MARKETING ACROSS GENERATIONAL LINES: PART 2

CLOSING THE
DEAL WITH
MILLENNIALS.
Millennials may be the most important demographic in the
marketplace today—and the most misunderstood. With a
population of around 85 million and spending power that
exceeds $1.5 trillion, it’s best to take some time to understand
how they think and how they make decisions.
Before we talk a bit about how to capture this incredible Millennials
market—and more importantly how to close a deal with them—
allow us a minute to talk about how Advisor Group is focused on
advisors and how you can build on your successes to reach new
levels and create a better future for yourself, your family, and your
clients. If you feel like this sounds good to you—and you’re ready
to make a change—we’d love to have a conversation and discuss
your specific situation. We are aggressively seeking to grow our
firms and, like you, we are looking for quality and integrity while
offering strength, stability and good compensation.

A Few Words About

Advisor Group
With over $164 billion in total client assets
and around 5,000 registered advisors serving
well over two million clients, Advisor Group
is thoroughly committed to the success of the
financial professionals we serve. As a result,
each business decision we make, big or small, is
informed by an unyielding focus on advisors, an
uncompromising commitment to quality, and an
undeniable allegiance to a culture of compliance,
access and accountability. And we have the will
and the resources to back our promises.

Four Voices. One Focus.
Advisor Group consists of FSC Securities
Corporation (Atlanta), Royal Alliance Associates
(New York), SagePoint Financial (Phoenix) and
Woodbury Financial Services (Minneapolis)—
four distinct and expressive voices in the
financial services world that are powerfully
supported by the resources of Advisor Group. If
you are interested in joining our growing family,
we welcome a conversation.

MILLENNIALS
A SNAPSHOT

Closing the Deal with
Millennials

Preparing Your Practice
for Millennials

There are three important keys to keep
in mind when it comes to closing the
deal. Never forget these.

Now that you have a better
understanding of how to engage
and build stronger business
relationships with Millennials, you
can start implementing some practical
approaches that you know work
best with them. Going forward, you
should also consider how you can
include generational marketing tactics
throughout your practice. Here are
some questions to consider as you
begin to reach out to Millennials:

1. Step Back Millennials will not
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respond well to pressure, pushiness
or a hard close. Rather, you should
continue to use the same approaches
you used in engaging them and
building the relationship. If you start to
push, they will start to pull away. Rely
on the relationship you have built and
trust in their decision-making process.
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will expect that the relationship they
have developed with you and your
business will continue for as long
as they need it to. They will expect
the relationship to be as simple and
straightforward as the initial piece
of business they did with you, with
instant availability of customer
service and continued commitment to
the causes and issues that attracted
them to you in the first place.

3. Be Clear Remember, Millennials
are avid communicators. Be
simple and straightforward in
all of your communications with
them. Remember, they also will be
communicating with their peers about
decisions, purchases, investments,
favorite companies and brands.
And when they tell their friends
through social networking about their
professional experiences—for better
or worse—they are usually talking
to about 500 of them at once. The
potential for referrals is stunning. And
the business potential of Millennial
clients over the next few decades
is not something any financial
professional can afford to miss.

1. What steps will you take
to understand Millennial
prospects and clients?
What can you do to learn about the
interests and patterns of your clients?
Some approaches work better with
certain generations. For example,
gathering data through electronic
communication works best with
Millennials. When you compare your
own client base to the marketplace in
general, you may discover some new
possibilities for growth. You may also
see that you need to enhance your
appeal to better reach this important
segment of potential business.
Remember, they are the future.

2. How will you customize
what you offer for Millennials?
Each generation is looking for
something a little different in
marketing, so take the time to
think about ways that you can
portray and present what you offer
through an approach that appeals
to the Millennial generation.
Even consider ways that you can
adjust your office environment and
business processes in order to make
them feel a little more comfortable.
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Think about the characteristics and
tactics that are unique to them and
how your approach should be to
best communicate.

3. How will you incorporate
Millennial marketing tactics
within your practice?
What key insights and tactics do you
need to apply to which situations and
which clients? What are the best ways
to share these insights and techniques
with your staff? Consider some ways
that you can track your marketing
efforts to find out which tactics are the
most effective with Millennials.

Consumers from this

generation want to see

HARD DATA,
REPORTS &

RESEARCH
from trusted sources.

LOCATE A
CHARITY

that some of your
Millennial clients are
already involved with
and provide some
additional support.

4. How do you plan to update
your information technology
and communications?
Up-to-date technology and
communications are obviously crucial
for marketing to younger generations.
Be sure to regularly update and refresh
your website. Offering free Wi-Fi is
a necessity for doing business with
Millennials though many of them will
tend to access information through a
mobile devise or tablet rather than a
laptop computer. If you feel that all
of this is out of your league, younger
colleagues in your business are usually
more than happy to help get you up to
speed and explain your options.

5. What steps will you take
to enhance your reputation
among Millennials?
Given the wealth of resources now
available for consumers to research
your company, your products, and you
personally, you need to know what
is being written and said about your
business in online reviews, ratings, and
social media. Whether you do this or
not, be assured that your Millennial
clients will already know all about you

and will share it with their friends and
family. Learn what anyone can find out
when they “Google” your name and
the name of your business or product.
Take steps to help shape what’s written
about you online and know where
to guide your clients who want to do
online product research.

MORE THAN
EVER, DIFFERENT
GENERATIONS OF
CLIENTS WITHIN THE
SAME FAMILY OR
CIRCLE OF FRIENDS
NOW ADVISE AND
CONSULT ONE
ANOTHER ABOUT
THEIR PURCHASING
AND INVESTMENT
DECISIONS.
6. How do you plan to win over
Millennials’ peers and parents?
More than ever, different generations
of clients within the same family or
circle of friends now advise and
consult one another about their
purchasing and investment decisions.
In one transaction, a financial
professional may actually touch
buyers from multiple generations.
Consider ways that you can
simultaneously connect with a
Baby Boomer client and his or her
Millennial children—or vice versa.

7. What materials should you
prepare to appeal to Millennials?
Consumers from this generation
want to see hard data, reports and
research from trusted sources. They
may want referrals from peers and
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want to see ways that your offerings can be customized
to feel comfortable to them. Consider their specific needs
and wants and gather materials about your products
and business that will appeal to each in advance. They
also expect materials to be well-designed, creative and
involving. Don’t settle for a stack of photocopies that might
have worked for other generations because it won’t work for
this one.

YOU HAVE THE OPPORTUNITY
TO BE ONE OF THE LEADERS
IN COMMUNICATING CLEARLY
AND SENSITIVELY WITH THE
MILLENNIAL GENERATION.
8. What new business practices should you
consider to appeal to Millennials?
Can your business allow for more customization to appeal
to Millennials? Are there aspects of your products or
services that can be made available for free to Millennials?
Is there additional information about your offerings that you
can share with them that helps meet their need for research
and confirmation?

9. Can you contribute in some way to a charity or
a cause that would appeal to Millennials?
Locate a charity that some of your Millennial clients are
already involved with and provide some additional support or
volunteer to also become involved. Perhaps talk to Millennials
at your church, sports events or just in the community to find
out what kinds of causes they tend to support. You may not
be able to make significant contributions, but your desire
to understand what is important to them will always be
appreciated. Look for small but meaningful ways to reinforce
your concern for their causes.

Commit to Reaching Millennials
Generational differences are a fact of life whenever and
wherever people of different generations of people come
together. Millennials are already having a significant impact
on the workplace, the marketplace, and within families,
as well as in society and culture at large. Generational
differences can lead to conflict or they can be bridged
through insight and understanding. You have the opportunity
to be one of the leaders in communicating clearly and
sensitively with the Millennial generation before many
of your competitors may have begun to consider these
opportunities. Being aware of the role generational biases
play in the process and using the tactics outlined in these
materials can help financial professionals like you stand
apart from the crowd and better pave the road to “yes.”
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