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For the past couple of decades, the sheer number and affluence of the baby boomer generation 
has fueled the growth of advisor practices. Now, as 10,000 baby boomers retire daily, the dynamic 
is changing.1 

Over the next several decades, baby boomers will be drawing down their assets for retirement 
income, reversing a lifetime of saving and investing. This trend will put pressure on advisor 
revenue, especially those with fee-based practices tied to assets under management (AUM).  
At the same time, there are hundreds of thousands of baby boomers with unmet needs for 
retirement income, as well as a need for estate and long-term care planning strategies. In fact,  
an estimated $30 trillion in wealth is expected to be passed down over the next 30 years from 
baby boomers to Gen Xers and millennials.2

The dominance of the baby boomer generation has enabled advisors and their firms to meet their 
business goals without venturing too far to serve the emerging financial needs of Gen Xers (born in the 
mid-1960s through the late 1970s) and millennials (born between early 1980s and early 1990s). In fact, 
only 8% of all advisors’ clients are less than 40 years old.3 For years, the overwhelming number of baby 
boomers has commanded the attention of the wealth management business. Now advisors will need 
to focus on serving the needs of the younger generations of wealth in order to grow.

What defines a generation?
The more you know about the 
needs, attitudes, and behaviors  
of each generation, the better  
able you may be at understanding 
how to help them achieve their 
goals. The table below helps 
provide insight into what defines  
each generation.

1 Pew Research, “The Next America,” 2016. http://www.pewresearch.org/the-next-america-book/
2 Liz Skinner, “The Great Wealth Transfer is Coming, Putting Advisers at Risk,” Investment News, 

July 2015. http://www.investmentnews.com/article/20150713/FEATURE/150719999/the-
great-wealth-transfer-is-coming-putting-advisers-at-risk. 

3 Cerulli, “U.S. Retail Investor Products and Platforms 2015: Harnessing Investor Sentiment,” 
https://www.cerulli.com/publications/us-retail-investor-products-and-platforms-2015-
harnessing-investor-sentiment-P00026J

4 WMFC, “Generational Differences Chart,” http://www.wmfc.org/uploads/
GenerationalDifferencesChart.pdf

5 Phoenix Marketing International, “U.S. Wealth Management Market, December 2015.

Baby boomers4 
Born 1946–1964; ages 52–705

Generation X4 
Born 1965–1979; ages 37–515

Millennials4 
1980–2000; ages 16–365

• Confident 

• Idealistic (anything’s possible)

• Grew up competing for everything

• Career-oriented/achievement-focused

• Challenge the status quo

• Prefer face-to-face interaction

• Historical high levels of divorce

• Rapid rise in working women

• Live to work

• Independent thinkers  
(“latchkey kids”)

• Technology savvy

• Philanthropic

• Work smarter and with greater  
output, not work longer hours

• Fast-paced and flexible

• Adapt well to change

• Most diverse ethnically

• Digital natives

• Optimistic

• Autonomous

• Inquisitive

• Work to live
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http://www.investmentnews.com/article/20150713/FEATURE/150719999/the-great-wealth-transfer-is-coming-putting-advisers-at-risk
https://www.cerulli.com/publications/us-retail-investor-products-and-platforms-2015-harnessing-investor-sentiment-P00026J
https://www.cerulli.com/publications/us-retail-investor-products-and-platforms-2015-harnessing-investor-sentiment-P00026J
http://www.wmfc.org/uploads/GenerationalDifferencesChart.pdf
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Sizing the opportunity
In looking at the U.S. affluent market, households with $100,000 or more in 
investable assets, it’s clear that the baby boomers make up the largest portion of 
wealth. However, as the chart (left) illustrates, the number of affluent Gen Xers 
and emerging millennials is significant and is expected to grow in years to come. 
As they enter their peak earning years and potentially inherit wealth, their need 
for financial advice will mature.

Untapped opportunities
Unlike affluent baby boomers who are more likely to seek the advice of 
professional advisors, affluent millennials and Gen Xers are more likely to be 
self-directed (see graph left). At first glance, it might appear that these younger 
generations only tend to obtain advice for specific situations, such as when family 
milestones occur or when the nature of the advice needed is highly specialized. 
But when you look more closely at millennial and Gen X values, you find that 
they are most concerned with protecting wealth and securing a comfortable 
retirement. As these priorities increase in importance with age, it’s likely that Gen 
Xers and millennials would become good candidates for an advisory relationship.6

Keys to building relationships with younger clients
Building and sustaining a successful business is about adapting to change. Here 
are several ways advisors can position themselves to better serve the financial 
needs of Gen Xers and millennials.

Meeting goals
What characterized the successful advisor-client relationships with baby-boomer 
clients is going to undergo a change when building relationships with Gen X  
and millennial clients. Fulfilling their personal goals more so than the quality of 
their interactions will be the currency they value the most. How advisors gain 
client trust will change as well. Reputation will decline in importance with a 
variety of factors including transparency, investment results, and exceptional 
client service coming into favor.7

6 Phoenix Marketing International, “U.S. Wealth Management Market,” December 2015.
7 EY, “Could Your Clients’ Needs Be Your Competitive Advantage? The Experience Factor: The New Growth Engine 

in Wealth Management,” 2016. http://www.ey.com/Publication/vwLUAssets/EY-could-your-client-needs-be-your-
competitive-advantage/$FILE/EY-could-your-client-needs-be-your-competitive-advantage.pdf
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Teaming
How you go about diversifying your practice to include younger clients may also impact your success.  
If you are not already, you may want to consider teaming. From team sports to group projects, many 
younger clients have grown up in team environments and believe the whole is bigger than the sum 
of its parts. They are accepting when individuals with different strengths exert their influence in 
teams and emerge as leaders.

That attitude can translate to how advisor teams might operate. It signals a green light to partner  
with other advisors and/or professionals to offer expertise you may not have previously felt comfortable 
addressing, opting instead to passively provide referrals. 

Another strategy is to hire and mentor a younger advisor, or if you are already in a team with younger 
advisors, you may want to designate one to work with the younger clients.

Younger clients expect to be included as active participants in the decision process — not after the 
fact. If you’re used to hearing, “that’s what I pay you for” when you consult baby-boomers on their 
thoughts, think differently about younger clients who want to be part of the team.

Technology
Firm limitations on what technologies you can deploy, including social media, means you may have to 
be creative to make sure younger clients perceive that you are in tune with their needs. For example, 
have a robust, up-to-date website. Do everything within your ability to take advantage of everything 
your firm offers in terms of building and integrating your website with their corporate resources. It’s 
up to you to decide how much of their content to integrate into your site to give it ageless appeal. 
The expectations of younger clients go far beyond your bios and practice philosophy.

Another discussion to have with younger clients is how they can use robo advisor sites to deepen 
conversations with you. Better informed clients across all generations ask better questions, giving  
you more opportunity to shine. In addition, it presents you as open-minded and a team player  
who values their ideas and input. You can also put this approach to work by using proprietary and 
third-party research into developing your clients’ investment strategy. Encouraging clients to share 
their ideas with you and then having that be reflected in their strategies is an effective way to build 
rapport and trust.

Match your expertise with the needs clients value most
Lincoln Financial has a variety of tools and knowledgeable professionals to help you and  
your practice build and strengthen new client relationships during this transitional time.  
Contact your Lincoln Financial representative or call 855-831-7067 for further information.



The value of partnering with Lincoln Financial Group 
Lincoln Financial Group delivers sophisticated strategies and products for the creation, protection, and 
enjoyment of wealth. We are committed to helping Americans plan for retirement, prepare for the unexpected 
and protect their wealth from five key financial challenges: taxes, long-term care expenses, longevity, 
inflation, and market risk. 

Rely on Lincoln for the knowledge and experience to help you address these challenges. Lincoln Wealth 
Protection Expertise combines state-of-the-art products, seasoned wholesalers and specialists, and powerful 
visualization tools to assist you in protecting client wealth and planning financial outcomes.

Put Lincoln Wealth Protection 
Expertise to work for you. 
Contact your Lincoln  
Financial representative  
or call 855-831-7067 for 
further information.

Lincoln Financial Distributors, Inc., a broker-dealer, is the wholesale distribution organization of Lincoln Financial Group. Lincoln Financial 
Group is the marketing name for Lincoln National Corporation and its affiliates. Affiliates are separately responsible for their own financial 
and contractual obligations.

Lincoln Financial Group® affiliates, their distributors, and their respective employees, representatives and/or insurance agents do not 
provide tax, accounting or legal advice. Please consult an independent advisor as to any tax, accounting or legal statements made herein.

Affiliated companies include broker-dealer/distributor Lincoln Financial Distributors, Inc., Radnor, PA, and insurance issuers The Lincoln 
National Life Insurance Company, Fort Wayne, IN and Lincoln Life & Annuity Company of New York, Syracuse, N.Y.
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