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Shocking Statistics
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JDPOWER
Aging Advisors Create Looming Capacity Risk

FINANCIAL ADVISORS AGE EXPECTED YEARS UNTIL
RETIREMENT

]
Under40 [l 11% 20+ 21%

11to20 I 33
40to64 |G 63%
6to10 NG 26

65+ [ 26% within5 I ©0%

Source: JD Power 2025 U.S. Financial Advisor Satisfaction Study




JDPOWER
Shrinking Advisor Base Meets Rising Investor Demand

CURRENT DIY/SELF-DIRECTED INVESTORS CONSIDERING A FINANCIAL
ADVISOR IN NEXT 12 MONTHS (% PROBABLY OR DEFINITELY WILL)

43%
m 2025 m 2026 37%

32%

28%

17% 18%

Boomers+ GenX GenY/Z

Source: JD Power 2026 U.S. Investor Satisfaction Study




JDPOWER
Advisor Soft Skills are Driving Client Advocacy

IMPACT ON

ADVISOR SOFT SKILLS (AMONG INDIVIDUAL CLIENT NPS

INVESTORS WITH DEDICATED ADVISOR/TEAM)

Advisor is a mentor/coach and not just a financial
expert (Strongly agree) - 36% +38

Source: JD Power 2026 U.S. Investor Satisfaction Study

Advisor is a great listener
(Strongly agree)

Advisor explains things in terms | can
understand (Strongly agree)

| am comfortable sharing personal information about
my life with the advisor (Strongly agree)

Advisor has the ability to recognize and understand
my emotions (Strongly agree)




Is Technology the answer?
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JDPOWER

Advisors See Al and Digital Tools as Essential
TOP PRIORITY TOOLS IN WHICH FIRM SHOULD INVEST

Artificial intelligence tools
Financial planning program
Advisor dashboard

CRM program

Portfolio management program

Lead generation programs

Personalized client marketing and...

Client mobile app
Asset allocation program

Chatbots

36%

e 4%
32%

S

O/t

s

:

0,
R
32%
0%
9%
23%

19%

i
20%

36%

26%

Source: JD Power 2025 U.S. Financial Advisor Satisfaction Study

ADVISOR NPS
+23 AMONG
THOSE USING Al
TOOLS VS NOT
(62 VS. 39)

INDUSTRY TENURE

Less than 10 years
Il 10to 19 years

Ml 20 years ormore




Advisors always want
more clients
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JDPOWER

Al Tools Can Expand FA Capacity and Increase Loyalty

ADVISOR* NPS BY CLIENT BOOK SIZE

77

__ =
69 _ __----
61
46 50
34
0-<100 100 - <200 200 - <300 300 - <400 400+

*among sole practitioners in the Employee/Captive channel

Source: JD Power 2025 U.S. Financial Advisor Satisfaction Study

Among
Advisors
using Al
tools




Firms know exactly where to
focus marketing support for
advisors
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JDPOWER
Marketing priorities vary by FA career stage

HIGHER PRIORITY /
LESS VALUABLE

HIGHER PRIORITY /
. Firm/Brand marketing and HIGHLY VALUABLE Advisor Tenure

advertising Less than 10 years

' Advisor website

TYPES OF Social media® Search Engine... .
MARKETING Firm/Brand marketing...
SUPPORT
THEFIRM o T L 2
S l d . _e e i
SHOULD ocCla m:e 1a D|g|tal advert|S|ng : . In person events/ source_
PRIORITIZE Search Engine... AR ey semjnars JD Power 2025
- 5 Thought leadership: In person events/ U.S. Financial
Digital advertising o ° seminars Advisor
Digital newsletters/ Satisfaction Study

Thought leadership

® Webinars
LOWER PRIORITY /
LESS VALUABLE Webinars®

LOWER PRIORITY /
HIGHLY VALUABLE

TYPES OF MARKETING SUPPORT THAT
ARE “VERY VALUABLE” TO ADVISORS




JDPOWER
The advqntage
MOVE SMART @ goes to firms that

see risk early and

GOVERN AI, act deliberately.
PROTECT TRUSI,

WIN THE NEXT Ground your next
WAVE OF AUM decisions in

independentinsight. &
JD Power helps
firms understand |
generational risk
and act with clarity
and discipline.




Questions
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