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  REVOLUTIONARY.
#AdvisorVoices That’s why we introduced Worksite 

Financial Solutions. A revolutionary 
new platform that offers retirement 
plan participants access to professional 
advice from a financial advisor. So 
they have the potential to grow their 
financial assets. And you have the 
potential to grow your financial practice.

To learn more, download our white 
paper at Smart252.LPLNow.com, 
call 1-866-598-7123 or join the 
conversation on Twitter using 
#AdvisorVoices.
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THE AUTO IRA GAME 
by John Iekel
Expanding the private retirement system via auto 
IRAs will allow millions more Americans to save 
at work.
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Expanding the private retirement 

system with auto IRAs will allow

millions more workers to save for 

retirement at work without

imposing a burden on the small

employers they work for.
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of a publication to say something about 
themselves, their background, and their vi-
sion for the publication. Like you, I’ve been 
impressed with the work that Fred Barstein, 
John Ortman and the rest of the NAPA 
team have done — and have been proud 
to be a small part of it, as a conductor and 
contributor since launch. I’m also pleased 
that Fred will continue to contribute to both 
the magazine and the NAPA Net web portal 
with his insights and unique perspective. 
More importantly, I’ve had the pleasure to 
meet, work with and share ideas with many 
of you over the course of our careers — at 
conferences, via email and on pages like this. 
This is an amazing business to be in, and it’s 
a challenging, and yet incredibly rewarding, 
time to be in that business. I look forward to 
working with you all in the years to come. 

My email is listed below. Use it.

he Greek philosopher Hera-
clitus is said to have observed 
that change is the one constant 
in life — and certainly change 
is all around us. Retirement 
plan advisors frequently find 
themselves in the vortex of that 
change — balancing the some-

times conflicting perspectives of record 
keepers, investment managers, regulators, 
workers and investment and plan commit-
tee members. In recent months we’ve seen 
significant shifts in long-standing fiduciary 
tenets by the courts — including the nation’s 
highest court — even as we continue to wait 
to see what additional changes the Labor 
Department might have in store. Moreover, 
even at a time when there’s little likelihood 
of significant developments on the legislative 
front, we see the emergence of state-based 
initiatives responding to concerns about the 
perceived lack of retirement plan coverage 
for many Americans — with a potential-
ly wide, and as yet undefined, impact on 
advisors.

This month’s cover story deals with 
those state initiatives, which in recent 
months have sprung up around the country. 
Most have some mandatory component — 
generally one that demands that employers 
who don’t already offer a retirement plan 
establish some kind of automatic payroll 
deduction for workers, frequently directed 
to a state-managed pool, with an option for 
the worker to “opt out” and a (generally 
unspoken) hope that they won’t. But there 
are variations — and in most cases still, only 
a commitment to study the issue and make 
recommendations. “The Auto IRA Game” 
(page 24) will get you up to speed on this 

rapidly evolving area — and help you pre-
pare for the potential changes ahead.

Change is also afoot in the rapidly ex-
panding area of RFPs — not by, but about, 
advisors. The trend, underway for a number 
of years in the larger plan market, is begin-
ning to find its way down market. There is, 
as you might expect, quite a bit of variation 
in the quality of the questionnaire, and the 
process itself. But, as “The Pros and Cons of 
RFPs” (page 30) explains, the use of advisor 
RFPs seems to be here to stay, and that’s 
likely to change the way you acquire — and 
retain — clients. 

Jack Welch said, “Change before you 
have to,” and inside this issue you’ll find 
insights that will help you do just that from 
our regular contributors — Jerry Bramlett 
on improving DC outcomes, Warren Cormi-
er on the five drivers of trust in the DC plan 
marketplace, Steff Chalk on how (and why) 
plan sponsors learn, Don Trone on partic-
ipant outcomes and trust, David Levine on 
the role of the advisor in a “collectivized” 
world. Fred Barstein offers a fresh perspec-
tive on segmenting the advisor market, and 
yours truly walks through a “top 10” list of 
things I’ve learned about retirement research 
and why you should be careful about the 
sources on which you rely.

Inside this issue, you’ll also find NAPA 
President Steve Dimitriou’s challenge to 
“lead the evolution” and NAPA CEO Brian 
Graff’s “inside the beltway” perspective on 
simple changes that can be put in place now 
to help more Americans achieve a secure 
retirement.

There is, of course, another change I 
should note: my appearance on this page. 
It’s customary for the new editor-in-chief 

L E T T E R  F R O M  T H E  E D I T O R

Change Before 
You Have To 

T The use of advisor RFPs 
seems to be here to 
stay, and that’s likely 
to change the way you 
acquire — and retain 
— clients.

This is an amazing business to be in, and it’s a challenging, 
and yet incredibly rewarding, time to be in that business.

NEVIN E. ADAMS » Editor-in-Chief
nevin.adams@asppa.org
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We keep participants on course toward a funded retirement.
What makes our approach to retirement readiness so effective is that it’s so 

personalized. At any time, participants can check their own retirement forecast 
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I N S I D E  N A P A

NAPA: Leading 
the Evolution
Why should we sit back and be forced to change in ways we 

do not want or do not believe are for the greater good?

advisors have that stands in the way of this 
evolutionary dead end. To that end, the 
second NAPA DC Fly-In Forum will convene 
this month, providing an opportunity for 
NAPA members to work directly with our 
representatives and regulators in Washing-
ton. Also, keep an eye out for a new grass-
roots effort similar to the highly effective 
“Save My 401k” program. Even when Con-
gress closes its doors early, members’ email 
inboxes are still open!

More evolution is about to take place 
closer to home. Many of you may not be 
aware, but the entire ASPPA organization is 
about to refresh itself to better incorporate 
the tremendous success of NAPA and the 
broader and increasingly complex needs of 
our sister organizations (ASPPA, NTSA and 
ACOPA). The “sisters” will regroup under 
one umbrella entity, to be known as the 
American Retirement Council, to facilitate 
more streamlined administrative and orga-
nizational functions. The restructuring will 
also help to better dedicate resources on the 
advocacy front across the various sister orga-
nizations. The American Retirement Council 
will be the one true authority for regulators, 
media and others interested in any aspect of 
the retirement plan industry. 

In closing, I ask you to become active 
and support NAPA in leading our evolution. 
Only with active involvement from our mem-
bers can we begin to dictate where we want 
the industry to go. We have always had the 
power to shape the outcomes of our partici-
pants — now let’s shape it for ourselves. N

»  Steven Dimitriou, AIF, PRP, is NAPA’s 2014-2015 
President. He served as President-Elect in 2012 and 
2013. Dimitriou is a Managing Partner at Mayflower 
Advisors, LLC, in Boston.

of what we do — some of which you may 
not even realize applies to us (gamification, 
anyone?). 

This fall, the nomination window will 
also open for the NAPA Leadership Award. 
Again, we will be looking to identify leaders 
in our industry who are driving innovation 
and the impact we have on American retirees. 
Remember, it’s not a numbers game: We want 
to highlight even the newest among us who 
are doing or creating great things to move our 
industry forward. Don’t be shy with nomina-
tions, because we will be publishing profiles 
of many of the more interesting submissions.

Not all evolution is sparked from 
within — for example, our regulators and 
politicians represent one heck of an ice 
sheet bearing down upon us. There has 
been tremendous upheaval on Capitol Hill 
already and we have not even come to the 
November elections yet! New faces and new 
agendas are rising in Washington, and we are 
working to educate the players and shape 
the idea flow. The lame duck presidency and 
inevitable regulator turnover that will follow 
loom large as catalysts to drive politically 
motivated notions about how our industry 
should change. 

NAPA is the only organization plan 

s we are all aware, our industry 
continues to evolve. Technol-
ogy improves, broadening our 
scope and potential to educate. 
New investment products arise, 
pricing models change, and con-
solidation across the industry 
continues. Making things even 

more unpredictable, we must cope with 
oft-menacing and ever-blowing political and 
regulatory winds — some of which blow in 
different directions depending upon the state 
in which you live. In short, if you can’t keep 
up, your future is about as bright as a woolly 
mammoth’s.

That is why NAPA is trying to lead the 
evolution. As advisors, we touch virtually 
every aspect of the retirement plan industry 
in some way. Why should we sit back and be 
forced to change in ways we do not want or 
do not believe are for the greater good? It’s 
time we took charge of our own evolution! 
Ultimately, that is why NAPA exists, and we 
are working aggressively to lead the way.

We have already rolled out the 401(k) 
Practice Builder to help create the next 
generation of professionals in our industry. 
Shortly, we will introduce a new credential 
for those of us who either are ERISA fidu-
ciaries or closely support them. This encom-
passing program will not simply regurgitate 
DOL regulations — it is being designed by 
your peers, and incorporates best practices 
and processes from throughout the industry.

NAPA members have already chosen 
the agenda for the 2015 NAPA 401(k)  
SUMMIT via our online voting tool, giving 
us the only conference in the financial ser-
vices industry where attendees choose their 
own curricula. At the SUMMIT, you will 
see leading-edge material on every aspect 

BY STEVEN DIMITRIOU 

A
If you can’t keep up, 
your future is about 
as bright as a woolly 
mammoth’s.”
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I N S I D E  T H E  B E L T W A Y

There are fixes we can make now to remove regulatory 
barriers to retirement plan adoption. 

Eye on the Prize
BY BRIAN H. GRAFF

retirement policy bill in the future. Specifi-
cally, Sen. Orrin Hatch (R-UT), the Ranking 
Member of the Senate Finance Committee, 
introduced legislation in July 2013 called 
the Secure Annuities for Employee (SAFE) 
Retirement Act (S. 1270), that contains 
iterations of many of our proposals. And in 
the House of Representatives, Rep. Richard 
Neal (D-MA), a member of the House Ways 
& Means Committee, introduced legislation 
called the Retirement Plan Simplification 
and Enhancement Act (H.R. 2117) that 
achieves the goals stated in the bill’s title. 
These are not sexy or splashy bills, but they 
get the job done and would make it consid-
erably easier for small businesses to put a 
retirement plan in place for their employees.

These simple fixes can be achieved now 
to help more Americans achieve a secure 
retirement.  NAPA will continue to keep its 
eye on the prize, pushing for sensible chang-
es that would make an already successful 
retirement system work even better. N

»   Brian H. Graff, Esq., APM, is the Executive Director/
CEO of ASPPA and NAPA.

of them. To that end, NAPA and ASPPA 
have focused on ideas that would make the 
current system work better. There are many 
changes that can be made to current law to 
remove regulatory barriers in order to en-
hance coverage and simplify the operation 
of these arrangements.  

ASPPA in particular has developed 
more than 30 common sense proposals 
that would encourage small employers to 
adopt retirement plans for their employees.3 
Ideas that we know will improve the system 
include the creation of a new deferral-only 
safe harbor arrangement — or “Starter 
401(k)” — designed for a start-up or small 
business that is not yet in a position to 
contribute to a retirement plan but wants to 
help its employees save for their retirement.  

Also, making a simple change in the 
rules — giving employers the ability to 
adopt a retirement plan up until the due 
date of their tax returns — would allow 
employers to make an informed decision 
about whether to adopt a new plan after 
they know how the business did for the 
prior year.

Finally, clarifying that forfeited assets 
within a retirement plan can be used to 
fund safe harbor employer contributions for 
employees will make running a retirement 
plan for small businesses less expensive 
without harming anyone.     

The good news is that many of these 
common sense proposals to clean up the 
current system have been introduced in 
legislative form on a bipartisan basis in the 
current Congress. They stand a good chance 
of becoming law when Congress considers a 

t is easy to get caught up in all the 
gloom-and-doom rhetoric surround-
ing the debate over retirement pol-
icy. Voices cry out that our current 
policies to encourage Americans to 
save have failed so miserably that 
only radical policy prescriptions, like 

scrapping the current system in favor of 
government savings vehicles, are needed.  

In fact, current private retirement sav-
ings vehicles, particularly employer-spon-
sored retirement plans like the 401(k), have 
been extremely effective at getting Amer-
icans at all income levels to save for their 
retirement. At year-end of 2013, Americans 
held a total of $23 trillion in retirement 
assets, of which $5.9 trillion was held in 
employer-sponsored DC plans. Another 
$6.5 trillion was held in IRAs, most of 
which came in the form of rollovers from 
employer-sponsored retirement plans.1  

What do those numbers mean for indi-
viduals? A Fidelity study which aggregated 
the retirement account balances of clients 
who had both an investment account 
through an employer-sponsored retirement 
plan and an IRA at Fidelity found that 
the average combined account balance 
for individuals of all ages was $225,600 
at the end of 2012. For near-retirees (ages 
55-59), the average combined balance was 
$328,257.2 That is a sold chunk of change 
that individuals can use, in addition to 
their Social Security benefits, to achieve a 
secure retirement. 

The key is to expand access to these 
effective retirement savings vehicles so 
that more individuals can take advantage 

I

1. 2014 Investment Company Fact Book, Investment Company Institute (May 2014), at www.ici.org/pdf/2014_factbook.pdf.

2.   “Fidelity® Retirement Savings Analysis Highlights Higher Balances and Contribution Rates of Investors Saving Beyond Workplace Savings Plans” (Feb. 28, 2013), at www.fidelity.com/inside-fidelity/employer-ser-

vices/fidelity-analysis-highlights-balances-and-contribution-rates-of-combined-retirement-savings.

3.  “Proposals to Enhance the Private Retirement System,” American Society of Pension Professionals & Actuaries, Government Affairs Committee (December 2013), at www.asppa.org/Portals/2/14%2003%20Pro-

posals%20to%20Enhance%20the%20Private%20Retirement%20Plan%20System%20with%20addendum%20FINAL.pdf.

Footnotes

Simple fixes can 
be achieved now to 
help more Americans 
achieve a secure 
retirement.”
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                     U.S. is now Voya Financial™ – 
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We’re a new kind of fi nancial company 
that’s dedicated to redefi ning what it 
means to prepare for retirement. 

We believe everyone is entitled to 
a secure fi nancial future and we’re 
committed to making that possible. 
We’re here, each and every day, to 
help you and your clients envision 

the future, get organized and take the 
steps necessary to pursue fi nancial 
success together.

With 13 million customers, over 
220,000 points of distribution and 
$514 billion in total assets under 
management and administration, we’re 
confi dent that we have what it takes to 
help you and your customers make the 
best fi nancial decisions.  
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us hasn’t changed. You’ll still partner 
with people you know and trust, and 
will continue to have access to the 
innovative products, services and 
thought leadership you’ve come to 
expect from us.
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I N S I D E  T H E  L A W

The Role of the Advisor in a 
‘Collectivized’ World

investment services that allow for collec-
tive management of multiple plans by a 
professional investment advisor with the 
potential upside of greater institutional 
knowledge and skills managing each 
plan’s assets.

• Prototype or volume submitter plans with 
common fiduciary and/or investment 
structures. Prototype and volume submit-
ter plans are commonly used in a large 
segment of the retirement plan industry. In 
recent years, advisors and service provid-
ers have coupled these documents with en-
hanced, standardized fiduciary structures 
and the use of collective investment trusts.

In addition, many collective-focused 
bills have been introduced and/or imple-
mented in Congress and state legislatures, 
including:
• State level legislation. Numerous state 

legislatures are reviewing and/or imple-
menting “Secure Choice” legislation. Vari-
ations on this legislation can take the form 
of a state-run IRA program, a state-run 
DB plan, and a mandate that employers 
of a certain size provide certain retirement 
benefits to their employees.

• Federal multiple employer plan legis-
lation. Since the DOL issued its 2012 
open-multiple employer plan Advisory 
Opinions, legislation to permit the use of a 
single multiple-employer plan for multi-
ple unaffiliated employers under ERISA 
has been introduced and supported (but 
not yet enacted) by both Democrats and 
Republicans in Congress.

The million dollar question: Where does 
this “collectivizing” landscape leave advi-
sors? Some advisors view these changes as 
threatening because of a concern that their 
clients may get “rolled-up” into larger plans 
or into state-run plans. However, others 

view the collectivization as an opportunity 
to further assist their clients and develop 
new ones. There are a number of opportuni-
ties for advisors in this space:
• Develop and implement collective invest-

ment structures. Over the years, many 
advisors have developed the skill sets to 
manage client assets beyond just recom-
mending traditional retirement plan in-
vestment lineups. Some advisors have been 
developing (in concert with other service 
providers) their own investment portfolios 
that are intended to provide additional 
efficient investment opportunities to their 
clients.

• Develop multiple employer plan struc-
tures. Many advisors rolled out or were 
working on rolling out multiple employer 
plan structures before the DOL’s 2012 
guidance. Even though this guidance 
put limits on multiple employer plans, 
many advisors have continued to work 
to develop collective structures for plan 
design, fiduciary structure (often with the 
advisor’s role integrated into the plan) and 
collective investment structures to create 
comprehensive products that benefit their 
clients. 

Advisors looking to expand their ser-
vices at this area should tread carefully—
there are a number of prohibited transac-
tion and other ERISA concerns that need 
to be addressed when an advisor takes a 
role in one of these structures. Failure to 
address those concerns can have signif-
icant and dramatic financial impact on 
both advisor and client. If the services are 
properly implemented, however, advisors 
can play a significant role in the collectiv-
ization of retirement plans. N

»   David N. Levine is a principal with the Groom Law 
Group, Chartered, in Washington, DC.

any advisors are focused on 
“automatic everything” plan 
designs as a way to increase 
plan participation and savings. 
However, there is an increasing 
focus on another approach 
that is designed to increase 

participation and savings: the use of collec-
tive plan designs and investment structures. 
Many collective structures are already in 
use, including:
• Multiple employer plans. Historically, 

multiple employers outside a controlled 
group (but with some level of non-plan-re-
lated common bond) have participated in 
traditional “affiliated” multiple employer 
plans. More recently, some advisors and 
service providers have worked to develop 
“unaffiliated employer” multiple employer 
plans. However, in 2012, the Department 
of Labor issued two Advisory Opinions 
rejecting the position that truly unaf-
filiated employers can participate in a 
single multiple employer plan for ERISA 
purposes, thus impacting the growth of 
these plans. At this point, the IRS has not 
formally weighed in on its view on unaf-
filiated employers participating in a single 
multiple employer plan.

• Collective investment trusts. Collective 
investment trusts have long been used as 
an alternative to using mutual funds in 
the larger plan marketplace because of 
the fact that they are sometimes (but not 
always) cheaper than parallel mutual fund 
options. More recently, many advisors and 
service providers have introduced collec-
tive vehicles to smaller plans that would 
not historically have included them.

• Outsourced investment fiduciary ser-
vices. A number of advisors and service 
providers have introduced outsourced 

Using collective plan designs and investment structures can increase 
participation and savings — but tread carefully.

BY DAVID N. LEVINE
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I N S I D E  I N V E S T M E N T S

eyond the DC investor, there are 
three primary providers that affect 
investor outcomes: the plan spon-
sor, the record keeper (or TPA) and 
the investment advisor (or consul-
tant). As it relates to improving 
outcomes, it is not necessarily the 

case that all three parties will agree on the 
best course of action. 

Nonetheless, to maximize the impact 
of dollars being contributed to DC plans, 
it is critical that plan sponsors and their 
DC providers work in tandem to enhance 
outcomes. The investment advisor (due to 
its potential fiduciary role) is in the best 
position to affect outcomes; however, the 
degree to which it can be effective can vary 
quite widely from plan to plan.

Plan Sponsor
The assumption often is that plan 

sponsors have a deep and abiding interest 
in improving DC outcomes. For many this 
may be true, but it is certainly not the case 
with a majority of plan sponsors. Though 
most plan sponsors will make changes to 
enhance outcomes, they will do so only if 
the cost is not considered overly steep. 

It is important to consider that the 
employer has dedicated (within a certain 
range) a certain dollar amount to fund 
and manage its DC plan. The plan advisor 
must work within these parameters when 
suggesting that the plan sponsor make 
potentially costly plan design changes. For 
example, how do the default contribution 
level, auto escalation and the structure of 
the company’s match affect savings levels 
and employer costs?  

 The impact of these plan design 
features can vary greatly based on plan de-
mographics. It is important to sift through 
these various factors so as to arrive at a 

do-it-for-me participants consistently 
achieve better outcomes than do-it-myself 
investors, many record keepers persist in 
presenting decision trees that effectively 
turn all DC investors into do-it-myself 
investors. 

Investment Advisor
The investment advisor’s explicit role is 

to create a process and procedural frame-
work for selecting and deselecting funding 
options in the plan’s investment lineup. Un-
fortunately, best practices do not necessar-
ily follow from simply ensuring that good 
processes and procedures are in place. In 
fact, many of the best practices should be 
viewed with a somewhat critical eye. Here 
are some to think about.

It is important that a plan have an  
investment lineup of all high-performing 
funds

Most managers hold investment 
processes and philosophies that fall in and 
out of favor. Therefore, a recent high-per-
forming fund may have more to do with a 
manager’s style of investing being favored 
by a recent market cycle rather than expert 
security selection on the manager’s part. 

This is not meant to build a case for 

structure that balances the need to remain 
under the employer’s allocated expense 
ceiling while managing expenditures and 
maximizing participants’ level of savings. 
One practical starting point for discussion 
are the observations and recommendations 
found in Shlomo Benartzi’s book, Save 
More Tomorrow: Practical Behavioral Fi-
nance Solutions to Improve 401(k) Plans.

Record Keeper
Plan advisors have different levels of in-

fluence with the various record keeping pro-
viders, of both the bundled and unbundled 
variety. An advisor’s influence can often 
be direct, such as when the record keeper 
falls under the same corporate umbrella. At 
other times, the relationship may be entirely 
new, with both the advisor and the record 
keeper working together to determine the 
boundaries of their relationship. 

In many, if not most, situations there is 
significant overlap between record keepers 
and investment advisors. Plan design and 
employee communication programs are 
two areas that often require a great deal of 
coordination. While the investment advi-
sor is clearly responsible for providing an 
investment lineup and an asset allocation 
implementation strategy, how DC investors 
construct their investment program can be 
significantly affected by the way the record 
keeper, through its enrollment systems, 
presents participants with their investment 
options. 

For example, are the investments 
presented as a long list of core options in a 
menu format along with a long list of asset 
allocation options? Or are the participants 
presented with two investment options: 
“do-it-yourself” or “do-it-for-me”? While 
numerous studies (e.g., Financial Engines, 
Fidelity, John Hancock) have shown that 

B
BY JERRY BRAMLETT

Improving DC Outcomes: 
A Joint Effort
Responsibility for optimizing outcomes is shifting toward the 
advisor as coordinator of best practices among providers.

Best practices do not 
necessarily follow from 
simply ensuring that 
good processes and 
procedures are in place.”
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passive versus active so much as it is to say 
that is better to have long-term measures 
when monitoring fund managers based 
on multiple market cycles. Studies have 
shown that maintaining a pristine lineup of 
top-performing funds can create substan-
tial long-term underperformance. (Towers 
Watson, 2012, “The Cost of Trigger-Happy 
Investing”) 

Considering what is most important, 
studies have consistently demonstrated 
that the most significant impact on portfo-
lio performance is not individual security 
selection, but the asset allocation policy. 
(Brinson, 1986; Ibbotson, 2000) If the asset 
allocation is not appropriate for an individ-
ual participant given his or her risk profile, 
then the high-performing lineup is not of 
much help.

It is important that DC investors have ac-
cess to asset allocation vehicles

It is true enough that having good asset 
allocation constructs is critical, especially 
given the great difficulty (or near impossi-
bility) of teaching participants how to allo-
cate their assets. However, it is not of great 
importance to offer the “best” asset alloca-
tion program. A leading managed account 
provider, in its own study, indicated that the 
big gap in performance was not so much 
about asset allocation methods (target-date 
funds or managed accounts) as it was about 
whether or not a DC investor actually 
embraces a do-it-for-me model. (Financial 
Engines and Aon Hewitt, 2104) 

Having an asset allocation program in 
place is only positive if these programs are 
adopted by a large numbers of participants. 
As a general rule of thumb, it is generally 
accepted that 80% of DC investors ought 
to be 100% in an asset allocation vehicle 
or program. While the numbers will vary 
based on demographics, if the uptake of the 
asset allocation options is low, something is 
wrong. Most likely the reason will be that 
the communication framework is doing a 
poor job of channeling DC investors into 
risk appropriate asset allocation vehicles or 
programs. 

Enrollment defaults is an effective means of 
improving investor outcomes

There are two challenges when default-
ing participants. The demographics (e.g., 

high turnover) can make dealing with the 
administrative headaches of defaulting not 
worth the extra cost and effort. More im-
portantly, if the default is set too low, given 
that many participants never revise their 
defaulted numbers, it is often the case that 
a much higher savings rate could have been 
achieved by a more active enrollment effort. 

The focus ought to be on helping par-
ticipants determine their replacement ratios 
and then target savings to meet that future 
income requirement.

From a mathematical standpoint, this 
all sounds well and good. However, there 
are several challenges with this approach 
to education. For most DC investors, from 
the time they sign up until they retire, their 
situations will change in many ways that are 
unknown at the time of enrollment. 

At best, a replacement ratio is a rough 
guess as to what participants will actual-
ly need at retirement. Will they continue 
to work in retirement? What other assets 
and sources of income will they have in 
retirement? Will they be helping out other 
family members with their financial needs? 
What will be the condition of their health in 
retirement?  

A replacement ratio is only one way 
to look at future needs. Most retirees wish 

they had saved more — every bit of “ex-
tra money” in retirement helps. A more 
effective message is that the future is filled 
with uncertainties and that people have 
a much greater tendency to spend rather 
than to save. 

A stricter means of dealing with what 
will be required in retirement is to plan 
for the worst. This means that one should 
always save up to the match amount and, 
if at all possible, save up to the maximum 
amount the plan will allow. “Save until it 
hurts; and when it hurts more, save more” 
ought to be the mantra in a world experi-
encing a “demographic cliff” compounded 
by a slow growing, low yielding economy 
and the potential that science may find all 
sorts of ways to keep people living longer. 

This is not to say that “scare tactics” 
ought to dominate communication cam-
paigns. The truth of what the future looks 
like for many retirees is scary enough as 
it is.  There is no need for embellishment, 
only the unvarnished truth of what may 
lie ahead.

Bringing it All Together
In order to optimize investor out-

comes, the challenge needs to be attacked 
from all angles, and there should be 
smooth coordination among the plan 
sponsor and their various providers and 
counselors. The adoption of best practices 
would be best accomplished by designat-
ing the primary responsibility to a single 
provider, thus creating some certainty 
that enhancing investor outcomes, as the 
ultimate goal, would receive the focus it 
deserves. 

The current trajectory in the market 
seems to be moving closer to the invest-
ment advisor being that go-to provid-
er. Given that investment advisors are 
increasingly taking on a named fiduciary 
role, it would be natural for the advisor 
to assume the lion’s share of the respon-
sibility for ensuring that DC participants 
have the best investment outcomes  
possible. N

»  Jerry Bramlett was the founder, president and 
CEO of The 401(k) Company, the CEO of Benefit-
Street and the founder/CEO of NextStep. Currently 
he is engaged in industry consulting.

Improving DC Outcomes: 
A Joint Effort

An advisor’s influence 
can often be direct, 
such as when the record 
keeper falls under 
the same corporate 
umbrella. At other times, 
the relationship may be 
entirely new, with both 
the advisor and the 
record keeper working 
together to determine 
the boundaries of their 
relationship.”
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Q:   Why are auto-services a cause  
for alarm where millennials  
are concerned?

RITTER: Not necessarily alarm, but a more acute awareness. I think 
the issue is recognizing how often millennials change jobs. In a recent 
study, 91% of millennials said they plan to stay in their current job  
for less than three years. Up until now, auto-services were deployed 
on a very company-loyal demographic.

Follow this example of a 25 year-old new hire, assuming all employers 
offer both auto-enrollment and auto-increase:

She’s auto-enrolled at 3%. The next year it’s 4%, and the next year 
5%—then she switches jobs. She gets auto-enrolled at her new job at 
3%, and we see the same scenario where her contribution steadily 
increases—until she switches jobs again in three or four years.

You see where we’re going with this. Even though her employers offer 
auto-services, this participant may never get to 15% annual savings—the 
level that financial professionals say participants need to save every year 
in order to maintain their standard of living in retirement. That speaks to 
an increasing need for elevated default rates. For example, enrollment 
at 6% with 2% automatic increases up to a 20% cap.

Q:   What other consequences  
occur when millennials frequently 
change jobs?

COVER: When someone has as many as five or six jobs by the time 
they’re 35, they can quickly start to accumulate a growing number 
of retirement accounts. This screams for advisors, and the industry 
at large, to start helping participants aggregate these accounts. 
With so many employees changing jobs, there are increased roll-in 
opportunities. Advisors can provide guidance to providers and help 
facilitate rollovers into a current plan. Several providers are already 
doing this, and they are increasing plan assets as a result. Why not 
get in front of this trend and start to develop a scalable rollover service 
offering? Participants get the benefit of aggregated accounts; whereas 
sponsors could reap the potential benefits of increased plan assets.

Q:   How can advisors motivate sponsors 
to enhance their plan designs to 
help millennials retire with a better 
chance of sustaining their income 
during their retirement years?

RITTER: To get the attention of plan sponsors, advisors could ask  
them one pointed question: “Do you want your healthcare, payroll,  
and/or worker’s compensation costs to increase dramatically over the 
next 20 to 30 years?”

What I’m alluding to is the financial health of their employee population. 
If employees aren’t financially “fit” enough to retire at a reasonable age, 
they may end up working longer—much longer. An aging workforce 
could become an increasing liability with respect to health care 
premiums. Also, older employees are often paid higher wages than 
younger, newer employees to do similar work. But ultimately, the answer 
lies in how effective an advisor can be at demonstrating to sponsors that 
the benefits of immediate plan enhancements aren’t felt immediately.  
The benefits to both participants’ retirement outlook and the sponsors’ 
bottom line end up playing out over the next 20 to 30 years. 

In the end, we would hope that sponsors want to do what’s right for 
their participants—and therefore, advisors would do what’s right for 
their sponsors. We’re in this business to help participants of any age 
retire successfully. But we have a particular opportunity to do that with 
millennials, so that 30 years from now, we’re not trying again to solve 
another generation’s retirement income dilemma. 

4.4 years
Average tenure of American jobs today*

*Bureau of Labor Statistics

91%
Millennials who expect  
to stay in their current job 
for less than three years.

Unintended Consequences: 
AUTO-SERVICES AND MILLENNIALS 
As a leader in retirement plan services, T. Rowe Price is always exploring innovative ways to help 
plan participants better prepare for retirement. In 2000, we were one of the first to offer auto-services 
to clients. Since that time, the participant landscape has evolved dramatically.

Senior Financial Planner Stuart Ritter, CFP®  
and Head of Distribution Services, Mark Cover,  
discuss this evolution, what it means to the  
industry, and how advisors can implement  
strategies to engage the next great wave 
of investors.

Q:   With so much emphasis on  
solving the baby boomer  
retirement income dilemma,  
why the focus on millennials?

COVER: There are really two reasons that advisors should not only 
care, but that advisors need to care, about millennials. 

First, we need to recognize that since the inception of the 401(k)  
in 1981, it has served mainly as a supplemental source of retirement 
income for baby boomers. The vast majority of American workers  
used to have defined benefit (DB) plans or pensions, on top of  
a much more stable and well-funded Social Security system. 

Fast-forward 30 years. Today, defined contribution (DC) plans are— 
and will continue to be—the primary retirement savings vehicle for 
“future generations. DB and pension plans are luxuries of the baby 
boomer generation, and while Social Security isn’t going belly up,  
there is a more realistic probability of a future reduction in benefits. 

Most advisors want to help participants improve their retirement 
outcomes, and we owe it to ourselves as financial professionals  
to help participants succeed. When they win, we all win. When more 
employees enroll in their companies’ retirement plans and when they 
save more, plan assets go up. That’s a win for participants, sponsors, 
and everyone involved in helping the plans. A rising tide lifts all ships.

Secondly, advisors need to think about the future of their own practices. 
For the past three decades, they have focused on baby boomers: 
establishing business models, services, and value propositions catering 
to the savings habits and preferences of that generation. If advisors 
view the future of their business through the same baby boomer lens, 
there is an inherent risk in failing to innovate—and failing to successfully 
engage the next wave of investors.

Millennials behave and save far differently than baby boomers, and they 
are very different employees than baby boomers. It will require a change 
in strategies and tactics for advisors, because millennials will make or 
break many of them over the next 10 to 15 years.

Millennials communicate, 
save, and are more mobile 
than baby boomers.

There is an inherent risk to 
advisors of failing to innovate 
their practice, and failing to 
successfully engage the next 
wave of investors.

Discover other ways to set yourself, and your clients, up for future success at troweprice.com/dc, or call 800-371-4613.
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There is an inherent risk to 
advisors of failing to innovate 
their practice, and failing to 
successfully engage the next 
wave of investors.

Discover other ways to set yourself, and your clients, up for future success at troweprice.com/dc, or call 800-371-4613.

ADVERTISEMENT

Stuart Ritter
Senior Financial 
Planner, CFP®

Mark Cover
Head of Distribution 
Services - 
DCIO & VA
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portantly, these trust results varied by record 
keeper, from a high of 38% to a low of 15%. 
Nonetheless, all record keepers are facing 
substantial gaps in confidence and trust. 

Trust Matters
Let’s turn to the question of why trust 

matters to participants and should mat-
ter to record keepers and advisors alike. 
Multivariate analyses showed that trust 
determines the extent that a participant will 
engage with the record keeper as a partner 
in reaching retirement. Specifically, we see 
that trust affects:
• deferral rates;
• the number of times a participant will 

reach out to their record keeper for 
assistance and information;

• participants’ likelihood of looking to 
their record keeper for help in calculat-
ing the amount of money they need to 
retire; and 

• participants’ likelihood of using other 
products and services with the record 
keeper (which is very important to note 
if you are looking to market rollover 
IRAs or retirement income products).

able to DC participants, so as an industry 
we should be concerned. To understand the 
level of trust and confidence DC partici-
pants have in financial institutions and their 
respective record keepers, Boston Research 
Technologies and the National Association 
of Retirement Plan Participants embarked 
on a study of both confidence and trust 
levels among 5,000 randomly selected DC 
participants. We also studied their impact 
on behavior as it relates to their DC plan.

The study found that only one in five 
participants (19%) said they have a “great 
deal of confidence” in the people running 
America’s banks and financial institutions, 
in general. When asked how much they 
trusted banks and financial institutions to 
do what is right, a paltry 12% said “just 
about always.” Interestingly, almost half 
(45%) said they trust financial institutions 
to do the right thing “most of time, but not 
always.” These are not great scores for an 
industry whose key positioning attributes 
are confidence and trust.

We wanted to make the study up-close 
and personal, so we asked participants these 
same two questions about their respective 
record keeper. (If you’re wondering how par-
ticipants even know the name of their record 
keeper, in controlled studies where we knew 
the correct answer based on lists supplied 
by record keepers, BRT has been able to get 
more than 90% accuracy on this variable by 
simply asking the participant: “Who sends 
you your statement?”) The results were not 
much better. Participants said they have a 
“great deal of confidence” in the people 
running their record keeper in 37% of the 
cases. Asked how much they trusted their 
record keeper to “do what is right,” one in 
four (26%) said, “Just about always.” 

So we see a severe confidence and trust 
gap looking at financial institutions in gener-
al and with the respective record keeper. Im-

uch has been written about the 
key determinants of participant 
behavior over the years. These 
studies have focused on factors 
such as age, income, gender, 
household cash flow and other 
demographics. Studies have also 

focused on psychographics such as risk aver-
sion, saving versus spending propensities, 
long-term versus short-term orientation, etc. 

However, there has never been a study 
about how a participant’s confidence and 
trust in the organization administering their 
plan affects their behavior. There are several 
well-known studies on consumer confidence 
in the institutions and authorities that affect 
their daily lives. Gallup, for example, has 
been studying confidence in our institutions 
for decades. Interestingly, in a June 2014 
Gallup study, consumers show the highest 
level of confidence (i.e., percent who have a 
“great deal” or “quite a bit” of confidence) 
in the U.S. military (74%). Their sec-
ond-highest level of confidence is in small 
business (62%). However, their confidence 
in banks and big business is only at 26% 
and 21% respectively. (For context, “news 
on the internet” comes in at 19%.)   

Stated inversely, approximately three 
out of four consumers only have some or 
no confidence in banks or big business. In 
a related study, Prof. Lindsay A. Owens at 
Stanford University issued a paper, “Confi-
dence in Banks, Financial Institutions and 
Wall Street, 1971-2011,” that showed only 
11% of consumers have a “great deal of 
confidence” in the people running U.S. banks 
and financial institutions, a 40-year low.

Confidence and Trust Among Participants
While those findings are interesting, 

what the studies didn’t analyze is the behav-
ioral impact of these low confidence levels. 
Arguably, the findings are generally project-

Research reveals the five drivers of trust in the DC plan marketplace.WARREN CORMIER

M There has never 
been a study about 
how participants’ 
confidence and trust 
in the organization 
administering their plan 
affects their behavior.”

N A P A  N E T  T H E  M A G A Z I N E18



I N S I D E  T H E  P L A N  P A R T I C I P A N T ’ S  M I N D

scoring well on the five drivers of trust 
above would certainly be prudent. N

»  Warren Cormier is president and CEO of  
Boston Research Group, author of the DCP suite of 
satisfaction and loyalty studies, and director of the 
NAPA Research Institute. He also is cofounder of 
the Rand Behavioral Finance Forum, along with Dr. 
Shlomo Bernartzi.

Clearly, without a relationship based on 
trust, the participant is far less likely to be 
engaged with the record keeper and, argu-
ably, the plan itself. I would go further and 
say there is less engagement with the topic 
of retirement saving.

The study also produced parallel results 
for 809 plan sponsors. I believe this study 
has important implications for record keep-
ers and advisors. Interestingly, plan sponsors 
showed a similar distrust and lack of con-
fidence in financial institutions as partici-
pants: Only 23% of sponsors say they have 
a “great deal of confidence” in the people 
running banks and financial institutions in 
general and a tiny 9% feel they can “almost 
always trust banks and other financial insti-
tutions to do the right thing.” 

However, when looking at the ratings of 
their own record keeper, plan sponsors, com-
pared with participants, showed far greater 
confidence and trust. Three-quarters (76%) 
said they have a “great deal of confidence” in 
the people running the show and two-thirds 
(65%) said they can “always trust” their 
record keeper to do the right thing. Essential-
ly, plan sponsors feel they have been able to 
select capable and trustworthy record keepers 
from a sea of institutions that are neither 
capable nor trustworthy. It is noteworthy, 
however that the level of trust across record 
keepers ranges from 85% to a low of 40%. 

Drivers of Trust
As a final step we conducted an analysis 

to determine what drives plan sponsors’ 
trust levels up as well as down. The answers 
have relevance, I believe, to all providers 
— including record keepers and advisors. 
Specifically, the models show that there are 
five factors that build trust.

1. Excellent service/strong recovery if a 
problem occurs. It’s always better to 
avoid problems (particularly partici-
pant problems). But when they occur, 
a swift and permanent recovery will 
certainly repair the damage done by 
the problem initially. 

2. Overcoming inherent negative bias of 
financial institutions in general. Provid-
ers need to be cognizant that pessimism 
exists and this general lack of trust is 
working against the depth of trust in 
their own relationships. Given that the 
natural predisposition is that financial 
institutions are not always trustworthy, 
providers need to be constantly reinforc-
ing that they stand out from the crowd.

3. Understanding the plan sponsor’s 
specific needs. Trustworthiness is hard 
to prove when the provider only superfi-
cially understands the challenges the 
sponsor is facing regarding design and 
participant needs. Looking at recent 
DCP data, only half (54%) of plan 
sponsors strongly agree their record 
keeper has a deep understanding of 
their plans’ needs. 

4. Valuing the plan sponsor’s business. 
Plan sponsors clearly want to know 
their providers are appreciative of the 
business relationship and will perform 
in a way that preserves their loyalty. 
In fact, we see that this element, along 
with trustworthiness, is key in placing 
the provider in the winners’ circle in 
tight competitions for new business.

5. Accountability — following through on 
promises. Doing what you promise is 
an obvious driver of trust. However, the 
news here is that less than half (45%) 
of plan sponsors say their record keeper 
has completely done so. 
The take-away: Trust matters, and it 

matters a great deal. Clearly, participants are 
showing a serious weakness in trust in their 
record keepers. And while not as weak as 
among plan sponsors, trustworthiness is not 
a term that plan sponsors would universally 
apply to their record keeper. 

In future studies we will address the 
perceived trustworthiness of plan advisors 
and the consequences. But until then, it is 
reasonable to assume that more work is 
needed on that aspect of the advisor/plan 
sponsor relationship. Ensuring that you are 

Trust determines 
the extent that a 
participant will engage 
with the record keeper 
as a partner in reaching 
retirement.”

19F A L L  2 0 1 4  •  N A P A - N E T . O R G

Most plan sponsors trust their advisors but 

expect them to work aggressively on behalf of 

participants, according to a study by Brightwork 

Partners LLC for the Principal Financial Group. 

Brightwork found that 66% of the plan 

sponsors it studied expect their advisors to be 

aggressive in promoting retirement income plan-

ning that’s centered on participant outcomes. Two 

thirds said that they gauge the success of their 

401(k) plan by the extent to which it effectively 

prepares participants for their retirement.

Just over three-quarters of the plan sponsors 

consult with an advisor regarding plan design 

as a way to improve service for participants. And 

nearly 85% said they want to spend more time 

assisting participants in planning their retire-

ment income.

The results suggest that the plan sponsors are 

not sure that their advisors’ priorities align with 

making participant outcome the primary concern. 

Strong majorities — 64% and 63%, respective-

ly — think that their advisors’ main focus is on 

high plan participation rates and offering an 

attractive array of funds.

WHAT DO PLAN  
SPONSORS EXPECT  
FROM ADVISORS?
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et’s start with two questions:
1.  Will you be able to produce appropriate 

participant outcomes if your client is 
able to satisfactorily complete a fiduciary 
audit and demonstrate complete compli-
ance with ERISA and DOL regulations? 
o Yes.
o No. 

2.  What has the greatest impact on partici-
pant outcomes? Check the one response 
which you think is most correct:
o   Your status as a 3(38) or 3(21) 

advisor.
o   Whether your target date funds 

are “through” or “to.”
o   Whether you use active versus 

passively managed investment 
options. 

o   Whether you have chosen a skilled 
record keeper and administrator. 

o   Participant trust in the plan spon-
sor.

o   Whether you are controlling and 
accounting for fees and expenses.

o   Whether you can sign off as a 
fiduciary advisor.

o   Automatic features, such as enroll-
ment and escalation.

With regard to the first question, I 
think your answer is going to depend upon 
the amount of experience you have in the 
retirement industry and the number of 
plans you have had the privilege  
of serving:
• If you’re new to the industry, I suspect 

you answered “yes” — if a plan is 
complaint with fiduciary, ERISA and 
DOL requirements, then it should be 
able to produce appropriate partici-
pant outcomes. 

If there is a direct correlation between 
trust in the plan sponsor and partici-
pant outcomes, then participants who 
trust their plan sponsor will likely 
achieve better retirement outcomes 
then participants who do not. 
A 401(k) plan is almost always pre-

sented as a benefit offered by the compa-
ny; therefore, it will likely be viewed by 
employees as an extension of management. 
If employees don’t trust the company 
they work for, or if they’re not passionate 
about the work they are doing, then it is 
highly likely that they’re going to have a 
similar negative reaction to their 401(k) 
plan. Following are data that support this 
hypothesis.
• EBRI reported that only one out of 

four workers who obtained retire-
ment advice from an advisor followed 
through on the advice. The number 
one reason for not taking the advice 
was that the worker did not trust it. 

• Warren Cormier, noted researcher and 

• If you’re a retirement industry veteran, 
I suspect you answered “no” — you’ve 
been around long enough to realize 
that being in compliance is not enough.  

• If you’re a “tweener” — that is, you 
have three to five years in the industry 
and you are serving between five and 
10 plans, I suspect you’re struggling 
with the answer. You’re beginning 
to question whether your continued 
efforts to introduce clients to better 
practices and procedures will actually 
result in a material improvement to 
participant outcomes.
Unlike the first question, regardless of 

the amount of time an advisor has in the 
industry, the responses to the second ques-
tion are going to be considerably different, 
and each advisor is going to be passionate 
about defending his/her response.

So, how would I answer the two ques-
tions? 

To the first question, no. Being com-
pliant is not enough. The fact that you can 
put a check in every box of a fiduciary 
audit does not mean that a plan is being 
prudently managed and will produce ap-
propriate participant outcomes. Something 
more needs to be done, and that something 
more is going to be different for every plan. 
What will be the same is that the answer is 
going to require a leadership and steward-
ship response — from you and the plan 
sponsor. 

To the second question, I believe the 
answer is: Participant trust in the plan 
sponsor. Great companies that inspire em-
ployee trust are far more likely to produce 
better retirement outcomes than companies 
that do not. Stated as a hypothesis: 

What Has the Greatest 
Impact on Participant 
Outcomes?
You could be offering the wrong advice if you have not factored in whether 
employees and participants trust their plan sponsor.

BY DONALD B. TRONE

It’s your job to help 
the plan sponsor 
identify how the 
401(k) plan is going 
to become a point of 
inspiration.”

L
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“I’M NOT AN 
  ADMINISTRATOR. 
  I’M AN ADVISOR.”

#AdvisorVoices We get it. You want to spend more 
time in front of your clients and less 
time behind your desk. So lighten 
your administrative workload with 
the Retirement Partners Tool Suite. 
An integrated set of tools to help 
you streamline the RFP process, 
recommend and monitor investment 
lineups, benchmark plan fees, and 
much more. That way you can focus 
on growing your business, while we 
focus on supporting it.

To learn more, download our white 
paper at Smart251.LPLNow.com, 
call 1-866-598-7121 or join the 
conversation on Twitter using 
#AdvisorVoices.
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You will find that nearly every retire-
ment plan client and prospect will state 
that their employees are one of their most 
important assets. Yet, few will be able to 
articulate how they inspire and engage 
their employees. Inspiration and engage-
ment are the two most important prerequi-
sites to building trust. 

I would not suggest you open with the 
following question, but at some point in 
an initial meeting you might ask a pros-
pect the pivotal question: What’s inspiring 
about your 401(k) plan? After thinking 
about that question, most prospects will 
likely say, “Absolutely nothing.” That 
response will lay the groundwork for your 
new value proposition — it’s your job to 
help the plan sponsor identify how the 
401(k) plan is going to become a point of 
inspiration. 

Helping the plan sponsor build trust 
with its employees and participants is 
far more important to the sponsor than 
whether you’re serving as a 3(38) or 3(21) 
advisor, whether your TDFs are “through” 
or “to” or whether you prefer passive or 
active money management. Plan sponsors 
understand leadership—but they struggle 
with understanding “fiduciary.” 

So, where do your retirement plan cli-
ents fall along this spectrum? Which have 
strong employee and participant engage-
ment, and which do not? As a retirement 
advisor who shares in the responsibility for 
producing appropriate participant out-
comes, you need to become more familiar 
with each plan sponsor’s ability to build 
trust. Such an understanding is not going 
to be found in a fiduciary checklist. You 
could be doing everything right from a best 
practices standpoint and still be offering 
the wrong advice if you have not factored 
in whether employees and participants 
trust their plan sponsor.   N  
»  Donald B. Trone, GFS® is the founder and CEO of 

3ethos and is the coauthor of the newly released 
book, LeaderMetrics®: What Key Decision-makers 
Need to Know When Serving in a Critical Leadership 
Role. He was the principle founder of the Founda-
tion for Fiduciary Studies, fi360 and the AIF and 
AIFA designations, and was the first person to lead 
the Institute for Leadership at the United States 
Coast Guard Academy.

fellow columnist for this magazine, 
worked on the team that developed 
the survey instrument used by LRN to 
measure how governance, culture and 
leadership influence employee behavior 
and corporate outcomes. According to 
LRN’s most recent survey:
a.  3% of employees believe they work 

for an organization that is based on 
trust, shared values and principles. 

b.  54% believe they work for an 
organization that is rules-based and 
motivated by individual self-inter-
ests.

c.  43% believe they work in an envi-
ronment of blind obedience — that 
is, they are subjected to coercive, 
autocratic authority.

• For the past 14 years Edelman has 
conducted a survey to measure em-
ployee trust. When employees were 

asked, “Who is trusted most to provide 
you with credible and honest infor-
mation about a company’s employee 
programs, benefits and working condi-
tions?”, 22% said the company’s CEO; 
66% said another employee.

• Gallup conducts an annual survey on 
employee engagement. The most recent 
study reveals that only 30% of em-
ployees feel they are engaged at work; 
52% are not engaged, and 18% are 
actively disengaged.

•  In 2012, Right Management, a sub-
sidiary of Manpower Group, surveyed 
American workers and found that:
a. 19% are satisfied with their jobs
b.  16% are somewhat satisfied
c.  21% are somewhat unsatisfied
d. 44% are unsatisfied

• In 2013, the Public Affairs Council 
conducted a survey in which only 9% 
of the respondents indicated that they 
felt CEOs were honest and could be 
trusted. 

• In a recent survey conducted by 
Express Employment Professionals, 
respondents indicated that the leading 
cause of stress in the workplace was 
poor leadership. 
The evidence is overwhelming: Rough-

ly 70% of American workers are not in-
spired and do not trust senior management. 
The results are even more discouraging 
when you consider that these disengaged 
employees are less productive, less innova-
tive, produce more customer complaints, 
have more on-the-job accidents, and have 
higher absenteeism. Hence the hypothesis 
— disengaged employees and participants 
are less likely to take full advantage of 
their company’s retirement plan because 
they don’t view themselves as long-term 
employees.   

What Has the 
Greatest Impact 
on Participant 
Outcomes?”

How seriously do retirement plan advisors 

take their responsibility to help bring about 

favorable outcomes for individual plan 

participants? 

NAPA Net set out to answer to that ques-

tion in a video posted on NAPA Network, our 

video channel. The video features commen-

tary by Michael Coelho, AIF, of SageView 

Advisory Group and Tim Dougherty, MSFS, 

CFP, ChFC, CFC, of Windsor Financial Group.

See for yourself. Go to napa-net.org and 

click on the “Videos” link in the nav bar to 

reach the NAPA Network page. Then scroll 

down to the “Focus on Successful Out-

comes” video.

FOCUS ON  
SUCCESSFUL  
OUTCOMES
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study the matter, three through legislation 
and one through executive order by the 
governor. None have implemented measures 
that establish auto IRA bills. Yet.

The spaces on the American game 
board where some form of state retirement 
plan coverage solution is in play are scat-
tered around the map, but they are in every 
region. Following is a look at what has been 
happening in selected states. 

Arizona 
The Arizona legislature is consider-

ing a measure that sponsor Rep. Martin 
Quezada (D) hopes will bridge the canyon 
between some employees’ current retire-
ment readiness and their account balance 
when they retire. HB 2063 would establish 
the Arizona Secure Choice Retirement Sav-
ings Program, through which employees of 
private-sector employers with five or more 
employees would be covered by a state-
run auto IRA if they are not covered by an 
employer-provided retirement plan. The bill 
was introduced on Jan. 22 and is currently 
before the House Appropriations and Rules 
Committees. 

California 
California has a penchant for dramati-

cally charting its own course. So it comes as 
no surprise that it was the first state to en-
act legislation on auto IRAs. And in typical 
California fashion, the measure it adopted 
is very much a hybrid.  

Gov. Jerry Brown (D) on Sept. 28, 2012 
signed into law SB 1234, a measure that au-
thorizes the establishment of an automatic 
enrollment retirement savings plan for the 
more than six million California workers 
who do not have access to an employer-pro-
vided retirement plan. 

t’s your turn, and you draw a card. Perhaps 
it says, “Proceed to Go.” Or maybe it says 
“Free Parking,” the space where a game 
piece sits in limbo, waiting to move to a 
place named for a state, where the player 
can build his or her nest egg. It’s Auto IRA, 
and it’s no game, but a real-life undertaking 
by a number of states, concerned about the 
retirement readiness of an aging populace, 
frustrated by the perceived lack of employ-
ment-based coverage, hoping to leverage the 
administrative and investment aptitudes of 
the existing state pension infrastructures, 
and/or looking to make some political hay 
over the logjam of national politics. The 
issue is coverage, or more precisely, creat-
ing a ready ability for workers to save for 
retirement that leverages the convenience of 
payroll deduction and the power of auto-
matic enrollment that has helped so many 
who already have access to such programs.  
At the core of these state-based designs — 
and at present, most are little more than a 
rough schematic — is the requirement that 
employers who do not currently offer a 
workplace retirement plan provide a payroll 
deferral option for their workers. Many of 
these programs contemplate coupling that 
with an automatic enrollment of workers in 
an IRA. The rules say that employees may 
raise or lower their contributions; they also 
may opt out. How players fare depends on 
the space — or, more accurately, state — 
where the employee is located. 

Well, not just yet. But maybe soon. 

To date, there are more than a dozen 
states that have at least considered allowing 
auto IRAs; in some of them, the measures 
are already dead, but in others they are 
pending. Four states are creating boards to 

I

Status of Auto 
IRA Legislation
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sector workers. 
Andrew Remo, ASPPA’s Congressio-

nal Affairs Manager, points out that Con-
necticut’s law has some unique features. 
It actually funds the feasibility study with 
state money (unlike California) and sets 
clear implementation deadlines. It estab-
lishes a clearinghouse to help employers 
identify vendors of private retirement 
plan products. And it requires that private 
employers with five or more employees 
that do not offer an employer-sponsored 
retirement plan to their employees partici-
pate in the public retirement plan. 

Illinois
The Land of Lincoln has had more 

than its fair share of political turmoil of 
late, but that hasn’t kept Illinois from 
moving ahead on its auto IRA proposal. 
Unlike most of the other states, rather 
than first commissioning a study on how 
best to approach the subject, enabling leg-
islation in the form of the Illinois Secure 
Choice Savings Program Act (S. 2758) was 
introduced this spring. 

The bill would create the Illinois 
Secure Choice Savings Program Fund out 
of money received from enrollees and 
participating employers, as well as a board 
to manage the fund. But the bill has not 
yet made it out of the House of Represen-
tatives; it is still pending before the House 
Rules Committee, though Miller says that 
the bill is currently “in hibernation.” 

Indiana 
The Hoosier State is considering a 

measure that at least has the potential 
to affect private-sector employers. Sen. 
Joseph Zakas’ (R-Granger) colleagues 
have passed SB 54, a bill he introduced 

Judy Miller, ASPPA’s Director of 
Retirement Policy, explains what the law 
says about California employers that are 
not providing such access: “Employers that 
do not choose a private provider would be 
defaulted to the ‘California Secure Choice 
Retirement Savings Program,’ a state-run 
payroll deduction IRA program. These em-
ployers would automatically withhold 3% 
of pay and forward those contributions to 
the state-run program for investment. Em-
ployees could opt out or elect to contribute 
more or less than the 3%. Employers’ only 
responsibility will be to withhold contribu-
tions from employees’ pay and forward the 
contributions on for investment.” 

The bill makes it clear that at any 
time, any employer can choose to set up 
a retirement plan with a private provider 
and stop withholding contributions for the 
state program. Miller adds that the law also 
provides that:
• state-run IRAs are to have a guaranteed 

rate of return declared in advance of the 
year;

• distributions are to be made in the form 
of lifetime income based on accumulat-
ed account balance at retirement; and

• the risks associated with these guaran-
tees must be privately insured. 
Those provisions aren’t in place yet, 

and won’t be until legislation is enacted that 
implements the program. And that can’t 
happen until the California Secure Choice 
Retirement Savings Program Board conducts 
a market analysis and feasibility study to 
determine whether the legal and practical 
conditions for implementation can be met. 
Another wrinkle — the state won’t pay 
for the study; instead, private nonprofit or 
for-profit entities, or the federal government, 
must fund it. Once it is finished with the 

study, the board is to submit it to the legis-
lature, which will then consider legislation 
authorizing implementation. And when that 
will happen, and how it might emerge from 
that process, remains anybody’s guess.    

Colorado 
Citing statistics that show that almost 

60% of Colorado private-sector workers 
overall, and 80% of employees who work 
for employers with fewer than 50 employ-
ees, do not have access to an employer-based 
retirement plan, the Colorado legislature is 
currently considering a bill that would set 
in motion preliminary steps that could lead 
to some type of auto IRA or other state-run 
retirement plan. Before any action is taken, 
however, House Bill 14-1377, which would 
create the Colorado Retirement Security 
Task Force, a body which would make 
recommendations on how to increase the 
percentage of residents in the state who 
have adequate retirement security, must be 
passed. The state House of Representatives 
passed the bill on May 1; it is still pending 
in the Colorado Senate.  

Connecticut
While no fewer than four of the six 

New England states have at least consid-
ered auto IRA bills, one of them, Connecti-
cut, has gone the farthest down the auto 
IRA road. Section 180 of the state budget 
that Gov. Dannel P. Malloy (D) on June 
13 signed into law (now Public Act No. 
14-217) establishes a board to study, and 
then implement, a public retirement plan 
for private-sector employers. That makes 
Connecticut the second state to at least get 
the ball rolling by creating a framework to 
make retirement savings through payroll 
deduction available to most of its private 
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savings program that would be available 
to small businesses and their employees, 
or would encourage and promote current-
ly available private-sector financial and 
retirement security opportunities for small 
businesses and their employees.

But Don’t Forget the Feds
Well before the recent spate of state 

initiatives, in February 2012, Rep. Richard 
Neal (D-Mass.) introduced H.R. 4049, a 
bill that would have established incentives 
on a national basis to encourage employers 
to offer auto IRAs. The bill did not become 
law, but at the time it even enjoyed biparti-
san support.  

Rep. Neal introduced similar legisla-
tion, the Automatic IRA Act of 2013 (H.R. 
2035), on July 8, 2013, this time without 
any Republican cosponsors. It was referred 
to the House Education and Labor Com-
mittee and is before the Subcommittee on 
health, Employment, Labor and Pensions. 

The auto IRA concept enjoys consider-
able support at the other end of Constitu-
tion Avenue as well, in the form of President 
Obama’s MyRA program (see sidebar).

just under half — 49% — of private-sector 
workers in the state participate in a retire-
ment plan and 36% do not have access to 
an employer-provided retirement plan. 

Oregon 
Like California to its south, Oregon 

is conducting a study. On Aug. 1, 2013, 
Gov. John Kithaber (D) signed into law 
HB 3436, a law that creates the Oregon 
Retirement Savings Investment Task Force. 
The task force is to make recommenda-
tions regarding retirement savings and for 
the establishment of the Oregon Secure 
Retirement Plan. The task force exists until 
March 31, 2016 and is to report to the in-
terim committee of the legislative assembly. 

West Virginia 
West Virginia soon may mine for infor-

mation that could lead to a retirement sav-
ings plan managed by the state government. 
Sen. Roman Prezioso (D-Marion) on March 
6 introduced Senate Concurrent Resolution 
91, a measure that asks the Joint Commit-
tee on Government and Finance to study 
the creation of a cost-effective and portable 
group government-managed retirement 

that calls for a study of local pension plans. 
The measure is currently pending before the 
House of Representatives. 

Louisiana
The Bayou State has a flavor and 

character all its own, and that holds true 
when it comes to addressing access to a 
retirement savings vehicle by employees of 
small businesses too — it is the only state in 
the Deep South considering such a measure. 
While not an auto IRA design, Sen. Troy 
E. Brown (D-Napoleonville) on March 10 
introduced SB 283, a bill that would create 
a portable retirement savings plan for pri-
vate-sector employees. The measure is now 
before the Committee on Retirement. 

Maryland 
Maryland is considering legislation 

that would require nearly all private busi-
nesses in the state to provide a workplace 
retirement savings plan for their employees. 
Senate Bill 921 would also establish the 
Maryland Secure Choice Savings Trust, 
which would be a state-run auto-IRA 
program for private employers that do not 
wish to use a private provider to satisfy the 
requirement. The bill was introduced on 
Jan. 31, 2014 and is before two commit-
tees: Budget and Taxation, and Finance.  

And the Executive Branch is acting as 
well. Gov. Martin O’Malley (D) in May 
announced the establishment of the Gov-
ernor’s Task Force to Ensure Retirement 
Security for All Marylanders to examine 
how to improve retirement security for 
private-sector employees in Maryland. The 
task force, whose members were announced 
in August, is to issue a report by Dec. 4. 
Among the reasons for forming the task 
force that O’Malley’s office cited are that 
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Like the auto IRA, President Obama’s “MyRA” program, 

unveiled early this year, is being created to help low- and 

middle-income workers who do not have access to an 

employer-sponsored retirement plan. Highlights of the 

program include:

• The initial investment can be as low as $25, and   

 additional contributions, which can be made  

 via payroll deduction, can be as low as $5. 

• Employers will not have the option of auto-enrolling

 workers in a MyRA. 

• There will be no fees. 

• Contributions will be invested in Treasury securities and

 earn a variable interest rate. (The model seems to be the  

 government securities investment fund of the federal Thrift  

 Savings Plan.) 

• Those earning under $191,000 a year are eligible to

 create a MyRA, with accounts rolling into a Roth once

 they reach $15,000.

Many experts are skeptical about how many people will contribute 

because of the voluntary nature of MyRAs and other factors. The 

program, slated to begin rolling out in late 2014 — hasn’t yet. 

The White House Solution: 

MyRA Accounts
GAMEPLAY

What’s Next 
NAPA/ASPPA CEO Brian Graff 

explains that concern over access to em-
ployer-provided retirement plans is growing 
and that that forms the backdrop for state 
efforts to address financial readiness for 
retirement. Said Graff, “The action in Illi-
nois, similar to the legislation in California, 
and similar bills being considered in almost 
a dozen other states reflects the rapidly 
increasing concern that too many Americans 
lack access to a workplace retirement plan. 
NAPA has been actively involved in Illinois, 
as well as other states active on this issue, to 
make sure that if legislation moves forward, 
the private retirement plan industry can 
continue to play a prominent role.”

Given that increasing concern, and the 
heightened attention state governments are 
paying to retirement readiness, Brandeis’ 
laboratories are poised to take action. Or 
can if they are not already. What the spaces 
on the game board offer the employee play-
ers when they land on them will continue to 
merit close attention. 

What’s in all this for advisors?  At a 
minimum, more individuals saving for, 
and thinking about, retirement — savings 
accumulations that might one day find their 
way into a workplace retirement program.  
The programs are likely to bring about a 
greater awareness on the part of employ-
ers, particularly smaller employers, about 
the importance of helping workers make 
financial preparations for retirement.  And, 
perhaps most significantly, it could provide 
advisors with the opportunity to work with 
employers frustrated by the limitations 
of the auto IRA offerings to “opt out” by 
putting in place a more robust retirement 
savings solution, such as a 401(k). N
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in the traditional way — personal con-
tacts, referrals, centers of influence. More 
and more RFPs are starting to show up in 
their mailboxes, but they still constitute a 
relatively small portion of their business  
— anywhere from 10% to 20%. 

“Three years ago we responded to six 
RFPs; last year we responded to 12; and so 
far this year (July 2014) we’ve responded 
to 12,” says Daniel Bryant, managing part-
ner of Sheridan Road Financial in Chicago. 
“We’ll probably respond to a couple dozen 
this year. We view it as the way business 
is going. Regardless of size, companies are 
feeling compelled, either by their attorneys 
or their committees, to go out and bench-
mark and use RFPs to find advisors. We 
welcome it 100% because we’re confident 
in what we do. We feel that if we have a 
meeting, our value proposition differentia-
tion factors play well.”

But then there are the blind squirrels, 
the advisors who earn their nickname from 
the adage, “even a blind squirrel can find a 
nut once in a while.”

“They have a relationship or they 
have a license but they’re not experts,” 
says Brett Shofner, senior vice president 
at American Portfolios in Delray Beach, 
Fla. “Working on a retirement plan might 
be 2% of their business. They happen to 
know a CEO or a CFO as golf buddies. 
They typically charge huge fees but they’re 
not doing much. So it’s not a bad thing 
to do an RFP for an advisor. If most wire 
house reps walk into one of my clients and 
says they could be their advisor, the client 

I
t’s no secret that plan sponsors are under 
increasing pressure to take their fiduciary 
duty seriously, particularly when selecting 
a plan advisor. Some of the pressure urges 
them to go with the lowest bidder; low fees 
are always in the best interest of their partici-
pants, they’re told. Others tell them it’s more 
complicated than that; safety and security do 
have a cost, even though that cost can also 
be fair and reasonable. 

But what does “reasonable” mean? 
What’s reasonable when it comes to fees 
and expenses in a 401(k) plan? If an advi-
sor claims to add value, exactly what value 
is that and is it worth the cost? Does the 
advisor have a track record or does she just 
talk a good game? Does she really have the 
expertise she claims to have?

These aren’t easy questions for sponsors 
to answer, particularly when it’s not their 
full-time job to answer them. So it’s not 
really so surprising that plan sponsors are 
turning to a tried and true technique that’s 
been used for ages in other parts of the busi-
ness world: the request for proposal (RFP) 
— with mixed results.

“The transition is from relationship 
business to not-completely-spreadsheet but a 
combination of the two,” says Fred Barstein, 
founder of The Retirement Advisor Universi-
ty (TRAU) and industry columnist for NAPA 
Net the Magazine. “It’s happening because it 
makes business sense and because fiduciary 
responsibility means you have to justify how 
you picked your advisor. ‘I met him on the 
golf course,’ or ‘he seemed really nice, I liked 
him, he has a lot of plans’ doesn’t cut it any-
more. Sponsors actually have to go out and 
conduct due diligence. It all makes sense but 
it’s just starting to hit home, and it’s starting 
to come down market.”

For advisors at the higher end of the 
market, responding to RFPs is nothing new; 
they’ve been doing it for years. “It’s part of 
our daily lives,” says Chad Wilson, director 
of investment consulting at PSA Financial 
Services in Baltimore. But it’s not necessarily 
second nature for advisors at the mid-to- 
lower levels of the market. 

Most advisors at that level are pro-
fessional consultants rather than product 
pushers, but they still develop their business 

RFP
RFP

The Pros and Cons of 
RFPs

Words on Paper

How do you embrace 
the concept and 
create the opportunity 
for responding to 
more of them?”
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we have in the industry to actually compare 
service models,” says Marc Zimmerman. 
“In the smaller market, plan sponsors aren’t 
using them. They have no concept of what 
they have from their advisors versus what 
they can have because they’re not doing any 
analytical work in the selection process. In 
order for the industry to improve holistical-
ly, the small market has to start thinking of 
their retirement programs like large-market 
plan sponsors do and analyze not just the 
vendors but the advisors as well. If we can 
get the small to mid-market sponsors to 
analyze their advisors, then all their plans 
will improve.”

“I’m not saying RFPs are a bad thing,” 
Shofner says. “If they’re done properly, it 
helps the good advisor. And the more good 
advisors we have, that improves the busi-
ness. If there was a place I could point them 
to show them how to do it correctly, I’m all 
for it. What’s more likely to happen is they’ll 
end up with some random, irrelevant RFP 
structure that’s not helpful for anybody.” 

It Pays to Educate the Sponsors 
Fortunately, he’s in luck. It turns out 

there are a number of resources for plan 
sponsors who want to know how to craft 
a well-tempered RFP that asks all the right 
questions, in the right language, and in an 
order that makes sense.

Trisha Brambley is founder and presi-
dent of Retirement Playbook, a consulting 
firm offering a full suite of services and tools 
to help plan sponsors select the best provider 
and advisory firm for their 401(k) plans. She 
got her bona fides by serving for 15 years as 
a plan advisor, so she has a pretty good idea 
of what sponsors need to know.  

“A lot of plan sponsors don’t under-
stand what’s involved in selecting a quality 
advisor,” says Brambley. “Left on their own 
they often select only on fees, and that’s 
not good. An advisor has a serious role to 
play, one that will protect the sponsor from 
lawsuits and penalties and not having their 
employees be ready for retirement.”

Retirement Playbook provides basically 
three levels of service. One is a full search, 
an in-depth review that starts with educating 
the investment committee about the kinds of 
advisors out there, all the way through to a 
short list of who will receive an RFP. Then 
they customize the RFP for the client, and 

reputation as we’ve grown. We have 260 
clients in 23 states. We’re seen as thought 
leaders in the industry so we speak at a lot 
of conferences. Some of it’s word of mouth, 
some of it’s centers of influence — law firms, 
accounting firms, record keepers. Companies 
go to a lot of different sources to find out 
who to talk to for RFPs. I think we have 
enough tentacles out there now where we’re 
touching quite a few of these.”

Garbage Out, Garbage In
It wasn’t receiving his first RFP seven 

years ago that shocked Bret Shofner, it was 
the low quality of the RFP. Sponsors have 
been accustomed to shopping for record 
keepers with RFPs for years, so it’s not 
surprising that they sometimes pull one of 
those off the shelf and use it to shop for an 
advisor. It’s a practice that results in unclear 
goals, irrelevant and disorganized questions, 
and all-around confusion. If sponsors are 
sending nothing but garbage out, it may be 
unrealistic to expect anything but garbage 
in from advisors. And that’s not the way 
professional advisors want to operate.

“And I’m not talking about small 
plans,” he says. “These were publicly traded 
companies. At that level I expected better. 
They’re making decisions that affect thou-
sands of people and they’re not even asking 
the right questions. But of course I can’t tell 
them that, I have to try and answer their 
questions.” 

Things have improved considerably 
at the higher end of the market since then, 
but small-plan sponsors still don’t seem to 
understand their own retirement plans well 
enough to be able to ask the right ques-
tions — even when they bother to ask the 
questions at all.  

“The RFP is one of the only solutions 

assumes they’re doing the same kind of 
thing that I am. And that’s not true; they’re 
likely not an RIA and most can’t be a co- 
fiduciary to the plan.”

“In the large market, the answers to 
the RFP are all going to be the same: We’re 
big, we’re great, we have a lot of resources. 
Just pick who you like because we’re all 
competent,” says Marc Zimmerman,  an 
advisor with The Centurion Group in Ft. 
Lauderdale, Fla. “It’s so much more im-
portant in the small market because it’s the 
broker dealers and so-called wealth manag-
ers controlling that marketplace who have 
no clue what they’re doing when it comes 
to employee benefits. And they’re hurting 
plan sponsors more than helping. They turn 
the business over to collect commissions, 
they charge high fees, they offer no fiduciary 
support.”

The learning curve can be steep. Many 
advisors aren’t prepared for the kind of 
questions they have to answer. And it’s 
time-consuming. If you’re a small operation 
serving the clients you have and struggling 
to grow your business, how are you going to 
find the time to answer all these questions?

“At our firm we have an RFP team 
whose job it is to fill them out,” Zimmer-
man says. “We have a certain scope to 
our business so none of our answers are 
embarrassing anymore. We’re proud of the 
answers. But if a $2 million car dealership 
is talking to a Morgan Stanley or Merrill 
Lynch broker, or an ERISA fiduciary advisor 
whose sole practice is 401(k), he’s going to 
see a huge difference in those three lines of 
that spreadsheet.”

So once you get over the shock of 
having to respond to RFPs, and work out a 
reliable system for doing the paperwork, the 
question then becomes: How do you em-
brace the concept and create the opportunity 
for responding to more of them? How do 
you get on the radar of plan sponsors who 
are looking for professional advisors? 

“We’re receiving RFPs in what I call 
geographically agnostic locations,” says 
Sheridan Road’s Bryant. “Places where we 
do not have offices but we’re still finding 
ourselves on these lists and we’re getting op-
portunities for plans that a year or two ago 
we never would have been aware of. We’re 
not sure how we get on their radar but there 
are a couple ways we’ve heard. One is our 

If an advisor claims 
to add value, exactly 
what value is that 
and is it worth the 
cost?”
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base. “The idea is if we write a really good 
detailed response to a question, we can cut 
and paste when it comes up again. That 
database is getting bigger and bigger but 
we’re not getting a lot of opportunities to cut 
and paste. Even though most clients will ask 
about your methodology for selecting invest-
ments, they’ll always ask it with a different 
slant. So cutting and pasting isn’t necessarily 
going to work.”

 “We make sure we define whatev-
er technical language we use in layman’s 
terms,” says Daniel Bryant, “so the CFO and 
the head of HR and whoever else is on the 
committee knows not only what the industry 
gobbledygook means but what it means to 
them specifically.” 

“We don’t get RFPs that often but our 
batting average is pretty good; I’d say we’re 
at the 50% range,” says Marc Zimmer-
man. “One thing I learned is to qualify the 
opportunity up front. If someone’s giving 
me a 20-page RFP and they don’t agree to 
meet with us, or at least do a conference call, 
most likely we won’t fill it out. I don’t want 
total anonymity; I don’t want to not know 
what I’m dealing with. I want to know why 
they’re sending out an RFP — something 
other than what’s written there. I want to 
talk to a human being before we put in 20 
hours of work. If you’re blindly filling out 
RFPs, forget that 50% batting average. 
You’re probably down to 5 or 10%.”

One would think that most advisors 
would be naturals at the personal interac-
tion, but Trisha Brambley says that’s not 
always the case. She strongly suggests that 
advisors need to hone their presentation 
skills. Just going through a pitch book page 
by page won’t cut it. Clients want interaction 
and connection.  

“Even if you have all the tools to fill out 
the RFP, there has to be a little more atten-
tion paid to how you present and connect 
with the needs of the committee members,” 
she says. “It can’t be over their heads but it 
can’t be condescending, either. Clients don’t 
expect a performance, but they expect a pro-
fessional interaction that gives them a feel 
for what it’ll be like to work with an advisor 
on a long-term basis.”

It should be fairly obvious at this point 
that many plan sponsors are expecting more 
from the advisors they’ll be working with 
on a long-term basis. But it cuts both ways; 

help them sort through the responses and de-
cide who to interview. Retirement Playbook 
will help prepare questions and evaluate the 
answers, but the client makes the decision. 

They also offer a modified process that 
involves more vetting at the beginning. The 
sponsor will pick three or four advisors from 
a preferred list to include in their review. 
They’ll all get an RFP and they’ll all come 
in for an interview. It’s abbreviated but still 
in-depth. 

And for the sponsors who think they 
can do it all themselves, Playbook offers an 
RFP template on its website. Sponsors can 
get a half-hour free consultation with Bram-
bley, and pay for as little or as much help as 
they need throughout the process. 

InHub, a consulting service founded by 
Kent Costello and Ariana Amplo, claims to 
use advanced technology to revolutionize 
and streamline the RFP process. 

“To this day, RFPs in the institutional 
space are still in the Stone Age,” Costello 
wrote in The Wall Street Journal, “and lead 
to sky-high opportunity costs for the insti-
tution and participating financial advisers, 
shockingly high consulting fees, and a time-
line of six months to one year.”

For a modest fee, InHub will prepare 
an “eRFP,” invite candidates, conduct an 
e-meeting with the investment committee to 
evaluate responses, and help the committee 
decide which is the best fit. It also provides 
a report that documents the due diligence 
process. 

The Retirement Plan Advisory Group 
provides extensive consulting services for 
benchmarking and new-advisor RFPs. The 
Retirement Advisor Council also provides an 
online RFP template and a search protocol 
for sponsors. 

  
Dos and Don’ts

If there are any resources to help advi-
sors respond to RFPs — books, consultants, 
websites — none of the people interviewed 
for this article were aware of them. But that 
doesn’t mean they don’t have their own 
advice for advisors.

Obviously, getting the written answers 
right is crucial. After all, that’s the first 
impression. Chad Wilson advises that even 
though sponsors seldom use the same set of 
criteria or questions, his firm maintains all 
the RFPs it’s ever responded to in a data-

advisors also expect sponsors to be more 
knowledgeable about and involved with 
their retirement plans. And one of the most 
promising tools for achieving those expec-
tations will be the RFP. 

“The number of RFPs we’re being 
exposed to has been dramatically increas-
ing each year across all market segments,” 
says Jim O’Shaughnessy, managing partner 
of Sheridan Road Financial. “We see 
the institutionalization of the small- to 
mid-market segments through advisory 
RFP searches as a major challenge for 
the majority of advisory practices that 
don’t have the internal staffing to create 
a professional response, and therefore an 
opportunity for the firms that have scaled 
their practices accordingly.”

Marc Zimmerman adds: “RFPs aren’t 
just for the $20 million, $50 million, $100 
million, $200 million plan, they’re for 
every plan sponsor. People need to realize 
this will be coming down the pike soon in 
all market segments.” N

»  Steven Sullivan is a freelance writer and editor in 
Baltimore, Md. 

For advisors at the 
higher end of the 
market, responding to 
RFPs is nothing new; 
they’ve been doing it 
for years.”
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How Female Advisors 
Can Help Your Business 
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say their current one is a woman. More 
than half of the women surveyed felt 
wealth managers could do a better job of 
meeting the needs of their female clients, 
and nearly a quarter think wealth manag-
ers could greatly improve how they serve 
women. Boston Consulting Group found 
that women feel vastly underserved when 
it comes to financial matters and cited a 
lack of respect in financial services. These 
women also felt they received bad advice 
and one-size-fits-all forms, were being ste-
reotyped because of gender and age, and 
were talked down to by their financial 
services contacts. 

To truly cater to a female client, 
advisors must be aware of life events 
that affect her finances, such as marriage, 
divorce, children, death of a spouse and 
retirement. And who better to under-
stand the needs of these participants than 
a female herself? “While [the] advisor 
relationship doesn’t have to be gender 
specific, women are uniquely qualified 
to understand the struggles of today’s 
woman,” says Alexandra Levi, managing 
partner at Element Financial Group in 
New York City. 

Female advisors can bring a sense 

O
ver the years, you’ve probably thought of 
many strategies to help grow your retire-
ment advisory practice. You’ve cold-called 
prospects, attended networking events and 
even implemented a variety of marketing 
campaigns. But perhaps you overlooked 
one obvious way to expand your business 
— hire more female advisors! 

Did you know women only account 
for about 30% of financial advisors, but 
according to the 2013 white paper from 
Pershing, “The 30% Solution: Growing 
Your Business by Winning and Keeping 
Women Advisors,” companies with more 
women experienced: 
• better organizational and financial 

performance; 
• higher collective intelligence scores; and 
• better firm quality and performance 

when more women were in senior man-
agement positions. 
“While success may not have anything 

to do with gender, the organizations that 
I’ve been fortunate to work with over the 
years all have women in leadership roles 
and/or a solid bench of women on their 
team,” says Stephanie Gallegos, director at 
Axial Benefits Group in Burlington, Mass. 
“Maybe it’s coincidence, but I don’t think 
so.”

Woman to Woman 
Women hold about 70% of HR jobs, 

according to Forbes — so hiring female 
advisors could mean winning over more fe-
male plan sponsors in HR. Similarly, female 
advisors can better identify with female 
participants who, according to surveys, say 
they aren’t getting what they want from 
their advisors. 

According to a 2014 Insured Retire-
ment Institute survey, 70% of women say 
they would prefer to work with a female 
advisor, yet only 21% of Baby Boomer and 
Generation X women who use an advisor 

Recruiting and retaining more female advisors can pay 
off in many ways — all of which are good for the future 
of your business.

Women
Wanted

Only 10% of women 
working in the 
industry said the 
job did not provide 
a good work/life 
balance.”



every level, including access to a successful 
female advisor.”

Investment Diversity
Bridging the gap in the advisor-spon-

sor and advisor-participant relationships 
isn’t the only role a female advisor plays: 
More women at your firm may equal more 
diversified investments. According to a May 
2013 PricewaterhouseCoopers white paper, 
“Mending the gender gap: Advancing 
tomorrow’s women leaders in financial ser-
vices,” diverse board groups tend to have a 
well-rounded view on business issues and 
risks. Similarly, studies have found that 
gender-balanced boards are more likely to 
focus on risk management throughout the 
organization. 

Filling the Looming Talent Gap 
Adding women to your team may 

not just be a wise choice — it might soon 
become a necessity. According to Pershing’s 
white paper: 
• 2007 was the last year financial firms 

recruited more advisors than those 
who left. 

• More than one-third of all advisors are 
less than a decade away from retire-
ment, and there are not enough junior 
advisors to replace them. 

• Pershing and FA Insight project that in-
vestor demand for advice will increase 
by 28% in the next 10 years. 
With statistics like these, there’s no 

time to waste in finding great talent to fill 
the impending gap. To create change, you 
can start by making an assessment of your 
company’s diversity. How many women are 
on your team, and how many of them are 
in executive roles? You can also develop a 
hiring strategy that increases gender diver-
sity, start a recruitment plan and create a 
female mentoring program. 

“The facts are clear: Diversity and 
women in the workplace drive better busi-

of comfort to female clients by identifying 
with their hopes and fears, and they can 
teach clients about finance in a way that’s 
not demeaning or intimidating. “Women 
advisors connect with their clients in a 
unique and specific way,” says JoanAnn 
Natola, managing partner at Element 
Financial Group. “This supportive and nur-
turing character in women is an underuti-
lized talent in our industry.”

According to Prudential’s 2014-2015 
research study, “Financial Experience & 
Behaviors Among Women,” women think 
financial services should use less jargon, 
make it clear that they are looking out 
for the client’s best interests and adhere 
to a strong code of ethics. Prudential also 
found that women worry about becoming a 
financial burden to loved ones and outliv-
ing their savings. By encouraging females 
to join the ranks of advisory firms and help 
female clients face tough financial deci-
sions, the industry can cater to more female 
clients and help them reach their retirement 
goals. 

If your advisory firm offers one-on-one 
participant education, having female advi-
sors on your team is all the more valuable. 
Many female participants may be waiting 
on the sidelines, wishing they could be 
heard. They might be deterred by inves-
tor-speak and just want someone to talk 
their own language and understand their 
specific needs. 

Tim DiSette, managing partner at Trin-
ity Planning Group, LLC in Overland Park, 
Kan., says that since adding a female par-
ticipant educator to his team last year he 
has seen a distinct increase in participation 
and deferral rates among new and existing 
plan participants. “Whether participants 
are younger, older, male or female, they 
have preferences, consciously or uncon-
sciously, in terms of who they are comfort-
able discussing their financial future with 
… People need choices and flexibility at 

Studies have found that gender-balanced 
boards are more likely to focus on risk 
management throughout the organization.”

The number of �nancial advisors
who are women.

By the Numbers

30%

of HR jobs are held by women.
70%

of senior-level 
postions are held 
by women.

73%

19%

of CEOs are women.2%

of women would pursue a  
career as a �nancial 
advisor if training were 
available —

in the �nancial industry.
66%
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were paid almost $800 million more than 
women in the industry, according to a 2014 
article by Fortune. 

While women experience lower pay 
across the board, the finance industry in 
particular has the largest pay gap between 
genders. Across all industries, 2012 Census 
data found that women earn about 77% 
of their male counterparts’ earnings, but in 
the finance industry that number is 66%, 
according to a study by Harvard labor 
economist Claudia Goldin cited in the For-
tune article. 

Recruit and Train
To help recruit more women, consider 

the role of mentorship. This is particularly 
important in ensuring women not only are 
attracted to the industry, but stick with it. A 
women’s leadership advisory board can also 
help recruit and retain women, as well as 
coach them. 

It’s crucial to also help women see 
opportunity for moving up the ranks and 
becoming leaders themselves. According to 
PwC’s white paper, few women in financial 
services hold leadership roles, making up 
only 19% of senior level positions and 2% 
of CEO roles. 

Ty Parrish, managing partner and 
senior ERISA consultant at Blue Prairie 
Group in Chicago, says his team has gained 
interest from women by offering paid in-
ternships to juniors and seniors from local 
universities. “Typically, we have two to four 
interns working at Blue Prairie Group at 
any given time, and we have added several 
talented women to our permanent staff as 
a result. I believe the firsthand experience 

ness results, notes Elaine Sarsynski, EVP at 
Mass Mutual Financial Group. “It is vital 
that we as an industry understand the value 
of female advisors and actively recruit, 
retain and advance women in their roles. 
Firms that employ more female advisors 
are better positioned to serve the financial 
and retirement needs of women and, by that 
much, to improve the firm’s bottom line.” 

Law of Attraction 
If you want to recruit more women 

to your advisory practice, you must start 
by understanding why so few work in the 
industry. Women traditionally dominate 
sectors like education, public relations and 
HR, but the picture is different in the finan-
cial services world. Is it a lack of attraction 
or retention that’s causing such a low num-
ber of females to work in the industry? The 
2014 survey from IRI found that perhaps 
the biggest reason women steer clear of 
finance is the “boring bias.” Women may 
simply just not be interested in the subject 
— or perhaps lack confidence in pursuing 
a job in what seems like a male-dominated 
working environment.  

Then there’s the issue of risk-taking. 
“Women sometimes shut themselves out of 
opportunities because they aren’t pre-
pared to take risks in their careers,” notes 
Christine Marcks, president of Prudential 
Retirement. “It’s important to keep your 
eyes open, ask for opportunities that will 
expand your understanding of the business 
and learn to enjoy that feeling of jumping 
off a cliff each time you take on a tough 
new challenge.”

A woman who pushes past the gender 
stereotypes and wishes to pursue a career in 
finance may still be hindered by the worry 
that long work hours will create work/
life balance issues. However, according 
to research from the Certified Financial 
Planner Board of Standards Inc., only 10% 
of women working in the industry said the 
job did not provide a good work/life bal-
ance. Perhaps more women would join the 
advisory ranks if they knew it could offer a 
flexible work environment. 

Another deterrent for women could be 
the fact that they are generally recruited less 
and paid less for jobs in the financial sector, 
according to the CFP. Last year, top male 
executives at the largest banks in the U.S. 

gained from interning within a boutique 
consulting firm gives women the perspec-
tive that our industry is fun, flexible and 
provides a ton of upside,” he says. 

To keep your current female advisors, 
it’s vital to make sure they’re happy with 
the organization and getting what they 
need. Offering flexibility in the work-
place is another way to keep women by 
allowing them a better work/life balance. 
Whether it’s working from home some 
days or working only part-time, these op-
tions open the door for more women with 
children. (These flexible working arrange-
ments should be offered to fathers as well. 
Establishing opportunities for shared re-
sponsibility for all of your employees can 
only serve to elevate women. In fact, all 
of Gen Y — women and men — express 
an interest in jobs that offers them a good 
work/life balance.)

Training is also a crucial factor in 
attracting women to the job. The IRI 
found in its 2013 report that women are 
more likely to pursue careers as financial 
advisors if on-the-job training is available. 
A whopping 73% of females said they 
would be more likely to pursue a career in 
the field if this training were offered. 

Remember that people don’t know 
what they don’t know. If your firm is not 
making it clear to women why they want 
to work for you, you’ll never catch their 
interest. 

Once all of your hiring initiatives are 
in place, be sure to measure the change. 
Keep track of how many females you’re 
hiring compared with men, and which 
methods of hiring have been most effec-
tive. Also note the turnover rates of both 
men and women at your firm, and on an 
ongoing basis, measure employee satisfac-
tion with surveys, one-on-one meetings or 
other tracking methods. By putting in the 
effort to diversify your staff, you’re show-
ing both the employees at your firm and 
your clients that you care — and that’s 
bound to pay off. N

»  Sheri Fitts is a consultant with 24 years of 
industry experience. Sheri and her firm, ShoeFitts 
Marketing (shoefitts.com), collaborate with retire-
ment plan advisors, third-party administrators, 
and financial service organizations to help them 
leverage marketing tools, social media strategy 
tactics and meaningful connections. 

Offering flexibility 
in the workplace is 
another way to keep 
women by allowing 
them a better work/
life balance.”
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Plan Sponsor Students: 
A Lot To Learn 
The reasons why fiduciaries seek knowledge should make a substantial 
difference in what is communicated and how the message is delivered.

hinking is the foundation for 
learning. How individuals learn 
is complex; it does not occur in a 
constant form for everyone. Howard 
Gardner of the Harvard Graduate 
School of Education and co-founder 
of Project Zero in 1967 has conduct-

ed more than 30 years of research studying 
how individuals learn based upon the type 
of intelligence each individual possesses. 

Gardner was an early student of brain 
damage (whether by stroke, tumor or 
trauma) and simultaneously studied human 
potential through discoveries in biological 
and behavioral sciences. This work led to 
the development of the theory of multiple 
intelligences, which catapulted Gardner 
into direct conflict with the purveyors of 
traditional I.Q. testing and the results of 
those tests.

In 1991, Multiple Intelligence Theory 
represented seven intelligences:
• visual-spatial (architects)
• body-kinesthetic (athletes)
• musical (artists)
• interpersonal (writers)
• intrapersonal (independent learners)
• linguistic (auditory skills)
• logical-mathematical (programmers)

Gardner makes the case that within 
any given group of students there will exist 
variation in the types of minds that will be 
present. Everyone will possess a varying 
degree of acumen among these seven intel-
ligences. However, individuals will differ 
in which of them they choose to employ in 
solving a problem. (The assumptions being 
that Mozart may have been an unknown as 
a starting guard for the Chicago Bulls, Mi-
chael Jordan may not excel at programming 
in C++ or Frank Lloyd Wright might be an 
unknown as an author.)   

Plan Fiduciaries and How They Learn
Plan sponsors are no different than a 

collective group of given students. Research 
from Gardner and others supports the 
premise that plan sponsor fiduciaries hold 
learning biases manifested as strengths and 
weaknesses among the multiple intelligenc-
es. Diversifying how information is present-
ed to plan sponsor fiduciaries will increase 
the likelihood that a successful education 
connection occurs. Thus, it makes sense to 
vary the content and delivery of how retire-
ment plan advisors educate plan sponsor 
fiduciaries.  

The Plan Sponsor Vantage Point
How plan sponsors think and learn 

are important factors; however, there is 
another consideration when plan sponsor 
needs are education-oriented: The “why” 
associated with a plan sponsor who seeks 
knowledge is important in establishing a 
successful educational connection.

Ascertaining the reason why a plan 
fiduciary is seeking knowledge is highly 
valuable. Reasons plan fiduciaries seek 
education include:
• Turnover, which frequently places an 

uneducated fiduciary in the realms of 
vendor selection, performance mea-
surement and benchmarking reason-
ableness of fees and services.

• Temporary assignment, forcing a 
fiduciary to “stand-in” as the person 
who oversees the plan operations and 
investment management services. Tak-
ing on new responsibilities becomes an 
opportunity for the new fiduciary.

• Timing, which slots the best person for 
the position and they assume that role.

• Teaching ability—an astute organiza-
tion or committee may assign a good 
teacher to the role of plan fiduciary, 
since that role is ideally positioned to 
increase the level of fiduciary aware-
ness across the committee.

• Technical expertise—an individual 
possessing a strong awareness of the 
regulations, providers and operations 
may seek to augment their plan aware-
ness via additional education.

• Trustworthiness—the organization rec-
ognizes an individual as being the most 
capable and worthy of being in control 
of the employee retirement plan assets. 
Each of these represent the “why” 

associated with a plan fiduciary’s interest 
in gaining additional knowledge in the 
area of qualified plan administration and 
oversight. Plan advisors who accept the 
role of educator to plan sponsor fiduciaries 
will be of great value to their committees’ 
fiduciaries. Just as thinking and learning 
are specialized and specific, why fiduciaries 
seek knowledge should make a substantial 
difference in what is communicated and 
how the message is delivered. N  
»  Steff C. Chalk is the executive director of The 

Retirement Advisor University and The Plan Sponsor 
University.

BY STEFF C. CHALK

T Ascertaining the reason 
why a plan fiduciary is 
seeking knowledge is 
highly valuable.”
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PARTNER 
CORNER  

The NAPA Partner Corner connects plan advisors with 
leading record keepers and DC Investment Only 
(DCIO) �rms, highlighting their services, resources 
and positioning in the market, as well as business 
metrics and contact information for their sales and 
support people. Currently, only NAPA Firm Partners at 
a certain membership level have the opportunity to 
publish a basic (one-third page) or enhanced (full 
page) listing in the Partner Corner. The same
information that is provided in the pages that follow 
is also available in enhanced online form on 
NAPA Net, at http://www.napa-net.org/.
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Firm Profile 
American Century Investments® is rooted in building 
relationships — the kind of long-term relationships 
that can only happen when there’s trust … when 
there’s a consistent track record of delivering results 
… and when the ultimate measure of our perfor-
mance is our clients’ success.

At American Century Investments, our com-
mitment is rooted in focusing on delivering superior 
investment performance and developing long-term 
relationships with our clients. Our track record of 
performance, our business model and the legacy of 
our founder set us apart in the industry.

Performance Focus for More than 50 Years
• Founded in 1958 by Jim Stowers, Jr., we relent-

lessly focus on delivering superior investment 
performance and building long-term relation-
ships with our clients. 

• Our headquarters is in Kansas City, MO, with 
offices in New York City; Mountain View, CA; 
and London, England. 

• We take an active team-based approach to man-
aging equity and fixed income investments. 

Pure Play Business Model
• Money management is all we do. 
• No ancillary businesses distract our focus, 

stretch our resources or compete with our 
clients. 

Privately Controlled and Independent
• Our owners maintain a long-term view when it 

comes to investing and our company. We are not 
beholden to quarterly earnings pressures. This 
enables us to stay true to the long-term objec-
tives of our investment strategies, offer reliable 
diversification and align with the best interests 
of our clients. 

• We’re from Main Street, not Wall Street. We take 
an independent view, guided by our commit-
ment to do the right thing for our clients. We’re 
one of the few major asset managers untainted 
by ethical lapses. 

Profits With a Purpose
• Through our ownership structure, more than 

40% of American Century Investments’ profits 
support research to help cure genetically-based 
diseases including cancer, diabetes and  
dementia. 

• With their personal fortune, American Century 
Investments founder Jim Stowers Jr., and his 
wife, Virginia, founded and endowed the Stowers 
Institute for Medical Research, a world class 
biomedical research organization dedicated 
to improving quality of life by researching and 
uncovering the causes, treatment, prevention 
and cure of genetically-based diseases. Both Jim 
and Virginia are cancer survivors. 

Investment Strategies for Retirement Plans
Our management teams are guided by 

well-defined, repeatable investment processes and 
are dedicated to fully invested, active management 
approaches. American Century Investments offers a 
full menu of investment options ideal for a variety of 
retirement plans.
• Team-based investment management approach 
• Proven long-term risk-adjusted performance in 

all asset categories
• A variety of pricing options and flexibility to 

meet your needs
• Availability through most major record keeping 

platforms

QDIA Options
Providing broad diversification through asset 

allocation options that qualify as QDIAs, American 
Century Investments has investment options to meet 
your retirement plan needs:

One ChoiceSM Target Date Portfolios
The One Choice Target Date Portfolios from 

American Century Investments are a series of nine 
target date funds and one objective-based fund that 
offer evolving strategic allocations that are optimized 
for the changing risk profile as an investor nears 
retirement. 

A One ChoiceSM Target Date Portfolio’s target 
date is the approximate year when investors plan 
to retire or start withdrawing their money. The 
principal value of the investment is not guaranteed 
at any time, including at the target date.  Each 
target-date One ChoiceSM Target Date Portfolio 
seeks the highest total return consistent with its 
asset mix. Over time, the asset mix and weightings 
are adjusted to be more conservative. In general, 
as the target year approaches, the portfolio’s alloca-
tion becomes more conservative by decreasing the 
allocation to stocks and increasing the allocation to 
bonds and money market instruments.  By the time 
each fund reaches its target year, its target asset 
mix will become fixed and will match that of One 
ChoiceSM In Retirement Portfolio. 

One ChoiceSM Target Risk Portfolios
Five static target-risk funds offer instant 

diversification. These portfolios are built using up 
to 15 underlying mutual funds to help balance risk 
and return. Each target-risk One Choice Portfolio 
seeks the highest total return consistent with its 
asset mix. 

Balanced Fund
American Century Balanced offers a consis-

tent, risk-managed approach through a classic 
60/40 mix of stocks and bonds.

Strategic Allocation Funds
The Strategic Allocation Funds are designated 

Conservative, Moderate and Aggressive so investors 
can choose a portfolio that is aligned with their risk 
tolerance.

American Century Global Allocation
American Century Global Allocation fund casts 

a wide net across regions, countries, currencies and 
asset classes in search of opportunities to expand 
return potential while managing volatility. Tactical 
adjustments take advantage of opportunities and 
adjust to changing market conditions.

You should consider the fund’s investment objectives, risks, 
charges and expenses carefully before you invest. The fund’s 
prospectus or summary prospectus, which can be obtained by 
visiting americancentury.com, contains this and other informa-
tion about the fund, and should be read carefully  
before investing. 

Business Metrics
www.americancentury.com

Number of external wholesalers

DC: 14

Retail: 43

DC AUM:

Total: $35.2 Billion

Total AUM: 

 $139 Billion

Investments:

Mutual Fund

Group Annuity: Variable portfolios for annuity products

Collective Trusts

SMAs

Asset Allocation Funds:

TDF: “To” – One ChoiceSM Target Date Portfolios

Target Risk: One Choice Target Risk Portfolios

Passive/Active/Both

Active

Capital Preservation Funds:

Money Market

Fixed Income

Fixed income mutual funds

Bonds

Bond mutual funds

Top 5 Funds within American Century Investments by DC Assets 
(as of 6/30/2013)

American Century One  
ChoiceSM Target Date 
Portfolios

American Century 
Strategic Allocation

American Century Growth American Century 
Heritage

American Century Equity 
Income
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Firm Profile 
A Global Investment Management Powerhouse
BNY Mellon is a premier global investments company 
dedicated to helping clients manage and service their 
financial assets throughout the investment lifecycle. 
Whether providing financial services for institutions, 
corporations or individual investors, BNY Mellon deliv-
ers informed investment management and investment 
services in 35 countries and more than 100 markets.

The firm’s insight is backed by a unique 
perspective that comes from having $27.6 trillion in 
assets under custody and administration, and $1.6 
trillion in assets under management (as of 12/31/13). 
Whether clients are looking to create, trade, hold, 
manage, distribute or restructure investments, BNY 
Mellon can act as a single point of contact for their 
investment needs. An uncertain market that has 
affected so many financial institutions, clients have 
confidence in BNY Mellon because of its size, strength 
and stability.
• #4 Superregional Bank (U.S.) (Fortune “World’s   
 Most Admired Companies, 2013”)
• #7 Safest Bank in the U.S. (Global Finance “World’s  
 Safest Banks,” April 2013)
• Strong investment-grade credit ratings*
*Credit ratings are listed for Moody’s, S&P, Fitch and DBRS. 

A security rating is not a recommendation to buy, sell, or hold 

securities. The rating may be subject to revision or withdrawal 

at any time by the assigning rating organization. Each rating 

should be evaluated independently of the other ratings. 

Current ratings for The Bank of New York Mellon Corporation 

and its principal subsidiaries are posted at  

www.bnymellon.com/investorrelations/creditratings.com.

BNY Mellon Investment Management

Building World-Class Investment Performance Takes 

the Right Architect

BNY Mellon Investment Management is one of the 
world’s leading investment management organizations, 
offering:
• Financial strength
• A multi-boutique model that encompasses the 
investment skills of world class asset managers: 
— Each has its own unique investment philosophy and 
proprietary investment process
— Each is a leader in its field with depth and breadth 
of expertise in every major asset class and sector
— Specialists focused on generation of returns
• Centralized distribution and manufacturing solutions

We know that specialization and focus are essential 
to investment management. Each of our independent 
asset management companies pursues its investment 
strategy with a passion and commitment that keeps 
them ahead of changing investment landscapes.

BNY Mellon Investment Management combines 
the scale of a full service investment manager with 
the focused expertise of autonomous investment 
boutiques, each with its own style, strategy and 

management team. All together, we have the skill to 
deliver uncorrelated alpha and the scale to deliver 
diversified beta.
• 16 independent institutional asset managers with   
 $1.5 trillion in assets under management (as of   
 9/30/13)
• 7th largest global asset manager (Pensions &   
 Investments, October 2012)
• 7th largest U.S. money manager (Institutional   
 Investor, July 2013)
• 5th largest manager of endowment and foundation   
 assets (Pensions & Investments, May 2013)

BNY Mellon Retirement 

Dedicated to Helping Our Clients Succeed
BNY Mellon Retirement is a team of experienced 

retirement professionals representing all of BNY 
Mellon’s retirement-oriented investment solutions for 
DC and insurance VA businesses.

Solutions That Work for You
We will work with you to develop and deliver 

appropriate investment strategies and to provide the 
ongoing servicing required. We deliver these strategies 
to you in multiple vehicles:
• Retail mutual funds
• Zero revenue share institutional mutual fund share   
 classes
• ERISA qualified bank collective funds — multiple   
 share classes with and without revenue share
• Institutional separate accounts
• Customized approaches

In a highly competitive environment, growing 
your business is an increasing challenge — one that 
is further complicated by the evolving nature of the 
retirement marketplace. With BNY Mellon Retirement, 
you benefit from our wide range of investment 
strategies, our marketplace expertise and support 
services from a trusted business partner.

BNY Mellon Investment Management is one of the 

world’s leading investment management organizations and one 

of the top U.S. wealth managers, encompassing BNY Mellon’s 

affiliated investment management firms, wealth management 

services and global distribution companies. BNY Mellon is the 

corporate brand of The Bank of New York Mellon Corporation. 

This document is of general nature, does not constitute legal, 

tax, accounting or other professional counsel or investment 

advice, is not predictive of future performance, and should 

not be construed as an offer to sell or a solicitation to buy 

any security or make an offer where otherwise unlawful. The 

information has been provided without taking into account 

the investment objective, financial situation or needs of any 

particular person.

For more information, please contact your BNY Mellon 

Retirement Consultant or call 1-800-992-5560.

Investors should consider the investment objectives, 

risks, charges and expenses of the fund carefully before 

investing. Contact your financial advisor and obtain a 

prospectus, or a summary prospectus, if available, that 

contains this and other information about the fund, and 

read it carefully before investing.

Equity funds are subject generally to market, market 

sector, market liquidity, issuer and investment style risks, 

among other factors, to varying degrees, all of which are 

more fully described in the fund’s prospectus.

Bond funds are subject generally to interest rate, 

credit, liquidity and market risks, to varying degrees, all of 

which are more fully described in the fund’s prospectus. 

Generally, all other factors being equal, bond prices 

are inversely related to interest-rate changes, and rate 

increases can produce price declines.

The funds are not a deposit of, and are not insured or 

guaranteed by, any bank, financial institution, the FDIC or 

any other governmental agency, and participants may lose 

money. Also, a fund unit’s principal value and investment 

return will fluctuate, so that when a unit is redeemed, it 

may be worth more or less than the original investment.

Key Contacts:
Margie Massaro, 212.922.7610, 
margaret.massaro@bnymellon.com;  
Caitlin Loesch, 212.922.5243,  
caitlin.loesch@bnymellon.com  

Business Metrics
www.bnymellonretirement.com, www.dreyfus.com

Number of external wholesalers:

DC: 5

DC AUM:

$37 Billion

Total Firm AUM: 

 $1.5 Trillion

Investments:

Retail Mutual Funds

Zero Revenue Share Institutional Mutual Fund Share 
Classes

ERISA Qualified Bank Collective Funds - multiple share 
classes with and without revenue share

Institutional Separate Accounts

Customized Approaches

Top 5 Dreyfus/BNY Mellon Fund Products by DC Assets

Dreyfus Research Growth Fund

Dreyfus Appreciation Fund

Dreyfus Opportunistic MidCap Value Fund

BNY Mellon Stable Value Fund*

Dreyfus International Bond Fund
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Firm Profile 
It is the mission of CUNA Mutual Retirement 

Solutions to recognize the powerful human story of 
the service and accomplishments of hard-working 
Americans, and help them meet their challenge in 
achieving a secure retirement. To do this, CUNA 
Mutual Retirement Solutions provides an array of 
practical retirement solutions that deliver the personal 
attention, customer-focused resources and guidance 
needed to help real people save for the future 
and live retirement on their terms. CUNA Mutual 
Retirement Solutions offers record-keeping and plan 
administration services needed by organizations in 
order to simplify plan management and help ensure 
participants’ success.

Services provided by CUNA Mutual Retirement 
Solutions include plan design, plan conversion, 
investment management, compliance testing, 
reporting, legislative updates, distribution services, 
audit and fiduciary support, and plan health reports.

CUNA Mutual Retirement Solutions has created 
a new focus on participant outcomes, emphasizing 
the retirement aspirations of hard-working Americans 
nationwide and reinforcing the value of our expertise.

At the center of its outcome-focused approach 
is a comprehensive educational platform. When it 
comes to adequately saving for the future, many plan 
participants need some form of guidance or other 
educational assistance. That’s why CUNA Mutual 
Retirement Solutions equips them with the right 
knowledge and tools to help them set and stay on 
target with their goals.

The company’s tools, products, expertise and 
resources are geared toward improving retirement 
outcomes for its target market. This includes new 
retirement plan offerings that are designed for 
flexibility for plan sponsors, as well as an online 
participant tool set, known as RetireOnTarget®.

RetireOnTarget is an online tool that makes it 
easier for participants to make informed investment 
decisions and create a targeted plan for a secure 
retirement.

At CUNA Mutual Retirement Solutions, a strong 
financial foundation is behind every product and 
service. It means that a relationship with them is one 
backed by their straightforward service satisfaction 
guarantees.

In 2009, CPI Qualified Plan Consultants was 
acquired by CUNA Mutual Group, and is now part 
of CUNA Mutual Retirement Solutions. Paul Chong, 
senior vice president of retirement plan services for 
CUNA Mutual Group, the parent company, stated in 
a March 2014 news release that the arrangement 
helps realign the overall purpose of the company to 
support small-market clients’ retirement outcomes. 
CUNA Mutual Group continues to serve the financial 

needs of credit unions and their members, including 
the provision of qualified and non-qualified retirement 
plans for credit union employees.

CUNA Mutual Retirement Solutions is building 
on the reputation of its parent company within the 
small-plan market, focusing on business with plans 
that have between $500,000 and $7 million in 
assets. The new focus drives collaboration between 
CUNA Mutual Retirement Solutions and financial 
advisers to help small business owners and their 
employees achieve retirement readiness.

The company is not trying to be all things to all 
people. Its focus is on helping Main Street, not Wall 
Street. That means serving small businesses that care 
about their employees and want to help them build 
and enjoy a successful retirement.

CUNA Mutual Retirement Solutions has 
consistently ranked as a top performer in the annual 
Boston Research Defined Contribution Plan Sponsor 
& Loyalty study (Boston Research Group, 2013 DCP 
Plan Sponsor Satisfaction & Loyalty Study for Plans 
with assets up to $5 million). Some of the notable 
attributes outlined in the study include: offering 
innovative solutions to difficult problems; easy to do 
business with; and effective in helping participants 
reach their financial goals for retirement.

About CUNA Mutual Group
CUNA Mutual Group has been identified as one 

of the world’s most ethical companies, according to 
Ethisphere Institute, an international organization 
that rates companies’ business ethics and corporate 
social responsibility. The methodology for the 
World’s Most Ethical Companies includes reviewing 
codes of ethics, litigation and regulatory infraction 
histories, evaluating the investment in innovation and 
sustainable business practices, looking at activities 
designed to improve corporate citizenship, and 
studying nominations from senior executives, industry 
peers, suppliers and customers.

More information on CUNA Mutual Retirement 
Solutions is available at http://www.cunamutualrs.
com.

Securities distributed by CUNA Brokerage Services, Inc., member FINRA/SIPC, a 

registered broker dealer.

CUNA Mutual Retirement Solutions is the marketing name for CPI Qualified Plan 

Consultants, Inc. a member company of CUNA Mutual Group. CUNA Mutual Group 

is the marketing name for CUNA Mutual Holding Company, a mutual insurance 

holding company, its subsidiaries and affiliates. Life, accident, health and annuity 

insurance products are issued by CMFG Life Insurance Company. Each insurer is 

solely responsible for the financial obligations under the policies and contracts it 

issues. Corporate headquarters are located in Madison, Wisconsin.

CMRS-917348.1-0514-0616

Business Metrics

Key Contacts:
To talk to a CUNA Mutual Retirement Solutions repre-
sentative, please call us at 800.491.7859, or email us at 
intermediarysolutions@cunamutual.com.

Website: www.cunamutualrs.com

www.cpiqpc.com 

Number of external wholesalers:

25

DC AUM:

Total: $13 Billion

Retirement AUM:  

$17.8 Billion

Total AUM: 

 $17.8 Billion

DC Plan UM: 

6,100

Retirement Plans UM:

 6,900

DC Participants UM:

307,000

Retirement Participants UM:

338,000

Asset Allocation Funds:

TDF Proprietary/Outside:  Outside

TDRisk Proprietary/Outside: Outside

Custom Glide Path: No

Service Model(s): (bundled/unbundled/both):

Both

Distribution Model(s): (advisor/direct/both):

Advisor

Primary Market(s) Served:

Micro (<$1 million): Yes, but not primary

Small ($1-$10 million): Yes, primary

Mid ($10-$100 million): Yes, but not primary

Large ($100-$250 million): Yes, but not primary

Mega (+$250 million): Yes, but not primary

Plan Type(s):

DC

DB

Non-ERISA 403(b)

457

Taft Hartley

Non Qualified

IRA

Fiduciary Services Offered:

3(21)

3(38)

3(16) (Same Plan Types)



NAPAPARTNERCORNER  NAPAPARTNERCORNER  

43F A L L  2 0 1 4  •  N A P A - N E T . O R G

Business Metrics
www.f-squaredretirementsolutions.com

Number of external wholesalers:

DC: 4

Retail: 15

DC AUM/AUA:

Total: $1 Billion

Total AUM/AUA:

 $23.3 Billion*

Investments:

Mutual Funds: Subadviser through Virtus Investment 
Partners

Collective Trusts

SMAs

Asset Allocation Funds

TDF: Subadviser through Reliance Trust

Target Risk

Managed Accounts

Passive/Active/Both

Active

Fixed Income

Yes

Top Funds by DC Assets: 

AlphaSector US Equity Funds: $481 million

Reliance Trust Risk Managed Target Date Funds: 
$458 million

AlphaSector Target Risk Funds: $43 million

* total assets tracking F-Squared Indexes

Firm Profile 

F-Squared Retirement Solutions
F-Squared Retirement Solutions offers down-
side-risk-managed investment solutions to the defined 
contribution marketplace. We seek to align our invest-
ment strategies with the goals of plan sponsors and 
their participants, targeting relative returns in healthy 
markets and providing risk controls in down markets. 
The product array includes a core U.S. equity strategy, 
a fixed income option, a series of target risk funds 
and a tail-risk overlay strategy, all designed to reduce 
overall portfolio volatility and the risk associated with 
significant market drawdowns. 

Collective Investment Trust Funds Offered Through 

Reliance Trust Company

F-Squared AlphaSector® U.S. Equity Fund
The F-Squared AlphaSector U.S. Equity Fund 

uses a disciplined quantitative model to make a 
probabilistic projection of expected returns for each 
of the nine major sectors of the U.S. economy. The 
model has the flexibility to allocate to any combination 
of the nine sectors, and may invest up to 100% in a 
cash equivalent for defensive positioning. The model’s 
objective is to remove those sectors that present risk 
while preserving exposure to the healthier sectors. 

F-Squared AlphaSector® Fixed Income Fund
The F-Squared AlphaSector Fixed Income Fund 

represents an actively managed portfolio that seeks 
to provide a full-market fixed income solution. It is 
designed to participate in healthy markets and provide 
downside risk controls in adverse market conditions, 
including rising interest rate environments. The 
AlphaSector Fixed Income Fund may invest up to 
100% in cash equivalents when the model indicates 
the need for defensive positioning.

F-Squared AlphaSector® Target Risk Funds
The F-Squared AlphaSector Target Risk Funds 

are designed to achieve long-term capital appreciation 
by limiting the magnitude of drawdowns in declining 
market environments while offering participation 
in rising equity markets. The series consists of five 
different portfolios constructed to meet various 
risk and return profiles: Conservative, Moderate 
Conservative, Moderate, Moderate Aggressive and 
Aggressive. 

To meet the unique needs of our retirement 
clients, F-Squared products are available as collective 
trust funds through a partnership with Reliance Trust 
Company, separately managed accounts and custom 
tail-risk overlays. F-Squared Retirement Solutions will 
partner with advisors, plan sponsors and consultants 
to integrate downside risk management into retirement 
plans, giving these fiduciaries the ability to construct 
investment menus that better meet the needs of 
participants and offer the opportunity for a successful 
retirement outcome. 

The AlphaSector Philosophy
The AlphaSector investment philosophy is 

simple. We believe that severe market drawdowns 
are the greatest threat to achieving a desired 
investment outcome. We further believe that there 
is a “psychological cost” to severe drawdowns and a 
“psychological benefit” to avoiding them. We depart 
from the conventional approach of closely tracking a 
benchmark.

To achieve this goal, the AlphaSector investment 
strategies are designed to avoid or reduce severe 
losses in declining markets while participating in 
rising markets. An AlphaSector investment strategy 
may closely track a benchmark index portfolio during 
a rising market, but when our quantitative models 
indicate an increased risk of loss, the strategy is 
designed to diverge from the benchmark to achieve 
defensive positioning.

About F-Squared Investments
F-Squared Investments, based in Wellesley, 

MA and Princeton, NJ, is a manufacturer of next-
generation investment indexes based on the 
proprietary AlphaSector and PoRT capabilities. 
F-Squared seeks to provide investment indexes that 
align with the real needs of the marketplace, delivering 
on well-defined expectations. The firm serves clients in 
the advisor, institutional and retirement markets.  

By starting with the needs of the investor, 
F-Squared has developed a fundamentally different 
approach to risk and return. Every day we challenge 
ourselves, our industry colleagues and the investors we 
serve to break from convention and reset expectations. 
F-Squared is committed to “Rethink Investing” based 
on the needs of the investor. 
 
For more information, please visit 
www.f-squaredretirementsolutions.com.

F-Squared Investments® 
Rethink Investing™ 
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Firm Profile 
It’s hard to think about the retirement industry 
without thinking about Fidelity, which has 60% 
of its $1.7 trillion of assets under management in 
retirement-related accounts. But it’s not as easy to 
associate Fidelity with the investment-only business 
— since their 20,000-plus qualified plans (with 12 
million participants) are on their fully integrated, 
bundled platform — until recently, that is. With 
75% of the marketplace record kept on non-Fidelity 
platforms, along with the movement toward open ar-
chitecture and the increasing reliance on consultants 
and advisors, Fidelity changed its model to reenergize 
their DCIO business.

Fidelity Financial Advisor Services (FFAS), as its 
name implies, concentrates on selling and servicing 
advisors. In addition to making their funds available, 
they had been selling their DC record keeping and 
administrative services to advisors. In 2011, when 
sales of record keeping services were moved under 
WI, FFAS shifted their attention to building an inte-
grated DCIO group — expanding resources, creating 
specialized thought leadership and developing a 
focused product and pricing approach.

That division, under the leadership of Jordan 
Burgess, a long-time FFAS veteran, employs 10 field 
wholesalers selling to advisors (under Derek Wallen) 
and five institutional reps selling to consultants (un-
der Matt Gannon, a long-time MFS executive who was 
instrumental in building their retirement business). 
The group oversees nearly $70 billion DC AUM — 
making FFAS a top-tier DCIO provider.

Fidelity enjoys a number of important and 
unique advantages as a DCIO provider, including:
• Industry Leadership — They combine retirement 

expertise and knowledge with investment and 
technical wisdom.

• Comprehensive Investment Menu — With more 
than 140 advisor funds, multiple share classes 
including many Z shares (like R6) and insti-
tutional CITs and SMA managed by Pyramis, 
Fidelity understands the types of investments 
that appeal to retirement plans and participants.

• Unparalleled Resources and Brand — With 800 
investment professionals and many more techni-
cal experts, Fidelity has money to keep investing 
in the business as well as a strong retail and 
institutional brand.

FFAS has always worked with and understood 
the needs of advisors. The DCIO group is leveraging 
their expertise and Fidelity’s resources, including 
their rich database of plans and participants, to help 
advisors, record keepers and plan sponsors with their 
goal of ensuring participants achieve better retirement 
outcomes. They focus a number of resources and 
research on:
• What plan sponsors want from their advisors and 

what their major concerns and issues are
• Participant behavior patterns when making 

investment decisions and attitudes about retire-
ment readiness

• Investment trends, especially those affecting 
retirement plans
White papers following up on their research cov-

er important topics like how to restore confidence in 
investors, whose allocations are becoming too conser-
vative just as they are increasingly concerned about 
their ability to retire. FFAS also makes available to 
advisors a dedicated team of investment professionals 
to help construct optimal investment fund lineups 
and perform customized mapping with supporting 
investment analytics.

Fidelity funds, which have some of the greatest 
depth as well as sensitivity to the retirement market, 
include:
• Fidelity Advisor New Insights, covering large cap 

growth
• Fidelity Advisor Growth Opportunity Fund
• Bond funds such as Fidelity Advisor Strategic 

Income and Fidelity Advisor Total Bond 
• Large value with their Fidelity Advisor Equity 

Income fund
• Fidelity Diversified Stock, a large cap blend fund
• Fidelity’s popular Fidelity Advisor Freedom 

Funds, which is the market leader in target date 
funds
Fidelity’s DCIO group works with all major record 

keepers, so advisors have access to their broad array 
of funds. Now, with the recently formed, dedicated 
DCIO team and resources, plan advisors using Fidelity 
funds will have access to their people, research and 
brand from the retirement industry’s clear leader.

Business Metrics
www.advisor.fidelity.com/dcio

Number of external wholesalers:

Retail: 15

DC AUM:

Total: $68.8 Billion

Total AUM: 

 $1.7 Trillion

Investments:

Mutual Fund

Collective Trusts

SMAs

Asset Allocation Funds:

TDF (To/Through/Both): Through

Target Risk

Passive/Active/Both:

Active

Capital Preservation Funds:

Stable Value

Money Market

GICs

Fixed Income

Yes

Top 5 Funds by DC Assets

FA Freedom Funds  
(12 Target Date funds) FA Small Cap   

FA New Insights  FA Balanced

FA Leveraged Co Stock

Key Contacts:
Sales: Derek Wallen, SVP, Division Manager,  
 401.292.5615, derek.wallen@fmr.com

Service: Tom Restivo, SVP, Operations and Services Group,  
 401.292.5596, tom.restivo@fmr.com  

(DCIO)
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Firm Profile 
Invesco is and has been a leader in the DCIO market 
with a long history in retail and institutional money 
management and an emphasis on working with DC 
plan advisors to help create value for their clients. 
Having exited the DC record keeping market in the 
mid-2000s, Invesco’s focus on investment manage-
ment makes them a popular choice for plan advisors 
and leading broker dealers, with many of their funds 
available on all major platforms. 

Led by industry veteran Terry Kelly, the DCIO 
group includes 10 external and 10 internal whole-
salers as well as six senior account executives as of 
10/31/2013. The group flowed more than $10 billion 
in 2010 from plan advisors. Once a prominent player 
in the DC record keeping market through outsourced 
solutions as well as a proprietary system, the company 
decided to exit that side of the business in 2003. In-
vesco sold their proprietary platform to Merrill Lynch, 
which eventually flipped it to The Hartford. The expe-
rience helped Invesco develop a good understanding 
of the market and the needs of plan advisors, making 
their transition seamless as more platforms were 
forced to offer outside investments. Their sales people 
who had sold record keeping services developed a 
solutions-based approach that attracted plan advisors.

Providing impactful and unique value-adds has 
become a real challenge for DCIOs. Many firms seem 
to make available off-the-shelf third-party tools that 
are also offered by various competitors. Invesco has 
always developed their own tools and services, howev-
er. Those capabilities were augmented in 2010 when 
the company purchased the retail asset management 
business of Morgan Stanley, including Van Kampen 
Investments — a leader in value added materials for 
plan advisors. 

Invesco employs a dedicated internal group of 
12 practice management and marketing consultants 
that also serves retail advisors. This group has helped 
develop industry leading programs such as “The Final 
Word,” focused on using the right words to make 
effective finals presentations to boards, and “New 
Words for the New Economy” to help participants 
understand and maximize benefits. These programs 
were developed through extensive research with plan 
sponsors and participants. Their newest program 
draws from the lessons of Hollywood screenwriters. 
“Tell Me More” helps advisors create a “logline” that 
previews their benefits to clients in 15 words or less, 
and prompts prospects to say “tell me more.” For 
strategic relationships, Invesco will send in a team to 
review an advisor’s pitch book and materials.

Invesco is well known in the DC market for its 
large-cap value funds and mid-cap value strategies, 
including some that were part of the Van Kampen 
purchase. With competitive fees, Invesco’s value 
complex includes distinct strategies focused on deep 
value, relative value and companies that pay divi-
dends. In their core strategies, Invesco will combine 
passive and active strategies to keep fees low. Though 
nascent, Invesco’s TDFs have been cited as one of 
the fastest growing in the DC market by Morningstar, 
and they also offer a risk parity strategy called Invesco 
Balanced-Risk Allocation Fund.

Invesco offers strong support for plan advisors 
with a robust and deep group of external wholesalers 
supported by internal professionals, industry leading 
value-added tools and a strong investment line-up, 
making them a valuable partner for the focused plan 
advisor.

Business Metrics
www.invesco.com/us

Number of external wholesalers:

DC: 10

Retail: 103

DC AUM:

Total: $92.9 Billion

Total AUM: 

$745.5 Billion

Investments:

Mutual Funds

Collective Trusts

SMAs

Asset Allocation Funds:

TDF (To/Through/Both): Both

Target Risk

Managed Accounts

Capital Preservation Funds:

Stable Value

Money Market

Bonds

Yes

Top 5 Funds by DC Assets 
(with asset total & last year new flow):

IVZ International Growth:  
$5 Billion

IVZ Comstock:  
$3.6 Billion

IVZ Growth and Income:  
$4.7 Billion

IVZ Small Cap Growth:  
$2.4 Billion

IVZ Equity and Income:  
$4.1 Billion

Key Contacts:
Sales: Jeffrey  Hemker, CIMA®  
 630.258.6931, jeffrey.hemker@invesco.com
National Accounts: Matt Foster 
 832.814.8775, matt.foster@invesco.com
Service: Invesco Retirement Division Sales Desk 
800.370.1519
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Firm Profile 
John Hancock Investments provides asset manage-
ment services to individuals and institutions through 
a unique manager-of-managers approach. We operate 
as an independent and well-resourced investment 
advisor. This structure enables us to be highly respon-
sive, develop funds based on investor need, and then 
search the industry to find the portfolio management 
teams with the best skill set, track record, and 
experience to manage those funds. Our funds provide 
access to specialized portfolio teams at some of the 
best managers in the world. Our independence and 
experience as one of the longest-tenured manager 
of managers enable us to achieve what we believe is 
an exceptional level of oversight. Our approach to in-
vesting has led to a diverse set of investments deeply 
rooted in investor needs, along with strong risk-adjust-
ed returns across asset classes.

Business Metrics
www.jhinvestments.com

Number of external wholesalers:

DC: 7
Retail: 70

DC AUM:

Total: $5 Billion
New 2012: $1.4 Billion

Total AUM: 

 $60 Billion

Investments:

Mutual Funds

Group Annuity - Through John Hancock Retirement Plan 
Services

SMAs

Asset Allocation Funds:

TDF (To/Through/Both): Both

Target Risk

Passive/Active/Both:

Active

Capital Preservation Funds:

Money Market

Fixed Income

Yes

Bonds

Yes

Top 5 Funds by DC Assets

John Hancock Disciplined 
Value Fund

John Hancock Classic 
Value Fund

John Hancock Disciplined 
Value Mid Cap Fund

John Hancock Rainier 
Growth Fund 

John Hancock Lifestyle 
Portfolios (Asset Allocation 
Strategies)

Key Contacts:
Sales:  Aaron Esker, aesker@jhancock.com, 617.663.4281

Service:  Aaron Esker, aesker@jhancock.com, 617.663.4281  
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Firm Profile 
John Hancock has more than 150 years of experience 
and is a member of the Manulife Financial Group of 
Companies.

John Hancock knows what goes into making a 
healthy, successful retirement plan. We are one of the 
nation’s largest providers, meeting the needs of partici-
pants across a wide range of industries and plan sizes.

As your efficient provider, John Hancock gives 
you the innovative tools, resources and the people 
power to help you build and maintain a profitable 
retirement plan business and meet your clients’ needs. 

The company has two offerings in the 401(k) 
marketplace: JH Signature™, our small market 
solution; and JH Enterprise®, our open architecture 
solution for the mid-market.

JH SignatureTM

JH Signature is a fully-packaged solution, 
offering a multi-class structure, local compliance and 
ERISA expertise, as well as a team of investment 
specialists who help research, select and monitor the 
asset managers on the platform.

JH Enterprise®

JH Enterprise is John Hancock’s open architec-
ture retirement plan offering, providing plan sponsors 
with $10 million or more in assets with access to 
more than 18,000 investment options and a robust, 
real-time, proprietary record keeping system.

The company’s two commitments to their busi-
ness partners and clients: We are easy to do business 
with, and we make plans work.

For more information, visit www.jhrps.com. 
(For plans domiciled in New York, visit  

www.jhrps.com/ny.)

Key Contacts:
Sales: 1.877.346.8378 

Data as of June 30, 2013

Business Metrics
www.jhrps.com, www.jhrps.com/ny

Number of external wholesalers:

65

DC AUM:

Total: $81.9 Billion

Total AUM: 

Total: $81.9 Billion

DC Plans UM: 

44,972

DC Participants UM:

1,645,894

Asset Allocation Funds:

TDF Proprietary/Outside: Proprietary subadvised   
1) To Retirement   
2) Through Retirement

TDRisk Proprietary/Outside: Proprietary subadvised

Custom Glide Path

Service Model(s): (bundled/unbundled/both):

Bundled and Unbundled

Distribution Model(s): (advisor/direct/both):

Advisor

Primary Market(s) Served:

Micro (<$1 Million)

Small ($1-$10 Million)

Mid ($10-$100 Million)

Plan Type(s):

DC

DB

457

Taft Hartley

IRA

Fiduciary Services Offered:

3(21)
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Firm Profile 
Legg Mason has a rich history in the DC market and 
is making strong moves to become more prominent 
in the DCIO arena. Though Legg Mason has never 
owned a record keeper as other well-heeled DCIOs 
have, they did own a brokerage firm and created 
private-label services with other record keepers for 
their advisors looking to access their funds. In 2005, 
Legg “traded” their advisors for Smith Barney’s funds 
to focus on managing money. (Those advisors are now 
part of Morgan Stanley.) 

While Bill Miller is Legg’s most renowned port-
folio manager, the firm is comprised of eight different 
independent money managers which have access to 
shared services like the DCIO group headed by in-
dustry veteran and thought leader Gary Kleinschmidt. 
The network of independent investment managers 
includes:

Batterymarch Financial Management
An equity specialist focused on bottom-up stock 

selection, integrated risk control and cost-efficient 
trading. An early entrant into overseas investing, too.

Brandywine Global Investment Management
Pursuing value since 1986 across equity and 

fixed income, globally and in the United States. 
Historically institutionally focused, the firm has 
both a boutique’s agility and a leader’s stability and 
resources.

ClearBridge Investments
Equity manager with more than 45 years of 

experience and long-tenured portfolio managers who 
build income, high active share or managed volatility 
portfolios.

Legg Mason Global Asset Allocation
Offers global expertise in strategic and tactical 

asset allocation and custom risk management. Solu-
tions-focused, the firm combines asset allocation with 
Legg Mason’s independent manager expertise.

Legg Mason Global Equities Group
A collection of specialty firms dedicated to 

global equities. Each pursues its own strategy while 
benefiting from Legg Mason’s global scale. LMGEG 
includes: Esemplia Emerging Markets, Legg Mason 
Poland and Legg Mason Australian Equities.

The Permal Group
A global pioneer in multi-manager, multi-strate-

gy alternative investing. The firm has made invest-
ments in new and established hedge fund managers 
across strategies, asset classes and regions since 
1973.

Royce & Associates
Known for its disciplined, value-oriented 

approach to managing small caps. An asset class pio-
neer, the firm’s founder is one of the longest tenured 
active mutual fund managers.

Western Asset Management
One of the world’s leading global fixed-income 

managers. Founded in 1971, the firm is known for 
team management, proprietary research and a long-
term fundamental value approach.

The firm focuses on 1,200 plan advisors who 
specialize in the DC market, providing a con-
cierge-like service which gives the advisors access to 
Legg’s fund managers, their ERISA help desk pow-
ered by Ascensus, white papers (many of which are by 
ERISA expert Marcia Wagner) and other value-added 
services focused on the use of social media and 
building a pipeline of prospects. 

While Legg Mason “checks all the boxes” need-
ed to make it one of the 14 Tier 1 DCIO providers, 
what distinguishes Legg (and very few others) is 
their senior management and thought leadership. 
Gary Kleinschmidt started in the DC business in the 
1980s, moving to Ascensus (then BISYS) in the 
1990s and then to Van Kampen, which was a pioneer 
in the DCIO market, in the 2000s. He moved to Legg 
in 2007 to gain access to a firm that was comprised 
of eight different managers and because of their focus 
on DC plans after the 2005 advisor trade with Smith 
Barney. Gary serves on the NAPA Leadership Council, 
the group’s governing board.

Thought leadership is important for Legg Mason, 
which is why they created the Legg Mason Retirement 
Advisory Council comprised of leading professionals 
from various record keepers, advisory firms and broker 
dealers. Following a recent expansion, the Council 
now includes Brian Graff, Executive Director/CEO of 
ASPPA and NAPA. The Council supports research and 
thought leadership on a variety of topics, including 
auto-IRAs, creating undergraduate programs to 
attract more people into the retirement industry, and 
a First & 10 white paper encouraging Americans to 
first contribute to their retirement plan and then to 
contribute 10%.

The DCIO market is getting more competitive 
and the stakes will get much higher, with fewer than 
50 providers focused on the advisor-sold market 
and fewer than 15 who are considered in the top 
tier based on sales, the number of wholesalers and 
value-added services, as well as the quality and 
depth of their investments. In the future, two factors 
will distinguish firms within the top tier: quality of 
senior management and thought leadership to help 
clients (advisors, record keepers and broker dealers) 
to distinguish themselves and improve participant 
outcomes. Legg Mason’s DCIO group enjoys great 
support from the firm and will continue to be a leader 
in this market.

This description was written by Fred Barstein on behalf of the 
National Association of Plan Advisors (NAPA). It was not written 
by Legg Mason.

NAPA is not associated with Legg Mason. 

9/13 FN1312984

Key Contacts:
Sales: Gary Kleinschmidt, Head of Legg Mason Retirement 
215.872.1317

Service: Ursula Henry, Vice President,  
Account Service Manager 

Business Metrics
www.leggmason.com

Number of external wholesalers:

DC: 8

Retail: 60

DC AUM:

Total: $20 Billion

Non-IRA Retirement AUM:  

$92 Billion

Total AUM: 

$654 Billion as of May 31, 2013

Investments:

Mutual Fund

Group Annuity

Collective Trusts

SMAs

Asset Allocation Funds:

TDF (To/Through/Both): Both

Passive/Active/Both:

Active

Capital Preservation Funds:

Money Market

Fixed Income:

Yes

Bonds:

Yes

Top 5 Funds by DC Assets:

Royce Pennsylvania Mutual 
Fund: $507 Million Gross 
Sales, $2.3 Billion AUM

Royce Total Return 
Fund: $381 Million 
Gross Sales,  
$1.5 Billion AUM   

Western Asset Core Bond 
Fund: $487 Million Gross 
Sales, $1.2 Billion AUM 

ClearBridge  
Appreciation Fund: 
$275 Million Gross 
Sales,  
$484 Million AUM

Western Asset Core Plus 
Bond Fund: $444 Million 
Gross Sales, $1.9 Billion AUM
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Firm Profile
MassMutual employs state-of-the-art technology to 
provide comprehensive record keeping services to our 
clients. Our innovative technology provides a strong 
foundation of industrial processing strength on a plat-
form that is scalable and flexible enough to meet the 
ever-changing and unique needs of our client base.

Our record keeping services go beyond providing 
efficient benefit processing, financial integrity and 
on-demand access to information. By combining 
our powerful record keeping system with client data, 
we can provide prescriptive solutions to our clients 
and their participants that promote plan health and 
participant retirement readiness. Our flexible data 
requirements make it easy for our clients to share data 
with us, experience simplified year-end testing and 
provide innovative solutions to help drive employee 
action. This combination of data and technology also 
allows us to measure the true outcomes of our clients’ 
plans (employee replacement income in retirement) 
and help our clients and their advisors make key plan 
design decisions. 

Our powerful technology provides the foundation 
that supports our local service teams and empowers 
them to provide our clients with high-touch, 
personalized service. MassMutual is committed to 
providing quality, highly personalized service and 
innovative, technology-rich solutions to our clients so 
their participants can retire on their own terms.

Business Metrics
www.massmutual.com/retire/intermediaries

Number of external wholesalers:

81

DC AUM:

Total: $118 Billion

Retirement AUM:

Total: $133 Billion

Total AUM: 

$613 Billion

DC Plans UM:

34,700

Retirement Plans UM:

37,100

DC Participants UM:

2.5 Million

Retirement Participants UM:

2.8 Million

Asset Allocation Funds:

Target Date: RetireSMART Target Date Series (In Retire-
ment, 2010, 2015, 2020, 2025, 2030, 2035, 2040, 2045, 
2050, 2055) 

Target Risk: RetireSMART Target Risk Series (Conservative, 
Moderate, Moderate Growth, Growth) 

Custom Glide Path

Service Model(s): (bundled/unbundled/both)

Both

Distribution Model(s): (advisor/direct/both)

Advisor, Consultant

Primary Market(s) Served:

• Start-Up ($0-$250,000)
• Micro ($250,000-$1 million)
• Emerging ($1-$5 million)
• Small ($5-$15 million)
• Mid ($15-$75 million)
• Large ($75-$150 million)
• Institutional (+$150 million)

Plan Type(s):

DC, DB, Non-Erisa, 457, Taft Hartley, Non Qualified, IRA

Fiduciary Services Offered:

3(16) Yes- via Mesirow Financial

3(21) Yes- via Mesirow Financial

3(38) Yes- via Mesirow Financial

Key Contacts:
Sales: 800.874.2502, option 4
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Business Metrics
www.thornburg.com

Number of external wholesalers:

DC: 5

Retail: 14

DC AUM:

Total: $9.4 Billion

New 2012: $3.7 Billion

Total AUM: 

$93.9 Billion

Investments:

Mutual Funds

Group Annuity

Collective Trusts

SMAs

Passive/Active/Both:

Active

Fixed Income:

Yes

Bonds

Yes

Top 5 Funds by DC Assets 
(with asset total & last year new flow):

International Value:  
$8.5 Billion Assets
2012 Flow: $3,013 Billion

International Growth:  
$72.4 Million Assets 
2012 Flow: $48.9 Million

Value:   
$142 Million Assets
2012 Flow: $85.5 Million

Limited Term Income:  
$87 Million Assets 
2012 Flow: $49.4 Million

Core Growth:  
$171 Million Assets
2012 Flow: $49.6 Million

Key Contacts:
Sales: Rocco DiBruno, Managing Director, Thornburg 
Retirement Group, rdibruno@thornburg.com 
Office 877.215.1330 ext. 7150   Cell 609.405.4810

Service: Julie Geraci, Retirement Plan Manager, 
jgeraci@thornburg.com,  505.467.7214

Firm Profile 
Thornburg Investment Management was founded in 
1982 and is headquartered in Santa Fe, New Mexico. 
Thornburg manages fixed income funds, equity 
funds, and separate accounts for high net worth and 
institutional investors. Assets under management 
are approximately $94 billion (as of 9/30/13). We 
focus on preserving and increasing the real wealth of 
shareholders after accounting for inflation, taxes, and 
investment expenses.

History of Stewardship
Throughout Thornburg Investment 

Management’s 30-year history, our focus on 
investors has been the cornerstone of our investment 
management business. Instead of directing attention 
towards marketing and gathering assets under 
management, our efforts have been focused on two 
things – generating strong investment returns and 
servicing our clients. We believe that if you do those 
things well, the rest will take care of itself. This 
commitment to investors has enabled Thornburg 
to earn an enviable reputation for strong historical 
performance and responsible stewardship.

Retirement Group
The Thornburg retirement group provides a 

series of share classes specifically designed for 
the retirement plan market; our mutual funds are 
available as an investment option on many leading 
open-architecture and bundled-service 401(k) 
platforms. Thornburg’s team of retirement plan 
professionals is dedicated to helping sponsors follow 
judicious decision-making processes based on 
industry best practices. Via educational seminars, 
books, and investment tools, Thornburg strives to be a 
leader in providing the resources for plan sponsors to 
identify and fulfill their fiduciary responsibilities.

Thornburg Equity Funds
Thornburg’s equity management approach 

is bottom-up, focused on the fundamentals, and 
comprehensive. Each Thornburg equity portfolio 
is focused on a limited number of securities, so 
that a single holding can have a positive impact on 
performance. The management teams search for firms 
they believe will have a promising future, and seek to 
buy shares of those companies at a discount to their 
true, intrinsic values.

Thornburg Value Fund
Share Classes: R3 (TVRFX), R4 (TVIRX), and R5 

(TVRRX)

Thornburg International Value Fund
Share Classes: R3 (TGVRX), R4 (THVRX), R5 

(TIVRX), and R6 (TGIRX)

Thornburg Core Growth Fund
Share Classes: R3 (THCRX), R4 (TCGRX), and 

R5 (THGRX)

Thornburg Investment Income Builder Fund
Share Classes: R3 (TIBRX), R4 (TIBGX), and R5 

(TIBMX)

Thornburg Global Opportunities Fund
Share Classes: R3 (THORX), R4 (THOVX), and 

R5 (THOFXx)

Thornburg International Growth Fund
Share Classes: R3 (TIGVX), R4 (TINVX), R5 

(TINFX), and R6 (THGIX)

Thornburg Developing World Fund
Share Class: R5 (THDRX), and R6 (TDWRX)

Thornburg Bond Funds
Since the launch of our first fund nearly 29 

years ago, Thornburg has applied a disciplined, 
bottom-up, credit-research-focused strategy to fixed-
income management. We view ourselves as organic in 
our approach, avoiding leverage or complex strategies 
which could backfire in periods of market uncertainty.

Thornburg Limited Term U.S. Government Fund
Share Class: R3 (LTURX), and R5 (LTGRX)

Thornburg Limited Term Income Fund
Share Class: R3 (THIRX), and R5 (THRRX)

Thornburg Strategic Income Fund
Share Class: R3 (TSIRX), and R5 (TSRRX)

Vision, Mission & Values

Vision Statement
Our vision is to be a trusted partner for our 

clients and a respected leader in global asset 
management.

Mission Statement
Our mission is to add value with active portfolio 

management to help our clients reach their long-
term financial goals. We achieve this through our 
investment strategies, adhering to our values and 
investment principles, and offering employees a 
challenging and rewarding place to build a career.

Thornburg Values
• We do the right thing.

We act with integrity and put our clients first.
• We think for the long term.

 We engage in thoughtful decision making and 
believe that investment excellence should drive 
our decisions.

• We work together to achieve common goals.
 We show respect and humility towards each 
other and our clients.
 We believe in creating a supportive work 
environment that fosters teamwork, collegiality, 
and effective communication.

• We strive for excellence.
 We make the extra effort, practice continuous 
improvement, and stay flexible to adapt to 
changing circumstances.

• We are committed to employees.

 We foster an environment that provides 
flexibility and opportunity for growth, while also 
requiring accountability.

• We are independent.
 We will remain a privately owned, 
independent firm to ensure that we act in the 
best interest of our clients and employees.

• We are community minded.
 We support philanthropic giving and 
encourage employee volunteerism.
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Firm Profile
Transamerica Retirement Solutions is a leading provid-
er of customized retirement plan solutions for small to 
large organizations.

Transamerica partners with financial advisors, third 
party administrators and consultants to cover the 
entire spectrum of defined benefit and defined contri-
bution plans, including 401(k) and 403(b) (Traditional 
and Roth); 457; profit sharing; money purchase; 
cash balance; Taft-Hartley; multiple employer plans; 
nonqualified deferred compensation; and rollover and 
Roth IRA.

Transamerica helps more than 3 million retirement 
plan participants save and invest wisely to secure their 
retirement dreams.

Our Services
We partner closely with our clients and their advisors 
or consultants to tailor our services to meet their 
specific needs, including:
•   Plan-level recordkeeping and administrative   
 services
•   Participant communications and education services  
 — with a clear focus on retirement readiness and   
 improving outcomes
•   Fiduciary risk mitigation services
•   Open investment architecture
•   Compliance guidance and regulatory support

Our Mission
At Transamerica Retirement Solutions, we help people 
save and invest wisely to secure their retirement 
dreams.

Our Beliefs
We believe in an exclusive focus on retirement. We fo-
cus all of our resources, expertise, energies and atten-
tion exclusively on retirement plans and participants. 
We make it easier for organizations to extend valuable 
benefit programs to their employees by streamlining 
administrative responsibilities and easing fiduciary 
obligations; and we make it more appealing for em-
ployees to take full advantage of all their program has 
to offer by simplifying the message. We collaborate 
with financial advisors and consultants to customize 
our retirement plan solutions to best meet the needs 
of their sponsors’ participants.

We believe in our people. We have created a dynam-
ic workplace that rewards people who demonstrate 
initiative. Our workforce is diverse and we encourage 
a free-flowing exchange of ideas. Our people are 
adaptable, flexible and open-minded in their interac-
tions with one another and with our clients and their 
advisors or consultants. We provide a supportive work 
environment that allows us to focus on performing our 

jobs to the very best of our ability. What’s more, we 
were named on Pension & Investments’ annual list 
of “Best Places to Work in Money Management” for 
the second consecutive year, placing second among 
organizations with over 1,000 employees. 

We believe in retirement readiness — we believe 
that everyone should have access to a secure retire-
ment. 
It’s been said that one of the absolute hallmarks 
of a civilized society is the ability of a citizen, after 
decades of work, to retire with financial dignity. We’re 
fully dedicated to improving and promoting retirement 
readiness throughout our country.

Our Locations
Transamerica Retirement Solutions serves national 
and regional clients through an integrated network of 
offices. Localized sales and client service are managed 
throughout our regional offices all across the country.

Our Parent Company
The Transamerica Corporation is a United States sub-
sidiary of Aegon N.V., a diversified global financial ser-
vices firm headquartered in The Hague, The Nether-
lands. The Transamerica group of companies operates 
the Aegon N.V. investment and pension businesses in 
the United States.

For more information about Transamerica Retirement 
Solutions Corporation, please visit trsretire.com

Business Metrics
www.trsretire.com

DC AUM:

Total: $82.3 Billion

Retirement AUM:

Total: $102.9 Billion

Total AUM: 

$102.9 Billion

DC Plans UM:

20,345

Retirement Plans UM:

21,257

DC Participants UM:

2.4 Million

Retirement Participants UM:

3 Million +

Asset Allocation Funds:

TDF: Outside

TDRisk: Outside

Custom Glide Path

Service Model(s): (bundled/unbundled/both)

Both

Distribution Model(s): (advisor/direct/both)

Advisor

Primary Market(s) Served:

• Micro (<$1 million)
• Small ($1-$10 million)
• Mid ($10-$100 million)
• Large ($100-$250 million)
• Mega (+$250 million)

Plan Type(s):

DC, DB, Non-ERISA 403(b), 457, Taft Hartley, Non Qualified, 
IRA

Fiduciary Services Offered:

3(21)

3(38)

Key Contacts:
Sales: 888.401.5826
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Business Metrics
www.adp.com/401k

Number of external wholesalers:

7

DC AUM:

Total: $49.9 Billion

Retirement AUM:  

$49.9 Billion

Total AUM: 

$49.9 Billion

DC Plans UM:  

40,559

Retirement Plans UM:  

$49.9 Billion

DC Participants UM:  

1,461,000

Retirement Participants UM:  

1,461,000

Asset Allocation Funds:

TDF: Outside

TDRisk: Outside – 43 unique TD Risk series

Service Model(s): (bundled/unbundled/both)

Bundled

Distribution Model(s): (advisor/direct/both) 

Both

Primary Market(s) Served:

Micro (<$1 Million)

Small ($1-$10 Million)

Mid ($10-$100 Million)

Plan Type(s):

DC

Non-Erisa 403(b)

457

Taft Hartley

Non Qualified

IRA: SIMPLE IRA

Fiduciary Services Offered:

3(21) — Through Mesirow Financial

ADP

Key Contacts:
Sales:  ADP Sales Support Desk at 877-218-0415 
Service: ADP Client Service at 800-929-2170

Business Metrics

AllianceBernstein

Key Contacts:
Sales/Service: 800-243-6812

www.alliancebernstein.com

Number of external wholesalers:

DC: 5

Retail: 50

DC AUM:

Total: $5.1 Billion

Total AUM: 

$451 Billion

Investments:

Mutual Funds

Collective Trusts

SMAs

Asset Allocation Funds:

TDF: Through

Target Risk

Passive/Active/Both:

Both

Bonds:

Top 5 Funds by DC Assets:

Retirement Strategies: 
$1.1 Billion

Discovery Value:  
$939 Million

High Income: $639 Million Global Bond: $536 Million

Discovery Growth:  
$316 Million

Business Metrics

www.abgnational.com

Number of external wholesalers:

105

Total AUM: 

$56 Million

Retirement Plans UM:

16,000

Retirement Participants UM:

$1.1 Million

Asset Allocation Funds:

TDF: Proprietary/Outside

Target Risk

Custom Glide Path

Service Models (Bundled/unbundled/both):

Both

Distribution Models (advisor/direct/both):

Both

Primary Market(s) Served:

Micro (<$1 Million)

Small ($1-$10 Million)

Mid ($10-$100 Million)

Large ($100-$250 Million)

Plan Type(s):

DC

DB

Non-ERISA 403(b)

457

Taft Hartley

Non-qualified

IRA

Fiduciary Services Offered

3(21)

3(38)

3(16)

Alliance Benefit Group, LLC (RK)

Key Contacts:
Don Mackanos, 904-610-4058,  
don.mackanos@abgnational.com  
Sales: sales@abgnational.com
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Business Metrics

American Funds (Record Keeper)

Key Contacts:
Sales:  Brendan Mahoney, Retirement Sales Manager
Service: Chris Guarino, Retirement Plan Services  
Operating Director, 1.800.421.9900

www.americanfunds.com 

Number of external wholesalers:

DC: 22

Retail: 74

DC AUM:

Total: $202.9 Billion

Retirement AUM:  

$379.5 Billion

Total AUM: 

$1,109.9 Billion

DC Plans UM:  

36,051

Retirement Plans UM:  

36,051

DC Participants UM:  

900,000

Retirement Participants UM:  

900,000

Asset Allocation Funds:

TDF Proprietary/Outside: Yes, proprietary — 
American Funds Target Retirement Series 

TDRisk Proprietary/Outside: Yes, proprietary  —  
American Funds Portfolio Series 

Service Model(s): 

Bundled and Unbundled

Distribution Model(s):

Advisor

Primary Market(s) Served:

Micro (<$1 Million)

Small ($1-$10 Million)

Mid ($10-$100 Million): DCIO only

Large ($100-$250 Million): DCIO only

Mega (+$250 Million): DCIO only

Plan Type(s):

DC

DB: DCIO only

Non-ERISA 403(b)

457: DCIO only

Taft Hartley: DCIO only

Non Qualified: DCIO only

IRA

Fiduciary Services Offered:

3(21)

3(38)

Business Metrics
www.americanfunds.com 

Number of external wholesalers:

DC: 22

Retail: 74

DC AUM:

Total: $202.9 Billion

New: $47.8 Billion

Non-IRA Retirement AUM:  

$242 Billion

Total AUM: 

$1,019.9 Billion

Investments:

Mutual Fund

Group Annuity

Collective Trusts

SMAs

Asset Allocation Funds:

TDF (To/Through/Both): Through

Target Risk: Yes

Passive/Active/Both

Active

Capital Preservation Funds:

Stable Value

Money Market

Fixed Income:

Yes

Bonds:

Yes

Top 5 Funds by DC Assets
(with asset total & last year new flow)

The Growth Fund of America: 
$122.1 Billion, $11.7 Billion

Fundamental Investors: 
$58.2 Billion,  
$5.3 Billion   

EuroPacific Growth Fund: 
$108.6 Billion, $18.9 Billion 

New Perspective Fund: 
$47.6 Billion,  
$3.6 Billion

American Balanced Fund: 
$61.7 Billion, $7.3 Billion

American Funds (DCIO)

Key Contacts:
Sales:  Brendan Mahoney, Retirement Sales Manager
Service: Chris Guarino, Retirement Plan Services 
Operating Director, 1.800.421.9900

Business Metrics

Allianz Investors

Key Contacts:
Sales/Service: 
Glenn Dial, Managing Director, Head of US Retirement 
Distribution, Glenn.Dial@allianzgi.com, 212.739.4275
Kilie Donahue, Vice President, Manager, 
Internal Retirement Consulting Team, 
Kilie.Donahue@allianzgi.com, 212.739.4278

www.allianzinvestors.com

Number of external wholesalers:

DC: 5

Retail: 21

DC AUM:

Total: $12.7 Billion

New Funds: $2.8 Billion

Non-IRA Retirement AUM:  

$12.7 Billion

Total AUM: 

$43.8 Billion

Investments:

Mutual Fund

Group Annuity

Collective Trusts

SMAs

Asset Allocation Funds:

TDF (To/Through/Both): Both

Target Risk

Managed Accounts

Passive/Active/Both:

Active

Capital Preservation Funds:

Money Market

Fixed Income

Yes: Part of a Portfolio

Bonds

Yes

Top 5 Funds by DC Assets : 
(with asset total & last year new flow)

AllianzGI Small-Cap Value: 
$983 Million, $2.3 Billion AUM

AllianzGI Retirement 
Funds: $115 Million,  
$200 Million AUM   

AllianzGI Dividend Value:  
$678 Million, $2.6 Billion AUM

RCM Technology: 
$75 Million,  
$100 Million AUM

NFJ International Value : 
$463 Million, $1.0 Billion AUM
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Business Metrics

www.AspireOnline.com

Number of external wholesalers:

5

DC AUM:

Total: $7,675.1 M

Retirement AUM:

$342 M

Total AUM: 

$8,016.6 M

DC Plans UM:

6,748

Retirement Plans UM:

34

DC Participants UM:

158,510

Retirement Participants UM:

4,209

Service Models (bundled/unbundled/both) 

Both

Distribution Models (advisor/direct/both) 

Both

Primary Market(s) Served:

Micro (<$1 Million)

Small ($1-$10 Million)

Mid ($10-$100 Million)

Plan Type(s):

DC

DB

Non-ERISA 403(b)

457

IRA

Fiduciary Services Offered:

None

Aspire Financial Services (RK)

Key Contacts:
Sales: Pete Kirtland 813-517-0561,  
pete.kirtland@aspireonline.com
Mark Luckinbill 919-279-0514,  
mark.luckinbill@aspireonline.com 
Service: Mark Agustin 813-517-0582,  
mark.agustin@aspireonline.com

Business Metrics

www.blackrock.com/dc

Number of external wholesalers:

DC: 9

Retail: 148

DC AUM:

Total: $527 Billion*

Total AUM: 

$4.4 Trillion*

Investments:

Mutual Funds

Collective Trusts

SMAs

Asset Allocation Funds:

TDF: To

Target Risk

Managed Accounts

Capital Preservation Funds:

Money Market

Top 5 DC Funds

BlackRock LifePath Target Date Funds

BlackRock Global Allocation fund

BlackRock Basic Value Fund

BlackRock Equity Dividend Fund

BlackRock Strategic Opportunities Fund
*As of 3/31/14

BlackRock (DCIO)

Key Contacts:
Sales: Dick Darian, Head of DC Advisor-Sold Distribution, 
551-697-1165,  richard.darian@blackrock.com

Business Metrics

www.capinnovations.com

Number of external wholesalers:

DC: 4

Retail: 10

DC AUM:

Total: $20 MM

New 2012: $20 MM

Investments:

Mutual Funds

Group Annuity

SMAs

Top Funds by DC Assets:

Capital Innovations Global Agribusiness, Timber and 
Infrastructure Fund

Vertical Capital Innovations MLP Energy Fund

Capital Innovations (DCIO)

Key Contacts:
Sales: Michael Underhill, 262-746-3102,  
munderhill@capinnovations.com 
Service: Susan Dambekaln, 262-746-3103,  
sdambekaln@capinnovations.com
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Business Metrics

www.dailyaccess.com

Number of external wholesalers:

DC: 8

DC AUM:

Total: $8.5 Billion

Retirement AUM:

$8.5 Billion

Total AUM: 

$8.05 Billion

DC Plans UM:

1,595

Retirement Plans UM:

1,595

DC Participants UM:

194,987

Retirement Participants UM:

194,987

Asset Allocation Funds:

TDF Proprietary — Custom InterServ Model Asset Portfoli-
os/Outside — 1325 TDFs

TDRisk Custom InterServ Model Asset Portfolios/Unable to 
determine if any of the 1325 TDFs are Risk adjusted

Custom Glide Path: Yes — Custom InterServ Model Asset 
Portfolios/Unable to determine if any of the 1325 TDFs 
incorporate custom glide paths

Service Model(s):

Unbundled

Distribution Model(s):

Advisor Only

Primary Market)s) Served: 

Micro (<$1 Million): Exception

Small ($1-$10 Million)

Mid ($10 - $100 Million)

Large ($100 - $250 Million)

Plan Type(s):

DC

DB

457

Taft Hartley

Not Qualified

Fiduciary Services Offered:

3(21): Through wholly-owned subsidiary, InterServ, LLC

3(38): Through wholly-owned subsidiary, InterServ, LLC 

3(16): Not in-house; third party availability

DailyAccess Corp.

Key Contacts:
Sales: sales@dailyaccess.com
Service: service@dailyaccess.com

Business Metrics

www.cohenandsteers.com

Number of external wholesalers:

Retail: 10

Investments:

Mutual Funds

Collective Trusts

SMAs

Cohen & Steers (DCIO)

Key Contacts:
Sales and Service: Matthew Gannon, 212-478-4453

Business Metrics

www.federatedinvestors.com

Number of external wholesalers:

DC: 6

Retail: 52

DC AUM:

Total: $43.1 Billion

New 2012: $4.2 Billion

Total AUM: 

$375 Billion as of 3/31/13

Investments:

Mutual Fund

Collective Trusts

SMAs

Passive/Active/Both

Both

Capital Preservation Funds:

Stable Value

Money Market

Fixed Income:

Yes

Bonds:

Yes

Top 5 Funds by DC Assets  
(with asset total & last year new flow):

Total Return Bond Fund: 
$3,762 DC Assets,  
$7,524 Total Assets 

Institutional High Yield 
Fund: $1,045 DC Assets,  
$2,090 Total Assets    

Strategic Value Fund:  
$3,379 DC Assets,  
$6,758 Total Assets

Ultra-short Bond Fund: 
$958 DC Assets,  
$1,916 Total Assets 

Kaufmann Fund:  
$2,661 DC Assets,   
$5,322 Total Assets 

Federated Investors, Inc.

Key Contacts:
Sales: Bryan Burke, SVP, National Sales  
Manager-Retirement/Insurance, 412.491.1066
Service: Wally Jones, Platform Specialist, 412.720.8567
Jason Kessler, Platform Specialist, 724.720.8503
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Business Metrics

www.Fidelity.com, www.Advisor.Fidelity.com

Number of external wholesalers:

38

Retirement AUM:

Total: $1.2 Billion

DC Plans AUM:

22,660

DC Partcipants UM:  

$16.3 Million

Retirement Participants UM:   

$20.7 Million

Asset Allocation Funds:

TDF Proprietary/Outside: Fidelity Freedom Funds and 
several outside fund families

TDRisk Proprietary/Outside: Fidelity Asset Manager Funds 
and several outside fund families

Custom Glide Path

Service Model(s):

Bundled

Distribution Model(s):

Advisor & Direct

Primary Market(s) Served:

Micro (<$1 Million): Exception

Small ($1-$10 Million)

Mid ($10-$100 Million)

Large ($100-$250 Million)

Plan Type(s):

DC

DB

457

Taft Hartley

Non Qualified

Fidelity Investments (RK)

Key Contacts:
Sales:  800.684.5254, option 1
Service: 866.444.4015

Business Metrics

401k.GuardianLife.com

Number of external wholesalers:

21

DC AUM:

$2,764,000,000

Retirement Solutions:  

$2,764,000,000

Total AUM:  

$2,764,000,000

DC Plans UM

2,560

Retirement Plans UM

2,560

DC Participants UM

65,402

Retirement Participants UM

65,402

Asset Allocation Funds:

TDFs: From T. Rowe Price, American Century and Vanguard

Custom Glide Path: Managed Account Services with custom 
glide paths through Stadion Management, LLC

Service Model(s) (bundled/unbundled/both):

Both

Distribution Model(s) (advisor/direct/both):

Advisors

Primary Market(s) Served:

Micro (<$1 Million)

Small ($1-$10 Million)

Plan Type(s):

DC

DB

Taft Hartley

Fiduciary Services Offered

3(21) 

3(38)

Guardian Retirement (RK)

Key Contacts:
Sales: Bob Woods, 857-939-0489,  
robert_woods@glic.com
Service: Kim Flemm, 610-807-6924,  
kim_flemm@glic.com

Business Metrics

www.GSAMFunds.com

Number of external wholesalers:

DC: 6

Retail: 70+

DC Assets Under Supervision:

$66,335 M*

Total Assets Under Supervision:  

$935,271.6 M*

Investments:

Mutual Funds

Collective Trusts

SMAs

Asset Allocation Funds:

Balanced Funds

Passive/Active/Both:

Both

Capital Preservation Funds

Stable Value

Money Market

Top 5 Funds by DC Assets

Goldman Sachs Mid Cap Value Fund, $6,804.2 Million

Goldman Sachs Small Cap Value Fund, $4,167.0 Million

Goldman Sachs Growth Opportunities Fund, $2,620.5 Million

Goldman Sachs Large Cap Value Fund, $646.8 Million

Goldman Sachs Financial Square Money Market Fund, 
$587.9 Million

*As of 3/31/14

Goldman Sachs Asset  
Management (DCIO)

Key Contacts:
Sales: David A. Solomon, (212)-902-2409,  
David.A.Solomon@gs.com
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Business Metrics
www.jpmorgan.com/retirement

Number of external wholesalers:

17

DC AUS:

$163 Billion

Retirement AUS:

$165 Billion

DC Plans UM:

919 plans

Retirement Plans UM:

1,025 plans

DC Participants UM:

2.1 Million

Retirement Participants UM:

2.3 Million

Asset Allocation Funds:

TDF: JPMorgan SmartRetirement® funds and several 
outside fund families.

TDRisk: J.P. Morgan Asset Management proprietary funds 
and several outside fund families.

Custom Glide Path:

Yes

Service Model(s): (bundled/unbundled/both)

Bundled and Unbundled

Distribution Model(s): (advisor/direct/both)

Advisor and Direct

Primary Market(s) Served:

Small ($1-$10 Million)

Mid ($10-$100 Million)

Large ($100-$250 Million)

Mega (+$250 Million)

Plan Type(s):

DC

DB

Non-ERISA 403(b)

457

Taft Hartley

Non Qualified

Fiduciary Services Offered:

3(21)

JP Morgan Asset Management
(RK)

Key Contacts:
Sales: 800.988.9084
Service: 800.345.2345

Business Metrics

www.jpmorganfunds.com/retirement

Number of external wholesalers:

DC: 9

Retail: 92

DC AUM:

$101.8 Billion

Total AUM:

$1.5 Trillion

Investments:

Mutual Funds

Collective Trusts

SMAs

Asset Allocation Funds:

TDF

Target Risk

Managed Accounts

Passive/Active/Both

Active

Capital Preservation Funds:

Stable Value

Money Market

Fixed Income:

Yes

Bonds:

Yes

Top 5 Funds by DC Assets:

JPMorgan  
Smartretirement:
$17.9 Billion
$3.3 Billion

JPMorgan Mid Cap  
Value Fund:
$5.4 Billion
$1.1 Billion

JPMorgan Large Cap 
Growth Fund:
$5.1 Billion
$2.6 Billion

JPMorgan Core  
Bond Fund:
$1.9 Billion
$429 Million

JPMorgan US Equity Fund:
$1.4 Billion
$445 Million

JP Morgan Asset Management 
(DCIO)

Key Contacts:
Sales: Mike Miller, (727) 204-7825 
Michael.d.miller2@jpmorgan.com
Service: Jason Colarossi, (212) 648-0060 
Jason.j.colarossi@jpmorgan.com

Business Metrics

www.ingretirementplans.com

Number of external wholesalers:

50

DC AUM:

$316 Billion

Retirement AUM:  

$316 Billion

Total AUM: 

$461 Billion 

DC Plans UM:  

47,547

Retirement Plans: 

47,547

DC Participants UM

5.1 Million

Retirement Participants UM

5.1 Million

Asset Allocation Funds:

TDF Proprietary & Outside 

TDRisk Proprietary & Outside 

Service Model(s): (bundled/unbundled/both)

Bundled & Unbundled

Distribution Model(s): (advisor/direct/both)

Advisor

Primary Market(s) Served:

Micro (<$1 Million)

Small ($1-$10 Million)

Mid ($10-$100 Million)

Large ($100-$250 Million)

Mega (+$250 Million)

Plan Type(s):

DC

DB

Non-Erisa 403(b)

457

Fiduciary Services Offered:

3(21)

3(28)

ING

Key Contacts:
Sales: 1.866.481.3653, option 4
Service: 1.866.481.3653, option 3
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Business Metrics
www.mfs.com

Number of external wholesalers:

DC: 9

Retail: 84

DC AUM:

Total: $40.6 Billion

New 2012: $34.7 Billion

Total AUM: 

$353.7 Billion as of 6.30.13

Investments:

Mutual Fund

Group Annuity

Collective Trusts

SMAs

Asset Allocation Funds:

TDF (To/Through/Both): To

Target Risk

Passive/Active/Both 

Active

Fixed Income

Yes

Bonds:

Yes 

Top 5 Funds by DC Assets 
(with asset total & last year new flow):

MFS Value Fund 
$7.9 Billion, $6.5 Billion 

MFS International 
Value Fund 
$1.5 Billion, $1.1 Billion 

MFS Research 
International Fund 
$1.7 Billion, $1.6 Billion

MFS Growth Fund 
$1.5 Billion, $1.2 Billion 

Massachusetts Investors 
Growth Stock Fd 
$1.6 Billion, $1.3 Billion

MFS

Key Contacts:
Ryan Mullen, Senior Managing Director,  
 National Sales, 617.954.6914
Mike Schwanekamp, Managing Director, 
 513.604.6421

Business Metrics
www. milliman.com

DC AUM:

$27 Billion

Retirement AUM: 

$71 Billion

Total AUM:

$161 Billion

DC Plans UM

831

Retirement Plans UM 

1,059

DC Participants UM

647,804

Retirement Participants UM:

1,876,614

Asset Allocation Funds

TDF: Outside

TD Risk: Proprietary

Custom Glide Path

Service Model(s) (bundled/unbundled/both):

Both

Distribution Model(s) (advisor/direct/both)

Both

Primary Market(s) Served

Small ($1-$10 Million)

Mid ($10-$100 Million)

Large ($100-$250 Million)

Mega (+$250 Million)

Plan Type(s)

DC

DB

Non-ERISA 403(b)

457

Taft Hartley

Non-qualified

Fiduciary Services Offered

3(21)

3(38)

Milliman (RK)

Key Contacts:
Sales: Gerald Erickson, 952-820-2401,  
gerald.erickson@milliman.com
Service: Laura Van Domelen, 303-672-9050,  
laura.vandomelen@milliman.com

Business Metrics

July Business Services (RK)

Key Contacts:
Sales: Blake Willis, 254-296-4015 Ext 105,  
bwillis@julyservices.com 
Service: Michelle LeCates, 254-296-4015 Ext 188, 
mlecates@julyservices.com

www.julyservices.com

Number of external wholesalers:

9

DC AUM:

$2.5 Billion

Retirement AUM:

$2.5 Billion

Total AUM: 

$2.5 Billion

DC Plans UM:

2,600-plus

Retirement Plans UM:

2,800-plus

DC Participants UM:

88,000-plus

Retirement Participants UM:

92,000-plus

Asset Allocation Funds:

TDF: Outside — open investment architecture 

TD Risk: Outside — open investment architecture

Custom Glide Path: open investment architecture

Service Model(s) (bundled/unbundled/both):

Both

Distribution Model(s) (advisor/direct/both):

Advisor

Primary Market(s) Served:

Micro (<$1 Million)

Small ($1-$10 Million)

Mid ($10-$100 Million)

Plan Type(s):

DC

DB

Non-ERISA 403(b)

457

Non-qualified

Fiduciary Services Offered

3(21) via strategic partnerships

3(38) via strategic partnerships

3(16) via strategic partnerships
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www.nuveen.com/Retirement/RetirementOfferings/
Overview.aspx

Number of External Wholesalers

DC: 3

Retail: 50

DC AUM:

$11 Billion

Total AUM:

$225 Billion

Investments:

Mutual Funds

Collective Trusts

SMAs

Fixed Income Bonds

Target Risk

Managed Accounts

Passive/Active/Both:

Both

Top 5 Funds by DC Assets

Nuveen Real Estate Securities

Nuveen Equity Index

Nuveen Small Cap Index

Nuveen Mid Cap Index

Nuveen Small Cap Select

Business Metrics

Nuveen (DCIO)

Key Contacts:
Sales:  
Brian Brummell, 949-440-4815,  
brian.brummell@nuveen.com
Paul Redden, 937-643-3005, paul.redden@nuveen.com
Neal Smith, 312-917-7991, neal.smith@nuveen.com
Jacklyn King, 312-917-9798, Jacklyn.king@nuveen.com

National Accounts:  
Chris Fitzgerald, 312-917-7768, Christopher.fitzger-
ald@nuveen.com
James Folwell, 508-660-1605, james.folwell@nuveen.com
Anders Smith, 312-917-6904, anders.smith@nuveen.com

Business Metrics
www.oneamerica.com

Number of external wholesalers:

32

DC AUM:

Total: $18.1 Billion

Retirement  AUM:

$23.1 Billion

Total AUM: 

$23 Billion

DC Plans UM:

9,700

Retirement Plans UM:   

10,000

DC Participants UM:  

514,000

Retirement Participants UM:  

620,000

Asset Allocation Funds:

TDF Proprietary/Outside: Outside (Alliance Bernstein, 
Allianz Global, American Century, Fidelity, Russell, T.Rowe 
Price, and Wilmington Trust)

TDRisk Proprietary/Outside: Outside 
(American Century, DFA, Manning & Napier, Russell)

Custom Glide Path: custom models and glide paths are 
Financial Advisor driven

Service Model(s):  

Bundled and Unbundled

Distribution Model(s): advisor/direct/both):  

Advisor

Primary Market(s) Served:

Micro (<$1 Million) 

Small ($1-$10 Million)

Mid ($10-$100 Million)

Large ($100-$250 Million): Limited

Mega (+$250 Million): Limited

Plan Type(s):

DC

DB

Non-Erisa 403(b)

457

Taft Hartley

Non Qualified

IRA

Fiduciary Services Offered:

3(21)

3(38)

OneAmerica

Key Contacts:
Sales:  National Sales Desk: 1.866.313.7355
Service:  National Sales Desk: 1.866.313.7355

Business Metrics
www.nationwidefinancial.com

Number of External Wholesalers

43

DC AUM:

$93,282,000,000

Retirement AUM: 

$93,359,000,000

DC Plans UM

39,498

Retirement Plans UM 

39,589

DC Participants UM

2,189,157

Retirement Participants UM:

2,189,262

Asset Allocation Funds

TDF: Proprietary and outside from multiple fund families, 
e.g., Vanguard, American Funds, T. Rowe Price

TD Risk: Proprietary and outside from multiple fund fami-
lies, e.g., Vanguard, American Funds, T. Rowe Price

Custom Glide Path

Service Model(s) (bundled/unbundled/both):

Both

Distribution Model(s) (advisor/direct/both)

Advisor

Primary Market(s) Served

Micro (<$1 Million)

Small ($1-$10 Million)

Mid ($10-$100 Million)

Large ($100-$250 Million)

Mega (+$250 Million)

Plan Type(s)

DC

Non-ERISA 403(b)

457

Non-qualified

IRA

Fiduciary Services Offered

3(21) — outsourced

3(38) — outsourced

3(16) — outsourced

Nationwide Financial (RK)

Key Contacts:
Sales and Service: National Sales Desk, 1-800-626-3112
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Business Metrics

www.Putnam.com/DCIO

Number of external wholesalers:

DC: 13

Retail: 50+

DC AUM:

Total: $14 Billion

Non-IRA Retirement AUM:

$17.1 Billion

Total AUM:

$140 Billion

Investments:

Mutual Funds

Collective Trusts

SMAs

Asset Allocation Funds:

TDF (To/Through/Both): To (RetirementAdvantage and 
Retirement Ready)

Target Risk: Putnam Dynamic Asset Allocation Portfolios

Managed Accounts : Full-service plans only

Passive/Active/Both

Active

Capital Preservation Funds:

Stable Value

Money Market

Top 5 Funds by DC Assets:

Putnam Equity Income –$4.7 Billion

Dynamic Asset Allocation Portfolios –$3.7 Billion

Putnam Income Fund – $1.2 Billion

Putnam International Equity – $1 Billion

Putnam Retirement Advantage (CIT)- $610 Million

Putnam (DCIO)

Key Contacts:
Sales: Putnam Retirement Sales, 1.800.719.9914
Service: DCIO Operations, 1.800.648.7410

Business Metrics
www.Oppenheimerfunds.com 

Number of external wholesalers:

DC: 12

Retail: 89

DC AUM:

Total: $31.8 Billion

New 2012: $29.3 Billion

Non-Retirement AUM:  

$50.5 Billion

Total AUM: 

$215.3 Billion

Investments:

Mutual Fund

Collective Trusts

SMAs

Asset Allocation Funds:

Target Risk

Passive/Active/Both:

Active

Capital Preservation Funds:

Money Market

Fixed Income:

Yes

Bonds:

Yes

Top 5 Funds by DC Assets 
(with asset total & last year new flow):

Developing Markets Fund:
$9.4 Billion,  
$3.2 Billion

International Bond Fund: 
$2.0 Billion, $508.6 Million  

Global Fund:  
$4.5 Billion, $774.8M

Main Street:  
$1.3 Billion, $274.1 Million

International Growth 
Fund: $2.9 Billion,  
$915.8 Million

OppenheimerFunds

Key Contacts:
Sales:  James Howard, 212.323.5016 
jhoward@ofiglobal.com

Business Metrics
www.principal.com

Number of external wholesalers:

98

DC AUM:

$143.3 Billion

Retirement AUM:  

$174.3 Billion

Total AUM: 

$483.2 Billion

DC Plans UM:

33,315

Retirement Plans UM:

40,658

DC Participants UM:

3.7 Million

Retirement Participants UM:

4.3 Million

Asset Allocation Funds

TDF: Principal LifeTime Portfolios, Principal TrustSM Target 
Date Funds; a variety of outside options are also available

TD Risk: Principal Strategic Asset Management (SAM) 
Portfolios; a variety of outside options are also available

Service Models (bundled/unbundled/both)

Both

Distribution Models (advisor/direct/both)

Advisor

Primary Market(s) Served

Micro (<$1 Million)

Small ($1-$10 Million)

Mid ($10-$100 Million)

Large ($100-$250 Million)

Mega (+$250 Million)

Plan Type(s)

DC

DB

Non-ERISA 403(b)

457

Taft Hartley

Non-qualified

IRA

Fiduciary Services Offered

3(21)

3(38)

Principal Financial Group (RK)

Key Contacts:
Sales: Doug Grove 630-705-0665
Service: Tim Minard 515-247-6204
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Business Metrics
www.ridgeworth.com, www.planadvisortools.com

Number of external wholesalers:

DC: 6

Retail: 9

DC AUM:

Total: $2.6 Billion

New 2012: $1.1 Billion

Non-IRA Retirement AUM:  

$2.6 Billion

Total AUM: 

$48.1 Billion

Investments:

Mutual Fund

Collective Trusts

SMAs

Asset Allocation Funds:

Target Risk

Passive/Active/Both

Active

Fixed Income Funds Available

Yes

Bonds

Yes

Top 5 Funds by DC Assets 
(with asset total & last year new flow):

Mid-Cap Value: 
$655 Million AUM,  
$221 Million 2012     

Total Return Bond:  
$152 Million AUM, 
$68 Million 2012        

Large Cap Value: 
$504 Million AUM,  
$169 Million 2012     

Moderate Allocation:  
$149 Million AUM, 
$38 Million 2012     

Small Cap Value: 
$294 Million AUM,  
$98 Million 2012     

RidgeWorth Investments

Key Contacts:
Sales: Brandon Shea, DCIO National Sales Manager
 615.364.1603, Brandon.shea@ridgeworth.com
Service: James Kish, Internal Desk Manager for the  
 Retirement & Investment Specialists
 404.845.7625, james.kish@ridgeworth.com

Business Metrics

www.troweprice.com/fi

Number of external wholesalers:

DCIO: 9

DCIO AUM:

Total: $97.9 Billion

Total Firm AUM:

$614 Billion

Investments:

Mutual Funds

Collective Trusts

SMAs

Asset Allocation Funds:

TDF: “Through” glide path:  1) Retirement Funds 2) 
Target Retirement Funds

Target Risk: Personal Strategy Funds 

Passive/Active/Both

Active

Capital Preservation Funds:

Stable Value

Money Market

Fixed Income:

Fixed Income Mutual Funds

Top 5 Funds by DC Assets:

T. Rowe Price Retirement Funds

T. Rowe Price Growth Stock Fund

T. Rowe Price Equity Income Fund

T. Rowe Price Mid-Cap Growth Fund

T. Rowe Price Blue Chip Growth Fund

T. Rowe Price

Key Contacts:
Sales: Mark Cover, Director, Distribution Services 
410.345.4956 
800.371.4613 
mark_cover@troweprice.com

Business Metrics
www.Putnam.com/advisor/full-service-401k/

Number of external wholesalers:

9

Asset Allocation Funds:

TDF:  Open architecture platform 
Putnam RetirementAdvantage and RetirementReady series

TDRisk: Open architecture platform 
Putnam Dynamic Asset Allocation funds

Custom Glide Path:

Putnam Model portfolios

Service Model(s): (bundled/unbundled/both)

Bundled; can also support unbundled with TPA

Distribution Model(s): (advisor/direct/both)

Advisor/Consultant

Primary Market(s) Served:

Small ($1-$10 Million)

Mid ($10-$100 Million)

Large ($100-$250 Million)

Mega (+$250 Million)

Plan Type(s):

DC

Non-ERISA 403(b)

Non Qualified

IRA

Fiduciary Services Offered:

3(21)

3(38)

Putnam (Record Keeper)

Key Contacts:
Sales: 800.719.9914
Service: 888.411.4015
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Segmenting the Plan 
Advisor Market

I N S I D E  T H E  M A R K E T P L A C E

lion opportunities or more, mostly working 
on special projects.

Personalities
There are three dominant personality 

types among advisors:
• Engineer. Closet TPA. Loves plan 

design. Plans rarely fail discrimination 
testing. (10%)

• Intellectual. Loves portfolio design. Cli-
ents participate in up markets and are 
hurt less by market downturns. (10%)

• Sales professional. Loves the hunt and 
the kill. A hunter, not a farmer. (80%)
Successful plan advisors have two per-

sonalities, with one dominant. Business-ori-
ented plan advisors will hire the skill sets 
they lack, since none has all three.

So what does this all mean for provid-
ers and advisors? Providers need to under-
stand who they are selling to—at this point 
no provider can claim to be able to success-
fully sell and service all advisors no matter 
their level of experience, markets served or 
personality type. Each one will fail at least 
one test. Similarly, no advisor or team can 
claim to serve all markets effectively. 

Just as we need to tailor the message to 
participants depending on age/generation, 
wage and account balance/retirement read-
iness, providers need to provide different 
service levels and perhaps even brands for 
different advisor markets. And advisors 
need to understand who they are and where 
they need to focus to determine the clients 
they should go after and the providers with 
which they partner. N

»  Fred Barstein is the founder of The Retirement 
Advisor University (TRAU) and The Plan Sponsor 
University (TRAU). He was the driving force behind 
the launch of the NAPA Net web portal in 2012 and 
NAPA Net the Magazine in 2013, serving as the first 
editor-in-chief of both.

ing transparency, market sophistication and 
demand, this number is expected to grow 
exponentially. Finally, there are the “Elites” 
with more than $100 million and at least 
five plans, some of whom are part of the 
teams with more than $1 billion — which 
includes the so-called “Tier 2” consultants.

(Note that there is pending research 
that may come out by the end of 2014 that 
could indicate that almost 90% of all advi-
sors get paid on a DC plan and that many 
more than the estimated 2% of all advisors 
have $25 million or more of DC AUM. If 
this turns out to be true, it will have signifi-
cant implications.)

Markets Served
There are some advisors that actually 

focus on the micro market (plans under $1 
million), but for the most part this market 
is served by blind squirrels who have a 
relationship with the business owner or 
where plans have a hard time attracting 
experienced advisors. The real plan advi-
sor market starts with those that focus on 
plans under $3 million—usually populated 
by insurance reps or those who are good 
at cross-selling wealth management, IRA 
rollovers or benefits.

Small market advisors work in the $3-
$15 million market, and will regularly do 
plans as low as $1 million if the fees are high 
enough, or if the client is special or is likely 
to grow quickly. They also do larger plans, 
but not many above $25 million since the 
fees are lower and the liability, amount of 
work and competition are all higher. 

Mid-market advisors will probably not 
work with plans below $7 million; most 
of their clients’ plans have between $12 
million and $100 million or more. And then 
there are the large-market advisors, whose 
plans average $40 million and regularly go 
above $100 million — even reaching $1 bil-

he retirement industry segments 
the DC market most often by 
plan size. But for those providers 
that sell through advisors in the 
under-$250 million part — which 
is the vast majority—it’s more 
useful to segment the market by 

type of plan advisor. That segmentation can 
be looked at in three ways: the number of 
plans and assets they manage, the markets 
they serve and their personality type. 

Plans and Assets Under Management
There are 300,000 or so registered reps 

and IARs actively selling to the public, of 
which 150,000 have at least one DC plan 
and 75,000 have at least three plans. I call 
them “blind squirrels.” 

There are 15,000 advisors with at least 
five DC plans, who we call “Intentional-
ists”—they don’t want to focus on DC plans 
but they intend to work with the ones they 
have. In other words, it’s hard but not impos-
sible to get five or more plans by accident. 

There are 5,000 “Core” advisors 
with 10 plans, $30 million and 3 years of 
experience, which is the beginning stages of 
what we call experts. With today’s increas-

Advisors need to understand who they are, and providers need to provide 
different service levels for different advisor markets.

BY FRED BARSTEIN

T

The real plan 
advisor market 
starts with those 
that focus on 
plans under  
$3 million.”
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I N S I D E  T H E  M A R K E T P L A C E
NAPA Net – The Magazine is one bene�t of being a NAPA 
member… here are some others.

Whether you join as an individual member or through a NAPA Firm Partner (like your broker 
dealer or company), NAPA helps you manage your practice, grow your AUM and identify business 
opportunities and vital plan management services.

If you’re not already a member, 
what are you waiting for?
Contact: Lisa Allen at 703-516-9300 x127 · lallen@asppa.org

Practice 
Management 

and Networking

• NAPA  – 7,000+ members        
     and 100+ Firm Partners

• NAPA 401(k) SUMMIT 
• NAPA DC Fly-In Forum
• Committee Leadership

Business 
Intelligence

• NAPA Net Daily 
• NAPA Net Online Portal
• NAPA Net–The Magazine  
• NAPA quarterly webcasts

Advocacy

Your Voice 
on Capitol Hill and in the 
DOL, Treasury and IRS

NAPAnetthe magazine

THE OFFICIAL MAGAZINE OF THE
NATIONAL ASSOCIATION OF PLAN ADVISORS 

Powered by ASPPA

DC POWER HITTERS
FALL 2013 // NAPANET.ORG

Join the NAPA Net Universe
Reach your audience with our vast digital and print advertising opportunities

PARTNER CORNERNAPA-NET.ORG

The leading industry 
website where 20,000 
unique visitors come 
every month to stay 
current, interact with 
colleagues and find 
valuable industry 
resources — over 
500,000 monthly ad 
impressions.

For more information about our
advertising opportunities contact: 
Erik Vander Kolk at: 
evanderkolk@napa-advisors.org or 203.550.0385 www.napa-net.org/About/Advertise

NAPA NET DAILY

Opened by 30,000 people 
every week, the Daily has 
become the one 
e-newsletter that plan 
advisors open and read.

WEBCASTS

Monthly co-sponsored 
webcasts hosted by 
NAPA executives with 
leading providers and 
advisors covering timely 
and cutting edge topics.

Profiles of NAPA’s provider 
partners containing 
profiles, value added 
resources, white papers, 
territory maps, and news 
about significant new 
products and services.

VIDEOS

Interviews with 
leading providers, 
advisors and broker 
dealers discussing 
important topics and 
updates about them 
and their firms 
(5–10 minutes).

MAGAZINE

NAPA Net —The Magazine 
includes articles and 
columns focused on the 
practicing plan advisor 
published by their own 
association as well an 
industry resource 
directory. It features a mix 
of articles and regular 
columns by noted experts 
and advisors to help 
practitioners keep 
informed.



N A P A  N E T  T H E  M A G A Z I N E64

I N S I D E  T H E  N U M B E R S

accurately sourced. And if the data make or 
support a valuable point, and comes from an 
apparently credible source, shouldn’t that be 
sufficient?

Research tends to be both additive and 
collaborative; findings from prior research 
tends to be relied upon and/or cited in 
subsequent research. Like painting over a 
rust spot, those research flaws aren’t always 
readily apparent, and by the time they’re 
discovered, the damage may already be done. 
By taking a discerning look at the research 
methodology, you can avoid becoming part 
of the information chain that lends credibili-
ty to bad conclusions. 

That said, I’ll commend to your atten-
tion one of my favorite lessons — a quote 
attributed to Mark Twain, and one I hope 
you’ll find useful: “It’s easier to fool peo-
ple than to convince them they have been 
fooled.” N

»  Nevin E. Adams is the editor-in-chief of NAPA Net 
the Magazine.

In the spirit of getting “inside the num-
bers,” I want to share with you a “top 10” 
list of things I have learned in my career-long 
search to find reliable, objective and action-
able research:
1. There are always assumptions in re-

search; find out what they are. Garbage 
in, garbage out, after all. The harder 
you have to look to find them, the more 
suspicious you should be.

2. Just because research validates your 
sense of reality doesn’t make it “right.” 
But just because it invalidates your 
sense of reality doesn’t necessarily 
make it right, either.

3. Take the conclusions of sponsored 
research with a grain of salt.

4. Self-reported data can tell you what 
the individual thinks they have, but not 
necessarily what they actually have.

5. Sample size matters. A lot.
6. “Averages” (e.g., 401(k) balances/in-

come/savings) generally don’t tell you 
much.

7. There’s a certain irony that those who 
propose massive changes in plan de-
sign, policy or tax treatment, frequently 
assume no changes in response.

8. When it comes to research findings, 
“directionally accurate” is an oxymo-
ron.

9. In assessing conclusions or recommen-
dations, it’s important to know the 
difference between partisan, bipartisan 
and nonpartisan.

10. In an employment-based benefits 
system, the ability to accurately gauge 
employee response to benefits change 
is dependent on the reaction of the 
employers who provide access to those 
benefits.
Why does this matter? After all, com-

pliance departments generally care only 
that the data presented are properly and 

hether you make your living 
helping retirement plan spon-
sors or retirement plan partic-
ipants (or both) make better 
decisions, advisors have a real 
and natural interest in under-

standing human behaviors, or — as is so 
often the case — human non-behaviors. In-
deed, most of today’s most enthusiastically 
embraced plan design features — automatic 
enrollment, contribution escalation, quali-
fied default investment alternatives — had 
their genesis in human behavioral research. 

Moreover, human beings — especially 
those human beings we call “plan sponsors” 
— have a natural curiosity about what oth-
ers like them are doing. As a consequence, 
advisors seeking to gain the attention of plan 
sponsors, or to motivate changes in their 
behavior, often turn to the results of surveys 
and/or academic research. 

Having spent my career working with, 
and trying to help improve, employee ben-
efit programs, I know how valuable such 
insights can be. However, all surveys are 
not created equal — and academic research, 
for all the impressive-looking formulas and 
Greek letters that purport to mathematically 
support their findings, frequently suffer not 
only from a lack of reliable data on which to 
test their conclusions, but from a real-world 
understanding of alternative explanations 
for the outcomes they commend. That said, 
as human beings we’re naturally inclined to 
embrace such findings — certainly when they 
confirm our sense of the world. My recent 
tenure as part of a research organization 
has not only made me more sensitive to the 
danger to policy decisions from inaccurate, 
sloppy and/or poorly constructed method-
ologies (and the flawed conclusions that can 
result), but how pervasive the use of such data 
is in industry white papers, presentations and 
the like. 

W
BY NEVIN E. ADAMS

‘Inside’ Straights
By taking a discerning look at the research methodology, you can 
avoid becoming part of the information chain that lends credibility  
to bad conclusions.

There’s a certain irony 
that those who propose 
massive changes in 
plan design, policy 
or tax treatment, 
frequently assume no 
changes in response.”



More than 140 firms have stepped up with their check books, business intelligence, and “can do” attitude to support NAPA, the only organization 

that educates and advocates specifically for plan advisors like you. NAPA is grateful for its Firm Partners. We hope you appreciate them too.

Should your firm be on this list and enjoy the benefits of NAPA Firm Partnership?  
To learn more contact Lisa Allen 703-516-9300 x127 · lallen@asppa.org

Care about You and Your Practice

(k)ornerstone 401k Services
401(k) Advisors — Arizona
401(k) Rekon
ADP Retirement Services
Alliance Benefit Group – National
Alliance Benefit Group – North 

Central States
AllianceBernstein
Allianz Global Investors 

Distributors
American Century Investments
American Funds
American National Bank of  

Texas Trust
Argentus Partners
Aspire Financial Services
AXA Equitable
Bank of America Merrill Lynch
Benefit Plans Administrative 

Services (BPAS)
BenefitsLink.Com, Inc. / 

EmployeeBenefitsJobs.com
BlackRock
Blue Prairie Group
BlueStar Retirement Services
BNY Melon Asset Management
Boston Research Group
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Solutions
Capital Analysts of the Midwest, 

Inc. (CAMI)
Capital Innovations
CAPTRUST Financial Advisors
Center for Fiduciary Management 
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Cohen & Steers Capital 
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Cooney Financial Advisors
CoSource Financial Group, LLC
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Dice Financial Services Group
Direct Retirement Solutions
Eagle Asset Management
Eaton Vance
EHD Advisory Services, Inc.
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Ferenczy & Paul LLP
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Fidelity Investments
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Fiduciary Consulting Group at 
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Fiduciary Consulting Group, LLC
Financial Telesis
Franklin Templeton
Galliard Capital Management
Goldman Sachs Asset 

Management
Gordon Asset Management, LLC
Graystone Consulting, a business 

of Morgan Stanley
Great-West Financial
Greenspring Wealth Management
Gross Strategic Marketing
GROUPIRA
Guardian Retirement
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HighTower Advisors – Arizona
Hutchinson Financial Inc.
iJoin Solutions, LLC
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Institutional Investment Consulting
Integrated Retirement Initiatives
InterServ, LLC
Invesco
J.P. Morgan
Jensen Investment Management
John Hancock Financial Network

John Hancock Investments
John Hancock Retirement  

Plan Services
July Business Services
Karp Capital Management
LAMCO Advisory Services
Latus Group
LeafHouse Financial Advisors
Legg Mason
Lincoln Financial Group
Longview Financial Partners, LLC
LPL Financial
MassMutual Retirement Services
Mayflower Advisors, LLC
MCF Advisors
MFS Investment Management 

Company
MillenniuM Investment & 

Retirement Advisors
Milliman
MML Investors Services
Morgan Stanley
Mutual of Omaha Retirement 

Services
NAPLIA
Nationwide Financial
NFP Securities, Inc.
Nicklas Financial Companies
North American KTRADE Alliance
Nuveen Investments
OneAmerica
OppenheimerFunds
Parnassus Investments
PenChecks, Inc.
Pension Resource Institute, LLC
Pentegra
PIMCO
Pioneer Investments
Plan Administrators, Inc (PAi)
Plexus Financial Services LLC
Precept Advisory Group
Presidium Retirement Advisers
Principal Financial Group
Principled Advisors

Princor Financial Services
Putnam Investments
Raymond James
Retirement Fund Management
Retirement Learning Center
Retirement Resources Investment 

Corp
Retirement Revolution
RidgeWorth Investments
RPS Retirement Plan Advisors, Inc.
SageView Advisory Group
Shea & McMurdie Financial
ShoeFitts Marketing
Signator Investors
Soltis Investment Advisors
Stonegate Wealth Management
Strategic Wealth Management
T. Rowe Price
The 401(k) Coach Program
The Maresh Yoshida 401k Group
The Retirement Advisor 

University(TRAU)
The Retirement Readiness 

Institute
The Standard
Thornburg Investment 

Management
Transamerica Financial Advisors
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Transamerica Retirement Solutions
Tsukazaki & Associates, LLC
UBS Financial Services
UpTick Data Technologies
Vantage Benefits Administrators
Verisight
Vigilant Financial Partners
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vWise, Inc.
Wealth Management Systems, Inc
Wells Fargo Advisors
WisdomTree Asset Management
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YOU WOULDN’T PAY FOR YOUR CO-WORKER’S COFFEE EVERY DAY,

WHY WOULD YOU PAY FOR 
THEIR 401(K) RECORDKEEPING COSTS?

John Hancock Life Insurance Company (U.S.A.) and John Hancock Life Insurance Company of New York are collectively referred to as “John Hancock”.  

Both John Hancock Life Insurance Company (U.S.A.) and John Hancock Life Insurance Company of New York do business under certain instances using the John Hancock Retirement Plan Services name. 
Group annuity contracts and recordkeeping agreements are issued by: John Hancock Life Insurance Company (U.S.A.), Boston, MA 02210 (not licensed in New York) and John Hancock Life Insurance 
Company of New York, Valhalla, NY 10595. Product features and availability may differ by state. John Hancock Investment Management Services, LLC, a registered investment adviser, provides 
investment information relating to the contracts. Plan administrative services may be provided by John Hancock Retirement Plan Services LLC or a plan consultant selected by the Plan.

NOT FDIC INSURED | MAY LOSE VALUE | NOT BANK GUARANTEED | NOT INSURED BY ANY GOVERNMENT AGENCY © 2014 All rights reserved.

How retirement plan providers allocate plan costs matters. It matters to you and it matters to your participants. Do 

you know if you are paying for someone else’s recordkeeping costs? At John Hancock, we offer a new way of pricing 

401(k) plan services that gives you a more equitable way to allocate plan expenses among participants ... regardless 

of their investment choices.

Talk with your John Hancock representative to learn more about building a plan that is flexible, tailored, and fair. 

Visit jhrps.com/freecoffee or scan the QR code below to learn more.


