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Investment Strategies 
for Volatile Markets



A total of 783 financial professionals participated in the 
2026 InspereX Spring Advisor Pulse Survey, conducted 
from March 27 to April 7. During this period, the S&P 500 
was 6,368.85 at the close of trading on March 27th and 
6,616.85 at the close of trading on April 7th. Despite 
heightened concerns around geopolitical risks, advisors’ 
outlook for the market remained moderately bullish and 
client confidence held steady. Market volatility continues to 
increase client engagement and create opportunities for 
advisors to demonstrate value. As a result, the use of 
protection strategies is rising — helping keep clients calm 
and invested — while structured products, in particular, are 
enabling advisors to differentiate their practices and 
strengthen client relationships.

KEY FINDINGS 

Thoughts on the Markets
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Even as geopolitical risks weigh on market sentiment, 
advisors remain bullish and client anxiety has yet to 
escalate. When asked what they were most worried 
about, both advisors (43%) and clients (45%) listed 
geopolitics as their primary concern, followed by market 
volatility (advisors 17% and clients 35%) and 
inflation (advisors 16% and clients 9%). And 
while it may be a primary concern, geopolitical tensions 
and global security were also cited as the greatest 
investment opportunity by advisors for 2026 at 31%.

KEY FINDINGS 

Thoughts on the Market

Half of the advisors surveyed are actually leaning into 
volatility and operating their practice more on offense 
rather than defense. 39% remain neutral and only 
11% were on the defense. Advisors with high AUM 
(+$351M) have shown they lean in harder, by more than 
10 points, over those with lower AUM. The most efficient 
approaches include:

Increases client 
engagement and 

communication needs

78% 78%
Generates 

opportunities to 
demonstrate value

39%
Increases 
workload 
and stress

35%
Generates more 
referrals and new 

business opportunities

Volatility is driving engagement
We continue to see that advisors are doing a great job 
positioning their clients to be able to better weather 
volatile markets.  In fact, rather than hurting their 
practice, volatility is largely seen as an opportunity. 

Reassurance about 
exiting a long-
term strategy

32% 31%
Increase proactive 
outreach cadence

18%
Add/expand 
protection 
strategies

12%
Increase 
tactical 

rebalancing

Up 5-10%

61%

9%
Up 15+%

At some point during 
2026 advisors expect 
the market will be: 

9%
Even

21%
Down 5-20+%

During every survey we 
check in on clients’ 
anxiety levels towards 
investing. In the current 
market, advisors believe 
client anxiety levels are 
at 5.4 (ranging from a 
low of 1 to a high of 10), 
which is a slight decrease 
from 5.6 we saw in our 
Fall Pulse Survey.
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KEY FINDINGS 

Protection Strategies Continue to Grow

Protection strategies are playing a key role in keeping 
investors calm and staying invested and advisors will 
continue to increase their use throughout 2026. 

Expect moderate to 
significant increase in use 
of protection strategies

54% 23%
Evaluating protection 
strategies but have 

not decided

19%
Will make 
no changes

Advisors find that while retirees in distribution phase (35%), 
pre-retirees (13%), accumulation phase investors (5%) and 
affluent clients (4%) all show interest in protection 
strategies, 43% find interest across the board for these 
products. Advisors are using protection strategies to:

Provide peace of 
mind to clients

71% 67%
Reduce or eliminate 
client’s risk exposure

64%
Deliver growth with 
protection for clients

52%
Improve the client’s 

investment experience

When introducing downside protection or defined outcome 
strategies during volatile markets, advisors find that the most 
common results are:

Assets that would have gone 
to cash remain invested

39% 37%
Improved client confidence, 

limited asset movement

16%
New assets 

invested

“Market volatility 
once fueled anxiety 
between advisors 
and clients. Today’s 
expanded toolkit 
helps advisors 
position portfolios 
to endure 
uncertainty — 
keeping clients 
more confident 
and calmer.“
 

Chris Mee
InspereX Managing 
Director
Head of WMS 
Wholesaled Distribution
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KEY FINDINGS 

Structured Products as Business Builders

Advisors are turning to a broader range of 
strategies to generate portfolio income. For the 
remainder of 2026 the top asset classes they 
expect to include are:

Structured products are now widely used, with 
88% of surveyed advisors incorporating them 
into their practices. These products help 
advisors strengthen their business in a variety 
of ways. The most common benefits include:

When clients are 
asking for income, 
what they are really 
prioritizing the most is:

Differentiates 
their practice

59% 50%
Create stronger

client relationships

49%
Create better 

client experiences

41%
Grows their 

business

40%
Increase 
their AUM

39%
Gain a competitive 

advantage

Stable, Predictable 
cash flow

59%

13%
Principal preservation

first

12%
Highest yield 

possible

Structured 
Products

Dividend-paying 
stocks

Indexed 
Annuities

Market-Linked 
CDs

Bond Funds/ 
ETFs

1 2 3

4 5

5
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AI adoption is accelerating, with advisors increasingly viewing it as 
a competitive advantage. Overall, 70% of respondents report 
actively using at least one AI tool in their practice. But that 
number jumps to 84% when looking at the high AUM ($351M+) 
advisors. This segment of advisors also has stronger, more 
definitive views on the impact of AI on competitiveness. 

Overall adoption also varies significantly by age: 84% of younger 
advisors (ages 22–35) currently use AI, compared with just 51% 
of advisors in the 64–77 age group.

Among AI users, the top efficiency gains - either significantly or 
moderately - have come from:

There are some activities advisors never see delegating to AI 
including product selection (26%), client communications 
(25%) and portfolio recommendations (23%). Yet among 
those using AI in their business, most agree that it is a 
competitive advantage that will make them work more efficiently. 

KEY FINDINGS 

Advisors Believe AI Is the Future

6

Research and 
Insights

Client communication 
and follow-up

Meeting prep and 
documentation

1 2 3

“AI won’t replace 
advisors — it will 
make them more 
efficient. As 
demand for 
personalized 
service grows, 
advisors are using 
AI to streamline 
administrative work 
so they can focus 
on higher-value 
client interactions. 
This enables 
deeper 
personalization at 
scale.”
 

Chris Mee
InspereX Managing 
Director
Head of WMS 
Wholesaled Distribution

AI will change how 
financial advisors 

operate their practices

84% 78%
Financial advisors who do NOT 
adopt AI tools in their practice 

over the next 3 – 5 years will be 
at a competitive disadvantage

76%
Advisors who use AI will be 
able to serve more clients 

without increasing staff
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April Survey
Methodology

March 27 – April 7, 2026
SURVEY COLLECTION

783 Financial Advisors
RESPONDENTS

GENDER

13%87%

Survey research, design and analysis completed by Red Zone Marketing, April 2026.
For financial professional use only. Not for distribution to individual investors. 
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What is your 
age range?

Are you affiliated with (check all that apply)
[Shown as combination responses]

18%

31%
35%

15%

1%

22-35 36-49 50-63 64-77 78+

47%

21%
12% 9%

3% 2% 1% 1% 1% 2%
Independent

Broker
Dealer
(only)

RIA
(only)

Bank
(only)

RIA +
Independent

Broker
Dealer

Regional
Firm
(only)

Bank +
Independent

Broker
Dealer

IBD +
Regional

Firm

RIA +
Regional

Firm

Wirehouse
(only)

Other
combinations
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What are your current 
assets under management?

43%

38%

9%

4% 6%

< $100M $100
- $350M

$351
-$600M

$601M
-$1B

>$1B
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1%
8%

30% 31%

9% 9% 9%
2% 1%

Up more
than 20%

Up 15% Up 10% Up 5% Even Down 5% Down
10%

Down
15%

Down
20% or
more

78%
78%

39%
35%
33%
31%

23%
8%

Increases client engagement and communication needs

Generates opportunities to demonstrate value

Increases workload and stress

Generates more referrals and new business opportunities

Leads to higher trading/rebalancing activity

Allows me to grow assets and revenue

Creates challenges with client retention or satisfaction

Has little or no impact on my business

MARKET OUTLOOK

Compared to today, where do you 
forecast the market for the end of 2026?

In what ways does market volatility impact your business? 
(Select all that apply)
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MARKET OUTLOOK

As a financial advisor, 
I am most worried about…

My clients are most 
worried about…

43%
17%

16%
12%

7%
4%

1%

Geopolitics

Market Volatility

Inflation

Recession

Interest Rates

Rising Taxes

Tariffs

45%
35%

9%
6%

2%
2%

1%

Geopolitics

Market Volatility

Inflation

Recession

Rising Taxes

Interest Rates

Tariffs
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MARKET OUTLOOK

What is the anxiety level of your clients 
toward investing right now? 
(On a scale of 1-10 with 10 being the highest)

In volatile markets, clients 
are most likely to want to:

42%

28%

12% 9% 9%

Avoid changes
while seeking
reassurance

Reallocate existing
assets into

protected strategies

Move assets to cash
or sidelines

Do nothing Add assets to
portfolios with

defined outcomes

5.4
AVERAGE
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PROTECTION STRATEGIES

How do you expect your use of protection-
oriented strategies in client portfolios to 
change for the remainder of 2026?

44%

23%

19%

10%

3%

1%

I expect to moderately increase 
my use of protection strategies

I am evaluating protection strategies 
but have not yet decided

I do not expect to make any changes 
to my current protection strategy use

I expect to significantly increase 
my use of protection strategies

I do not use protection strategies

I expect to decrease my use of 
protection strategies
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71%

67%

64%

52%

41%

44%

43%

39%

31%

28%

3%

PROTECTION STRATEGIES

I use protection strategies to... 
(Select all that apply)

Where do you find defined 
outcome solutions useful right now?

Provide peace of 
mind to my clients 

Reduce or eliminate the 
client's risk exposure 

Deliver growth with 
protection for clients 

Improve the client's 
investment experience 

Target defined outcomes 
in client portfolios 

"De-risking" concentrated 
equity allocations 
Managing equity 

risk to avoid liquidation 
Creating predictable 

income/cash flow 
Goals-based planning 

(retirement/education/life event) 
Complementing a 

traditional bond allocation 

Other 
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PROTECTION STRATEGIES

When you introduce downside protection 
or defined outcome strategies during 
volatile markets, the most common result is...

43%

35%

13%

5%

4%

Which client segment is most receptive to 
defined-outcome strategies during volatile periods?

39%

37%

16%

8%

Assets that would have gone 
to cash remain invested

Improved client confidence but 
limited asset movement

New assets invested

Primarily defensive positioning 
with no asset growth

All of the above

Retirees in distribution phase

Pre-retirees

Accumulation phase investors

Affluent clients 
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INCOME PRODUCTS

Anticipated use in 2026

55%

39%

33%

31%

27%

21%

16%

14%

14%

36%

51%

46%

50%

57%

52%

52%

59%

51%

9%

10%

21%

19%

16%

27%

32%

27%

35%

Structured Products

Dividend-paying Stocks

Indexed Annuities

Market-linked CDs

Bond Funds/ETFs

Fixed Annuities

Variable Annuities

Individual Bonds

Cash/Cash Equivalents

MORE LESSSAME
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STRUCTURED PRODUCTS

The use of structured products helps me 
(Select all that apply)

59%

50%

49%

41%

40%

39%

36%

36%

25%

19%

12%

11%

1%

Differentiate my practice

Create stronger client relationships

Create better client experiences

Grow my business

Increase my AUM

Gain a competitive advantage

Attract more affluent clients

Build more customized portfolios

Attract older clients

Increase referrals

I don't use structured products

Attract younger clients

Other
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30%

24%

22%

15%

5%

4%

73%

11%

6%

4%

3%

3%

STRUCTURED PRODUCTS

What is the #1 barrier discouraging you from 
using more structured product solutions?

When clients consider structured products, 
which feature is most compelling?

Complexity of explaining the product 

I don't find any barriers 

Client unfamiliarity or skepticism 

Internal compliance or approval hurdles 

Other 

Lack of a clear entry point in the 
conversation 

Downside buffer /protection

Enhanced income

Upside participation

Simplicity/clarity of outcome

A date when the outcome takes place

Date specific liquidity
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STRUCTURED PRODUCTS

When clients say they want "income," 
what are they really prioritizing most?

59%

13%

12%

10%

4%

2%

Stable, predictable cash flow

Principal preservation first

Highest yield possible

Total return (income + growth)

Tax-efficient income

Reducing portfolio volatility
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MARKET OUTLOOK

Which major market themes will 
create the greatest investment 
opportunities through end of 2026?

31%

28%

18%

8%

8%

3%

2%

1%

1%

Geopolitical tensions and global security

Artificial Intelligence and technology innovation

Increased market volatility and risk management

Infrastructure investment and modernization

Energy transition and natural resources

Demographic shifts and aging populations

Higher interest rates and inflation dynamics

Digital assets and financial innovation

Supply chain reshoring and deglobalization
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PRACTICE

During periods of market volatility, 
I feel that my practice is operating 
more on offense than defense.

In volatile markets, which approach 
is most effective for your practice?

11%

39%

39%

10%

1%

Strongly agree

Agree

Neutral

Disagree

Strongly disagree

32%

31%

18%

12%

6%

1%

Reassurance about existing 
long-term plan (strategy) 

Increase proactive outreach cadence 

Add/expand protection strategies 

Increase tactical rebalancing 

Lean into education 
(webinars/content) 

Do less (avoid over-trading / 
over-communicating) 

High-AUM advisors lean harder into proactive 
outreach (+10 pts) and less on simply reassuring 
clients about the long-term plan (–8 pts). They also feel 
more offensively positioned (+5 pts strongly agree).
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AI INVESTING

If investing in AI for clients, what is your 
preferred vehicle? (Select all that apply)

62%

34%

31%

14%

5%

Publicly traded AI-focused ETFs or mutual
funds

Individual AI-related stocks (e.g., NVIDIA,
Microsoft, Meta)

Actively managed AI-focused funds

A combination of public and private
exposure

Private equity or venture-stage AI funds

Publicly traded AI-focused 
ETFs or mutual funds 

Individual AI-related stocks 
(e.g., NVIDIA, Microsoft, Meta) 

Actively managed AI-focused funds 

A combination of public 
and private exposure 

Private equity or 
venture-stage AI funds 
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ADOPTION

I actively use at least one AI 
tool in my practice right now.

AI ADOPTION

Efficiency gains (among AI users)

70%
YES

30%
NO

AI tool adoption drops 
nearly 35 points from the 
youngest to oldest 
advisors (84% at 22–35 
down to 51% at 64–77).

24%

30%

32%

13%

14%

11%

7%

5%

50%

43%

40%

43%

38%

32%

18%

16%

7%

8%

8%

13%

13%

15%

20%

20%

19%

19%

20%

31%

35%

42%

55%

59%

Research & insights

Client communication & follow-up

Meeting prep & documentation

Planning & proposal drafting

Marketing & content creation

Back-office & operations

Prospecting for new clients

Mining current book for opportunities

SIGNIFICANT NONEMODERATE
NOT 

USING
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AI ATTITUDES 

Do you agree with the 
following statements?

18%

12%

10%

49%

49%

28%

11%

9%

4%

25%

29%

38%

21%

27%

14%

4%

7%

19%

37%

34%

37%

5%

29%

27%

44%

Strongly Agree Agree Neutral Disagree Strongly Disagree

I would adopt AI if my firm provided 
clear guidance and training

I would adopt AI if peers I trust 
recommended specific tools

I see myself as a leader in adopting 
new AI tools rather than a follower

I feel apprehensive about learning 
AI at this stage of my career

I do not trust AI

I don't need to learn AI tools 
given my tenure in the industry
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AI BELIEFS

Do you agree with the 
following statements?

23%

30%

21%

18%

21%

14%

18%

15%

14%

3%

61%

48%

55%

56%

47%

51%

46%

48%

45%

19%

13%

15%

21%

22%

27%

28%

25%

29%

33%

61%

3%

5%

3%

3%

4%

6%

9%

7%

7%

14%

Strongly agree Agree Neutral Disagree Strongly disagree

AI will change how financial 
advisors operate their practices

Financial advisors who do NOT adopt AI 
tools in their practice over the next 3–5 

years will be at a competitive disadvantage

Advisors who use AI will be able to serve 
more clients without increasing staff

AI adoption will affect an advisor's ability to 
attract and retain next-generation clients

Firms that effectively use AI will outperform 
firms that rely only on traditional methods

AI will play an important role in how future 
clients evaluate financial advisors

AI will have as much impact on 
financial advice as the internet did

AI will allow smaller advisory practices 
to compete with much larger firms

Clients will increasingly expect faster, more 
personalized service made possible by AI

My clients want me to use AI tools

84% of high-AUM advisors ($351M+) actively use AI 
tools vs. 70% overall (+14 pts). They also hold stronger, 
more definitive views on AI's competitive impact.
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AI ADOPTION
When it comes to use of AI in my practice, 
I can never see delegating this to AI. 
(Select one)

26%

25%

23%

20%

6%

Product selection

Client communications

Portfolio recommendations

Suitability-related analysis

Meeting summaries/notes
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How have risk-managed products 
impacted your business?

“Risk managed products, especially structured products, have broadened my 
reach into younger clients and self-directed clients and given me the ability to 
provide something different from anything else they are hearing about.”

“Risk managed products have opened my business up to more conservative 
clients. Being able to show clients a product that offers downside protection on 
large market indices has been a gamechanger. Many clients do not want to be 
in a position where they can lose large amounts of their portfolio during market 
downturns. Risk-managed products are perfect for those clients.”

“They allow me to approach clients who have large cash balances in banks to 
move balances to managed accounts to possibly receive better returns without 
much more risk than bank products.”

“We use structured notes for income planning leading up to & throughout 
retirement. It has also helped us bring in millions of new $ that would have 
otherwise sat in cash, CDs, or money market.”

“Risk-managed products have impacted my business by opening a larger 
conversation about the wide range of investment opportunities, the importance 
of creating a hedge against market and economical corrections and staying 
alert of current trends. This conversation gives clients the confidence they need 
to move forward with investing and seeing the long-term goals come to life.”

“I use them to attract clients who might otherwise feel that they can manage 
their portfolios on their own.”
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Important Information

Questions?
Contact InspereX at

888.849.5732 or AdvisorSupport@insperex.com

This presentation has been prepared by InspereX LLC or an affiliate thereof (“InspereX”). This presentation is 
for general information purposes only and should not be construed as specific tax, legal or investment 
advice. The information in this presentation is subject to change without notice. InspereX does not warrant 
the accuracy or completeness of any information contained herein and provides no assurance that this 
information is, in fact, accurate.  Data provided by third-party sources is believed to be reliable and there is 
no representation or warranty as to the current accuracy of, or liability for, decisions made based on this 
material.  Neither InspereX LLC, its affiliates nor its partners make any representations or guarantees as to 
the accuracy or completeness of data from third-party sources.

InspereX LLC and its affiliates explicitly disclaim any responsibility for product suitability or suitability 
determinations related to individual investors. This information should not be regarded by recipients as a 
substitute for the exercise of their own independent judgment and the information provided herein is not an 
offer, solicitation or a recommendation to buy, sell or hold any security or investment strategy. There can be 
no assurance that the investments shown herein were or will be profitable and this material does not take 
into account any investor’s particular investment objectives, financial situation, particular needs, strategies, 
tax status or time horizon.

The information contained herein does not constitute an offer to sell or a solicitation of an offer to 
buy securities. Investment products described herein may not be offered for sale in any state or 
jurisdiction in which such an offer, solicitation or sale would be unlawful or prohibited by the 
specific offering documentation.  

The survey was conducted by Red Zone Marketing, a full-service marketing research consultancy. InspereX 
LLC and Red Zone Marketing are not affiliated. 

©2026 InspereX. All rights reserved. Securities offered through InspereX LLC, Member FINRA/SIPC.. 
InspereX and insperex.com are trademarks of Incapital Holdings LLC.

20260424-5426900
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