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Key  findings:
•  Financial advisors influenced 58% of retail investable assets in the U.S. at 

year-end 2007.

•  Today’s investors are most concerned with, and seek solutions addressing:
retirement, wealth protection, and cashflow management.

•  Clients view taxes as an important concern, however, advisors rank this low
when evaluating what their clients need.

•  Cerulli predicts an industry trend toward simplification in annuity product design.

Exclusive  data:  

•  U.S. household investable assets by distribution method (i.e., how they were sold)

•  Predictions of investor behavior over the next few months

•  Investor product usage by wealth level and age (REITs, hedge funds, funds of 
hedge funds, ETFs, discretionary managed accounts) 

Advisor-directed
 19.1%

Advisor-assisted 
16.6%

Advice for special 
events 21.9%

Self-directed 
42.4%

Sample  Exhibit:  Household  Advice  Orientation,  2008
Key  Implication:  Less than 20% of investors give their advisors full discretion over their
financial assets, signaling that end-investor research is critical.

This  report  helps  asset  managers  and  product  manufacturers:
•  Create products that will motivate investors to move back

into the market

•  Develop solutions for investors given their age, working 
status, and net worth

•  Understand why an investor chooses a provider 

•  Examine how investor risk tolerance has changed and what
this means for product development 

•  Evaluate what types of investors use various intermediary 
channels and the factors that influence provider selection

This  report  helps  distributors  and  advice  providers:  
•  Enhance advice and service offerings and gain walletshare

•  Create tools based on investors’ propensity to seek advice  
(self-directed, advisor-assisted, advisor-directed)

•  Increase advisor and investor satisfaction

With  241  exhibits  and  284  pages,  this  report  includes  the  
following  chapters:
1. Retail Distribution Overview
2. Current Market: Investor Relations
3. Addressable Retail Client Market
4. Demographic Trends
5. Understanding Retail Clients
6. Primary Providers
7. Advice Delivery
8. Client Acquisition and Retention
9. Retirement
10. Mutual Funds
11. Annuities and Insurance
12. Other Investment Products
13. Investment Accounts

Table  of  contents,  user  examples,  order  form,  and  sample
exhibits  are  included  in  this  attachment.

Report  purchase  includes:
•  5 hardcopies
•  Online access
•  Exhibits in Excel format
•  Key findings in PDF format 
•  PowerPoint presentation of highlights
•  Web recording of analyst presentation

For  pricing,  please  contact:
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CAmarketing@cerulli.com
+1 617-437-0084
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This new subscription-based report, produced in partnership with Phoenix Marketing International, is the first  industry  resource  that  connects  distribu-
tion-ffocused  research  with  retail  investor  trend  data. It illustrates how investor attitudes and behavior, such as risk tolerance, provider selection, and use
of advice services, impacts asset managers’, distributors’, and advisors’ businesses. Analysis addressing the current market environment shows how
the end investor influences strategy and decision-making for product  developers,  marketers, and sales  and  business  development  executives.
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USER  EXAMPLES:

The  following  are  examples  of  how  this  report  can  be  applied  to  business  planning  and  strategic  decision-mmaking:

Scenario  1:    A large asset  management  firm  is developing value-add programs and sales ideas for its wholesalers to use with advisors. It seeks research
that provides insight and interpretation into behaviors and preferences of the end retail investor. The report Cerulli  Quantitative  Uppdate:  Retail  Investor
Metrics  2009 provides answers to the following questions:

•  What services are investors looking for from their advisors and how does this vary by wealth level and age?
• Are investors reaching out to their advisors more given the recent market volatility?
•  How long do investors stay with their primary financial services providers?

Scenario  2: An insurance  firm believes that the end investor should influence its product and distribution strategy. It conducts its own primary research
of retail investors but recognizes that findings are rarely leveraged by these divisions. The report Cerulli  Quantitative Uppdate:  Retail  Investor  Metrics  2009,
which provides a stand-alone resource for investor-focused data and analyses including interpretation for product stategists, sales, and business develop-
ment executives, answers the following questions:

•  How are investors segmented according to their propensity to seek advice (self-directed, advisor-assisted) and how does this affect  
distribution strategy?

•  How important are fees to clients and how can this be used in marketing messages?
•  Which channels do investors who own annuities do business with? 

Scenario  3: A broker/dealer is cutting expenses and wants the same detailed overview of investor behaviors and preferences it has long obtained via
focus groups, which can be very costly. The report Cerulli Quantitative Uppdate: Retail  Investor  Metrics  2009 provides a turnkey resource for investor data
that includes perspective on how firms should incorporate findings into their business planning and strategy development. It provides analyses such as:

•  Do investors trust their financial services providers?
•  How willing are investors to pay for advice?
•  How important is a written financial plan?

MORE  INFORMATION:MORE  INFORMATION:

To learn how to apply this report
to your firm’s unique needs,
please contact:

Marketing  &  Business
Development  
+1  617-4437-00084
CAmarketing@cerulli.com

Phoenix  Marketing  International

Phoenix Marketing
International’s Affluent
Marketing Service is the leading
U.S. authority on affluent con-
sumer attitudes and behaviors.
Phoenix surveys over 7,800
consumers annually, more than
any other firm, tracking
changes that households antici-
pate making to their investment
portfolios over the next three
months.
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Overall, households surveyed after the market downturn are slightly less likely to pay for financial and investment advice than those surveyed
previously—30.8% compared to 35.7%.

Wealthier households are more willing to pay for advice than less wealthy households. Wealthy households have more experience working with advi-
sors and therefore may see more value in the services provided based on their experiences. In addition, their higher level of assets affords them a greater
ability to pay for advice.

Households with greater than $10 million in investable assets are the only group more willing to pay for investment and financial advice after the
market downturn compared to before.

Key Implication: Given the current environment, very few advisors were able to protect their clients from severe losses. Clients that are paying for advice may
be wondering what they are paying for. Especially those advisors who sold their clients on investment advice, not broader financial advisory relationships are
encountering issues with clients questioning their value. Yet, advisors that developed deeper client relationships can point to other services such as retirement
planning, tax planning, insurance planning and cash flow planning as value-add services outside of investment performance. Those advisors who relied on
investment outperformance are those advisors with at-risk clients. Although most clients have yet to make a change in their investment providers or advisors
(see Exhibit 2.24), clients may be re-thinking the value of their advisory relationships in the future. 
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EXHIBIT 2.14
Household Willingness to Pay for Advice by Investable Asset Range, August 2008 vs. December 2008
Sources: Cerulli Associates, Phoenix Marketing International
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Fidelity leads the pack in recordkept assets with $872.6 billion at year-end 2007 and 14.1 million participants, followed by TIAA-CREF with
$334.5 billion recordkept and 3.4 million plan participants.TIAA-CREF's business is almost exclusively 403(b) plan administration; the firm had a
44.5% marketshare for assets under administration at year-end 2007.

Key Implication: Recordkeeping has been a loss leader for many firms, as it is an extremely low margin business compared to other lines of business at plan
administrators. Historically, however, plan administrators have placed their own asset management products within the plans, which helps offset the cost of
administration. As more plans move to open-architecture asset management and employers are pressured by regulation to become more cost-conscious, margins
on recordkeeping have been squeezed further. However, a remaining business advantage of recordkeeping plans is the possibility to capture assets rolling out of
the plans into retail IRA accounts. Almost all plan administrators have developed business units specifically tasked with capturing assets of terminated plan par-
ticipants. Administrators vary in their approach and their level of aggressiveness in pursuing the assets, but administrators fully recognize the opportunity and
are actively pursuing assets. 

Rank Firm 2007 Total Recordkept 
Assets ($ millions)

2007 Total 
Recordkept 

Plans

2007 Total 
Participants 
Recordkept 

Average Plan Size 
by Assets 

($ millions)

Average Plan Size 
by Participants

1 Fidelity Investments $872,639 31,458 14,118,283 $27.7 449
2 TIAA-CREF $334,524 32,571 3,400,000 $10.3 104
3 Hewitt Associates $278,000 210 4,390,000 $1,323.8 20,905
4 Vanguard $252,247 2,531 3,210,437 $99.7 1,268
5 Citistreet $233,693 16,048 7,161,120 $14.6 446
6 Great-West Retirement Services $115,148 20,078 3,491,475 $5.7 174
7 JPMorgan Retirement Plan Services $108,706 369 1,468,196 $294.6 3,979
8 Principal Financial Group $105,992 52,244 3,453,437 $2.0 66
9 T. Rowe Price $101,498 2,309 1,670,203 $44.0 723
10 Merrill Lynch Retirement Group $91,320 1,487 2,610,095 $61.4 1,755
11 Prudential Retirement  $86,439 5,511 2,196,794 $15.7 399
12 Nationwide Financial $81,234 45,817 2,681,673 $1.8 59
13 Wachovia $76,130 5,929 1,838,096 $12.8 310
14 ING $73,622 43,750 2,595,390 $1.7 59
15 Charles Schwab $70,812 1,040 1,034,183 $68.1 994
16 ACS $70,265 208 1,625,165 $337.8 7,813
17 Mercer $59,244 949 1,230,803 $62.4 1,297
18 AIG Retirement $58,884 31,560 2,000,000 $1.9 63
19 John Hancock $53,634 40,270 1,613,121 $1.3 40
20 Wells Fargo $52,496 2,259 1,430,000 $23.2 633
21 Lincoln Financial Group $36,058 26,236 1,311,444 $1.4 50
22 ADP Retirement $34,617 30,600 2,535,000 $1.1 83
23 Diversified Investment Advisors $34,000 2,254 1,100,000 $15.1 488
24 MassMutual Financial Group $33,386 4,362 915,099 $7.7 210
25 Ascensus (Bisys) $33,000 26,317 1,400,000 $1.3 53

EXHIBIT 9.02
Top 25 DC Providers by Total DC Assets, Plans, Participants Recordkept, Ranked by Assets, 2007
Sources: Plan Sponsor, Cerulli Associates
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The vast majority of households (90.8%) do not own a discretionary account.Those who own a discretionary account are more like to own an invest-
ment management account (6.7%) than a mutual fund wrap account (2.6%). 

Analyst Note: A discretionary account is defined here as the client giving legal permission for a paid professional to manage the assets in the account. The pro-
fessional makes the buy and sell decisions subject to goals that the account owner has set. Discretionary accounts can include a variety of fee-based arrange-
ments where the advisor manages the account for a fee, including managed accounts sponsored by a broker/dealer or a relationship with a fee-based independ-
ent registered investment advisor (RIA). A mutual fund wrap account allows a consumer to own and trade multiple mutual funds and other securities for a flat
annual fee, rather than a commission. An investment management account is a portfolio of securities that the client directly owns, but is chosen and traded by a
professional asset manager on their behalf.
Key Implication: Cerulli has documented an industrywide shift from commissions to fee-based pricing for financial advisors. Despite this shift, ownership of
discretionary accounts, which are frequently fee-based in nature, remains low. There are two reasons for this. First, clients do not necessarily have to grant their
advisor discretion in fee-based accounts. As well, many broker/dealers that sponsor managed accounts are uncomfortable with the advisor taking full discretion
over a client account. Thus there may be investors in a fee-based account where the advisor does not have discretion. Second, despite a secular shift to fees,
many advisors still conduct some or all of their business on a commission basis. Commission pricing will remain a part of the financial advisory industry bar-
ring a tidal shift in either regulation or product pricing. 

Mutual fund wrap accounts
2.6%

Investment management accounts
6.7%

Do not own any discretionary accounts
90.8%

EXHIBIT 13.02
Discretionary Account Ownership, 2008
Sources: Cerulli Associates, Phoenix Marketing International
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Exhibit 6.22.a
Consolidation Preference by Age Range, 2008

Prefer to Consolidate Financial Business at 
One Institution <30 30-39 40-49 50-59 60-69 70-79 ≥80 All Households

Strongly agree 10.6% 11.6% 8.5% 9.1% 11.0% 12.2% 4.6% 10.1%
Agree 43.2% 41.0% 46.6% 43.2% 40.5% 42.0% 40.7% 42.9%
Neutral 38.3% 30.6% 29.1% 29.6% 25.5% 25.0% 34.4% 29.5%
Disagree 7.3% 16.2% 14.3% 14.8% 19.7% 17.2% 19.6% 15.3%
Strongly disagree 0.6% 0.7% 1.5% 3.3% 3.4% 3.6% 0.7% 2.1%

Exhibit 6.22.b
Consolidation Preference by Advice Orientation, 2008

Prefer to Consolidate Financial Business at 
One Institution

Self-
Directed

Advice for 
Special Events

Advisor-
Assisted

Advisor-
Directed

All 
Households

Strongly agree 8.8% 6.3% 13.1% 14.6% 10.1%
Agree 40.3% 45.5% 41.4% 46.9% 42.9%
Neutral 30.7% 33.0% 28.0% 24.4% 29.5%
Disagree 16.7% 13.9% 16.6% 12.8% 15.3%
Strongly disagree 3.5% 1.2% 0.9% 1.4% 2.1%

Exhibit 6.22.c
Consolidation Preference by Type of Primary Advisor Channel, 2008

Prefer to Consolidate Financial Business at 
One Institution

Private 
Banker

Full-Service 
Broker

Independent 
Advisor

Insurance 
Agent Accountant Banker Mutual Fund 

Rep
Online or Discount 

Broker Other All 
Households

Strongly agree 18.1% 15.2% 9.3% 7.5% 9.3% 20.5% 5.2% 9.5% 8.0% 10.1%
Agree 49.5% 47.7% 48.3% 40.9% 42.2% 45.8% 46.3% 40.6% 40.0% 42.9%
Neutral 27.2% 20.1% 26.5% 31.7% 34.7% 25.0% 29.7% 23.9% 25.1% 29.5%
Disagree 5.0% 16.3% 14.8% 18.5% 8.8% 8.4% 15.3% 20.0% 22.3% 15.3%
Strongly disagree 0.3% 0.7% 1.2% 1.4% 5.1% 0.3% 3.5% 6.0% 4.6% 2.1%

Head of Household Age 

Advice Orientation

Primary Advisor Channel

EXHIBIT 6.22
Consolidation Preference Databank, 2008
Sources: Cerulli Associates, Phoenix Marketing International
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Cerulli Quantitative Update: Retail Investor Metrics 2008 is the first report in an annual series,
which is the outcome of a partnership between Cerulli Associates and Phoenix Marketing International. 

Cerulli Quantitative Update: Retail Investor Metrics 2008 is designed to help product manufacturers
and distributors understand the end investor to better inform product development and distribution ini-
tiatives. The report leverages Cerulli’s expertise in intermediated retail markets and overlays Phoenix’s
expertise in end-investor research. Information includes market sizing, investor product usage, investor
profiles, and advice delivery—among other topics. Each exhibit contains charts and commentary,
including the important tactical ramifications for asset managers, broker/dealers, and advisors. The
report is designed as a business planning tool, and additional support leveraging this data—in the form
of customized workshops and other presentations—is also available. Cerulli Quantitative Update:
Retail Investor Metrics 2008 includes multiple sources of data which are described in detail below. 

Phoenix Marketing International Affluent Study: Phoenix fields the largest affluent study in the
United States; completing online surveys of 7,800 households throughout the year. The data which
appears in this report comes from the surveys run in six waves between August of 2007 and August of
2008. For comparison, survey responses collected between August of 2008 and December of 2008 are
included in the current market section of the report. Phoenix samples affluent and near-affluent house-
holds with more than $50K in annual income or more than $250K in investable assets. As a result, the
respondents are wealthier and slightly younger than the American population overall. This sample
should be more informative for most financial firms, as the target market for most firms are households
with higher than average wealth. The charts below compare the distribution of households by age and
investable assets across U.S. households and across the Phoenix sample.

Sources: Cerulli Associates, Phoenix Marketing International, Federal Reserve

Investable Asset Range Phoenix Affluent Market Respondents U.S. Households
$100K or less 22.1% 73.92%
>$100K-$500K 50.6% 19.25%
>$500K-$2m 21.9% 5.39%
>$2m-$5m 3.8% 1.01%
>$5m-$10m 1.0% 0.30%
>$10m 0.6% 0.12%

Age Range Phoenix Affluent Market Respondents U.S. Households
<30 9.3% 12.79%
30-39 20.1% 17.93%
40-49 22.0% 21.52%
50-59 24.1% 19.13%
60-69 18.2% 13.34%
70-79 5.5% 8.42%
Over 80 0.7% 6.9%

Introduction & Methodology
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Phoenix Marketing International Retirement Services Study: Phoenix also fields a retirement serv-
ices study which aims to address the target market of retirement providers. The study surveys 1,200
households with more than $100K in household income who are between the ages of 35 and 64. These
charts appear in Chapter 2 and Chapter 9 of the report and can be identified by the sourcing which indi-
cates Phoenix Retirement Services Study.

Cerulli Advisor Surveys: CA surveys over 1,000 financial advisors throughout the year through part-
nerships with the Financial Planning Association, Investment Management Consultants Association,
College of Financial Planning, and Morningstar. This advisor data is meant to underlay and support the
investor data and appears throughout the report.

The proprietary data in this report is supplemented with government sources (FDIC, Federal Reserve,
Department of Labor, etc.), as well as third-party sources (Strategic Insight, Morningstar, etc.).

In general, CA’s opinions and perspective are shaped by a robust methodology that includes:

1) Industry understanding: All Cerulli analysts come to the firm with a background shaped by
relevant experience at leading financial services firms, which contributes to the internal pool of
industry knowledge fed by more than 15 years of proprietary research and consulting. 

2) Quantitative analysis: CA maintains an online, password-protected survey engine as part of a
voluntary, information-sharing relationship whereby participants complete confidential surveys in
exchange for an aggregate summary of key findings. All information is presented in aggregate
form, and proprietary survey information is not directly attributed to participants.

3) Qualitative research: Cerulli analysts annually conduct background research interviews with
industry executives and advisors in a confidential manner, which allows for candid commentary
regarding the state of the advisor markets and potential future trends.

Other Notes:

Scales: Cerulli and Phoenix employ a top-two box grouping to define satisfaction and other meas-
ures asked on a seven point scale. For example, an investor would be considered satisfied if they
chose the highest or second highest level on a scale. The middle three rankings are considered neu-
tral, while the bottom two are considered dissatisfied. 
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Databank Format: To give a detailed look at each measure, Cerulli employs a databank format in
which a topic is analyzed using multiple segmentations (age, investable assets, risk level etc) which
appear on consecutive charts and pages. When databanks are used, analysis of the data and key
implications will generally be consolidated on the same page as the primary chart. 
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The majority of households (70.4%) do not plan on moving assets from their primary investment provider in the near future. Households in
advice-centric channels are less likely to move assets than households using mutual fund representatives or online or discount brokers.

Key Implication: While the majority of households are not planning on switching their primary provider in the near future, more clients are planning to switch
(6.1%) than actually reported switching in the past month (see Exhibit 2.24).Clients are upset over poor investment performance and will seek better returns
elsewhere if providers do not succeed in reaching out to clients to appease their concerns. 
Cross Reference: Exhibit 2.24
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EXHIBIT 2.27
Household Plans to Move Assets from Primary Provider, December 2008
Sources: Cerulli Associates, Phoenix Marketing International
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Wealthy households are more likely to employ advisors than their less-wealthy counterparts. Just less than 15% of households with greater than $5
million investable assets do not use an advisor, while 66.6% of households with less than $100K in investable assets do not use an advisor.

Key Implication: When distributing products, asset managers and product providers should be keenly aware of the end client. For example, target-date funds
do not have much success with advisors in part because advisors feel they could create similar allocations for their clients without the additional packaging. In
addition, clients using advisors tend to be wealthier and will desire a more sophisticated allocation scheme than a target-date fund can offer. However, target-
date funds have much greater success appealing to clients at lower levels of wealth who are likely not using an advisor. These may be direct-to-client sales or
through a defined contribution platform. 
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EXHIBIT 7.19
Number of Financial Advisors Used by Investable Asset Range, 2008
Sources: Cerulli Associates, Phoenix Marketing International




