planning Today, Two-

and skill which have provided us Day Class

with a wealth of knowledge The course is designed to teach you how
regarding the financial industry. When you choose our financial planning services, you to help build wealth and align your money
benefit from obtaining comprehensive advice from a team of highly qualified with your values to accomplish your goals
professionals and individuals with an extensive background in addressing your particular in life. Part 1 of 2.

financial needs. As an independent financial planning firm, we solely represent our
clients, their needs, and interests, rather than any specific company’s. While some
financial institutions recommend investment products that are manufactured by the Has to reflect

parent of the subsidiary business entities, we have no such ties. Our self-sufficiency who you are
vital to delivering nonpartisan and unbiased recommendations. Due to our indepenc v what you do

Ll o 3 4 , , , who you serve
and objectivity, it allows us to provide our clients with the commitment that they dest outcomes you provide

Is short and succinct

Uses every day language
Transparent (no secret sauce)
Earns next conversation

A great mission statement. . .

[ N [x [

For Advisor Use Only. Not for Public Distribution.



ESSENTIAL

ADVISORY SERVICES

Essential Advisory Servicesis a

Modern Family Office that empowers our
clients to succeed in every aspect of their

financial lives

A great mission statement. . .

v' Has to reflect

v' who you are

v' what you do

v' who you serve

v' outcomes you provide
Is short and succinct
Transparent (no secret sauce)
Uses every day language

Earns next conversation

For Advisor Use Only. Not for Public Distribution.



For Advisor Use Only. Not for Public Distribution.

SYMMETRY"

v e i v ar e

SYMMETRY ADVIZOR STRATEGIES

WHY Should Clients Work with You? HOW are You Different?

Exercise 3

lama Wit oo your ool powse P

who serves Who do your serve?

by prowiding Wit oo vou oo for youwr clents?
because | want to What cufoomes doyow wand to ochieve?
| bediewe oy cli=nits value Howove you different than obhers?

Your Current MissionValus Statermnent

a5 your cunrent mitzsonfalue stetement reflect who you want Bo serve bodeyin the fubuee?
_¥es __ Mo

List ary changes you want ta make ta your current missionfalue statement

For Advizor e Oniy. Mot fior public distribution.

SYMMETRY"



4. How Do You Effectively Communicate? SYMMETRY

How do you
effectively
communicate?

* Does everything you do and say reflect :
« Who you serve
 What you provide
« Your unigue value/mission

For Advisor Use Only. Not for Public Distribution.



Every Expression Defines Who You Are SYMMETRY

For Advisor Use Only. Not for Public Distribution.



BIEs:. FREE SHIPPING on orders S59 or more* . (800) 9932132 ied Email Us 24/7

@ Find Peet's Sign In My Cart

CRAFT COFFEE TEA GIFTS SUBSCRIPTIONS STORES Search =X

ToPpeal with

/ Amorett Cookies

AT YOUR LOCAL PEET'S

Introducing

MILK CHOCOLAT
ALMOND MOCHA

Milky sweet chocolate with a hint of toasted almond,
topped with crushed Italian Amaretti cookies

Learn more »

Get a FREE POUND of Ethiopian Super Natural

for new Subscribers. Use Promo Code 15ESNGIFT | STARTA

For Advisor Use Only. Not for Public Distribution.



i My Bag o Find aStore | SignlIn

COFFEE MENU COFFEEHOUSE RESPONSIBILITY CARD SHOP

WORLD'S LARGEST
7#STARBUCKSDATE

Fun surprises.
Special pairings menu.
Sparks of love.

February 13" | 2pm - close

Invite someone

*At participating stores

Get more rewards

MY STARBUCKS Sign up to receive email, and earn even more rewards.

For Advisor Use Only. Not for Public Distribution.



How Affluent Search for Financial Advisors SYMMETRY

g % % s
Clorrecommendatons. | 1% 2% %
Search online 43% 27% 10%

........... Noneofthe above - 6% 11%

Source: Oeschli .com study of Investors with a minimum of $500K, 2019

For Advisor Use Only. Not for Public Distribution.



What the Data Tell Us... SYMMETRY’

Affluent Investor Perspective on Advisor Websites

« 98% say a website is somewhat/very important when choosing
an advisor

* 68% said lack of clarity on fees, compliance and other issues
would cause them to hesitate to contact advisor

* 65% cited age, experience, and credentials as a top consideration
when choosing an advisor

* 56% said not having enough information to make a decision
would cause them to hesitate to reach out

Source: 2020 eMoney Consumer Marketing Survey, September 2020

For Advisor Use Only. Not for Public Distribution.



/ | Key |
FI n anC|aI About Services Resources Client Center Contact

\’/ Group

of Jacksonville, Inc. » A Registered Investment Advisor

No Cash, No Checks, No Problem

Peer-to-peer payment apps are one of the newest ways to send

money.

»gé

For Advisor Use Only.
Not for Public Distributio



@ MESA FINANCIAL GROUP Home About Us Our Philosophy Insights Client Center Contact Us

INDEPENDENT FINANCIAL PLANSING and lenonmens Managonoer

Mesa Financial Group, LLC is a Fee Only, Independent,
Comprehensive Wealth Management Firm providing Individuals and
Families a Simple, Clear, and Secure Wealth Management
Experience.

(S0 -

Simple Clear Secure

For Advisor Use Only. Not for Public Distribution.



Social Media's Growing Impact SYMMETRY’

* 50% of investors say social media impacts whom they hire as
a financial professional

« 20% of investors said that an Advisor’'s social media was the
sole deciding factor in their decision-making process

Source: www.fa-mag.com/news/more-investors-are-vetting-their-financial-advisors-on-social-media-62762.html

For Advisor Use Only. Not for Public Distribution.



LinkedIn - Get Your Profile Right SYMMETRY

Barry Schwartz - v
Vice President - Wealth Management at UBS Financial vistaprint’
Services, Inc. —
MiamiFort Lavderdale Area | Financial Semvices UP To 500/0
: JBS OFF BUSINESS
Samsatein Global Wea'th Managemant, Natonw da Firancial ESSENTIALS

Univarsity of Circirnah

Son By o | = soor | I extsesen

result

m hios Sawvaw hadin cominbarn y-se w2 - 47685047 . Conlsct s :

People Also Viewed <
Background

l_:so:-n]amln Baum

Sr. Vice Presicent, CFR UBS Jetfrey Rosenblum,
Finantia Services, Inc. CFP
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Get Your Profile Right SYMMETRY’
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$500/hr Advisory BUSINESS INSIDER
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Connect & Message More...
~ Learn more Learn mare

Robert Brooks - 2nd ¥ \WestPoint Financial Group
H University of Illinois at
Urbana-Champaign
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Kelly Usher « 2
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Chicago, llinois - 500+ cennections - Contact info
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Comprehensive Financial Planning
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Facebook SYMMETRY"

1/3 of Investors looked at Advisor’s personal Facebook page

50% decided not to work with the Advisor as a result

But it gets worse...

Source: Advisor Value Propositions: How Advisors Showcase Their Value to Investors—and What Investors Secretly Think, BNY Mellon Pershing, 2018
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Facebook SYMMETRY"

2/3 of Investors under 40 looked at Advisor’s personal Facebook page

66% decided not to work with the Advisor as a result

Source: Advisor Value Propositions: How Advisors Showcase Their Value to Investors—and What Investors Secretly Think, BNY Mellon Pershing, 2018
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Communication Frequency SYMMETRY’

Client Expectations
@ Daily @ Weekly ) Every Two Weeks @ Monthly @ Quarterly

Before COVID-19 Pandemic

6.07% 21.96%

B 0S3% M 1.8/

During COVID-19 Pandemic

802% 660%

W 094%
Expectations Following COVID-19 Pandemic
744% 3256% 5674%
W 093% W 233%
Source: SmartAsset Survey, March 2021
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Communication Frequency SYMMETRY’

Client Reality

@ | wish my advisor contacted me much more frequently
22.4% | wish my advisor contacted me somewhat more frequently

51.3% - Just Right

@ | am happy with the level of contact frequency from
my advisor

| wish my advisor would contact me less frequently

Respondents Under
60 Years Old

Respondents with
>$500K Being Managed

27.9%

45.8% - Just Right 29.5% 42.2% - Just Right

Source “How Can Advisors Better Communicate with Clients?” Y Charts 2022
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How the HNW Like to Communicate SYMMETR Y

Phone or video call

I 37%

Mobile app or chat (e.g., web, SMS)

I 02%

Email

I 21%

In-Person

I 20%

Source: PWC HNW Investor Survey 2022
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Ongoing Client Education SYMMETRY’

Also helps support new business efforts

Firms using client education tactics

Median firm

. Top Performing Firms

All other firms

uses 5 tactics to
educate clients

92% 88%
80%
74%
oy /1%
62%
57% 58%
48%
43%
37% 38%
32%
18%

One-on-one Newsletters Engage with next Articles/blogs Social media White label Educational Podcasts
education gen/family for website matenals from workshops
partners

Source: 2023 RIA Benchmarking Study from Charles Schwab
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Communications Strategy SYMMETRY’

| =5 W =
12 2 1 1

touch points conversations meeting event
invitation
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Putting It All Together...

Who do you
serve/ want
to serve?

Focused

companies
tend to be

more
profitable

For Advisor Use Only. Not for Public Distribution.

What do you
provide?

You build
loyalty &
deeper
relationships
when your
offering
matches
your ideal
clients

Why should
clients work with
you & how you
are different?

People don't
buy what
you do. They

buy why you
do it

SYM|M ETRY’

How do you
effectively
communicate?

Your E2E
experience
needs to be
cohesive
and aligned
to ideal
clients and
preferences



SYM|M ETRY’

SYMMETRY"

PV T N

SYMMETRY ADVISOR STRATEGIES

1-Page Growth Plan

WHO do you servesmnt to serve?

Exercize T

WHAT do yvou prowide?

WHY should clients work with you? HOW are you different?

Exevcize I

Crowth Coals [should be measurable and specific, with a target completion date)

Caal Goal = Caoal %

Date Dote: Dabe
Srategy A Strategy A Sirateqy A
Sheps ta Take: Ebeps o Take: Steps bo Take
Skrabegy B: Etrategy B: Strategy B
Sheps ba Take Sheps o Toke: Steps bo Take

For Advizor Use Ondy. Mot fior pubdc distribution.
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ABC Wealth Growth Plan SYMMETR Y

WHO do you serve/want to serve?
Mass affluent, education-focused families. Also, possible niches in Executives and converting college planning clients.

WHAT do you provide?
College planning, comprehensive financial planning, excellent client services, and executive services

WHY should clients work with you? How are you different?
We provide an excellent client experience with years of expertise and experience in planning.

Goal 1l Goal 2 Goal 3 Goal 4
Convert 7 college Spend 50% of time 5 new college Onboard 50 new
planning clients with clients planning referrals college planning
& 5 new AUM clients
referrals

For Advisor Use Only. Not for Public Distribution.



ABC Wealth Growth Plan

SYMMETRY"

Goal 3: 5 new college planning referrals & 5 new AUM referrals

Strategy:

planning.

Continue to nurture and grow strategic alliances

Steps to Take
Educating clients on all services offered beyond just education

Create a holistic messaging strategy,
emphasizing that you provide
“Comprehensive Financial Planning
for Education-Focused Families”
Ask 10 clients why they work with you
- why they would refer you

Create drip campaign to college
planning clients reminding them of
all services offered

Update landing page and share with
strategic alliances to use to refer
potential clients

Target Completion Date: 6/1/2024

For Advisor Use Only. Not for Public Distribution.




Two Key Planning Tools

SYMMETRY

Planning the Future with
Your Strategy Canvas

Defining and Enhancing Your Competitive Advantages

Firm Name:

Date:

For Advisor Uss Only. Mot for Bublic Diseibuslon. The informatian provided |5 based on tha cond ten that tha adv e doas
et shiars of dissaminats the Information to ths publc or to 3Ny Earty ot Spproved to have 3oosss ko such Infarmation. Tha
absws Information i property of Reart AL Albright, PR D, AIM Corouking Assscishas, LT

SYMMETRY"

SYMMETRY ADVISOR STRATEGIES

Growth Plan

Practice:

SYMMETRY"

Mame:

Date-

For Advisor Use Only. Mot for public distribution.
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SYM‘M ETRY"

“Scrappy,” the Symmetry bull is a symbol of our firm's belief in the long-term power of markets.

For Advisor Use Only. Not for Public Distribution.




SYMMETRY"

Symmetry Partners, LLC is an investment advisory firm registered with the Securities and Exchange Commission. The firm only transacts business in states where it is properly
registered, or exempted or excluded from registration requirements. Symmetry charges an investment management fee for its services. All Symmetry fees can be found in the
Symmetry ADV Part 2A located on the website at www.symmetrypartners.com. All data is from sources believed to be reliable but cannot be guaranteed or warranted. Any chart that
is presented in this presentation is for informational purposes only and should not be considered an all-inclusive formula for security selection. Different types of investments involve
varying degrees of risk, and there can be no assurance that the future performance of any specific investment, investment strategy, or product, or any non-investment related content,
made reference to directly or indirectly in this material will be profitable, or prove successful. As with any investment strategy, there is the possibility of profitability as well as loss.

This document does not constitute advice or a recommmendation or offer to sell or a solicitation to deal in any security or financial product. It is provided for information purposes only
and on the understanding that the recipient has sufficient knowledge and experience to be able to understand and make their own evaluation of the proposals and services described
herein, any risks associated therewith and any related legal, tax, accounting or other material considerations. To the extent that the reader has any questions regarding the applicability
of any specific issue discussed above to their specific portfolio or situation, prospective investors are encouraged to contact Symmetry or consult with the professional advisor of their
choosing.

Certain information contained herein has been obtained from third party sources and such information has not been independently verified by Symmetry. No representation,
warranty, or undertaking, expressed or implied, is given to the accuracy or completeness of such information by Symmetry or any other person. While such sources are believed to be
reliable, Symmetry does not assume any responsibility for the accuracy or completeness of such information. Symmmetry does not undertake any obligation to update the information
contained herein as of any future date.

Logos are protected trademarks of their respective owners and Symmetry disclaims any association with them and any rights associated with such trademarks.

nou

Certain information contained herein constitutes “forward-looking statements,” which can be identified by the use of forward-looking terminology such as “may,” “will,” “should,”
“expect,” “anticipate,” “project,” “estimate,” “intend,” “continue,” or “believe,” or the negatives thereof or other variations thereon or comparable terminology. Due to various risks and
uncertainties, actual events, results or actual performance may differ materially from those reflected or contemplated in such forward-looking statements. Nothing contained herein
may be relied upon as a guarantee, promise, assurance or a representation as to the future.

”ou
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