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What i1s an Exceptional
Client Experience?
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It Is a fundamental dimension
of how a company competes.

- Joseph Pine




Elevation of Experience Expectations SYMMETRY

TOMS
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Watch Why Experience Matters SYMMETRY
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Myth—Travel Agents are Irrelevant SYMMETRY’

Travel Agents and Online Travel Sevices, 1999-2016
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Source: Bureau of Labor Statistics and Statista.com
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_[HE EXPERIENCE MAT TERS

MEYER MAKES TRAVELEASY.
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Firms Focusing on Client Experience... SYMMETRY"

« Grow 5X faster than those
that don't

« Command 16% price premium
on products & services

BEYOND THE CLIENT PORTAL:

Redefining the Client Experience

Finding New Ways for Advisors to
Compete in an Increasingly Digital World

Source: BEYOND THE CLIENT PORTAL: Redefining the Client Experience. Orion, 2019
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Whether created consciously
or not, every company has a
client experience.
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How Firms Rate Their Client Experience SYMMETRY"

The Best Firms are Toughest on Themselves

36%

Top-Organic Growers All Other Firms
who rated their client who rated their client

experience below average. experience below average.

Source: www.herbersandcompany.com/service-market-growth-study
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Every Expression Defines Experience SYMMETRY"

Your Client

Merchandising Experience
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SOCIAL IMPACT El

Elements
Of Va I U e Self-transcendence

LIFE CHANGING + .
Provides hcpe Self-actualization
\'Z Y
@@
Motivation Heirloom Affiliation/belonging
EMOTIONAL @
@ O
Badge value Rewards me Nostalgia Provides access Wellness
@ © o
Reduces anxiety Therapeutic value Attractiveness Design/aesthetics Fun/entertainment
FUNCTIONAL .
© © © 6 6 @O
oA
Saves Time Simplifies Variety Quality Organizes Integrates Connects
0
¢ O O ®
Reduces effort Avoids hassels Reduces cost Reduces risk Makes money Sensory appeal Informs

Source: Bain & Company Inc., “The Elements of Value,” September 201



The Value Pyramid

Fidelity

Accomplishing
life’s purpose

Taking care
of loved
ones

College

Freedom
from worry

Organized More
and in control discretionary time

=)&) @&

Estate

BHIEVING GALS

Jv_

Healthcare

Retirement Charity

MANGING THE MONEY

Income
generation

Asset
allocation

Money manager
selection

Security

: : Insurance
selection

Source: Fidelity, “State of the Wealth Management Industry 2017:
The New Value Driver,” May 2017

Cash flow



Time & Value SYMMETRY

“How would you ideally like to allocate your time with a typical client?”

Current Allocation Ideal Allocation

25% 44%

MANAGING
THE MONEY

Source: 2017 Fidelity Value of Advice Day Pre-Work Survey completed online by attendees in advance
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Your Digital/Online Experience

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




ﬁ 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

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

MY STARBUCKS




/ | 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




@ 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



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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The Referral Gap SYMMETRY’

HYPOTHETICAL PRACTICE OF 100 CLIENTS

24 mm%

referrals referrals referrals referrals referrals referrals

K 3 N K KN KR

Source : Dimensional Fund Advisor 2017 Investor Survey
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Your Office Experience

For Advisor Use Only. Not for Public Distribution.



SYMMETRY"

What would you have to do to charge
people admission to get In?”

Dennis Moseley-Williams, founder of DMW Strategic Consulting,

For Advisor Use Only. Not for Public Distribution.



How the HNW Like to Communicate SYMMETRY"

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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Location, Location, Location SYMMETRY’

Wiac THIOVIA & TRITINGS

FENANCIAL N W wWanew
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A Welcome Reception? SYMMETRY
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Reception Area
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Advisor Logo on a
Beverage & Snack Menu

Provide a great experience with a menu
of drinks and snacks. Consider festuring

seasonal "specials” as well as anything
made locally.




Meeting Room
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Your Office
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) Framed Fiduciary Oath

A reminder to clients that you will

o w- always act in their best interests
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Your Service Experience
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Communications Strategy SYMMETRY’

| =5 W =
12 2 1 1

touch points conversations meeting event
invitation
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Communication & Service are Key SYMMETRY

JANUARY FEBRUARY MARCH

. . . Annual Capital Gains IRA
Sample Communication/Service Calendar R - Tax Reporting Contribution
ew Summary Check-In
B Many Client Events APRIL
Clbrlt;n
Educational Annual
B Client Meetings Event Insurance/ - i
(Stay Safe Estate Review
Online)
Standardized Deliverables
Annual Client
[ Chec k-lns Appreciation e et Review
Event Pictures! Beneficiary
(Feat. Local Designations
Artists)
DECEMBER
Clio?t
Educational
tg‘:’a‘nzna :.g;”;:’; Employee
(Navigating e . Benefits Review
Source: Kitces.com, “Scaling Advice: From Financial Advisor to Financial Advicer” 2023 Exﬂmt)
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Onboarding & Review Meeting Process SYMMETRY"

Use Automation to Provide Consistent, Enhanced Client Experience

Ongoing Client Meetings

Step ________ Ao _____ ___ (M

Top Clients: Schedule Quarterly Meeting Email: Schedule link with agenda Email can be automated via CRM
Mid-Tier Clients: Schedule Annual Meeting Email: Schedule link with agenda Email can be automated via CRM
Planning Only Clients: Schedule 1-Year Review Email: Schedule link with agenda Email can be automated via CRM
Meeting
Top Clients: Quarterly Meeting Meeting: Review progress Notes in CRM
Mid-Tier Clients: Annual Meeting Meeting: Review progress Notes in CRM
Planning Only Clients: 1-Year Review Meeting Meeting: Review progress and discuss ongoing Notes in CRM

relationship potential
Top Clients: Quarterly Meeting Follow-up Email: Summarize meeting and next steps Customizable template. Part of workflow
Mid-Tier Clients: Annual Meeting Follow-up Email: Summarize meeting and next steps Customizable template. Part of workflow
Planning Only Clients: 1-Year Review Meeting Email: Summarize meeting and next steps Customizable template. Part of workflow
Follow-up

For Advisor Use Only. Not for Public Distribution.



Onboarding & Review Meeting Process SYMMETRY"

Use Automation to Provide Consistent, Enhanced Prospect Experience

Step Action CRM
Investor Contacts ABC (phone, online, meeting,  CRM Record: Create new contact Enter prospect as new record in CRM, Starts workflow
referral)
Send Intro Email Email: Intro firm & schedule a meeting (with Scheduling ~ Email has links to website content, including fees, process,
link] bios, so you can see where prospect clicked.
Follow Up Call to set Discovery Meeting Phone call: Call should even if scheduled via CRM) Make call part of CRM workflow as a Task
Confirm Discovery Meeling Email: Confirm and detail what will be covered. Ask if Email automated via CRM
prospect wants to address anything else
Discovery Meeting Meeting: W/Advisor. Includes Risk Tolerance Put client key info into CRM
Questionnalre
Discovery Meeting Follow-up Email: Thanks prospect, summarizes meeting and Customizable template. Part of workflow

dients’ major goals as well as next steps. And pricing
(standalone plan) vs. plan with assets). Includes link to
custom CRM page. And client agreement
Data Gathering Landing Page: Client enters data and uploads info Personalized landing page with form for gathering info
(which will then go into CRM) and upload client documents,
such as statements. Also has copy of client agreement.

Data Gathering Complete Email: We have all the info we need (or need additional =~ Automated via CRM
Info), Plan will be ready In x weeks)
Payment for Plan (if applicable) ~_Email: I plan will be charged for, Invoice Is sent. __In Workflow, meeting doesn’t happen
Ongoing Communications Email: Monthly newsletter Prospect opted into regular client communications (such as
monthly newsletter)
Confirmation of Initial Plan Email: Announces that Initial plan Is ready to present Customizable template. Part of workflow
(with Scheduling link)
Financial Planning Meeting Meeting: Initial plan presented. Upload copy of plan to client’s CRM portal
Financial Planning Meeting Follow- Email: Summarize next steps, link to copy of plan In Customizable template. Part of workflow
up CRM, details on moving money over
PS Email: Copy of IPS and explanation of its benefit Customizable template, Part of workflow. IPS uploaded to
client Portal
Investment Update Email: Confirm that money has come over and heen, Customizable template, Part of workflow
invested
Quarterly Other Planning Iltems Email: These can be a series of quarterly emails sentas  Customizable template. Part of workflow

other items are addressed,_|.e., focus on estate

Includes Schedule link

Quarterly Planning Meeting ~ Meeting: Discuss specific planning items and progress  Notes In CRM

Quarterly Planning Meeting Follow-up Email: Summarize meeting and next steps Customizable template. Part of workflow
Schedule Meeting to Walk Through First Emall: Schedule link Email can be aytomated via CRM
Statement

Walk Through First Statement Meeting Meeting: Overview of first statement Notes in CRM

For Advisor Use Only. Not for Public Distribution.



Better Manage Investor Behavior SYMMETRY

The dominant
determinant

of real-life, long-term
1 Investment outcomes
IS Not INnvestment

Nick Murray performance,

it's investor behavior.




Benefits of Behavioral Approach SYMMETRY"

Strengthen trust and relationship with dients || EEGTTNGGGEGENGEGENEGEGEGEGEG 5 0%
Improve clients' financial decisions/prioritize goals || G 4%
Better manage client expectations |GGG 25
Reduce short-term emotional decision making |GGG 20%
Help clients achieve better investment outcomes |G 35%

Keep clients invested during periods of volatility |G 0%
Better understand clients’ comfort levels with risk || 2 0%

Provide highly customized service offering [ 13%

Attract new clients due to differentiated
9%
value-add program -

Increased assets or walletshare JJ] 3%

D% 10% 20% 30% 40% 50% 60%

Source: Cerulli Associates, in partnership with the Investments & Wealth Institute (formerly IMCA). 2019
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Your Critical Role as Advisor SYMMETRY’

The Value of a Financial Advisor:
The Opportunity for Greater Return

1992 - 2022
S&P 500

Ongoing Education
Client Meetings
Portfolio Selection
Financial Planning

Average Equity
Fund Investor

Barclays
Aggregate
Bond Index

Average
Fixed Income
Fund Investor

Annualized Return|%

Hypothetical lllustration

Past performance does not guarantee future results. For additional information regarding Symmetry Partners, the Dalbar study and the S&P 500 index, see the disclosure information at the end
of presentation labeled Critical Role of the Advisor Disclosure

Source: “Quantitative Analysis of Investor Behavior, 2023" DALBAR, Inc. www.dalbar.com
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Some Biases More Common than Others

Most Significant Behavioral Biases Affecting Client Investment Decisions

Recency bias

Loss aversion
Confirmation bias
Familiarity/home bias
Anchoring
Inertia/status quo
Framing

Selective memory
Mental accounting
Availability bias
Herding

Self control
Regret aversion
Endowment effect
Overconfidence

N 3505
N 2 %
N 2 57
I 24 %
N 2%
I, 2 3%
I 17
I, 150
I 15
I 13
N 13%

I 129

I 11%

I 10%

I 5

0% 10% 20% 30% A0%

Source: Cerulli Associates, in partnership with the Investments & Wealth Institute (formerly IMCA). 2019
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Proactive Contact is Very Important SYMMETRY"

It’s important for my Financial Advisor anticipate questions | might have & reach
out proactively...

Strongly agree
Somewhat agree GG

Strongly disagree |

Source: How Can Advisors Better Communicate With Clients?, Y-Charts, 2019

For Advisor Use Only. Not for Public Distribution.



But Advisor Contact is Low SYMMETRY"

My Advisor contacts me...

28* Very infrequently
36* Infrequently
32* Frequently

Source: How Can Advisors Better Communicate With Clients?, Y-Charts, 2019

For Advisor Use Only. Not for Public Distribution.



Advisor Contact During Corona Crash SYMMETRY’

Mar-20 Apr-20 N May-20

Contacted Advisor To Make Changes To
Portfolio Due To Corona Crash
Bl 13%

Advisor Reached Out To Make Changes To 10% EaCh month @
Portfolio Due To Corona Crash o
R 2 40% of Advisors

Advisor Recommended To Not Make Any 32% . .
Changes To Portfolio But To Wait For A 42% dld n—()t proaCt|Ve|y

Rebound _ 39% contact clients

Haven't Heard From Advisor Since Corona
Crash & Wish He/She Would Reach Out

Haven't Heard From Advisor Since Corona

Crash & I'm Fine with that
_ 12%

Source: Spectrem Group, “Corona Crash: What Advisors Should Be Saying To Investors Now,” March -May 2020.

For Advisor Use Only. Not for Public Distribution.



During Downturns SYMMETRY’

Are you saying something like this?

Wealth never disappears; it just shifts. I'm telling my clients to be
very defensive. That includes reducing their stock exposure
considerably, as well as shifting the equities they're invested in to
consumer staples and utilities. In a downturn, people may not go
on vacation, but they're certainly going to pay their light bill. Also
upping clients’ allocation to cash and gold--gold does well in this
environment

Ivory Johnson, CFP®, ChFC Delancey Wealth Management, LLC

https://www.chbc.com/2022/06/14/what-financial-advisors-are-telling-their-clients-as-markets-tumble.html

For Advisor Use Only. Not for Public Distribution.



During Downturns SYMMETRY’

Or this?

My recommendation to clients is to stay the course. Trust the plan. Our
financial plans are not contingent on the short-term swings in the
markets. We plan for volatility and help clients through all phases of
accumulating, protecting and living on their assets.

Clients in the accumulation phase should just keep buying. Those in
retirement have enough “safe” or “risk off” assets to get them through the

next five to 10 years without having to touch their riskier assets, like
stocks. For anyone who doesn’t have a trusted advisor to help them

through volatile markets like we are now experiencing, | would say
they need a plan at the very least.

David E. Barfield, CFP, Datapoint Financial Planning LLC

https://www.thinkadvisor.com/2022/06/21/what-advisors-are-telling-clients-about-buying-the-dip-advisors-advice/

For Advisor Use Only. Not for Public Distribution.



Behavioral Bias Mitigation

Most Effective Techniques

Take long-term view | 625

Implement systematic process NN 2%
Integrate goals-based planning I &7
Uncover emotional triggers 1NNEGTEEEEEEEEEEEEE 39%
Increase portfolio diversification |GGG 7
Caution investors to stay calm [ 35%
Reduce news intake NN 21%

Suggest risk targeting NN 18%

Reduce investment expenses [ 16%
Consider past outcomes N 12%

0% 10% 20% 30% 40% 20% 0%

Source: Cerulli Associates, in partnership with the Investments & Wealth Institute (formerly IMCA). 2019

For Advisor Use Only. Not for Public Distribution.

0%

SYMMETRY"



Nick Murray

SYM|M ETRY”

We will never be allowed to
charge enough for first-rate
planning and behavioral
coaching.

While anything we charge for
timing and selection Is too much,
because we can’t consistently
deliver them.



See Your Business Through the
Lens of Experience

For Advisor Use Only. Not for Public Distribution.
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Joshie Hurn
Loss Prevention 03/25/2012
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Happy to be Home

Hey Reilly, we just wanted to let you
know that we found this little guy
hanging around the pool..And thought
you might recognize him!

For Advisor Use Only. Not for Public Distribution.



People will forget what you said,
people will forget what you did,

but people will never forget

how you made them feel.

— MAYA ANGELOU
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Source: Putting the Service-Profit Chain to Work by James L. Heskett, Thomas O. Jones, Gary W. Loveman, W. Earl Sasser, Jr., and Leonard A. Schlesinger: HARVARD BUSINESS REVIEW March-April
1994 (pp 164-174)
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SYM‘M ETRY"

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

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Cras ac tincidunt metus, quis aliquam turpis. Morbi bibendum ornare quam, et ullamcorper massa sollicitudin non. Integer eu
ante turpis. Phasellus at posuere erat. Pellentesque id volutpat dui, eu maximus arcu. Vivamus eu elementum purus, id eleifend ipsum. Vivamus imperdiet vel dui in scelerisque.
Curabitur non urna lobortis, venenatis libero a, consequat eros. Class aptent taciti sociosqu ad litora torquent per conubia nostra, per inceptos himenaeos. Ut blandit fringilla tincidunt.
Ut ullamcorper tristique tellus, vel ullamcorper mauris laoreet egestas. Donec vel risus vel erat porta rhoncus.

Etiam vestibulum orci nec eros posuere, eu tristigue tellus ultrices. Cras vitae accumsan sem, at vulputate dui. Nunc ut nisl vel guam maximus faucibus eu id tortor. Interdum et
malesuada fames ac ante ipsum primis in faucibus. Nam posuere tortor lectus. Proin sit amet nibh mattis, consequat diam et, faucibus elit. Morbi venenatis sapien ipsum, at aliquet dui
fermentum id. Morbi vestibulum ac est nec finibus. Sed laoreet enim id quam vulputate interdum. In hac habitasse platea dictumst. Nunc blandit accumsan fermentum. Morbi ac

congue augue. Duis faucibus nisl ac odio tempor finibus.

Fusce bibendum nibh vehicula libero consequat, nec molestie massa commodo. Cras imperdiet orci tortor, vel iaculis massa accumsan a. Nam sollicitudin feugiat pharetra. Sed
condimentum lectus nec dui blandit placerat. Mauris blandit pretium turpis in elementum. Nulla nec sem placerat, feugiat sem eget, dignissim risus. Cras hendrerit sollicitudin

congue.
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