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Agenda

« A History of TAMPS, Third Party Platforms and Model Marketplaces
* Opportunities for the Model Marketplace

* An Eye towards the Future
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History limeline
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TAMPs Market Definition

TAMPs
Market Definition

e e
FA Platform TAMPs FA Product TAMPs
(Assets Under (Assets Under
Administration) Management)
= @ = - = 2 =
Wealth Tech Platform Licensing Performance Rep as Portfolio Proprietary Client Third-Party TAMP as Own TAMP as Third-
Firms (Portfolio Reporting Manager & Rep Investment Incorporated Investment Party Strategist
Accounting) as Advisor Strategies Strategists Strategist
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TAMPs Market Definition

(FA Platform TAMP)

Rep as Portfolio
Manager & Rep
as Advisor

. I
Third-Party Proprietary Third-Party Proprietary
Strategists TAMP Strategists TAMP
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Managed Account
Platform (MAP)
Technology

TAMPs
Market Definition

FA Product TAMP

(Open Architecture)

Financial Advisors

FA Product TAMP
(Exclusive)

Proprietary
TAMP

Source: Tiburon Research & Analysis



TAMPS Help Advisors Drive Positive Client Experiences

Acquisition

Marketing
Prospecting
Proposals
IPS
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Onboarding

« Document Management
« Asset Transfer
« Account Aggregation

« Asset Allocation

Portfolio Management

Manager Selection
Investment Selection
Trading/Order Management
Pre- & Post-Trade Compliance
Custody Reconciliation
Rebalancing

Feeing

Sleeve Management/Overlay

Reporting & Transparency

* Advisor Dashboards

- Portfolio Analysis

- Reporting/attribution

« Statements

« Client Portal/Self-Service

« Manager Dashboards/
Escalation



The Wealth Advisor’s 2022 America’s Best TAMPs
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Model Marketplaces
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Orion’s proprietary research
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Advisors are Pulled in Many Directions with Only Small Allocations for Each Activity Area

Percent of Time Spent on Activities

Estate planning

6.8-8.4% . . .
Financial planning

13.5-16.5%
Investment management/ 3 3 hou rs

execution

10.9-12.8% Advisors optimal
average work week

Retirement planning
7.3-8.8% 8%
%

Practice management/
administrative
8.3-9.8%
Insurance consultation
7.9-10.2%

Market watch/ updates
8.8-10.5%

Prospecting new clients
8.9-11.4%

10%

Client meetings/
relationship building
Cash flow/ 9.1-10.6%
budgeting
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Advisors Apply Models to a Majority of Their AUM

Models initially developed
outside of my practice by
third-party - 19%

. Corporate/Home-office
model - 18% 0/

Allocated towara
Models that | personally
" developed - 17% model-based assets

Non-model
based assets
29%

Models that my practice
developed for our teams
to use - 17%
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And they use multiple model providers predominately in core and satellite portfolio

positions but with modifications

Typical Role of Models in Portfolios

Core portfolio
holdings

Satellite/sleeve
portfolio holdings

In both core and
satellite positions
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88%

Of advisors are extremely/very likely
to use multiple model providers
within an overall client portfolio

16%

Of advisors customize models for
client portfolios



A Significant Portion of Advisors Use Manual Methods to Manage Models

469 530,

Of advisor report manual methods in dealing with
models, presenting a substantial opportunity to move
these Advisors to another approach.
28% 25%
€ SPREADSHEETS / PAPER =4 EMAIL Models integrated with Online model marketplace
17% Spreadsheet 23% Money manager designed my FinTech solution with online updates
6% Paper model with email updates
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Models Provide Key Benefits to Advisors that Enable Efficiency and Practice Growth

Of advisors agree that models Of advisors agree that
makes it easier to make models improves the
changes within a portfolios efficiency of their practice

Helps me to easily scale Allows me to apply an Helps me create a consistent
my business institutional quality approach client experience

to my clients’ portfolios
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When Ranked or Selected, Model Alignment with the Advisor’s Strategy
and Philosophy is the Key Selection Criteria

Rank Order Model Choice Criteria Multi-select Model Choice Criteria

Strategy or market exposure of model 0
The level of partnership/resources the 5 2 /0
money manager brings to help my practice

Strategy or market exposure of model

Investment philosophy or style

Past performance 5 2 0/
0

Thematic model approach
Investment philosophy or style

4.2%

Fee for model use The level of partnership/resources the
money manager brings to help my practice

Strong wholesaler relationship

Recognized money manager

O ~ O O & W IN —
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If a Model Marketplace Were Available on Set-up, More Advisors May
Review Third-party Model Options

If your firm approved access and

your FinTech provider included a 0
model marketplace within your 88 /0
e Extremely / Very Likely

current base fee how likely would

you be to review third-party model . |
Interest is high for accessing a model|
thions that are available within marketplace through their FinTech provider.

the system?
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Model Providers: Opportunity to Deliver Models by Channel, 2018 vs. 2020

Model providers have high hopes for fintech marketplaces, but Gerulli cautions that the opportunity is limited.

Analyst not: Respondents were asked, “Please select up to five of the following channels that you believe offer the greatest
opportunity in terms of likely AUM in three years, for your firm to distribute asset allocation models.”

Channel Example Firms 2018 2020
Managed account tech providers Envestnet, AssetMark 90% 86%
Independent B/D LPL, Commonwealth, Cetera 85% 80%
National/regional B/D Ameriprise, Edward Jones, Raymond James, Stifel 55% 51%
Independent RIA Suctody with Schwab, Fidelity, Pershing 55% 51%
Fintech provider marketplace Oranj, Orion 30% 46%
Wirehouse UBS, Merrill Lynch, Morgan Stanley, Wells Fargo 25% 46%
nsurance B/D Northwestern Mutual, Lincoln, Allstate 25% 26%
RIA aggregator Hightower, Dynasty 30% 20%
Retail bank B/D Chase, Citi, PNC 10% 17%
Bank trust or private bank J.P. Morgan, U.S. Trust, Bessemer Trust 25% 14%

< ORION



la
A

The Future of
the Marketplace
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Trends

» The continuous and hyper-personalization
of the Advice Model

* The "“face” of the advisor will fundamentally
change with women, minorities and mid-
career changers accounting for the majority
of advisors

* Integrated banking-wealth management
“ecosystems” will emerge and have a unique
competitive advantage
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Mc Kinsey North American wealth management 2030



Multiple Technologies Will Build Capabilities for Personalization of Advice

& Process automation
Distributed processing

Mobile workforce

Horizon 1 Horizon 2 Horizon 3
~ Robotadvice iiécﬁiﬁi;a?n?n_g ______ hdeily ~ -
A S ; A
Big data Automated advice Higonrenicl ack: 1.9 Enhanced client Intelligent Automation :
A Pay As You Live experienceg _.l |
analytics = Blockchain '
E"TE' Dynamic segmentation Real-time needs % |
Life st i analysis . |
n:;kﬁ;}?; Sheialimaketing  © 1 DTG Campalgns 5 Distributed ledger Quantum computing |
A Sacial advocacy AML/KYC STP A ;
Life trigger- All_gnr_ltgngc :
. _ ogic 2. |
based advice Cybersecurity rolt NextGen security |
Teleworking A Placi |
A Advanced security o & |
|
|
|

Today
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The Changing Demographics
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The Ecosystem for the Wealth and Private Banking Model

Strategy and vision

Architecture and blueprint Clients

Design and experience principles

* Confirms the end-to-end value » Segments the clients based
chain and defines "to be"” core on need and interaction

competencies

» Sets the strategy, vision and
targets for the organization

* Translates the strategy into
a set of rules defining how the
“to be” organization should
operate

Within an ecosystem wealth and private banking model

Dynamic advice and wealth client experience

Regulatory compliance Priﬂr'ﬁ:ﬁ nd Advisor/RM » As part of the dynamic wealth

* Provides for all operating model CX, prototype the future state
components to be compliant Strategic design principles Service experience architecture experience across channels

with regulatory requirements e @ e

Channels

}Jy and data

blueprint

Performance metrics Products and services
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» Defines Day 1 product offerings
available for target customers
through the available channels

* Defines financial and qualitative
performance metrics to be set,
measured and evaluated

Design and experience
principles

@ Regulatory compliance

Processes - Advisor/RM

* Defines and streamlines the * Helps define the interaction
core processes which underpin model, and how the common

Technology and data . People and organization

» Defines tech landscape * Articulates the organization
(inclusive of existing assets for the target state
overlaid on target state
vendor/in-house development)

business operations processes support through a
hybrid model
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Enhance Digital Systems

Poss: )
N
=7 More Time A
ef=] £Q
Consumer at the Account Support Research
center of everything
-~ 20 |
et m
Growth & Scale Education

7'\40R|0N Asset Allocation Digital Onboarding
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