Creating a Personalized

Client Review Process
& Family Preparedness
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Outcomes

(® Understand the importance of delivering a value-added client experience

(® Learn how to create a standardized client review process
® Discover how to customize the experience to the client

(® Leverage resources and tools to assist in the process

ASSETMARK.

For financial advisor use only.
sssssssssssssssssss

90



Advisor Relationships Build Confidence

Clients who receive a call or visit from their ; x

advisor to discuss implications of recent

more confident
market volatility are 7X more confident

than clients with an advisor who did not.

Source: Fidelity Millionaire Outlook Study, 2016
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Frequency of Client Touchpoints

FREQUENCY | It | 2usons | St | S| S | coermang | e v
Weekly 5% 11% 2% 2% 22% 1% 3%
Monthly 6% 29% 3% 3% 16% 4% 6%
Quarterly 33% 41% 16% 16% 11% 8% 17%
Semi-Annually 33% 14% 16% 18% 3% 7% 17%
Annually 22% 3% 16% 25% 3% 5% 9%

Every Other Year 1% 0% 6% 7% 0% 4% 2%
Don't Use 0% 2% 41% 30% 45% 1% 46%
54| i | 25 | 26 | 195 | 13 | o4

Advisors reported how often they contact an ideal client each year via the above touchpoints.

Source: The Cerulli Report, “US Advisor Metrics 2018”
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Factors Clients Value Most in Advisors

73%

TRANSPARENCY

61%
Clearly explained
financial analysis

Source: The Cerulli Report, “US Advisor Metrics 2018”

For financial advisor use only.
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67%

UNDERSTANDING
NEEDS & GOALS

59%
Portfolio monitoring
and communication

S

66%

PROMPT FOLLOW-UPS

59%
Performance
relative to overall market

ASSETMARK.
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Create an Exceptional

Experience by Standardizing
& Customizing Your Reviews
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Client Engagement Missteps

* 48% of advisors have a clearly structured
client review process

* 9% send an agenda prior to meeting
* 41% of advisors ask formally for feedback

» 22% of advisors tailor content to
individual/demographics

Source: FPA Researchand Practice Institute; Trends in Client Communication, 2014

For financial advisor use only.
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Best Practice: Trusted Advisor Review

Rather than help clients
achieve their financial goals,
we help our clients financially
achieve what’s most
important to them. Our clients
don’t have financial goals.

WEALTH
MANAGEMENT

Source: The Cerulli Report, “US Advisor Metrics 2018”

For financial advisor use only.
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TRUSTED
ADVISOR

OUTLOOK
& UPDATE
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Standardize the Process, Customize the Experience
STANDARDIZE CUSTOMIZE

|| Segment clients and services
|| Define the process
D Standardize materials

|| Consistently implement

For financial advisor use only.

|| Goals, wants, needs and expectations
|| Life and financial motivations

|| Risk approach

D Preferences

ASSETMARK.
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The Client Review Process

STANDARDIZE:
Follow-up & Deliver

CUSTOMIZE:
Hold the client review

For financial advisor use only.

STANDARDIZE:
Schedule the review

STANDARDIZE:
Prepare for the review

ASSETMARK.
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Standardize: Schedule Your Reviews in Advance

Clients can become more confident Schedule sufficient time

in your role as a trusted advisor when
you create a structured process that
sets expectations, including
scheduling review meetings that
respect not only their schedule, but
yours as well.

Plan in advance

Create a template letter

CAOCK

Remain consistent with review scheduling process

ASSETMARK.
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Sample Client Review Request Template

The below sample is a letter you can send to clients to schedule a client review meeting

Dear Tom & Susan,

The time for your next wealth management review is coming up. I've set aside the following dates and times for
our meeting. Please let me know which time will work best for you. If you are unavailable during these times, let
me know, and | will reach out personally to find a time that works for you.

May 15", 1 —2pm or May 16", 10 — 10am

We are looking forward to the opportunity to discuss your situation and the progress that’s been made towards
achieving your goals. Attached you will find our agenda for the meeting. Please let us know if there is anything
else you would like us to cover. As always, feel free to call me about anything in advance of our meeting.

Sincerely,

Advisor Name
Title, Firm

For financial advisor use only. ASSETMARK. 100
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Online Scheduling Tools

ACUITY SCHEDULE ONCE
www.acuityscheduling.com www.scheduleonce.com

CALENDLY TIME TRADE
www.Calendly.com www.timetrade.com

FULL SLATE
www.fullslate.com

o A %
*Please discuss with your Brake_r Dealer compliance S o \\ : /.,/ Cé\\
department or RIA consultant prior to use. ~ N AR &

- 2 ot
& s
S>>

» =
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Sample Client Meeting Agenda

Establish a Clear Agenda

ASSETMARK

Financial Plan Review Meeting
Month, Day, 20YY, Time

New Client Process Meeting Correspondence

Below are several samples to use when corresponding with new clients to schedule implementation meetings,
follow up and request paperwork. The items in blue require you to fill in the applicable information. You may
choose 1o update other sections as appropriate

«  Sample 1 - 2: New Client Meeting Scheduling
Sample e-mails to new clients to schedule implementation meetings

* Sample 3: Meeting Reminder
Sample e-mail to remind new clients of their scheduled meeting. as well as attach a meeting agenda

+ Sample 4: Materials Request
Sample e-mail to request new clients send materials directly to your firm

« Sample 5: Account Statement Follow-U|
Sample e-mail to send to clients if you have requested materials to be sent directly to your firm

onaly, we wi

« Sample 6: Meeting Follow-Up
Sample e-mail that summarizes the implementation meeting and next steps as a follow up

ASSETMARK.
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Capture Life Transitions Before Your Review

Life Events Checklist - —
e e o .

Cailegs o
Estaie planring
Charitable giving

o
and legacy plaring

Chiigrandchild anving home
D, chsabiy, o lan-sarm ileess of 3 e ralsie
o cibar heaith

s thors Saythng s

ASSETMARK.
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Technology to Aid Your Review Meetings

GOTOMEETING WEBEX
www.gotomeeting.com www.webex.com

MIKOGO ZOOM
www.mikogo.com WWW.ZOOM.Us

SKYPE
www.skype.com

*Please discuss with your Broker Dealer compliance
department or RIA consultant prior to use.

ASSETMARK.
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Preparing for the Client Review

@ BASICS @ BEST PRACTICES

» Review prior materials » Gather new client info in advance
» Update client plan/vision » Customize to learning style
+ Standardize materials » Coordinate with COls in advance

» Customize topics

For financial advisor use only. ASSETMARK. 105
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Use Client Meeting to Re-Engage

REVIEW THE BIG PICTURE

Client vision Life changes Questions & listening

Review client’s vision Engage personally Focus on your client's needs

Review goals and Discuss changes in the Integrate re-discovery
expectations clients financial life during WM review

For financial advisor use only. ASSETMARK. 107
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Are You Offering the Right Financial Planning Services to Your Clients?

Retirement Income Planning 93% Cash Management or Budgeting 58% [
Retirement Accumulation Planning 89% Intergenerational Planning 44%
Education Funding 71% Elder Care Planning 40%
Insurance (Life, Health, Disability) 71%

’ - ‘I- !
R T A ;
"-ﬁurc The Cerulli Report, “U isor Metrics 2018”
b . o A 4 -
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Advanced Planning Services

/0% Average Number of Advanced Planning Services Offered: 2.7
60%
50% 51%
40%
30% 31%
20% 18%
H m=
Estate Tax Charitable Business Trust Private Concierge Evaluating
planning planning planning planning services banking and lifestyle third-party
(e.g., continuance, services lending
financing, transition products
planning)

n|]|]

Investment -
Forward

Planning -
Forward

Experience -
Forward

Source: The Cerulli Report, “US Advisor Metrics 2018”

ASSETMARK.
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Moving From Investment Consultant to Financial Coach

The first step to making positive change in any area of life is awareness

*—) Help clients recognize all of the T,
X—| components that contribute to a sense tiing Money

of financial satisfaction __liihe Contextof kg

Financial Satisfaction Survey

Client Nome Date
Understanding your client’s values and
helping them to assess their
satisfaction in various facets of life is ok
crucial in developing a successful | am satisfied ki
financial p|an_ 1...with my ability to meet my financial obiigafions.

Directions: The statements below will help you to think abouf and assess how satisfied you are with many
aspects of your financial life. Select and record your level of satisfaction for each statement.

Modsrately  Very
Sofifed  Sofisied

..with the income my current job or career provides me.

For financial advisor use only.

3..with my spending hakbits.

...with the level of debt | camy.
...with the “exiras” that | am able te buy for myself and/or loved ones.
...with the level ond quality of insurance protectfion | currently have.

...with the amount of money that | save and invest on a regular basis.

ASSETMARK.
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Client Vision Template

JANE DOE

My Vision
Together wilh my advisor, { have discussed my priorites, passions, and defined the vision of my idesl
future and s working towerdis ths vision

" Make a positive impact on the world, have a job wilh purpese that aligns with my passions,
support causes | care about - and pay off my student loandebt

My Incremental, Realistic, Shorter-Term Goals

C on S| d era C I | ent VI S| on S umm ary I have identified incremental gosls that create smell wins and move me toward my ideal vision

+ Improve financial literacy & gain control of personal finances
+ Develop sustainable investment strategy in alignment with my values

to Set Foundation for Meeting: e o

My Strategy
I have created a financial pian in collaboration with my sdvisor that will help keep me on tiack to
reach my vision.

« Attend financial literacy coaching seminars
+ Contribute 6% to 401k
+ Establish a budget and make a plan for paying off debt

My Achievements
With coaching and mentorship from my advisor, | have resched the following gosis and
miestones since our fast review:

« Created a budget & savings strategy with targeted milestones
jings fund of $300 per month
+ Moved porfion of cash savings into socially respensible stocks fo gain compound interest

our Ongoing Opportunities
| have identified the following eppertunities that we are working collaboratively to implement. We will
assess these opportunities at each review.

Gontinue financial coaching & mentorshin

Look for ways to save addionally in order fo eliminat debi

Set up joint meefing with parenis (o discuss famiy wealth planning

Connect with mentors through offered events

DN

ASSETMARK.
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Different Demographics, Different Goals

Retirement 61.41% 73.04% 72.58%

Buying a home 43.07% 20.64% 6.94%
Vacation 32.98% 23.19% 16.19%
Buying a car 20.31% 9.85% 6.22%
College 17.23% 13.53% 3.52%
Weddings/engagement 13.99% 3.87% 1.45%
Health care costs 8.96% 6.76% 7.33%

Elder care 4.16% 4.66% 6.51%

Source: InvestmentNews, “Millennials’ financial habits and priorities differ from Gen X, boomers,” 2017

ASSETMARK.
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ON TRACK

REAFFIRM & GAIN
CLIENT COMMITMENT

For financial advisor use only.

113

Customize: Investment Review

=

MISCONCEPTION
OR ANXIETY

RESTRUCTURE
THE PLAN

RE-EDUCATE
ON ISSUES

ASSETMARK.

LEADERSHIP ADVANTAGE

Discuss strategy, approach, solutions and performance relative to clients goals and desired outcomes

ASSETMARK.

KET UPDATE

Second Quarer 200

What's Up with the Stock Market?

it
Y e
ol 4

—

1 US stocks had 3 strong second quarter, returning 20.5% as they rebounded from
their sharp drop in the first quarter. Otner fisk a o
second quaner bt nol enough to gel cul

strongly in the
1 out of date
2 Actual portfolie performance experienced

¥ to be mast disappointed given that the worst
¥ 3te (Energy and Financials) are usually

ic health headlines may maks individual investars anxious that the market
Is about te fall, pessibly testing a new low for the year. While the market may

INGEEA Tall 331N BEIOTE TECOVENINg, WE IINK It UNIKE!Y 10 TESt 3 NEW Iow Tor e
year,

‘The unusual combination of UNkNOWN this year: #lection results in the U.5., the

114
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Incorporate Timely Commentary

Quarterly Market Insights

ASSETMARK

Guide to the Markets®

U.5. |30 2020 | As of June 30, 2020

LPMorgan

ASSETMARK.
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Review Meeting Tools

Access our strategic relationships AssetMark Resources

A

WEBSITES
Wi i ]
ad FINANCE LOGIX

redfan) & Money

OuoUe nt

wezlthBuilder

alyze'

M RETIREMENT

LEARNING CENTER

SNAPPY
KRAKEN
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Reinforce Services You Provide

Sample Services Menu How We Work with Clients

T|[F|[B

COMPREHENSIVE WEALTH MANAGEMENT SERVICES

Client Service snd Communication

Ourlnvestment Mansgement

For financial advisor use only. ASSETMARK. 116
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Manage Follow-Up Activities

v Quickly recap the meeting
By sending a “follow up /

action items” reminder to \/ Identify your action items and timeline for completion
clients, you reinforce your

commitment to their needs v/ Identify their action items and timeline for completion
and goals and enhance

the client experience. v/ Mention when follow up will occur - and by whom

v/ Confirm their next meeting date

ASSETMARK.

For financial advisor use only.
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Capture and Document Key Decisions

Documentation @ rovson 1000
Decision Tree
Templa te Ui the b apc o o e s, ecomendudonsand ke R it sl ol

Investment Opfions Considersd

Investiment Osions Selscted

Reason for Selaction

ASSETMARK.
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Follow-Up Action Template

Sample Plan of Action Template

™

Financial Plan Review and Action Plan

For financial advisor use only.

ASSETMARK.

LEADERSHIP ADVANTAGE

119

119

Incorporate Best Practices into the Process

U Send and gather information in advance

U Engage in personalized calls, follow ups and reminders
U Track and review services provided

U Integrate process fully into CRM system

U Deliver on what you promise

For financial advisor use only.
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Client Review Process: Program Resources

» Sample Client Review Process Checklist
Al » Sample Process Implementation Plan

« Sample Client Review Meeting Agenda

» Client Review Meeting Scheduler

« Sample Client Review Meeting Correspondence
« Sample Client Vision and WM Roadmap

» Discovery Questions

« Sample Life Checklist

ASSETMARK.
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Client Review Process: Program Resources

Sam ple Sample Client Review Process Checklist ASSETMARK.
Client
Review i,
Process
Checklist

ms.
Proceaurs - tew account satup
i

iz [Waskly Sttus Emall Foilow upweekly

Adveor | sanscs Moo

¢ Ackises |Prossaurs - sarvios Modsi Sat Up

5 Acisor[Prossaure

Teamaz |45 Day Revlsw Mesting Agenda
azsgmd |Remed mavriss per npe

PR P ————

& A [Wssting Fotlow Up

Pros sdurs - Glient Review
" | seheduting

ASSETMARK.
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Client Review Worksheet - Template

Client Review Worksheet
Adviser Name:
Client Names:
Date of Review: Date of previous review:

conducted in person
conducted via phone
|conducted via online service (join me /skype)

Accounts Reviewed: (Tist account numbers or regisirations & company below)
non advisory accounts:
|WMP advisory accounts:

outside manager advisory accounts:

Client Level: comprehensively review the below items about the client's overall picture..

internal use:

change in financials- financials on file are accurate no ves* changes made
family changes (children, marriage, divorce, retirement, etc) no yes*® changes made
contact info still accurate no ves*® changes made
new financial goals fobjectives no yes* changes made

“ifyes describe changes:

Additional Notes:

For financial advisor use only.

Virtual Admin Review Worksheet Request Form

Review Chacklist
Frompriv note auy changes and retm 1o virn

Prepared

Client Dats Review (sse cllent application sttached):
___ allinformaion s acouare
" make upiiatas aoted an ciient application & attach
Aecount Data Review:

L. John Doe, Pershing IRA (st namey/account titiefcompany)
sauldicy neads:

Current liquidity

s notan file

fery Impartant  Impartant  Somewhat Important  Daesn matter

aiive Moderaisly Cons. Modernte Moderately Ang.  Aggressive
Growth

oF 1-6): Capiltal Pres Growth Income  Capital App

o ma
T updatetn [rdeane): <lyr 12yr= 35ym 610y 1120yrs 20éyes
2 Sally Doe, Pershing Roth IRA (list name faceount Hile feampary)

neets
Current liguidity needs: not an file
___ liquiicy needs are the same
" updateto {circke ane): Very Impartant  impartant  Somevwhat Important  Doesm ¥ matter

Curr derate
ame

—up mservative Moderately Cons. Moderate Moderately Agy. Aggressive
Inpestmect O

Curvent account investment abjectives: Growth

—_ chbjactives remain the same

" update to (circle ane or priarity of 1-6): Capitai Fres Growth Ineome  Capital App
Speculrtion  Tax Advancage

ASSETMARK. 5
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Questions to think about....

+ Do your loved ones know your wishes in the event of an unexpected emergency?

* Have you appointed a trusted financial decision-maker in the event of incapacity?

* Have you appointed someone who knows your healthcare wishes if you cannot communicate

them?

» Have you shared your healthcare desires with your healthcare decision-maker?

» Do your beneficiary-designated assets reflect your current wishes?

* Would someone know how to access your online accounts if they need to?

For financial advisor use only.

ASSETMARK.

LEADERSHIP ADVANTAGE

124




Questions to think about....

* Have you planned for a potential stay in a nursing home?
* Have you shared your wishes with your family, so your desires will be followed upon your death?
» Are your medical records accessible to family members if they need to view them?

* Does your current plan reflect your current wishes?

Is there one thing that you want to pass along to those left behind?

* Who is going to take care of your pets?

What would you do if you couldn’t live on your own anymore?

ASSETMARK.

LEADERSHIP ADVANTAGE
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Investors who plan to transfer wealth vs. Investors with a plan in place

80%

Plan to transfer
their wealth

45%

Actually have a
plan in place

Source: State Street Global Advisors, “Roadmap for a New Landscape”, 2016

ASSETMARK. 5
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future

For financial advisor use only.

Our job is to help you move
from inertia to activity in
planning for your family’s

% ¢

ASSETMARK.
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Overcoming Avoidance Behavior

45%

Wealth is not discussed

openly in the family

Source: State Street Global Advisors, “Roadmap for a New Landscape”, 2016

For financial advisor use only.

How much is wealth planning discussed within the family ?

Hold regular family meetings

to discuss wealth matters

ASSETMARK. 5
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Thinking About Family Preparedness

Planning for all stages of life ensures the best possible future for your loved ones.

We are here to help guide you.

For financial advisor use only. ASSETMARK. 129
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Introduce Yourself to Children of Clients

Dear Children’s name,

I hope this letter finds you well. Our firm recently engaged in a professional partnership with your parents, parents name(s) as
their financial advisor. | am writing to share a bit of information about my firm and myself.

My name is Advisor name, and | have worked as a financial advisor for the past X years. | entered this industry because | enjoy
the feeling of helping those who are uncomfortable and anxious about their financial future find clarity.

At Firm, we believe in providing access to the best industry partners, coupled with our knowledge and expertise, to help our
clients achieve their vision of financial success. Please feel free to learn more about our firm at www.firm.com.

We are here to provide your parents with the highest quality financial planning and investment management services available.
We wanted you to have our firm contact information if you ever have a need for our services, but more importantly, if in the future
we need to reach out to you on your parents’ behalf.

Sincerely,

Advisor Name
Title, Firm
CC: Client’'s name(s)

For financial advisor use only. ASSETMARK 130
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Move from reactive
to proactive

Being proactive gives you'fa'r?iﬁmore- control and certainty
about the road ahead

ASSETMARK.
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Primary Triggers for Thinking about Wealth Planning

37%

Reaching a certain age

Other Triggers:

Starting a family

Discussions about family legacy or values
Encouragement form advisors

Changes in tax & trust laws

Poor health or a health scare

A death in the family

Hearing stories or advice from friends

Liquidity event

Questions or pressure from the next generation

Source: State Street Global Advisors. “Money in Motion®, 2015 \\ #

ASSETMARK.
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Shifting Your Mindset

For financial advisor use only.

Think about the long-term goals you have for your family
Start early! Bring family members into the discussion.

\/ Stay engaged

\/ Use checklists and set short-term goals

ASSETMARK.
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Our commitment is not just to you,

it is to your multigenerational family

ASSETMARK.
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Family Preparedness Kit

Key information

Essential Documents

Medical Information

Financial Information

Digital & Professional Information

Family Legacy & Final
Arrangements Planning

D CIEE NGO OR

For financial advisor use only.

Fillable PDF Workbook includes:

FAMILY PREPAREDNESS KIT

Key Information

Centralize important documents and information for your family and loved anes.
This document will be a critical resourca in the event of an emengency or major lifa event.

Kit praparad for;

Client Name Here

0722020

Please store this dooument in a securs location to
Otect personsl and cermertial Intormston.

For fnancisl acvisor use with advisory clients. Kay Informaticn | 1

ASSETMARK.
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Family Preparedness Presentation

Customizable PowerPoint that:
* Helps you guide the conversation
around Family Preparedness

 Shifts client’s mindset from reactive
to proactive

+ Explains the benefits of planning
ahead and provides the steps to get
there

For financial advisor use only.

Insert Lodo Here

Family Preparedness

Cemmen Concems: My Family Isn’t Prepared

=a Mext Steps

3 A oy s Foily Prespeneiness Kt - - -

1 Begin o compie & necessary nomation
- Sav uler o

O Comy

o v Tusted parmers.
{athomsy, CF, st )

amocing
e i
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