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THE ENIBOF THE RECESSIOSINEAR

TKSNBE A& | INBgAYy3I K2LIS i
is winding down, suggesting that investors amd f
nancial serviceslients are slowing resurfacing,gr
senting new opportunities fomplanners, 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 advisoradaagents
should be targeting today, and to better unde
stand the generational differences that coulch-i
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-adv
sors and agents develop more effective techniques.

This report identifiesfour { S & akeaways each
with two components:what we think advisors and
agents need tknow and then more importantly,
what advisors and agents shoudd.

Who should
advisors be
targeting post-
recession?

What Advisors

and Agents
Need to

KNOW

NJ

How should
advisors go
about it?

\

‘ What Advisors
and Agents
Should

. DO

\

THEGENERATIONS:

Based on U.S. Census dafs
here are the current gen

rational cohorts born in
America. Immigration and
death change the figureg
today ¢ only about 40 nk
tA2y GDNBIF GSh
generation members are
still with us. Gen X has
grown to about76 million,
because of immigration.

58,000,000

|
Al

76,000,000

44,000,000

Greatest Silent Boomer Gen X Millennial |
1909-28 1929-45 1946-64 1965-81 1982-01
Median
e (92 73 55 37 18

in 2010:

'Born in the US.A.

80,000,000
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Section 1: Current Mindset
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=

SIRe (2 ¢If] ®dd ! 62dzi a4/ 2y FAR
b2NXIE Ay ¢®AY1Ay3 X .dzi b2i|

Section 2: Opportunities

Boomers and Gen X Are tRature ... Get to Know Them 8

Section 3: Hurdles
C20dza 2y G¢NMzAGE X !'yR 52 RBG Clad

Section 4:Earn Trust byBecoming a Generational Advisor
UnderstandSeSa ¢ OGA0&a X C20dza By ! RGAOS

Final Thoughts 15

Note on Methodology:

The findinggpresented lere come fromtwo research studiesOne was
conductedamong MDRT membeia 2009 as part of the PrepaRner-
ship, organized by MDRT, the SociefyFinancid Service Professionals
andthe National Association of Insurancé& Financial AdvisorSNAFA.

The otherwas a national study fielded in March 2010 among adults 18 to
75 years old in households with income over $50,000. Additionaléy, re
pondents had to indicate that they already had a financial or retirement
plan, or could have one in the future. This group respondents
represents the largest and most likely target audience for financial se
vices advisors and insurance agents.

The survey was administered online using sample provided by Survey
Sampling International and 1,820 surveys were completed. Thealbbver
margin of error ist/- 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@fror of +/ 4.9

805 Baby Boomers, with a margin of error of 36

204 Silent Generation, with a margin of error of-43.9

X X X X
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Section #1:

Current Mindset

Today, financial consumers of all generations tell us that having a-fina

cial or retirement plan is a priorityof them.
quarters or more said having a plan weither a
priority on a fivepoint scale.

Theolderthe respondent, the greater pe
cent think having a plan is a priority.
GKS 3I22R ySgao

¢KI Q&

Now, the bad news.

Advisors and agents are not on the same
page. In 2009 we asked 600 advisors and
F3Syida (hawmudhfofia pdaity dd
you think your clients would say it was to
have a financial plar?

TK S NB Q & First, tharé isJeretty signif-

cant gap amongilens and Boomersalmost

all of whom think they should have a plan
But only about 65% ofthe agents and adv

sors think that.

¢ K S NdB @ven larger discrepancywhen
you look at Generation Jand the Millea-
nials, or Gen YThree out of four respo-
dentsof both generatiors sayhaving a plan
is a priority, yetonly 21% ofadvisors think
Gen Xes place a priority on having a plan,
and only 7% of advisors think Gen Y do

What Agent Thought
Consumer Would Say

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

What Agent Thought
Consumer Would Say

What Agent Thought
Consumer Would Say

What Agent Thought
Consumer Would Say

In our study, three

priority or a high

Everyone agrees it is a priority,
especially the older one gets.

ssqs 87%
\
u%
55%
39% 69%
34% 37% 30%
18%

Millennial GenX Silent/GI

ugu
Very Much
a Priority

Boomer

5. How much of a priority Is it for you to have a “financial” / “retirement” plan?

Advisors/Agents much less likely to

think their clients want plans now
From January 2009 Advisor/Agent Study: How much of a priority do you think

our clients would say it is to have a plan?

T 87%
- 65% 22

85%

Boomer
62% 23

v 74%
b 21% 53
# 73%
bl 7% ~ 166

What Consumer
Says Today

What Consumer
Says Today

What Consumer
Says Today

What Consumer
Says Today

PREP Partnership, National Study of Advisors/Agents, January 2009, N=600.
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Role of Confidence

We also askedtonsumersabout how m-
portant it is to have a plan and how canf . o
dent in it they are right now. Once more, All generatlons have b|g gaps between
weseed |l LIA® | Saz GKSw al @ i fioawportaneetiand fconfidence”

fact, almostall respondents sak G Qar- A Y LJ2 Gap:
tant to have a financial or retirement plan S important 929 SRR
But less than half who have plans are donf Sl ki

dent with that plan. In fact, the younger T u%'lﬂ
the respondent the less confident they are. = B —
mportant

[comcens ————so Y

Younger
Boomers

This lack of confidence is actually a-tr — > 90%

mendous door opener for advisors and Rl Confident 41% 4

agents mportant g 94%,
bl Confident 37% 54%

Takeaway# 1:

Total scores for “5“ and “4” on a five point scale
43. How important would you say it is for you to have a "financial" / "retirement" plan?

AdVISOI'S need tO kn OW al mOSt 90% Of 44. How confident would you say you are in your "financial” / "retirement"” plan?

clients of all agesare ready o talk about
plans and planning.

Thedo is for advisors and agents timcus calls

on the confidenceissue Ask clients and p | KMOW Do
LIS OliGiybu havk a pla? 52y Qiu- 08

raged if they tell you they already have one.

Simply ask if they are confident in that plan; Today's clientsare I = Focus today’s

Most are not. ready to talk about client calls on
. e A e and planning “confidence”

K GQa (K Sforiha eohersatidh i S NGIANS Kaiae

talk about products and servicésat could help
consumersbecome more confident intheir re-
tirement or financial plas.

LiQa GKS 902y2Yeés {{GdzZAR

Thislack of confidence is likely rooted row consumerdgeel about the
economy these dayd-or example, while less thaone out of three
Boomerstell us that they s worrying about the U. Sconomy over
half saythey havepersonallyfelt the bite ofit.

Having a financial plan in place makes a big diffee ThoseBoomers

with a plan are feeling a Idietter off than those wittout one Fewerof

those with a plan worry 29% to 38%Less than one of two Bocens

with a plan say they have beeignificantly impacted by the economy

versussix out of ten Boomerwithout a plan Andless than halfate

their personal financial situatioh & @& LJ2 2 Nk  @mparédt@®d S NI 3 S ¢
84%o0f Boomers whalo nothave a plan.

© 2010 Boomer Project, LLC Page5
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Boomers and, in fact, atither generations are
not so sureabout the future when it comes to
financial matters. The near future, which might
be the easiest to project, looks griro all.
Youn@r consumers are much moreoptimistic
about their financial future longer term. This is
likely becausgrounger consumerare still early

in their careers, feel as if they have plenty of
income upside as they advance, and benefit
from a much longer timefram before they

have to worry about retiremeng NJ & (i K& T dzii dzvde ﬂ

This youthful optimism is not the same as f
nancialconfidence In fact, fewer than half of
younger adults tell us that theyra confident in
their financial futues. It is only the Silentea-
eration memberswho are already retiredvho
report they are confident in their financialuf
tures.

Those that have a long financialtdve ahead of
themarey 2 0 &2 &adaNBo® Ly Tl
inverse relationship between confidence and
optimism. These areconversation starters with
youngerconsumersijncludingyounger Bomers,
Gen Xers and Gen \allto them about financial
confidence and finanal optimism. You will have
their attention.

Changing Tolerances For Risk

This lack of confidence showsp in changing
tolerances for risk(see following page) The
NEOSaaAzy KIa AYL} @i SR
lerance of riskg almost everybodyagrees with

the statement:d am less tolerant of risk.The
aversion to risk is not surprising, given that the
downturn in the economy meant significant
R2gyaiAl Ay3a 27
want to avoid, of course, is downside risk. They
simply cannot afford to lose any more money. That

L2NIF2 A 280

Younger adults are more optimistic
about their future than older adults

Q49. How do you think your financial situation will change in the future?

L 32%
1 Year 25;9%
from Now 2 N 27%
N 32%

L N 2%

 Silent

u Older Boomers

4 Younger Boomers
¥ Gen X

HGenY

71%
76%

———
10 Years 46%

from Now —

62%
83%
87%

Total scores for”“5“ and “4” on a five point scale

o NRA Yy IK

[ ~ A A

| |

Fewer than half of younger adults are
confident in their financial futures

Q48. Based on your current fi

diti and how

confident are you that you will meet your retirement goals?

Silent 80%
Older Boomers
_—
Confident
I Younger Boomers) 45% |
Confident
A A | +
SOSN MPyiaa
47%
Total scores for”“5“ and “4” on a five point scale
¢CKS aNRrnalé¢ Oz2yadzySNa

couldmeangood news for the life insurance industry because the days

of high riskfor high returns seem to be gone.

Atleast, K I (G Q&
money. But will their actions match?

K 2 ¢ saptAeytiEntking®/MeE it comes to their

© 2010 Boomer Project, LLC
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The $25.000 Question

What if a consumer ha®25,000 in cashight
now? What wouldthey do with it? We gave
survey participantsa 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 i-u
deramattress

No surprise the top answer (by far) for all but
G§KS { At Syl Day®Nd debg2 vy
Consumersealy wantto pay down debffirst.
Given the current baince sheebf most Ame-
ican consumers

However, recall thathey indicated a reduced
tolerl Yy OS F2NJ NRA&| @
are thinking. But theinvestment choiceshey
made in response to the chance to do sam
thing with $25,000 in caskeem to indicate a
much more tolerantiew of risk.Despite about
nine out of ten telling us the were less ta-
rant of risk, one out of three turned around
and report they would buy stocks or bonds.
One out of three are ready taoll the dice in
the market agairinstead of inveshg in assets
that have virtually no downside risg like a
fixed annuity or life insuance In fact, onlya
scant 2and 4 percent, respectivelgaid those
options were appealing

Takeaway# 2

As an advisor or agent, you needknow that
there really are some new ways of thinkiray,
onew normal¢ for financial thinking.

Whatyou need todo as advisors and agents is to
dzy RSNE Gl YR K2g (KAA
ing. Think abouthow you can informclients and
prospectsabout productsso their fiscally ca-
servative thinking becomesfiscally resporible
behavior.

GKFiQa 3I322R ySsa

¢KI Q&

&SKIFEPA2N AayQi

To what extent has the economic down-
turn impacted your tolerance of risk?

“I am less tolerant of risk”
Silent 90%

92%

Older Boomers

. 91%
g

Total scores for”1“,“2” and “3” on a five point scale

LA A A

Paying down debt is the most
prevalent act, except for Silents

Q55: Let's say you had $25,000 in cash right now. Which of the following would you do?

1 Older Boomers 41%
Would

You lw;a" mers?

Pay
Down
Debt

Percent who selected“Pay down debt”

YI G OKAY3

DO

~ Understand how

0KAY

KNOW

There is a“new
normal” for behavior isn't
financial thinking matching
‘ thinking, yet.

© 2010 Boomer Project, LLC
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Section #2:

Opportunities

i s ~ A ’a ~

28 G221 &ad201 2F GkKnS |
cial consumer towards having an advisor or
planner. Not surprisingly, the older generations More than half of Boomers and Gen Xers
are more likely to already have a relationship are interested in an advisor

with a financial professional. But even then,
only abouthalf of Older Boomers (those ages
55-64) and only six out of ten Silent Generation

(ages 6575) report having an adsor or plan-
Would
ner already. ——
Using a
. . . . Financial
When asked if onevould consider using a-f Advisor or
nancial advisor or a planneacross all gener Ve
tions more than elght_ intenal € .c0Se 8 a Curcently [P 33%
looks like the potential across all the geaer Have One
tionsisthesame. dzi A0 Qa y2uZXZ NI f { ewgeonial GenX Bogu  Ohwlosnwr St
20. Do you currently have or use a financial advisor or planner?
A 4 ~ 3 uld you ever consider using a financial advisor or planner?
[ S (oBkaat the numbers. More than half of s b bideshisscbel

GenXersand youngeBoomersare interested
in an advisorlf you do the mathtK I G Qal- op YA
lion peoge out there who are receptive to va

AYy3a I FAYEYOALE | ROAA 2 NJ LI I yy SNJ

have one.That boks like opportunity to us: All c°h°rt5 seeagap between how we Ithey
some 35 million Gen Xers and youngeBoo- want their Advisor to know them and reality
mers, ages 30 to mig n Qa aré Kvitling,

ready, intereséd, and would consider using % WenkThem to Know Me:__& How Much They Do Know Me

someone to helpChaching!

But they ae not going to be pushovers. Arsu
prising numberg about one in fourg of young-
er adults who already have advisorhave
switched advisorsn the last 12 monthsThey
alsoreport lower overall satisfaction with their
advisors. One area of dissatisfactias that
clients warn their advisors to know them much

EYZA (12pts
B5%Q [N
75%
66%

. GenY GenX g Older B Silent
better than they do. In fact, in our research we I
see a significant gap. All of the hawts want et Plnuer & koo out
advisorsto know them, and yet rarely is that
the case.

© 2010 Boomer Project, LLC Page8
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Takeawaw#3

Getting to know your clients bettareeds to be a

priority for you in the coming months and years. KN OW Do

In a market still unsettled, your current clients \

could grow impatient and begin exploring other | '

options. If youreally know the client, it is more The future is with '_ ’ Get to know, really

Iikely you will be able to diffuse any dissatisfa Boomers and Gen X, know, your younger

tion issues early those clients age 30 Boomer and Gen X
) to mid-50s " clients

The Takeaway here is thaby need toknow the

immediate termopportunity fornew cliensis with ages 30 to mi&0s.
There are millions who are receptive to getting help. What you need to
do is to get to know them, reallknow them, as a way to strengthen
your hold on them as a client.

Section #3:

Hurdles

The MDRT Study uncovered two key hurdles advisors and agents must
2OSND2YS Ay 2NRSNJ (G2 o0SGGSNI O2yySOG 6AGK (G2RF&2Qa TFAlI
First, you need to maksure you are speaking the right language to the
NAIKG ISYSNIGA2yd {SO2yR>X &2dz ySSR (G2 NBLI AN aldNUza (G X¢
broken and requires special attention.

Speak the Same Language

One might think that when it comes to moneynd financial matters
thereAd | dzy AGSNELFE fFy3dzZ 3Sd b2 (G2RIFI&8xX GKSNB AayQio |ht
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.

I 18e& SEIFYLXS A& dzaAy3I GKS GSNXY GNBIANBYSydG LXIFyé @SN
LI Fyde Ly GKS HAandg aiqadAsbrs anaggndls a5we¢ YSYo SNA
¢ those who are more successful (more assets under management) told

dza G KS@& dzaS aFAYIl yOAl t adwbortgldus MdzOK Y2NBE 2FaGSyd !a 2y
theresearcha L (St Ittt Yeé OfASyda GKFEG I NBGANBYSyd LI IFy] A
2OSNIft FAYFYOALf LIIYyZ odzi GKS 2L aAGS Aa yz2d GKS |OF

While logical, such an approach may not be very effective based on
what consumers told us in the MDIEtnsumerStudy. In fact, about six

© 2010 Boomer Project, LLC Paged
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out of ten consumers under the age of 65 in our

survey said they prefer the ternd NB G A NB Y SUidtil consumers reach retirement age,
L Iyé 6KSYy GKAY1lAy3 | 02dzi tdeg'barMs?‘ﬂS ihﬁ for *rétirement”
for the future. It seems that until a consumer

reaches traditional etirement age,the focus is

indeed2y GNBUGANBYSYy(d LI I yyAy3Iodé Lo
64%
Or, perhaps younger generations do not yet-b Retirament Plan =M%

Q3. Which term do you prefer?

lieve they have accumulated enough money to {51%

YSSR I GFAYIYyOALt LXIFYyXé odzi R2Z aSyasS UKSe gAft
dzf GAYFGSt @& NBIdzZANBE || aNBGANBYSLI : 'M%

As one Millennial consumer said,L £ A1 S { KA &nancipnN :: nE

[retirement] better because | see myself as kvor {ags  “Boomer
ing towards having the retirement | want bywsa u silent/GI
Ay3d y2go¢

Those clients in retirement or on the cuepit are
Y2NB tA1Ste (2 NBaLRyR (2 GKS GSNY aFAYylFyOALFt LI I ydé
As a Boomer saidt [financial plan] sounds all encqrassing.The way
things are going in our countrsetirement may be viewed as a luxury in
the near futureb €

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

Repairing Trust

All the players in the financial services industry ’ e —

face a deficit of trust. Ae last two years of the o o o
Great Recession, bank bailts, Bernie Madoff, “TRUST” is the attribute under siege
and TARMave happerEd when the memories of Q: How has your trust of people with whom you talk to, or

GKS 9yNRyYy aoll yRIft F R al NI Kl ™S gopyRefiraesd mategrengri A

tion are still fresh Unfortunately, those events
have affected innocent financial advisorsToday,

86%

almostall consumersagee that it is significantly ot 88%
more difficult to trust someone who gives advice more l

. . X difficultto 91%
on financial matters versus five years ago sl

versus five
Foradvisor@ NJ | 38y da G2 RS+t JRNPK
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
GNBOdzAf R¢  (NHZAGEZ 0S5 @4 dzd Seuwddekebsildsansih ot dZY S& G K S NB
readyexistsafounda A 2y 2F (GNHzA G ¢ a a

85%

85%

® Millennial uGen X  Younger Boomer u Older Boomer  Silent

2 K| im@raworrisome is that advisors and agents do not appear to
fully understand the trust deficit today. In our 2009 study, advisors and
F3Syda RAR O1y2¢ftSR3IS GKIFIG | aftrk Ol 2F (GNMYzadé
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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 afi-ge
erations say it has become significantly more
difficult to trust advisors now, versus five years
ago. Only 8 percent of advisors and agents
believed that to be the case, a gap of 26rpe
centage points.

Consumers tell us they trust themselves, first
and foremost, when it comes to financial tha
ters. Those with existing relationships with
advisors and agents telkuhey trust their own
personal advisor as a close second to trusting
themselves. But those who are receptive to a
relationship with an advisor but 21y Q i
one, are less likely to say thawyst them.

One piece of good news is that women, across
all generations, are more trusting of financial
advisors than menThat 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 clabe sale.

In this economic environment, thoughcan
trust be repaired?That ultimately remains to
be seen, but consumers in our study dicopr
vide advisors and agents with some clues in
how to do it

How to Build Trust

The answer is simple: provide stratgforward
advice, be honest and demonstrate knowledge.
Do those things and consumers across afi-ge
erations will judge you to be trustworthy.

Advisors don't fully appreciate the
magnitude of “trust” erosion

Has become significantly more difficult to trust
advisors now, versus five years ago

Consumers 50% 24% 11%  85%

From MDRT Generational Survey, 2010

Has become significantly more difficult to build
trust with client now, versus five years ago 2 6 0, /
0

Advisors 40% LY/ 05% | 59%

K I @ éom MDRT PREP Survey, 2009

U3 EY LMt

Total scores for “1“,"2" and “3"on a five point scale

Women trust financial advisors
more than men

Q. When it comes to financial matters and managing your money, whom do you trust?

Among Women:

i 1, 56%
Silent | 62%

Older |IN—— 45%
B s | 55%

Younger |N—— 39%
B s | 44%

Total scores for “5“and “4"on a five point scale

In the MDRT Study we asked consumers to tell us the traits that matter
most in someone they trust when it comes financial advice. Ove
whelmingly, the answers were about honesty and knowledge. Only the

d2dzy3Sai

38y SNI i st2efperienvedl v (2AND Yy § RS saive2 | &

somewhat important factors, perhaps because they would benefit from
authoritative advice from an experOlder generations rate being the

60S&aié¢ 2NJ ayzald SELISNASYOSRE

themselves feel as if they bring a certain level of that to the table.

© 2010 Boomer Project, LLC

Pagell

a YdzOK fSaa ONRGAOIT X

t A



MDRT Generational Financial Confidence Study July 2010
Conducted byhe Boomer Project

Takeaway #4

Right now, advisors and agents need Koow
that they need to @monstrate they are trus

worthy. It is the most important attribute they KN ow

need to possess.

DO

To do that, advisors need to focus their efforts The most Deliver honest,
on repairing trust nowpy being honest, kne- imm"‘nt knowhdgeable
ledgeable and offering straigtiorward advice. attribute is and straight-

Now is the time to focs on this approachefore “trust” forward advice

someone else establishes a trusting relationship
with the client or prospect.

Section #4:

Earn Trust by Becoming
a Generational Advisor

The quickest patha repairing trustis by understanding generational
differences.We already mentioned the need to speak the right-la
guage Advisors and agen@lsoneed to understand different views the
generations have of the future. And, it is very important that advisors
and agents understand thdifferent roles you

need to playfor each generation

The idea of “retirement” is uncertain

Different Views of the Future Witk ae yisn dvodia i el

Other studes havenvestigatedhow the gen-

erations view their retirement and financial 2% Never 6% Never 7% Never
future. Many conclude that the future, at :
best, is a little cloudy in the crystal ball these 25% Y 26% \
RIFreaod LIQa aAavyLite G222 3 d NG R A 265
: . _ b 48% b
certainty how the generations will Ibave. 72% 67% T 5 e
on’t Ageof..v

Don’t Know

Don’t Know
- Know

In the MDRT studyconsumers echoed their
uncertainty when it comes to retirement. At

least half or more of all generations not yet GenY
NEBGANBYSyG 38 GS8tt da (KS& VaR2 i ly26¢
when they will retire. 60 62

© 2010 Boomer Project, LLC Pagel2
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That means any advisor or agent who pulls out a ctieat starts with

0KS laadzYLliaAzy GKIFEG F OtASydrogAatt NBGANB |0
I o

aGryR GKS OdzZNNByd YAyRaSt 2F 0O2yadzySNa
f2y3aASNI Iy SOSyid OSANINRGSR 2yiQay $§0aISKp 2R
where one is no longer eaimg a regular income from a regular jab

but other than that, it is ildefined.

Similarly, the worries about that time in the-f
ture when consumers no longer have a regular
income differ across the generations. Not supr
singly, older generations, likbe Silent and @

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 nesegg.

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
ages30 through ealy 465> & help Rne take
moneyé . 20K 2F (KS dmse: aLJISO00Ga (2 GKA& NJ

GKSt LI YS¢ O6R2y QG R2 AdG F2N YS:I 2dzaad KSfLI YS Rz
YR aYFr{1S Y2ySeéeé¢ oAyadSIR 2F YIyl3S:z &ar @Sz

grow or any other verb), areniportant.

Older generations, like Boomers and the Silent
Generation, use other words to convey the role

GKS2 gyl FTNRY GKSANI I ROAA2NP wlk iKSNI 0KIy

aYr1$

Yy2zySesé¢ 2f RSNJ ASySNIGAz2ya dGFrt1SR Fo62dzi Yryl3aay3
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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 camsu
ers today But thereis still more to do.
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