


Acquiring the Next Generation of Wealth: 

How to Acquire Gen X & Y Clients 

  

 

 

Presenters:  

Jason Whitby, Senior Financial Advisor, Investor Solutions 

Jeff Rose, CEO & Founder, Alliance Wealth Management, LLC  

Andy Seth, Managing Partner & Co-Founder, LotusGroup Advisors, LLC 

Cynthia Stephens, VP of Marketing, ByAllAccounts 

 

 



 

 
Jason Whitby  

Jason Whitby, MBA, CFA®, CFP®, AIFA® is a senior financial 

advisor for Investor Solutions providing financial planning and 

investment management for high net-worth clients and 

institutions. His prior experience encompasses 

security  research, portfolio construction and risk management. 

Prior to his financial services career, Whitby was employed in 

the semi-conductor industry working in engineering, sales and 

finance. 

 

Jason Whitby has been widely published and quoted in the 

media including Investopedia.com, Morningstar, The Miami 

Herald, The Sun-Sentinel, Smart Money, Yahoo! Finance, The 

Globe and Mail, Seeking Alpha, AccountantsWorld.com, and 

Investor Solutionsô own The Informed Investor newsletter.. He 

is an expert contributor to CNBC For Your Money, CBS4 

Financial Expert, Life Turner® by AARP, and many other 

financial publications. 

Senior Financial 

Advisor 

 

Investor Solutions 



 

Andy Seth  
 
 

Andy was named Denver Business Journal's "Forty 

Under 40 in 2011ñ and selected as a finalist for both 

9Newsô "Denver's Leader of the Year Award for 2011ñ 

and ñVolunteer of the Year, 2011ò by InvestmentNews.  

 

Andy leads the Private Client Advisor Group and 

personally recruits, trains, and helps his firmôs Advisors 

make more money. 

 

His background and experiences in Client Service and 

Operations include work with over 20 different Fortune 

500 clients and a working knowledge of six sigma 

business management practices. 

Managing Partner, 

Co-Founder 

 

LotusGroup 

Advisors, LLC Signup for MORE info to prospect Gen X: 

lgadvisors.com/GenX 



 
Jeff Rose 
 

CEO & Founder 

 

Alliance Wealth 

Management, LLC 

Jeff started his career as a financial advisor in 

Carbondale, IL with A.G. Edwards & Sons in 2001. 

He has since created his own RIA, Alliance Wealth 

Management, LLC.  

 

He spent 9 years in the Army National Guard and 

was deployed to Baghdad to support Operation Iraqi 

Freedom in 2005 conducting military police 

maneuvers. 

 

His passions are personal finance and educating 

those on the basics of investing. This led to him 

becoming a CERTIFIED FINANCIAL PLANNERÊ 

professional and also creating his well-known blog 

Good Financial Cents.  

 

He's also working on my first book that he has 

titled Soldier of Finance combining both his military 

and financial background. 

 

http://www.goodfinancialcents.com/
http://www.soldieroffinance.com/


Cynthia Stephens, VP of Marketing, ByAllAccounts 

Å 15+ years in marketing and research 

Å Proven track record developing high-impact 

marketing initiatives to build market visibility, 

acquire new clients and grow existing account 

relationships.  

Å Oversees marketing of the firmôs financial 

account aggregation services to investment 

management and advisory firms.  

Å Previously, Director of Marketing at Compete, 

one of the 50 fastest growing technology 

companies in New England.  
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Characteristics of Gen X & Y  



Generation X Defined 

Gen X:  1966-1976 

 
¶ Population: 51 million 

¶ Have money to invest: Control $2.8 trillion in investable assets (401(k), IRA, bank, taxable brokerage, 

etc.) 8 million have more than $100k in investable assets 

¶ Educated: Gen Xers are arguably the best educated generation (6% increase in obtaining bachelors 

degree compared to the previous generation) 
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Generation Y Defined 

Gen Y: 1977/1982- 2001 

 

 

Å Population: 80 million 

 

Å Financially responsible: 62% of Gen X and 69% of Gen Y took 

responsibility for their finances in their teens, compared to 41% of 

Matures and 53% of Boomers. 

 

¶ Prefer online communication: Grew up with technology, plugged-in 

24/7. Prefer to communicate through e-mail and text messaging 

rather than face-to-face contact. Prefer webinars and online 

technology to traditional lecture-based presentations 

 

 

 



US Working Age Population by Generation 



 

ÅGen X/Y reported being more concerned 

than ever about being able to retire when 

they thought they would.  

 

Å45% of Gen X/Y agree that they are 

overwhelmed by all the different 

investment choices available.  

 

Å42% say their need for financial advice 

has increased in the past year ï far 

more than Boomers or investors aged 

65+.  
 

*MFS Investing Sentiment Survey April 2011 

 
Gen X/Y want financial advice (MFS Investing Sentiment Survey 4/11) 

) 



Where would you go to find an advisor? 
 

23.1% 

15.4% 

23.1% 

38.5% 

Don't know 

Online 

Bank/financial firms 

Family/friend referrals 

ByAllAccounts Survey September 2011  



Many Do Not Market to Client Family/Children 

Do you market to your clientsô family members or children? 

N= 148 responses 

 

Yes 
47% 

No 
53% 



Strategy: Referrals 

Jason Whitby 

Senior Financial Advisor 

Investor Solutions 



Target the Children of HNW Clients 

Challenge for us was attracting the right X & Ys. 

 

Opportunity 

Å Asset Retention: Value to existing HNW clients 

Å Asset Retention.  Assist with multi-generation transfers of wealth 

Å Net New Assets:  Biggest obstacle i.e. most assets in  401k, 403b, 

etc. 

 

Our approach 

Å Successful older clients often have successful children.  

Å Clients like us, like their kids and want what is best for both of us. 

Å What they donôt want is to be blamed for a bad experience: 

Å Not meet advisorôs criteria or adult child didnôt feel welcomed 

 

Risk 

Å Jeopardize existing HNW clients 

Å Profitability of X & Y 
 



Target the Children of HNW Clients 
 

 

Å Clients, have already introduced us to their children, indirectly;  

Å Names, careers, marriage status and such, normal part of 

the planning process. 

Å Clients often have already introduced their children to us, 

indirectly; 

Å  intergenerational planning,  ñif something happens call so 

and soò. 

Å Our objective is to provide greater awareness. 
 



Engaging Gen X & Y: Prepare to be Googled! 

Once you engage X & Yé 

 
ÅPrepare to be Googled  

ÅOften everything we say is then researched and verified, again Googleé 



Engaging Gen X & Y 

 

 

Once you engage X & Yé 

 

Å Fine-tune your message and your delivery. 

Å Create a feeling that they belong and can relate 

Å Treated as an equal, same level, part of the team.   

Å Marketing collateral, all types, can not just be geared to retirees 
 

 

 



Creating an Offering  

 

Our offering 

 

Å My firm is fee-only, % AUM only revenue 

Å We wanted a offering which works today instead of being a 

loss leader.  

Å X and Y normally have high planning and insurance needs, 

low relative investable assets 

Å Often the majority if not only investable assets is in 401k, 

403b, etcé 

Å Technology such as ByAllAccounts, CRMs and rebalancing 

software has been instrumental 

 

 
 
 

 

 

 



What criteria would you look for in an advisor? 
 

4% 

8% 

8% 

16% 

16% 

16% 

32% 

Referrals 

Honesty 

Results-oriented 

Experience 

Client-oriented (focus on customer needs) 

Reliability/Trustworthy 

Knowledge/Smart 

ByAllAccounts Survey September 2011  



Strategy: Building a System  

Andy Seth 

Managing Partner, Co-Founder 

LotusGroup Advisors, LLC 



Imagine you could go back 10 years and save for something different.  

What would your future-self tell you to do now? 

 

 

 

 

 

 

 

 

 

 

 

 

 

Deferrers: Slave > save > retire 

New Rich: Value time & mobility 

What do Gen Xôers wish theyôd saved for? 

When in their: 30s 40s 50s 

Down payment ï house 43% 52% 26% 

Down payment ï car  25% 13% 6% 

Investing for retirement 30% 50% 62% 

Emergency fund 41% 44% 43% 

Travel money 51% 31% 31% 

Kids 5% 13% 21% 

Insurance 6% 3% 5% 

Starting a company 30% 27% 23% 



Want to attract the New Rich? 

What do they care about? 

Å Memorable experiences (e.g. travel, adventure, events, family time, etc.) 

Å Buying cool things (e.g. house, cars, anything Apple, etc.) 

Å Personal improvement (e.g. hobbies, business, sports) 

Å Lifestyle design (e.g. time and mobility, living like a millionaire) 

 

What donôt they care about? 

Å Deferred gratification: saving it all for the end only to find life passes them by 

Å Financial literacy: learning what you know about personal finance & investing 

Å Saving on lattes: cutting back on things they like 

 

Let them occasionally spend extravagantly on things they care about, and help 

them cut mercilessly on the things they donôt. 

 



Hereôs how most people approach Gen X clients: 

Common Approach 

Cold calling 

Seminars 

Send email saying óIôm accepting new clientsô 

Meet friends and hope to talk money 

Ask for referrals ñwho do you know thatéò 

Go to networking events 

Start blog & post on Facebook & Twitter 

Volunteer with non-profits 

Wait and hope for the best 



And hereôs what usually happens: 

Benchmark Study: % of Clients Attributed to Marketing Methods 

What Usually Happens 

Frequent hang ups and rejection 

No one shows except freeloaders 

No response 

Canôt convert the conversation or 

already has an advisor 

No names come to mind 

Everyone is selling; no one is 

buying 

Lack of blog readers, lots of 

Facebook/Twitter activity, but no 

new business 

No one has money; donôt want to 

come off like a slime ball 

Waiting for nothing 

Professional trade group referrals 



Even worse, there are effects they donôt see: 

Å People can only stand so much rejection until they give up 

mentally (though they may still keep doing the same thing). 

 

Å They begin to undervalue themselves and begin to look for 

other jobs theyôre not interested in. 

 

Å Counter intuitively, this works against them as they get no 

results and they continue the death spiral. 

 

Å At the end of the day, theyôre feeling (wrongly) like they 

have no more options: ñIôve looked up everyone and tried 

everything. Oh well, thereôs nothing else I can do.ò 



The Solution:  Building a system will get you 
80% of results with Gen X prospects. 

Lead By Example 

ÅGen X cares about being around people who are living the New Rich lifestyle and doing things they canôt 
easily ñreverse engineerò 

Sell as a Team 

ÅGen X likes to feel important and know what it would be like to be a client before becoming one. They also 
want access to a team of experts and they like third-party validation. 

Behavioral Advice and Planning 

ÅGen X wants to buy cool things and do fun stuff while saving for the future, not cut out lattes. Build a system 
of advice and planning that helps nudge them towards their goals. 

Active Money Management 

ÅGen X doesnôt believe in buy-and-hold and they have unlimited access to do it themselves. You need a 
system that they couldnôt easily replicate on their own. 

Thrill them with Service 

ÅGen X wants personalized service on their terms so initial consultations are down at their home and office 
visits are done via phone and online conferencing (for example). 

Relevant Service Offering 

ÅGen X wants help solving todayôs problems such as paying down debt, how much to save and where, 
which college savings plan is best, how much insurance do they need, etc. 

Gen Xôers will pay more for this! 



How I raised over $3MM with one approach. 

Lead By Example 

ÅGen X cares about being around people who are living the New Rich lifestyle and doing things they canôt 
easily ñreverse engineerò 

Sell as a Team 

ÅGen X likes to feel important and know what it would be like to be a client before becoming one. They also 
want access to a team of experts and they like third-party validation. 

Behavioral Advice and Planning 

ÅGen X wants to buy cool things and do fun stuff while saving for the future, not cut out lattes. Build a system 
of advice and planning that helps nudge them towards their goals. 

Active Money Management 

ÅGen X doesnôt believe in buy-and-hold and they have unlimited access to do it themselves. You need a 
system that they couldnôt easily replicate on their own. 

Thrill them with Service 

ÅGen X wants personalized service on their terms so initial consultations are down at their home and office 
visits are done via phone and online conferencing (for example). 

Relevant Service Offering 

ÅGen X wants help solving todayôs problems such as paying down debt, how much to save and where, 
which college savings plan is best, how much insurance do they need, etc. 

Attract Gen Xôers through non-investment awards: 

Å 9News ñDenver Leader of the Yearò Finalist, 2011 

Å Denver Business Journalôs ñ40 Under 40ò, 2011 

Å InvestmentNews ñVolunteer of the Yearò Finalist, 2011 

 

Reverse Engineering the Approach 

Å Developed a repeatable system to earn nominations 
and awards 

Å Developed a complete marketing system around the 
awards to attract new clients 

Å Combined this with 90 Day Prospecting System 

 

The Results 

Å 3 clients with over $1MM each 

Å 1 celebrity client 

Ringing the NASDAQôs opening bell on Sep. 15, 2011 

All this WITHOUT a PR team but WITH a system 



Letôs recap 

You should still do these:  
Å Schedule meetings 

Å Build your network 

Å Ask for referrals 
 

But focus your time on building a system to: 
Å Lead by example 

Å Sell as a team 

Å Make clients feel important 

Å Actively manage money 

Å Offer services that help them deal with todayôs problems 



But what ifé. 

ñWhat if I donôt know how to do something impressive?ò 

ñWhat if I donôt have enough time for personalized service?ò 

ñWhat if I donôt have a team to help me sell more?ò 

ñWhat if my company doesnôt have an active strategy?ò 

ñWhat if our services arenôt geared towards Gen Xôers?ò 

  

These are great questions and if youôre asking them, 
youôre on the right track. Instead of just hoping clients 
come along and fall into your lap, you need a proven 
system that attracts clients to you. 



Iôm out of time, but not materialé 

I want to help you make more money by attracting Gen X clients. Iôm out of 

time but I have A LOT more content that Iôll be presenting in November. 

 

I also want to find a few highly motivated advisors who have a GOOD 

CHANCE of being successful, and help them get from an "A" to an "A+ò by 

joining my firm. 

 

So, if you ARE interested in learning more about how to attract Gen X 

clients, sign up so I give you another hour of deeper material: 

 

 

 

Signup for MORE content: lgadvisors.com/GenX 



Gen X & Y Prefer to Communicate via Email 

What would be the best way for an advisor to communicate with 

you about offering their services? 

 

7.1% 

21.4% 

28.6% 

42.9% 

Seminar 

Phone 

Networking/In-person 

Email 



Strategy:  

Online Communication 

Jeff Rose 

CEO & Founder 

Alliance Wealth Management, LLC 



Online Marketing Vehicles 

ÅSocial Media 

ÅBlog 

ÅWebsite 



Gen X & Y are Active on Social Media 

  

Go where they go: 

 

Å Facebook 

Å Twitter 

Å LinkedIn 

Å YouTube 

Å Google Plus 

 



Social Media Tips  

Å Engage. Converse, answer questions, 

communicate.  

Å Find a common ground  

Å Balance personal and professional  

Å Have a professional photo 

Å Consistent branding and design across all 

platforms  



Facebook Fan Page  



YouTube Channel 



 Twitter Account  



Why Blog?  

 

Å Position yourself as a an expert, and gives you 

credibility  

Å Opportunity to share your personality, prospects 

can get to know you, and hopefully like you 

Å Grows your online presence, increases your 

search ranking  

Å Drive prospects to your website 

 

 



Blogging Tips 

What works  

 

Å Answering everyday financial questions  

Å Adding your personality  

Å Using video  

Å Brings the blog to life 

Å Deeper personal connection  

Å Gen X & Y prefer multimedia  

 

What doesnôt work  

 

Å Not adding your own voice 

Å Speaking ñAdvisorò ï donôt use the word ñstandard 

deviationò 

 



Promoting Your Blog  

Å Start with friends, family and 

existing clients 

Å Networking with other 

professionals 

Å Write guest articles for other blogs 

and websites  

Å Share your posts with your social 

networks 

Å Give visitors the option to sign-up 

to receive your recent posts  



 
 Website Tips  

 

 Å Your Online Business Card 

Å Look fresh and original ï donôt look like every 

other site, not like a brochure  

Å Tell people about yourself 

Å Give visitors a multi-media experience  

Å Be accessible - Make it easy for people to 

contact you with as many communication outlets 

as possible (email, phone, contact form, social 

networks), and encourage them to  
 



 
 Website Tips  

 

 

Jeffrosefinancial.com and 

alliancewealthmgmt.com 

 

http://www.jeffrosefinancial.com/
http://alliancewealthmgmt.com/


 

 Capture and Nurture Your Leads 

Å Each visitor to your site is a prospect 

Å Email addresses is easiest way to keep in touch, how 

gen x and y prefers to communicate  

 

Resources: Aweber or Mailchimp  

http://aweber.com/?362338
http://mailchimp.com/


Email Marketing and Newsletters 

ÅAdd prospects to your 

mailing list 

ÅNurture leads  

ÅStay on top of mind  

 



  Other Strategies 

Online Webinars or Presentations (i.e. Slideshare, GoToMeeting) 

 

Å Live presentations on basic everyday financial questions  

ÅProvide for clients (encourage clients to invite others) 

ÅSpread the word about your firm and your services 

 

 

Outside the Box Strategies: Mobile Marketing, QR Codes, Groupon 

 

ÅLeverage new technologies and marketing outlets  

 

Resources: 

 

www.goodfinancialcents.com/blogging-resources 

http://www.slideshare.net/
http://www.gotomeeting.com/fec/


ww.byallaccounts.com/resources/content_library.html 

 

ÅWebinar Replays 

ÅWhitepapers 

ÅVideos 

ÅSurvey Results ï marketing wp and survey results 

 

Additional resources 

http://www.byallaccounts.com/resources/content_library.html

