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You help your clients plan for their future, but you need to plan for the future
of your business as well. When was the last time you asked yourself:
• How does my business need to evolve to meet the needs of my current and future clients?
• How will the retirement planning industry change in the future and how can my business prepare for that?

In this white paper, we will define three shifts that we anticipate in the retirement
planning industry over the next 10-15 years:
1. The shift from product-driven to advice-driven business
2. The shift from baby boomers to Generation X, and on to the millennial generation
3. The shift from task-driven technology use to integrated technology use
As we discuss each shift, we will outline ways for you to think about what the future may look like and how to
prepare your business to succeed.

Shift 1: From product-driven business to advice-driven business
Most people are concerned about being able to afford to retire. The 2016 Retirement Conﬁdence Survey found
that only 21 percent of workers are “very conﬁdent” they will have enough money in retirement, and 67 percent of
workers plan to work for pay after they retire. Further, only 69 percent of workers and their spouses reported they
have saved for retirement – a decline from 75 percent reported in 2009.1
Retirement is no longer as clear-cut as it once was and every family’s situation is unique. As the industry evolves,
so too must the nature of the advisor-client relationship. When it comes to planning for retirement, clients’
expectations are evolving in three specific ways.

1. Clients expect their advisors to provide comprehensive retirement planning advice, not just investment product
recommendations

2. Clients expect the choice between fee-based and commission-based relationships, but given our new
regulatory environment and the mixed messages they might receive online or in the media, they are often
confused about their options

3. Clients want the flexibility to work with their advisors in a variety of ways, covering a variety of needs

How the industry will shift
We expect advisors to address evolving client expectations by building advice-driven businesses that provide
comprehensive retirement planning advice. Today and in the future, clients want, need, and expect to think about
their retirement plan holistically.
The good news is that this focus on holistic advice is mutually beneficial for clients and advisors. From the
advisor’s perspective, a comprehensive approach to retirement planning can result in opportunities for:
• Multiple revenue streams
• Deeper client relationships and access to generational wealth
• A mix of fee-based and commission-based relationships, as best benefits each client’s needs
In this environment, established advisors with a client-centric focus are in a particularly good position to succeed,
provided they can clearly explain to clients how they provide value.
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How to think about your business
Here are four ways you can prepare your business for shifting client expectations.

1. If you are an established advisor, think strategically
Decide how you want to segment your book of business. What service model and asset mix is right
for you? Then define your value proposition. Your value proposition is a short statement that explains
the value of your advice. What key aspects of your style, experience, and approach distinguish you as
a preferred provider of retirement advice?

Some advisors are differentiating their practice by shifting the focus from wealth
accumulation to tax-efficiency and lasting distribution of income over their lifetime. How
are you changing how your clients think about retirement?
2. Prepare for a lot of questions
Next, think about how you’ll discuss your services with your clients. Advisors must be highly skilled
at helping clients understand their various options—employing a true advisor or counselor approach.
How will you discuss commission-based service vs. fee-based service? Because your compensation
can seem complicated to new clients, it is very helpful to have thought through the points you want to
cover before having this discussion in a meeting.

Your goal is to give your clients the power of choice. You are on their side and helping
them choose how to work with you in a way that best fits their needs.
3. Clearly document your advice and approach
It is wise to mitigate risk by refreshing your account records and carefully documenting your
advice and recommendations. Reviewing and refreshing existing client profiles enables you to
demonstrate that client recommendations are based on the investment objectives, risk tolerance,
financial circumstances, and needs of the investor. The new regulatory normal requires advisors to
demonstrate a careful consideration of the alternatives and the selection of an investment product
or strategy that best suits that particular client. Documenting your decision-making and maintaining
records of your due diligence in client files or a Client Relationship Management (CRM) system will
help provide support for compliant practices.

4. If you are a newer advisor, consider teaming with others
If you are just beginning to grow your book of business, teaming with experienced advisors can benefit
everyone involved. The barriers to entry can be high in the retirement planning industry. By teaming
with experienced advisors, newer advisors learn and gain access to the resources they need to build
their book of business. Teaming also gives you time to define your own value proposition—which
should be driven by your experience, approach, and relationships with clients, making it difficult to
define early in your career.
Established advisors benefit from teaming with newer advisors as well. Working with other advisors can
broaden your team’s skillset, which is particularly useful regarding technology skills, as we will discuss
later. It also enables experienced advisors to build a stronger generational business, by working with a
client’s entire family to capture wealth across multiple generations.
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Shift 2: From baby boomers to Generation X ...and millennials
The baby boomer generation, representing nearly 20 percent of the American public, is retiring. Born
between 1946 and 1964, the oldest baby boomers reached age 65 in 2011 and the rest will cross that line
by the end of 2029. Generation X and then the millennial generation will follow. When this generational
shift occurs, experts are estimating an expected wealth transfer of nearly $30 trillion from baby boomers
to millennials.2

Generations by year
1946-1964

1965-1979

1980-2000

Generation X is currently focusing on growing their wealth and growing their families. Many have children
of their own and will be or are faced with caring for their aging parents. Many members of this generation
are also unsure about whether they can count on Social Security as part of their retirement plan.
The baby boomer generation was once the largest generational demographic in the United States. Just
recently, it was surpassed by the millennial generation—roughly estimated at 92 million people vs. 77-80
million people (as of July 2017), or half the current American workforce. Studies estimate that millennials
save an average of eight percent of their salaries for retirement, just one percent less than baby boomers.3
Most are not planning to rely on Social Security as part of their retirement plan.

How the industry will shift
First, as we move beyond the baby boomer generation, we expect overall technology use to become even
more prevalent. Currently, the average millennial owns 7.7 connected devices and spends 18 hours on their
smartphone each week.4 The 2016 Nielsen Social Media Report found that 97 percent of people 18 to 34,
and 94 percent of people 35 to 49, had access to smartphones.5 Even 77 percent of those 50 and older use
smartphones!
These statistics remind us that younger generations actively use technology constantly, but it is also a
gentle reminder that your baby boomer clients are not foreign to technology as part of their everyday lives.
Millennials are less likely to need access to basic information than previous generations, as they are quick
to look it up on their own, but they still benefit from comprehensive and customized advice from their
financial advisor.
Second, as the generations transition, we expect that communication preferences will shift as well. Forget
the stereotypes about only 20-somethings using social media – members of Generation X (now in their
late 30s and up) use social media at least as much as millennials, if not more.6 Baby boomers are actually
heavier consumers of social media than many realize, with 65 percent of those surveyed using Facebook to
find content.7
While it is difficult to predict how social media will change in the future, it is safe to assume that its use will
continue to be high among these two generations. As a whole, financial advisors must begin incorporating
social media into marketing and business development plans.
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How to think about your business
To prepare your business for the upcoming generational shift, we recommend taking two proactive steps now.

1. Address financial literacy
Whereas some baby boomers relied on advisors for both information and advice, Generation X and millennials
have access to a plethora of information. They need your expertise to sort through it all and take action. Start by
deciding how financial literacy fits into your business model – where will your effort reap the greatest reward?
It may make sense to develop materials to educate your current clients’ children – deepening a focused number
of important relationships. You also might want to consider hosting educational events as a marketing tool to
grow your sales funnel and position yourself as an expert in your community as younger generations age.

2. Network
Take a proactive approach to networking with all three generations, regardless of who currently makes up the
largest percentage of your business. For example, if you currently spend the majority of your time socializing
with baby boomers, make an effort to chat with a client’s adult children.
While taking time to speak with members of Generation X and the millennial demographic is critical, please
note that there is no need to overcompensate. Baby boomers will be retiring throughout the 2020s. The goal
in marketing your business is never to appeal to everyone, but rather to focus on your target market.

Shift 3: From task-driven technology use to integrated technology use
There is virtually no future scenario where technology becomes less a part of our daily lives. This is true for
your clients as well as your business. Rather than just reaching for technology to perform a specific task, in
the future, both your team and your clients will become more comfortable with using robust online tools for
everything from communication and reporting, to planning and analysis, and business processing.

How the industry will shift
Over the next few decades, human-based advice will remain valuable, as technology improvements will
support and enhance your face-to-face meetings and communication with clients. We expect to see technology
use within the retirement planning industry shift in three ways.
First, the sharing of information will become even more streamlined and tech-enabled. Imagine online meetings
that are smooth and headache-free due to improved software, ubiquitous video chat/camera access, and fast
Internet connectivity. Many of your tools will be able to auto-create reports, saving your team hours of time and
effort. Clients who are traveling for work can review their quarterly statements on their mobile devices.
Second, business processing will finally become less labor-intensive. Experts predict that client onboarding
will be digitized in the near future. Imagine enabling your clients to log into an online system where they can
aggregate every aspect of their financial lives, including bank accounts, investments, tax filings, insurance
coverage, estate plans, etc.8 This aggregation will foster a holistic frame-of-mind and improved client
engagement in the retirement planning process.
As paperless transactions and automated record-keeping increase, operational efficiency will also increase.
Clients will have the option to become responsible for entering in their own data, which removes a step (your staff
doing it for them) and reduces data entry errors. As these basic business processes become more streamlined,
your staff will become more available to focus on client service—an exciting example of how technology will
actually enable personal touches to increase rather than decrease.
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Third, software solutions for financial modeling, planning, and analysis will integrate even more fully and
become even more interactive. This will likely result in improved face-to-face meetings with various software
and hardware tools, enabling deeper advisor-client engagement. Picture a scenario analysis tool that you
can adjust in real time, using a touch screen and variables you can change instantly. Or imagine a planning
tool that combines scenario analysis and other modeling tools with your CRM. All of your clients’ information
would be located in one spot, which brings a host of benefits, including improved decision-making, easier
updates, and improved client engagement.
Over the next few decades, human-based advice will remain valuable, as technology improvements will support
and enhance your face-to-face meetings and communication with clients. The Certified Financial Planner (CFP)
Board scenario analysis predicts that there will continue to be a strong need for some level of human touch for
the majority of clients, even for those who have a high level of comfort with digital technology.9

How to think about your business
There are four steps you can take right now to prepare your business for future technological advances.

1. Meet your clients where they are
As you already know, not every client is going to appreciate having access to the latest meeting or financial
planning software solutions. Start by assessing your existing clients and your target market. Are they tech
savvy or tech scared?
For the tech scared, you might primarily use postal mail, phone calls, and face-to-face meetings for
important discussions. For the tech savvy, consider offering online meeting options when they travel,
email agendas, meeting recaps, etc. Tech savvy clients may prefer to avoid postal mail when possible.

TIP:
A good guideline
is to always defer
to the preferences
of your clients.10

2. Keep office technology up-to-date
There is nothing wrong with saying. “This is the way we’ve always done it…” until your hardware and
software are so far behind the times that you need a major capital investment to update your entire office.
A better strategy is to simply update your existing hardware and software regularly. The updates will
ensure that your staff is comfortable with the latest functionality available and that your software is as
secure and bug-free as possible (minimizing down time from system crashes or other issues).

Consider regular updates to be small investments against larger, much more expensive,
system failures.
3. Research proven solutions
Just as you set aside time to think about your business strategy for the upcoming year, set aside time to
review your technology tools and consider new options. It can help to start by researching which hardware
and software tools other advisors are using. Which technologies are mentioned regularly at industry
events? How can you use professional organizations to learn more?

Consider forming an advisory board of your current clients to discuss their preferences. Use
what you learn in those meetings to drive future decisions about how to integrate technology
and better serve your clients. Remember to include different generations in the discussion!
4. Hire for new skills
If you are interested, taking classes or spending time learning about new technologies can be a great way
to improve your skills. If you aren’t so inclined, this is the perfect opportunity to hire for the skills you need.
Hire or team with another advisor who has the technology skill set you need—be it advanced modeling or
experience with the latest CRM tools. If they are also able to help you build out your generational business,
all the better.
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The time to plan is now
The three shifts we have outlined here will not take place overnight. Change takes time, so planning
now gives you the ability to make better decisions for your business. The key is to understand your
clients, anticipate their needs, and let that drive the evolution of your business. Above all, remember
that change for the sake of change isn’t productive. By keeping your focus on your unique clients, you
ensure that you are investing in improvements that will help to grow your business.
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