
Connecting with the younger crowd 
For Gen X and Millennial clients to ‘catch on,’ financial advisers need to reform their ways

The oft-quoted definition
of insanity is “doing the
same thing over and
over again, and expect-
ing different results.”

Senior financial advisers who
continue to treat their younger clients
the same way that they have always
treated clients should take heed.

These advisers comment that
they hope their young clients eventu-
ally will “get it”or “catch on.”In truth,
it is the adviser who needs reform.

So what to do? 
When holding a meeting with a

next-generation client, advisers
should consider the advice offered
below and then consider their own
behavior. Getting out of old habits
and into new ones takes time and is
like breaking in a new pair of shoes:
uncomfortable at first, but it slowly
begins to feel better and better.

Additionally, bear in mind that
the financial crisis confirmed the
younger generation’s belief about
the financial services business,
about which they already had mis-
givings and suspicions.

So advisers are starting from a
negative position with the younger
generation. Getting things right, such
as how to run a meeting with them,
is the beginning of building value.

First, some assumptions to
build on:

• This next generation of clients
is about 45 or younger, making them
Generation X or Millennial.

• They have enough money, or
the potential to have enough money,
to make a meeting worth an
adviser’s while. Advisers aren’t
doing their mom or dad a favor by
holding such a meeting.

• This meeting isn’t a “let’s get
to know each other” meeting. This
is an “it’s time to do something”
meeting, and the adviser needs to
have spent time getting some pro-
posals and ideas together.

DEVELOP AN AGENDA
Advisers should develop a simple

numerated, typed agenda, present it
at the beginning of the meeting and
say, “I’ve thought through what I
think we should discuss today, and
here is my list. Let me give you a
tiny bit of detail on each of the items
here first, and then let’s add any-
thing that you want to discuss. I’m
guessing that we’ll spend about X
amount of time going over this.”

If the client wants to add anything
to the agenda, the adviser should sub-
ordinate some of his or her own items
and give the client’s questions priority.

Millennials appreciate agendas
and syllabi.They have been guided
this way for a long time by parents,
teachers, employers, etc.

As an adviser discusses each
agenda item, he or she should
emphasize “and this is what this
means to you” to ensure that the
client is clear about the significance
of each point. Many advisers assume
that their clients understand why a
bond fund is a logical addition to
their portfolio or what a midcap
market fund is and why it is impor-
tant. But that might not be the case.

Finish each bullet item with an
explanation of its importance to the
client personally.

As each bullet item is com-

pleted, check it off the list by mark-
ing through it or writing a check
beside it. Show completion.

The agenda is a simple plan, and
completing it provides credibility to a
generation that is already dubious of
advisers’capabilities and intentions.

On a separate list, track the
actions that the client should take.
Make the list as each item is dis-
cussed, and let the client know that
he or she will get this list at the end
of your appointment.

When giving the list to the client,

the adviser should write down his
or her cell number because of the
younger generation’s proclivity
toward texting. Encourage the client
to touch base with ques-
tions and as tasks are
completed.

On that list, the adviser
also should write down a
to-do list.The relationship
is a team effort, so showing forth-
coming work reflects that.

Copies should be made for both
the client and the adviser.

Advisers who introduce topics
that require significant decisions from
the client shouldn’t push for a deci-
sion to be made during that meeting.

Give the client the chance
to discuss these decisions
with family and friends.

Although advisers may
think their expertise alone
should carry the day,

younger clients will likely want input
from others.When following up with
the client, ask: “What do you think?”
and,“What did you learn?”

When the meeting is over, advisers
should go over each to-do list and
show that they have completed their
agenda. Advisers should finish on a
positive note and be clear on how and
when they will next be in touch.

Invite clients to involve others in
meetings if they ever wish to do so.
They may just show up next time
with their parents in tow, so be ready.

Cam Marston (cam@generational
insights.com) is president of Gen-
erational Insights.
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Not enough selection
in your search for income?

At Federated, our experienced management team
looks for the best opportunities for income from both
stocks and bonds, domestically and overseas. This 
allows us to create a diversified lineup of funds 
to pursue a variety of investors’ goals. Because
when it comes to income, we’re deeply invested. To
learn more, visit FederatedInvestors.com/income. 

Among our 40 income funds:
Federated Strategic Value Dividend Fund (SVAAX)

Federated Institutional High Yield Bond Fund (FIHBX)

Federated Capital Income Fund (CAPAX)

Please carefully consider the fund’s investment objectives, risks,
charges and expenses before investing. For this and other information,
call 1-800-341-7400 or visit FederatedInvestors.com for a summary
prospectus, or prospectus. Read it carefully before you invest. 
Mutual funds are subject to risks and fluctuate in value. 
Diversification does not guarantee a profit nor protect against loss.

There are no guarantees that dividend-paying stocks will continue to
pay dividends. In addition, dividend-paying stocks may not experience
the same capital appreciation potential as non-dividend-paying stocks.
Past performance is no guarantee of future results.

Bond prices are sensitive to changes in interest rates and 
a rise in interest rates can cause a decline in their prices.

High-yield, lower-rated securities generally involve greater 
market, credit/default and liquidity risks and may be more 
volatile than investment-grade securities.
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