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Introduction
It’s time to re-think the big estate planning event popularly known as the ‘Great Wealth
Transfer’ and consider the importance of connecting with and catering to the needs of a
client’s entire family.
We will provide actionable advice as to what wealth managers can do to change the fact
that 87 percent of beneficiaries fire their parents’ advisors either to self-direct or place their
assets with rival investment firms.1
No Time to Lose
The long-held methods and strategies derived from the concept of a single generational wealth transfer do not
promote client retention for successive generations.
For decades, the priorities of wealth managers have naturally steered them toward the more attractive revenue
opportunities that came from current clients. As such, they did not understand the needs and concerns of later
generations (namely, Generation X and Millennials, and, to a lesser extent, Generation Z) in order to retain the
heirs of longstanding clients as clients in their own right.
The best wealth retention strategies are those that advisors can use with clients as well as with their heirs.
Today's challenging environment presents opportunities for advisors to have deeper, more meaningful
conversations with clients and leverage technology for virtual meetings that will appeal across generations.
It’s vital that advisors learn how to be the primary destination for entire families.
This paper will reveal best practices from wealth management firms that have retained next-generation
clients as they share their secrets and strategies that have made their firms family destinations.

87%

1

of investors do not use their
parents’ advisor

The Cerulli Edge—U.S. Retail Investor Edition, Q2 2019
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Your Business Is at Risk
Many advisors serve a single demographic. Today the average age of a wealth manager is 55 and one-fifth
of advisors are 65 or older.2 The average age of a client is 64.3 Wealth managers who tend to stay in their
comfort zones deploy their resources to where they perceive the money to be—still in the hands of their
64-year-old clients.
Advisors need to alter their strategies to reach new generations. According to Katie Swain, Head of Wealth
Solutions and Investor Communications for BNY Mellon’s Pershing, “Starbucks is analogous to how business
approaches need to change,” says Swain. “Coffee shops became a veritable social network—people were sitting
there on their computers all day. It was not just about running in for a cup of coffee. The most savvy advisors
embark on social media with a digital approach being key to reaching a new generation of affluent investors.”
Nurture relationships with the spouses and children of clients if they want to increase revenues over the long
term. The idea that there is limited value in working with younger, currently lower revenue-producing clients is
misguided. The vast majority of Millennials and Generation Xers currently don’t work with an advisor4, even
though the latter group will soon control more overall wealth than Boomers.

Key Takeaways in This Paper

Advisors should consider
focusing their attention on the
fact that wealth is always in
motion: Some $2.3 trillion is
transitioned every couple of
years.5

4

2

J.D. Power, July 2019.

3

Simon-Kucher & Partners.

 7 percent of heirs fire their
8
parents’ advisors. That’s
why the time to establish
relationships with those heirs
is now.

 ome of the best tactics to
S
connect with new generations
come from the family offices
that serve ultra-high-networth (UHNW) clients. You
must attract and retain new
generations of clients in order
to sustain and grow your
business.
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Capital Group, “High-Net-Worth Gen Xers: Do-It-Yourself Generation,” 2018.
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 he Cerulli Report, “U.S. High-Net-Worth and Ultra-High-Net-Worth Markets 2018.” Notably, the data illustrate an uneven flow over each
T
four- to five-year period in the next 25 years.

Section 1: The Opportunity
There's no denying that the wealth passing from one generation to another is the largest amount in history.
With each passing year, however, the build-up seems to grow. A few years ago, Accenture put the number at
$30 trillion over the next three decades.6 The research firm Cerulli Associates projects that nearly 45 million U.S.
households will transfer a total of $68 trillion in wealth to heirs and charity over the course of the next 25 years.
Data shows that this transfer of wealth is already underway. Trillions of dollars are transitioning to heirs at an
accelerating rate over the next few decades. Events that influence the transfer of wealth happen every day:
older clients die and many accelerate wealth transfer via gifts to charity or their heirs.
The youngest of the Baby Boomers continue to bequeath their savings to their heirs in the Millennial age range
(born 1981-1995). But wealth managers would do well to focus on members of Generation X (born 1965-1980),
also known as the “Neglected Generation.”
Some firms continue to focus on investors in their 50s and 60s. These investors are in their prime
accumulation years and use financial planning services (often generating additional fees) that address
specific needs such as estate planning and wealth preservation. Although older investors represent the more
immediate opportunity in terms of assets, Cerulli Associates continues to stress that wealth managers should
not lose sight of the importance of younger investors.
Where and how these next-generation investors choose to manage their assets will determine future market
leaders. Not only are younger prospects accumulating their own assets; they also stand to benefit from the
inevitable wave of wealth transfers among today’s older generations.
Studies indicate that the oldest members of Generation X are already leaving the bulk of their savings to their
Generation Z and Generation Alpha heirs and will possess, by 2025, the largest share of wealth in America.
According to Cerulli, the collective investable asset base of Generation X ($7.6 trillion) is more than four times
larger than that of Millennials ($1.8 trillion).7

6

U.S. High-Net-Worth and Ultra-High-Net-Worth Markets 2018: Shifting Demographics of Private Wealth, Cerulli Associates
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Cerulli White Paper, “The Neglected Generation,” March 2019.
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Distribution of Households and Average Investable Assets by Generation, 2017E
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Sources: Federal Reserve, U.S. Census Bureau, Cerulli Associates
Analyst Note: Cerulli’s investor sizing is derived from the Federal Reserve’s Survey of Consumer Finances (SCF), a tri-annual survey. The
Federal Reserve releases the Survey of Consumer Finances data two years after survey data collection, meaning 2016 data was released
in 2018. To make estimates for the current year, Cerulli projects assets by applying the growth or decline of values for each individual
asset and debt category for each household within the survey. In addition, Cerulli adjusts the number of households to reflect the growth
of the U.S. population and new household creation.

The 13 percent who remain with the family’s longtime advisor do so because of tactics and strategies utilized
by dedicated wealth managers or family offices of UHNW clients. The long-held perspective of many family
offices is that the family unit is itself a business. It is to be curated and cared for not simply to transfer wealth
but to burnish a clan’s legacy and reputation.

Putting Wealth in Motion…and into Perspective
The transfer of wealth, which is always happening, is by its very nature unpredictable. Events like death,
disability, divorce, etc. may cause the transfer of wealth, but the timing of these events is often uncertain. The
best wealth managers work closely with their clients to craft plans to address their future needs as early as
possible, opening the door to developing strong relationships with their children.
The American family is changing in many ways: Cohabitation is on the rise, more adults are delaying or forgoing
marriage, a growing share of children are living with an unmarried parent, and 15% of the approximately one
million same-sex couples are raising at least one child. Still, six in ten Americans are either married or living
with a partner, largely unchanged from 1995.8
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 he landscape of marriage and cohabitation in the U.S., Pew Research Center, November 2019; 2019 American Community Survey, U.S.
T
Census Bureau, 2019

Women are the new face of wealth. Today, women control a third of total US household financial assets—
more than $10 trillion. Compared with five years ago, 30 percent more married women are making financial
and investment decisions, according to recent McKinsey research on affluent consumers. And more women
than ever are the family breadwinners, spurring growth in their investable assets.9
Two-thirds of Baby Boomer assets are currently held by joint households (where a female is present but not
actively involved in financial decisions). As men pass, many will cede control of these assets to their female
spouses, who tend to be both younger and longer lived.10 Lateral transfers continue to constitute the lion’s
share of inheritances. Wealth managers who develop relationships with spouses and significant others have
the opportunity to engage the initial beneficiaries of a family's legacy long before a potential transition event.
According to Pershing’s Swain, Americans typically don't receive a formal education on managing wealth,
which is why, she says, advisors should consider stepping into those roles as teachers and mentors. When
Swain was an advisor, she decided to cultivate a brand that would include connecting with a demographic
that has come to be known as the “mass affluent” or the “millionaire next door.” She attended PTA meetings
at local schools. She spoke to Girl Scouts and students at a nearby college on wealth fundamentals. She set
an expectation that the next time the Scouts or students spoke with their parents, they would inquire about
whether they worked with an advisor, opening the door for Swain.
Many advisors eschew the prospect of putting themselves into an educational role. “One of my colleagues
would never participate in PTA meetings,” says Swain. “She would rather go to a wine tasting or an
equestrian event—that was just her style and her passion. I was the one who would go to the local library
and put on a seminar.” The opportunity for advisors to create a unique brand as financial educators or
specialists in financial literacy demonstrates commitment to working with clients of all generations.

“Americans typically don't receive formal education on managing wealth, which is
why advisors should consider stepping into those roles as teachers and mentors.”
—Katie Swain, BNY Mellon’s Pershing

Legacy planning presents an opportunity for advisors to align themselves with their client’s philanthropic
goals. Beyond future plans for giving, these discussions with their primary clients as well as their children can
open the door to different conversations about values and goals among the family as a whole. The advisor, as
a catalyst for important family conversations, has never been more relevant.

9

2019 Women in the Workplace Survey, McKinsey & Co.
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2019 Women in the Workplace Survey, McKinsey & Co.
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Growth of the High-Net-Worth Market
More than a decade after the 2008-2009 Global Economic Crisis took its toll on the capital markets, the
world—and the United States in particular11—has enjoyed not only a rapid rebound from the recession that
followed the crisis but one of the longest and most robust periods of economic expansion in history.12 The
economic turmoil associated with the COVID-19 pandemic has temporarily impacted the growth of this
segment of the market. However, the size of the HNW market and the anticipated short- to mid-term recovery
period in the financial markets support the long-term growth and importance of this segment.
While the 2020 market disruption has resulted in a decrease to their net worth, the overall size of the HNW
population due to the robust period of expansion from 2009-2019 is significant. The CapGemini World Wealth
Report reveals that as of 2017, the United States had the most HNW individuals in the world, at more than
5.28 million, and recording 10 percent growth in its HNW population from 2016. Moreover, a recent study
found there were 11.8 million households in the United States with a net worth of more than $1 million,
making up 3 percent of the country’s population.13
Residents of the United States and Canada possess nearly half of the entire world’s personal wealth. As of
2017, they held $86.1 trillion or $312,000 per capita. These residents make up an even greater global share of
individuals with a net worth more than $5 million.14

Opportunities Within This Segment
Such extraordinary wealth creation is fundamentally changing the wealth management industry. Whereas in
decades past, when advisors largely concentrated on older clients with a lifetime’s worth of savings, the
opportunities for growth today lie squarely among younger generations of individuals and their extended
family units.
There has never been a more important time for advisors to rethink how they’re connecting with longstanding
clients. Assessing those relationships provides an opportunity to get the entire family involved in wealth
discussions and retain clients; namely, those who stand to inherit the savings of current clients and will likely,
as recent trends suggest, seek out a new advisor after the transfer of wealth takes place.

Having Their Say
Another critical reason to start involvement early is to uncover foundational values or principles that the first
generation of the family would like to pass on as part of its legacy, and if there are steps being taken to ensure
those will be carried over to the later generations. Couples and families sometimes don’t address the big
issues and failure to do so can lead to larger problems down the road. “We are careful to listen closely to what
our clients are and aren’t saying,” Managing Director of BNY Mellon, Katia Friend, says.
“We confirm with both partners, if a couple, so that goals are aligned. One partner might have strong views
about the children carrying on the family business, while the other is passionate about the children being
involved in philanthropy. Understanding their motivations is critical,” says Friend. “Each person in a
relationship should be allowed time to speak at a meeting, and walk through his or her thoughts and values.
It’s what is often unspoken that creates tension later.”

8

11

Egan, Matt, “The U.S. Economy Just Hit a Milestone,” CNN Business, May 1, 2018.
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Oxford Economics, “Four Reasons Why 2018 Will Be the Economy’s Best Post-Crisis Year,” Dec. 7, 2017.
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Spectrum Market Insights Report, 2018.
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The Boston Consulting Group, “Seizing the Analytics Advantage: Global Wealth 2018.”

“We confirm with both partners, if a couple, so that goals are aligned. One partner
might have strong views about the children carrying on the family business, while
the other is passionate about the children being involved in philanthropy.”
—Katia Friend, BNY Mellon

The Chief Wealth Officer of Telemus Financial Life Management, Andrew Bass, focuses on his clients’ heirs as
well. “If you’re doing your job correctly, you’re helping understand what [the younger heirs] need. You assess
what future generations are doing,” he says.
The CEO of Baldwin Brothers, John Mannix, says that he prefers a conversation over some sort of
automated process or checklist. “It’s as simple as talking about it,” he says. “Our team is well trained to
ask those questions.”

Understanding Family Dynamics
By focusing on the intricate, ongoing dynamics of all members of a client’s family—not just the single client—
these advisors have created actionable roadmaps for their firms and the families they serve.
Many of these secrets come from the UHNW world of family offices. Their ability to look at the whole family
and offer bespoke advice to young and old alike has become the gold standard of advisory best practices.
These successful firms know that teamwork, a holistic approach to meeting a family’s complex needs, and
a recognition that wealth is always in motion serve as a template for advisors intent on building a robust
multi-generational practice.

Economics of a Family Household
Wealth managers can model the future value of working not only with their primary account holders, but
with those clients’ multigenerational families. Whether their clients are couples or single heads of
households, estimating the current and future value of working with them, their children and potentially,
their grandchildren, allows advisors insights into the value of establishing relationships early.
For example, a wealth manager could value their practice based on working with a 67-year-old primary
account owner. If the wealth manager serves 100 families with an average fee of $5,000 per year, and
supposing mortality rates remain the same, by focusing on the primary account holder, a wealth manager’s
cash flow at the current rate for five years would be $2,500,000 and then drop rapidly. That’s because in just
five years the wealth manager’s best client is statistically at risk of becoming incapacitated or dying. So that
client’s economic value to the firm is $25,000.
Connecting with that client’s partner or spouse and retaining them as a client changes the equation.
Encouraging the primary client, with the support of their partner or spouse, may get the children involved with
family meetings. That’s an opportunity to set up accounts with the children—the younger they are, the more
time to develop relationships with them and realize more value. The wealth manager can now project the
economic value of the family over 10 years ($25,000 over the first five years and $30,000 over the next five years).
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The parents will typically spend down their assets and, as a result, pay lower fees. Consider a family with two
children; over 20 years the economic value of that family is $100,000. The same family has an economic value
of $350,000 over the course of 30 years.
If the wealth manager engages 100 families over the next 30 years, the economic value of the business
is $35,000,000.
Economic Value of a Married Couple With Two Children15
$400,000
$350,000
$300,000

Primary
Breadwinner

$250,000
$200,000

Spouse

$150,000
$100,000

Children

$50,000
0

Family

5 Yrs

10 Yrs

20 Yrs

30 Yrs

Total Economic Value of Relationship:
Fee Income:

2 Children:

• $5,000 p/y Primary Breadwinner

• $1,500 p/y 2 Children

• $3,000 p/y Spouse

• $3,000 Each Young Adults
• $5,000 Each Mature Adults

Primary Breadwinner Only
5 Years = $25,000
Family
30 Years = $350,000

Consider the economic value to your business of retaining not only your primary client, but that client’s
partner or spouse—if present—and projecting the value of working with each of their adult children and their
spouses. Using your firm’s metrics, calculate the future revenue streams.

Actionable Takeaways
Assess the opportunity in your business:
• Identify clients you wish to incorporate into your new “full family” relationship model.
• Analyze your business using Economics of the Family projections.

15

10

“Financial Advisors: Relevance Today and Tomorrow,” BNY Mellon’s Pershing and Cannon Financial Institute, 2018.

Section 2: Cultivate Relationships
Preventing the Loss of Assets…and Clients
Wealth managers need to keep the family’s assets under their custody. Many advisors need to “un-learn” the
perception of family wealth as a static target—that is, if the advisor misses the target, it’s gone forever.
Wealth is constantly in motion. As a wealth manager’s view of the family as an ever-evolving unit widens over
time, the more likely the firm will benefit from all of the subtle transfers of capital involved. Experts estimate
that 70 percent of wealth inherited by the second generation (G2) never makes it to the third (G3). Of that
smaller amount that is transferred to the third, 90 percent never makes it to a fourth generation (G4).16

G1

Bequeaths
100% of wealth.

G2

70% of families lose
their wealth.

G3

90% of families will
lose their wealth.

G4

These losses are avoidable. Although often attributed to the preferences and lack of financial stewardship of
inheritors, they may indicate that many in our industry misinterpreted key demographic trends and missed the
opportunity to educate their clients and their clients’ beneficiaries.
Today’s family structures have become more complex: blended families, same sex couples, single parent
families, remarriages, and cohabitating couples. Women and younger wealth creators represent an increasing—
and increasingly important—client base. The attitudes, behaviors and preferences of today’s clients have
changed significantly from those of the generations that shaped traditional estate planning models.
Helping these clients navigate long-term and legacy planning aligned with their goals, values, religious and
cultural traditions requires attention and care. Helping these clients communicate within their family can
bridge the gaps and potentially ensure that their success is preserved across generations.

Progression of Wealth: From Baby Boomers to Future Generations
First, a family needs sufficient wealth to accomplish its goals. A Vice President at Summit Trail Advisors,
Caitlin Hagan, says that a consistent rediscovery process is as important as an initial discovery program in
getting to know a family’s financial goals. Doing so is crucial in order to prevent the loss of assets between
generations. One of her colleagues makes it his job to deal almost exclusively with first-generation clients
who typically are the ones who establish the family foundation or determine the focus of family philanthropy.

16

Kleinhandler, David, “Generational Wealth: Why Do 70% of Families Lose Their Wealth in the 2nd Generation?,” Nasdaq, Oct. 19, 2018.
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Her job, on the other hand, is to get the next generation of those families involved in financial affairs—
bringing in teenagers and conducting an “Investing 101” course. Summit Trail's advisors might establish a
small investment account that the young-adult heir can direct under the supervision of an educator to learn
about the wide range of fiscal responsibilities with which that next-generation client will one day be charged.
Hagan says that easing into conversations about the wealth that next-generation clients stand to inherit is
key. She uses informal conversations with children and grandchildren of clients to determine the level of
financial literacy that they possess. Hagan also consults with the clients themselves to gauge to what extent
they want their heirs to be involved with aspects of their inheritance.

Who Holds the Most Influence?
Ensuring that a surviving spouse feels well-served is one way to keep successive generations engaged with
an advisor. Before an advisor can tread into the waters of second-generation concerns he must first ensure
that he meets the needs of parent(s).
Many advisors serve traditional male-female couples. As women in the U.S. live longer than men, according to
data from the Organization for Economic Co-operation and Development (OECD), ensuring close relationships
with both clients is essential. Yet, many couples may not share financial decision-making. According to a
report from UBS Global Wealth Management, 58 percent of women leave major financial decisions to their
spouses. Also keep in mind that:

70%

59

70%

of married women will
experience widowhood.17

is the average age that a
wife becomes a widow.18

of bequests currently underway
will be inherited by women.19

Statistically, a HNW 80-year-old surviving spouse provides an advisor with limited fees because they have
entered their retirement distribution years.
If an advisor takes into account not only the next generation of, say, a mother and father, but also their two
children, the advisor doubles the number of years his firm may work with that family. Assuming annual
revenues based on fees derived from 1 percent of assets under management, the implications of retaining the
entire family are considerable.

12

17

United States Census Bureau, 2015.

18

Ibid.

19

Bankrate, January 2019.

Wealth Creators in Their Own Right
The major reason for retaining the second and third generations, apart from inheritance, is the potential for
these generations to create their own wealth. Telemus’ Bass says that not only do adult children have greater
earnings power, but the cost of retaining them is significantly less than prospecting for new clients who are
demographically older and richer but will not likely be alive as long.

Identifying the Alpha Child
The aim of every advisor is to develop a longstanding business relationship with a family patriarch or
matriarch—the so-called “alpha parent.” But how many advisors identify the “alpha child” of the next
generation? This is the child chosen by the parents to be executor of their will, authorized in the client’s
financial power of attorney, perhaps named as the health care agent and the one who is often the primary
representative of the next generation. Doing so is key to developing the kind of relationship that will prevent
heirs from seeking out other advisory relationships when they receive their inheritance.
In a conversation with one wealth manager, she shared a story about two brothers that each stood to receive
$20 million from their mother. In this case, the “alpha child” was the brother employed at a large Wall Street
firm, as it felt natural for the mother to incorporate him in ongoing wealth management meetings because of
his familiarity with the financial industry.
Part of developing an effective governance plan is forming open channels of communication with all of the
family members that are directly affected or involved, in addition to identifying the “alpha child.” Following
the death of their mother, the wealth manager contacted the brothers to begin the process of identifying what
the brother, who was not employed in the financial industry was aware of from a wealth management
standpoint. “Some of the questions that came to mind were: Did he know how much he and his brother were
inheriting? This son wasn’t as involved in previous wealth management meetings with his mother, so he had
many questions about his new financial situation for our team,” she says.

Develop open channels of communication with all of the family members, in
addition to identifying the “alpha child.”
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The Critical Role of the Alpha Child
You really want to meet the alpha child: the one named in the power of attorney and health care directive.
If an advisor can’t meet with that person in the course of the client relationship, she should ask her client
to set up a three-way call or meeting so she can introduce herself.
Explain to clients that when the time comes for those alpha children to have the worst day of their lives
(Dad died, Mom had a stroke), the advisor can help. After all, she has all the paperwork and can smooth
out the decision-making.
That’s why it’s vital to have a power of attorney for health and for finances, their will, the health care
directive, even updated medication lists, guardianship papers, updated beneficiary information for
insurance, retirement plans, and estate plans. Assure clients that the firm has no interest in disclosing
information about their finances or estate to their children unless they wish. The advisor just wants to
have a relationship with that child as part of the family’s circle of trust. When the advisor meets that
adult child, she’ll be fulfilling that promise—as well as making sure that the child becomes a client.

Get Involved Early and Often
Setting a plan in place early on and revisiting it is a very effective strategy when it comes to family
governance. It keeps communication open between family members and allows for enough time to execute
complex financial strategies to ensure that the family is passing on its legacy in a coordinated and efficient
way. Because only one son was involved in financial planning with the matriarch, the other brother needed to
absorb a lot of information and put a plan in place. In this case, the wealth manager and her team developed a
frequent dialogue with each of the brothers to understand their objectives and long-term goals and to provide
the necessary financial education prior to implementing an investment plan.
The brother who had been uninvolved had no heirs of his own, and it was unlikely that he and his wife would
outlive the $20 million inheritance—important pieces of information in developing a wealth plan that would
work for him. Regardless of whether someone stands to receive $1 million or $20 million, it is crucial to be
involved in wealth transfer planning early and often so that you are positioned to best help the family when
the money passes to the next generation, thus retaining the assets.

Demonstrate Your Commitment with Events and Activities
Planning a calendar of events for the next generation around their life events and interests can demonstrate
commitment and foster community. Consult your clients for areas of interest to find commonalities among your
client base. The key for many wealth managers is consideration of the age groups they wish to target. Financial
education is core to the offering, yet hosting an event for a special family, or gathering a group of teens or
young adults for activities they’ll enjoy is essential. For young adults of all genders, consider community
service events, film festivals, graduation or back-to-school events. Ensure your offering authentically reflects
your firm’s interest as well. The Top 10 Lists that follow are applicable across genders and offer best practices
for a range of age groups.

14

Top 10 Ways to Connect With Younger Clients

1

Get With the Program

2

It’s Five O’Clock Somewhere

3

The Coffee Talk

4

The 19th Hole

5

No Styrofoam Packaging Allowed

Chances are most advisors use Microsoft Word.
Learn how to create and exchange documents
with clients’ younger children and
grandchildren on Google Docs.

Host virtual Happy Hours with next-generation
clients from numerous client families in order
to form a next-gen network. Position your
business as a central hub for networking
among young professionals.

Host informal sessions on Sunday mornings for
younger clients and prospects after workouts,
runs or errands. Select a topic such as paying
down student debt, taking advantage of a
401(k), saving for a first home or condo, etc.,
that relates to their age and stage in life.

Never underestimate the power of a charity
golf tournament to bring together all ages of a
client’s family.

Create an event to benefit a local park or
preserve by inviting like-minded clients and
prospects to hear from a conservationist or
head of the park services in your area to
address sustainability and ecological issues.

6

Night at the Museum

7

Pomp and Circumstance

8

Reel Progress

9

Community Action

10

Arrange a private virtual tour of an art
exhibition at a museum or gallery—with wine
and cheese afterwards.

Host a virtual celebration for all your clients’
recent graduates. Ship gift bags with your
branded docking stations, portable phone
chargers and articles of interest to younger
generations.

Grandparents are eager to entertain visiting
adult children and grandchildren. Invite
grandparents to a special Movie Event using
NetFlix Party or another platform, and
moderate a lively group chat to keep children
of any age engaged.

Create family events around community service
related to your clients’ interests. Organize
online or offline activities that a whole family
can participate in—whether for groups of
clients or for a special client and his family.

Beyond the Coffee Talk
Create financial literacy seminars for groups
of your clients’ children and grandchildren.
Nearly 80 percent of parents say they want to
be financial role models for their children, yet
42 percent have not discussed basic financial
skills. Make this part of your brand by adopting
a school or organizing virtual learning events.
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Targeted Client Communications
Connecting with potential next-generation clients should incorporate informal communications as part of
their overall strategy. The Senior Financial Life Management Advisor and Partner at Telemus, Lyle Wolberg,
recently started sending Monday emails to all of the company’s contacts, customizing the messages by
segments so as to create virtual communities.
In addition to weekly market commentaries and a summary of product offerings, the Telemus email blast
typically includes articles about wine, fine dining and exotic travel. “We’re creating communities that are
not just classified by assets,” Wolberg says. “Targeting our communications to, say, single women,
entrepreneurs or Millennials allows us to keep them engaged with the firm and lets us learn more about their
needs and concerns.”

Keep Money Out of the Conversation
The best conversations often occur at a personal meeting outside the office. When restaurant dining was still a
norm, Hagan and her colleagues at Summit Trail Advisors arranged for a progressive dinner through some of
Chicago’s hottest restaurants to get to know one client’s daughter, a self-described “foodie.” The dinner table
conversations were not about money, investing or inheritance. The focus was all about having a fun night on the
town. The result was that the two women developed a level of trust so that the next time they met, at her
office, Hagan could bring up the topic of her inheritance and, more specifically, what the matriarch wanted to
see her daughter do with the money.
“Heirs generally have an idea that there is some amount of wealth, but often the number is larger than they
imagined. It can become overwhelming and sometimes even embarrassing for heirs to talk about,” says
Hagan. Then again, when clients are concerned that younger generations will learn about their inheritance,
Hagan has been known to point out the heirs already know it is there. “If the family is accustomed to a
certain lifestyle, chances are the heirs know more than you think and won’t be so overwhelmed to learn
about their wealth.”
The chairman and CEO of Silvercrest Asset Management Group LLC, Richard Hough III, says: “The most
successful pitch is where we don’t open a book. We talk about why [prospective clients] came in, who they
are, and let them talk. The most important content in that meeting is what we don’t say.”

“We’re creating communities that are not just classified by assets. Targeting
our communication to, say, single women, entrepreneurs or Millennials allows
us to keep them engaged with the firm and lets us learn more about their
needs and concerns.”
—Lyle Wolberg, Telemus Financial Life Management
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Top 10 Ways to Connect With Adult Children

1

2
3

Adult Daughters Come Home for
Mother’s Day
An advisor we know has hosted a Mother’s Day
luncheon at a hotel each year on the Saturday
before Mother’s Day. She made it a don’t-miss
event by asking each daughter to stand and tell
her table the most valuable life lesson she
learned from her mom. Translate this idea to a
virtual event for mothers and daughters to
demonstrate your commitment to families.

6

Videography

7

Back to School

8

Family Values

9

STEM in Academia

Host an online going-away party for prep
school or college students. Send a gift bag with
the firm’s branding: docking stations, portable
phone chargers, etc.

Current Events
If your clients’ interests are aligned, offer a
parent-adult child event with a guest speaker
from a local chapter of NOW, the Junior
Chamber of Commerce, etc.

Discussions about investments and estate
plans are important with all adult children. By
facilitating conversations about their values
(saving, budgeting, planning for the future,
etc.) the advisor becomes a trusted educator
with a specialty in each generation's issues.

Aging With Dignity
Host a seminar for parents and their adult
children. Moderate a panel that includes a
Geriatric RN from the local retirement home,
the head of the Memory Unit at another care
facility, and a local mortician to address the
economics of dying and burial.

4

Historical Events

5

New Parents on Call

Again, if your clients’ interests are aligned,
offer a parent-child event with a guest speaker
from the local historical society or the cultural
preservation society.

Create a local guide for new parents. Include
resources for maternal and child health
education, a parenting center, pediatric ERs
and RNs, trusted nannies, good day care,
support groups, etc.

A service you can provide parents and their
adult children is the opportunity to create a
video legacy. What a treasured gift to younger
generations who will appreciate the strong
personal relationship you have with their
parents.
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Host a Zoom or WebEx workshop for younger
sons and daughters on the importance of
Science, Technology, Engineering &
Mathematics (STEM). Invite a local educator to
share resources and illustrate the educational
and career opportunities in these areas.

It’s Five O’Clock Somewhere, Part Two
Invite parents and their adult children
to a monthly virtual cocktail party. Let all the
younger family members see the firm’s
commitment to hiring next-generation talent—
both male and female—as part of its
commitment to engaging the entire family.
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The Importance of Family Meetings
Family meetings give families an opportunity to prepare and plan for unforeseeable events related to their
wealth and well-being. The importance of families coming together on a periodic basis to discuss their values,
goals and perspectives cannot be underestimated. Simply put: family meetings bring families closer together.
Wealth managers and families alike will benefit from these interactions.
By introducing clients to the benefits of family meetings—and offering conversation-starters and resources—
wealth managers are seen as a trusted family advisor, one who genuinely cares about the future well-being of
the entire family: spouses, children and grandchildren. Advisors who look beyond the money when advising
clients are more likely to retain the heirs (and their assets) in their practice after the wealth transfers.
The progression of technology coupled with the client’s willingness to embrace new ways of communicating
virtually has made family meetings less cumbersome to coordinate and conduct. Virtual platforms are
becoming the norm for meeting with families. More importantly, virtual platforms offer convenience and
flexibility which is paramount when families are located in multiple locations. Similar to an in-person
meeting, every family member, no matter how young or old, could receive a detailed agenda well in advance
of the meeting.
Summit Trail Advisors’ Hagan says that her clients are usually very willing to start conversations about
wealth with their families. “They want to discuss how much they should leave to the next generation—what
amount is enough but not too much,” she says. “They want to talk about strategies they can use to help their
heirs to become good stewards and how to determine the appropriate time and age to engage them.”

Every family member, no matter how young or old, could receive a detailed
agenda well in advance of the meeting.
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Hagan describes most of her clients as “wealth generators.” Even though they’ve spent decades building
businesses and investing for the future, figuring out how best to bring up the topic of wealth with their heirs
can be a challenge to them. “Philanthropy is a great way to get kids involved,” she says. “We suggest
establishing a family foundation as one way to engage in a discussion about shared values and goals. Drive
conversations about wealth to get the next generation involved—talk about ways in which they are really
interested in making an impact through philanthropic efforts.”

“Clients want to talk about strategies they can use to help their
heirs to become good stewards and how to determine the
appropriate time and age to engage them.”
—Caitlin Hagan, Summit Trail Advisors

Actionable Takeaways
• Identify the alpha child for each client in your new family relationship business.
• Select activities, events and financial education to integrate into your business.

Section 3: The Family Practice
Becoming the Destination for Families
Differences do exist between the generations. But the firms that serve them are different as well. What the
most successful wealth management firms have in common is a focus that centers on full financial planning.
Many advisors began their careers serving traditional clients in more limited and traditional roles themselves.
Taking the right positions in a stock portfolio was far more immediate a concern than offering a client a
comprehensive basket of estate and wealth planning tools, which are now common among many advisory
businesses.
The family office was the template on which many extraordinary advisory businesses were based. What makes
the family office a studied and imitated entity isn’t the level of wealth of the family that creates it. The
structure and discipline of a well-developed family office includes allocating tasks to internal specialists and
leveraging a team approach. Always in close orbit around the office itself is the tax attorney, the accountant,
the estate planning attorney and even behavioral finance specialists and counselors.
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Ideally the firm is at the center of that broad collection of specialists, according to John Mannix of Baldwin
Brothers. A family might have a 20-year relationship with an estate attorney and the same accountant for
decades, he says. “We like being the quarterback and the driver. We’ve seen that we work best when we’re in
the center,” Mannix says.

Managing Wealth vs. Managing a Business
President of Keebeck Wealth Management, Joe Polakoff, conducts what he calls a “Who-Knows-What”
conversation with parents and their children. Such conversations are particularly effective, he says, when the
parents own a business, and then decide to sell it rather than have the next generation inherit it. He often
prepares clients for monetization events that will utterly transform their lives. That’s when having a clear
understanding of generational needs and concerns is most crucial.
Consider the scenario: A patriarch establishes a tool and die shop and runs it for nearly a half-century,
growing it into a successful regional manufacturing business. His children have essentially grown up there.
They’ve spent every summer since their teenage years apprenticing with the employees on the factory floor
as well as with bookkeepers and salesmen in the back office. The company has provided the family with
substantial revenues that allowed all members of the second generation to go to college, for the family to
travel to exotic vacation spots, and maintain an active presence in their community. They’ve sponsored a
little league team in their suburban town for decades.
But then a major corporation buys that tool and die shop. The family that has been living comfortably on say,
$400,000 a year, now receives $65 million from the sale of the shop. “The mindset we maintain is that CEOs of
their businesses become CEOs of their capital,” says Polakoff. “Structuring great wealth and dealing with the
complexities of family dynamics are not unlike running the family business.”

“Preservation of wealth—not creating it, which they’ve already worked
hard to do—is the priority for so many of our clients.”
—Joe Polakoff, Keebeck Wealth Management
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The Wealth Ecosystem
Solutions for the Entire Wealth Journey
HNW investors—and families—are a significant and growing audience. They are seeking new ways to
grow, protect, leverage and transfer their wealth.
Having the solutions and infrastructure to accommodate this audience properly is essential to success.
Thoughtful advisors will ensure they can offer wealth solutions designed to meet clients’ needs at every
stage of life.20
Growing Wealth

FAMILIES
Transferring Wealth

INDIVIDUALS

Protecting Wealth

BUSINESS
OWNERS

Leveraging Wealth

To Create or To Preserve?
Still, there is a lot of heavy lifting when a family that has long suspected it would enjoy the windfall from the
sale of the business finally faces the decisions at hand. Because the family has decided to sell, the first
generation is sending advisors a valuable clue: Building a business that lasts forever was never their intention.
But the hard work that it took to build the business should provide future generations with a certain
lifestyle—one for which firms like Keebeck are keen to plan and preserve. “Preservation of wealth—not
creating it, which they’ve already worked hard to do—is the priority for so many of our clients,” says Polakoff.
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“The Wealth Ecosystem,” BNY Mellon’s Pershing.
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The firm’s primary mission is to look at wealth from the perspective of a hardworking and innovative
entrepreneur who decides to liquidate the business and transform the lives of his children. Granted, not all
businesses fetch $65 million and instantly rocket the families that owns them to UHNW status overnight. The
way Keebeck caters to the entire family illustrates how advisors are thinking ahead and are well-prepared to
retain the heirs as clients.
This focus gives Polakoff’s fellow advisors a special relationship with clients because the mission of the
advisory firm and the people it serves are intertwined. In this case, a firm doesn’t need to find ways of
establishing relationships with successive generations because the heirs have been preparing for the
monetization of the business to occur their entire lives. They’re ready to discuss whatever their family’s
advisors put on the agenda.

Is Your Business Prepared To Address These HNW Family Needs?
 Ensure the Art Collection Isn’t Sold Off: In one survey, 48 percent of HNW clients said they wanted to
talk about estate planning more often with their wealth managers.21
 It’s a Family Affair: From 1989-90 to 2019-20, average tuition and fees tripled at public four-year and
more than doubled at public two-year and private nonprofit four-year institutions, after adjusting for
inflation.22 Providing for children with special needs and meeting lifestyle and cash flow
requirements are also growing concerns.
 Who Gets the Month of August? Keeping the vacation house intact as the family grows with each
generation.23
 You Can Take It With You: The average private room in a nursing home can cost upwards of
$8,400 a month.24
 A Life Well Lived: Proper coverage via health insurance, life insurance, LTC insurance.
 Insuring Success: Business owners have numerous insurance needs.
 Who Owns What: Be sure to have asset titling and beneficiary updates in place.
 Leaving a Legacy: Options include: family love letter, financial literacy for the next generations,
estate planning, charitable giving plans.
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U.S. Trust Insights On Wealth and Worth, 2018.
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Trends in College Pricing, College Board 2019.
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 or a definitive study on the inheritance of summer homes and associated family dynamics, read the sociologist Judith Huggins Balfe’s
F
Passing It On: The Inheritance and Use of Summer Houses, Professional Press, August 15, 1999.
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Genworth Cost of Care Survey 2018.

Preparing for Multiple Roles
Differences will inevitably exist between what a parent wants their heirs to do with their inheritance and the
long-term goals of younger generations. Trusts, of course, have remained popular instruments for that simple
fact: Members of the older generation rest well knowing that after they die, they can still to a certain extent
control what happens with their money.
The existence of a strictly-outlined trust, however, need not scare away younger generations from the
parents’ advisor because they perceive that firm to have been instrumental in limiting what they can do with
their inheritance. Depending on the family, and how well the advisor gets to know the next generation, trusts
shouldn’t cause advisors to lose the confidence of the beneficiaries.
Instead, those advisors who reposition themselves as a combination of coach, confidant and steward are
more likely to establish a sense of financial continuity with the entire family. Part of that stewardship role
may be to talk with heirs about why the parent thinks that the creation of a trust was deemed necessary in the
first place.
As a coach, the advisor who is knowledgeable about the next generation’s needs and preferences might
encourage a parent (and the estate attorney) to consider other, less restrictive options for beneficiaries. As a
confidant, an advisor who understands the unique concerns of a surviving spouse may support other options
that address those concerns, perhaps related to legacy planning or charitable giving. That’s why it’s so
important to have the widest selection of products and services available so that firms can construct service
models that align with every generation.

Constructing Your “Orbit of Expertise”
Part of what goes into a robust offering of products and services is the knowledge among an advisor’s team
that they often can’t do it all. Just as it pays to have a trusted circle of partners like attorneys, accountants
and even health professionals (Pershing’s Swain used to meet with such a group on a regular basis when she
was an advisor), so does the presence of junior advisors within the firm. Any firm can bring interns aboard to
help out around the office. Future-minded advisors strategically build a team across needed specialties and
demographics with an eye to the future. Today’s intern may be tomorrow’s senior advisor or portfolio manager.
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The Multigenerational Family Practice
Who on your team—or in your orbit of expertise—offers the following products and services?

Services

My Team

My Orbit of Expertise

Accounting/Tax Planning
Cash-flow Analysis
College Savings/Planning
Divorce Financial Analysis
Estate Planning
Executive Stock Option Advice
Financial Planning
Insurance
Investment Management—Traditional and Alternative
Legal Advice
Lending/Financing
Philanthropic/Charitable Giving Advice
Property Management
Real Estate Analysis
Retirement Planning
Trust Services

Retain Heirs With Advisors Their Own Age
There is a high correlation between those advisors who retain younger-generation clients after they receive
their inheritance and those who have implemented a comprehensive career path for junior advisors. The
business tends to retain the junior advisors as well.
“When our firm was founded, all four of our advisors were close to the same age and tended to pair off in
client relationships in teams of two,” the President of Coastal Bridge Advisors, Jeffrey M. Fuhrman, says.
“There is now a need to include next-generation advisors in the relationship. We’re now getting closer to my
dream becoming a reality—a 60-year-old advisor plus a 30-something co-advisor meeting with the client.”
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At Silvercrest, every client is assigned a primary advisor and a junior advisor so that there is always more than
one person with long-term familiarity with the client and family. There’s no better way to demonstrate an
advisor’s commitment to the entire family than always having a younger (or junior) advisor present so that
there is a clear succession plan in place for both the client and advisory firm. There also is no better way to
serve a family across generations than to attract and retain the best younger advisors who will eventually step
into lead roles themselves—often with the younger generations as clients.
Silvercrest Academy, run by younger members of the firm, creates and offers a series of ongoing workshops
aimed at all employees, according to CEO Hough. “A lot of businesses are not lifestyle-oriented. They know
they should succession-plan, hire junior people, but they’re not being fully developed and attracting the next
generation. Preparing your firm for the future has to be real and purposeful,” he says.

“There is now a need to include next-generation advisors in the relationship. We’re
now getting closer to my dream becoming a reality—a 60-year-old advisor plus a
30-something co-advisor meeting with the client.”
—Jeffrey M. Fuhrman, Coastal Bridge Advisors

Actionable Takeaways
• Complete the checklists in this section titled “Is Your Business Prepared to
Address These HNW Family Needs?” and “The Multigenerational Family Practice.”
• Construct your “Orbit of Expertise” Resource List.
• Determine team roles for multigenerational client coverage (and potential
succession).

Section 4: Taking Action
How To Gain Visibility, Generation After Generation
An advisory business is well on its way to retaining all members of a family when it develops robust, lasting
professional relationships with them. It has forged alliances with the best tax attorneys, estate planners,
health care experts, arts and antiques appraisers and accountants.
The firm has hired the best junior advisors with the intention that they will run the business someday. That’s
why junior advisors are encouraged to get to know not only all of the clients, but are also tasked with
becoming the go-to representatives of the firm when the clients’ next generation has questions or makes
requests. No detail, it seems, has been left to chance.
A number of advisory firms have come up with new ways of communicating with clients of all ages, including
videoconferencing and virtual meetings. Ensure these elements and capabilities are aligned with your
business and authentically reflect your brand.
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The ubiquity of emails has allowed many firms to forgo the value of writing notes to clients on letterhead
stamped with the firm’s logo. The popularity of social media has made it easy to connect with thousands of
“virtual friends” and “followers.” Cultivating lasting relationships with clients and their scions is more
important than ever before—leveraging communications options that authentically represent the firm’s brand
and resonate with younger clients.

Looking the Part
Before the current working-from-home norm, many best practitioners preferred meeting clients and their
families in their firm’s offices, which reflect their brand identity. Those offices might be designed with
modernist furniture, minimalist décor and chrome-and-glass accoutrements. On the other hand, they might
sport Chesterfield sofas, mahogany paneling and antique Persian rugs.
Even the youngest heirs of the latest generation can recognize an advisory business that is dedicated to an
entire family’s well-being. And that recognition begins by visiting the firm’s offices and seeing how the
employees, from the receptionist to the senior advisors, comport themselves.
When it comes to retaining a family, a wealth manager should be mindful that the most lasting impressions
it gives are not associated with income statements and balance sheets but with a familiarity with the
environment that its clients inhabit and influence. The right branding should make it clear to clients and
younger generations that the firm is focused on the importance of family continuity.

That Which Goes Unspoken…But Shouldn’t
If the right brand is what makes for a superb first impression of the firm, the family gathering is what makes
for a lasting relationship. That’s why it’s important never to start by discussing the family’s assets, the estate
plan, the will, or the future wealth transfer. The gathering should begin with discussions of common goals
and, if possible one-on-one conversations with certain family members so that an advisor can sense if there
are rival factions or long-simmering conflicts.
Numerous wealth managers agree, the best questions to ask are the ones that families shy away from. Common
questions posed to the first generation of the family are:

What awareness do your
children have regarding your
wealth and the long-term plan
around that wealth?

26

Let’s assume your children
inherited everything today.
How would they respond to
the event?

How much is enough to ensure
the family legacy?

Clients appreciate having a framework by which they can start engaging the next generation in discussions
about planning for the future. “Raising the questions opens the door for our clients to begin sharing some
of their concerns,” says one wealth manager. “And in many situations, we find that the couple might not
always be aligned with each other as they may have assumed, with one partner expressing more concern
about the future.”
Another technique to an effective family gathering is to keep the agenda fairly short and on task. “We ask
them: What are the three most important things they want to accomplish in the coming year and in what order
of priority? We make sure that the priorities are reasonable and that we hold each other accountable to make
them happen,” she says.

Will Your Business Survive and Thrive?
Just as families’ levels of wealth and their missions evolve over time, so do those of advisory businesses.
Wealth managers with the most staying power continue to review and assess their business models. Among
the most important questions facing firms is if they will continue to thrive over the coming decades by serving
a single client demographic.
Given the ebbs and flows of the capital markets, that answer for many is a definitive no. HNW and UHNW
individuals control a greater percentage of the country’s wealth than at any time since the Gilded Age.25
Because family fortunes continue to grow exponentially with the preponderance of sound advice and a wide
selection of investment vehicles, advisors should ask if their firms are structured to address the evolving
financial goals of their clients.
As advisors review their service offerings and add enhancements, they would do well to focus on the needs of
successive generations. Financial advisors’ businesses tend to be heavily weighted toward clients who are
retired and taking distributions each year, so their income is negatively impacted. Without pipelines of
younger clients to work with, their businesses are at risk.
Consider the following example: If an advisor has $500,000 a year being distributed from her business
at an average advisory fee of 1 percent, she is losing $5,000 in revenue per year ($500,000 x 1 percent).
Additionally, for her business to get “younger,” she might have to look at her service and product offering
to attract those clients.

Embracing a Family Office Strategy
Make no mistake: The 13 percent of heirs that retain their parents’ advisors are not necessarily classified as
UHNW; they overwhelmingly have accumulated liquid, investable assets between $1 million and $5 million,
placing them squarely in the HNW category. When advisors approach even the most modest—relatively
speaking—of high-net-worth families (nearly 12 million American households overall), the holistic approach of
connecting with every family member is what ensures that the second and third generations remain engaged
with that firm.
Members of successive generations often are oblivious to the level of wealth they stand to inherit and may
lack knowledge of rudimentary personal finance concepts. But those characteristics place an advisor at an
advantage. Like the family office activities for UHNW investors, HNW advisors can successfully conduct client
team-building exercises like annual meetings in cherished vacation settings, as well as a full complement of
activities aimed at every age group.
In order to quell the potential changeover from one advisor to another after transfers of wealth occur, advisors
might consider embracing tactics used by family offices that focus on financial literacy and continuity.

25

 ucman, Gabriel, “Wealth Inequality in the United States Since 1913: Evidence from Capitalized Income Tax Data,” National
Z
Bureau of Economic Data, October, 2014.
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The Value of Family Continuity Plans
Successful wealth managers focus on understanding the family dynamics that impact their clients—and they
do so early in the relationship. They deploy their teams to develop trusted relationships with all generations of
a family. By not doing so, a wealth manager increases their risks of losing clients. The risk of losing clients is
amplified if the relationship is based solely on banking and investments without addressing other important
issues. These issues can be centered around protecting the family's wealth and understanding their family
dynamics and personal goals.
The “sandwich generation” is a generation of people who are caring for their aging parents while working
and supporting their own children. Helping this generation understand how to cope with their aging parents'
needs is crucial. Getting them organized is a good first step. For example, where exactly is the last will and
testament? Do they have access to digital assets including passwords on various internet sites that are
important to the family? At which banks are the safety deposit boxes, the keys to those boxes and the
combinations to the safes? Wealth managers indicate that it could take months to get their hands on
everything if they don’t know this information. It’s something they can start thinking about early, well
before they inherit their parents’ estate.
It is critical for the younger generation to be cognizant of all of the family’s assets, including digital, and fully
comprehend the financial impact of those assets. Having that conversation around preparedness early on will
help that second generation feel less overwhelmed, and also open the door to a deeper planning discussion
once the initial operational aspects have been set in place.

Creating a Generational Experience
Successful advisory businesses find that when they implement a systematic, intergenerational program, it
turns out that clients and their heirs have a lot more in common than anyone initially thought. The ties that
bind? Staying wealthy. “Ultimately, whether younger or older, that’s the objective,” says Telemus’ Wolberg.
“Which is why we know that it’s our job to manage risk; for most, staying wealthy is just as important as
accumulating more money.”
The distinction between maintaining relationships with older clients and younger heirs, according to Wolberg,
is the style used by a firm to communicate with them.
Communications: Don’t skimp on well-written thank you notes, birthday cards, and anniversary and family
milestone greetings. But having a digital communication platform is critical as well. Do what you can to
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encourage in-person meetings, but know that WebEx videoconferencing or a Skype call can get the job done.
“Our younger associates teach at a ‘Happy Hour 101’ for the next generation as a way to make the
environment more casual and comfortable for participants,” says Hagan, who describes Summit Trail as a
networked family office. “We also use that strategy with successful clients—many of whom are entrepreneurs
generating their wealth rapidly from liquidity events. These clients are often younger and not necessarily
knowledgeable about investing or wealth management—we tell them that we can help them get up to speed.”

“Our younger associates teach at a ‘Happy Hour 101’ for the next generation as a
way to make the environment more casual and comfortable for participants.”
—Caitlin Hagan, Summit Trail Advisors

The Annual Meeting: There’s no better place for engaging everyone than the family meeting. A well-run meeting
includes time with the family all together as well as dedicated time with each participant. Propose and gain
buy-in on clear objectives for the meeting from everyone attending. This way, everyone will feel heard and that
the time invested was worthwhile. Separate meetings might address opportunities that members of younger
generations have as wealth creators if there’s no inheritance left.
The Family Tree: Some advisors say the practice of creating a family tree doesn’t hold the appeal to younger
generations that it does for parents. If there’s a lack of interest, think outside the box: Consider the fintech
company Genivity. According to Telemus, the daughter of a client started the company, which offers a
health-meets-wealth planning tool that complements a financial advisor’s relationship and can inspire
insights and interest among generations, surely the reason for its use among many financial advisors.
Vision and Values: Some of the more controversial investing books in recent decades have focused on how to
profit from publicly traded companies that specialize in gambling, weapons, alcohol, and tobacco. Millennials
and Gen Zers are more focused on Environmental Social and Corporate Governance (ESG) investing. Make sure
that heirs have a chance to learn about ESG investing options, from ETFs to security selection, to align with
these values.
Social Media versus Newsletters: Stick with email and newsletters for communications to the entire family. Take

advantage of videoconferencing and virtual meeting platforms for clients of all ages. Leverage social media to
share broad messaging that relates to your firm’s capabilities and reflects your firm’s focus.
Offer Services Pro Bono to Establish Trust: Coastal Bridge Advisors’ Fuhrman and his colleagues go out of their

way to create a memorable experience for would-be clients and their families. For example, it’s not unheard
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of for the team to spend 100 man-hours with a prospect pro bono. The advisors will tell the prospective client
that, even after all that consultation and time spent getting to know each other, if the client feels better at
another firm, they wish him well. “About 95 percent of the time, though, they say: Let’s do this,” says
Fuhrman. “It’s not about us—it’s about the client. Let us learn about you. We will meet and continue to learn
more about the client over time. We want to be their trusted advisor. It’s not a quick process in any sense but
you can move up the ‘trust curve’ that way.”

Leverage social media to share broad messaging that relates
to your firm’s capabilities and reflects your firm’s focus.

Educate Whenever Possible
The keystone of any array of product and service offerings is education. The growth of a firm
is secure when advisors establish family relationships. Building credibility through the
knowledge that comes with education builds trust. It’s time to sit down—online or offline—
with existing clients and discuss their preferences and needs regarding wealth transfers.
Wealth managers can accomplish this goal in the same way that the follow-up calls after a
movie night or day sailing with third-generation heirs have been used to talk in a very subtle,
low-key manner about, say, an upcoming Q&A event in which they can ask advisors anything they want about
finance.
And it doesn’t have to be just talk. The prospect of telling third-generation heirs that their grandmother has
gifted each of them $15,000 is a way to teach them the basics of managing money. It’s a trial run—and the
third-generation heirs will connect with their grandmother’s advisor if he’s there to walk them through a
custom-designed financial literacy program.
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Sphere of Confidants
Joining the client’s sphere of confidants means being one of his respected professional
providers, including legal and accounting, and sometimes even medical. The best advisor is
the financial steward, right in the middle of the entire family’s decision-making team.
“Ultimately what we do as wealth managers is to be there when they’re looking for
someone to trust,” says Telemus’ Wolberg. “It’s about bringing in experts and being part of the solution that
solves their needs.”
Today, Americans have accumulated more wealth than any other group in history.26 As they continue to pass
this wealth on to younger generations, they’re looking for the right experts with the best solutions. When
advisors demonstrate to them that they understand not only their needs and concerns but those of their
entire family, and that their firms are designed to cater to successive generations, they will become part of
their inner circle of trust.

Advisors
Attorneys

CLIENT

Physicians
Accountants

Actionable Takeaways
• Commit to actions you will take to transform your business to a family
relationship model.
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Allianz Global Wealth Report 2019.
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Pershing
BNY Mellon’s Pershing and its affiliates provide a comprehensive network of global financial business solutions to advisors, broker-dealers, family
offices, hedge fund and ’40 Act fund managers, registered investment advisor firms and wealth managers. Many of the world’s most sophisticated
and successful financial services firms rely on Pershing for clearing and custody; investment, wealth and retirement solutions; technology and
enterprise data management; trading services; prime brokerage and business consulting. Pershing helps clients improve profitability and drive
growth, create capacity and efficiency, attract and retain talent, and manage risk and regulation. With a network of offices worldwide, Pershing
provides business-to-business solutions to clients representing approximately 7 million investor accounts globally. Pershing LLC (member FINRA,
NYSE, SIPC) is a BNY Mellon company.

Important Legal Information—Please read the disclaimer before proceeding.
• Please read these terms and conditions carefully. By continuing any further, you agree to be bound by the terms and conditions described below.
• This paper has been designed for informational purposes only. The services and information referenced are for investment professional use only and not intended for
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