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THE GENERATIONS: 

Based on U.S. Census data, 
here are the current gene-
rational cohorts born in 
America. Immigration and 
death change the figures 
today ς only about 40 mil-
ƭƛƻƴ άDǊŜŀǘŜǎǘέ ŀƴŘ ά{ƛƭŜƴǘέ 
generation members are 
still with us. Gen X has 
grown to about 76 million, 
because of immigration. 

 

THE END (OF THE RECESSION) IS NEAR 

TƘŜǊŜ ƛǎ ŀ ƎǊƻǿƛƴƎ ƘƻǇŜ ǘƘŀǘ ǘƘƛǎ άDǊŜŀǘ wŜŎŜǎǎƛƻƴέ 
is winding down, suggesting that investors and fi-
nancial services clients are slowing resurfacing, pre-
senting new opportunities for planners, advisors 
and agents. That is why the Million Dollar Round 
Table partnered with the Boomer Project to field 
this important new national study.  

The goal was to learn who advisors and agents 
should be targeting today, and to better under-
stand the generational differences that could im-
pact making a sale, or landing a new client. We also 
wanted to learn from consumers how they respond 
to specific sales approaches, so we could help advi-
sors and agents develop more effective techniques.  

This report identifies four ƪŜȅ ά¢akeaways,έ each 
with two components: what we think advisors and 
agents need to know and then, more importantly, 
what advisors and agents should do.  
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Section 1: Current Mindset 

/ƭƛŜƴǘǎ !ǊŜ wŜŀŘȅ ǘƻ ¢ŀƭƪ ΦΦΦ !ōƻǳǘ ά/ƻƴŦƛŘŜƴŎŜέ 5 

¢ƘŜǊŜ ƛǎ ŀ bŜǿ bƻǊƳŀƭ ƛƴ ¢ƘƛƴƪƛƴƎ Χ .ǳǘ bƻǘ !Ŏǘƛƻƴǎ 6 
 
Section 2: Opportunities 

Boomers and Gen X Are the Future ... Get to Know Them 8 

 

Section 3: Hurdles 

CƻŎǳǎ ƻƴ ά¢Ǌǳǎǘέ Χ !ƴŘ 5ƻ ƛǘ Cŀǎǘ 9 

 

Section 4: Earn Trust by Becoming a Generational Advisor 

Understand SaƭŜǎ ¢ŀŎǘƛŎǎ Χ CƻŎǳǎ ƻƴ !ŘǾƛŎŜ 12 

 

Final Thoughts 15 

 

Note on Methodology: 
 
The findings presented here come from two research studies. One was 
conducted among MDRT members in 2009 as part of the Prep Partner-
ship, organized by MDRT, the Society of Financial Service Professionals 
and the National Association of Insurance & Financial Advisors ( NAIFA). 
 
The other was a national study fielded in March 2010 among adults 18 to 
75 years old in households with income over $50,000. Additionally, res-
pondents had to indicate that they already had a financial or retirement 
plan, or could have one in the future. This group of respondents 
represents the largest and most likely target audience for financial ser-
vices advisors and insurance agents. 
 
The survey was administered online using sample provided by Survey 
Sampling International and 1,820 surveys were completed. The overall 
margin of error is +/- 2.3 percentage points at the 95 percent confidence 
level. Quotas by generation were targeted, and we collected completed 
surveys as follows: 
 
× 402 Generation Y, with a margin of error of +/- 4.9 
× 409 Generation X, with a margin of error of +/- 4.9 
× 805 Baby Boomers, with a margin of error of +/- 3.5 
× 204 Silent Generation, with a margin of error of +/- 6.9
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Today, financial consumers of all generations tell us that having a finan-
cial or retirement plan is a priority for them. In our study, three-
quarters or more said having a plan was either a priority, or a high 
priority on a five-point scale.  

The older the respondent, the greater per-
cent think having a plan is a priority.  

¢ƘŀǘΩǎ ǘƘŜ ƎƻƻŘ ƴŜǿǎΦ  

Now, the bad news.  

Advisors and agents are not on the same 
page. In 2009 we asked 600 advisors and 
ŀƎŜƴǘǎ ǘƻ ǘŜƭƭ ǳǎ άhow much of a priority do 
you think your clients would say it was to 
have a financial plan?έ  

TƘŜǊŜΩǎ ŀ ƎŀǇΦ First, there is a pretty signifi-
cant gap among Silents and Boomers, almost 
all of whom think they should have a plan. 
But only about 65% of the agents and advi-
sors think that.  

¢ƘŜǊŜΩǎ an even larger discrepancy when 
you look at Generation X and the Millen-
nials, or Gen Y. Three out of four respon-
dents of both generations say having a plan 
is a priority, yet only 21% of advisors think 
Gen Xers place a priority on having a plan, 
and only 7% of advisors think Gen Y do.   

Advisors and agents are underestimating 
the readiness of consumers to plan for their 
financial futures. 
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Role of Confidence 

We also asked consumers about how im-
portant it is to have a plan and how confi-
dent in it they are right now. Once more, 
we see ƎŀǇǎΦ ¸ŜǎΣ ǘƘŜȅ ǎŀȅ ƛǘΩǎ ƛƳǇƻǊǘŀƴǘΦ In 
fact, almost all respondents say ƛǘΩǎ ƛƳǇƻr-
tant to have a financial or retirement plan. 
But less than half who have plans are confi-
dent with that plan.  In fact, the younger 
the respondent, the less confident they are.  

This lack of confidence is actually a tre-
mendous door opener for advisors and 
agents. 

Takeaway # 1: 

Advisors need to know almost 90% of 
clients of all ages are ready to talk about 
plans and planning.  

The do is for advisors and agents to focus calls 
on the confidence issue.  Ask clients and pros-
ǇŜŎǘǎΣ άŘo you have a plan?έ 5ƻƴΩǘ ōŜ ŘƛǎŎƻu-
raged if they tell you they already have one. 
Simply ask if they are confident in that plan. 
Most are not.  

¢ƘŀǘΩǎ ǘƘŜ ŘƻƻǊ ƻǇŜƴŜǊ for the conversation to 
talk about products and services that could help 
consumers become more confident in their re-
tirement or financial plans.  

LǘΩǎ ǘƘŜ 9ŎƻƴƻƳȅΣ {ǘǳǇƛŘ 

This lack of confidence is likely rooted in how consumers feel about the 
economy these days. For example, while less than one out of three 
Boomers tell us that they are worrying about the U. S. economy, over 
half say they have personally felt the bite of it. 

Having a financial plan in place makes a big difference. Those Boomers 
with a plan are feeling a lot better off than those without one. Fewer of 
those with a plan worryτ29% to 38%. Less than one of two Boomers 
with a plan say they have been significantly impacted by the economy 
versus six out of ten Boomers without a plan. And less than half rate 
their personal financial situation ŀǎ άǇƻƻǊέ ƻǊ άŀǾŜǊŀƎŜέ compared to 
84% of Boomers who do not have a plan. 
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TƘŀǘΩǎ ǿƘŜǊŜ Boomers ŀǊŜ ǘƻŘŀȅΤ ǿƘŀǘΩǎ ǘƻƳƻǊǊƻǿ ƎƻƛƴƎ ǘƻ ōǊƛƴƎΚ 

Boomers and, in fact, all other generations are 
not so sure about the future when it comes to 
financial matters. The near future, which might 
be the easiest to project, looks grim to all. 
Younger consumers are much more optimistic 
about their financial future longer term. This is 
likely because younger consumers are still early 
in their careers, feel as if they have plenty of 
income upside as they advance, and benefit 
from a much longer timeframe before they 
have to worry about retirement ƻǊ άǘƘŜ ŦǳǘǳǊŜ.έ  

This youthful optimism is not the same as fi-
nancial confidence. In fact, fewer than half of 
younger adults tell us that they are confident in 
their financial futures. It is only the Silent Gen-
eration members who are already retired who 
report they are confident in their financial fu-
tures.  

Those that have a long financial future ahead of 
them are ƴƻǘ ǎƻ ǎǳǊŜΦ Lƴ ŦŀŎǘΣ ǘƘŜǊŜΩǎ ƭƛǘŜǊŀƭƭȅ ŀƴ 
inverse relationship between confidence and 
optimism. These are conversation starters with 
younger consumers, including younger Boomers, 
Gen Xers and Gen Y. Talk to them about financial 
confidence and financial optimism. You will have 
their attention. 

Changing Tolerances For Risk  

This lack of confidence shows up in changing 
tolerances for risk (see following page).  The 
ǊŜŎŜǎǎƛƻƴ Ƙŀǎ ƛƳǇŀŎǘŜŘ ŜǾŜǊȅ ƎŜƴŜǊŀǘƛƻƴΩǎ to-
lerance of risk ς almost everybody agrees with 
the statement: άI am less tolerant of risk.έ The 
aversion to risk is not surprising, given that the 
downturn in the economy meant significant 
ŘƻǿƴǎƛȊƛƴƎ ƻŦ ǇƻǊǘŦƻƭƛƻǎΦ ¢ƘŜ άǊƛǎƪέ ŎƻƴǎǳƳŜǊǎ 
want to avoid, of course, is downside risk. They 
simply cannot afford to lose any more money. That 
could mean good news for the life insurance industry because the days 
of high risk for high returns seem to be gone.  

At least, tƘŀǘΩǎ Ƙƻǿ ŎƻƴǎǳƳŜǊǎ say they thinking when it comes to their 
money. But will their actions match? 
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The $25,000 Question 

What if a consumer had $25,000 in cash right 
now? What would they do with it?  We gave 
survey participants a list of financial options 
like paying down debt, or buying stocks or 
bonds, as well as spending options, like buying 
a car, going on vacations, or even hiding it un-
der a mattress.  

No surpriseτ the top answer (by far) for all but 
ǘƘŜ {ƛƭŜƴǘ DŜƴŜǊŀǘƛƻƴ ǿŀǎ άpay down debt.έ 
Consumers really want to pay down debt first. 
Given the current balance sheet of most Amer-
ican consumersΣ ǘƘŀǘΩǎ ƎƻƻŘ ƴŜǿǎ.  

However, recall that they indicated a reduced 
tolerŀƴŎŜ ŦƻǊ ǊƛǎƪΦ ¢ƘŀǘΩǎ ǿƘŀǘ ǘƘŜȅ ǘŜƭƭ ǳǎ ǘƘŜȅ 
are thinking. But the investment choices they 
made in response to the chance to do some-
thing with $25,000 in cash seem to indicate a 
much more tolerant view of risk. Despite about 
nine out of ten telling us they were less tole-
rant of risk, one out of three turned around 
and report they would buy stocks or bonds.  
One out of three are ready to άroll the diceέ in 
the market again instead of investing in assets 
that have virtually no downside risk ς like a 
fixed annuity or life insurance. In fact, only a 
scant 2 and 4 percent, respectively, said those 
options were appealing. 

Takeaway # 2: 

As an advisor or agent, you need to know that 
there really are some new ways of thinking, a 
άnew normal,έ for financial thinking.  

What you need to do as advisors and agents is to 
ǳƴŘŜǊǎǘŀƴŘ Ƙƻǿ ǘƘƛǎ ōŜƘŀǾƛƻǊ ƛǎƴΩǘ ƳŀǘŎƘƛƴƎ ǘƘƛƴk-
ing. Think about how you can inform clients and 
prospects about products so their fiscally con-
servative thinking becomes fiscally responsible 
behavior. 
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²Ŝ ǘƻƻƪ ǎǘƻŎƪ ƻŦ ǘƘŜ ŀǘǘƛǘǳŘŜǎ ƻŦ ǘƻŘŀȅΩǎ Ŧƛƴŀn-
cial consumer towards having an advisor or 
planner. Not surprisingly, the older generations 
are more likely to already have a relationship 
with a financial professional. But even then, 
only about half of Older Boomers (those ages 
55-64) and only six out of ten Silent Generation 
(ages 65-75) report having an advisor or plan-
ner already. 

When asked if one would consider using a fi-
nancial advisor or a planner, across all genera-
tions more than eight in ten ǎŀȅ άȅŜǎ.έ So it 
looks like the potential across all the genera-
tions is the same. .ǳǘ ƛǘΩǎ ƴƻǘΣ ǊŜŀƭƭȅΦ 

[ŜǘΩǎ look at the numbers. More than half of 
Gen Xers and younger Boomers are interested 
in an advisor. If you do the math, tƘŀǘΩǎ ор Ƴƛl-
lion people out there who are receptive to hav-
ƛƴƎ ŀ ŦƛƴŀƴŎƛŀƭ ŀŘǾƛǎƻǊ ƻǊ ŀ ǇƭŀƴƴŜǊ ŀƴŘ ŘƻƴΩǘ 
have one. That looks like opportunity to us: 
some 35 million Gen Xers and younger Boo-
mers, ages 30 to mid-рлΩǎ ǿƘƻ are willing, 
ready, interested, and would consider using 
someone to help. Cha-ching! 

But they are not going to be pushovers.  A sur-
prising number ς about one in four ς of young-
er adults who already have advisors have 
switched advisors in the last 12 months. They 
also report lower overall satisfaction with their 
advisors. One area of dissatisfaction is that 
clients want their advisors to know them much 
better than they do. In fact, in our research we 
see a significant gap. All of the cohorts want 
advisors to know them, and yet rarely is that 
the case.  
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Takeaway #3 

Getting to know your clients better needs to be a 
priority for you in the coming months and years. 
In a market still unsettled, your current clients 
could grow impatient and begin exploring other 
options. If you really know the client, it is more 
likely you will be able to diffuse any dissatisfac-
tion issues early. 

The Takeaway here is that you need to know the 
immediate term opportunity for new clients is with ages 30 to mid-50s. 
There are millions who are receptive to getting help. What you need to 
do is to get to know them, really know them, as a way to strengthen 
your hold on them as a client.  

The MDRT Study uncovered two key hurdles advisors and agents must 
ƻǾŜǊŎƻƳŜ ƛƴ ƻǊŘŜǊ ǘƻ ōŜǘǘŜǊ ŎƻƴƴŜŎǘ ǿƛǘƘ ǘƻŘŀȅΩǎ ŦƛƴŀƴŎƛŀƭ ŎƻƴǎǳƳŜǊΦ 
First, you need to make sure you are speaking the right language to the 
ǊƛƎƘǘ ƎŜƴŜǊŀǘƛƻƴΦ {ŜŎƻƴŘΣ ȅƻǳ ƴŜŜŘ ǘƻ ǊŜǇŀƛǊ άǘǊǳǎǘΣέ ǿƘƛŎƘ ƛǎ ŎǳǊǊŜƴǘƭȅ 
broken and requires special attention. 

Speak the Same Language 

One might think that when it comes to money and financial matters, 
there ƛǎ ŀ ǳƴƛǾŜǊǎŀƭ ƭŀƴƎǳŀƎŜΦ bƻǘ ǘƻŘŀȅΣ ǘƘŜǊŜ ƛǎƴΩǘΦ hƭŘŜǊ ƎŜƴŜǊŀǘƛƻƴǎ 
use their own terms and expressions, which differ from the words more 
often used by younger generations. Speaking the same language as 
your client is one easy way to deepen the connection. 

! ƪŜȅ ŜȄŀƳǇƭŜ ƛǎ ǳǎƛƴƎ ǘƘŜ ǘŜǊƳ άǊŜǘƛǊŜƳŜƴǘ Ǉƭŀƴέ ǾŜǊǎǳǎ άŦƛƴŀƴŎƛŀƭ 
ǇƭŀƴΦέ Lƴ ǘƘŜ нллф ǎǘǳŘȅ ŀƳƻƴƎ a5w¢ ƳŜƳōŜǊǎ ς advisors and agents 
ς those who are more successful (more assets under management) told 
ǳǎ ǘƘŜȅ ǳǎŜ άŦƛƴŀƴŎƛŀƭ Ǉƭŀƴέ ƳǳŎƘ ƳƻǊŜ ƻŦǘŜƴΦ !ǎ ƻƴŜ advisor told us in 
the research, άL ǘŜƭƭ ŀƭƭ Ƴȅ ŎƭƛŜƴǘǎ ǘƘŀǘ ŀ ǊŜǘƛǊŜƳŜƴǘ Ǉƭŀƴ ƛǎ ǇŀǊǘ ƻŦ ŀƴ 
ƻǾŜǊŀƭƭ ŦƛƴŀƴŎƛŀƭ ǇƭŀƴΣ ōǳǘ ǘƘŜ ƻǇǇƻǎƛǘŜ ƛǎ ƴƻǘ ǘƘŜ ŎŀǎŜΦέ 

While logical, such an approach may not be very effective based on 
what consumers told us in the MDRT Consumer Study. In fact, about six 
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out of ten consumers under the age of 65 in our 
survey said they prefer the term άǊŜǘƛǊŜƳŜƴǘ 
Ǉƭŀƴέ ǿƘŜƴ ǘƘƛƴƪƛƴƎ ŀōƻǳǘ ǇƭŀƴƴƛƴƎ ǘƘŜƛǊ ƳƻƴŜȅ 
for the future. It seems that until a consumer 
reaches traditional retirement age, the focus is 
indeed ƻƴ άǊŜǘƛǊŜƳŜƴǘ ǇƭŀƴƴƛƴƎΦέ 

Or, perhaps younger generations do not yet be-
lieve they have accumulated enough money to 
ƴŜŜŘ ŀ άŦƛƴŀƴŎƛŀƭ ǇƭŀƴΣέ ōǳǘ Řƻ ǎŜƴǎŜ ǘƘŜȅ ǿƛƭƭ 
ǳƭǘƛƳŀǘŜƭȅ ǊŜǉǳƛǊŜ ŀ άǊŜǘƛǊŜƳŜƴǘ ǇƭŀƴΦέ 

As one Millennial consumer said, άL ƭƛƪŜ ǘƘƛǎ ǘŜǊƳ 
[retirement] better because I see myself as work-
ing towards having the retirement I want by sav-
ƛƴƎ ƴƻǿΦέ 

Those clients in retirement or on the cusp of it are 
ƳƻǊŜ ƭƛƪŜƭȅ ǘƻ ǊŜǎǇƻƴŘ ǘƻ ǘƘŜ ǘŜǊƳ άŦƛƴŀƴŎƛŀƭ ǇƭŀƴΦέ 
As a Boomer said, It [financial plan] sounds all encompassing. The way 
things are going in our country, retirement may be viewed as a luxury in 
the near futureΦέ 

The bottom line is that words matter. Use the terms that mean more to 
your clients, based on their generation. 

Repairing Trust 

All the players in the financial services industry 
face a deficit of trust. The last two years of the 
Great Recession, bank bail-outs, Bernie Madoff, 
and TARP have happened when the memories of 
ǘƘŜ 9ƴǊƻƴ ǎŎŀƴŘŀƭ ŀƴŘ aŀǊǘƘŀ {ǘŜǿŀǊǘΩǎ ŎƻƴǾƛc-
tion are still fresh. Unfortunately, those events 
have affected innocent financial advisors. Today, 
almost all consumers agree that it is significantly 
more difficult to trust someone who gives advice 
on financial matters versus five years ago. 

For advisors ƻǊ ŀƎŜƴǘǎ ǘƻ ŘŜŀƭ ǿƛǘƘ ǘƘŜ άǘǊǳǎǘέ ƛs-
sue with consumers, they have to fully understand 
the depth of the issue. Consumers have indicated 
to us in this survey that the goal should not be to 
άǊŜōǳƛƭŘέ ǘǊǳǎǘΣ ōŜŎŀǳǎŜ ǘƘŀǘ ŀǎǎǳƳŜǎ ǘƘŜǊŜ al-
ready exists a foundaǘƛƻƴ ƻŦ ǘǊǳǎǘΦ ¢ƘŜǊŜ ƛǎƴΩǘ ƻƴŜΦ 

²ƘŀǘΩǎ more worrisome is that advisors and agents do not appear to 
fully understand the trust deficit today. In our 2009 study, advisors and 
ŀƎŜƴǘǎ ŘƛŘ ŀŎƪƴƻǿƭŜŘƎŜ ǘƘŀǘ ŀ άƭŀŎƪ ƻŦ ǘǊǳǎǘέ ǿŀǎ ŀƴ ƛǎǎǳŜΣ ōǳǘ ƴƻǘ ǘƻ 
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the same degree consumers identify it as an issue in the 2010 study. 
The gap, in fact, is significant.  

Some 85 percent of consumers across all gen-
erations say it has become significantly more 
difficult to trust advisors now, versus five years 
ago. Only 59 percent of advisors and agents 
believed that to be the case, a gap of 26 per-
centage points. 

Consumers tell us they trust themselves, first 
and foremost, when it comes to financial mat-
ters. Those with existing relationships with 
advisors and agents tell us they trust their own 
personal advisor as a close second to trusting 
themselves. But those who are receptive to a 
relationship with an advisor but dƻƴΩǘ ƘŀǾŜ 
one, are less likely to say they trust them.  

One piece of good news is that women, across 
all generations, are more trusting of financial 
advisors than men. That means you might be 
better off including both spouses in meetings 
to discuss financial recommendations. The 
woman is more likely to place more trust in 
your advice, and could help you close the sale. 

In this economic environment, though, can 
trust be repaired? That ultimately remains to 
be seen, but consumers in our study did pro-
vide advisors and agents with some clues in 
how to do it.  

How to Build Trust 

The answer is simple: provide straight-forward 
advice, be honest and demonstrate knowledge. 
Do those things and consumers across all gen-
erations will judge you to be trustworthy. 

In the MDRT Study we asked consumers to tell us the traits that matter 
most in someone they trust when it comes to financial advice. Over-
whelmingly, the answers were about honesty and knowledge. Only the 
ȅƻǳƴƎŜǎǘ ƎŜƴŜǊŀǘƛƻƴǎ ƳŜƴǘƛƻƴŜŘ άƳƻst experiencedέ ƻǊ άōŜǎǘέ ŀǎ 
somewhat important factors, perhaps because they would benefit from 
authoritative advice from an expert. Older generations rate being the 
άōŜǎǘέ ƻǊ άƳƻǎǘ ŜȄǇŜǊƛŜƴŎŜŘέ ŀǎ ƳǳŎƘ ƭŜǎǎ ŎǊƛǘƛŎŀƭΣ ƭƛƪŜƭȅ ōŜŎŀǳǎŜ ǘƘŜȅ 
themselves feel as if they bring a certain level of that to the table. 
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Takeaway #4 

Right now, advisors and agents need to know 
that they need to demonstrate they are trust-
worthy. It is the most important attribute they 
need to possess. 

To do that, advisors need to focus their efforts 
on repairing trust now, by being honest, know-
ledgeable and offering straight-forward advice. 
Now is the time to focus on this approach before 
someone else establishes a trusting relationship 
with the client or prospect.  

 

 

The quickest path to repairing trust is by understanding generational 
differences. We already mentioned the need to speak the right lan-
guage. Advisors and agents also need to understand different views the 
generations have of the future. And, it is very important that advisors 
and agents understand the different roles you 
need to play for each generation. 

Different Views of the Future 

Other studies have investigated how the gen-
erations view their retirement and financial 
future. Many conclude that the future, at 
best, is a little cloudy in the crystal ball these 
ŘŀȅǎΦ LǘΩǎ ǎƛƳǇƭȅ ǘƻƻ ŘƛŦŦƛŎǳƭǘ ǘƻ ǇǊŜŘƛŎǘ ǿƛǘƘ 
certainty how the generations will behave. 

In the MDRT study, consumers echoed their 
uncertainty when it comes to retirement. At 
least half or more of all generations not yet 
ǊŜǘƛǊŜƳŜƴǘ ŀƎŜ ǘŜƭƭ ǳǎ ǘƘŜȅ άŘƻ ƴƻǘ ƪƴƻǿέ 
when they will retire. 
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That means any advisor or agent who pulls out a chart that starts with 
ǘƘŜ ŀǎǎǳƳǇǘƛƻƴ ǘƘŀǘ ŀ ŎƭƛŜƴǘ ǿƛƭƭ ǊŜǘƛǊŜ ŀǘ ŀƎŜ сн ƻǊ ср ŘƻŜǎƴΩǘ ǳƴŘŜr-
ǎǘŀƴŘ ǘƘŜ ŎǳǊǊŜƴǘ ƳƛƴŘǎŜǘ ƻŦ ŎƻƴǎǳƳŜǊǎ ŀōƻǳǘ άǊŜǘƛǊŜƳŜƴǘΦέ Lǘ ƛǎ ƴƻ 
ƭƻƴƎŜǊ ŀƴ ŜǾŜƴǘ ŎŜƭŜōǊŀǘŜŘ ƻƴ ƻƴŜΩǎ ср

th
 ōƛǊǘƘŘŀȅΦ LǘΩǎ ŀ ǇŜǊƛƻŘ ƻŦ ƭƛŦŜ 

where one is no longer earning a regular income from a regular job ς 
but other than that, it is ill-defined. 

Similarly, the worries about that time in the fu-
ture when consumers no longer have a regular 
income differ across the generations. Not surpri-
singly, older generations, like the Silent and Old-
er Boomers, identify medical expenses as their 
top money issue. 

Younger generations are dealing with different 
issues, like not saving enough, or not being able 
to count on Social Security to contribute much 
towards their retirement nest egg. 

Understanding the different generational worries 
enables advisors and agents to demonstrate that 
you are empathetic to the issues your clients face 
today. Tune in and you will more than likely 
make a much stronger connection. 

Play the Right Role 

In the study, we asked consumers to identify what they really wanted 
from an advisor or agent helping them manage their money. We asked 
consumers to write in responses, so they would use their own language 
and terms. What we learned was fascinating. 

Generation X, for example, those young adults 
ages 30 through early 40sΣ ǎŀƛŘ άhelp me make 
money.έ .ƻǘƘ ƻŦ ǘƘŜ ƪŜȅ ŀǎǇŜŎǘǎ ǘƻ ǘƘƛǎ Ǌesponse: 
άƘŜƭǇ ƳŜέ όŘƻƴΩǘ Řƻ ƛǘ ŦƻǊ ƳŜΣ Ƨǳǎǘ ƘŜƭǇ ƳŜ Řƻ ƛǘύ 
ŀƴŘ άƳŀƪŜ ƳƻƴŜȅέ όƛƴǎǘŜŀŘ ƻŦ ƳŀƴŀƎŜΣ ǎŀǾŜΣ 
grow or any other verb), are important.  

Older generations, like Boomers and the Silent 
Generation, use other words to convey the role 
ǘƘŜȅ ǿŀƴǘ ŦǊƻƳ ǘƘŜƛǊ ŀŘǾƛǎƻǊΦ wŀǘƘŜǊ ǘƘŀƴ άƳŀƪŜ 
ƳƻƴŜȅΣέ ƻƭŘŜǊ ƎŜƴŜǊŀǘƛƻƴǎ ǘŀƭƪŜŘ ŀōƻǳǘ ƳŀƴŀƎƛƴƎ 
ǘƘŜƛǊ άƛƴǾŜǎǘƳŜƴǘǎΦέ ¢ƘŜȅ ǳǎŜ ǘƘŜ ǘŜǊƳ άŦƛƴŀƴŎŜǎέ 
ŀƴŘ άŦƛƴŀƴŎƛŀƭέ ƛƴǎǘŜŀŘ ƻŦ άƳƻƴŜȅΦέ 

Understanding the generational perspective on the future and then 
matching that with the right terms, expressions and language will move 
advisors and agents far down the path of repairing trust with consum-
ers today. But there is still more to do.  


