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Wealth Definitions

Mass Affluent
« $200 k - $1 million in liquid investable assets

High-Net-Worth (HNW)
* $1 million - $5 million in assets

Very-High-Net-Worth (VHNW)
* $5 million - $30 million in assets

Ultra-High-Net-Worth (UHNW)
« $30 million+ in assets
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The Opportunity

+ 23. 8 million individuals with $1 million + in assets in 2024
* 41 million individuals with $1 million + in assets by 2030

* 1,000 new millionaires added every day in the U.S.

* 426,330 UHNW with $30 million + in assets

U.S. Wealth Allocation

M Real estate net of mortgages M Insurance and pensions M Securities and other financial instruments Cash and deposits

United States

Sources: 2025 Credit Suisse Global Wealth Report, Altrata’s World Ultra Wealth Report 2024, Mordor Intelligence
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Objections to Working with the HNW

» “I don't know how to attract HNW clients”
- “I don't have the expertise/solutions to support HNW clients”
- “I don't have the service model to support HNW clients”

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 5




What the HNW Want
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HNW Want to Work with Advisors

Seven out of ten (70%) wealthy Americans work with a financial advisor, nearly double
the amount of the general population (37%).

Financial advisor status

I BTN
Yes 708 Gen Pop 7%

High Net Worth 70%

Mon = High Net Warth 34%
NO - o

Mot sure 3%

High Net Worth

Source: 2023 Planning & Progress Study - High Net Worth, Northwestern Mutual
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...And Work with Several Advisors

« 64% of U.S. households have 2+ saving and investing relationships
- Average household has 2.5 saving and investing relationships

« Average $1-million-plus household has 3.6 saving and investing
relationships

25% of $1 - $25 million investors have 2+ Advisors

Source: Stores & Success Metrics 2023: How to Compete for Share of Wallet Given Industry Consolidation and Asset Concentration
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Retirement Security a Concern

One third (33%) of wealthy Americans think it’s possible they could outlive
their savings.

[ Will Outlive Savings: (Mean) 33% ]

o« | 5
s« [ ;¢ | e

Gen Pop 45%

26-50% _ 13% High Net Worth 33%

MNon = High Net Waorth A47%

oo [ %
Don't know - 6%

High Net Worth

Source: 2023 Planning & Progress Study - High Net Worth, Northwestern Mutual
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HNW Less Focused on Beating the Market

Importance of Beating the Market

SYMMETRY

Invested In Your Goals

3 1 % Extremely important Mon-HNW Investors HNW Investors
Beating the market is the main L ©)
reason | work with a financial advisor I-I:;iﬁnrt:nmtl 3498 259
si?‘,l";gﬁ{ 54% 53%
Nt important 12% 22%"
245 somewhat important
Beating the market is one part of X )
why | work with a financial adwvisor Millennial Gen X Boomer
Investors Investors Investors
(<) () (E)
0 . Exremely 3B%E 35%¢ 22%
15% Not important Imporark
Beating the market is not why | work
with a financial advisor Somennat 56% 56% 49%
Mot important 6% b ) 29%c0
Caclsl e s slsl bl sl sgnilicerce @ e 85% oo ety keel
Y. SO A E T P Wa U T 380 B3 EWETE ITVEETRENE ME1 TR TN DETT TE MarE ! "BETIND 19 M 3ET NESTE OV F it L] o DTI9E B8P BOU e,

Source: Orion 2025 Investor Survey
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Financial Planning Falling Short

. 93%
Wealth transfer advice F
i i i 92%
e s
82%

Investmeant management

Estate planning advice

Trust services

=

]1
B

. B B9
Tax planning advice

B

o
]
8
#

Mon-liquid assat managemeant

&

Charitable/Philanthropie planning

w5
s

.
B

Loan and credit management

8
=

Long-term care insurance advice

=1
=

Educational financing advice

Business succession planning

L7

a

@
S

‘
=l|
= @
2=

Real estate advice

, . T6%
Banking sarvices

2
=

I SERVICES EXPECTED

T6%

Life insurance advice 1%

B SERVICES RECEIVED

Property and casualty insurance advice

&
R
E:‘
g .
=2

Health insurance advice

Source: Spectrem Grou p; Wealth Management Redefined 2021
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Estate and tax planning are most desired services among investors who lack them

Services Desired by Investors Whose Advisor Does Not Currently Offer

Investors
Whose Adviso
Docs NotOffer  66% 64% 63% 40% 20% 51% 78% 39% 84% 80%
This Service
0
- 25% 24% 239,
0 o 0
21% 21% 19% u
16% 14%
10%
- X Children's
Esttate Tax-efficient Retirement Investment Personalized Insurance Holistic Charitable financial
rust . 3 . financial giving
. investing plannlng planning management portfolios advice . . future
planning planning advice planning

Source: Orion 2025 Investor Survey
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Investor Awareness Also Falls Short

Top Ten Services Currently Offered by Advisors, as Reported by Advisors

Ser'frices That Awa'reness of !nvestors’ Gap

Advisors Offer Advisors Services
Insurance advice 47%
Tax-efficient investing 4%
Children’s financial future planning 41%
Charitable giving advice 1%
Personalized portfolios L 49% 30%
Holistic financial planning 26%
Retirement planning 25%
Tax planning 15%
Estate & trust planning 14%
Investment management 12%

Source: Orion 2025 Investor Survey
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Affluent Not Always Well Served

* 46% say Wealth Management firms do not off value-added services (tax
planning, life insurance, etc))

» 42% say investment strategies not aligned w/ life goals

* 58% lack knowledge & support to make investment decisions during
volatile times

Source: Capgemini World Wealth Management Report, 2023
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Few HNW Clients Getting Excellent Service

60%

50%

40%

30%

20%

10%

How Investors Rate Advisors' Service in Current Environment
(By investable assets)

50%

42% 400,

279/, 28%

Excellent Good

B $1 - $4.9 million

Source: Play to Win with Industry Intelligence Report, CEG Worldwide, 2023
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Bl $5 - $9.9 million
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And Communications Could Be Better

Client Perspective

@ | wish my advisor contacted me much more frequently

5" .3% _ J USt R | g ht —22.4% ¥ | wish my advisor contacted me somewhat more frequently

@ | 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

45.8% - Just Right 27.9%

29.5% 42.2% - Just Right

Source “How Can Advisors Better Communicate with Clients?” Y Charts 2022
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Considering Changing Advisors

More Comprehensive Advice #1 Reason

If you were to change your Financial Advisor, which factor
is most important? Please select all that apply.

Offers more comprehensive financial
puldance {investments, retirement
planning, insurance, etc.)

48%

Better understanding of my life stage and
priorities

34%

Mew ideas and a more madern approach

g

More closely aligned with my values

29%

Better understanding of my demographic

2%

Other 11%

High Net Worth

Source: 2023 Planning & Progress Study - High Net Worth, Northwestern Mutual
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Actually Changed Advisors

By Net Worth—Most Influential Factors

Personal referral to a
new advisor/friend or

inheritance, retirement,

Advisor lacked certain

_— : ' 23.9%
'0or investmen
performance 20.0%
25.0%
Lack of 34.8%
communication or 20.0%
responsivenass 98.9%
- 23-3%
farnily 30.0%
recommendation 27.8%
Change in life 32.6% m Total
circumstances (e.g., _— .
, 30.0% m 51 million to $5 million
divorce) $5 million plus
Unsatisfactory fee 21.7%
structure or 20.0%
transparency 29 95
rla , 8.7%
specialized services l 10.0%

(e.g., tax strategies,
estate planning)

Wanted to manage the
assets myself

Other

Source: 2023 Planning & Progress Study — High Net Worth, Northwestern Mutual

For Advisor Use Only. Not for Public Distribution
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4.3%
10.0%
8%
19.6%
40.0%

13.9%
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HNW Clients on the Move

* 46% plan to change/add wealth relationship in next 12 - 24 months
* 39% switched/added relationship in last 3 years

Source: PWC HNW Investor Survey 2022

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 19
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Life Events Increase Likelihood of Advisor Change

Likelihood to Switch Financial Advisors

Receiving an Receiving an Receiving an
inheritance inheritance of inheritance of Death of Birth
_ more than $1m $500k to $1m Divorce less than $500k spouse/partner Marriage of a child
et e, 24% 18% 12% 10% 9% 6% 4%
3%

m Extremely likely
m Very likely
u Somewhat likely
= Not likely

0.1 How would the fellowing awanis impact the lkelinood of you seiiching o8 now insncal aduiss®

Source: Orion 2025 Investor Survey

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 20



For

SYMMEILRY

Implications

Broaden your array of services (especially tax and estate planning)

Educate on all your services

Have a strategy to communicate regularly with clients

Enhance your service experience

Challenge/Opportunity—the HNW are open to more than one Advisor
and many are not happy with their current Advisor

Life events are key for getting new clients and retaining existing

Advisor Use Only. Not for Public Distribution symmetrypartners.com 21
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Comprehensive Advice Creates Loyalty

Impact of Comprehensive Wealth Management Services on Client Loyalty

(By investable assets)
100%
80% 7% 75%
66%
60%
40%
20% 12% 12% 12% 12%
7% 8%
- o =
Significant or some Neutral Slight or no impact
impact
.$‘I - $4.9 million . $5 - $9.9 million $10 - $25 million

Source: Play to Win with Industry Intelligence Report, CEG Worldwide, 2023
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How Advisors are Growing

Transform Your Business

OVERALL GROWTH & REASONS WHY

Average Firm Growth
in Past 3 Years

RA

¢
26%

Source: Orion 2024 Survey

.. REASONS FOR GROWTH

Increased personalization for clients
49%

Market demand for advisor services
36%

Sales
36 % I

Marketing
27 %

~ Performance relative to the competition
22% S

Improved operational efficiencies
19% ———

Increased use of integrated technology
13% —

Acquired/merged with another firm
10% s

For Advisor Use Only. Not for Public Distribution

symmetrypartners.com

SYM

METRY

Invested In Your Goals

24



SYMMETRY

Invested In Your Goals

Th
To

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 25



SYMMETRY

Invested In Your Goals

HNW Investment Personalization Paradigm

Direct
Investing

Case Design

Alternatives Tax Alpha

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 26
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Personalized Direct Investing
The Way Many HNW Investors Prefer to Invest

Enables You to...
« Work with higher-net-worth investors

* Provide sophisticated, personalized solutions
* Act as true consultant
- Differentiate your practice

For Advisor Use Only. Not for Public Distribution
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Direct Indexing Process

- Direct Indexing: Building a portfolio to track a benchmark in a vehicle
that allows the investor to directly own the underlying securities

-

N\

~

Choose Your
Index

You can choose
from a variety of

market
exposures

« Key Benefits

Improved tax-efficiency

For Advisor Use Only. Not for Public Distribution

4 ) 4 )
Unwrap the Customize the
Index Portfolio
Utilizing Customize the
technology, portfolio based
unwrap the on the client’s
index into a tax situation,
SMA where you security-
own the restrictions, and
underlying other
securities circumstances
- J NS J
Customization

symmetrypartners.com

-

Professional
Management

Monitor client’s
portfolio on
ongoing basis
for tax-loss
harvesting
opportunities,
rebalancing,
and market

changes.

N\ J

Increased Transparency

SYMM
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Loss Harvest Potential

B Investor A fund-based TLH)
40 - B Investor B (individual stock-basad TLHI

Losses harvested as
a sham of investment

Maxamum market
drawdown
&
o
1

..40 —
B Maxmum market draw down
-50 —
-80 -
1962 1858 1984 2000 2006 2012 2018

Source: Vanguard calculations, based on Axioma US4 data.
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Solving Investing Tax Challenges
When Tax Alpha Makes Sense

%' Highly-appreciated taxable account

E Concentrated portfolio (i.e. company stock)

"
t‘ Minimizing tax cost of transitioning one portfolio to another
I

[E Ongoing need to minimize capital gains

@ Selling a Business

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 3]
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Strategy Overview

Seeking to Minimize or Eliminate Taxes from Capital Gains

- A long/short portfolio extension that can transform conventional tax
management into more dynamic, tailored solutions

* Intended to create a potential stream of short-term capital losses for 20+
years

» Seeks to provide improved pre-tax and after-tax returns.
» Tailored to each client’s specific tax and portfolio needs
« Annual tax savings typically 2-4%

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 32
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Long/Short Strategy Example

Seeking to Minimize or Eliminate Taxes from Capital Gains

» Use borrowing power of stocks, bonds, ETFs to build
30% Long extension that is 30% of account value long & 30% of

1 account value short

* 30% long & 30% short comprise 100s of individual stocks

that are different from any stocks currently held

Your
Portfolio « As market fluctuates over time & these 100s of stocks

Siclke, Bonds BT rise/fall, we work to potentially harvest tax benefits

» Because some long stocks decline when markets fall &
| some short stocks decline when markets rise, long/short

approach may allow for more consistent tax benefits
30% Short than typical tax loss harvesting

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 33
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Sample Transition Timeline

Tax-neutral diversification of portfolio over 4 years with 54% cost basis

120% .
100% -
80% -
60% -

40% -

0% 4

-20% A

Day 1w/ DEALS Year 1 Year 2 Year 3 Year 4 Year 5 Year G Year 7 Year 8
Exchange

Concentrated Stocks M Diversified Hedge (Short) M Diversified Stocks (Long)

These examples are purely hypothetical and are included only to illustrate the potential benefits of tax loss harvesting. They should not be construed as an indication of performance or the effectiveness of tax loss harvesting
in actual market conditions. The information in this example is based on many assumptions that are not expected to reflect actual events that will occur. Past performance is no guarantee of future results.
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Array of assets, strategies, and structures which can be an extension to public market investments

METRY

Invested In Your Goals

Traditional, Public Markets Alternative, Private Marlkets

® |arge, Mid, Small Cap . ® | ong/ Short Equity
Equities | ]
" Growth [/ Value ® \enture Capital / Private Equity (LBO)
® |nternational, Emerging Market ® Global PE Secondaries
® Treasuries ® Senior Loans / BDCs
® |nvestment Grade Fixed | ® Event-Driven Credit
® High Yield LAl anlis i ® Commercial RE Debt
® Emerging Market Debt ® Mezzanine & Distressed Debt

® Traded REITs
® | ong-Only Commodities

® Private Real Estate
" Managed Futures /[ CTAs
® Private Energy Investments

For illustrative purposes anly. There is no assurance that an allocation to alternatives would yield higher returns or protect capital. Please consult your own third-party advisors
before making any investment decisions based on this information.
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The Advisor Perspective on Alts

Which of the following describes why you use alternative investments (rank in order)?

Client growth now rivals access and diversification as a top reason to use alternatives. Attracting new clients is
the #1 driver in both the U.S. and Middle East.

18% 17%

16%
14%
12%
10%
8%
&%
4%
2%
0%

16%
15%
14%

Access to sophisticated/ Enhanced Income Attracting New Clients Enhanced Return Diversification

unigue investments

Source: 2025 iCapital Global Advisor Survey

37
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Adyvisor Allocations
Anchored by Private Equity, Private Credit, Hedge Funds

Private Equity 6&6%

Private Credit B6%

Real Estate 44%
Venture Capital 26%
Other real assets 21%

Source: 2025 iCapital Global Advisor Survey
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Alternative Portfolio Allocations
Anchored by Private Equity, Private Credit, Hedge Funds

Exhibit 10
Current Allocations to Alternatives

Results are based on 505 responses.
B 1-5%(23%) B 21-25%(9%)
6-10% (27%) 25-50% (8%)

- 11-15% (16%) More than 50% (3%)

B 16-20% (14%)

Source: CAIS-Mercer Alternative Investment Survey, 2025
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8%

Of Investors don't care If their
financial advisors use outside
experts for investment
management

ources: Growth statistic comes from Dimensional Fund Advisors, "W hat Drives Growth for Financial Advisors? Evidence From a Multi-Year Survey," May 2, 2023
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Case Design

The Economics of Time

How do advisors in general spend their time when they also act as an
Investment Manager”

Advisory Activity Percentage of Time Spent

Advisors spend 37% of

nvestment research 23% . L.
their time on average

Portfolio rebalancing 14% performing Investment

Client Meetings 20% Management functions.
Client Service 20%
Prospect Meetings 6%
Marketing/advertising 4%
Staff Management 5%
Compliance 5%
Other 3%

Source: The Value of Time: Quantifying how client focus increases the value of your business, FP Transitions, SEI, 2016, Page 5, 4500 analyses of advisory data sets classified as Investment Managers, Client Managers and a
Middle Group.

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 4]



Case Design

Delegation Drives Potential Growth

SYMMELRY

If you were to delegate investment management functions and reallocate

the time spent performing these responsibilities to asset gathering what
could this look like?

Growth Comparison

Net AUM growth

Net revenue growth

Net new clients

AUM Growth Detail

AUM from new clients
AUM from market/organic
Revenue Growth Detall
Revenue from new clients

Revenue from market/organic

Advisors performing investment
management

$7,253,992
$43,329
4

$2,321,352
$4,932,640

$18,725
$24,603

Source: The Value of Time: Quantifying how client focus increases the value of your business, FP Transitions, SEl, 2016, Page 8

For Advisor Use Only. Not for Public Distribution

symmetrypartners.com

Advisors exclusively performing
client management

$14,547,349
$71,531
14

$4,585,892
$9,961,456

$43,006
$28,524
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Support

Articulating Your Value, Building Your Expert Team
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Finding & Attracting the HNW

Seeking to Minimize or Eliminate Taxes from Capital Gains

1. FIND A NICHE Gear your service offerings to resonate with a specific
demographic to help attract new clients.

2. UPDATE & SOCIALIZE YOUR VALUE PROPOSITION Leverage social
media, local publications, and community events

3. GO WHERE THEY ARE Charitable organizations, clubs, networking
opportunities

4. DIFFERENTIATE YOURSELF Your services are not a commodity,
articulate why you are different from your competitors

5. ASK FOR REFERRALS FROM EXISTING CLIENTS 58% of wealthy
Investors found their financial advisor via referral

6. WORK w/ COls Your COls work with a wealth of potential clients

Source: AssetMark, STAKING YOUR CLAIM to the high-net-worth and ultra-high-net-worth markets, 2023

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 44




The Value of Articulating Your Value

Advisors with a Mission/Value Proposition...

30%

Higher asset growth I;?i\gftr
over past two years
turnover

Source: DFA 2014 Benchmarking Survey

For Advisor Use Only. Not for Public Distribution symmetrypartners.com
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. SYMMETRY
HNW Niche Needs

Retirement Plans Digital Access
Tax/Financial Planning Tech Savvy Advisor
Trust Services Education Financing
Charitable Planning Impact/ESG Investing

Estate Planning Debt Management
Long-term Care Liability Protection
Planning Private Banking
Retirement Income Succession Planning

For Advisor Use Only. Not for Public Distribution symmetrypartners.com
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Are You Spending Your Time Efficiently?

Advisor's weekly time allocation

@

23% Client meetings
20% Managing clients
Managing client investments
10% Administration
9% Prospecting
8% Compliance
Educating myself on new investments
9% Marketing
4% Media/Trends

Source: 2024 NATIXIS GLOBAL SURVEY OF FINANCIAL PROFESSIONALS

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 47
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Client Focus & Outsourcing

How Top-Earning Advisors Spend Time

Delegating middle- and
35% +10% x 44/week hours = back-office tasks creates
+200 client meetings/year! more client-facing time!

Clients Business Middle-Office Back-Office Other
Development

30%

25%

20%

15%

10%

5%

0%

m Bottom 25% mTop 25%

Source: Source: 2022 Kitces Research study on “How Financial Advisors Actually Do Financial Planning”,

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 48
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What Really Drives Advisor Productivity

* [t IS NOT time savings of doing same (or more) work in less time

* |Instead, it's about engaging in tactics that allow you to command a higher
premium on the value of your (more expert) time,

« And then focus your time on those highest-revenue-generating tasks

Which means...
* Using planning software not to get faster, but to go deeper and be better

* Leveraging a team so you can focus more on client meetings

« Getting a CFP (and other advanced ‘post-CFP’ designations) so your time is
more valuable.

 Moving “upmarket” to solve more complex client problems for which clients
will pay a higher implied (or actual) hourly rate

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 49



Most Firms Can’t Do All This Themselves
Services HNW Clients Expect

Wealth transfer advice

Financial planning

Irnvestmeant management

Estate planning advice

Trust services

Tax planning advice

Mon-liquid asset management
Charitable/Philanthropic planning
Loan and credit management
Long-term care insurance advice
Educational financing advice
Business succession planning
Real estate advice

Banking services

Life insurance advice

Property and casualty insurance advice

Health insurance advice

o
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3
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23%

92%

=g
(x]

1

=]
=

5

1

B

at|
2
®

o
ES

1%

|

Source: Spectrem Grou p; Wealth Management Redefined 2021
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3 Support Models

m Figure 2.19. Frequency Of Advisor Service

The service is provided Teams Relying On Outside Support

by member(s) of the 50% -
service team A43%,
]
. 2 40%
Centralized -
8
The service is provided by a 'lﬁ 30%
centralized support team E
affiliated with the team’s O 20%
firm or plantform @
o
L %
T 10%
External
0%

The service is provided by an
external third-party vendor
or outsourcing provider

No Outside Centradlized External Centralized &
Support Support Support External Support

Source: 2022 Kitces Research study on “How Financial Advisors Actually Do Financial Planning”,
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Outsourcing Can Increase Revenues

Life Insurance Example

Figure 2.21. Revenue Per Client Based On
Outsourcing Of Insurance Work

Revenue Per Client Revenue Per Client
of Teams Handling of Teams Handling
Internally Externally
Life Insurance $5,477 $7,500
Health Insurance $5,000 $7500
Disability Insurance $5,019 $6,465
Property & Casualty Insurance $6,425 $7.874
LTC Insurance $5,200 $7,500

Source: 2022 Kitces Research study on “How Financial Advisors Actually Do Financial Planning”,
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Your Expert Team

Services

for aging
parents
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70.8%

of Advisors say their best clients
came from COils
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Cultivating COis

Connect Through Shared Contacts

* Many clients may use same attorneys or CPAs

* “We have several clients in common, let's meet...”
Be Specific

- When talking to COl, be specific. I.LE. “Do you know any HNW clients
who would appreciate (value proposition offering)?”

Value Your Referrals

» Reassure your COI that you will treat any referrals as VIP prospects
Establish Ongoing Engagement

» Set regular schedule that works best for both of you

Source: Ties that bind Community connections that result in referrals, AssetMark 2023
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For

Find COls beyond CPAs & Attorneys

High-end realtors Divorce attorneys

Bankers Luxury car dealers

Medical/dental professionals Party planners

INnterior decorators
Architects
Personal trainers

Business owners

Life coaches

Professional shoppers
« Jewelers

SYMMEILRY
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Service

Focus on Client Experience

For Advisor Use Only. Not for Public Distribution.



For

SYMMEILRY

Grow & Deepen HNW Relationships

o6 Key Strategies

1. Engage affluent clients in their early and mid 30s

$5M-$10M and >$10M clients start advisor relationships at ~35, when
they have @ $500K. 60% still work with the same advisor they started

with
2. Tailor your strategy across profiles

HNW differences based on life stages and sources of wealth. Distinct
needs/behaviors emerge for $10M + clients

Source: www.mckinsey.com/industriesffinancial-services/our-insights/banking-matters/winning-in-the-high-net-worth-segment-in-wealth-management
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SYMMEILRY

Grow & Deepen HNW Relationships

o6 Key Strategies

3. Maximize value of banking w/ holistic offering

~50% of +$5M consumers consolidate banking and wealth
relationships (mMoney market and mortgage accounts the most

common products)

4. Work to capitalize on liquidity events

35% clients w/ $5 - $10 million accumulate most of their wealth via
One-time event (inheritance, legal settlement, sale of business, etc.)

Source: www.mckinsey.com/industriesffinancial-services/our-insights/banking-matters/winning-in-the-high-net-worth-segment-in-wealth-management
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Grow & Deepen HNW Relationships

o6 Key Strategies

5. Increase advisor-client communication frequency

~25%increase in satisfaction when Advisor interacts w/ client weekly
vs. quarterly; translates to ~15% jump in share of wallet

6. Focus on value delivery and transparency

65% of HNW clients comfortable paying higher fee but expect
premium (e.g., white-glove service, faster transactions). Value for

money is #1driver of brand loyalty

Source: www.mckinsey.com/industriesffinancial-services/our-insights/banking-matters/winning-in-the-high-net-worth-segment-in-wealth-management
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Experience is a fundamental
dimension of how a company
competes.

- Joseph Pine
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Elevation of Experience Expectations

TOMS
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Watch Why Experience Matters

Zodiac Super Richard Mille
Casio FO1W-1 Sea Wolf RM 052

$16.21

$2,000,000
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Firms Focusing on Client Experience...

7<0RION

« 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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Every Expression Defines Experience
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Delivering a Better Experience

Top Ways a Financial Advisor Can Improve and Provide a Better Experience

(NET) Communication NG 39%
More frequent/reqular contact [ 19%
Inform me on economy or market trends [ 149

More relevant/informative communication | 9%,
(NET) Personalized service [N 26 %
Better alignment with mygoals || 11%
Personalized portfolios [T 119,
Personal relationship [ 89
(NET) Services N 25%

Offer tax-efficient investing/preparation/planning [ 2% e
Offer diverse investments [ 4% HMW investors are more likely to say that the services their advisor offers is
Offer altenative investments (e.g., cryptocurrency) 4% a way to improve their experience [18% Non-HNW, 44% HNW)

(NET) Advisor experience / performance [N 16%
Better returns/growth [0 10%
Knowledgeable/expert advice 000 5%

Integrity/honesty/trustworthy [0 274

Q12 In what ways could your owr end lisancial advisor mprove and provide you with 8 Dener experians 7

Source: Orion 2025 Investor Survey
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Preferred Investor Communications

Investors prefer phone calls and in-person meetings

Current and Preferred Channels of Communication with Financial Advisors

m Typical Methods Used Today  m Most Preferred Method

T7% 76% Millennial investors prefer a digital channel for communication
with their advisor (46% Millennials, 38% Gen X, 29% Boomers).

55%
37%
21%
., 17%
15% .
. . - o 4%
[ ] ] [ ]

: Videocall  Online message Message via In- Text
call Digital (e.g., Zoom) system mobile app person message

33%

QI0 Now, we'd e 10 betier understand Row you communicale wiln yaur financlal advisor. How da you t"ﬂ"’:l"ﬁ' communicate with your limsnc il aclyisor WT
021, And how would you prefier 1 communicale with your linancial advisor

Source: Orion 2025 Investor Survey
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Preferred Frequency of Communication

Investors prefer phone calls and in-person meetings

2.1%
Daily | 1.0%
3.0%
12.4%
Weekly 8.2%
16.1%
2B.5%
Monthly 26.5%
30.1% m Total
® 51 million to $5 million
32.9% $5 million plus
Quarterly 34.4%
31.6%
24.2%
Only if needed 29.9%
19.1%
0.0%
Never 0.0%
0.0%

Source: Advisor's Edge Monthly Wealth Confidence Report, July 2025, CEG Insights
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Communication & Loyalty

Impact of Advisor's Communication
Frequency on Loyalty

(By net worth)
14.1%
Significantly increased 11.2%
16.7%
17.0%
Slightly increased 15.0%
18.8%

65.3%
70.4%

Neither increased nor

decreased 60.9%
2.4%
Slightly decreased 2.4%
2.4%
1.1%
Significantly decreased | 1.0%
1.2%

Source: Advisor's Edge Monthly Wealth Confidence Report, July 2025, CEG Insights
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® 51 million to $5 million
$5 million plus
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Communication & Loyalty

Discussion Topics Investors Want to Spend More Time Covering

Market conditions and expectations @_ 48%
New investment options @_ 48%
Updates on my portfolio’s performance @_ 47%
Updates onmy financialhealth | a0
Relevant changes in financial-related regulation | 35% Millennial Gen X Boomer

) ) ) Investors Investors Investors
The impact of major world and economic events | 27% (A) (B) (C)
New tools / services provided by my financial advisor || 27% _ New
investment 56%°¢ 53%°¢ 35%

Understanding my financial geals - my "why" [0 26% options

Understanding

Updates on my financial life beyond investing L 21% financial 31%¢ 28%° 21%
goals
. 0
Personal updates (not financial) _ 10% Financial life
beyond 299%°B¢ 22%°C 14%
o
Other I 3% investing

Capital letters indicate statistical significance at the 95% confidence level
Q26. Which of the following topics would you want your financial advisor to spend more time covering?

Source: Orion 2025 Investor Survey
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3 Communications Strategies

- Personalized Low Touch: 10+ annual client touchpoints, primarily
iIndividualized

Figure 4.26. Personalized Low Touch

e Client-Specific Email (3)
e Standardized Email or Newsletter (4)
® In-Person Meeting (1)

Video call (1)

Phone Call (2)

Source: Kitces Report, “How Financial Planners Actually Do Financial Planning,” 2024
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3 Communications Strategies

- Personalized High Touch: 20+ annual client touchpoints, primarily
iIndividualized

Figure 4.27. Personadlized High Touch

4

® Client-Specific Email (12)
® Standardized Email or Newsletter (6)
® In-Person Meeting (1)

video call (1)

Phone Call (4)

Source: Kitces Report, “How Financial Planners Actually Do Financial Planning,” 2024
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3 Communications Strategies

SYMMETLRY

- Standardized High Touch: 20+ annual client touchpoints, primarily

standardized

Figure 4.28. Standardized High Touch

Source: Kitces Report, “How Financial Planners Actually Do Financial Planning,” 2024
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e Client-Specific Email (4)
e Standardized Email or Newsletter (12)
e Webinar (1)
Educational Event (1)
Client Appreciation Event (1)
In-Person Meeting (1)
Video Call (1)
Phone Call (3)
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3 Communications Strategies

Frequent, Standardized Contact Can Potentially Lead to More Revenue

Figure 4.29. Revenue Per Advisor By Touchpoint Approach

600,000 $570,000.00
$500,000.00
o 200,000 $441,666.67
3
$ 6 400,000
3 S
€T 300,000
c
-
E a 200,000
=
100,000
0
Personalized Personalized Standardized
Low Touch High Touch High Touch

Source: Kitces Report, “How Financial Planners Actually Do Financial Planning,” 2024
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Elements of Value

SYMMETRY

Invested In Your Goals

SOCIAL IMPACT @

Self-transcendence

LIFE CHANGING +

Provides hcpe Self-actualization

[

O
o
©

Motivation Heirloom Affiliation/belonging

EMOTIONAL 5

FUNCTIONAL

Reduces anxiety

o

Badge value

G

Rewards me

©

&

Provides access

Nostalgia Wellness

®
©
©

Therapeutic value Attractiveness Design/aesthetics Fun/entertainment

o0
o

@o@
<
W
=
<

Saves Time Simplifies Variety Organizes Integrates Connects
O O S
Reduces effort Avoids hassels Reduces cost Reduces risk Makes money Sensory appeal Informs
Source: Bain & Company Inc., “The Elements of Value,” September 2017
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The Value Pyramid

Fidelity

MANAGING THE

MONEY

Source: Fidelity, “State of the Wealth Management Industry 2017:

The New Value Driver,” May 2017

ACHIEVING
GOALS

SYMMETRY

Invested In Your Goals

Accomplishing
life’s purpose

Taking care
of loved
ones

AN .

College Healthcare Retirement Estate Charity

Organized More Freedom
and in control discretionary time from worry

Money manager Asset Security Income
 Glbiatiion) : S Insurance , 2 Taxes Cash flow
selection allocation selection generation
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Time & Value

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

Current Allocation Ideal Allocation

25% 44%

MANAGING
THE MONEY
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apostle

zone of affection

of indifference

P
O c
> o
o

of defection

1 2 3
extremely somewhat slightly satisfied very
dissatisfied dissatisfied dissatisfied satisfied

Satisfaction Measure

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



Symmetry Disclosure

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.

Please be advised that you need to work with your firm’s Compliance or OSJ for use requirements on any type of strategy mentioned in this material.
Information is intended for educational and background purposes only.

Symmetry does not provide tax advice. Please note that (I) any discussion of U. S. tax matters contained in this material cannot be used by you for the purposes of avoiding tax
penalties; (ii) this communication was written to support the promotion or marketing of the matters addressed herein; and (iii) you should seek advice based on your particular
circumstances from an independent tax advisor. Tax-loss harvesting involves certain risks, including, among others, the risk that the new investment could have higher costs than the
original investment and could introduce portfolio tracking errors into your accounts. There may also be unintended tax implications. Prospective investors should consult with their tax
or legal advisor prior to engaging in any tax-loss-harvesting strategy.
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