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_Global Investor Study

nt's point of view

Global Advis“on,,g

A strategic practic

Insight into your firm from a

One of
the largest
advisor
studies

FOCUS AREAS:

= Key Business Metrics

= Income Statement siness Development

= Roles and Compensation alues & Services

Investments

= Client Experience

= Equity and Ownership
= Technology

2021-2025 Global Investor Study all-time data. 1,699 participants as of 8/13/25.
Results from the Dimensional 2025 Global Advisor Study. 515 firms participated across US



High Performing Firms Defined > vimensional

Dimensional defines the universe of

Revenue Growth

High Performing Firms by ranking
firms across five key metrics. Client Retention’

Each firm is given a percentile rank across the five metrics,
and the average of these determines the overall ranking.

The top quartile of firms by overall ranking are selected as
High Performing Firms*. Profit Margin

Employee Retention?

Revenue per Advisor3

1. Excluding death, divorce, “we terminated”.

2. Excluding “we terminated”.

3. Service and Senior combined.

4. Firms must provide data for at least four of the five metrics to be under consideration as a High Performing Firm



Business Challenges
Growth

High Performing Firms Other Firms

Capacity Constraints

Client Referral Process 2

Developing a Marketing Strategy 3 2

Sourcing Perspective Clients 3
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A Strong Core Why > Dimensional

Wh at  The services & advice you offer

How

Why

For illustrative purposes only.

MKT11420-0820



A Strong Core Why > Dimensional

VV h at  The services & advice you offer

H ow Your processes

Why

For illustrative purposes only.

MKT11420-0820



A Strong Core Why > Dimensional

Why Transforming how people feel

For illustrative purposes only.

MKT11420-0820



A Strong Core Why > Dimensional

Wh I believe in helping people better
their lives through financial advice

For illustrative purposes only.

MKT11420-0820



A Strong Core Why

For illustrative purposes only.

MKT11420-0820

What

I>> Dimensional

The services & advice you offer

How

I do this through best in class
software and data

Why

I believe in helping people better
their lives through financial advice



A Strong Core Why > Dimensional

Wh t To provide financial planning
d to high net worth individuals

I do this through best in class

H ow software and data

Wh I believe in helping people better
y their lives through financial advice

For illustrative purposes only.

MKT11420-0820
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79%

of firms have identified
an ideal target client profile



Segmentation
Approaches for identifying groups

Demographic

= Age

= Nationality
= Gender

= Generation
= Family

" |ncome

= Wealth

= Education

Behavioral

Their Ideal Process:

= What They Want

= When They Want It
= How They Want It

= Where They Want It

Psychographic

= Personality
= Lifestyle

= Social Status
= Activities

" |nterests

= Opinions

= Attitudes

|l> Dimensional



Demographics/Psychographics

Person 1

Person 2

Born in 1969; American; Wealthy; Trailblazer
Female

Built a global brand empire

Co-authored a New York Times best-selling book
Performed on the world’s biggest stage

Known for empowering women

Started from “the Block”




Demographics/Psychographics

Jennifer Lopez

“Jenny from the block”

I>> Dimensional

Person 2

Born in 1969; American; Wealthy; Trailblazer
Female

Built a global brand empire

Co-authored a New York Times best-selling book
Performed on the world’s biggest stage

Known for empowering women

Started from “the Block”




Demographics/Psychographics

. Sheryl Sandberg
Jennifer Lopez Former COO of Meta; Built
“Jenny from the block” Facebook’s digital block

Born in 1969; American; Wealthy; Trailblazer
Female

Built a global brand empire

Co-authored a New York Times best-selling book
Performed on the world’s biggest stage

Known for empowering women

Started from “the Block”
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Articulating Your Value Proposition I>> imensional

How clearly can you and your employees articulate your value proposition to clients and prospects?

61% of high performing tirms said everyone who works directly with
clients could articulate their value proposition consistently to clients

Results from the Dimensional 2023 Global Advisor Study. 500 US firms that participated. 125 firms met High Performing criteria.



The Value Of Advice

How do you measure the value you receive from your advisor?

Progress towards my goals

Sense of security or peace of mind
Investment returns

Knowledge of my personal financial situation

My investment account balance



The Value Of Advice > Dimensional

How do you measure the value you receive from your advisor?

#1 Sense of security or peace of mind

Results from Dimensional 2021-2024 Global Investor Study. 31,356 responses.



Advisor Value B> Dimensional

How do you measure the value you receive from your advisor?

45% —@— Sense of Security/Peace of Mind

—8— Knowledge of My Personal Financial Situation
40%
—&— Progress Towards my Goals
35%
30%
25%
20%
15%
10%

5%

0%
<40 41-50 51-60 61-70 71-80 >80

Results from the Dimensional January 01, 2021 — June 30, 2025 Global Investor Study (36,009 clients.)
1,878 $<40 Years. 2,686 41-50 Years. 6,617 51-60 Years. 12,592 61-70 Years. 9,315 71-80 Years. 2,712 >80 Years.



Investment Management is Important > Dimensional

How Important Are Each Of the Following Services? Scale of 0 - 5, select all that apply

<$250K >$5M

Investment Management is
the most importance service.

'I Investment Management 4 6 4 8
° ([ J

As levels of investable assets
increase, all services become
more important.

2 Financial Planning 4 . 5 4 . 5

3 TaxPlanning 3 . 5 4 . 2



Deeper Research B> Dimensional

“What Drives Growth for Financial Advisors?”

“Firms offering a larger variety of services
tend to grow more.

In addition, investment solutions play an
important role. The use of model portfolios,
a greater number of model portfolios, and
the use of small-account solutions are
associated with stronger growth”

Marco di Maggio

Associate Professor of Business Administration
Harvard Business School

Marco Di Maggio provides consulting services to Dimensional Fund Advisors LP.



Cornerstones of Advice B> bimensional

4C Framework

COMPETENCE COACHING

CONVENIENCE CONTINUITY

For illustrative purposes only. This information is provided for registered investment advisors and institutional investors and is not intended for public use. Dimensional Fund Advisors LP is an investment
advisor registered with the Securities and Exchange Commission.



Cornerstones of Advice

4C Framework

> Dimensional

The Advisors Perspective of Value
= Personalized financial planning

= Holistic asset integration

= |nvestment selection & monitoring

= Asset allocation & rebalancing

= Risk management

= Generating income strategies

= Tax/estate considerations

= Specialized expertise



Cornerstones of Advice

4C Framework

The Client's Perspective of Value

Financial education

Saving and spending
Adherence to plan and goals
Setting realistic expectations
Emotions, biases, and stress
Maximize wellbeing

Trusted second opinion

Life/business transitions

For illustrative purposes only.
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Cornerstones of Advice

4C Framework

The Client’s Perspective of Value

Time savings

Personalized service

Coordinate trusted professionals
Integrated and holistic view
Vendor selection and monitoring

Secure technology

For illustrative purposes only.
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Cornerstones of Advice

4C Framework

The Client’s Perspective of Value

Spousal involvement

Joint financial goals

Children engagement and legacy
Family values

Multigenerational planning

Donations and philanthropy

For illustrative purposes only..
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Cornerstones of Advice

4C Framework

Personalized financial planning
Holistic asset integration
Investment selection & monitoring
Asset allocation & rebalancing
Risk management

Generating income strategies
Tax/estate considerations
Specialized expertise

Time savings

Personalized service

Coordinate trusted professionals

Holistic wealth view
Vendor selection and monitoring

Secure technology

COMPETENCE

CONVENIENCE

COACHING

CONTINUITY

I>> Dimensional

Financial education

Saving and spending
Adherence to plan and goals
Setting realistic expectations
Emotions, biases, and stress
Maximize wellbeing

Trusted second opinion

Life/business transitions

Spousal involvement

Joint financial goals

Children engagement and legacy
Family values

Multigenerational planning

Donations and philanthropy

For illustrative purposes only. This information is provided for registered investment advisors and institutional investors and is not intended for public use. Dimensional Fund Advisors LP is an investment

advisor registered with the Securities and Exchange Commission.
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Client Growth by Channel

High Performing Firms Other Firms
Referrals from Existing Clients 1 1
Referrals from Centers of
Influence (CO) 2
Advisors 3 2

Digital Marketing

High performing firms
consistently gain more
clients through M&A.

Other Firms gain more clients via
Digital Marketing than HPFs
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Client Referrals



The Referral Gap > Dimensional

100

Households



The Referral Gap

100

Households

82

Are promoters
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The Referral Gap

100 0000600 O0O0COC0 26

Households Are promoters and
have referred



The Reterral Gap [l>DimensionaI

O 0000000 0 O

100 o000 000O0O0COC0 26
O 00000600600

Households © 0000000006 Are promoters and

have referred
O 000006006000
O 000006 00600
82 O 000006006 00O 5

O 000006006000 :

Are promoters New Clients from
O 0000006060 00 Referrals
O 000000000

O 00 00

Results from Dimensional Global Investor Study: January 01, 2021 — June 30, 2025 (36,009 End-Client Responses.).



When do you engage with clients about referring?
High Performing Firms

Rank
Standard part of a meeting agenda |
Part of a client feedback initiative 2
“Bring a friend/prospect”- focused client events 3

Communicated during the onboarding process 4



Over the past 12 months, what was the most
common way your clients made a referral?

Client passed your name along

Introduced through an email

Client passed the contact information to you

Brought to an event

Introduced by client face to face

Results from the Dimensional 2023 Global Advisor Study. 500 US firms participated, of which 125 were designated as High Performing Firms.

MKT12155-0920

High Performing Firms

I>> Dimensional

Other Firms

-

Iz%

|1%



Client Referrals > Dimensional

Only 34% of firms had a
defined process for driving
client referrals.

Results from the Dimensional 2025 Global Advisor Study. 515 US firms participated.



Why Not?

What is the primary reason you have not introduced a friend or colleague to your advisor?

Never been asked by my advisor

Never been asked by my friends/family members

Have not had a referable experience

Friends/colleagues already have an advisor

Have referred previously, but not in the past 12 months

Have not worked with my advisor long enough’

Do not live in the same area or city as my advisor'

1. Added as of October 2024

B 1%
R 29
D 5%
R 24
I 5%

| 0%

I

Results from the Dimensional 2021-2024 Global Investor Study. 31,356 clients. 25,730 Promotors. 1,380 Detractors.

MKT19735-0921
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Sample Organizational Charts > pimensional

$500K=$1M Annual Revenue

CEO
Senior Advisor

Operations
Manager /

Associate Advisor/
Client Services

Possible Outsourced Services and Resources

Compliance Human Resources Information Tech Marketing and Branding Portfolio Admin

= Policies = Payroll = Admin = Social Media = Reporting

= Procedures = Benefits = Security = Events = Rebalancing

= Oversight = Recruiting = Infrastructure = Website = Reconciliation
= L&D

lllustrative only. Not a recommendation. Each organization’s structure is dependent on firm’s unique needs.

#65907-0818



Sample Organizational Chart > pimensional

$1-3M Annual Revenue

Board of
Directors

Client Advisory

Board

CEOQO/
Senior Advisor

CCO/Head of
Operations

Portfolio Senior

Manager Advisor

Associate Marketing Office Client Services IT Specialist Accounts
Advisor Specialist Administrator Associate P Administrator

Service Teams
(Frontline client facing team)
Possible Outsourced Services and Resources

= | ead Advisor

s Service/Associate Advisor Compliance Human Resources Information Tech Marketing and Branding Portfolio Admin
= Policies = Payroll = Admin = Social Media = Reporting
= Client Services . (F;oceduges . genef.it_s . ISefcurity - 5\\//egt§ - Eebalar?lt_:in.g
Associate/Admin versight . ngwtmg nirastructure ebsite econciliation

lllustrative only. Not a recommendation. Each organization's structure is dependent on firm’s unique needs.



Sample Organizational Chart

$3-5M Annual Revenue

CEO/
Senior Advisor

Senior
Advisor

Senior

Advisor

Senior

Advisor

Associate Service Service Associate
Advisor Advisor Advisor Advisor
Client Service Client Service
Associate Associate

Possible Outsourced Services and Resources

Compliance Human Resources Information Tech Marketing and Branding
= Policies = Payroll = Admin = Social Media
= Procedures = Benefits = Security = Events
= Oversight = Recruiting = Infrastructure = Website
= L&D

lllustrative only. Not a recommendation. Each organization’s structure is dependent on firm’s unique needs.

Portfolio Admin

= Reporting
= Rebalancing
= Reconciliation

I>> Dimensional

Operations
Manager

Office
Administrator



Sample Organizational Chart > pimensional

$5-10M Annual Revenue

CEO/
Senior Advisor

Chief Investment Senior Senior Senior Senior Operations

Advisor Advisor Advisor Manager

Officer Advisor

Portfolio Service Service Service Client Services @
Manager Advisor Advisor Advisor Associates
Portfolio Analyst / Associate Associate Associate Office
Trader Advisor Advisor Advisor Administrator
Accounts

Administrator

lllustrative only. Not a recommendation. Each organization’s structure is dependent on firm’s unique needs.
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4S Framework for Effective Client Communication B> Dimensional

Supplements




4S Framework for Effective Client Communication

Value of Advice

Scripts )
Value of Advice

Short, memorab: b DlmenSIUnal
complex topics 1 Sketches

Click on a script . Dimensional 45 Framework™
P A simpl for Effective Client Communication

ideas, or relations

It's hard to pu Managing the Emotions of Investing

=)

People’s emotions are often tied to the market’s recent performance, which ca Value of Advice

The value of 2 them to buy high and sell low across time. Instead of this wealth destruction, i
= B . A financial professional can bring clarity, objectivity, and efficiency to their clients financial life.

should take a longer-term view of wealth creation. With patience, discipline, a An advisor can help keep dlients focused on their long-term financial goals and put them in the

ali . f foiiom . o sen d best position to have a good outcome. Cuality financial advice can profoundly impact a client’s
qua Ity advice, you can go Tom being an average Investor to a transtormed or financial experience and deliver value that transcends their total assets or a rate of return.

There is value

It's hard to put a price tag on peace of mind.
. The value of an advisor goes well beyond investment selection and asset allocation
Many investol
- There is value in the time and resources required to manage one’s financial life
volatile marke y Many investors may find it difficult to remain objective and stay disciplined during volatile markets
Fees are only one consideration when selecting a provider of professional advice

Life is unpredictable, but a financial plan daesn‘t have to be

Fees are only
Why Hire an Advisor?
45 SKETCH Hiring an advisor is much like delegating other tasks to specialists—for example, lawn care or housekeeping.
Although you may be able ta do the work yourself, you can benefit from a professional’s knowledge, experience,
Life is u npred and attention to detail, and in the process, reclaim precious time for higher-priority activities. Waorking with an
advisor also can make you a more knowledgeahle investor, which is comparable to a personal coach helping
\ :
Vanaging tt
Managing th
o J
Managing the Emotions of Investing

an elite athlete fine-tune his or her skills and apply discipline in training
Ty b o
E 1 ] O ll O | ] H, 0[ AT People’s emotions are often tied to the market’s recent

performance, which can lead them to buy high and sell
‘ \IL (-I N \ low across time. Instead of this wealth destruction, investors
| ] v e\_) L | | W (_,I - 1 should take a longer-term view of wealth creation. With patience,
= discipline, and quality advice, you can go from being an average
investor to a transfermed one.

Trust the Financial Advisor Who Trusts the Market (article)
10 Attributes of Great Financial Advisors (article)
The Future af Investing (article)

Pursuing a Better Investment Experience (signature materials)




Taking Action > pimensional

» Core Why = Watch Simon Sinek TED Talk, Develop Core Why, Share with Team

» Target Client Profile = Develop/Enhance Target Client Profile Using
Demographics/Psychographics

» Value Proposition = Cornerstones of Advice Framework

» Channels of Growth = Determine which channels to grow through and the Strategy,
Training, Activities, and Resources required

» Team Structures = Develop a human capital plan that maximizes organic growth

P Client Communication ® Use the 4S Framework to communicate concepts to prospects and
clients

MKT12155-0920
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Managing
your Practice

I>> Dimensional

Dimensional’s podcast, Managing Your
Practice, is dedicated to providing financial
professionals with best practices in key areas
such as driving growth, business efficiency, and
the client experience.

Smooth Scaling: Navigating the Murky Waters of Hiring,
Outsourcing, and Partnerships to Manage Growth
Ben Slater, Buckingham Strategic Partners

What's in a Dream Team: Key Characteristics of Highly

Effective Teams
Shandel Sutherland, Shandel Group, and Liv Olson, Liv Olson Consulting

“Geeking Out” on the Past, Present, and Future of Finance
Robin Wigglesworth, FT Alphaville and Trillions

Listen and Subscribe
Apple | Spotify | Google Podcast | Stitcher



https://podcasts.apple.com/us/podcast/managing-your-practice/id1548054179
https://www.mydimensional.com/pause?r=https://open.spotify.com/show/6bFPGHqSfkuFtofD0FzhZs?si=8srG16DASR2pqSJvpjcluA&b=https://www.mydimensional.com/managing-your-practice
https://www.mydimensional.com/pause?r=https://podcasts.google.com/feed/aHR0cHM6Ly9tYW5hZ2luZ3lvdXJwcmFjdGljZS5saWJzeW4uY29tL3Jzcw?sa=X&ved=0CAYQrrcFahcKEwjAxfHpoJntAhUAAAAAHQAAAAAQAQ&b=https://www.mydimensional.com/managing-your-practice
https://www.mydimensional.com/pause?r=https://classic.stitcher.com/podcast/managing-your-practice&b=https://www.mydimensional.com/managing-your-practice
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