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—REACH IN THE MARKETPLACE

1

Cross-Platform 
Marketing Opportunities

Reaching independent broker-dealer-affiliated advisors and registered investment advisors (RIAs),    
Financial Advisor offers readers unparalleled ideas and strategies to help them better invest for their 
clients and manage their practices. 

A section within Financial Advisor magazine and a dedicated website to exclusively target ultra-high-
net-worth wealth and family office advisors. These advisors service the financial, legal, insurance/risk 
management and lifestyle needs of the ultra-affluent. 

Showcase your brand in one or more of our publications, websites and 
e-newsletters.

www.conferences.fa-mag.com

10th Annual 
INSIDE ALTERNATIVES & 
ASSET ALLOCATION 

6th Annual 
INVEST IN WOMEN
11th Annual 
INSIDE RETIREMENT

www.fa-mag.com

www.pw-mag.com

Financial Advisor magazine hosts a variety of one- and two-day conferences that focus on topics that are important 
to you and your clients. These topics include, women in wealth management, retirement planning and alternative 
investing.



In a recent study, Financial Advisor magazine 
was measured against 30 other print 
publications. It’s leading among its competitors 
and comes in second in the overall ranking 
under The Wall Street Journal. The Financial 
Advisor Media Outlook and Usage Study, 
conducted by Erdos & Morgan, provides 
unique insights into the thought process 
and preferences of financial advisors in the 
professional investment community.

% Of Financial Advisors 
Who Read  In The Past 6 

Months, 2016

—INFLUENTIAL AUDIENCE

2

n  Independent Financial Planners/Advisors/RIAs	 87.3% 

n  Full Service Securities Firm	 6.1% 

n  Insurance/Accounting/Bank Advisors	 6.1% 

n  Other Types of Professionals Allied to the Field	 .5% 77+12+10+1+A87.3% 
Financial 
Advisors

Competitive Landscape—Print Edition

*June 2019 BPA Brand Report

**�Resigned from BPA 2017; Investment Advisor 
and WealthManagement, November 2018 Postal Statement. 
Financial Planning, November 2017 Postal Statement. 

***ABC 2017

Financial Advisor

Investment Advisor

Financial Planning

Investment News

Wealth Management

*June 2019 BPA Brand Report, Total Qualified=110,000

Print
 Delivers To A Clearly Defined And Targeted Audience of 607,000

110,000*

 79,863**

 76,229**

 61,000***

 Bi-monthly  49,396**

 Is Ranked The Most 
Widely Read Trade 
Publication For The Fourth 
Consecutive Year

Financial Advisor

Financial Planning

Investment Advisor

Investment News

Wealth Mgt./Rep.

The Journal of Financial 
Planning  

55.9%

49.9%

40.1%

32.3%

25.7%

22.2%

Print: 110,000 
Social Media: 117,000 
FA News: 200,000             				  
Website (Avg. Unique Visitors): 180,000

Source: 2016 Erdos & Morgan, Financial Advisor Media and Usage Study (FAMOUS)



IRAs	  82%

Mutual Funds	  78%

Roth IRAs	  75%

Bonds/Bond Funds	   71%

ETFs	  70%

Equities 	   68%

Life Insurance	  60%

529 Plans/College Saving Products	   57%

Annuities	   55%

Fixed Income Products	  48%

Long-Term Care Insurance	  46%

REITs	 45%

Defined Contribution Plans 

(401k, 403b, 457 Plans)	 41%

Readers Are Experienced 
Advisors With Established Practices
Years Experience 
26
Assets Readers Personally Manage on Behalf of Clients 
$364.7 Million
Assets Readers Personally Invested on Behalf of Clients 
$24.7 Million
Average Number of Clients Readers Personally Manage 
139

—INFLUENTIAL AUDIENCE
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*Source: Signet Research 2018 Subscriber Study 
**Source: Signet Research Ad Awareness Study, June 2017

 Readers Regularly Respond To 
Advertising And Editorial Content
Actions taken during the past year as a result of advertisements and/or 
articles in Financial Advisor.

89%
have referred or discussed an article with 
someone in a company by passing along a tear 
sheet, a photocopy or an actual issue.*

76%
bought products or services advertised, 
recommended/specified products to a client or 
colleague or requested additional information   
from a company, sales representative or 
distributor.**

45% visited an advertiser’s website.**

Products  Readers Personally 
Recommended To Clients
Over Past 12 Months

Source: Signet Research 2018 Subscriber Study

n  Fee Advisors 	  76% 
           Fee-Based	 48%  
           Fee-Only	 28%

n  Commission 	 11%
n  Salary 	  8%
n  Other 	  5%

74+11+10+5+A76% Fee 
Advisors

Compensation Structure

Source: Signet Research 2018 Subscriber Study
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Financial Advisor provides readers with sophisticated planning and investment 
strategies to help them better manage the wealth of their affluent clients. 
Our editorial team goes in-depth to offer investment ideas and planning 
techniques advisors can use to address their clients’ financial goals. FA also 
challenges traditional financial planning wisdom by introducing readers to 
new approaches.

Unparalleled Content
Editorial excellence is essential for any media vehicle. Accordingly, FA brings 
together a prominent team of editors and contributing writers to provide 
the most compelling publication for the top decision-makers in the financial 
advisory field. At FA, we have assembled an all-star list of editorial voices 
within the financial marketplace.

Editors
EVAN SIMONOFF, Founding Editor-in-Chief and Editorial Director, Financial 
Advisor and Private Wealth magazines
Evan Simonoff is editorial director of Financial Advisor and Private Wealth 
magazines and is a founding partner of Charter Financial Publishing Network 
(CFPN). He has spent more than 25 years as an editor and reporter covering 
the financial services industry. Simonoff is a widely recognized expert on 
personal finance and investments.

DOROTHY HINCHCLIFF, Founding Executive Editor, Financial Advisor magazine 
Dorothy Hinchcliff is executive editor of Financial Advisor magazine and 
editor of www.fa-mag.com. Hinchcliff also is director of FA’s Invest In 
Women conference. She has been a financial journalist for more than 25 
years.

Columnists and Writers
Mitch Anthony / Bill Bachrach / Greg Bresiger / Marla Brill 
Joel Bruckenstein / Ron DeLegge / Karen DeMasters / Ric Edelman 
Harold Evensky / Ray Fazzi / Mark Hurley / Robert Laura 
Tracey Longo /Dan Moisand / Nick Murray / Philip Palaveev                     
Russ Alan Prince / Eric Rasmussen / Eric L. Reiner / Chris Robbins 
Jeff Schlegel / Catherine Seeber / Ed Slott 

k n o w l e d g e  f o r  t h e  s o p h i s t i c a t e d  a d v i s o r

July 2018  
www.fa-mag.com
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AUM And The  
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Asset-Based Pricing Doesn’t  
Guarantee Higher Valuation

FinAnciAl engines +  
edelMAn = loVe 

It Could Be A Formidable Platform  
That Competes With The Big Players

leAner And MeAner WiTh Tech 
Technology Allows RIAs To Boost  

Profits And Shrink Staffs
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May 2018 • www.fa-mag.com

Yardeni: Inflation Dead,  
Growth Slow 
The Well-Known Economist  
Shares His Views

FA's 2018 Retirement  
Advisor Survey 
Readers Provide Insight  
On Client Challenges

Alzheimer’s Disease: Part II 
Colony Group Advisors  
Share Planning Steps

Young advisors are finding creative ways to build their  
firms in the face of changing demographics. 

Ten Young  
Advisors  
To Watch

Rachel Moran,
Financial Planner 
at RTD Financial 

in Philadelphia.

Mission
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Editorial content & dates as of 4/2019 and are subject to change.                  

2019 Editorial Calendar
MONTH EDITORIAL FEATURES

BONUS CONFERENCE 
DISTRIBUTION

CONTENT 
MARKETING

CONTENT 
MARKETING

DUE
IO 

DUE
MATERIALS

DUE
MAIL 
DATE

Jan
• U.S. Equity Outlook 
• Annuities 
• ETFs
• �Private Wealth Section On 

The Ultra-High-Net-Worth

• FSI OneVoice
• �Heckerling Institute on Estate 

Planning 

Nov 30 Dec 3 Dec 28

Feb
• U.S. Fixed-Income Outlook
• Last-Minute Tax Strategies 
• Retirement Investing

• TD Ameritrade National LINC
• �Investments & Wealth Institute 

Investment Advisor Forum
• Inside ETFs

Dec 28 Jan 7 Jan 30

Mar
• Women in Planning Special Section
• International Investing Outlook 
• College Planning
• REITs

• �Women in 
Planning

Jan 23 Jan 30 Feb 5 Feb 28

Apr

• �5th Annual Invest In Women  
Conference Section

• �10th Annual Inside Retirement 
Conference Section

• �Broker-Dealer Outlook/Annual 
Broker-Dealer Ranking & Profiles

• �Private Wealth Section On 
The Ultra-High-Net-Worth

• Impact/Sustainable Investing
• ETFs

• �5th Annual Invest in Women Feb 13 Feb 28 Mar 6 Mar 29

May

• Young Advisors To Watch 
• Financial Technology For Advisors
• Retirement Investing
• LTC Insurance
• ETF Advisor Quarterly Section On ETFs

• �10th Annual Inside Retirement
• �Morningstar Investment 

Conference
• NAPFA Spring
• �Investments & Wealth Institute 

ACE

Mar 29 Apr 4 Apr 30

Jun
• Closed-End Fund Investing
• Annuities 
• Emerging Markets

• Pershing INSITE Apr 30 May 7 May 31

Jul

• Annual Top RIA Ranking
• �Private Wealth Section On 

The Ultra-High-Net-Worth
• �ETFs

May 30 Jun 6 Jun 28

Aug
• �Broker-Dealer Recruiting Special Section
• �Retirement Investing
• �Cryptocurrency
• Donor-Advised Funds 
• ETF Advisor Quarterly Section On ETFs

• ��Broker-Dealer 
Recruiting

Jun 21 Jun 28 Jul 3 Jul 29

Sep
• College Planning 
• International Investing 
• Annuities

Jul 30 Aug 6 Aug 28

Oct
• Investment Model Portfolios
• �ETFs
• Year-End Tax Strategies
• �Private Wealth Section On 

The Ultra-High-Net-Worth

• NAPFA Fall National 	 	
		

Aug 30 Sep 5 Sep 30

Nov
• Fixed-Income Special Section
• �Retirement Investing (401k Planning)
• Financial Technology For Advisors
• ETF Advisor Quarterly Section On ETFs

• �10th Annual Inside    
Alternative Investments

• Schwab IMPACT

• Fixed-Income	
		

Sep 23 Sep 30 Oct 7 Oct 30

Dec
• Annuities 
• Charitable Giving 
• Emerging Markets

Oct 23 Oct 30 Nov 5 Nov 29

Special Section Content Marketing Opportunity Annual Rankings Conferences Exclusively Produced By FA

WEBSITE ADVERTISING AWARENESS STUDY

PRINT ADVERTISING AWARENESS STUDY

IN EVERY ISSUE: Retirement Planning, ETFs, Mutual Funds, Technology, Wealth Management, Client Relations, Investing, Estate Planning, Practice Management.

PRINT ADVERTISING AWARENESS STUDY

WEBSITE ADVERTISING AWARENESS STUDY

PRINT ADVERTISING AWARENESS STUDY

Private Wealth Section
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ETF Advisor Section



 — OPPORTUNITY

FOUR-COLOR	  1X	 3X	 6X	 12X	 	

Full Page	 $16,620	 $16,090	 $15,320	 $14,570

2/3 Page	 14,680	 14,275	 13,630	 12,870

1/2 Page	 12,635	 12,225	 11,465	 10,585

1/3 Page	 10,710	 10,470	 9,830	 9,177

Spread	 30,955	 30,075	 28,615	 27,025

COVER RATES

Cover 2 (Inside Front)		  $23,875	 $22,585	 $21,300

Cover 3 (Inside Back)		   22,585	 21,300	  20,365

Cover 4 (Back Cover)	  	 25,160	 23,875	 22,585

RATE QUESTIONS? Call Dawn Zarcaro at 732-450-8866, ext. 22 or e-mail: dawn@fa-mag.com

AD MATERIAL QUESTIONS? Call Aimee Melli at 732-450-8866, ext. 15 or e-mail: aimee@fa-mag.com

SEND AD MATERIALS TO: Financial Advisor, Production Department, 499 Broad Street, Suite 120, Shrewsbury, NJ 07702

Covers and Full Pages

Trim 	 8V" x 10Y"

Bleed 	 8W" x 11V"

Live Area	 7X" x 10W"

Spreads	

Trim	 16N" x 10Y"

Bleed	 16K" x 11V"

Live Area	 15O" x 10W"

Fractional Ad Sizes	

2/3 Horz.	 7" x 6"

2/3 Vert.	 4K" x 9O"

1/2 Horz.	 7" x 4K"

1/2 Vert.	 4K" x 7"

1/3 Sq.	 4K" x 4K"

1/3 Horz.	 7" x 3"

1/3 Vert.	 2N" x 9O"

AD SIZES DIGITAL FILE SPECIFICATIONS FOR PRINT

Media
• E-mail (maximum file size 5 MB), CD/DVD Rom or FTP

• Please label CDs/e-mail with name of advertiser and issue date.

Preferred format: PDF
• �Files should be 100% complete with all high-resolution images (300dpi) and fonts embedded.

• �Color files must be CMYK format. Spot colors will be converted to process unless  
indicated otherwise.

• �Files must contain Type 1 postscript fonts. Truetype and Multiple Master fonts are not supported.

• �Page files should be built to the trim size with the bleed area extending 1/8" beyond the trim. Keep  
all text and images within the live area (1/4" in from trim).

• �Images should be TIFF or EPS format in CMYK or Grayscale. Do not embed ICC profile with images.  
Total ink density should not exceed 280%.

• �Offset printer’s marks at 12 points from trim so they do not appear within the print or bleed area.

Proofs
All color ads must include a SWOP standard color proof. All b/w ads must include a composite laser.

FTP Instructions 
Go to www.fa-mag.com and click on the “FTP Site” at the bottom of the page.  
User name: ads_fa; Password: fauploads. Please e-mail Aimee Melli (aimee@fa-mag.com) with the file  
name and issue date once the ad has been uploaded to the site.

FOR SPECS VISIT: www.fa-mag.com/fa-print-ad-specs

 2019 Display Rates

For pricing of high impact and unique units such as false cover tips, gatefolds and sponsored content, please contact your sales rep.

Bleed – add 10%. Preferred or special positions – add 10%.  
A short rate will be applied to any advertiser who does not fulfill contracted frequency. All rates listed above are gross.
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Yardeni: Inflation Dead,  
Growth Slow 
The Well-Known Economist  
Shares His Views

FA's 2018 Retirement  
Advisor Survey 
Readers Provide Insight  
On Client Challenges

Alzheimer’s Disease: Part II 
Colony Group Advisors  
Share Planning Steps

Young advisors are finding creative ways to build their  
firms in the face of changing demographics. 

Ten Young  
Advisors  
To Watch

Rachel Moran,
Financial Planner 
at RTD Financial 

in Philadelphia.

Keeping you ahead of the curve 
With our family of well-known investment managers, and more than $1 trillion in assets under management 
worldwide, we know how to turn information into intelligence you can really use. To learn more about the equity 
solutions and world-class professional services we provide to RIAs, please visit www.allianzinvestors.com.

Cadence Capital Management is an independently owned firm. 
Assets under management for Allianz Global Investors AG are as of 12/31/08. 
©2009 Allianz Global Investors Distributors LLC.

Cadence Capital Management is an independently owned firm. 
Assets under management for Allianz Global Investors AG are as of 12/31/08. 
©2009 Allianz Global Investors Distributors LLC. 24927

RCM • NFJ Investment Group • Nicholas-Applegate • Oppenheimer Capital • Cadence Capital Management • PIMCO 

BellybandTemplate_FA.qxd  4/1/09  2:55 PM  Page 1
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COVER GATEFOLD (with page 1)
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FALSE COVER/COVER TIP

                 

                 

REDEFINES PRINCIPAL PROTECTION.

Since 1999, this participation 
rate strategy* would have

returned 135% 
of the S&P 500® 
without ever posting a negative year.

Who says principal protection has to restrict performance?

K N O W L E D G E  F O R  T H E  S O P H I S T I C A T E D  A D V I S O R

S e p t e m b e r  2 0 1 8
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 — OPPORTUNITY

Sponsored Content/Advertorials/Native
Whether you have contributed copy available or need support 
putting your message together, FA can assist in helping you deliver 
your message effectively to our readers. 

Roundtable Interview/Q&A
FA will work with you to create an edited Roundtable Q&A with key 
members of your organization. This is a chance to connect with 
advisors in your own words, reinforce your messaging and make 
sure your voice is heard. Clients have the opportunity to edit the 
Q&A, and will have approval of the final piece before publication. 
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EACH FEATURE INCLUDES:

• �A 300-word manager commentary & portrait

• �A 100-word company description & logo

• Print & digital components

Annual Integrated 
Sponsorship Opportunities

APRIL 
Broker-Dealer Ranking and Profiles 
Broker-Dealers can complement their 
annual ranking in the Financial Advisor 
Broker-Dealer Survey by showcasing their 
firm in a corporate advertorial profile. 

APRIL 
Broker-Dealer Survey 
This 12-month 
sponsorship 
opportunity includes 
print and digital 
components and is 
available with a 50% 
SOV.

JULY 
RIA Ranking 
This 12-month 
sponsorship includes 
print and digital 
components and is 
available with a 25% 
SOV. 

INDEPENDENT 
BROKER-DEALER 
RANKINg 2018
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Content Marketing
FA’s content marketing opportunities allow you to showcase your 
offerings to advisors through thought leader commentaries.
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Voya Investment Management,  

a leading provider of retirement products 
and services, sees compelling reasons for 
financial advisors to become experts in 
personal retirement planning. Jake Tuzza, 
head of Intermediary Distribution for Voya, 
recently discussed with Financial Advisor 
magazine the challenges, opportunities and 
a new initiative, Voya Retirement University 
for Advisors™. 

What are the biggest pressures  
advisors are facing today?

Tuzza: You’ve got regulatory issues, fee 
disclosure requirements, unrealistic client 
expectations and market volatility. All of this 
puts a lot of stress on the advisor’s practice. 
Advisors need the right tools to work  
effectively with these clients. 

Retirement is the primary objective for 
at least half the clients of three-quarters of 
advisors and for 75% or more of the clients 
of one-third of advisors.1 

What do personal retirement  
clients think is most important  
from an advisor?

Tuzza: Clients are looking for an advisor 
that can talk them through volatility, help 
them sleep at night and built a portfolio that 
will be able to perform in different market 
environments. According to research,  
managing client fears and expectations 
is the number one concern for advisors. 
But many advisors get caught in the trap 
of focusing on alpha or star ratings as the 
primary investment goal. When markets 
go down, that could stress the client’s  
portfolio and the client relationship. 

What skills and expertise should advisors 
develop to differentiate themselves as 
personal retirement specialists?

Tuzza: It really comes down to two  
areas—investment-related (managing 
portfolio risk and volatility) and relationship-
related (managing clients’ fears and  
expectations). By building historically  
consistent, reliable portfolios, advisors will 

be able to more effectively manage client  
relationships across any market  
environment. Advisors must set clear,  
long term objectives up front and continue 
those conversations throughout all  
market environments. 

How can advisors improve  
their personal retirement skills  
and expertise? 

Tuzza: Recognize and embrace some of 
the professional development that’s out 
there, including Voya Retirement University 
for Advisors™. Embedded in our program is 

our Consistency Lens™ methodology, which 
evaluates fund manager performance based 
on rolling three-year returns and applies six 
return-based factors that we have found 
to be linked to manager reliability—Infor-
mation Ratio, Sortino Ratio, Overall Ratio, 
R-Squared, Upside Capture and Downside 
Capture. Applying these factors can reduce 
the range of uncertainty when evaluating 
funds. In the large cap growth universe, for 
example, rolling three-year returns between 
2005 and 2015 ranged from -1% to +17% 
for all managers. When applying the Consis-
tency Lens™, that range was reduced to 
+9% to +13%.

Retirement University also educates 
advisors on how to help clients exhibit 
good, “consistent” behavior which achieves 

better investment outcomes than having 
potentially sabotaging knee-jerk reactions 
to market events. 

What marketplace changes should  
advisors anticipate while they’re  
revamping their toolboxes? 

Tuzza: Greater emphasis on fees will 
persist, which means finding new or stronger 
ways for advisors to demonstrate their value 
will continue to be important. We’re also 
coming out of a five-year bull market and 
most market experts expect the next five 
years to look very different. When fixed-

income yields are low and there is volatility 
and dampened expectations in the equity 
market, portfolio construction and manager 
selection are even more critical. Finally, 
research shows 70% of advisors expect to 
see an increase in the number of personal 
retirement clients, yet only 16% position 
themselves as retirement experts.2 There is 
tremendous opportunity.

TM

ADVERTORIAL

Advisors Can Capture More Retirement Business 
Despite Industry Challenges 

To learn more, visit 
RetirementU.Voya.com/FA

1,2 Practical Perspectives, Advisors Working With Retirement Clients, 

April 2016. Past performance is no guarantee of future results

*Practical Perspectives, Advisors Working with Retirement Clients, April 2016. For 
financial professional or qualified institutional investor use only. Not for inspection by, 
distribution or quotation to, the general public.

Advisors Must Stand Out To Grow

More than 70% of advisors expect  
to see an increase in the number of personal 
retirement clients*

But only 16% position themselves  
as retirement specialists*
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U.S. To boot, yields found in these bond markets are generally 
higher than those available in the U.S. (*Source: Bloomberg. 
Represents the trade-weighted U.S. dollar as calculated by the 
Bank of England, 1/1/1975 to 9/30/2012.)

Collins: If I had to pick three fixed income choices, it would 
be a core/core plus bond fund, a high yield bond fund, and a 
global bond fund with a fair amount of emerging debt associ-
ated with it. As interest rates on U.S. debt have come down, 
the yields offered by a lot of traditional core bonds are now 
in the low to mid-single digits at best—so I believe having a 
higher yielding fund offering is really timely. [See Figure 1.]

Bier: What about floating rate income funds which are also men-
tioned in the white paper?

Collins: Floating rate income funds, which invest in senior secured 
loans where the interest rate periodically resets based on changes in 
a specified benchmark rate, are generally comprised of high yield 
or below investment grade issues. If rates do go up significantly—
when the Federal Reserve eventually raises rates again—generally 
the floating rate structure of the loans will result in notably less prin-
cipal volatility than a fixed rate bond. They should ultimately provide 
a higher coupon or a higher yield, but with more risk, as well. Also, 
while loans tend to be less sensitive to economic cycles than high 
yield bonds, they are nonetheless a hybrid vehicle between stocks 
and bonds so I think they can play a role in diversifying a portfolio.

Bier: What happens with floating rate bond funds if interest rates 
remain flat for a while?

Collins: Historically, you basically capture the yield with 
some potential for price appreciation. That’s why now if I had 
to choose between a high yield bond fund and a loan fund, or 
a high yield bond and a loan, on average, I currently favor high 
yield bonds because they have a little more upside potential.

Tipp: On the heels of the huge decline in interest rates that 
we’ve seen in recent years, I believe there’s a general misper-
ception by investors that if they stay in cash they’ll be better po-
sitioned over the next five to 10 years because at some point 
the economy will be better and the Federal Reserve will raise 
interest rates. But in all likelihood, much of the decline in interest 
rates from the high levels of the 1970s and early 1980s may very 

of the duplication that’s in there today and give participants the 
opportunity to build a truly diversified set of portfolios.

Mike Collins: There are always 15 to 20 different flavors of 
equity—large cap, small cap, mid cap, value, growth, inter-
national, U.S.—and then there’s one bucket that says bonds. 
That’s how fixed income has been thought of historically.

Rosenberg: That’s not the way it happens in the defined 
benefit world or the institutional world. It’s truly just like the 
equity marketplace—there are types of fixed income that you 
can put together to either help enhance your opportunities for 
returns or help lower potential for risk.

Bier: should fixed income be playing a larger role in every DC 
plan, or is it only important for certain types of plan participants?

Rosenberg: Certainly fixed income should be represented in 
every plan menu. Like with equities, it’s a plan-by-plan decision. 
This is not a one-size-fits-all type of market. That’s where advisors 
and consultants need to have really interesting and thoughtful 
conversations to find out a plan sponsor’s goals and objectives for 
offering the plan, and what their participant base is looking to do. 

Bier: What factors should be considered when selecting fixed 
income options for DC plans?

Rosenberg: Retirement plan menus aren’t created for a point in 
time; they’re created for long-term investing. Think about the long 
term and include investment alternatives that will react in differ-
ent economic environments, different interest rate environments. 
The first thing you have to do when you add any investment prod-
uct is to make sure it has a sound investment rationale: Why are 
you adding this and is it going to help participants construct bet-
ter portfolios? You don’t want to just add funds to add funds. Too 
many choices paralyze participants. Advisors and consultants 
need to consider a well-diversified core/core plus fixed income 
fund and maybe one or two other fixed income satellites.

Bier: What types of fixed income funds can potentially help par-
ticipants construct better portfolios?

Robert Tipp: Retrenching into fixed income or into the lowest risk 
vehicles may help people conserve, but that doesn’t find them a 
middle ground in terms of something that will have a somewhat 
higher return than a core/core plus fixed income mandate but with 
potentially less volatility than equities. High yield bond funds—
and we focus on higher rated high yield—is one of those middle 
grounds that could become more of a value generator. It’s an asset 
class that has been very efficient in terms of the amount of return 
that you get per unit of risk. In fact, higher rated high yield bonds 
have among the most attractive risk-adjusted returns of all U.S. 
asset classes over the long term in my opinion. (Sources: Morning-
star, Barclays, 1/1/1997 to 9/30/2012.)

Since the U.S. dollar has historically been one of the world’s 
weakest currencies*, diversifying into a global bond fund may 
help investors protect their purchasing power. Many emerging 
market countries, for example, not only have favorable growth 
dynamics relative to the U.S., but also have been reducing their 
government debt burdens and are, as a result, on a trend of 
improving credit quality. Also, a number of developed countries, 
such as Norway, Sweden, Australia, and Canada, have also ex-
hibited strong growth and better fiscal discipline relative to the 

well be permanent. Investors need to be careful that their invest-
ments don’t have unduly short durations since a shortening on 
the yield curve will reduce their income and eliminate the natural 
balancing effect that intermediate- and longer-term fixed income 
securities can have on an overall portfolio. Something I think that 
people have missed to some extent is that intermediate- and lon-
ger-term fixed income portfolios are often a good diversifier since 
they tend to fluctuate inversely with stock investments.

Bier: Why should advisors and their clients feel confident about 
high yield bonds, given their historically poor reputation, and 
about global bonds, given the global debt crisis? 

Tipp: While it may seem counterintuitive to allocate to 
global bonds given the crisis in Europe, one of the potential 
benefits of an actively-managed global bond fund is its abil-
ity to rotate among countries to find the best opportunities. 
In contrast, a single country fund is largely captive to that 
country’s political and economic cycles.

Collins: To be sure, high yield bonds have fluctuated with the 
economic cycle, but over the long term, their generous yield lev-
els have more than offset losses from defaults, which average 
just under 5% a year over the long term. (Source: Moody’s as of 
9/30/2012.) Additionally, if you look at the historical performance 
of the asset class on both an absolute and risk-adjusted return ba-
sis versus other bonds and equities, I believe it looks really appeal-
ing. One of the adages is you could get returns competitive with 
the U.S. stock market with about half the volatility [See Figure 2]. 

I would never recommend that individuals invest in a hand-
ful of individual high yield bonds. The funds offered on plat-
forms of defined contribution programs tend to be really di-
versified. We have hundreds of different high yield bonds in 
the funds we manage. So investors could capture the positive 
attributes of the asset class without having the idiosyncratic 
risk of a default really impacting principal. 

Bier: are fixed income investments already benefitting DC port-
folios, and what performance period is most relevant to look at?

Collins: Over the last decade, most bond sectors have outper-
formed U.S. stocks, with the highest yielding bonds performing 

best. [See Figure 3.] So to the extent people have selected bond 
options in their allocation, it’s really provided the ballast—not only 
in incremental return and capital growth, but in years like 2008 
core bonds had the highest returns. I’d look to at least a five-year 
performance period. A full cycle is probably really more like 10 
years but a five-year number at least to where we are today is a 
good snapshot because it has the entire 2007 to 2009 weakness 
and the 2010 to 2011 strength.

Bier: What should advisors be looking for when selecting fixed 
income managers?

Collins: Finding an appropriate manager is as important as 
picking the fund and the style of the fund. I think a stable team 
is really important; you don’t want a place where there’s a lot 
of turnover. You also want a team with deep resources, really 
strong research and risk management capabilities, great sys-
tems and processes, and a proven long-term track record that’s 
managed through different economic cycles.

Tipp: It’s important to hire asset managers with a wide range 
of skills that can use the full spectrum of sectors and instru-
ments available. While a manager using a narrow range of skills 
may be successful in certain market environments, I believe a 
manager with broad skills and experience should be able to de-
liver consistently competitive performance over the long term.  

Rosenberg: You also want a manager who has size and scale 
to give you access to the right deal flow, at the right price and 
at the right time. I think you also have to balance size and scale 
with the ability to be nimble. If you’re too big, you might not be 
able to add alpha by buying the right bonds. Alpha measures 
risk-adjusted performance, factoring in the risk due to the spe-
cific manager rather than the overall market.

Bier: You’ve mentioned using the full spectrum of sectors. Can you give 
a quick rundown of some sectors advisors may want to think about?

Tipp: Experienced asset managers—for core/core plus funds, 
high yield bond funds, and global bond funds—should be ac-
tively allocating across sectors to try to capture the most attractive 
relative value opportunities. U.S. multi-sector managers should 
be analyzing trends and value propositions across the fixed in-
come spectrum: government bonds, mortgage-backed securities, 

ADVERTISEMENT ADVERTISEMENT

Figure 1

COMPARATIVE YIELDS ON VARIOUS INDICES
Yields (as of 9/30/12)

Source: Bloomberg, Barclays. Past performance is no guarantee of future results.
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Figure 2

RISK-RETURN CHARACTERISTICS OF VARIOUS INDICES
Average annual return and standard deviation of key asset classes (7/01/83–9/30/12)* 
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Figure 3

10-YEAR ANNUALIZED TOTAL RETURNS
Returns (as of 9/30/12)

Sources: Morningstar. Past performance is no guarantee of future results.
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*Starting date selected to coincide with inception of Barclays U.S. Corporate High Yield 
Index. Source: Morningstar as of 9/30/12. Past performance is no guarantee of future results. 
Standard deviation is the statistical measurement of dispersion that measures how widely a 
stock’s or portfolio’s returns varied over a certain period of time.

P
rudential Investments Mutual Funds, part of Prudential 
Financial, spends a lot of time providing thought lead-
ership with input from Prudential Financial’s affiliated 
institutional managers. A topic it has recently given 

much attention to is fixed income choices in defined contribu-
tion (DC) plans. Earlier this year it published the white paper 
Insights on Investing: Fixed Income Options within DC Plans for 
the purpose of initiating dialogue with advisors and consultants.

Jerilyn Klein Bier, a contributing editor for Financial Advisor 
magazine, recently engaged in a roundtable discussion with key 
professionals at Prudential to discuss this topic. The participants 
included Michael Rosenberg, senior vice president and director 
of Investment Only Defined Contribution (IODC) Distribution for 
Prudential Investments; Robert Tipp, managing director and chief 
investment strategist for Prudential Fixed Income; and Michael J. 
Collins, senior investment officer and portfolio manager for Core 
Plus Fixed Income Strategies at Prudential Fixed Income. Here 
they explain why offering a wider selection and variety of fixed in-
come choices to DC plan menus can potentially provide higher re-
turns, greater diversification and less volatility to retirement portfo-
lios. They also explain how financial advisors can help in this effort.

Jerilyn Bier: Mike R., what trends and evolving needs of plan 
participants suggest that fixed income needs to become a bigger 
focus in defined contribution plans?

Mike Rosenberg: First, there’s an aging workforce and its par-
ticipants tend to want to invest more conservatively, safeguard 

their assets and turn the assets they’ve accumulated into a 
stream of retirement income. Second, there’s been unprec-
edented market volatility due to the financial crisis of 2008 and 
the markets in general, so people are looking to become more 
conservative. The third trend has to do with the move away from 
off-the-shelf qualified default investment alternatives (QDIAs) to 
custom QDIAs. The vast majority of plans that are using custom 
QDIAs or custom target date funds use the core funds within the 
plan to create those QDIAs. So having a broader mix of fixed in-
come alternatives may provide potential to build better portfolios.

Bier: How underrepresented are fixed income investments in DC 
plans, and why do you think plan sponsors currently offer rela-
tively few options?

Rosenberg: The average plan has 18 investment choices and 
15 to 16 of those are equity choices, according to a 2010 study 
from the Plan Sponsor Council of America. Since DC plans 
were originally intended to be accumulation vehicles, the natu-
ral choice was to offer more and more equity funds. The intent 
wasn’t to underweight fixed income; it was to build broadly di-
versified portfolios. But I think that over time it got very skewed.

When advisors and consultants are looking to take over a book 
of business or a plan, they’re often saying let’s see what you have 
today and refining or tweaking it. I think it’s a great time, given the 
new rules and regulations on fee disclosure and fee transparency, 
for them to step back, think about what they want to accomplish 
and build menus from the ground up. They’ll probably avoid a lot 
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Prudential Investments® believes there are a number of compelling reasons 
why fixed income funds can help enhance defined contribution plans.
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Moving chess pieces
The independent broker-dealer space is in a state of play as advisors  
take advantage of change. by karen deMasters

t
his is a great year to be looking for a new 

independent broker-dealer.
shake-ups continue to embroil the space. large 

and small advisory firms and independent advi-
sors are jumping ship from their old firms to find 
new independent broker-dealers to assist them.

and the leadership at large broker-dealers looks like a con-
stantly shifting chessboard, as executives are poached by rival 
firms. add to that the fact that broker-dealers’ fees are being 
compressed and they face changing regulations. that’s a lot of 
changes to keep advisors and firms on their toes.

Jodie Papike, executive vice president at Cross-search, an in-
dependent broker-dealer advisor and executive placement firm, 
says it’s a good market for those advisors looking to move.

“broker-dealers are offering up-front money, enhanced pay-
outs and picking up expenses. it is a very competitive market 
for broker-dealers. when selecting a broker-dealer, advisors 
have to decide how much independence they want” and how 

big a broker-dealer they want to associate with, she says. 
as the space becomes more competitive, the offers to success-

ful advisors become more lucrative. individual ibDs do not like 
to say what specifically they are offering, but the incentive pack-
ages, including forgivable loans, are beginning to raise eyebrows.

the influence of private equity firms circling around indepen-
dent broker-dealers is also being felt. the U.s. is still one of the few 
safe havens for investments, and private equity firms are looking 
on it favorably and making what seem like rich offers for ibDs. 

because of Donald trump’s unexpected win in the 2016 elec-
tion, private equity firms see this as an industry likely to ben-
efit from deregulation. that will also improve the investment 
picture, they say.

in this new regime, larger broker-dealers will get bigger. 
smaller broker-dealers will serve niche advisory markets. as far 
as midsize ibDs, there’s disagreement about whether there will 
be room for them in the industry in the future.

but Papike says she is a fan of those midsize b-Ds, and 
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 sheila J. cuffari-agasi
 executive vice president 
 United planners

adamantly not for sale
advisors are tired of being bought, sold and traded like a 
commodity. after all, the value of a broker-Dealer is really in 
their producing advisors, so the advisor should have a signifi-
cant voice when it comes to changes in ownership, especially 
in the independent channel. as a business owner, one would 
think they would have some “destiny control” over the own-
ership of their chosen affiliated partners, broker-Dealer and 
ria. these independent advisors often make a decision to 
affiliate with one firm, and find themselves soon hamstrung 
and underserved by a completely different corporate partner. 

United Planners created a very unique structure to prevent 
this from happening at its inception back in 1987. the found-
ers structured the Partnership with the limited Partners 
(Producing advisors) having a majority ownership of the 
entity with voting rights on major issues. the firm is un-
conflicted about putting the needs of the owner advisors first 
rather than subordinating their interests to public sharehold-
ers, private equity firms, or corporate parents. this ensures 
United Planners independent longevity and viability.

United Planners has high standards for the type of advisor 
invited to join the firm. it is because of these standards, in-
cluding the unique structure, rich culture and way customer 
service is defined, United Planners has really set itself apart 
from other independent broker Dealer and ria firms. 

now let’s talk profits. when the majority of the firm is 
owned by the limited Partners, they receive an allocation 
of the majority of the profits every year. they also control, 
from an ownership standpoint the majority of the firm. no 
hostile takeovers here! advisors can readily “lock elbows” 
and prevent a sale, even if the general Partner were to 
encourage it. this unique structure essentially offers that 
“destiny control” right back to the hands of the advisor 
and business owner, and ownership is gifted for those who 
qualify, not purchased. truly a unique structure that ben-
efits not only advisors, but also their clients! 

see our corporate profile and disclosure information on page 42.  
for more information, please visit www.unitedplanners.com.

  
 david fischer
 managing director
 independent financial Group

the incredible rise of independent financial group
Q: 2017 was a record year for IFG and its recruiting efforts. To what 

do you owe your success?
A: the mass consolidation across the industry opened the 

door for many disenchanted advisors who were looking for 
a broker-dealer that wouldn’t let them down. ifg will never 
compromise on its fundamental values for size and will never 
undermine independence or advisor happiness. as a result of 
our recruiting efforts, we successfully transitioned 70 new 
advisors in 2017; totaling $25 million in new production.  

Q: What was the goal in starting IFG?
A: the vision was to create an environment focused our 

advisors and a customer service model that is second to none. 
to do business with the advisor in mind—coupled with a 
simple, consistent, common sense approach. to foster an 
environment free from quotas, bias or proprietary products. 
after working with large networked b-Ds, my partners and i 
were done with all that and wanted to return to the original 
model of independence with a small company feel. 

Q: What makes IFG unique?
A: we focus on values over revenue. we have years of 

experience behind us and can offer an unparalleled level of 
support. i have 31 years of recruiting experience and of the 
thousands of advisors i’ve recruited, there has been no easier 
“sell” than the ifg story. we don’t make deals here. we make 
promises and live up to them; we treat you like family. it’s 
very simple, satisfying and immensely effective. 

Q: IFG has caught up—surpassed in some instances, its competition 
out there. How have you done this in such a short amount of time?

A: we stay true to the fundamentals. we provide a personal-
ized approach to back office support and make sure the advisor 
always comes first. this formula has landed us a coveted spot 
among the country’s top 35 broker-dealers1 and we’ll continue 
working our way up.

Q: Take an existing independent rep looking to make a switch. Why 
should they choose Independent Financial Group, LLC (IFG) as their 
broker-dealer?

A: we maintain a very personalized approach to service; 
attuned to the needs of our advisors. all this comes with a big 
payoff. we’ve built a strong reputation based on relationships, 
one advisor at a time. 
1 As reported by Financial Planning Magazine’s FP50 list, where IFG ranks #35 based on total revenues.

see our corporate profile and disclosure information on page 42.  
for more information, please visit www.ifgsd.com.
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securities aMerica is a leading independent advisory and brokerage firm with more than 2,500 financial advisors overseeing  
$86 billion in client assets. with over 660 employees, primarily in la vista, neb., we help advisors grow, protect and perfect their 
practice so they can provide comprehensive financial advice to their clients. recognized for award-winning technology, proven 
practice management solutions and innovative advisory platform, Securities America is a subsidiary of ladenburg Thalmann financial 
Services inc. (nYSe mKT: lTS, lTS prA). This affiliation provides expanded services including equity research, investment banking, fixed 
income support, advisor-friendly trust services and insurance brokerage. for more information visit www.securitiesamerica.com.

SponSorS

42  |  finAnciAl AdviSor mAGAzine  |  AUGUST 2018 www.fA-mAG.com

now celebrating its 15-year anniversary, ifg serves the needs of independent financial advisors nationwide. renowned for their 
first-class customer service, the company specializes in individual wealth management and institutional retirement plan solutions 
for their financial advisors. ifG’s corporate office now supports more than 640 independent registered representatives across the 
country. Their notable success has been recognized in numerous financial services industry publications. Additionally, the firm was 
awarded 2nd place Broker-dealer of the Year by Investment Advisor magazine in 2016 and 2017. in 2017, ifG scored the #1 ranking in 
Wealth Management magazine’s independent Broker-dealer report card for overall Broker-dealer Satisfaction; as rated nationwide 
by their affiliated financial advisors in multiple categories. The company is led by managing directors & founders: david fischer, 
Scott heising and Joe miller. 

To learn more about becoming a part of ifG’s success story, contact david fischer in our home office at 800.269.1903 or via email 
at dfischer@ifgsd.com. for more information, please visit our website today, at www.ifgsd.com.

united planners (Up) is a hybrid friendly Broker dealer and riA structured as a limited partnership. Qualifying representatives 
share in the firm’s annual profits and receive top payouts.

Up’s rich culture has manifested itself as a direct result of the high quality advisors and key back office personnel united over the  
last 28 years. representatives benefit from business solutions created to make the advisor and their staff more efficient.

United planners encourages the hybrid advisor and offers low cost open architecture options under the firm riA, or as an  
independent riA. we service. we care. we share (profits). 

contact partner development for more information at 800-966-8737.

coMMonwealth has built a 39-year reputation on the principle that our business model should complement yours. our private 
ownership means we answer only to you, not to shareholders or a parent company—so we are able to make decisions with you, not 
for you, to support you in every way. Ultimately, what differentiates us most is our distinct culture. Quite simply, we love what we 
do, and this translates to the most satisfying and productive experience possible for you as your pursue the independent business 
you’ve always wanted. Member FINRA/SIPC.

Sponsored Section |  broker-dealer recruiting 
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 — OPPORTUNITY

Native Content and Sponsored 
Content Opportunities
A member of our editorial team will create a digital article highlighting the topic of 
your choice. Multi-platform placements include:

A

B

Link on home page

Your article will be featured in three-newsletter editions

2019 
Advertising 
Awareness 

Studies 
PRINT & ONLINE 

Financial Advisor will partner 
with Signet Research Inc. 
and conduct advertising 
awareness studies in the 
March, July and December 
issues of FA, and will study 
www.fa-mag.com during 
the months of March and 
October.

B

A
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Run of Site Units

D

E

F

C

Size	 160x600	
CPM	 $95

B

A

Size	 300x600	
CPM	 $130

Size	 728x90	
CPM	 $150

Size	 160x600	
CPM	 $75 

Size	 120x120	
CPM	 $50

Size	 160x600	
CPM	 $135

FOR SPECS VISIT: 
www.fa-mag.com/online-specs

B
C

E

F

All rates provided are net.

D

A
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High-Impact Digital Units Size	 640x480
CPM	 $300

Other Unique Opportunities
Spotlight On 
This is a hub that lives within the FA-mag website 
built exclusively for the client. This subsite allows you 
to feature literature, market outlooks, whitepapers, 
videos, etc. All featured content will click through to the 
client’s URL to read/experience in its entirety. Traffic 
drivers/promotional placements will be determined by 
the type of content featured within the hub. 

Website Homepage Takeover 
This opportunity allows you to achieve 100% SOV 
of the entire page in the form of seven banners that 
will surround all of the content to capture the viewers 
attention to your messaging.

Mobile Takeover 
An opportunity to achieve 100% SOV of the banner 
positions displayed on mobile devices. This includes 
four banner placements as well as the mobile 
interstitial unit.

Conference Content Sponsorships 
An opportunity to sponsor the content that we stream 
onto FA-mag.com from major industry conferences 
such as Schwab Impact, Morningstar, TD Ameritrade 
and others. We also offer sponsorships of all FA 
produced conferences such as Inside Retirement, 
Inside Alternatives, Invest in Women, etc.

Exclusive Sponsorship Of Our Annual 
Young Advisors To Watch List 
Our editors compile this list every year and it is a high 
interest read by our advisor community.

Video Distribution 
We will include your video in various newsletters and 
dedicated emails, as well as within our own library of 
videos to gain as much attention to your content as 
possible.

All rates provided are net.

FOR SPECS VISIT: www.fa-mag.com/online-specs

Size	  970x420
CPM	 $300
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Size	 300x600	
Rates	 $10,000 weekly sponsorship (Mon-Fri)
	 $2,500 daily sponsorship

Breaking News Editions

Financial Advisor’s electronic newsletter is sent to 
our list of digital subscribers five times a week. FA 
News is the source of breaking news and events that 
directly impact financial advisors and the companies 
that provide products and services to the advisor 
marketplace.

Top Stories of the Week
Sent every Friday.

All newsletter sponsorships are 100% SOV.

All rates provided are net.

FOR SPECS VISIT: www.fa-mag.com/online-specs

FA News

Size	 300x600	
Rate	 $3,500/edition

Size	 300x600	
Rates	 $10,000 monthly sponsorship
	 $3,000 weekly sponsorship
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Topic-Specific Editions

Contact your sales representative for consideration of 
a topic not listed above.

Alternatives 
Broker-Dealer
Benefits
College Planning
Compliance
ETFs
FA Opinion
Fixed Income
Health Care
Insurance & Annuities

International
Investment Perspectives
Mutual Funds
Retirement
Retirement Income
Retirement Planning
RIA News
Technology
Variable Annuities
Women In Planning

FOR SPECS VISIT: www.fa-mag.com/online-specs-e-newsletters

All rates provided are net.Size	
300x600	
Rate	 $5,000/edition

E-Directs
Send your customized marketing message to our list of e-mail 
subscribers. Html and text versions are permitted.  

Additional Assistance and Options:
• �FA can assist you with selecting or creating the most effective subject 

lines to target our advisor community.  

• �A/B split subject lines are encouraged. Send your e-mail in the same 
day to an evenly split list with two different subject lines to test the 
strength of your subject line choices.

Rates	 $10,000 Monday through Friday
	 $5,000 Saturday or Sunday	
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 Whitepaper Distribution

Lead Generation Program
After review of your campaign message, a customized program 
will be created and executed by our staff. At the close of each 
month, a series of activity reports will be provided to you as 
well as the leads that were collected through these efforts.

Elements that may be included in your 
customized program: 

• Banners on FA-mag.com
• Banners in various topics of our e-newsletters
• Dedicated e-mails 
• Whitepaper alert
All placements will be scheduled at our discretion

Financial Advisor will feature branded whitepapers from 
industry sponsors and thought leaders, available to subscribers 
through a monthly digital whitepaper alert blast and posted 
within the whitepaper section of FA-Mag.com for one month.

For each month’s posting, you will be entitled to one 
whitepaper alert listing and a one-month listing in the 
whitepaper section of FA-Mag.com. We can only accept a PDF 
file of the research paper for our distribution offer.  Please refer 
to our lead generation model if you would like to include a URL 
with submission form.

Rate: $150/lead

Sponsorship Rates 
1x	 $1,500/month
3x	 $1,400/month
6x	 $1,200/month
12x	 $1,000/month

The above rates reflect per single listing. For multiple 
listings by the same firm in the same month, a frequency 
discount would apply.

All rates provided are net.

FOR SPECS VISIT: 
www.fa-mag.com/online-specs



A webcast offers our clients the chance to be recognized as industry leaders, educators and information providers. 
With every event we create a robust promotional campaign, provide our technology platform and, if applicable, we 
will submit your webcast content for consideration by both the CFP Board and Investments & Wealth Institute formerly 
IMCA for CE credit approval. After the event we will provide the full list of registered attendees for your event.* 

Brief definitions and pricing for each level is listed below. Please contact your representative for a complete list of 
entitlements.

SPONSORSHIP LEVEL. On occasion, contributors of Financial Advisor magazine will fully produce a single webcast 
or a series of webcasts on a specific topic such as: Women in Wealth, Retirement, Estate Planning, etc. Your firm’s 
branding will be included on all promotional efforts. The sponsor will introduce the moderator and also make  
closing comments. Some of the contributors from past webcasts include Tom Dorsey, Mark Hurley, Bill Bachrach, Nick 
Murray and Dr. Katy Votava. If one of our webcast topics align with your campaign objective, it would serve as  
a perfect vehicle to offer positive branding for your firm. 

Rate: $10,995

MEDIA PARTNERSHIP LEVEL. Partner with Financial Advisor to give your fully produced webcast greater exposure in 
the advisor community and increase attendance. All of the content at this level is provided completely by the  
client, Financial Advisor will not alter the content in any way. For this level, any panelist participating on the  
event will be sought solely by the client. If any assistance is needed from the Financial Advisor magazine staff for 
content creation or seeking additional panelists this would be considered a custom level event. 

Rate: $15,995 

Please note that if your event will require assistance above and beyond our usual services, an additional fee may apply.

CUSTOM LEVEL. Financial Advisor magazine editors will work with the client to create a single webcast or a series of 
webcasts. Clients will be able to choose the topic and panelists for each event. Our editors will research the  
content to be included and will also be the contact for panelists on behalf of the client. Our editors have some of the 
strongest relationships with highly recognized industry experts, which is beneficial to the success of an event with 
Financial Advisor magazine. 

Rate: $19,995 

Please note that if your event will require assistance above and beyond our usual services, an additional fee may apply.
*For one-time use only, list rental agreement is required.

Delivery Schedule: Within five business days of flight date. Some rich media formats require seven business days 
for testing.
New Creative: Option to change creative content of any advertising space once per month.
Creative Submission: E-mail digitalops@fa-mag.com
Technical Questions: Call Keith Huryk at 732.450.8866, ext. 20 or keith@fa-mag.com

Additional website information

All rates provided are net.
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Webcast Events



10th Annual 

INSIDE ALTERNATIVES & 
ASSET ALLOCATION 
October 29-30 | Philadelphia 201 Hotel

This one and a half day event will feature 12 asset 
managers who will cover a myriad of topics and asset 
classes, and will be produced in conjunction with a 
series of corresponding webcasts. 
www.fa-mag.com/alts

6th Annual 

INVEST IN WOMEN 
April 27-29, 2020 | Loews Hotel Atlanta

Invest in Women is the leading nationwide forum 
offering a 360-degree approach to exploring, 
discussing and learning about issues that are 
meaningful to female financial advisors, industry 
executives and the clients they serve. 
www.fa-mag.com/women

11th Annual

INSIDE RETIREMENT 
Date and Location TBD

This event is the first and largest retirement conference 
for advisors. Key industry experts and prominent 
advisors share their insights and strategies and help 
advisors assist clients with individual retirement needs. 
The conference offers a forum to hear and share ideas 
on the new realities of retirement and allows advisors 
to discuss the latest strategies and top-level solutions. 
www.fa-mag.com/retirement
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FOR SPEAKING OR SPONSORSHIP 
OPPORTUNITIES, CONTACT: 
David Smith, Founding Publisher at 732.450.8866, 
ext. 26 or dsmith@fa-mag.com.
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