
Future-proof 
your practice

RESILIENCE A MODERN ACQUISITION STRATEGY

Investments are not FDIC-insured, nor are they deposits of or guaranteed by 
a bank or any other entity, so they may lose value.

Mandatory

Presenter
Presentation Notes
Thank you for your time today. My name is […] and I have […] years of experience in financial services. I’ve been with Capital Group for […] years and I’ve worked with financial professionals in the following ways […].I’m here to talk about how you can “Future-proof your practice. ”We aim to help you establish a significant and differentiated presence in the market that attracts and retains loyal clients.We have three modules in this series of workshops: differentiation, resilience and growth. Today we’ll be focusing on [focus of workshop].



Fosbury 
Flop
Source: “Dick Fosbury flops to an Olympic high jump record”

Presenter
Presentation Notes
In 1968, 21-year-old Dick Fosbury won a gold medal, and set an Olympic record, when he high-jumped 7 feet and four and one-quarter inches at the Mexico City games. He also changed the sport forever. Fosbury jumped in a way no one ever had before. Instead of jumping over the bar in the traditional scissors or straddle-type forward kick, he rotated in midair so he landed back-of-the-head first on the mat. According to one journalist, “He looked like a guy falling off the back of a truck.” Fosbury was studying engineering at Oregon State. He realized that he could run at the bar with more speed and, by arching his back over the bar, he could keep his center of gravity lower, which (from a physics standpoint) was much more efficient. Even though the Fosbury Flop looked clumsy and possibly dangerous, other athletes and coaches adopted it. In other words, he differentiated himself. Soon, it became standard practice at track meets. Within a decade, almost every elite high jumper was doing it Fosbury’s way. An interesting fact you have to dig a little deeper to find: Dick Fosbury’s high school was one of the first to install deep foam matting for high-jump landing. Before that, jumpers landed on the hard ground, sawdust, sand or low mats. Those deep foam pads meant that Fosbury could land on his back without getting hurt. In other words, when his environment changed, his strategy changed too. 



Future-proof your practice: a modern acquisition strategy

GrowthDifferentiation Resilience+ =

Presenter
Presentation Notes
Like Dick Fosbury and the high jump, our industry is changing. That means our strategy can evolve too. We need to be agile, and to adapt and evolve with the times. What does it mean to future-proof your practice?At Capital Group, our definition consists of three components:DifferentiationResilienceGrowthThese three are the pillars of the modern acquisition strategy. We’ve developed a three-part workshop series that dives deep into each of these components. <<Note to Speaker: Highlight from below the workshop you’ll be focusing on>>In Differentiation, we’ll focus on advisor communication [how you communicate- communication skills] and increasing the relatability of your practice to the communities you serve. We’ll also help you differentiate from a sea of sameness and reexamine your service model. We’ll introduce concepts to you like FIRE assessments and family wealth briefings.In Resilience, our main goal is to help you broaden and deepen the relationships you have with your clients in order to 1) retain assets as they pass through generations, and 2) increase your referral pipeline. We’ll focus on generational planning, nontraditional referral pipelines and coaching your clients towards successfully achieving their financial goals.In Growth, we’ll look at the two dimensions of growth: growth of your revenue and growth of your team. As you think about the future of your business, these two go hand-in-hand. We’ll work on positioning your practice for growth of assets and revenue. We’ll also help you think about the longevity of your practice, and how it aligns your hiring practices — helping you develop a mission statement, a cohesive brand experience and a plan for the future.



Let’s engage…

1 Understand

2  Evaluate

3  Act

Mandatory

Presenter
Presentation Notes
<<Note to Facilitator: Use the appropriate script depending on the workshop you are delivering: Differentiation or Resilience>>DifferentiationWhat will we be talking about today? Differentiation filters down to three things: understand, evaluate, act. First, we’ll spend time helping you develop an understanding of whom you want to work with. We’ll examine case studies that will help bring to life the thoughts, needs, fears and wishes of the clients we ideally want to work with. This will be a thorough examination to help you deeply serve these potential clients.We’ll then pivot to the needs of these investors. We’ll show you how to evaluate the needs of these potential clients and help you work with people that our industry has traditionally not had access to.We’ll end with alignment. We’ll provide you a roadmap into what it means to be the advisor of the community. We’ll give you ideas on how to align with the community you serve, helping to make you accessible, relatable and successful as the needs of investors shift over time. ResilienceWe’re here today for Resilience. But what do we mean by that, exactly?  Resilience filters down to three things: understand, evaluate, act. First, we’ll spend time developing an understanding of the trends taking place in our industry and within the segments of the population we serve. What do future opportunities look like? How about any obstacles that may come our way?We’ll then focus on evaluating the risks through a needs assessment for the practice and the clients you are working with. Next, we’ll move on to act, which in this case is the action of your practice. We’ll show you how you can deepen and broaden your client relationships, and we’ll provide our family wealth briefing toolkit to guide you through the multifaceted nature of family relationships, including the archetypes of clients and family dynamics you’ll encounter. 



The evolution of advice

1980s

Deregulation 
of commissions

1990s

Rise of 
mutual funds

2000s

Access to  
TAMPS*

2020s

Behavioral 
finance

2010s

Rise of
robo-advisors

Future
⟶

Personal 
transformation

Mandatory

*Turnkey asset management platforms.
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Just like the high-jump environment was changing with the addition of the mats, the financial advice environment is going through some changes of its own. Although when we take the long view, we’ll see that there have been several pivots in our industry as investor interests changed, innovations came to the forefront and the advisor/investor relationship evolved and adapted. This timeline shows some significant milestones that changed the way we worked or thought about investing. Each of these made us think differently about our jobs—gave us that “a-ha” moment that now seems so normal, because everyone does it like that. The next frontier of advice will be personal transformation. It won’t be enough to ensure the clients act a certain way. Advisors who actually help clients become the best versions of themselves will be the most in demand. 



“Quotient” considerations
Mandatory

Presenter
Presentation Notes
Hand in hand with the evolution of our industry is the opportunity for FAs to grow and develop their skills — or as we’re calling them here, quotients — in their relationships with clients. In the ‘80s and ‘90s, investment guidance was all about IQ. Many people wanted to be near the smartest person in the room to get investment advice. Into the 2000s and 2010s EQ—emotional quotient—joined the fray. Layered on top of IQ, EQ was important in order to build trust and lasting relationships with your clients. This is when advisory fee-based accounts started to gain popularity, and the advisor charged a fee for designing and implementing a client’s asset allocation based on risk tolerance and time horizon. These two quotients have worked well so far, but the needs of investors may be shifting. That's because the face of wealth is changing. 



$72.6T $27T

$500B 71%

Transfer 
of wealth:

Where is it going?

of wealth transferring 
between 2021 and 2045

millennial’s share of that 
wealth transfer by 2045

in inheritance for children 
of HNW and UHNW each 

year; likely more than

$1T by 2032

% of HNW practices focused 
on working with children in 

2021, growing from 
51% in 2018

29% 
% Gen X holds of the 

nation’s wealth, 
compared with 

boomers, who hold 51%

Presenter
Presentation Notes
Wealth has traditionally been concentrated in certain segments of our population. However, in recent years, we’ve seen a shift towards wealth fragmentation. That is, the face of wealth has been changing. The question becomes, “Who is holding wealth in our society?” Let's start with the most basic: transfer of wealth between generations. According to Cerulli & Associates, the children of high net worth and ultra high net worth clients are already inheriting over $500 billion each year and will likely be inheriting more than $1 trillion in assets by 2032. In fact, $72.6 trillion in wealth is expected to be transferred to heirs between 2021-2045, with millennials inheriting $27 trillion of that sum. This transfer of wealth will mostly come from the baby boomer generation. But don’t be fooled by thinking the only source of wealth for millennials is inheritance. Keep in mind that the oldest millennial was born in 1980 — these are people with thriving careers, mortgages, children. Their households are growing both through wealth accumulation and career prospects, in addition to generational wealth transfer. We’ll talk more about the financial behaviors of millennials later in the workshop.Similarly, Gen X holds just 29% of the nation’s wealth as of June 2022, while boomers hold 51% of the wealth. The oldest Gen Xer is eligible for Social Security distributions in 2030. Gen X has been notorious for its DIY identity, choosing to forge their own path rather than ask for help. However, Gen Xers would meet with their parent’s financial professional if they were simply asked. Given all this data, it's no surprise that the highest growth practices in our country are more focused on working with the children of their clients than ever.In fact, since 2018 HNW practices have increased their engagement with the next generation of investors. Since 2018, the percentage of HNW practices who are focused on including children in the planning process, or have established meaningful relationships with those children, has grown from 51% to 71% as of 2021. The question becomes, “Are you meeting with your clients' children?”



6:4 53%

$30T

Access to 
wealth:

How has it shifted?

ratio of women to men 
who are pursuing 
higher degrees

of college degrees are 
attained by women, 25 

years or older, as of 
2021

amount of wealth expected 
to be controlled by boomer 

women by 2030

22  250
major metro areas, women under 30 

earn the same or more than their 
male counterparts (in NYC and 

Washington DC, women earn 102% 
of what men earn, and earnings are 

identical to LA)
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Now let’s pivot to an examination of how men and women in this country have accessed wealth and where the trends are heading. As of 2020, the ratio of college enrollment between women and men is 6:4. More women than men are pursuing higher degrees of education. In 2021, of all adults age 25 and older who hold a bachelor’s degree, 53% are women and 47% are men.In addition to education, the gender wage gap is narrowing. In fact in 22 of the 250 major metropolitan areas, women under 30 earn the same or more than their male counterparts, according to a new Pew Research Center analysis. However, in the Midwestern metro areas, women under 30, on average, earn 90% of what men earn. This is the largest gap nationally. (Source: “Young women are out-earning young men in several U.S. cities,” https: www.pewresearch.or/fact-tank/2022/03/28/young-women-are-out-earning-young-men-in-several-u-s-cities/)When looking at all generations of women and men, women earn 82% of their male counterpart’s earnings across the nation. In addition to the narrowing wage gap, women are expected to control about $30 trillion in a massive wealth transfer as male boomers leave inheritances to their wives. It is important to note that, as of current data, earnings parity tends to be greatest in the first years after entering the labor market. That is, when looking at wage gaps for older populations, there is a wider gap than in younger generations. (Source: “Young women are out-earning young men in several U.S. cities,” https: www.pewresearch.or/fact-tank/2022/03/28/young-women-are-out-earning-young-men-in-several-u-s-cities/)



62%

87%

Wealth:

Where do we stand?
of the U.S. population 
identified as white, as 
of 2020, down from 

72% in 2010

of wealth controlled by white 
individuals in 2019, while 

populations from other racial and 
ethnic backgrounds control the 

balance

84%
of wealth controlled by 

white individuals in 2021

Source tile 2: “Wealth inequality and the racial wealth gap, 2021” 
Source tiles 1 and 3: “2020 Census Illuminates Racial and Ethnic Composition of the County” 
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Access to wealth in this country is incredibly difficult to come by. We know this. Historically, there has been a concentration of wealth--and it was largely held by older white men. In the most recent decades, we've seen shifts in this access to include people from a variety of racial and ethnic backgrounds. According to the most recent census data in 2020, 62% of the U.S. population identified as white. This is down from 10 years prior when 72% of the population was white. However, white people still hold a significant amount of the wealth in the U.S., controlling 87% of wealth, while populations from other racial and ethnic backgrounds control the remainder. One significant marker here: There has been a shift in access to wealth. The Fed reported that in 2019 that white individuals controlled almost 87% of wealth, while more recent data shows this number drop to 84%. (This is measured at households with assets over $100,000 in the U.S.). Access to wealth in this country is not equitable. However, increasingly we are seeing more diversity in the access to wealth than we have in previous generations. 



“Quotient” considerations
Mandatory
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Presentation Notes
Now that we've gained some perspective on the changing face of wealth in the country, it's time to introduce a new quotient: the Diversity Quotient™, or DQ. At Capital, we’ve identified DQ as an important factor in the sustainability of our own business—and our ability to better serve the populations of investors we work for. The face of wealth is transitioning, and being represented increasingly by women, younger generations and people from different cultures. If we’re unable to engage a variety of clients, expand our relationships, and integrate a true bond with those we serve, we find ourselves at the risk of being left behind.



Resilience

Maintain your resilience

Optional

Presenter
Presentation Notes
Let's talk about resilience and what it means for our industry and our practices. In the context of this workshop, we're defining resilience as the ability to maintain a strong and steady practice in changing times and volatile markets. As we dig deeper, we'll give you multiple suggestions for ways to make your practice more resilient. You’ll be able to pick and choose the ones that are best for you. We also might nudge you a little bit to step out of your comfort zone. This is a good thing. Increasing both the depth and breadth of your clientele may help your practice stay strong. 



Go to www.menti.com and use the code 4289 1406

Or use QR code

Do you see widening your client 
relationships to include their family as a 
challenge or an opportunity?

a. Challenge. It's awkward to bring up with the 
primary client.

b. Opportunity. It's an obvious "in."

c. A little bit of both. I'd like to, but don't know 
how.

d. Other. (please share)

Optional

http://www.menti.com/
Presenter
Presentation Notes
<<Note to Facilitator: Invite registrants to either visit the menti.com site or pull out their cell phones and use the QR code to participate in the poll>>Poll results are anonymous.



This slide is blank until 
poll responses start 
flowing in.

Go to www.menti.com and use the code 4289 1406

Resilience

Optional

https://www.mentimeter.com/app/presentation/b9d5f3201c04ea1a57cc52771e83282e/6c1119429655
http://www.menti.com/
Presenter
Presentation Notes
"Results" slide<<This slide will be record-kept and submitted for Compliance approval on an as-needed basis. Will only be used for workshops in Advisor Forums.>><<Dynamic entries flow into page in bar or pie chart format, showing response percentages>>



Understand: The impact of community on your business

Capital Group’s Pathways to Growth study: 
National benchmark survey findings

• 2,300+ responses over three years, as of 2022.

• Ranging by age, tenure, AUM and channel.

• Includes more than 275 advisors with a HNW 
client focus and nearly 400 advisors with a focus 
on managing retirement plans.

Presenter
Presentation Notes
In Capital Group’s Pathways to Growth: Advisor Benchmark Study, we surveyed thousands of financial professionals in the U.S. about their practices. Here's how we conducted the study: <<Note to Facilitator: Refer to slide>>The Pathways to Growth report signaled three areas where highest growth practices were exceptional. Advisors in these areas performed to a better, higher degree than other practices. We refer to these areas as pathways. They are: Client acquisition. The highest growth practices had a repeatable and strategic process attracting and signing on new clients. Relationship alpha. These high-growth advisors focused on services that help deepen and strengthen client relationships to help a build multigenerational business with new and existing clients. Strategic scale. The most successful advisors leverage teams to run a highly efficient and productive practice. Let’s look at those numbers in more detail….



63% 82%

63%

High- 
growth
advisors:

more interactions with 
their clients than the 

average advisor

say acquiring new clients 
requires different 

strategies in today’s 
world than in previous 

decades

more likely to say that 
engaging with clients with 
different backgrounds is a 

top business priority

LESS THAN

of all advisors say they 
have expertise in engaging 
with clients from different 

backgrounds

1  5IN

Presenter
Presentation Notes
We found a few distinct trends among the highest growth practices vs. all other advisors. The highest growth advisors in the nation were much more intentional with their time, and one of their biggest priorities was client communications. In fact, they had 63% more interactions with their clients than the average advisor did. They also increasingly acknowledge the need for new and different strategies to acquire new clients. They value differing backgrounds and see the potential for practice longevity by doing so.What's interesting here is that even though the highest growth practices see the value in differing backgrounds, what they don’t have is expertise. Of all advisors, only one in five said they were expert in the area of acquiring clients from differing backgrounds.  <<Note to Facilitator: Refer to slide>>



What are the components of resilience?

Self-assessment

Risk management

Infrastructure 
maintenance

Evolution

Acquisition

Resilience

Business strategy 
planning

Mandatory

Presenter
Presentation Notes
Resilience of the practice comprises a few factors. To be resilient, a practice should consider:Having an understanding of its own strengths and weaknesses.Developing a plan to mitigate risks to the business model.Implementing active and tangible improvements to evolve practice effectiveness.Integrating efficiencies to optimize its services.Forging a forward-looking acquisition strategy. Creating a plan for the future of the business and its clients.In this workshop, we’ll focus on the first three components.  First, we’ll spend time developing an understanding of how resilient your practice is today. Then we'll look at the practices of the highest growth advisors and the opportunities there.  Next, we focus on how you might mitigate risks to your practice through a multigenerational needs assessment for your clients. Finally, we’ll move on to discussing an evolution of your communication and service to help deepen and broaden your client relationships. In the last two sections of the workshop, we’ll provide our family wealth briefing toolkit to guide you through the multifaceted nature of family relationships, including the archetypes of clients and family dynamics you’ll encounter. If you’d like to dive deeper into the other three components, we have additional workshops you can attend that focus in these three areas. 



Resilience

Self-assessment

Optional

Presenter
Presentation Notes
The first step in helping achieve practice resilience is taking stock of yourself, your practice and your knowledge of your community. In other words, perform a due diligence check on your practice rather than someone else's business, fund, etc. We'll walk through specific calculations that will identify strengths and surface gaps. This will give you a benchmark to determine the relative state of resilience of your practice.



Calculate resilience

Diversity
Quotient

Transitional
variable

Concentrations
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Let's calculate some components of resilience in your practice. In these calculations, we're providing you a sort of “gut check” into the demographic alignment of your practice. The questions to ask yourself here are, "Am I positioned appropriately for the future needs of the community I'm serving?" And if not, “What opportunities for better alignment do you have?” Our approach to calculating practice resilience has three prongs:Diversity Quotient – which will help you determine how aligned your practice is with the community you serve.Transitional variable – our form of "follow-the-money" strategy. How much of your book of business is at risk of attrition when the first generation of investor passes on?Concentrations – help us develop an understanding of the concentrations in your practice, and how that may or may not affect the future of your business.Let's start with the Diversity Quotient.



For financial professionals only. Not for use with the public.

Resilience Diversity Quotient

For financial professionals only. Not for use with the public.

© Capital Group. All rights reserved. 

Total assets held by 
diverse households

Total AUM

Diversity Quotient

Mandatory

Presenter
Presentation Notes
The first step in understanding resilience is to think critically about your Diversity Quotient. That is: How diverse is your book of business? Let’s examine your practice by working through a quick calculation. Rough or rounded numbers are OK here; we're trying to get a basic understanding of the makeup of your practice.  You see this slide; it’s an equation. But in practice, it’s a benchmark. What we’d like to help you with is understanding how your practice is positioned for the years to come. What proportion of clients is represented by women, folks who are younger than baby boomers (born in 1965 or later), multicultural straddlers (or first– or second-generation investors), LGBTQ+ investors, disabled investors, etc.? Because these are growing segments within our population, it’s important to understand how we are positioned for the future.   



Resilience Transitional variable

For financial professionals only. Not for use with the public.

© Capital Group. All rights reserved. 

Two ways to get to the 
same solution...

Number of families 
you've gotten to 
know

Number of families 
you've got to know

$ invested by 
families you know

$ Total AUM

Percent of practice that 
is multigenerational

Mandatory
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This brings me to establishing a “follow the money” strategy. We’ve titled this as the transitional variable, but this is your chance to implement a strategy to follow the assets as they move from one generation to the next. Choose the method that best suits you—whether it's calculating the proportion of households or the assets that signal a multigeneration relationship. From there, take a moment to think about that number. For instance, according to the July 2020 McKinsey report, 70% of women fire an advisor within a year of their spouse’s death.  We also know that 70% of adult children will fire an FP upon receiving an inheritance. The transitional variable is an opportunity for us to examine the proportion of assets in your business that are at risk of leaving once the primary client passes away. For instance, if you have a transitional variable of 70%, you have successfully built a multigenerational practice. However, if your transitional variable is only 10%, you've now got some work to do. The balance of assets represents the assets at risk of leaving your practice when the primary client passes away. This calculation gives you a black and white number to review, and you can calculate the potential loss to your practice.



Resilience Concentrations

Total assets invested by:

Target market/profession

Target generation

Target phase of life

Total AUM

Concentration percent

Mandatory
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And finally — let’s talk about concentrations in your practice. In this calculation, we're looking for concentrations in your practice related to profession, geography, phase of life, and other factors. This is not an indication of risk, however, it's a reminder of the makeup of your practice and its clients. Use this analysis to determine whether or not you need to expand your client base. Developing an understanding of where your concentrations are can help you develop a plan for the future of your business — and its resilience. If, for instance, you are highly concentrated in the technology sector, or oil and gas sector, does this pose a risk to the future of your business if those industries suffer financially? How can trends in society impact your business and the growth of it? Concentrations can help us understand both strengths and weaknesses:Strengths: It shows us our natural markets and where our comfort and expertise are aligned.Weaknesses: It shows us where we could benefit from complementary skillsets, additional referral pipelines, or increased alignment with the segments of the population that are emerging or growing the fastest.



Women

35% of wealth (over $100K) 
controlled by women 
nationally.**

70% of women will part ways 
with a financial advisor within a 
year of their spouse’s 
death.*****

102% represents the pay 
women receive compared to 
men in NYC and DC. 
Nationally, this number is 
93%.******

Younger than 
boomer

22% of wealth (over 
$100K) controlled by Gen X.**

70% of heirs fire a financial 
advisor when they inherit their 
parents' estate.****

3.8% of Gen X and 9.1% of 
millennials identify as LGBTQ+.*

79% of Americans representing 
millennials and Gen Z get their 
financial advice online or from 
social media, while 11% use a 
financial advisor.*******

The broader 
community

16% of wealth  (over $100K) 
controlled by multicultural 
households.**

In 2022, 28% of Black 
Americans work with financial 
advisors (a 7% increase from 
2020), compared to 36% for 
white Americans.***

29% of LGBTQ+ individuals 
say they work with financial 
advisors.*

What we know…
Optional

Presenter
Presentation Notes
When you're done with your calculations, you can use this slide as a gut check. When looking at the resilience calculations of your practice, we can reference some research data points to signal what modifications, if any, we need to make to our service model. For instance, according to the July 2020 McKinsey report, 70% of women fire an advisor within a year of their spouse’s death.  We also know that 70% of heirs will fire an FA upon receiving an inheritance.  The transitional variable is an opportunity for us to examine the proportion of assets in your business that are at risk of leaving once the primary client passes away.We've broken this down by gender, generation and our broader communities. However, to the extent that it is applicable, you may want to consider finding a reliable source to provide similar data on specific segments of the population that are not represented. If you find your numbers don't align well with the national statistics, it may help to look at the habits of the highest growth advisors. 



Resilience

Risk management

Optional

Presenter
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Now that you've gained a better understanding of the concentrations of your practice and the habits of high-growth advisors, we can start thinking about practice management. How do you mitigate client loss – easily one of the most acute risks to the resilience of your practice?  It's essential to deepen and strengthen the relationships with your existing clients. In order to do that, we'll spend a little time on the first few exercises in our family wealth briefing. Of course, this can happen for a variety of reasons, some of which are out of your control (e.g., death, etc.). But there are scenarios in which you can slow the loss, by addressing: Underdeveloped relationship(s) with your clients.You can deepen and strengthen existing client relationships by engaging your clients in a meaningful way. Invite them to large-scale education events. Connect with them on LinkedIn. Send out newsletters or video updates throughout the year. Align to their goals and leverage your EQ. Underdeveloped relationship(s) with beneficiaries. We know that 70% of women and 70% of adult children will fire an advisor upon inheriting assets (“Women as the next wave of growth in US wealth management,” McKinsey & Company, July, 2020. “Aging boomers bring intergenerational planning to the forefront,” Cerulli, July, 2021.).Making connections with these successors can go a long way in limiting the generational attrition in your business. Underdeveloped long-term financial plan with current clients. You can address this risk by taking the time to understand each of the client’s goals, and helping your client prioritize the goals strategically. Then report to the progress of these goals.Developing a multigenerational financial plan in collaboration with the client. Addressing the client’s lack of knowledge of the full range of services an FA can offer. We'll provide you our Lifetime of Value piece to help you create a roadmap for the relationships you share with your clients. This piece will enhance your clients' perception of the coaching you provide, and act as a gentle reminder of all that you and your team do on their behalf.The next several slides will take you through exercises that will help you prepare for the future with your clients. They're important first steps to take in order to mitigate the risk of loss to your practice. 



Personalized services

High-growth advisors offer more services to their clients.

Average High Growth

Financial planning 91% 93%

Investment management 96% 98%

Retirement planning/income 93% 95%

Estate planning 59% 72% +22%

Tax planning and strategy 56% 66% +18%

Family education and generational wealth transfer 57% 69% +21%

Educational planning 63% 67%

Mandatory

Source: Capital Group, Pathways to Growth: 2022 Advisor Benchmark Study.

Presenter
Presentation Notes
Let's first revisit Pathways to Growth, our advisor benchmark study. This study showed us that advisors in the highest growth practices are much more likely than the average advisor to provide a variety of services — including family education and generational wealth transfer.What we found was that financial planning, investment management and retirement planning services are now table stakes. These services are no longer a way for advisors to differentiate themselves from one another as advisors. Rather, these have become the expectation; clients know we offer these services. What's interesting here is the highest growth advisors have done a great job of adding expertise in estate planning, tax strategy and generational wealth transfer. These three added services help set the highest growth advisors apart from the rest of the advisor population.This research made us think broadly about the impact of adding these services. By conducting a family wealth briefing, an advisor has the ability to talk about estate planning, tax strategy and generational transfer of wealth in one shot. I'm going to take you through a step-by-step process to help you align better with the highest growth practices in the country.



Family wealth briefing

Presenter
Presentation Notes
As a financial professional, you are well positioned to play an important role for clients looking to do generational wealth planning. You have the ability to look beyond assets and tailor family wealth management guidance based on the needs of the individual members and the family as a whole.If transparency is the goal, gathering everyone together for regular family meetings or “wealth briefings” can be a great way to share with the broader group. While the ultra-wealthy may favor a retreat that allows the group to learn while catching up with loved ones, a briefing can also be an in-office or virtual event that takes place in an afternoon.What matters most is individuals have the time and space needed to feel more included in the larger wealth picture — the goals for the wealth, the long-term plan, and how wealth is managed. Clarifying these objectives now can prevent future misunderstandings during wealth transitions.A family meeting also provides an opportunity for you to educate multiple generations on financial literacy and financial fitness, to share investment philosophy and to help echo the family’s core values. Bear in mind, however, while you serve as a family ally, you should generally not have an opinion on family matters. Your role as an advisor should be that of a neutral third party, there to facilitate so no single family member is in charge.



Family wealth briefing

Presenter
Presentation Notes
The second step in the family wealth briefing is to help discover needs. Some of your clients will require complex reviews that incorporate multiple family members, attorneys, business managers, CPAs and other professionals linked to the success of the family. Other clients will only need an opportunity to be synergistic — that is, they would benefit greatly from you hosting a meeting that included their children. Wherever you find yourself on the spectrum of engagement, the family wealth briefing provides a set of questions you can leverage to develop an understanding of the complexity of the family situation.I'd like us to activate on this as an exercise. Pick one of the families from page one, and answer the questions listed in section 2. Take three minutes to do so. You may find that you either know your clients better than you thought, or that the opposite is true. If you are unaware of some of the answers, that is OK. It is an opportunity to do this exploration with your client. Clients are OK with the questions, because you will be introducing a new concept to them. After you answer these questions, I'll show you how to position the briefing.



Communicate the opportunity

Our team will work with you in identifying your unique 
situation. My role is to help you navigate situations that can at 
times feel overwhelming.

Allow me to share with you how we do that:

• We identify, prioritize and implement solutions for our 
clients’ concerns in the hopes of creating a 
multigenerational relationship with you and your family, and 
helping you transition your wealth in a healthy and efficient 
way.

• We’ll then leverage the expertise of your other advisors — 
including your legal and tax teams.

• And most importantly, we are committed to providing 
ongoing guidance, accountability and coaching to help you 
as circumstances evolve.

Presenter
Presentation Notes
<<Note to facilitator: Read the slide aloud>>



Resilience

Evolution

Presenter
Presentation Notes
So now you’ve taken steps to augment the resilience of your practice by understanding how you may need to prepare for the future and mitigate risks by deepening client relationships. Let’s take this knowledge to the next level and look at how we can turn these concepts into actionable practices that can help level up the evolution of your communication, the services you provide and your overall practice. We’ll walk you through the next phase of the family wealth briefing in the context of a few archetypes you might meet in your practice, which we’ve used to illustrate some familiar client personas. 



Family wealth briefing:
Familial archetypes

Optional

Presenter
Presentation Notes
In the pre-work for this session, we shared an article by Leslie Geller, a senior wealth strategist at Capital Group. Leslie specializes in working with advisors to help them understand the nuances of family dynamics and the planning in the high net worth space. She was the architect of the family wealth briefing, and in this article, she delineated five key archetypes for the clients we work with. 



Family leadership

2  The controllers

5  The blended family

3  The business families

4  The great equalizers

1 The invincibles

Presenter
Presentation Notes
The archetypes include the invincibles, controllers, business families, blended families and the great equalizers. Each is unique in their own right—and each is incredibly realistic. Here are the five prototypes of Lead Generation clients:The invincibles: The head of the family — matriarch or patriarch — thinks she’s never going to die. The family has the lack of planning to prove it, and it’s not easy to talk about. Your goal with these folks is to start the planning conversation as quickly as possible by use of storytelling.  The controllers: The head of the family recognizes she may die and doesn’t want to cede control when that happens. While they want to manage every possible scenario for every surviving family member, the reality remains that it’s impossible to do so. Your goal with these clients is to develop a comprehensive, yet flexible, plan that is designed to change with the growth of the family, advents in technology, and the changing times. A tactic with these clients would be to share the risk of “dead-hand control”—that is, attempting to exercise too much control from beyond the grave.  The business families: Overwhelmed by the financial, emotional and interpersonal complexities of the family business, the family is  unable to have the necessary conversations to effectively transition the business across generations. Your goal here is to help them come up with a transition plan for the business, or an exit strategy.   The blended family: The blended family includes second or third marriages, multiple sets of stepchildren, half-siblings and so on, and there is no end to the iterations or complexities here. Helping this family come to a place of reality as it relates to planning is a good first step. That is, helping to plan for realistic situations such as the primary passes away and is succeeded by his or her spouse and children. In that scenario, who should get the assets? And will there be a risk of friction?  The great equalizers: Anyone who utters: “I just want everyone treated equally. I don’t want anyone to fight after I’m gone.” Your goal with this family is to help the family plan for increasing complexity as the wealth and family grow. As the family disperses and  branches separate, values and financial needs will increasingly diverge. We'll be bringing these concepts to life through the use of personas. Two of our personas will conform to these types, so you might want to keep them in mind as we dive deeper in. 



The personas

Optional

Presenter
Presentation Notes
We’ve talked about census data and statistics, and you've given some thought to relationships with your clients. When it comes to evolving your practice, it's best to bring the ideas to life with personas of the types of people you might meet in the real world. In the next several slides, we'll meet a few sample clients or potential clients. We'll use a couple of the family archetypes we just learned about to help illustrate the ways your practice could evolve to meet their needs.  



“It's my job as a husband and father 
to take care of my family. I don’t want 
them to have to think about money, 
even after I'm gone."

James

$2.6M investable assets

Mandatory

Hypothetical. For illustrative purposes only.

Presenter
Presentation Notes
This is James, our boomer. Let’s learn a little more about him and dive into a resilience strategy.James is 63 years old. He's married, with three grown children: two sons, Nick and Tyler, and a daughter, Katie.  Both of his sons are married with children of their own. Katie, his youngest, is engaged. James owns a successful high-end tile and hardware showroom business. He built it up from nothing 40 years ago and now has three locations and two dozen employees.  He is thinking about retiring, or at least slowing down. He's got a 401(K) retirement plan through his business—the same one he provides to his employees. He also has quite a bit of equity in the business, paying himself a salary that covers his family's lifestyle, but holding the bulk of the earnings within the business structure.James has worked hard to build his business and take care of his family. He made sure that his wife, Alice, did not have to work and that his three children could go to good schools and camps, play sports, take music lessons, travel and generally have plenty of choices available to them. He's proud to be a stalwart of his community and a recognizable figure in their safe, tree-lined suburban neighborhood. James and his advisor, Dave, have worked together for almost 15 years. James considers Dave a friend, talks to him about financial issues that he doesn't share with his family – not even his wife. He's told Dave about his financial goals, business concerns and even a little about his childhood. His family was well-off until his father suddenly lost his job, and then everyone had to scramble to make ends meet. It's important to James to take care of his family. He doesn’t ever want them to be in a position like he was in as a child. He and Dave have worked together to plan his retirement and his estate. James has carefully apportioned funds to his wife and each of his children, deciding on how much they would need –a comfortable amount for Alice, generous funds for his sons since they're heads of household, and a tidy little bit for Katie, invested conservatively. James hasn't talked to anyone in his family about the plan or asked them what their financial goals are. He has a strong identity in being a husband and father who takes care of things. He may  not be great at remembering his anniversary or the name of the pediatrician, but he's worked hard to provide a very comfortable life for his wife and family. James's advisor, Dave, really enjoys their relationship too. They both have similar lifestyles and an entrepreneurial spirit. In a way, they were on parallel paths as both of their families, businesses and successes grew in tandem. However, Dave knows that James's plan of "taking care of his family," also known as giving them minimal information, isn't sustainable. Now that James's children are adults, they'll want to make their own decisions – especially when it comes to an inheritance. Dave is especially concerned about James's two sons, Nick and Tyler. Both boys are doing well in their careers. Nick is an actuary and Tyler is poised to take over the business when James retires. Dave knows that the boys are responsible adults, taking care of their families like James did, and they should get a window into their family's financial situation. More importantly, Dave doesn't want to lose James's children as clients. However, since James is so reluctant to involve them in his finances, Dave doesn't feel right about reaching out to them himself. <<Note to Facilitator: ask participants what type of family leader James is (he is a Controller). They can respond by raising their hands or in chat if virtual>>



Understanding 
objections I am the ‘bread winner’ and 

make independent decisions, 
rarely consulting people who 

aren’t as knowledgeable.

I've seen all the 
hard work it takes 

to achieve  the 
success I have.

My friends say they 
are open about their 
role as the provider. 
We're all proud of 

what we've achieved.

I love my wife and kids, and 
they need my continued 
support, guidance and 

encouragement.

The news has been 
difficult to listen to these 
last few years. I wonder 

how it will affect my 
finances.

I look at my wife 
and kids, and I 

know they rely on 
me for financial 

security.

“My family is not interested in 
financial matters. I make the 
decisions because it's less 

complicated that way.”

“My family trusts my judgement; 
they know I've got things 

handled."

Presenter
Presentation Notes
Let's take some time to truly understand James.<<Facilitator: Refer to slide>>



Lifetime of value®

Mandatory

Presenter
Presentation Notes
This is our Lifetime of Value checklist. You can give it to your clients and use it to do a gut check. A sample review might be to: Help clients understand the true value your mutual relationship holds. This can be beneficial in retaining the relationship.Go through the variety of areas you’ve covered and planned for over the course of your relationship. Leverage it as a roadmap of what they can expect in the coming months and years.Highlight the family wealth briefing when your client is the matriarch or patriarch of a family unit. This can be advantageous in helping you set your follow-the-money strategy.With James, an opportunity arises to help him understand the full breadth of services you've provided over the course of your relationship. James is the main decision-maker in his financial situation, and it will help to remind him of the things you've worked on together. As you conduct your annual reviews, show this piece with the necessary and appropriate checkmarks to highlight the services you've covered. This helps your clients understand the true impact of your coaching, guidance and expertise. It will also help them understand the value of your services.



Source: “The workplace was ‘Built By Boomers’ – We Need to Adapt for All Generations,” Experteer.
Source: “Bridging the Generation Gap: How to have a family wealth briefing,” Leslie Geller (Capital Group).

What can I do to retain clients like James?

• Ask, “What do you value most in our 
relationship?”

• Ask, “What's next?” Use words like 
“growth” and ”expansion.”

• Auditory learning is the best learning.

• Anecdotal references that resonate with 
this population tend to relate to JFK Jr., 
WWII, Vietnam.

• Tend to prefer face-to-face conversations.

• Don't mention age or life stage. This 
segment is not done innovating, creating 
and aspiring for greater heights in both 
career and personal life.

• The head of the family recognizes his/her longevity but 
doesn't want to cede control.

• This family needs a plan that evolves as the family 
dynamics and technology changes.

• Determine whether younger generations are educated 
about wealth and the family's finances. How are decisions 
made and communicated in this family?

Addressing the family dynamic Communicate

How confident are you that your loved ones are equipped 
with making the right decisions for their financial future?

Getting to yes

Mandatory

Presenter
Presentation Notes
When communicating with a baby boomer, it's incredibly important to understand that this generation is not "done." As in, this generation is still evolving, expanding, growing, making life changes. Some are getting divorced and remarried. Others are exploring passion projects. There's a variety of ways that this orientation can show up.When communicating with a baby boomer, one thing to keep in mind is to keep them relevant in the conversation. Mentioning age or life stage can backfire when speaking to this population, according to generational expert Amy Lynch. (Source: 3 Words that Convince Boomers to say YES (generationaledge.com)This population is very much thriving, and when you're met with that type of resilience, alongside the characteristics of James—who happens to be a controller—it's no wonder that a financial advisor can have a difficult time gaining access to the family.So, what's one to do? The first thing is to learn the communication style that resonates best with this profile of investor. When looking to expand into the family dynamics, make the ask in an in-person meeting. Face-to-face connections will allow for a more sincere communication with the client. Another idea is to ask, “What's next?" rather than, “What will happen when you're gone?" This allows for future creativity, and a share-out of what the primary client views for the rest of his or her life. "What's next?" assumes the longevity of the person and their impact on future decisions. Pivoting the conversation to incorporate the family can be just as simple. The next step would be to ask something along the lines of, "How confident are you that your (loved ones) are equipped with making the right decisions for their financial future?"This question is simple yet powerful. It allows the controller to maintain their role in the family dynamic, while also giving them the opportunity to truly consider the financial literacy of the people this person cares about the most. Giving the controller an opportunity to consider their confidence level in their family's ability, can also provide an introspective moment that gets them thinking, "Have I done a good enough job of educating them? Do I need help in this area?"We know that controllers value expert advice. It will be easier for them to link you to their families when they know you're willing to help controllers educate their families broadly.



“I know I should work with a financial 
advisor. But first I want to put aside a 
chunk of time so I can really 
understand the market. I just keep 
putting it off because I’m so busy!” 

Carmen

$900K investable assets

Hypothetical. For illustrative purposes only.

Presenter
Presentation Notes
This is Carmen.  Carmen is 46  and recently divorced. She’s a marketing manager with two children, both sons. Carmen is making an extra effort to keep her children’s homelife stable and to spend quality time together as they all adjust to the new normal. It's important to her to treat her children equally, even if they're different than each other. She gives them the same allowance, contributes the same amounts to their 529s and wants to make sure she continues this equal treatment as she thinks about their futures and her own estate planning. Carmen would like to keep her family home if she can do it on her single salary. She's determined to continue her regular contributions to her children's 529s. Carmen’s parents were not able to save for her college education, and she doesn’t want her children to have the burden of student loans the way she did. Last, Carmen contributes to her 401(k) at work and wants to keep her retirement plan on track. Once her kids are out of the house, she dreams of downsizing to a warmer climate--somewhere where she can be outside in the sun almost every day. As much as Carmen’s life is full to the brim, she is ambitious, energetic and goal-oriented. She’s started training for a marathon, and she’s enjoyed getting involved in the community as well as having that focus and (literal) finish line in the future. Carmen’s motivations, like most of ours, have to do with being financially secure. However, since she’s is recently on her own, building this security feels more urgent to her. She’s feeling some anxiety about being able to take care of her home, her children and her own future all at the same time, and without a partner. On a deeper level, Carmen is struggling with what she feels to be true vs. what she knows to be true. What she feels to be true is that she needs to be financially secure in all areas of her life, immediately and simultaneously. What she knows to be true is that that’s not realistic or possible, and that she needs to prioritize. But that’s where she gets stuck and needs help--how to prioritize all these needs that all feel like the most important one. She feels like in order to achieve this level of security, she needs to make as much money as possible. That’s why she’s thinking of starting a side hustle in home organization. She already feels stretched thin, though, and torn about taking time away from her family. Carmen knows that an advisor can help her achieve her goals of financial security in all these separate areas of her life. She and her ex-husband saw an FP together, but as part of her fresh start, she wants to see someone new.  She would love to find either a female FP or an FP who has worked with a lot of women. She hasn’t made any calls yet, because she wants to get all her ducks in a row first. She wants to get herself organized and deepen her understanding of investment strategies so she can properly lead the meeting. But she has no idea when she’ll find the time to do this “homework.” <<Note to Facilitator: Ask participants what type of family leader Carmen is (she is a Great Equalizer). They can respond by raising their hands or in chat if virtual>>



Understanding 
objections Our family is so close, we 

talk openly about many 
things. I pride myself on 

being approachable.

The future looks bright 
for my boys—they’ve got 
their whole lives ahead 
of them and it excites 

me.

I keep hearing about 
how the price of 

college keeps going 
up. I'll need to help 
my boys stay debt-

free.

I'm dealing with a lot between 
the divorce, my career and 

being a mom. But I will always 
protect my boys.

My financial advisor 
tells me about 

investment  updates 
throughout the year, 
and it's been helpful.

I have a thriving 
career, yet I can see 
that there are some 
obstacles in my way.

“I just want everyone to 
be treated equally. I 

don't want my boys to 
fight after I'm gone.”

Presenter
Presentation Notes
Let's take a look at how Carmen operates in the world.<<Note to facilitator: Refer to slide>>



Lifetime of value®

Mandatory

Presenter
Presentation Notes
Let's revisit how we can use the Lifetime of Value piece with Carmen.With Carmen, the Lifetime of Value piece can serve a slightly different purpose than it did for James. You can use it as a checklist to show Carmen all the ways in which you can continue to help her. Just as she is experiencing a new beginning, post-divorce, your relationship can have a similar fresh start. This checklist can act as a guide, or a journey-map, of what a client can expect in their future relationship with you. 



What can I do to retain clients like Carmen?

• To the divorcee: “Now that the divorce has 
been finalized, how have your goals 
changed?” 

• “Let’s do a grounding exercise. I want to ask 
you, what gets you up in the morning?’”

• Preferred mode of communication is brief 
emails.

• A community and unity are important. Foster 
an environment of belonging, host events that 
bring clients together and allow for bonding.

• Straightforward, transparent language will win 
the day.

• Help this family plan for increasing complexity as the 
family dynamics shift, and as wealth grows.

• Use storytelling or hypotheticals to remind this client 
that 'equal' isn't always 'fair.’

• Your role is the family ally, a neutral third party.

Addressing the family dynamic Communicate

• “What is your opinion on what I've just shared?”

• "Of all the goals we're seeking to achieve, which are 
you most excited about?"

Getting to yes

Presenter
Presentation Notes
When communicating with Carmen and others like her, there are a few things you can consider.Allow Carmen, and others like her, to share their entire story. This can include details that you may not deem necessary for your financial planning—however, they tend to be important for the client. Allowing clients to share their entire story with you will create a more genuine connection between you and the client, and eventually their family.Oftentimes, our industry asks, "What keeps you up at night?" But I want to challenge you to do a grounding exercise and ask Carmen, "What gets you up in the morning?" This takes a different angle to the old way we did things. This is the essence of future-proofing your language.Because Carmen is a Gen Xer, her mode of communication is different. Gen X prefers brief and to-the-point communication, mostly via emails or text messages. This generation is largely DIY—they have had to fend for themselves and have had to deal with juggling many things at once. They want others to get to the point in as seamless, efficient and transparent a way as possible. Consider creating a community for Carmen and others like her—bringing them together via hosted events and educational seminars, allowing them an opportunity to connect with one another and share their experiences. A community can be an incredibly powerful thing in an FA's practice, allowing you to gain closer relationships with the members of that community. This requires a focus on relationship management, and a willingness to outsource other things, such as operations and portfolio management. So ask yourself where your time is better spent. Is it on cultivating a close-knit community of investors who will ultimately feel so engaged that they refer others to you? If not, perhaps there are others on your team who can cultivate this community while you focus your efforts elsewhere.Your role with Carmen is to be the family ally, the neutral third party. This will allow you to fluidly work with her and her family. In any family situation, not just in Carmen’s, an advisor’s role is to truly be agnostic. Even the perception of you taking sides with one person over another can hinder the progress of this family connection.With Carmen, bringing out the emotional link to investing can be a beneficial practice. That is, ask Carmen which goals she is most excited about achieving. Have her share her opinions and insights with you as you continue the wealth planning process. If you take a step back, for all people, regardless of their background, money is incredibly emotional. You're happy when you have it, sad when you don't and angry when it's taken away. Advisors are tasked with helping clients navigate those emotions fluidly and strategically as to not affect their financial well-being. Once we've communicated with both James and Carmen, and gotten them to agree to bring their families into the conversation, what do we do next?



Family wealth briefing

Carmen James

Presenter
Presentation Notes
Refer back to the Family Wealth Briefing toolkit. In your handout you have three levels of meetings. A key component to successfully engaging a family wealth briefing is to align the necessary partners together. Depending on the complexity of the situation, you have a variety of financial and legal partners that could potentially attend the review. Their involvement may increase the impact of the meeting, and the accountability of the outcomes. It can also help establish you as the main leader of the broad financial and legal team on behalf of the client. Family wealth briefings are not easy to implement, but the impression they leave on your clients and the centers of influence who serve them can help you build social currency and relatability, and open an avenue for potential referrals. The key to this approach, however, is authenticity. That is, authentically do these meetings for the betterment of the family, rather than for the potential referrals that may come of this effort. <<click to reveal>>Notice here the spectrum of complexity. Based on our understanding of Carmen, she’ll require a basic family wealth briefing to start--a level two meeting. While we may reach out to her CPA to learn some of the tax consequences she faces due to changes in income, the primary concern now is to get her house in order and develop a relationship with her sons. <<click to reveal>>For James,  we’ll have to do a deep-dive review that incorporates his business, tax and legal team, his wife and their three children. This will be a level three meeting. His situation is more complex, and because he has an element of the “controller” in him, the planning side will be incredibly important. This is an opportunity for you to deepen the relationship with a client who has been somewhat hesitant to understand the true benefit of a family wealth briefing.  



Family wealth briefing:
Logistics

Presenter
Presentation Notes
Next, you'll have to take some time to really plan out the logistics of the meeting. Who is going to be included? Where will it be held—your office, their home, a retreat? Is that necessary? Who should the invitation come from? These are all questions we've listed for you in the toolkit we've provided. What I'd like you to do now is take some time to think about one of the five families you've identified, and answer the questions on the page. I'll give you three minutes to do so.If you don't know the answer that is OK. It's an opportunity to go over this with your team and/or client when the time comes.<<Note to facilitator: Refer to slide>>



Be curious 
and support 
curiosity

Question everything

Do you know what happens to everything when (primary 
client) passes away?

What have you done to plan for your financial future?

If you are widowed, whom do you trust to help you with 
the transition?

→Who should be with you at this time?

Whom do you trust to be in control of the family finances?

Who in your life has the skillset and competence to guide 
you through life transitions?

Whom do you need to take care of? Whom are you 
responsible for?

+

+

+

+

+

+

Mandatory

Presenter
Presentation Notes
During the meeting, you'll want to ask open-ended questions. Stay curious. You may find that it leads to other questions that may not have occurred to you. Similarly, encourage curiosity in the group. This is an opportunity for everyone to share and receive information they may not have had before. Leverage the questions on this slide to help you facilitate a family wealth briefing. <<Note to Facilitator: Refer to slide>>One note to make: An important part of maintaining your curiosity is to limit your assumptions...[next slide]



Don’t assume Don’t assume…

Family legacy

Charitable organizations

Prior planning is the "best" planning

Everyone is on the same page

Everyone has common ideas about charitable giving

Everyone sees money the same way

Everyone has the same goals or idea of legacy

Everyone has the same knowledge base

That the family members know nothing or are uninterested

+

+

+

+

+

+

+

+

+

Presenter
Presentation Notes
Before the meeting, make sure to check your assumptions. Making them can limit the amount of information you receive and can make family members feel less comfortable speaking up. First, it's important not to assume that family members have the same views on family legacy, financial goals, charitable giving and where money aligns. They will have a varied knowledge base of the financial industry and how it works. Just because people may be quiet during the meeting doesn’t mean they aren't aware of investments or are uninterested. Remember millennials are older than you might think. The oldest millennials are in their 40s—these are people with children, a mortgage, thriving careers. They likely have done their own research and developed their own thoughts on investing. Avoid pigeonholing the members of the family into their family demographics. Just because someone is a child of your client doesn't mean they have a lot to learn. A spouse that hasn’t been involved to date isn’t necessarily uninterested. One note to make on this list is, let’s not assume that the prior planning is the best planning. Always be curious—ask questions and identify areas for improvement. Oftentimes a trust was established years ago, prior to any changes taking place. It's always good practice to ensure that the plan set in place is accurate for today's family structure and needs. On the next slide, we'll meet someone whose family makes some assumptions about her...



“My dad has done well in his 
business and his investments. 
There's so much I could learn from 
him, but it's obvious he doesn't want 
to talk about it."

Katie

• James's daughter

• $15,000 in investable assets

• James will gift her 100,00 as a house down 
payment for wedding gift

• She will inherit $1 million

• ...with a yearly /early “gift” distribution of $30k, 

starting when she is 35 years old.

Hypothetical. For illustrative purposes only.

Presenter
Presentation Notes
This is Katie. Katie is James's daughter and his youngest child. She's 29 and teaches second grade. She's engaged to be married, and her fiancé is also a teacher. We mentioned Katie earlier in the workshop, but spent a little more time on her brothers, Nick and Tyler. That's because James tends to gloss over her, being more focused on his sons.  What Katie doesn't know is that:<<Facilitator: Click to reveal>> James is planning to give her $100,000 toward a home down payment as a wedding gift. And...<<Facilitator: Click to reveal>> she will inherit one million dollars from James's estate. And not only that, but...<<Facilitator: Click to reveal>> James will be "gifting" her an early distribution of $30,000 a year, starting when she's 35. However, what neither James nor Dave knows is that Katie is the most interested in investing of the three of his children. Nick and Tyler are happy to let James make all the calls for them. Katie is bright and curious and wants to be active in her investment decisions. She's frustrated that her dad doesn't take her seriously. During the family meeting, Katie is quiet. The family dynamic is such that her father and brothers don't think she has much to say about finance, so they don't involve her in the discussion. But Katie wants to learn more about investing and get started on her own. She knows that Dave is her father's trusted investment advisor. She considers reaching out to Dave after the meeting. Then again, she wonders if maybe Dave won't take her seriously either. She considers that it might be better to find an advisor on her own.  Dave is in a situation where he stands to lose a future client who will have significant investable assets one day. This is where he can check his assumptions and take steps to draw out Katie (or other multigenerational clients like her) in family meetings that feel unevenly balanced in terms of participation. These issues may come up more often when a controller type is the client. 



Lifetime of value®

Presenter
Presentation Notes
This is our Lifetime of Value checklist. You can give it to your clients and use it to do a gut-check. A sample review might be to: Help clients understand the true value your mutual relationship holds, which can be beneficial in retaining the relationship.Go through the variety of areas you’ve covered and planned for over the course of your relationship. Leverage it as a roadmap of what they can expect in the coming months and years.Highlight the family wealth briefing when your client is the matriarch or patriarch of a family unit. This can be advantageous in helping you set your follow-the-money strategy.After the family wealth briefing is over, you can share the Lifetime of Value checklist with next-gen investors like Katie to show them the services you provide throughout the stages of their lives. With Katie, and others like her, it can help set the stage of all the areas of financial planning and goal-setting that an advisor can help with. Oftentimes, people don't know what they don't know—and this is an opportunity to show Katie that you're not only there to help with answers today, but you also plan on coaching her into the future as well. 



Family wealth briefing:
Mission statement

Optional

Presenter
Presentation Notes
To wrap up the family wealth briefing, you can work with the family members to create a mission statement. This will help make sure they're all on the same page as far as concerns and goals and will give them a "north star" to reference if they feel they're getting off track. <<Note to Facilitator: Reference slide for template language>>



Family wealth 
briefing

Multiuse toolkit that provides:

Questions to better understand the family 
dynamics of your best clients

A client relationship guide to be revisited 
during regularly scheduled client check-ins

For new relationships, leverage section two of 
this worksheet as an intake form

This can guide the future of your practice

+

+

+

+

Optional

Presenter
Presentation Notes
With this toolkit, our hope is that we've made it easier for you to implement discussions with your prospects or clients and the rest of their families. Establishing this as a best practice in your business can help you maintain the resilience of your business and continued revenue growth. Remember, give yourself a break — it's okay to not have all the answers about a client's family. The expectations of financial advisors in previous years was different than they are now. As we evolve as an industry, so do the services we offer. When initiating a family wealth briefing to a current client you've known for some time, position it as a new service offering. This will help alleviate the discomfort you may have over not immediately knowing the answers to all these questions. Use this as an opportunity to strengthen the bond you have with your most meaningful relationships. <<Note to Facilitator: Reference slide>>



Advisor of the

COMMUNITY

Practice allows 
for community 

outreach

Friendly with local 
business owners

Strong referral 
network;

is “go-to” person  

Hosts community 
events regarding 
financial planning  

Practice has a higher- than-
average percent  of 

women, millennials, Gen X 
and cultural straddlers

Eternally curious

Strong online 
presence and 

strategic marketing 
campaigns with 
specified goals

Nothing discussed or suggested should be construed as permission to supersede or circumvent any broker/dealer policies, procedures, rules and guidelines.

Presenter
Presentation Notes
We've looked at the opportunities revealed by how high-growth practices have targeted their businesses, by incorporating additional services like tax strategy, family education and estate planning – but what else could an FA offer?For an innovative and more comprehensive turn with their practices, they can offer a more holistic set of services. 



Concierge 
offering:
A nontraditional 
referral network

You'll provide....

A tailored experience for the client

A deeper connection with local 
professionals

A meaningful understanding of the 
priorities your clients have

A SMART implementation

+

+

+

+

Optional

Presenter
Presentation Notes
Recently, a friend of mine was looking for a realtor to help her sell her home. She emailed two women, both of whom were recommended. With the first, they traded emails to try to nail down a time to talk on the phone. They finally settled on a date later that same week. The second realtor, however, called my friend as soon as she received the email. My friend answered the phone, and they made an immediate connection. The realtor asked my friend a few questions and got to know a few of her requirements for the sale of the house: a seamless escrow, minimum contingencies, and a set price. The next day, the realtor told my friend that one of her team members was dropping off a brochure at her doorstep. Well, it was more than just a brochure. It was actually a basket that included a small teddy bear for my friend's son, a box of chocolates and some bubble bath for my friend—because moving is stressful! And of course, tucked in that basket was the brochure pamphlet. This brochure listed not only the contact information for the entire team and the services they each provide, but also a list of the concierge services the realtor provided. The list included referrals to services for local babysitters, gardeners, contractors and air conditioning repair, and even mentioned a promise to help the family pack for their move. The list was extensive and encompassed a majority of the peripheral items a homeowner would need to consider. My friend went with the second realtor, who went above and beyond in terms of service before my friend even spoke to the first realtor on the phone. The fact that she presented my friend with recommendations for other services in the neighborhood was a type of concierge service that really made her stand out from the rest, and also justify her fees.Offering concierge-style service broadens the loop of potential referrers--you to other professionals, and them to you.It shows your clients that you understand the breadth of their needs as people, not just as potential clients.And it's helpful for you, because offering this service both deepens and personalizes your relationships with your clients.  It also allows you to be SMART about your implementation — that's an acronym that I'll bring to life in the next few minutes.



Presenter
Presentation Notes
We've included a concierge worksheet for you as a leave-behind. It can guide you through a few simple steps that begin your concierge service. In this worksheet, you can:  Brainstorm and record professionals in your community that serve the same type of clients. They may be real estate brokers, mortgage brokers, college counselors, event planners, interior designers, golf or tennis pros, etc. Create a description for each network that is simple and clear. For instance, instead of labeling your service as "Meet with CPA," you can say "Partnerships Matter" and give a more holistic description of the meetings you conduct with tax and legal representatives and your client. If you need guiding principles when setting up your service, we recommend the SMART method. 



S Simple Don’t complicate it…

M Measurable What measure of time are you willing to allot to this service/referral amount of time, 
cadence, times per year, hours spent, etc.…

A Achievable Is this realistic for you to do? If not, don’t include it. If so, use it to enhance your relationships 
with your clients, both new and old.

R Relevant Make sure the referral or meeting is relevant to your client's situation/circumstance/need.

T Tactical Use this as a tactical technique to enhance and deepen your client engagement. (As you will 
be leveraged for a client's life events, you'll get closer to the client, be more relied upon, 
etc.) An additional benefit is you are referring to business owners in your community, who 
may then think of you when it's time for them to refer to a financial professional.

Create the SMART way

Presenter
Presentation Notes
What is the SMART method?This method allows us to structure our plan according to five distinct rules. This will ensure that you're creating a set of services that aligns with your brand, the capabilities and function of your team, and with the types of needs your specific clients tend to have.<<Note to facilitator: read the slide>>



Resilience

Closing

Presenter
Presentation Notes
I hope you have found this session valuable. We've covered quite a bit in this last hour, and I'd like to take a moment to recap some of the major points for you.



Resilience
• Calculate your resilience

• Deepen your family engagement

• Continue to evolve

• Think ahead

Presenter
Presentation Notes
In closing, some of the key takeaways from today’s workshop are:Understand the risks to your business so you can plan ahead. The resilience calculations we gave you at the beginning of the session are designed to help you take an introspective look into the chassis of your practice. Use what you've learned from those calculations to help you position yourself for a resilient future.We know that the highest growth practices in the country are focused on deepening family engagement, and they tend to spend more time focusing on how tax, legal and family dynamics can affect the client's overall financial well-being. We've provided you with a step-by-step plan to engage the families that are most meaningful to the future of your practice.We've also given you line of sight to continue the evolution of your services by providing you with client-facing literature that is designed to streamline your clients' experience.And finally, differentiate yourself from the competition. Your community needs to see you as their trusted advisor. By closely aligning with your community businesses and providing a network of services tailored to the needs of your best clients, you can start to establish yourself as the advisor of the community.



Other Workshops

Differentiation

Leadership

Succession 
planning

Team building

Growth

Community 
focus

Impactful 
communication

Relatability

Presenter
Presentation Notes
If you'd like to keep working on future-proofing your practice, we have two workshops that will help you round-out your Modern Acquisition strategy.<<Note to facilitator: Read the slide and position future workshops as appropriate>>
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Advisors must consider their firm compliance guidelines around business entertainment, social media and other topics 
referenced. The views and opinions expressed are not necessarily those of the broker/dealer or any affiliates. Nothing 
discussed or suggested should be construed as permission to supersede or circumvent any broker/dealer policies, 
procedures, rules and guidelines.

Statements attributed to an individual represent the opinions of that individual as of the date published and do not 
necessarily reflect the opinions of Capital Group or its affiliates. This information is intended to highlight issues and 
should not be considered advice, an endorsement or a recommendation.

This material does not constitute legal or tax advice. Investors should consult with their legal or tax advisors.

All Capital Group trademarks mentioned are owned by The Capital Group Companies, Inc., an affiliated company or 
fund. All other company and product names mentioned are the property of their respective companies.

American Funds Distributors, Inc., member FINRA.

© 2022 Capital Group. All rights reserved. 

Presenter
Presentation Notes
<click to next slide>
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Questions?

Mandatory

Presenter
Presentation Notes
<click to next slide>
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Thank you

Presenter
Presentation Notes
Thank you so much for your attention and your participation today. 
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