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AGENDA

Consumer satisfaction levels

What consumers want from you

Introducing the next generation 
of clients



DOLLARS & SENSE 
SURVEY

Responses from 1,886 investors 
who use financial advisors

Advisor perception, levels of 
satisfaction

December issue of Advisor’s Edge

Source: Annual Dollars & Sense Survey, 2008



Are consumers 
satisfied with their 
advisor? 

2007:
Very satisfied:  68%
Somewhat satisfied: 28%

2008:
Very satisfied: 55%
Somewhat satisfied: 40%

Source: Annual Dollars & Sense Survey, 2008



I am satisfied with how 
frequently I meet with 
my advisor: 

2007:
Strongly agree: 54%
Somewhat agree: 38%

2008:
Strongly agree: 33%
Somewhat agree: 53%

Source: Annual Dollars & Sense Survey, 2008



Who’s the MOST 
satisfied? 

Retirees: 61%
Boomers: 55%
Gen X: 50%
Gen Y: 47%

Source: Annual Dollars & Sense Survey, 2008



What percentage of 
your investable assets 
are with your financial 
advisor? 

80% to less than 100%: 23%
100%: 18%
60% to less than 80%: 17%
40% to less than 60%: 14%

Source: Annual Dollars & Sense Survey, 2008



#1
I care about 
performance.
Key driver of client 
satisfaction
Investment policy statement
Is a respectable rate of return 
ever enough? 



What causes the most 
worry/concern?
Ability to retire/having enough 
money to retire
Market fluctuations
The economy 

Source: Annual Dollars & Sense Survey, 2008



In financial matters, I 
think tomorrow will 
take care of itself. 
76% strongly or somewhat 
disagree
The younger you are, more 
likely you are to disagree

Source: Annual Dollars & Sense Survey, 2008



#2
I read Chevreau and 
Carrick.  

The media can be your best 
friend—or worst enemy
Make yourself available as a 
source
Doing nothing doesn’t solve 
the advisor perception 
problem



#3
Huh? What do you 
mean? Please speak 
clearly.
Avoid jargon
Don’t talk for long stretches
Repeat points
Make sure they understand 



I am a knowledgeable 
investor:

2007:
Strongly and somewhat 
agree: 73%

2008:
Strongly and somewhat 
agree: 61%

Source: Annual Dollars & Sense Survey, 2008



#4
Have a designation. 

School of hard knocks not enough 
anymore but…

Consumers still have difficulty 
understanding the ABC soup of 
letters.



#5
Explain your fees. 

Clients don’t mind paying for an 
experience if they understand your 
value

Put your fees clearly on website, 
pamphlet or engagement letter



#6
Me? A HNW? I don’t 
think so.

Known as “hidden millionaires”

Worked hard and saved hard

Public servants, foresters, 
waitresses



#7
Level with me.  



#8 Do what you say you 
are going to do. 

Don’t aim for satisfactory service

Under-promise and over-service

Differentiate the experience

Make clients WANT to refer you



#9
Tell me about YOU. 

Personal web profile

Do you practise what you preach?

How did you get started in the 
business?

Have you googled yourself lately?



#10
Provide a brochure of 
FAQs.  

Should cover your qualifications, 
services and fees

Keep adding to the FAQs as you 
go along

FAQs don’t replace a face-to-face 
conversation



#11
Help my aging parents. 

Estate-planning strategies 

How to broach money with parents 
without them thinking you’re 
greedy and selfish

Help parents prepare for “sudden 
steps”



#12
Ask me for referrals 
but…

Don’t put me on the spot

Prove yourself first

Ask in a tasteful manner



#13
Please help my kids.  

Talk to kids about finances

Offer advice on how to get kids to 
save

Open a trust or RRSP



WHO IS THE NEXT 
GENERATION?

Those born 
between 1977-
1987 

The Millennials or 
Echo-Boomers

Next largest 
demographic after 
baby boomers



ECHO-BOOMER 
CHARACTERISTICS

Want to do meaningful, challenging 
work that is fun

Change jobs frequently

Want to be friends with authority

Desire constant, positive feedback

Source: Linda Duxbury, Sprott School of Business, Carleton University



STUDY
OF 30-YEAR-OLDS 



THE 30-YEAR-OLD 
PERSPECTIVE

Online study of 500 30-year-olds 
across Canada

Explored their workplace issues 

Documented attitudes about 
pensions, retirement and advisors

Source: Benefits Canada, June 2007



ABOUT THE                       
30-YEAR-OLDS

67% are married

49% work for companies that have 
more than 500 employees

29% work for companies that have 
fewer than 50 employees

Source: Benefits Canada, June 2007



59% want to work for 
one employer for their 
entire career for…

Stability

More chances for advancement

Benefits/vacation pay/stock options

Source: Benefits Canada, June 2007



How do 30-year-olds 
differ from their boomer 
parents? 

REALLY value working in 
home/office situation (58%)

They don’t want their job to 
become their life

Will listen to authority but…
Source: Benefits Canada, June 2007



Do they believe they will 
have to work once 
retired? 

I want to continue working because it’s 
rewarding.   

Of course, I won’t have a choice.

Certainly not.

I may have to take a part-time job to earn 
a little extra money.

I will have saved enough by then.

Source: Benefits Canada, June 2007
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Their Attitude About 
Retirement 

I’ll rely on my government or employee 
pension.

It’s never too early to plan for retirement. 
I’ve already started to save.

It’s a long way off and I don’t care about 
it now.

It’s far off but I’ve started to think about it.

Source: Benefits Canada, June 2007
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Where will the money 
come from?

The retirement plan from employer

The government

Personal savings

Other monies

Source: Benefits Canada, June 2007

30%

24%

40%

6%



PENSIONS

41% participate in a company 
pension plan

group RRSPs (30%)

stock purchase plans (15%)

profit share plan (10%)

Source: Benefits Canada, June 2007



TYPES OF PENSIONS

Defined benefit plan (48%)

Defined contribution plan (26%)

Not sure what kind (25%)

Source: Benefits Canada, June 2007



At the time of retiring…
58% prefer to be paid out from 
employee retirement investments 
with set monthly payments for the 
rest of their lives

Opportunity for insurance advisors

Source: Benefits Canada, June 2007



Their attitudes about 
financial advisors 

receptive to advice

shift from DB to DC plans

want an advisor to help them make 
appropriate investment decisions

Source: Benefits Canada, June 2007



CONCLUSION 
Consumers want expert advice 
but…

they want it all!

Are you communicating your value 
well enough?



QUESTIONS

?????????  


