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Our Mission
Over the past 10 years, retirement plan advisers have reshaped the face 
of retirement benefits programs and PLANADVISER has been there every 
step of the way—providing deep insight into the most pressing retirement 
plan challenges and strategies facing this specialized group. Our mission, 
through diverse media channels, is to identify and explore the most 
critical selling and servicing strategies and tactics facing retirement plan 
advisers and their clients.

Our Audience
Launched in 2006, PLANADVISER is the only magazine to address the 
specific needs and concerns of advisers who specialize in the sale and 
servicing of institutional retirement plans, including 401(k), 403(b), 457  
and defined benefit (DB) plans.

Our Reach 
PLANADVISER offers industry providers a powerful array of customer-
driven marketing programs and information resources to strengthen 
your brand. No other media source can offer such a clear path to reach 
this influential and specialized group of advisers through our award-
winning magazine, industry-leading events, daily online news, electronic 
newsletters, webcasts/multimedia, and social connections.

Awards

•  Society of Illustrators  
for Art Direction
Silver medal

•  Communication Arts 
2009 − 2017

•  American Illustration
2009 − 2017
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What We Do

Events: Through our PLANADVISER National Confer-
ence (PANC), we provide an annual meeting place 
for the top retirement plan advisers from across the 
United States. If your firm is seeking face to face  
contact with this specialist group of advisers, there  
is no better venue.

Digital: Every day on PLANADVISER.com, we deliver 
news and insight into the issues and changes that 
shape the retirement industry. Increase your brand 
awareness with exposure to our average monthly 
audience of 44,000 unique visitors.

Magazine: With its reputation for editorial integrity, 
objectivity and leadership, PLANADVISER is the trust-
ed information and solutions resource for specialty 
advisers focused on the institutional retirement plan 
market. Feature your firm and establish your position 
as an industry leader by contributing to the content 
of our industry leading magazine.

Webcasts and Videos: Through webcasts and 
video, we facilitate discussions of the latest trends, 
strategies and potential problems that plan advisers 
need to understand. Increase the impact of your 
firm’s message, and position your executives as 
leading voices through these high impact multime-
dia channels.

eNewsletters: Our daily PLANADVISERdash news-
letter is delivered every weekday to over 23,000 
subscribing retirement plan advisers. Each issue pro-
vides the latest news and insight into the issues and 
changes that shape the retirement industry. Display 
and native advertising opportunities are available 
to distribute your message directly to our valuable 
subscriber base.

Research: Our position as a comprehensive 
information solution and the caliber of our audi-
ence enable us to conduct surveys and industry 
studies to assess what issues drive the retirement 
industry and are relevant to plan advisers. Partner-
ing with PLANADVISER on a custom research project 
positions your brand in front of a unique group of 
influential subscribers and defines your organization 
as an industry leader. 

PRODUCTS
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Features and Departments

Editor’s Letter*
Musings from Alison Cooke 
Mintzer, global editor-in-chief.

Intro*
A brief summary of what 
appears in the issue.

What's Online?*
Highlights from PLANADVISER’s 
website, with excerpts from 
features and online discussions.

Data Points*
Spotlighting industry data and 
trends from PLANADVISER’s 
proprietary research.

Practice Development*
Topics related to improving and 
evolving an advisory practice. 
For 2018, the focus will be on 
new revenue streams.

Investment Focus*
A one-page spotlight on 
investment industry trends from 
Strategic Insight.

Capitol News*
Summaries of the latest 
rules and regulations from 
Washington and the courts—
what’s coming, what’s 
contemplated and what’s 
critical for advisers to know.

Trendspotting*
A look at employees’ latest 
concerns, what actions 
companies take as a result, and 
what these mean to advisers.

Profile
A feature about, or Q&A with, 
those making waves in the 
retirement plan adviser space.

Research*
The latest in PLANADVISER’s 
proprietary research.

Investment-Oriented*
How plan advisers can help 
clients make the right choices 
for their investment menus.

Micro Scope (3x per year)

A department that focuses 
on small plans with less than 
$20 million of assets under 
advisement.

Beyond(k) (3x per year)

A department that focuses on 
other areas of a retirement plan 
adviser’s practice, including 
nonqualified deferred compen-
sation, defined benefit plans, 
health savings accounts and 
529 college savings plans.

*Runs in every issue.

Sales Champion
Articles that help advisers boost 
their business, from prospecting 
through ongoing service.

Practice Management
Tips on how to build and 
manage a retirement plan 
adviser practice.

Servicing Strategies
Articles that discuss topics such 
as client retention, case studies 
in plan design, and trends in 
methods for increasing plan 
participation or deferral rates.

Regulatory Radar
The latest from the regulatory 
and legislative front that will 
affect advisers and the plans 
they serve.

Client Communications
Effectively reaching out to plan 
sponsors and participants.

Viewpoint
An individual from the adviser or  
retirement community shares his  
thoughts about the industry.

Compliance Consult*
Attorney David Kaleda of Groom 
Law Group discusses challenges 
advisers face and how to 
overcome them.

ERISA Vista*
Attorneys Fred Reish and 
Joan Neri, from Drinker Biddle 
& Reath, answer questions 
from advisers about how the 
Employee Retirement Income 
Security Act applies to their 
circumstances.

Fiduciary Fitness*
Assistance for plan advisers in 
understanding and coping with 
their top fiduciary concerns from 
a leading ERISA attorney, Marcia 
Wagner of Wagner Law Group.

MAGAZINE
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2018 Edit Calendar*

MAGAZINE

January–February March–April May–June July–August September–October November–December 

Published in February

FEATURES/HIGHLIGHTS

•  Top 100 Retirement Plan 
Advisers

•  Improving the Retirement 
Outlook: More Robust Poli-
cies for the Future

•  Training the Investment 
Committee

•  Catch-Up Contributions/
Provisions 

DEPARTMENTS

•  Marketing Mechanics: 
The Value of Community 
Engagement 

•  Beyond(k): HSAs
•  Investment-Oriented:  

ESG Investing
•  403(b)s
•  Custom vs. Semi-Custom 

TDFs
SURVEY/BUYER’S GUIDE

•  Micro-Plan Survey
FEATURED ONLINE

•  Top 100 Retirement Plan 
Advisers: Profiles

•  Deeper Dive: Micro Plans
•  Communication and Edu-

cation Policies
•  Robo Advisers

Sponsored reservation: 12/22/17
Ad reservation: 1/19/18
Ad material: 1/26/18
Mail date: 2/22/18†

BONUS DISTRIBUTION: 2018 
PLANSPONSOR/ 
PLANADVISER AWARDS DINNER

Published in April

FEATURES/HIGHLIGHTS

•  Retirement Plan Advisers of 
the Year

•  The Role of an Adviser in 
Managing Client Litigation

•  Hybrid QDIAs
•  3(38) Investment Manage-

ment: Partnering

DEPARTMENTS

•  Micro Scope: Assessing the 
Profitability of Micro Plans

•  Beyond(k): NQDC Plans
•  Investment-Oriented: Retire-

ment Income
•  Retirement Readiness
•  Succession Planning
FEATURED ONLINE

•  Advisers to the Plan Spon-
sors of the Year

•  Deeper Dive: Advisers of 
the Year

•  How Your Clients’ Health 
Care Concerns Affect  
Their Retirement Plans

•  Adviser Tools

Sponsored reservation: 2/19/18
Ad reservation: 3/19/18
Ad material: 3/26/18
Mail date: 4/17/18†

BONUS DISTRIBUTION: 2018 
PLANSPONSOR NATIONAL 
CONFERENCE (PSNC)

ADVERTISER STUDY

Published in June

FEATURES/HIGHLIGHTS

•  Effectively Responding to  
an Employer RFP

•  Assessing TDFs
•  Clean Shares
•  Expanding Your Client Base

DEPARTMENTS

•  Marketing Mechanics:  
Maximizing Your Home  
Office Space

•  Beyond(k): 529s
•  Investment-Oriented:  

Alternatives
•  Brokerage Windows
•  Financial Wellness
SURVEY/BUYER’S GUIDE

•  DCIO Survey
FEATURED ONLINE

•  The Adviser-Sponsor “Vibe”
•  Deeper Dive: DCIO
•  Executive Compensation
•  Multiple Employer Plans 

(MEPs)

Sponsored reservation: 4/13/17
Ad reservation: 5/11/18
Ad material: 5/18/18
Mail date: 6/19/18†

Published in August

FEATURES/HIGHLIGHTS

•  Rollovers in the Age of the 
Fiduciary Rule

•  Changing Matching Formu-
las to Drive Better Outcomes

•  Managed Accounts
•  Tailoring Participant  

Communications
DEPARTMENTS

•  Micro Scope: Unique 
Service Models

•  Beyond(k): Student Loan 
Debt Relief

•  Investment-Oriented: Fixed 
Income

•  Third-Party Administrators
•  ETFs
SURVEY/BUYER’S GUIDE

•  Recordkeeper Services 
Guide

FEATURED ONLINE

•  Effective Participant Com-
munication Campaigns

•  Deeper Dive:  
Recordkeeping

•  Fee Policy Statements
•  Post-Retirement

Sponsored reservation: 6/15/18
Ad reservation: 7/13/18 
Ad material: 7/20/18 
Mail date: 8/21/18†

BONUS DISTRIBUTION: 2018 
PLANADVISER NATIONAL 
CONFERENCE (PANC)

Published in October

FEATURES/HIGHLIGHTS

•  Big Data and the Chal-
lenges in Measuring  
Plan Success

•  Designations and Continu-
ing Education

•  Adviser Teams
•  Balanced Funds as the 

QDIA
DEPARTMENTS

•  Marketing Mechanics: 
Partners and Centers of 
Influence

•  Beyond(k): Pension Risk 
Transfer

•  Investment-Oriented: CITs
•  Stable Value Funds
•  NQDC
SURVEY/BUYER’S GUIDE

•  Retirement Plan Adviser 
Survey

FEATURED ONLINE

•  Using Digital Means to Con-
nect With  Participants

•  Deeper Dive: Provider 
Services

•  Insurance
•  ESG Investing

Sponsored reservation: 8/20/18
Ad reservation: 9/17/18
Ad material: 9/24/18
Mail date: 10/25/18†

ADVERTISER STUDY

Published in October

FEATURES/HIGHLIGHTS

•  Protecting Your Practice: 
Policies and Insurance 

•  Turning All Clients Into Profit-
able Clients

•  Helping Plan Sponsors  
Survive an Audit

•  Nondiscrimination Testing
DEPARTMENTS

•  Micro Scope: Working With 
Professional Groups, such as 
Lawyers and Accountants

•  Beyond(k): Social Security, 
Medicare

•  Investment-Oriented: Share 
Classes

•  Roth Contributions
SURVEY/BUYER’S GUIDE

•  Practice Benchmarking 
Survey

FEATURED ONLINE

•  Litigation Against Advisers
•  Deeper Dive: Practice Man-

agement
•  DCIO and Proprietary Funds
•  Emerging Markets

Sponsored reservation: 10/17/18
Ad reservation: 11/14/18
Ad material: 11/21/18
Mail date: 12/20/18†

*This calendar is subject to change. †Mail dates subject to change. 
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■ Registered Investment 
Adviser

34%

■ Securities Brokerage/
Broker-Dealer

16%

■ Wirehouse 8%

■ Regional Brokerage 3%

■ Insurance 6%

■ Bank or Trust Company 6%

■ Pension Fund  
Consulting Firm

23%

■ Other (Law Firm,  
Actuary, CPA, etc)

4%

MAGAZINE REACH –  
PRINT & DIGITAL

AUDIENCE PROFILE

I work for a

Audience Profile / Magazine

7,172
Print 

Subscribers

7,929
Digital 

Subscribers

15,101
Total  

Circulation

MAGAZINE

Please indicate your retirement plan assets under  
advisement/management 

■ More than $1 Billion 23%

■ $500MM-$1B 8%

■ $250MM-$500MM 9%

■ $100MM-$250MM 9%

■ $50MM-$100MM 12%

■ $25MM-$50MM 9%

■ $10MM-$25MM 12%

■ Less than $10MM 19%

How many retirement plans do you currently have under  
advisement? 

Please indicate which retirement/savings plan types you 
service. (Check all that apply)

■ More than 40 33%

■ 31-40 5%

■ 21-30 7%

■ 16-20 6%

■ 11-15 11%

■ Less than 10 38%

Source: PLANADVISER Magazine Subscription Data

401(k)

403(b)

457

Defined Benefit

Non-Qualified Deferred 
Compensation Plan

Other

94%

38%

46%

55%

55%

12%
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For how many years have you been an adviser to the  
retirement plan clients?

■ More than 15 years 44%

■ 10-15 years 16%

■ 8-10 years 8%

■ 5-8 years 9%

■ 3-5 years 8%

■ Less than 3 years 16%

■ Not applicable 6%

Approximately what percentage of your assets under  
advisement represents retirement plans? 

■ 100% 32%

■ 90 - 99% 8%

■ 75 - 89% 9%

■ 50 - 74% 13%

■ Less than 50% 31%

■ Not applicable 7%

AUDIENCE PROFILE

Audience Profile / Magazine Continued

MAGAZINE
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Digital Traffic (Monthly)

Social Footprint

 44,000 
Unique visitors

 105,000 
Page views

 2:45 Minutes Avg 
Time spent on site

PLANADVISERdash eNewsletter

Audience Profile / Digital
DIGITAL

3PLANSPONSOR registered user database

DIGITAL REACH AUDIENCE PROFILE3

 5,075 
Twitter Followers

 89,000 
Facebook Retargeted users

 31,000  
Linkedin Retargeted users


Circulation base

23,000

I work for a

■ Financial Adviser  
(RIA-only)

19%

■ Financial Adviser  
(Dually Registered)

10%

■ Financial Adviser  
(Broker dealer affiliated)

11%

■ Financial Adviser 
(Wirehouse affiliated)

4%

■ Financial Adviser (other) 3%

■ investment Consultant 14%

■ Bank or Trust Company 6%

■ Insurance Brokerage 4%

■ Other Retirement Services 
(e.g. Law Firm, Actuary, 
CPA, etc.)

20%

■ Other 8%

How many retirement plans do you currently have under 
advisement? 

■ More than 40 42%

■ 31 to 40 5%

■ 21 to 30 7%

■ 16 to 20 6%

■ 10 to 15 9%

■ Less than 10 30%

Please indicate which retirement/savings plan types you 
service. (Check all that apply)

401(k)

403(b)

457

Defined Benefit

Cash Balance /  
Hybrid Plan

Non-Qualified Deferred 
Compensation Plan

Executive  
Compensation Plans

Health Savings Account

529 or Other  
College Savings Plan

90%

44%

62%

47%

49%

37%

23%

22%

64%
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Audience Profile / Digital Continued

DIGITAL

AUDIENCE PROFILE3

Please indicate your retirement plan assets under  
advisement/management 

For how many years have you been an adviser to the  
retirement plan clients? 

Approximately what percentage of your assets under  
advisement represents retirement plans? 

■ More than $100B 6%

■ $50B-$100B 5%

■ $10B-$50B 5%

■ $5B-$10B 5%

■ $1B-$5B 15%

■ $500MM-$1B 9%

■ $200MM-$500MM 12%

■ $50MM-$200MM 16%

■ $10MM-$50MM 8%

■ $5MM-$10MM 3%

■ $1MM-$5MM 5%

■ Less than $1 million 9%

■ More than 15 45%

■ 10 to 15 13%

■ 8 to 10 6%

■ 5 to 8 6%

■ 3 to 5 9%

■ Less than 3 21%

■ 100% 39%

■ 50-74% 13%

■ 75-89% 10%

■ 90-99% 11%

■ Less than 50% 26%
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Magazine Display Advertising
MAGAZINE ADVERTISING RATES

4-Color Process 1x 3x 6x

Full Page  $12,500  $11,875  $11,250 

Two-Page Spread  $21,875  $20,781  $19,688 

Premium Positions 1x 3x 6x

Cover 2 — Inside Front Cover  $15,625  $14,844  $14,063 

Cover 3 — Inside Back Cover  $14,375  $13,656  $12,938 

Cover 4 — Outside Back  $15,625  $14,844  $14,063 

Opposite TOC/EIC Letter/Managing Editor Letter  $14,375  $13,656  $12,938 

Specialty Covers 1x 3x 6x

Cover 2 Spread — Inside Front 2 Pages  $25,000  $23,750  $22,500 

Tip-On/False Cover (Two Pages)  $25,000  $23,750  $22,500 

Gatefold (Three Pages)  $34,375  $32,656  $30,938 

2018 MAGAZINE CLOSING DATES

Issue Reservations Materials

January / February 1/19/18 1/26/18

March / April 3/19/18  3/26/18

May / June 5/11/18 5/18/18

July / August 7/13/18 7/20/18

September / October 9/17/18 9/24/18

November / December 11/14/18 11/21/18

MAGAZINE

Schwab market cap index funds are now among the 
lowest cost in the industry—no matter the investment size. 

There’s been a 
changing of the guard.

at 

Schwab Vanguard

S&P 500 Index Schwab® S&P 500  
Index Fund

Vanguard 500
 Index Fund

$3K investment

0.03%

0.14%

$10K investment1 0.04%

$5M investment --

Small-Cap Core Schwab Small-Cap 
Index Fund®

Vanguard Small-Cap
 Index Fund

$3K investment

0.05%

0.18%

$10K investment1 0.06%

$5M investment 0.05%

Core Bond Schwab® U.S. Aggregate 
Bond Index Fund

Vanguard Total Bond 
Market Index Fund

$3K investment

0.04%

0.15%

$10K investment1 0.05%

$5M investment 0.04%

Available wherever Schwab Funds® are sold.

visiting www.csimfunds.com/schwabfunds_prospectus. Please read it carefully before investing.
1 

Lipper classification. Vanguard share class: $2,500 and $3,000—Investor share class; $10,000—Vanguard Admiral share class; 
$5,000,000—Institutional share class; Vanguard funds and/or share classes may have no investment minimum for certain investors. 
Vanguard may offer additional share classes not shown with lower expense ratios than those of their Institutional share class, but 
typically with a higher investment minimum. Expense ratios are subject to change.

©2017 Charles Schwab Investment Management, Inc. All rights reserved. CC1394012 (0317-VNLD) ADP95949-00 (08/17) 00190871

153647_ADP95949-00.indd   1 8/30/17   1:55 PM07_PASO17_CSIM.indd   7 9/29/17   10:43 AM
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Prudential Advertising
973-802-7361

THE WORLD DIDN’T NEED ANOTHER 
TARGET DATE FUND.
IT NEEDED A SMARTER GLIDE PATH.

10 YEARS

RETIREMENT
TO

34 YEARS

RETIREMENT
TO

IN
RETIREMENT

1Representative of the Prudential Day One mutual funds vehicle. Gross expense ratio is 1.16%. Net expense ratio is 0.40% as of 12/31/16. Peer group is comprised of all Open-ended Target 
Date Funds Institutional Share Classes. 2Pensions & Investments: Largest Money Manager’s list, May 2017, data as of 12/31/16.Pensions & Investments: Largest Money Manager’s list, May 2017, data as of 12/31/16.Pensions & Investments:

RISKS: Mutual fund investing involves risk. Some mutual funds have more risk than others. The investment return and principal value will fluctuate and an investor’s shares, when sold, may 
be worth more or less than the original cost. There is no guarantee a Fund’s objectives will be achieved. The risks associated with each fund are explained more fully in each fund’s respective 
prospectus.

These materials are for informational or educational purposes only. The information is not intended as investment advice and is not a recommendation about managing or investing 
your retirement savings. In providing these materials, Prudential Financial, and its affiliates and subsidiaries, are not acting as your fiduciary as defined by the Department of Labor.

The target date is the approximate date when investors plan to retire and may begin withdrawing their money. The asset allocation of the target date funds will become more conservative as the 
target date approaches and for ten years after the target date by lessening the equity exposure and increasing the exposure in fixed income investments. The principal value of an investment 
in a target date fund is not guaranteed at any time, including the target date. There is no guarantee that the fund will provide adequate retirement income. A target date fund should not be 
selected solely based on age or retirement date. Before investing, participants should carefully consider the fund’s investment objectives, risks, charges and expenses, as well as their age, 
anticipated retirement date, risk tolerance, other investments owned, and planned withdrawals. The stated asset allocation may be subject to change. It is possible to lose money in a target 
date fund, including losses near and following retirement. Investments in the Funds are not deposits or obligations of any bank and are not insured or guaranteed by any governmental agency 
or instrumentality. Mutual funds are distributed by Prudential Investment Management Services LLC, a Prudential Financial company.

Consider a fund’s investment objectives, risks, charges and expenses carefully before investing. The prospectus and the summary prospectus contain this and other information about 
the fund. Contact your financial professional or call (877) 275-9786 for a prospectus and the summary prospectus. Read them carefully before investing.

© 2017 Prudential Financial, Inc., and its related entities. Prudential, the Prudential logo, the Rock symbol, Prudential Day One, and Bring Your Challenges are service marks of Prudential 
Financial, Inc. and its related entities, registered in many jurisdictions worldwide. 0303937-00002-00

Learn more at DayOneFunds.comPrudential Day One Funds are designed to solve for the right 
risks at the right time. They’re powered by a three-stage glide 
path to help accumulate assets more aggressively in early 
years, preserve assets in later years, and protect purchasing 
power from inflation in retirement.

At 0.40% for the R6 share class, one of the lowest fees 1

available in the target date fund space, you can partner 
with a Top Ten global investment manager2 and leading 
retirement provider.

Prudential’s 140 years of experience in asset management, 
insurance, retirement and annuities can help you solve the 
target date glide path challenge.

S:7.25”

S:9.875”

T:8.25”

T:10.875”

B:8.5”

B:11.125”

2_TDF_RightRisks_RightTime_8.25x10.875.indd   1 8/16/17   9:29 AM
09_PASO17_Pru_TDF.indd   9 9/29/17   10:44 AM

from earlier this year, we know that good 
savings behaviors and investment perfor-
mance can impact retirement outcomes.  
Assuming a typical return environment, 
a participant saving 7% over their life-
time can replace a minimum of 35% of 
their income in retirement, while some-
one saving 15% can replace a minimum 
of 75%. That’s a big difference, and the 
gap widens if the investment manager 
delivers added value through investment 
performance.  As a common default 
investment for many participants, target 
date strategies are critical to DC plans. 
And advisors working with plan spon-
sors have an opportunity to help them 
evaluate and select the right strategy for 
their plans.  Selecting a target date pro-
vider who focuses on replacing income in 
retirement and who has deep investment 
capabilities, robust risk management 

tools, and a flexible investment process 
is critical in helping participants achieve 
their retirement savings goal. 

PA: How does Fidelity design its target 
date strategies to help address the chal-
lenges that participants face in savings 
and investing?

Dierdorf: Fidelity’s goal is to help par-
ticipants maintain their standard of liv-
ing in retirement by balancing risk and 
reward throughout their lifetimes.  We 
take a lifetime approach when design-
ing our target date strategies, mean-
ing that we continue to adjust the asset 
allocation up to and after the expected 
retirement date (known as a ‘Through’ 
glide path).  Fidelity’s glide path is 
informed by our research on capital 
markets, strategic asset allocation, and 

investor needs, balancing long-term 
outcomes with short-term portfolio 
volatility. We emphasize diversification, 
flexibility, and risk management, giving 
our target date strategies the ability to 
adapt to market volatility and investors’ 
changing needs over long time horizons.  
Helping participants achieve successful 
outcomes in retirement involves both 
good savings behaviors and utilizing 
a disciplined investment strategy.  By 
understanding the different approaches 
providers take, advisors can help plan 
sponsors select the target date strategy 
best suited to help participants reach 
their goals. l

For investment professional use only.

Unless otherwise disclosed to you, in providing this information, 
Fidelity is not undertaking to provide impartial investment advice, or 
to give advice in a fiduciary capacity, in connection with any investment 
or transaction described herein. Fiduciaries are solely responsible for 
exercising independent judgment in evaluating any transaction(s) and 
are assumed to be capable of evaluating investment risks independently, 
both in general and with regard to particular transactions and investment 
strategies. Fidelity has a financial interest in any transaction(s) that 
fiduciaries, and if applicable, their clients, may enter into involving 
Fidelity’s products or services.

IMPORTANT: All data and information are from the following sources 
unless otherwise specified:

Survey summary: The eRewards panel from Research Now, an 
independent market research company, conducted an online survey of 
1,106 plan sponsors on behalf of Fidelity during February and March 
2017. Respondents were identified as the primary person responsible for 
managing their organization’s 401(k) plan (with at least 25 participants 
and $10 million in plan assets), and the survey focused on those plan 
sponsors (890, or approximately 80%) using the services of a financial 
advisor or plan consultant. Fidelity Investments was not identified as the 
survey sponsor. The experiences of the plan sponsors who responded to 
the survey may not be representative of those other plan sponsors who use 
the services of an advisor.

Target date funds are designed for investors expecting to retire around the 
year indicated in each fund’s name. The funds are managed to gradually 
become more conservative over time as they approach the target date.  The 
investment risk of each target date fund changes over time as the fund’s 
asset allocation changes. They are subject to the volatility of the financial 
markets, including that of equity and fixed income investments in the 
U.S. and abroad, and may be subject to risks associated with investing 
in high-yield, small-cap, and foreign securities. Principal invested is not 
guaranteed at any time, including at or after the funds’ target dates.

Target date portfolios are designed to help achieve the retirement 
objectives of a large percentage of individuals, but the stated objectives 
may not be entirely applicable to all investors due to varying individual 
circumstances, including retirement savings plan contribution limitations.
1Retirement Income Methodology: We simulated 100,000 different 
performance paths that a target date strategy could take over an investor’s 
lifetime (ages 25 through 93). using stochastic, or randomly generated, 
simulations. Using Fidelity’s strategic glide path as a proxy for a target 
date fund’s glide path (i.e., time-varying strategic asset allocation), we 
simulated the returns for U.S. stocks, foreign stocks, U.S. investment-
grade bonds, and short-term investments, based upon historical index 
performance for each asset class, to evaluate the potential range of 
outcomes for our three saver profiles.  Saver profiles: 3% saver assumes 

auto-enrollment at 3% and no increase thereafter, 7% saver assumes 
enrollment at 7% with no increase thereafter, 15% saver assumes enrolled 
at 6% with a 1% auto-increase thereafter up to 18%.   To measure the 
influence of investment performance on our three retirement saver profiles, 
we evaluated the potential outcomes in three different hypothetical return 
environments over the approximately 70-year planning horizon (ages 
25 to 93). We divided 100,000 different market simulations into three 
distinct categories based on their average annual inflation-adjusted return 
and labeled them as follows: “Poor” return environment: 3% inflation-
adjusted return (the median return of the bottom third of all simulated 
returns); “Typical” return environment: 5% inflation-adjusted return (the 
median return of the middle third of all simulated returns); “Favorable” 
return environment: 7% inflation-adjusted return (the median return of 
the top third of all simulated returns). For the purposes of this research, 
the strategic asset allocation (i.e., Fidelity’s glide path) was held constant 
throughout the life cycle; no deviations were made to the glide path 
during the approximately 70-year horizon.  Each bar represents the 
minimum level of attainable real income replacement given an investor’s 
hypothetical return experience, with 90% confidence. For example, in 
90% of the simulated scenarios, the “6%–18% Saver” investing through 
a “Typical” return environment would realize an income replacement rate 
of 75% or greater of their final pre-retirement salary.  While indexes can 
provide insight on how asset classes have performed during historical 
market cycles, they do not take into account key factors such as fund 
expenses or portfolio manager investment decisions, and should not 
be considered representative of how a fund has, or will perform. Index 
performance included the reinvestment of dividends and interest income. 
Indexes are unmanaged. It is not possible to invest directly in an index.  
IMPORTANT: The projections regarding the likelihood of various 
outcomes are hypothetical in nature, do not reflect actual investment 
results, and are in no way guarantees of future results. 

Not FDIC insured. May lose value. No bank guarantee. 

Not NCUA or NCUSIF insured. May lose value. No credit union 
guarantee.

Third-party trademarks and service marks are the property of their 
respective owners. All other trademarks and service marks are the 
property of FMR LLC or an affiliated company.

The information provided herein is general and informational in nature 
and should not be construed as legal advice or opinion. 

Before investing, have your client consider the funds’ investment 
objectives, risks, charges, and expenses. Contact Fidelity for a 
prospectus or, if available, a summary prospectus containing this 
information. Have your client read it carefully.   

FIDELITY INVESTMENTS INSTITUTIONAL SERVICES 
COMPANY, INC., 500 SALEM STREET, SMITHFIELD, RI 02917
© 2017 FMR LLC. All rights reserved. 817391.1.0

Fidelity Investments recently released the 8th edition of Plan Sponsor Attitudes, its survey  
of 1,106 plan sponsors. Andrew Dierdorf, target date strategies portfolio manager at Fidelity, 
discusses what the firm learned from this research and how target-date fund strategies can help 
address advisor and plan sponsor concerns.

PLANADVISER: Plan sponsors have 
been making many plan design and 
investment menu changes over the past 
two years.  What types of changes do 

they make most frequently, and how do 
these plan adjustments help participants’ 
reach their long-term retirement goals?

Andrew Dierdorf: Our research shows 
that of the 92% of plan sponsors who 
made plan design and investment menu 
changes, 42% added automatic enroll-
ment and 30% enrolled or re-enrolled 
in target date strategies.  These findings 
suggest plan sponsors are engaged and 
continue to seek ways to improve retire-
ment outcomes for their participants.  
We believe that these types of features 
can improve outcomes, and there is an 
opportunity for advisors to take a more 
active and consultative approach with 
plan sponsors.  The top three reasons 
plan sponsors make investment menu 
changes are to address performance 
issues, reduce fees, or adjust their plan 
investment strategy. Our focus on tar-

get date strategies at Fidelity is consis-
tent with these learnings. The invest-
ment process for our target date strat-
egies has delivered performance that 
may help investors meet their retire-
ment goals; additionally we offer low-
cost solutions and product choice with 
active, index, and blended strategies.

PA: Participants are increasingly delaying 
retirement due to their lack of retirement 
savings. How can plan sponsors incorpo-
rate income replacement as an important 
objective when evaluating target date 
providers?

Dierdorf: We’ve learned that 80% of 
plan sponsors have employees who are 
delaying retirement because they don’t 
have enough in savings. This number is 
meaningfully higher than many might 
expect.  Based on target date research 

Fidelity Research Reveals 
How Target Date Strategies 
Can Help Address Plan 
Sponsors’ Top Concerns

SPONSORED SECTION SPONSORED SECTION

 The Importance of Investment Returns and Savings Behaviors on Retirement Income1

3% saver 7% saver 15% saver

Income replacement 
rate with a favorable  
return environment

Income replacement 
rate with a typical 

return environment

Income replacement 
rate with a poor 

return environment

7%
20%

48%

13%
35%

122%

25%

62%
75%

Andrew Dierdorf, 
Portfolio Manager, Fidelity

STRONGER 
RETIREMENT 
OUTCOMES 
REQUIRE A 

PROVEN 
PARTNER 

1 PLANADVISER magazine 2016 Retirement Plan Advisor Survey. 
2 PSCA Signature Award 2014
3  Chatham Partners Satisfaction Survey, 2015
J.P. Morgan Asset Management is the marketing name for the investment management business of 
JPMorgan Chase & Co. and its affiliates worldwide.

LET’S SOLVE IT.

Which is why our industry leading DC insights and solutions help advisors and plan 
sponsors achieve their plan goals.

Retirement LinkSM 
Rated best-in-class for  
Overall Client Satisfaction3

Help tackle retirement: jpmorgan.com/funds/definedcontribution 

Target Date CompassSM

#1 Advisor Support & 
Value Added Services1

SmartRetirement  
Participant Communications 
Plan Sponsor Council of 
America Signature Award2

05_PAMA17_JPMorgan_r1.indd   5 4/5/17   3:46 PM
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Magazine Display Advertising Specifications
PRODUCTION DETAILS

Standard Unit Size

• Trim size: 8 1/4" x 10 7/8"

• Allow 1/8" on all sides for bleeds

Print Method: Web offset lithography
 Cover Stock: 100# Matte
Text Stock: 45# Matte
 Binding: Saddle Stitched

Materials 

Strategic Insight / Attn: Lynn Connelly

1055 Washington Blvd., Stamford, CT 06901 / +1 (203) 595-3262 / creative@strategic-i.com

MAGAZINE

Advertising Units

Unit Vertical Horizontal

2-pg spread, live area — 15.5" x 9. 875"

2-pg spread, bleed — 16.75" x 11.125"

Live area, no bleed  7.25" x 9.875" —

Full pg, bleed  8.5" x 11.125" —

Trim size 8.25" x 10.875" —

 Live area: No bleed size
■  Border: Any text/image in this area is liable 

to be cut due to printer cutting variation.
■ Bleed: Area to be cropped

1/8" Bleed

1/2" Border

7 1/4"x 9 7/8"
Live area

Tone Density 

•  2-color: The sum percentage of tone values 
 should not exceed 170% and only one color 
may be solid.

•  4-color: The sum percentage of the tone 
 values should not exceed 300% and no more 
than one color may be solid.

Digital PDF-X 1A Format Specifications  Native files are not acceptable.

•  If you are creating PDF files for magazine ads in  InDesign,  Illustrator, or QuarkXpress 7, you can 
export PDF files directly from the  application. (You should use a “PDF/X” or “High-Quality Press” 
 factory preset.) 

•  We recommend that users of older versions of Quark create PDF files by writing Postscript files and 
distill them using Adobe Acrobat Distiller 7.0  or later.  

•  To guarantee that your PDFs are compliant with the PDF/X-1a, we recommend running a preflight 
check on your page-layout files, and a preflight on your  final PDF file in Acrobat Professional using a 
 PDF/X-1a profile. Supplied proofs must be printed from the final PDF file (not from page-layout file).

Follow SWOP Standards and Specifi-
cations for advertising reproduction 
material and  magazine Web offset 
printing unless otherwise specified. 
Ads that exceed specified size in any 
dimension are  considered bleed or 
oversized, except spreads that bleed 
in the gutter. PDF-X1a files are the only 
 acceptable material format. Hard 
copy SWOP proof with color bars and 
registration marks is recommended to 
ensure that materials run properly.

Check List

• Correct page size 

• 1/8" bleed 

•  All fonts are active (pay special at-
tention  to fonts used in EPS files) 

•  Both screen and printer fonts are 
available

• Fonts are not menu-styled 

•  All images are linked and updated 

•  Photo effective resolution for black 
and white  line-art  images should be 
more than 1200 dpi

•  Images are either Grayscale or 
CMYK

•  Resolution for gray scale and CMYK 
images should be at least 300 dpi 

•  Scans and illustrations are either  
TIFF or EPS 

•  Created color is CMYK (make sure 
“spot  color" is not checked)

•  Send hard copy SWOP proof with 
color bars and registration marks
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MAGAZINE+DIGITAL

Thought Leadership  —Native Opportunity
The PLANADVISER magazine and planadviser.com website offer you two distinct industry-recognized  
platforms on which to showcase your expertise and raise the awareness of your brand. Each Thought  
Leadership article is published in PLANADVISER magazine and then also posted on planadviser.com  
and promoted through our website and newsletters. Whether you have content already created to  
distribute or need support to create the right message, PLANADVISER can help.

THOUGHT LEADERSHIP (Conducted Interview)
Using a moderated-discussion format between a senior PLANADVISER editor and key execu-
tives at your firm, we will write an article centered around a topic of compelling interest to the 
retirement plan adviser community and elaborate on the characteristics that distinguish your 
firm from your competitors. This article will be designed by PLANADVISER with final approval by 
the client.

SUPPLIED THOUGHT LEADERSHIP (Non-Printer Ready or Printer Ready)
You provide PLANADVISER with approved content for your Thought Leadership article. 
Supplied content that is not printer ready is designed by  
PLANADVISER with final approval from the client. Supplied printer ready  
content is sent to PLANADVISER as a printer ready PDF. 

* In order to post supplied thought leadership to PLANADVISER.com, the client must provide 
the native application file for the article, including: all text content, images, charts, and logos 
used in the article.

Each Piece Is Published in PLANADVISER magazine and on PLANADVISER.com 
for Maximum Exposure!

ADVERTORIAL GUIDELINES
All advertorials and advertisements must be clearly and immediately recognizable as ad-
vertisements. The company name/logo must appear prominently and the words “SPON-
SORED SECTION” or “SPECIAL ADVERTISING SECTION” for supplied content must appear on 
each page.

Specs for supplied “digital only” content:
•  Requirements: Content in the form of word document.  

Content should not exceed 1,000 words. 
•  Images or graphics: Native InDesign format.  

Hi-Resolution logo in JPG or GIF format. 
• Links: http:// format.
•  Title and Description of content: 80-120 character headline.  

180 - 360 character sub-headline.

All Thought Leadership pieces are 
posted on the PLANADVISER.com 
Thought Leadership section for 60 days 
and promoted with the following:
•  Two Native in-feed text ads on the homep-

age (one per month)

•  Two Native Sponsored Message ads in  
PLANADVISERdash newsletter (one per 
month)

•  Two Banner Ads in NewsDash Daily news-
letter (one per month)

•  Featured in Two editions of Thought 
Leadership Round Up monthly newsletter

NOTE: Banner ads created by PLANADVISER 
design team and approved by client prior to use. 
Native In-feed text ads and native sponsored 
messages are based on title and description of 
Thought Leadership article.

Thought Leadership Rates  
(Print + Digital)

Thought Leadership  
(conducted interview) 
1 page: $19,500 
2 page: $28,875 
Additional pages: $9,375  

Supplied Thought Leadership  
(Non-Printer Ready) 
1 page: $17,000  
2 page: $26,875  
Additional pages: $9,875  

Supplied Thought Leadership  
(Printer Ready)
1 page: $16,500  
2 page: $25,875  
Additional pages: $9,375 

Digital Only 
Conducted Interview: $15,000 
Supplied Content: $12,000 

Electronic Reprints (PDF)
1-4 pages: $3,750 
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RESEARCH

JANUARY/FEBRUARY MAY/JUNE JULY/AUGUST SEPTEMBER/OCTOBER NOVEMBER/DECEMBER DIGITAL

2018 Micro Plan Survey

Our Micro Plan Survey 
focuses on the sweet spot 
for many retirement plan 
practices, comparing plans 
that have less than $1 million 
with those having $1 million 
to $5 million in assets.

2018 PLANADVISER 
Defined Contribution 
Investment Only (DCIO) 
Survey

Our annual guide to DCIO 
providers: Assets, Top Funds, 
and Services they provide to 
retirement plan advisers.

2018 Recordkeeper 
Services Guide

Our annual survey of DC 
Recordkeeping providers, 
with a particular focus on 
what services and value 
they deliver to advisers.

2018 Retirement Plan 
Adviser Survey

Survey of advisers, indicating 
their perceptions of—and 
experience with—investment 
managers, mutual funds 
andDC Recordkeepers

2018 PLANADVISER 
Practice Benchmarking 
Survey

Data from the Retirement 
Plan Adviser Survey, showing 
how advisers run their 
retirement practices—
business structure, fees, 
provider relationships, 
marketing and service 
models, and concerns/
expectations. 

Exclusive Sponsorship 
of Survey’s and Buyer’s 
Guides on www.
planadviser.com 
available. 

Sponsorship includes 
roadblock of banner ads 
on all pages (728x90 and 
300x250 banner units). 

•  Sponsorship for 1st month: 
$5,000

•  Sponsorship for 2 months: 
$7,500

•  Sponsorship for 3 months: 
$10,000

•  Sponsorship for 6 months: 
$15,000

•  Sponsorship for 1 year: 
$20,000

PLANADVISER Survey and Buyer's Guides
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DIGITAL ADVERTISING

Digital Advertising
Monthly Averages

Unique Visitors: 44,000*

Page Views: 105,000*

Time Spent on Site:  
two minutes 44 seconds

*Source: Omniture Analytics April 2016 - 
April 2017

Run of Site Banner Ad Rates

•  Top Super Leaderboard  
(970x90 px): $150 CPM

•  Top Leaderboard (728x90 px):  
$150 CPM

• Portrait (300x1050 px): $150 CPM

•  Top Large Rectangle (300x600 px): 
$150 CPM

• Top Island (300x250 px): $150 CPM

•  Mid Leaderboard (728x90 px):  
$125 CPM

• Mid Island (300x250 px): $125 CPM

Exclusive Daily Sponsorships:

•  Top Page Pushdown (1040x60 to 
1040x400 px): $2,000

•  Welcome Banner (600x400 px): 
$1,750

• Homepage Wallpaper: $1,750

•  Native in-feed Text ad within “Latest 
News” on Homepage: $1,500

PLANADVISER.com

PLANADVISER.com offers visitors an inside look at the leaders in the retirement space and presents industry-leading 
ideas on an easy-to-access platform. Delivering current news, trend analysis, and retirement industry information to 
audience members, PLANADVISER.com supplements the strong content and focus of the magazine with interactive 
research, thought leadership, and multimedia libraries. Many sponsorship and promotional opportunities are 
available, from shared or exclusive sponsorships to premium and run-of-site advertising placements.

PA2018Mediakit_p13.indd   14 2/13/18   2:42 PM



Noel d’Ablemont-Smith | 203.595.3178 | nsmith@assetinternational.com | www.ai-CIO.com

2018 Media Kit

Katie Bacon / 203-595-3184 / katie.bacon@strategic-i.com / www.planadviser.com  15  

eNewsletter Advertising
PLANADVISERdash Ads

•  Top Leaderboard (728x90 px): 
$1,250 each newsletter

•  Top Island (300x250 px): $1,250 
each newsletter

•  Mid Leaderboard (728x90 px): 
$1,150 each newsletter

•  Mid Island (300x250 px): $1,150 
each newsletter

•    Native Sponsored Messages:

-  Header–one line; up to 75 charac-
ters including spaces

-  Body–three lines; up to 70 characters 
per line including spaces

-   Linking third-party click tags acepted

$1,000 each newsletter

•  Roadblock of ads: $4,000

Custom Newsletter  
Sponsorship

•   Top Leaderboard (728x90 px)

•   Top Island (300x250 px)

•   Mid Leaderboard (728x90 px)

•   Mid Island (300x250 px)

•   Sponsor Contributed Content: 
$10,000 net 

•   Topic Sponsorship: $5,000 net

•   Email Blast Sponsorship: $10,000 net

Week In Review Ads

•   Top Leaderboard (728x90 px): 
$1,000 each newsletter

•  Large Rectangle (300x600 px): 
 $1,000 each newsletter

• Roadblock of Ads: $1,750

Custom Newsletters and Email Blast

PLANADVISER offers two ways for clients to 
be featured in custom newsletters. With 
the sponsor contributed content custom  
newsletter, each client has the opportunity to 
control up to half of the newsletter’s editorial 
content—about four to six links—in addition 
to all advertising placements. This content 
is paired with original content from the 
PLANADVISER editorial team and additional 
links to previously written relevant stories. 
Clients can also choose to sponsor the topic 
of the newsletter and all advertisement 
placements. PLANADVISER’s editorial 
team will provide all of the content for this 
newsletter. Custom newsletters allow your firm 
to expand its presence, establish its expertise 
in a specific topic area, and directly connect 
with a key target audience.

Email Blast is a supplied HTML message 
from an advertiser sent to PLANADVISER’s 
newsletter audience.

PLANADVISERdash eNewsletter

Circulation base: 23,000

PLANADVISERdash is the daily email newsletter 
addressing specific needs and concerns 
of advisers specializing in the sale and 
servicing of institutional retirement plans. 
PLANADVISERdash delivers industry-relevant 
news, timely and topical coverage of industry 
developments, as well as the latest trends 
from our proprietary research. Published 
each workday morning, PLANADVISERdash 
focuses on ways to help the adviser 
succeed—leveraging the expertise and 
experience of the PLANADVISER franchise 
to provide the reader with practical and 
innovative adviser-centric solutions.

PLANADVISER Weekend

Circulation base: 16,250 subscribers

Each week PLANADVISER brings you the most 
popular articles of the week, curated by 
theme. The first Friday of the month will focus 
on Practice Management; second Friday, 
Investing; the third Friday of each month 
we will bring you articles focused on Client 
Service; and the fourth Friday will be focused 
on Health Care and Other Benefits. Five 
Fridays in a month happens only quarterly, 
but that week our topic will be Rollovers.

PLANADVISERdash Weekend

DIGITAL ADVERTISING
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Digital Advertising Custom Programs
Microsite

Investment: $20,000 per month

Video Topic Page

Investment: $20,000 for two-month 
campaign

Microsite

Video Topic Page

Microsite

Opportunity to partner with PLANADVISER to create a branded section online around a 
specific topic relevant to the PLANADVISER audience. As the sponsor, your Thought Leader-
ship material (white papers, videos, research) are posted in this section, along with content 
from PLANADVISER. Sponsors also get the opportunity to post an article(s), similar to the 
Industry Voices program, in the microsite. The microsite is featured on the PLANADVISER 
homepage, and promoted regularly during the sponsorship via sponsored messages and 
banner ads in AdviserDash daily, PLANADVISER week in review, and Thought Leadership 
round-up newsletter.

Video Topic Page

PLANADVISER’s Video Topic Page program uses an advertiser’s branded content, such 
as videos and white papers, on a specific topic. The Video Topic Page is promoted 
prominently on the home page and has a unique navigation choice from the Thought 
Leadership menu bar.

• Up to five supplied videos

• Up to three supplied white papers

•  Banner Roadblock - top banner position (970x90 or 728x90),  
middle banner position (728x90) and lower banner position (300x250)

• Logo for promotion on website and newsletters

• Promotion on social media platforms

DIGITAL ADVERTISING
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Digital Advertising Custom Programs
White Paper Rates

$5,000/White Paper
Featured White Paper Program

Leverage the power of PLANADVISER’s audience and use it as a platform to introduce and 
promote your firm's white papers. Allowing PLANADVISER to host and publicize your white 
paper delivers it to a wider audience, enhances its impact, and strengthens your brand.

Details: 

All White Papers are promoted with the following:
• Two Native In-feed Text Ads on the homepage (one per month)
•  Two Native Sponsored Messages in NewsDash Daily Newsletter (one per month)
• Two Banner Ads in AdDash Daily newsletter (one per month)
•  Featured in two editions of Thought Leadership Round Up monthly newsletter
• Promoted in two PLANADVISERdash Native Sponsored Messages
 —  Header—one line; up to 70 characters including spaces
 —  Body—three lines; up to 85 characters per line including spaces
 —  URL— please send as http:// format, not www.

DIGITAL ADVERTISING
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Digital & eNewsletter Advertising Specifications
Run of Site PLANADVISER.com

•  Large Leaderboard: 970x90; expandable 
970x250

• Leaderboard: 728x90; expandable 728x315 
• Island: 300x250; expandable 300x600
• Large Island: 300x600
• Portrait: 300x1050
• 200k maximum file size

Welcome Banner Premium Position

• 600x400 px
• 100k maximum file size

Pushdown Premium Position

•  1040 x 60 px collapsed; 1040 x 250 px 
expanded

• 100k maximum file size
• PSD template will be provided

Wallpaper Premium position

• Total size: 1400x800 px
• 200k maximum file size
• PSD template will be provided

Native Text Ad in News Feed  
Premium position

•  Headline: 70 character maximum including 
spaces.

•  Body Copy: two lines of copy; 95 characters 
maximum including spaces per line.

•  Tracking: One linking URL per ad. Click tags 
accepted. 1x1 tracking pixels accepted 
upon testing.

• Retargeting URLs not accepted.

CLICKTAG INSERTION FOR HTML5
<html>
<head>
<meta name=”ad.size” 
content=”width=300,height=250”>
<script type=”text/javascript”>
var clickTag = “http://www.google.com”; </script>
</head>
[The rest of your creative code goes here.] </html>
Your creative must use the click tag variable as the 
click-through URL:
<a href=”javascript:window.open(window.clickTag)”>
<img src=”images/dclk.png” border=0>
</a>eNewsletters PLANADVISERdash

FILE TYPES ACCEPTED AND FILE LIMITS

•  GIF/JPEG, HTML, DHTML, JavaScipt, HTML5;  
accepted upon testing

•  Third-party tags accepted. Please include  
image/link tracking documentation for macro 
implementation

•  Three loop limit (animation must cease after fifteen 
seconds)

•  HTML: No <span style> tags; without JavaScript 
preferred

•  All third-party tags, Rich Media JavaScript/HTML/
HTML5 creatives must be secure(SSL).

•  All Rich Media ad must have static-back-up im-
ages. GIF, JPG, PNG, etc.

HTML5 ADS

HTML5 creatives can be served directly in our ad 
server as a raw file or served through a third-party 
rich media vendor such as Doubleclick, JetPack or 
Pointroll.

•  Initial Load: Asset files are immediately loaded 
when the ad tag is inserted in the page; max 200k

•  Polite Load: All of the creative’s subsequent assets 
are loaded once the host webpage has completed 
loading; 2mb

Materials due five business days prior. 

Vanessa Leyden / +1 (646) 308-2760 / adops@strategic-i.com

Cancellation only accepted two weeks prior to campaign start—i.e., 15th of month prior.  Cancellation 
after deadline will result in  penalty fee.

eNewsletters PLANADVISERdash

•  Top Leaderboard (728x90 px) 
•  Top Island (300x250 px)
•  Mid Leaderboard (728x90 px) 
•  Mid Island (300x250 px)
•  Native Sponsored Message (Header—one 

line, up to 70 characters including spaces; 
Body—three lines, up to 85 characters per 
line including spaces URL—please send  
as http:// format, not www.)

E-NEWSLETTER FILE SIZE/SPECIFICATIONS

• 40k maximum file size

•  GIF, JPEG and PNG format (third-party image tags 
not accepted)

• 1x1 pixels not accepted.

• Third-party click tags accepted

• No looping; no animation

eNewsletterRun of Site Welcome Banner

Wallpaper

Pushdown

DIGITAL ADVERTISING
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Facebook Retargeting
Target your thought leadership, research, video or special announcements  
to planadviser.com readers on Facebook. Using Facebook’s  social retarget-
ing technology, PLANADVISER has accumulated a substantial audience of 
Facebook users who also visit the planadviser.com website. This proprietary 
association allows you promote your content to our readership in a whole 
new way—directly through their Facebook social feed—for high impact 
branding and engagement.

Unique Facebook  
Retargeted Users

89,000 (as of 11/2017) 

Retargeting options

•  Promote Thought Leadership,  
research, video or special  
announcements 

•  Include image, title, description  
and link to your site or back to  
planadviser.com 

•  Option to embed in-feed video 
player

Investment: $100 CPM

HERE’S HOW IT WORKS 

Plan Adviser User

User visits  
PLANADVISER.com

User leaves and  
is tracked

User goes to social 
media channel

User sees your ad  
on their feed

User clicks ad to  
view your content  
(on our site or yours)

SOCIAL MEDIA
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Video
Increase the impact of your firm’s message by working with PLANADVISER to produce an  exclusive video inter-
view that highlights an  executive in your firm and showcases your organization as an industry thought leader, 
or provide a video your firm has already produced and let PLANADVISER host and publicize it for you.

Investment:

• Editorial-led Video Interview: $12,500

• Client-led Video Interview: $10,000

•   Video Series ‘Short Takes’ (per  
additional segment): $3,000

•  Supplied Video (posted and  
promoted): $7,500

NOTE: All pricing is net. Interview pricing 
is based on a single interviewee. Ad-
ditional fees may apply for additional 
participants in the shoot to cover the 
cost of additional cameras and crew. 

Exclusive video interview

Online video consumption is exploding. PLANADVISER has the 
tools to help you produce and distribute high impact video 
content. Leveraging our production capabilities, you can 
conduct an interview with a PLANADVISER editor, use your own 
interviewer or simply incorporate text-based transitions during 
the editing process. Our experienced team will consult with 
you to help transform your Thought Leadership message into 
an engaging video or video series that will inform, entertain 
and create those “aha” moments with the audience that will 
lead to further engagement.

Video series ‘short takes’

Shorter video segments offer an easy way to extend your mes-
saging over a longer period of time with videos that are more 
likely to hold a viewer’s attention from beginning to end. In 
most situations, our production team can edit your video shoot 
into shorter segments that can then be promoted individually 
over a longer period of time. Each video segment in the series 
includes a complete promotional campaign.

Supplied video content

If your video is already produced and you are seeking ways 
to reach plan sponsor viewers, we can post and promote your 
video on PLANADVISER.com.

Video promotional campaign

At the core of each video opportunity is a comprehensive 
marketing campaign designed to generate viewership from 
the PLANADVISER community. Each video is posted in the pla-
nadviser.com video section for 60 days and includes the  
following promotional campaign:
•  Two Native in-feed native Text Ads on the homepage  

(one per month)
•   Two Native Sponsored Messages in PLANADVISERdash Daily 

Newsletter (one per month)
•  Two Banner ads in PLANADVISERdash daily newsletter  

(one per month)
•  Featured in two editions of Thought Leadership Round Up 

monthly newsletter
•  Video player can be linked and tracked with any outside 

website
•  QuickTime/Windows Media File to be provided at no  

additional fee

NOTE: Banner ads created by PLANADVISER design team and ap-
provedby client prior to use. Native In-feed text ads and native spon-
sored messages are based on title and description of video.

MULTIMEDIA
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Webcasts
A webcast is the perfect medium to generate highly qualified leads and establish your firm as an industry 
thought leader. At PLANADVISER, our webcast team works with you every step of the way to ensure that your 
message is aligned with our audience, your webcast is actively promoted to drive attendance and the experi-
ence for your participants is of the highest quality on the day of the event. 

Investment

•   Editorially-led Webcast: $25,000

•   Client-led Webcast: $20,000

•   PLANSPONSOR Audience Extension: 
$5,000

Editor vs. Client-Driven

PLANADVISER offers two choices for your 
webcast delivery. You can collaborate 
with a PLANADVISER editor to develop your 
content theme, identify the right speakers 
and moderate the session OR you can le-
verage our brand, our marketing and our 
production capabilities to host your own 
webcast without editorial representation. 
The choice is yours.  

A Full-Service Experience 

•  Extensive pre-webcast marketing cam-
paign (Complete with social, email, 
newsletter and sitewide promotion)

•   Ability to customize your webcast 
experience through our ON24 webcast 
platform

•  Opportunity to add up to three custom 
questions to the registration page

•  Attendee registration management 
including approval/denial options (at the 
individual and domain level)

•  Opportunity to extend your reach to the 
PLANSPONSOR audience       

•  Technical management before, during 
and after the webcast

•  Audience ROI reporting dashboard fea-
turing real-time access to contact info, 
attendee activity and lead scoring

Webcast Marketing Campaign

•  Four emails sent to the PLANADVISER 
digital subscriber database

•  One editorial post in the PLANADVISER-
dash e-newsletter

•  One native in-feed text ad on the  
PLANADVISER.com homepage

•  Social promotion via Facebook and 
Twitter

•  Listing in the Upcoming Webcasts  
section of PLANADVISER.com

PLANSPONSOR Audience Extension

Expand your reach to the plan spon-
sor community by including a second 
promotional campaign to the audience of 
our sister publication, PLANSPONSOR. Your 
webcast will be promoted through email, 
newsletters and website channels with the 
same consistency as your campaign via 
PLANADVISER.

Customize Your Webcast Experience

The ON24 platform offers a wide 
variety of tools to fully engage your 
audience including:
• Slide viewer
• Media player
• Speaker bios
• Q&A tools
• White paper downloads
• Live polling/surveys
• Contact us
• Company URL linking
• Social media feeds

• CE certification

Lead Intelligence Dashboard

Access up to the minute registration 
information and lead intelligence 
through our special dashboard.
•  View registration counts, attendee 

conversion rates, audience activity
•  Download a complete lead list in-

cluding contact details and answers 
to your registration questions

•  Know who did what in terms of Q&A, 
live polling and resources down-
loads

•  Leverage proprietary lead engage-
ment scoring for better post event 
communication

WEBCASTS
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EVENTS

Events
PLANADVISER hosts a series of face-to-face events throughout the year to 
help you make direct connections with key retirement benefit decision-
makers and influencers from across the country.  

Each event offers numerous opportunities to participate as a keynote 
speaker or panelist; exceptional brand exposure before, during, and 
after each event; and ample time reserved throughout the program for 
face-to-face networking.

For General Information Contact

Carol Popkins / +1 203-595-3282 / carol.popkins@strategic-i.com

2018 SCHEDULE OF EVENTS

PLANSPONSOR/PLANADVISER Awards 
for Excellence Dinner 
March 29, Chelsea Piers, New York 

PLANSPONSOR National  
Conference (PSNC) 
June 13-15, Renaissance Hotel, 
Washington D.C. 

PLANADVISER National  
Conference (PANC) 
September 24-26, JW Marriott, 
Grande Lakes, Orlando 

The Best of PSNC (6 City Tour) 
Tour 1: November 13-15,  
Tour 2: November 27-29

As a sponsor of a PLANADVISER event, 
you receive:

•  Cost-effective exposure to America’s 
most influential retirement  
benefits decisionmakers

•  The opportunity to position your firm  
as a thought leader

•  Unmatched insight into key customer 
priorities

• Exceptional brand recognition

•  The chance to demonstrate your 
commitment to your clients and 
associates

•  Direct association with the 
PLANADVISER brand

• Excellent lead generation
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RESEARCH

Co-Sponsored Research
Teaming with PLANADVISER to create co-sponsored  researchis a way to showcase and 
enhance expertise in a specific area of the market.

PLANADVISER will help you create a unique questionnaire and will identify   
a target audience for a timely and topical research study. A portion of the study 
results will appear in PLANADVISER (print and electronic versions), and readers 
will be directed to your company for the full details of the research, giving you  a 
chance to communicate directly with interested members of the pension and 
investment community.

Elements of a co-sponsored research study can include the following:

• Questionnaire development (10-30 questions)
•  Selection of targeted names from the PLANADVISER database  of retirement 

plans, advisers, or providers (selectable by plan type, assets,  geography,  
and title)

• Programming of questionnaire for online response
• Solicitation and collation of responses (anonymous)
•  Response calculation and delivery to you in Excel format and PowerPoint 

  presentation
•  Design of 4-page co-sponsored piece in PLANADVISER magazine, including 

story and charts, with quotes from your firm
•  PDF file of results as published
•  Editorial mention of research in the PLANADVISERdash, with a link to the piece

Specifications

Allow at least three months from 
questionnaire finalization to research 
 publication in PLANADVISER.

Cost

 $25,000 – $120,000, depending on 
length of questionnaire, target market, 
and scope of project
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Industry Reports
Unique defined contribution benchmarking tools based on feedback  
from  approximately 5,000 employers

PLANSPONSOR Industry  
Reports in a nutshell

• Consists of 50+ pages in PDF format 
•  Provides coverage of DC plans in  

49 different industries 
•  Compares client plans to others by 

industry, asset class, and overall 
•  Are available with your firm’s brand-

ing or logo on every page
•  Are distributable to sales staff or  

adviser networks, and can be 
posted on your client site behind  
a registration wall

Every survey topic is covered in detail:

• Comparisons by asset class 
•  Comprehensive analysis of dozens 

of areas of plan design 
•  In-depth coverage of DC plan de-

sign and investments, including: 
—participation rates and eligibility
—automatic enrollment features
—investment options
—target-date funds
—company match
—loans and hardship withdrawals 
—investment advice 
—plan oversight and administration 
—adviser services 

INDUSTRIES COVERED

Accounting/CPA Firm/
Financial Planning 

Advertising/Marketing/
Printing 

Aerospace/Defense 

Agriculture 

Automotive Dealerships/
Service 

Automotive 
Manufacturing/Parts 

Banking-Commercial/
Retail 

Building/Construction/
Contracting 

Business Services/Staffing 

Chemicals (new)

Consulting 

Consumer Services 

Credit Union 

Distribution/Manufacturer’s 
Rep/ Import/Export (new) 

Education-Higher Ed (new)

Education-K12/Preschool/
Daycare (new) 

Environmental, Recycling, 
 Remediation, Testing, 
Consulting 

Engineering/Architecture 

Equipment Sales/Leasing/
Service (new)

Financial Services 

Fortune 1000 

Government/Public Works-
City/Municipal (new) 

Government/Public  
Works-County/State/
Federal (new) 

Healthcare Organization 
(for profit) 

Healthcare Organization 
(not for profit) 

Hotels/Gaming/
Entertainment/ Hospitality/
Travel 

Insurance/Reinsurance 

Investment Banking/
Holding Co (new) 

Labor Union 

Law Firm 

Manufacturing-Consumer 
Products 

Manufacturing-Industrial 
Products 

Media/Communications/
Publishing 

Membership Org/Industry 
Assn (new) 

Nonprofit Org/
Endowment/ Foundation 

Oil & Gas/Energy/Mining 
Pharmaceuticals 

Real Estate 

Religious Org/Social 
Services (new) 

Research & Development 
(new)

Restaurant/Food Service 

Retail 

Technology/Computers/
Software 

Telecommunications 

Transportation/Airline 

Utilities 

Wholesale 

403(b) plans

457 plans

RESEARCH
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Provider  Satisfaction  Research Report
These reports offer a comprehensive understanding of client  perceptions of  defined 
contribution providers—in each asset and market segment in which they compete.

Advantages

• Shows how DC providers are perceived by their own clients
• Presents a detailed picture of plan sponsor opinions
• Provides evaluations of all areas of plan design
• Delivers market-specific analysis for five separate markets

• Measures both sponsor and participant service capabilities

Uses

•  Competitive benchmarking for providers, advisers, and plan sponsors to  
evaluate 48 different DC plan providers

• Objective third-party due diligence for annual plan reviews

• Value-added research for sales calls

Each report includes

• Market summary section
• Participant service and plan sponsor service scores
• Each provider’s score per question
• Each provider’s rank per question
• Each provider’s quartile per question
• Verbatim comments from clients

Contact

Brian O’Keefe / +1  203-979-3091 / brian.okeefe@strategic-i.com

Pricing

•  Micro Market (<$5mm in plan assets): 
$5,500

•  Small Market ($5mm–$50mm):  
$5,500

•  Mid Market (>$50mm–$200mm): 
$5,500

•  Large Market (>$200mm–$1b):  
$5,500

•  Mega Market (>$1b):  
$5,500

Quantity discounts apply.

RESEARCH
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Reprints
Electronic Reprints—PDF

• Four pages: $3,750

• Six pages: $4,250

• Eight pages: $4,750

Cancellation

•    $200 charge to cancel order  
prior to printing; orders canceled  
after printing will be billed at  
the full rate.

Additional Information

•  If you would like a PDF set up for 
printer use, there is an additional fee 
of $850.

•  Additional fees apply for photos,  
illustrations, disclaimers, and logos.

•  Shipping charges are additional.  
All reprints are shipped via UPS 
ground unless otherwise instructed.

Use the power of the PLANADVISER brand to promote your firm’s products, services, and industry 
expertise. PLANADVISER reprints help tell your story, lend credibility and marketing muscle to your 
promotions. Use reprints as printed collateral or electronic files for Web posting or emailing. 

REPRINTS

PDF Usage Guidelines

•  Posting to website; distribution via email; and unlimited print directly from PDF.

Copyright

•  Reprints are copyrighted by Strategic Insight. All rights reserved.  
No production or redistribution without prior authorization.

Contact

Michelle Judkins, Reprints Manager / +1 203-595-3276 / michelle.judkins@strategic-i.com

Print

• 80-lb. glossy stock (typical configuration; others configurations available)

ONE-PAGE/ONE-SIDE ONE-PAGE/TWO-SIDE FOUR-PAGES/BOOKLET

QTY B/W 2 COLORS 4 COLORS B/W 2 COLORS 4 COLORS B/W 2 COLORS 4 COLORS

100 $416 $567 $824 $523 $747 $1,174 $713 $1,128 $1,767

250 $432 $582 $1,015 $548 $856 $1,457 $762 $1,277 $2,539

500 $711 $788 $1,056 $839 $1,003 $1,550 $1,148 $1,524 $2,626

1,000 $778 $873 $1,138 $891 $1,104 $1,735 $1,272 $1,761 $2,807

1,500 $860 $934 $1,288 $989 $1,224 $1,916 $1,427 $1,954 $3,028

2,000 $937 $1036 $1,437 $1,082 $1,342 $2,091 $1,581 $2,141 $3,250

2,500 $1,004 $1,116 $1,504 $1,169 $1,450 $2,158 $1,730 $2,362 $3,430

3,000 $1,071 $1,201 $1,571 $1,251 $1,557 $2,225 $1,880 $2,475 $3,605
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Contact
Print / Events

KATIE BACON
VP of Sales and Marketing
+1 203-249-3360 / katie.bacon@strategic-i.com

Digital

PAUL ZAMPITELLA
VP of Global Sales Online & Digital Media
+1 781-249-4482 / paul.zampitella@strategic-i.com

Research

BRIAN O’KEEFE
Director, Research and Surveys
+1 203-979-3091 / brian.okeefe@strategic-i.com
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