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US financial advisors expect that the forces of regulation and demographic change 
will have the biggest impact on their industry over the next three to five years, 
outweighing technological innovation, the threat from robo-advice and fintech, as well 
as issues such as fee compression, the macroeconomic environment and geopolitical risks.

Asked how asset managers can best help them over the next two to three years, 
advisors want help and support on risk management, informative educational material 
and content, such as market commentaries, ahead of bespoke products and strategies, 
or better access to alternative assets.

There is a strong consensus among financial advisors that the best way to grow their 
businesses over the next two to three years is to demonstrate their value beyond 
investment advice and portfolio management. In practice, this is likely to mean 
offering a range of services with a human touch, in order to meet the needs of 
individual clients.

While technological innovation is seen as an important force for change, advisors do 
not see technology, in the form of robo-advice or fintech, as a major threat, nor is 
implementing a digital strategy for their clients seen as vital for growth.

The more assets they manage, the more likely advisors are to expect fee compression 
and the low yield/low return environment to have a big impact on the future of the 
advice industry. Advisors with more assets under management are also more likely to 
want asset managers to offer better access to alternative assets, such as hedge funds 
and private assets.

FIVE KEY TAKEAWAYS

Regulation and demographic changes are the biggest forces of change

Advisors want more help from asset managers on risk management, 
education and content 

Demonstrating value is the key to growth for advisors

Technology issues are important but not everything 

Larger advisors are more concerned about fee compression
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Financial advisors in the US currently face a multiplicity 
of challenges, from technological disruption in the 
form of robo-advice and new arrivals from the world 
of fintech, to the challenges of investing in a world of 
both low interest rates and high volatility, to the shifting 
demographic profile of the US population, and their need 
to comply with regulatory matters.

In this paper, CoreData Research reveals new findings 
from polling US financial advisors on how they view 
some of the most important aspects of their world. In 
particular, we look at how they see the forces around 
them which are reshaping the financial advice industry, 
what they believe are the most important growth factors 
for their businesses, and what they want from asset 
managers. We have deliberately taken a forward-looking 
approach, asking advisors what they see as important 
over the next few years, in order to give forward 
guidance to those working with US financial advisors.

INTRODUCTION

We have also segmented the results, showing the 
differences between the different types of financial 
advisor and by size (as measured by assets under 
management at advisor firms). Registered investment 
advisors (RIAs) currently differ from other advisors in 
having a fiduciary duty to the clients, which means they 
have a greater degree of independence. They typically 
offer a more personal, high-touch service to more affluent 
clients, compared to, say, large wirehouses, which sell their 
own products to their clients. Independent broker-dealers 
are another key advisor segment, selling products from 
a range of firms, while regional broker-dealers and bank 
broker-dealers are also included in these findings. Regional 
broker-dealers are seen as a re-emerging force in the 
financial advice industry by some, so it is timely to look at 
their views here.

Methodology: CoreData Research surveyed 218 US financial advisors in November 2019. The advisors are from 
registered investment advisors (RIAs), independent broker-dealers, wirehouses, regional broker-dealers and bank 
broker-dealers. 
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FORCES SHAPING THE FINANCIAL
ADVICE LANDSCAPE 

What impact will the following have on the financial advice industry over the next 3 to 5 years? 

Regulation to 
have biggest 

impact on advice 
industry

Regulation and demographic change set to reshape financial 
advice industry

When asked to pick the forces they expect to have an impact on the 
financial advice industry over the next three to five years, over half (53%) 
of advisors expect regulation to have a severe impact, just ahead of 
demographic changes (50%) and technological innovation (49%).

Regulation

53%

Macroeconomic
environment 

35% Threat from
robo-advice/

fintech

20%

M&A/
consolidation

10%

But when we look at the results to this question by advisor 
type, RIAs are the only type of financial advisor not to see 
regulation as one of the top two forces having the biggest 
impact in reshaping the financial advice industry over 
the next few years. Only 36% of RIAs expect regulation 

to have a severe impact on the financial advice industry, 
below their top three for factors expected to have a 
severe impact; demographic changes (46%), followed by 
geopolitical risks (41%) and volatility (38%).

Demographic
changes

50%

Low yield/
low return

environment

44%

Geopolitical 
risks

44%

Volatility

39%

Fee 
compression

41%

Technological
innovation

49%
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Forces expected to impact the advice industry by advisor type

It is almost certainly the case that RIAs give less weight 
to regulation here because they already have a fiduciary 
duty to their clients, so will not be affected by Regulation 
Best Interest (Reg BI), which comes into force from June 
30th, 2020. Under Reg BI, advisors will have to show that 
they are acting in their clients’ best interests and many 
observers expect this regulatory change to have major 
implications for the business models of broker-dealers. 
Reg BI is considered to be less onerous than the original 
Department of Labor’s ‘fiduciary rule’ but could have 
implications on how advisors provide advice, the products 
they recommend, and their compensation, if this is related 
to product sales, as well as the disclosure requirements it 
will bring in.

The impact of the new regulation is not necessarily 
going to be just a compliance task, even if this alone 

is a large and complex operation for some advisors. 
New regulations have a habit of bringing unintended 
consequences and we can expect to see this with Reg 
BI. One possibility here is that Reg BI could muddy the 
waters on who is acting in the best interests of investors. 
In this regard, Jon Stein, a fintech entrepreneur and CEO of 
Betterment, a robo-advice firm, has said Reg BI is “a gift of 
sheep’s clothing to the wolves of Wall Street”, and warned 
that it will hurt retail investors by allowing some brokers to 
say they are working in the best interests of their clients 
when they are not (see https://www.bankrate.com/
investing/regulation-best-interest-broker-rule-sec-hurts-
investors/).

With Reg BI, the US can be seen as following other 
jurisdictions in trying to bring greater transparency to the 
financial advice sector. For example, in the UK, the Retail 

53%

50%

49%

% Severe impact

Regula�on

Demographic changes

Technological innova�on

All advisors

46%

41%

38%

Demographic changes

Geopoli�cal risks

Vola�lity

Registered investment advisor (RIA)

57%

48%

48%

Regula�on

Demographic changes

Technological innova�on

Independent broker-dealer

59%

56%

52%

Demographic changes

Regula�on

Technological innova�on

Wirehouse

59%

54%

49%

Regula�on

Technological innova�on

Low yield/low return
environment

Regional broker-dealer

55%

55%

55%

Technological innova�on

Regula�on

Low yield/low return
environment

Bank broker-dealer

What impact will the following have on the financial advice industry over the next 3 to 5 years? 

https://www.bankrate.com/investing/regulation-best-interest-broker-rule-sec-hurts-investors/
https://www.bankrate.com/investing/regulation-best-interest-broker-rule-sec-hurts-investors/
https://www.bankrate.com/investing/regulation-best-interest-broker-rule-sec-hurts-investors/
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Distribution Review (RDR) at the start of 2013 brought in 
regulations aimed at removing some of the conflicts of 
interest that bedevilled the UK financial services industry, 
particularly over financial advice and remuneration. 
The RDR was intended to eliminate product bias, and 
it included the introduction of mandatory professional 
qualifications for financial advisors. For some older 
advisors in the UK, this was a controversial move and it 
led to some quitting the industry rather than having to sit 
exams to prove their competence.

The RDR’s biggest change was to replace commission 
payments with advisor fee charging, as many advisors 
giving supposedly independent advice had been 
remunerated by commissions from product providers. 
While most observers of the UK financial services industry 
agree that the RDR has improved standards of financial 
advice, it has also made advice more expensive and 
reduced the number of advisors. As a result, this has 
created an advice gap, as it became uneconomic for 
advisors to work with less affluent customers.
 
As well as the UK, the Netherlands, Australia, Sweden, 
South Africa, Canada, India and Ireland have either 

implemented bans on commissions for retail financial 
products, or are looking at doing so ("The Case for Banning 
Commissions in Financial Advice", BEUC, The European 
Consumer Organisation). And it should be noted that 
these reforms have coincided with the growth in use of 
products such as exchange-traded funds (ETFs) which 
do not pay advisor commissions, which supports a 
move away from financial advice linked to commission 
payments.

For US advisors, one lesson from these regulatory reforms 
is that they can be positive for financial advisors if they 
embrace change. After the RDR, the UK advisors who 
adapted to the reforms, with an emphasis on good client 
service and genuinely independent advice from qualified 
advisors, have coped best and often built stronger 
businesses. For US advisors affected by Reg BI, the lesson 
could be to see it as an opportunity to improve their 
business model, and not as a threat. There are clear signs 
in our findings this is happening, because a majority of US 
advisors see demonstrating value as the most important 
factor for the growth of their businesses.

Demographic changes and advisors

For half of all advisors, demographic changes are expected 
to have a severe impact on the financial services industry 
over the next three to five years. Among different types of 
advisor firm, wirehouses are most likely to expect to see a 
major impact from demographic changes (59%), followed 
by independent broker-dealers (48%) and RIAs (46%, but it 
is the leading impact factor for RIAs). 

The conventional view of the impending demographic 
change is that future spending power and wealth 
accumulation will gradually but inexorably shift from the 
baby boomers towards generation X and millennials, who 
are less likely to use traditional financial advice models, 
and may feel little loyalty to their parents’ financial 
advisors. As a result, this generational shift could have a 
huge impact on the financial advice industry at it stands.
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US Financial Advisors and the Generational Challenges

Millennials

Gen X

Baby Boomers

GENERATIONAL
GROUP CHALLENGES FOR FINANCIAL ADVISORS

Compe�ng against fintech 
and robo-advisors

Reflec�ng their
values (climate 
change, diversity, etc) 
in advice and 
products

Demonstra�ng value to clients 
used to low-cost and easy 
access (Amazon/Ne�lix/
Spo�fy etc)

Helping them balance 
saving for their 
re�rement, their 
children’s educa�on 
and managing debt

Ge�ng the right mix 
of online and 
face-to-face advice 
for them and 
demonstra�ng value

Advising on re�rement 
income solu�ons as they 
move from accumula�on to 
decumula�on of wealth

 of advisors say 
implemen�ng a 

digital strategy for 
clients is very 
important to 

growth

37%
of advisors say 

a�rac�ng 
younger clients is 
very important to 

growth

44%

USE OF TECHNOLOGY

Digital na�ves
Expect to go 
online for goods, 
services and 
informa�on

Use a mix of 
tradi�onal
and online 
services

Digital immigrants
Biggest users of 
tradi�onal media, 
banking and 
shopping services

of advisors want 
new risk 

management 
products and 

strategies from 
asset managers

56%
of advisors say 

capitalizing on the 
intergenera�onal 
wealth transfer 

opportunity is very 
important to growth

57%
of advisors say 

demonstra�ng value 
beyond investment 

advice/por�olio 
management is very 
important to growth

74%

However, the counter-argument is that the baby boom 
generation has always been a powerful disruptive force on 
society, from the 1960s onwards, and this will continue to 
be the case. A recent article in the The Economist (“The 
decade of the ‘young old’ begins”, The Economist, The 
World in 2020) said that 2020 will mark the start of the 
decade of the ‘young old’, as those born at the height of 
the post-war baby boom reach the traditional retirement 
age 65. So far, this age group is defying convention by 
continuing to work, travel and pursue its interests and 
hobbies, and shunning the traditional approach to 
retirement. As well as driving consumer demand in sectors 
such as travel and tourism, the ‘young old’ could have 

a disruptive effect on financial services, by demanding 
products and services suited to a longer working life with 
a gradual transition to retirement over a number of years, 
rather than using traditional retirement products, such as 
annuities. Advisors could find that this group remains an 
important source of business for the next decade, as baby 
boomers seek to draw an income from their investments, 
while remaining largely active investors, or as they take 
their pension benefits in gradual increments as they 
gradually slow down. If so, it is likely that the baby boom 
generation will continue to require the services of advisors 
to help them manage their assets, as the traditional divide 
between work and retirement is eroded.
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The impact of technological innovation

Across all advisor types, technological innovation is 
seen as the third biggest force impacting the future of 
financial advice, with 49% of all advisors expecting it 
to have a major impact. But this overall finding masks 
some significant differences among different types of 
advisor. For instance, only 36% of RIAs think technological 
innovation will have a major impact, compared to 54% 
of regional broker-dealers and 52% of wirehouses. This 
difference is probably because RIAs specialize on providing 
a high-touch, personalized service to their clients, which is 
harder to replicate with technology. 

Over the last couple of decades, digital technology, 
from the spread of the internet to the power of mobile 
computing, has transformed business and advisors have 
benefited from this. Technological innovation can range 
from advisors offering online services to existing clients, 
to easier onboarding for new clients, more efficient 
marketing and client acquisition, right through
to technology transforming or disrupting advisor
business models. 

At CoreData, we have seen how technology has enabled 
advisors to find and work with clients across a much wider 
area, rather than being restricted to winning business in a 
particular location. Of course, face-to-face client meetings 
are still useful for important matters, but information 
can be gathered and shared online and with today’s busy 
lifestyles, many prefer this. Having a good website is also 
becoming more important for advisors, while data security 
is paramount to retain client trust. Technology also gives 
greater scope for advisors’ support staff to work remotely 
or flexibly, which can reduce costs. 

Technological innovations that are affecting advisors also 
include the use of DIY investment and saving tools by 
potential clients, which mean advisors need to do more 
to justify their role. This is shown in these findings in the 
importance advisors place on demonstrating their value 
beyond investment advice and portfolio management. In 
the past, advisors could act as gatekeepers and investment 
experts, but this is becoming harder in a world with easier 
access to investment platforms and model portfolios. 
Technology has made it much easier for clients to obtain 
investment information and invest themselves, so advisors 
– and our findings here support this – recognise that they 
need to move up the value chain.  

Is the threat of robo-advice and fintech an empty one?

It’s a bold statement to make, but these findings show 
that while many financial advisors expect technological 
innovation to have a major impact on their industry, they 
are not living in fear of the threats to their businesses 
associated with technology, or desperately trying to
adapt to it.

For example, only 20% of advisors expect a severe impact 
to the industry from robo-advice and fintech in the next 
three to five years. And implementing a digital strategy 
for clients is seen as very important for growth by 37% 
of advisors, compared to 74% for demonstrating value 
beyond investment advice and portfolio management, 
or 57% for capitalizing on the intergenerational wealth 
transfer opportunity.  
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When robo-advice first appeared, it was seen as a 
potential threat by many advisors. However, as they have 
grown more used to it, advisors realize there will still be a 
place for human-based advice. After all, clients cannot call 
a robo-advice algorithm for reassurance when there is a 
sudden market fall. The human element of good advice is 
hard to replicate with technology and this limits the threat 
from robo-advice, particularly for more affluent clients 
with more complex requirements.

Robo-advice is expected to gain a larger market share 
in the future, but this is not necessarily at the expense 
of advisors. Instead, advisors could use robo-advice 
themselves for market segments they did not serve in 
the past. Some expect to see new business models for 
advice, which combine robo-advice, for younger clients 
who are starting to invest for the first time, and human-
based advice, for more affluent clients with more complex 
financial needs, or to reassure clients and deal with their 
questions if investments fall or they have doubts
over a strategy. 

Perhaps one reason why advisors do not fear the threat 
of robo-advice is that they realize many of their clients are 
not looking for advice online. The evidence here is that 
only 37% of advisors see implementing a digital strategy 
as very important to the growth of their business — fifth 
on the list of what they regard as important for business 
growth. Is this a complacent view? Robo-advice has been 
around for more than a decade, so advisors have had 
time to form a view on how it is affecting their businesses. 
While technology is undoubtedly important, they see 
issues such as regulation and demographic change as 
being more important to the future of the financial 
advice industry over the next few years.  Even among the 
millennial age group, who are seen as digital natives with 
a preference for online service, CoreData has seen plenty 
of research and commentary to say this generation sees 
a place for a human touch when it comes to financial 
decision-making.
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BUSINESS GROWTH
What Advisors Need to Grow Their Businesses

Almost three-quarters (74%) of advisors say that 
demonstrating value beyond investment advice and 
portfolio management is going to be very important to the 
growth of their business in the next two to three years. 

% Very important

All Advisors RIA Independent
BD

Bank BDRegional
BD

Wirehouse

Demonstra�ng value beyond
investment advice/por�olio

management

Capitalizing on the
intergenera�onal wealth

transfer opportunity

A�rac�ng younger clients

Improving economies
of scale to offset fee 

compression

74%

57%

44%

44%

59%

38%

38%

23%

72%

59%

40%

33%

83%

65%

54%

59%

69%

59%

41%

49%

91%

55%

45%

55%

Implemen�ng a digital
strategy for clients 37% 36% 33% 34% 41% 64%

In the next 2-3 years, how important are the following to the growth of your business?

Demonstrating value key to growth

Demonstrating value is increasingly important for advisors 
in a more transparent world, where more people have 
access to a wealth of data and information via the 
internet. This has raised the bar for advisors, requiring 
them to show how they can add value compared to DIY 
investing or robo-advice. 

At the same time, the use of model portfolios for investing, 
with asset allocation decisions made for all advisors in a 
firm by the staff at the home office, has brought greater 
consistency and higher quality to investment performance 
for clients, but it means that individual advisors have lost 
their role as ‘the investment expert’ to clients and are now 
more of an educator and guide.

As a consequence – and the findings here show that most 
advisors understand this – the true value of an advisor 
is now in building strong relationships with clients and 
understanding their needs. Advisors need to be able to 
have the soft skills to communicate and empathize with 
clients, as well as being able to understand their financial 
objectives, and explain how they are to be achieved. 
Offering a personalized service and covering more 
complex financial issues such as retirement planning, 
transferring wealth between generations and investing for 
a range of objectives are among the key ways for advisors 
to demonstrate their value in future. 

Indeed, the emphasis placed on this factor, compared to 
other growth factors, is probably the biggest take-away 
from this piece of research. 
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Demonstrating value is very important for the future 
growth for all types of advisor, with the most importance 
placed on it by bank broker-dealers (91%), wirehouses 
(83%) and independent broker-dealers (72%). 
Demonstrating value will also help advisors justify their 
fees, which could be under pressure due to the fee 
compression trend, and which could be made more 
transparent by Reg BI.

In second place when it comes to growth, 57% of 
advisors point to the importance of capitalizing on the 
intergenerational wealth transfer opportunity. This is 
followed by attracting younger clients, cited by 44% of 
advisors. These findings reinforce the significance of 
demographic change to the financial advice industry. Not 
only could it have a big impact on the industry as a whole, 
but advisors believe demographic factors are critical to the 
growth of their own businesses.

As mentioned, the biggest demographic change concerns 
the baby boom generation, which is probably the 
wealthiest generational group in history. When its wealth 
is passed to the next generation, this is both a threat and 
an opportunity for financial advisors, with many trillions 
of dollars in assets in play. The threat here is that younger 
generations will not feel bound by loyalty to their parents’ 
advisors, or might not want traditional financial advice. 
As a result, advisors need to find ways to connect with 
younger customers and then demonstrate their value to 
them. And advisors know this, with attracting younger 
clients seen as the third most important factor for their 
business growth.

Forty four percent of advisors say improving economies of 
scale to offset fee compression is important for business 

growth. Fee compression has been an ongoing trend in 
asset management for some time. The move away from 
active investing and competition from index-tracking 
giants such as Vanguard, State Street and BlackRock has 
pushed down fees for index-tracking exchange-traded 
funds (ETFs) and mutual funds to very low levels, as low as 
0.1% or less, for retail investors. 

An important issue here is whether fee compression will 
spread, with financial advice becoming commoditized, 
with price a critical factor for customers. RIAs, who aim 
to offer a personalized service to high net worth clients, 
should be in a good position to resist this. If this is so, it 
could explain why RIAs do not see improving economies of 
scale to offset fee compression as an issue for their future 
growth; only 23% of RIAs see it as important. 

But 59% of advisors at wirehouses and 49% of regional 
broker-dealers regard improving economies of scale to 
offset fee compression as important to future business 
growth. While fee compression has mainly affected 
investment management fees and therefore asset 
managers, customers may expect it to lead to lower fees 
for financial advice. Demonstrating their value beyond 
investment advice and portfolio management is one 
way to take on the challenge of low fees, while using 
economies of scale to offset fee compression is another. 
For larger wirehouses, such as Merrill Lynch and Morgan 
Stanley, their scale could give them an advantage here, 
as the bigger a business is, the greater its potential scope 
to benefit from economies of scale. A similar logic applies 
to regional broker-dealers. If they are to compete against 
RIAs and independent broker-dealers, offering lower fees 
which are offset through better economies of scale could 
be one strategy for success. 
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ASSET MANAGER PARTNERSHIPS 
What advisors want from asset managers

Risk management strategies top advisor wish list

How can asset managers help advisors over the next 2-3 
years? Please select three options.

When asked how asset managers can help them over 
the next 2-3 years, over half (56%) of advisors select 
new risk management products and strategies, ahead 
of informative educational materials (53%). Demand for 
help explaining markets and investments is also shown by 
the third most popular option, content including market 
commentary and updates, which 40% of advisors want 
from asset managers. These options come before better 
access to alternative assets (38%) and customized or 
bespoke products and services (36%).

The emphasis on educational material and content could 
be part of a desire by advisors to demonstrate their value 
to clients, through financial education and communicating 
market and investment information, with the actual 
delivery of investment performance done through model 
portfolios.

The demand for new risk management products and 
strategies can be seen as reflection of market moves and 
investment trends. Despite good returns for much of the 
last decade, many investors are nervous about market 
volatility, and there are a number of possible triggers for 
geopolitical risk, from trade wars to actual wars. Passive 
investing has grown in popularity, but it could leave 
investors exposed to the next bear market. For advisors, 
new risk management tools could help reduce downside 
risks while also participating in market growth.

New risk management 
products and strategies56%

Informa�ve educa�onal 
materials53%

Content including market 
commentary/updates40%

Be�er access to alterna�ves 
(private assets, hedge funds 
etc.)

38%

Customized/ bespoke
products and strategies36%

% Yes (Mul�ple Answers Allowed)

Demographic changes could also be a factor behind 
advisor demand for new risk management products and 
strategies. For instance, older clients of advisors, with 
substantial investments, may want to control the risks of 
remaining invested in the markets, while also taking an 
income as they move away from working full-time. And 
younger investors, such as millennials, may not like the 
short-term volatility of equities for long-term growth, 
which previous age groups accepted because returns were 
better and volatility lower.

The volume of data now available in the digital world could 
also help asset managers develop new ways to manage 
risk. And risk itself can mean much more than investment 

volatility over a given period. Within institutional investing, 
risk is managed in ways not seen in retail investing, such as 
liability-driven investing for pension funds, or with factor-
based investing and other styles of quantitative investing. 
For financial advisors and their clients, these concepts 
could be used to produce new risk management products 
and strategies, which aim to produce the right outcomes 
for investors, with less volatility.

The growth in the use of environmental, social and 
governance (ESG) criteria can also be seen as a form of risk 
management. While taking more account of ESG factors 
might not lead to better investment performance, it can 
increase awareness of poor governance standards, such as 
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a dysfunctional relationship between a company’s board 
and its chief executive, or ethical or environmental issues 
which could hit a company’s share price. At CoreData, 
we have seen increasing interest in ESG among advisors, 
although it is seen as less important in the US than in 
other regions, such as Europe.

Risk management has also become more advanced within 
defined contribution (DC) investing, for example with the 
use of target date funds that aim to produce the right 
outcomes for DC members given their objectives and risk 
appetite. In any event, the call for new risk management 
products and strategies by advisors suggests that they are 
looking for alternatives to putting clients into a standard 
60/40 portfolio of equities and bonds. 

The high proportion of advisors wanting informative 
educational materials and content, including market 
updates, shows that asset managers need to up their 
game here. Perhaps asset managers have neglected these 

areas recently; CoreData Research has had experience 
of talking to advisors in the UK, for example, who want 
better material to help explain ESG investing to their 
clients. When talking to their clients, advisors generally 
want a strong investment narrative that they can share 
and material to back it up. In recent times, with interest 
rates falling to very low levels, government debt rising 
and markets still continuing to perform, advisors may well 
want asset managers to help them tell a good investment 
story in an era of uncertainty and worry. 

Looking at these results, it is noticeable that although 38% 
of advisors want asset managers to provide better access 
to alternatives, this is not one of the leading priorities 
for them, although it does increase in importance with 
the size of advisor firms. It is also a slightly bigger priority 
for RIAs and regional broker-dealers, while independent 
broker-dealers place slightly more emphasis on 
customized or bespoke products and strategies. 
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THE SIZE FACTOR 
What difference does size make?

The biggest impacts on advisors by advisor firm AUM

What impact will the following have on the financial advice industry over the next 3 to 5 years?

To see how the views of advisors might alter as their 
size, as measured by assets under management (AUM) 
increases, we looked at the results for advisors with less 
than $100 million in AUM, with $100 million to $250 
million in AUM and those with $250 million and more in 
AUM. The following results stood out.

Some factors, such as demographic changes, regulation 
and technological innovation, are expected to have a 
significant impact by many advisors, regardless
of their size.

% Severe Impact

Demographic changes

Regula�on

Technological innova�on

Geopoli�cal risks

Vola�lity

Macroeconomic environment

Low yield/low return environment

Fee compression

Threat from robo-advice/fintech

M&A/consolida�on

54%

54%

47%

40%

35%

34%

34%

34%

24%

9%

42%

51%

51%

46%

43%

35%

49%

49%

11%

7%

$100 - $250
million

$250+ millionLess than
$100 million

56%

54%

48%

46%

41%

38%

52%

43%

26%

15%

But as advisor firm size increases, the proportion of 
advisors expecting two particular factors to have a major 
impact increases. One is the impact of a low yield/low 
return environment. Here, 34% of advisors with less than 
$100 million in AUM believe this will have a major impact 
over the next 3 to 5 years, rising to 49% of advisors with 
$100m to $250m in AUM, and 52% for advisors with 
$250m and more.
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% Important

Less than
$100 million

$100 - $250
million

$250+
million

Demonstra�ng value beyond investment advice/
por�olio management

Capitalizing on the intergenera�onal wealth
transfer opportunity

A�rac�ng younger clients

Implemen�ng a digital strategy for clients

Improving economies of scale to offset
fee compression

Catering to niche segments
(divorced, doctors, den�sts etc.)

73%

53%

40%

38%

34%

32%

78%

60%

47%

36%

40%

28%

70%

59%

48%

36%

61%

36%

At the same time, the proportion of advisors expecting 
fee compression to have a major impact on the financial 
advice industry over the next 3 to 5 year rises from 34% 
(less than $100m in AUM), to 49% ($100m-$250m in 
AUM), then dips slightly to 43% (over $250m in AUM).

The takeaway here is larger advisors are more concerned 
about the low yield/low return environment and fee 
compression. One possible reason is that if revenue 
at larger advisor firms is linked to AUM, then lower 
returns will squeeze their profitability. Larger advisor 
firms might also be more worried about the impact of 
fee compression, as lower asset manager fees might 
put pressure on their own charges, when they are seen 

alongside manager fees. This could also apply at smaller 
advisor firms, but some smaller advisors will aim to deliver 
a personal service to their clients, which might be less fee 
sensitive.  

While most factors affecting the growth of advisor 
businesses are unaffected by the AUM managed, one 
clearly is: the importance of improving economies of scale 
to offset fee compression. Only 34% of advisors in the 
lowest AUM band (less than $100m in AUM) see this as 
very important to the growth of their business in the next 
2 to 3 years, but this rises to 40% ($100m to $250m in 
AUM) and 61% ($250m and more  in AUM).

Key growth factors by advisor firm AUM

In the next 2-3 years, how important are the following for the growth of your business?
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This trend is probably related to the fact that larger advisors are more likely to expect fee compression to have a 
significant impact, so they need to improve economies of scale to counter it. And naturally, economies of scale will be 
bigger at larger advisors and will have a greater impact on offsetting fee compression. 

How can asset managers help advisors over the next 2-3 years?

By size, larger advisors want asset managers to give better access to alternatives, such as private assets and hedge funds. 
Only 28% of advisors in the lowest AUM band (less than $100m) want better access to alternatives, but this rises to 43% 
for the middle band ($100m to $250m) and 46% for the top band ($250m or more).

The fact that advisor demand for better access to 
alternatives increases with advisor size could be related to 
the other findings seen for larger advisors. For example, 
larger advisors by AUM could be looking to alternative 
assets to improve returns in a low yield/low return 
environment. The use of alternative assets could also 
help them counteract the effect of fee compression on 
mainstream mutual funds and ETFs.

New risk 
management 
products and 

strategies

Informa�ve 
educa�onal

materials

Content 
including 
market 

commentary/
updates

Customized/
bespoke 

products and 
strategies

Be�er access 
to alterna�ves 

(private 
assets, hedge 

funds etc.)

Less than
$100 million

$100 - $250
million

$250+
million

% Yes (Mul�ple Answers Allowed)

59%

49%

62%

53%

51%

54%

44%

33%

44%

36%

42%

28%

28%

43%

46%

What advisors want from managers by advisor firm AUM

How can asset managers help advisors over the next 2-3 years?

 Advisors in the largest AUM band are also less likely to 
want customized or bespoke products and strategies from 
asset managers, but all three AUM bands want new risk 
management products and strategies and informative 
educational materials to around the same extent. 



18The Future of Financial Advicewww.coredataresearch.com

CONCLUSION
US financial advisors are likely to need all of the resilience 
and adaptability they can muster over the next few years. 
As with many other industries, change is now a constant 
factor for them, on a number of different levels.

As part of the financial services universe, advisors face 
specific industry issues, such as new regulations and the 
fallout from trends such as fee compression. In their role 
helping managing investments, advisors have to deal 
with the low yield/low return environment, volatility and 
geopolitical and macroeconomic issues that can drive 
investment markets. As part of a modern economy, 
advisors need to keep up with technological innovations 
and what this means for their businesses. And one of the 
biggest forces for change of all, demographics, is poised to 
have a huge impact on the financial advice industry over 
the next few years.

Our findings show that advisors recognize these forces 
and are seeking ways to manage change and exploit 
the opportunities that will emerge. We can see that 
demonstrating the value of their advice will be vital for 
advisors to prosper in the future. This will be likely to take 
various forms, from showing how they can help baby 
boomer clients finance an active retirement, perhaps

with a gradual transition from full-time work, to finding 
the best ways to attract younger clients with very different 
needs and a fresh outlook on life. As the results here show, 
advisors who can demonstrate their value to clients across 
different demographic groups will be a strong position in 
the future.

For asset managers, it is significant that two of the 
items high on advisor wish lists are not new products or 
access to new asset classes, but informative educational 
materials and content such as market commentary and 
updates. While managers may already produce this, 
perhaps they need to look again at its value to financial 
advisors and their clients. How is it tailored to the different 
demographics and can advisors use it as part of their 
overall value proposition to clients? Advisors have also 
flagged up a need for new risk management products and 
strategies. This is a broad topic, so asset managers need to 
get a good understanding of what advisors want here. 

For US financial advisors, the overall lesson from these 
findings is that in the face of potentially huge changes over 
the next few years, adapting to the needs of the clients will 
be more important than ever. 
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CoreData
About Us
CoreData Research is a global specialist financial services research and strategy consultancy. CoreData Research under-
stands the boundaries of research are limitless and with a thirst for new research capabilities and driven by client demand; 
the group has expanded over the past few years into the Americas, Africa, Asia, and Europe.

CoreData Group has operations in Australia, the United Kingdom, the United States of America, Colombia, Sweden, Malta, 
Singapore, South Africa and the Philippines. The group’s expansion means CoreData Research has the capabilities and 
expertise to conduct syndicated and bespoke research projects on six different continents, while still maintaining the high 
level of technical insight and professionalism our repeat clients demand.

With a primary focus on financial services CoreData Research provides clients with both bespoke and syndicated research 
services through a variety of data collection strategies and methodologies, along with consulting and research database 
hosting and outsourcing services.

CoreData Research provides both business-to-business and business to- consumer research, while the group’s offering 
includes market intelligence, guidance on strategic positioning, methods for developing new business, advice on opera-
tional marketing and other consulting services.

The team is a complimentary blend of experienced financial services, research, marketing and media professionals, who 
together combine their years of industry experience with primary research to bring perspective to existing market condi-
tions and evolving trends.

CoreData Research has developed a number of syndicated benchmark proprietary indexes across a broad range of busi-
ness areas within the financial services industry.

The team understands the demand and service aspects of the financial services market. It is continuously in the market 
through a mixture of constant researching, polling and mystery shopping and provides in-depth research at low cost and 
rapid execution. The group builds a picture of a client’s market from hard data which allows them to make efficient deci-
sions which will have the biggest impact for the least spend.

• Experts in financial services research
• Deep understanding of industry issues and business trends
• In-house proprietary industry benchmark data
• Industry leading research methodologies
• Rolling benchmarks
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