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Methodology

The bulk of the findings in this report are based on the 2010 Hearts & Wallets Retirement Income Competitive
Landscape Survey—an online survey of financial services executives fielded between November 10 and December
15, 2010. Executives from 23 financial services firms with more than $10 trillion of assets under management/
administration completed the survey. Many of the respondents work in large, multifaceted firms with more than
one of the following services—asset management, brokerage, banking, insurance, and employer-sponsored re-
tirement plan administration. Therefore, the results have been analyzed according to the business unit of the sur-
vey respondent, unless otherwise noted. The table below illustrates the business units of respondents, as well as
the other services owned or affiliated with the parent company. The platform/vendor category includes firms that
offer a fairly specific set of services/solutions.

In addition to the findings from the 2010 Hearts & Wallets Retirement Income Competitive Landscape Survey,
numerous other research studies have been synthesized into this research effort. These include government pub-
lications, such as data from the Federal Reserve Flow of Funds and the Survey of Consumer Finances 2007, data
from Hearts & Wallets’ 2010 Mid-career Accumulator Competitive Landscape Survey and Portrait of U.S. House-
hold Investable Wealth, and Mast Hill Consulting research previously published by Financial Research Corporation
and used with permission.

Lastly, many of the insights into current industry practices stem from interviews and conversations with financial
services executives, including survey respondents. As with the survey responses, all interview remarks remain com-
pletely confidential. Wherever specific firms are analyzed, data comes from public sources such as Web-sites or
online tools, or Hearts & Wallets Investor Quantitative Panel, a survey of over 4,000 American investors of all ages
and wealth groups.

Services Offered by Respondent Firm |

Services Offered |

Brokerage Incl. Employer-

Asset  Consumer Personal Sponsored Platform/
Firm Business Unit Parent Co. Type Mgmt. Banking Retirement Retirement Insurance Vendor
1 Asset Management Asset Mgmt. v
2 Asset Management Asset Mgmt. v
3  Asset Management Insurance v v v
4  Asset Management Asset Mgmt. v v
5 Asset Management Asset Mgmt. v v
6 Asset Management Asset Mgmt. v v v
7  Brokerage incl. Personal Retirement Bank v v
8  Brokerage incl. Personal Retirement Distributor/Other v 4 v v
9  Brokerage incl. Personal Retirement Bank v v
10 Brokerage incl. Personal Retirement Distributor/Other v
11 Brokerage incl. Personal Retirement Distributor/Other v v v v
12 Brokerage incl. Personal Retirement Bank v v v v
13 Brokerage incl. Personal Retirement Insurance v v v
14 Brokerage incl. Personal Retirement Distributor/Other v v
15 Employer-Sponsored Retirement Insurance v v v
16 Employer-Sponsored Retirement Bank v v v v
17 Employer-Sponsored Retirement Insurance v v v v
18 Employer-Sponsored Retirement Insurance v v v 4
19 Platform/Vendor Distributor/Other v
20 Platform/Vendor Distributor/Other v
21 Platform/Vendor Distributor/Other v
22 Platform/Vendor Distributor/Other v
23 Platform/Vendor Distributor/Other v
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