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• Online survey distributed by 
WealthManagement.com to their RIA subscribers 

—36 questions across a range of topics  
• Conducted interviews and focus groups and drew 

on learnings from the 2009 SwanDog/Morningstar 
RIA study  

• The study reflects the opinions of over 500 RIAs 
—Primary focus on RIAs up to $750M in AUM 
—Includes the opinions of both pure RIAs and Dual 

and Hybrid RIAs 

RIA Dig Methodology 
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• The respondents were: 
—79% male / 21% female 
—Average age = 51  
—Average AUM = $500M (vs. $27M for Indies) 

• Geographically representative 
—Highest region is Northeast w/ 24%, second highest 

is West w/ 18% 
• Additional statistical analysis produced a 2-cluster 

outcome, indicating the importance of active vs. 
passive management as a distinctive characteristic 

RIA Dig Methodology 
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Respondents Geographically Dispersed; 
Northeast and West Greatest Concentration 
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RIAs Biggest Complaints About Asset Manager 
Communications Remain Largely Unchanged  
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OVERALL FINDINGS 
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Attracting new Clients is an RIAs Greatest 
Business Challenge 
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Asset Manager Commentary is the #2 Source 
for RIA Investment Perspective 
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Lack of Relevance and Distinctiveness 
Holding Back AM Communications 
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RIAs are Information Seekers; 2/3 Will Open an 
Email if the Subject Line Grabs Their Attention 
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Nearly 50% of RIAs Seek Product Info on 
3rd Party Sites 
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RIAs Think Asset Manager Websites are too 
Retail; Takes too Long to Find What They Need 
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Updating Models and Firm Reputation top 
Product Change Decision Factors  
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ACTIVE / PASSIVE 
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More RIAs are Active Leaning; but Nearly 
75% use Both Active and Passive Strategies 

16 



CONFIDENTIAL. NOT FOR DISTRIBUTION. © 2015 SwanDog Strategic Marketing, LLC 

RIAs use Active Management to Reduce 
Risk and add Alpha 

17 



CONFIDENTIAL. NOT FOR DISTRIBUTION. © 2015 SwanDog Strategic Marketing, LLC 

Actives Turn to AMs for Investment 
Perspective; Passives to the Internet 
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Passives Vocal About AM Communication 
Relevance and Distinctiveness 
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Actives Read AM Email More; Passives More Likely 
to Read Email from AMs They’re Working With 
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