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SYMMEILRY

Why 2026 Planning Starts Now

The Case for Proactive Planning

Rising client expectations & competition

Margin pressure and time constraints

Regulatory & market uncertainty

Top firms plan early and revisit often
* A written plan creates focus, alignment & accountability
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The Power of a Plan

Firms with written plans are more...

* Focused
» Scalable
* Client-centric
* Growth-ready

Source: 2025 RIA Benchmarking Study from Charles Schwab

For Advisor Use Only. Not for Public Distribution
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43%

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

82% of top-performing firms
have a written strategic plan
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SYMMEILRY

Elements of a Strong Plan
Your 2026 Blueprint

» A Clear vision & 3-5 key firm goals
* Client segmentation & service model
* Marketing & growth initiatives

» Clear, measurable goals with a timeline

For Advisor Use Only. Not for Public Distribution
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Invested In Your Goals

SYM

Two Key Planning Tools

SYMMETRY"
SYMMETRY

SYMMETRY ADVISOR STRATEGIES

Planning the Future with Growth Plan

Your Strategy Canvas

Defining and Enhancing Your Competitive Advantages

Practice:
Firm Name:
Mame:
Date:
Date-
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The Strategy Canvas

SYMMETRY

Planning the Future with
Your Strategy Canvas

Defining and Enhancing Your Competitive Advantages

Firm Narme:

Date:
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SYMMEILRY

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

a) Which factors “they” invest in
3. Displays your company’s strategic profile or value curve

b) Showing how you invest in factors of competition

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 7




: SYMMETRY
Understanding the Canvas

» X-AXxis: Shows factors of competition for the industry

* Y-AXis: Indicates competitors’ investment in factor

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

Factors of Competition

Investment

? ? ? ? ?

For Advisor Use Only. Not for Public Distribution
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Southwest Airlines Strategic Profile

Factors of Competition
High 10

| —— Southwest Airlines
. \ Other Airlines

Car
8

Investment

Low 1 — ‘ i
l \

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

Source: One Report. Southwest Airlines. 2023
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Major Factors of
Competition for
Financial Advisors




SYMMEILRY

Financial Advisor Factors of Competition

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 symmetrypartners.com 11




ABC Wealth Strategic Profile - “Today”

High 1o
9
L 8
-
O 1°
£ .
1))
m 5
2 .
- 3
2
Low 1

‘ Price

Independence/Fiduciary

‘ Inv. Phil. ‘ Strategic ‘ Education ‘

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

Factors of Competition
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Brand

Advertising

SYMMETRY

Invested In Your Goals

. ABC

Wealth

Competition:

. Wirehouse

Branch Office

symmetrypartners.com
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SYMMEILRY

Invest & De-Invest: Key Questions

* 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 “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 Associates, LLC.
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Essentials of a Good Strategy

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 symmetrypartners.com
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ABC Wealth Strategic Profile - “To-Be”

High 1o

9
i) 8
(()) 7
£ .
= ABC
$ s Wealth
> 4 Competition:
(- Wirehouse
— X Branch Office

2
Low 1

‘ Price ‘ Inv. Phil. ‘ Str_ategic ‘ Education ‘ Brand ‘
Alliances
Independence/Fiduciary Scope of Niche Client Exp. Geography Advertising
Services / Personal
Service

Factors of Competition
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ABC Wealth Strategic Profile - “Today”

High 1o
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Low 1

‘ Price

Independence/Fiduciary

‘ Inv. Phil. ‘ Strategic ‘ Education

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

Factors of Competition
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. ABC

Wealth

Competition:

. Wirehouse

Branch Office
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Implications of the Strategy Canvas

Areas of Focus

- Price - provides a great 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 behind 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 symmetrypartners.com 17
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The Growth Plan

SYMMETRY"

SYMMETRY ADVISOR STRATEGIES

Growth Plan

Practice:

Name:

For Advisor Use Only. Mot for pubiic aistribution.
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Four Fundamental Growth Questions

Who do you What do Why should How do you
serve/ want to you clients work with | effectively
serve? provide? you & how you communicate?

are different?

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 19




SYMMEILRY

1. Who Do You Serve/Want to Serve?

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
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SYMMETRY"

IV T BN VR

SYMMETRY ADVISOR STRATEGIES

Who Do You Serve/Want to Serve?

Exercise 1

Demographics Serve Todey Want o Seree
W clients' ey info

Age, gender, income,
geographic kcation,
marital status

psychographics: Serve Today Want to Serve
Vo clients' sk,
bestherudors, hobits

Dersonality, walues,
opinions, attibudes,
interests

Miche: Serse Today Want to Serve
sSpeciol business focus

Cooupeations, skills,
organizations,
affiliations

For Advizor Use Ondy. Mot fior pubdic distribution.
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The Power of Focus
You May See the Results You Want to Achieve

Pre-Retirees

Aged 50-60

Tech Executives

With >$1m to Invest
Within 100 mile radius

22
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The Power of Focus
You May See the Results You Want to Achieve

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

6 /% 63%

More new clients More new client
in 2024 assets in 2024
200, &

NZ4

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 23




2. What Do You Provide?

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 symmetrypartners.com
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Invested In Your Goals

& My Account Contact Us L. 336.830.8445

Maynard ‘-Associates

HOME ABOUT US OUR 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 407(k)Plans » Disability Income Insurance
e Stocks e 403(b)Plans s Life Insurance

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

o Educational IRAs o Money Management

e RothIRAs o Profit Sharing Plans

e SEPIRAs ¢ Retirement Planning

« Simple IRAs » Social Security Planning

Traditional IRAs

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

Retirement

Health

—

Business

%

Minimizing
Taxes

Philanthropy

Protecting
Against the
Unexpected

symmetrypartners.com

—

>

Education -

0.0
X

Family &
Lifestyle

Are you making the rmost of
your Retirement Dian cholcoss ot
work? Do you hawe stock
options or other defermed
COMPENGItIon? Are you
thinking about ancther career?
We can help you uncerstand all
yout work and career opbions.

—
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METRY
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Breafhé Easier®'

Future

Cho;)se-A Goal On The Whéel
. & Take The Quiz Right Now!

GET STARTED NOW!

For Advisor Use Only. Not for Public Distribution

About Your Financial *

RETIREMENT

MY BUSINESS

BUDGETING

symmetrypartners.com

INVESTMENTS

PROTECTING
. MY FAMILY

KIDS'
EDUCATION .



SYMMETRY

Invested In Your Goals

SYMMETRY"

What Do You Provide?

Exercise 2

Check the top 5 areas your ideal cients teand to focws on ond answer guestion:s below:

__ Comprehenseee financlal planning, induding budgeting and prontizong goals—such as paying off
student lbans or buyving a houss

__ Mislang swre client portfolios supports thes long-term poals theoug b imestment management,
incduding consulting cn retirement plan aptions =t work

__ Maidng sure client portiolics support their values through values-based Investing

__ Pratecting clients & their farmifies, induding their assets, health, and businesses through Insurance

__ Helping clients plan and prepars for educating children

__ Helping business cwners pratect their business, provide: benefits to ermplovees, or buy or sell 2 business
__ Makang swre clients are not overpaying teees throwgh tax optimization and tax efficlency strategles

__ Maidng swre clients have money 1o pay for the unexpected as well as ongoing expenses (such ==
moerigapes and student loans) through cash fiow planning

__ Mahdng swre clients have secure, regular income in retirement through retirement; Incomes panning

__ Helping clients undestand and nevigate their aptions arourd Soclal Seourtty, Medicans, Kng-term cans
and heafthcare directives

__ Hediping clients with philamthropy throuoh wehides such as Donor-advised funds and chamable-remainder
trusts

__ Heliping clients lesve 2 legacy for loved ones and peeferred charities through estate planning

__Wiceking closely with & client's cther finandal professaonals, induding their Opa and Estate Attamey,
o erswe an eficient and coordinated approach

Orther

O your clients know you provide these seraces™

__Wex __ Ho

[ you regullarty disouss the sennoes [or products) you prowde?

__¥ez _ Ho

For Advizor Use Ondy. Mot fior public distribution.

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 28



m
T
<

SYM|

3. Why Clients Work with You

How are you different?

Why should
clients work withk
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 symmetrypartners.com
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SYMMEILRY

Investors Think Advisors are All the Same

mAgree mDisagree

All financial advisors
Mmake 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 symmetrypartners.com 30
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Invested In Your Goals

What Sets You Apart from Other Advisors

Ability to understand client

needs and objectives 76%

Client service 72%

Breadth of planning

experience 56%

Education we

provide clients 54%

Strength of our team 48%
Culture 44%

Investment process 38%

Knowledge/experience

working in the market 37%

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

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 3]
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Invested In Your Goals

Investors Think Advisors are All the Same

create exceptional value for theic pgoplz

clients’ best interests in mind

o ingah i ininnasne. 10 proprietaly INterasts *Pesputpeons |
your personal goals in retirement and life wealth 1s 4 tool

f0“OW flduc.iary Standards concierge-style approach Dro \.. ide fau |.7, less gud I .l V specializing in high-guality Investment strategies
assure estate planning needs are met empowering a life well lived unparalleled level of service

e rivately owned company

detaile financial planning process o
lasting client relationships team of trusted experts ...

| o g RS e 5 i i o e
N e preparing for retirement

no outside investors il .
understand needs and expectations

conflict-free environment
right strategy for youprovide a clear action plan highest level of personalized service
highest quality investment advice

comprehensive portfolio management=======

team of professionals providing financial services to individuals
ravide peace of n ‘discip[ineq asset management ( vervthing we do

core value drives e\
nen

Dron O D! |
' [ " vl )
' St secunty s our first pnonity taliared planning innovative services
f "

planning and investment management sodutions A0

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

32
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SYMMEILRY

Investors Think Advisors are All the Same

» Has to reflect

. Whoyou are

. What you do

. Who you serve

v. Outcomes you provide

* Is short and succinct
» Uses everyday language
* Transparent (no secret sauce) Tell me morel

[ Earn the next conversation }

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



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 resuit 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 .."_1 Book a Meeting
education helps participants with any level of investment knowledge understand successful saving and -

Investing concepts that will enable them to retire ready.

Our Mission Stay Connected

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

A great mission statement...

v' Has toreflect
13 v  who you are
v what you do
v who you serve
Legal, Privacy, Copyright. & Trademark information  ADV Part | v/ outcomes you provide
v' Isshort and succinct
v' Uses everyday language
v' Transparent (no secret sauce)
v' Earns next conversation

SYM

METRY

Invested In Your Goals

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

34



For Advisor Use Only. Not for Public Distribution

SYMMETRY

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 toreflect
v' whoyou are
v" what you do
v' whoyou serve
v’ outcomes you provide
v" Isshort and succinct
v' Transparent (no secret sauce)
v' Uses everyday language
v Earns next conversation

symmetrypartners.com
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SYMMETRY"

TV T N oo

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

Exercise 3

| am & What do vou ool youwseF?

wiho Serves Wha do your serve?

by prowiding What oo vou oo for yowr clents?
becauses | want to What cufoomes dovow wan toochieve?
| bediewe oy cli=nts value How ove you different than obhers?

Your Current MissionValue Staterment

Dxoes your curent missionfalue statemient reflect whea you want to serve todegin the futue?
_Yes Mo

List any changes you want to make to your current missionfelue o atement

For Advisor Use Ondy. Mot for pubdic distribution.
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SYMMETRY

4. How Do You Effectively Communicate?

How do you
effectively
communicate?

Does everything you do and say reflect:
- Who you serve
* What you provide

* Your unique value/mission

37
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SYMMEILRY

Deepening Client Relationships

Define your service model by client segment

INncrease proactive touches: reviews, check-ins, tax planning touchpoints

Educate clients on your process, not predictions

Ask better qguestions and document what matters to them most
more new clients
,‘ 4X generated from existing
: client referrals

more new client assets
" 2 X generated from existing
= client referrals

Source: 2025 RIA Benchmarking Study from Charles Schwab

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 38
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Client Segmentation Strategies

A segmentation strategy defines the client experience and how it's
delivered consistently and efficiently among each segment of clients

29%

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

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 39
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Communication Frequency
Client Reality

@ | wish my advisor contacted me much more frequently

5'| .3% - J us t R i g h t —22.4% » 1 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

g Respondents Under
Respondents with
>$500K Being Managed 60 Years Old

45.8% - Just Right 27.9%

29.5% 42.2% - Just Right

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

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 40
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Ongoing Client Education

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“ s
i 88%
80%
74%
68% (KK
62% :
57% 58%
48%
43%
37% 38%
32%
18%
13%
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

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




SYMMEILRY

Leveraging Centers of Influence

* |dentify key COls aligned with your ideal client
» Create a clear "what's in it for them” message
« Offer tax-aware investment support & HNW planning resources

* Host joint client events, webinars & educational events
more new clients
/‘ Z | X generated from business
5 partner referrals

more new client assets
" ESX generated from business
3 partner referrals

Source: 2025 RIA Benchmarking Study from Charles Schwab

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 42
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Every Expression Defines Who You Are

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 43
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SYMMETRY ADVISOR STRATEGIES

1-Page Growth Plan

WHO do wou servewant to serve?

SYMMETRY"

YO T I WA O

Exercize T

WHAT do yvou prowide?

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

Exmrcize I

Growth Coals [should be measureble and specific, with a target completion date)

Caoalt Goal = Caal =

Date Dote: Date
Skrateqy A Strategy A Strategy A
Sheps to Take: Sheps o Take: Steps to Take
Shrateqy B: Strategy Bt Strategy E
Sheps to Take: Shepe o Take: Steps o Take:

For Advisor Use Ondy. Mot fior pubdic distribution.

symmetrypartners.com
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Putting it All Together...

Who do you
serve/ want to
serve”?

Focused
companies
may be
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

symmetrypartners.com

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

People
don't buy
what you
do. They

buy why
you do it

SYMMETRY

You

Invested In

How do you
effectively
communicate?

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

45
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ABC Wealth Growth Plan

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

For Advisor Use Only. Not for Public Distribution symmetrypartners.com 46
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ABC Wealth Growth Plan

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

Strategy Steps to Take
» Educating clients on all services offered beyond just » Create a holistic messaging strategy, emphasizing that you
education planning. provide “Comprehensive Financial Planning for Education-

Focused Families”
« Continue to nurture and grow strategic alliances

« 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 symmetrypartners.com 477



Two Key Planning Tools

SYMMETRY

Planning the Future with
Your Strategy Canvas

Defining and Enhancing Your Competitive Advantages

Firm Name:

Date:
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SYMMETRY ADVISOR STRATEGIES

Growth Plan

Practice:

MName:

For Advisor Use Only. Mot Tor pubiic aistribution.
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Thank You

For Advisor Use Only. Not for Public Distribution

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



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 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 recommendation 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. Symmetry 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.

n u,

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.

For Advisor Use Only. Not for Public Distribution.
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