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Financial Advice
Beyond Wealth01

"ADVICE WILL PLAY THE PRIME ROLE OF
ANCHORING RETAIL BANKING RELATIONSHIPS."

Ask someone in the financial services
industry what financial advice means,
and most will point to wealth
management and advisor-led financial
planning for exclusively high net worth
clients as the definition. 

But ask an ordinary customer, and
they'll give a more holistic,
comprehensive definition that doesn't
set thresholds based on their wealth,
nor restrict advice only for long-term
needs. This presents an opportunity for
transformative realignment.

Deloitte, in their 2020 report, A vision for the future of US retail banking, observes how,  
"the worlds of retail banking and wealth management have started to collapse into
each other." Though financial institutions have historically offered generalized advice
to retail customers through financial literacy seminars, blog posts, and other
educational tools, few have built enterprise-wide sales and customer service cultures
and practices around a vision of individualized advice and guidance. But to win, retain,
and grow customer relationships, financial institutions must align their organizations
around giving high-quality advice to all. Simply put, financial advice must expand
beyond wealth. 

1   https://www2.deloitte.com/us/en/pages/financial-services/articles/future-of-retail-banking.html
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Where Do People 
Get Financial Advice?

Sources of Financial Advice

Banks

Internet

Family

Friends

Books

Only 17% of Americans have worked with a financial advisor, and 75% manage
their finances entirely on their own.   Although 95% of households are banked,
only 83% of households spoke with a banker in 2019.   Moreover, when making
financial decisions, the majority of people (even older generations who are more
inclined to use traditional financial advisors), prefer to speak with family &
friends over speaking with professionals.    

Taken together, the data tell a clear story: nearly everyone uses a bank, but most
people look elsewhere for advice and guidance about financial decisions.
Pessimistic institutions might conclude from the data that trying to offer high-
quality advice is a lost cause and that customers' preferences are set in stone,
but bank reputations and favorability scores have continued to improve,
reflecting higher levels of trust and satisfaction through 2020.   

A more optimistic and well-founded conclusion is that banks have a compelling
opportunity to expand their role in giving advice and helping customers make
financial decisions. 
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2    https://www.cnbc.com/2019/04/01/when-it-comes-to-their-financial-future-most-americans-are-winging-it.html
3    https://www.fdic.gov/analysis/household-survey/2019execsum.pdf
4    https://www.ubs.com/content/dam/WealthManagementAmericas/documents/investor-watch-1Q2014-report.pdf
5    https://www.americanbanker.com/news/bank-reputation-survey
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But Why Don't
People Get Advice
from Banks?03

It's not a coincidence that people don't often turn to their financial institutions for
advice. Strategic decisions (or lack thereof), especially related to customer
experience, have significantly influenced consumer preferences. 

Advice Belonged to Wealth, not Retail

Digital Channels haven't been Optimized

Friction and Changes in Branch-Based Experiences

Historically, financial advice has catered to the top 10% of wealth holders. But
wealth-focused financial planning only covers a small fraction of where
consumers actually need advice; decisions about saving, home-buying,
automobiles, insurance, education, vacations, and many other topics can all
involve advice. Making advice contingent on wealth can cause mass market
consumers to think that their bank isn't interested in advising and guiding them.
As a result, they turn to different sources, like family, friends, and the internet. 

Digital channels have been optimized primarily for transactional completion and
performing simple tasks more efficiently: think opening accounts, viewing
balances, and paying bills. Advice on digital channels tends to take the form of
static blog posts, generic articles, and one-size-fits-all video content. To scale
advice across all consumer segments and product and service needs, banks
must leverage digital channels to discover customer needs and efficiently
connect customers with the right bankers and specialists. 

Branch traffic has long been declining, and the Coronavirus Pandemic only
accelerated the trend. As branch visits went down, so did opportunities to
engage customers in richer, deeper interactions that might have built stronger
relationships and uncovered additional needs. But consumers demand
convenience, which means that they get advice wherever it comes
instantaneously and effortlessly, like in a conversation at the dinner table or
from the convenience of their smartphone, tablet, or laptop. 
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A New Vision 
for Retail Advice 04

Despite consumer preferences to get advice outside their banks, 78% of American
retail bank customers say they want their bank to offer them advice and guidance,
with 58% preferring to get advice digitally. 6

6    https://www.jdpower.com/business/press-releases/2019-us-retail-banking-advice-study

From Siloed Lines of Business Based on Products 
to Centers of Service Reached by Advice 

From Bankers Who Focus on Selling Products to
Trusted Advisors Who Focus on Giving Advice

From Gating and Restricting Access to The Few to 
Using Omnichannel Solutions to Help Everyone

Aligning the enterprise around customer needs and advice delivery
helps to break down silos between lines of business. The diagnosis
comes before the prescription, so banks benefit and customers do
better when they interactions start with needs, rather than products. 

Universal bankers, specialists, loan officers, and other bank
personnel elevate the status of their role and credibility of their
recommendations when they define customer interactions and
relationships through offering advice, rather than selling products. 

Embracing technology platforms for delivering individualized advice
frees up bankers' time to focus on their most valuable clients and the
best opportunities, while also ensuring that all customers can meet
their needs in the ways they prefer, whether digital or in-person.

(c) 2021 Nvest, Inc. (dba “SigFig”)(c) 2021 Nvest, Inc. (dba “SigFig”)



The risks to banks of not getting advice right are multifold. For community financial
institutions, there is significant risk of losing customers to bigger banks, whose
technological differentiations can outweigh relationship-based loyalty, especially for
the next generation of consumers. But across institutions of all sizes, failing to lead
with needs-based advice means missed opportunities for growth through cross-sells
and up-sells, leading to lower NPS and higher attrition risks. 

Digital channels are perfectly
suited for needs discovery,
through dynamic journeys and
financial health assessments. 

Offering customers 'quick wins'
and 'personalized tips,' based on
their stated needs, primes them
for needs-based conversations. 

Customers' needs vary, as do
bankers' areas of expertise. Real-
time intent data ensures the right
people get connected. 

With needs discovered prior to
an appointment, every minute
can be spent on giving relevant
advice and recommending the
right products. 

When bankers know a
customer's full range of needs,
they can provide maximum value
to the customer and growth to
the bank.

Advice as 
The Way to 
Drive Growth 05

Discover Needs

Route & Reachout

Advice Conversation

Fulfill & Service

Prime Customer
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Most banks miss out on the virtuous cycle of needs-driven customer service that is
enabled by needs discovery, especially through an omni-channel approach. For the
customer, needs-driven service means better financial products that enable better
financial success and satisfaction. And for the bank, deepened customer loyalty
yields higher long-term value from increased wallet share and decreased attrition. 

The Flywheel
Propelled by
Customer Needs06

Needs 
Discovered

Needs 
Fulfilled

Customer 
Satisfaction

Wallet Share 
Expansion

Loyalty & 
Engagement
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Advice should reside at the center of retail banking and be the compass for costumer
relationships. But how do you transform an organization to infuse advice across the
enterprise, and align lines of business around serving customer needs? 

In discussions about enabling good financial advice, one thing is routinely
overlooked: people simply don't like talking about their personal finances; in fact,
most people would rather talk about their body weight than their money.   

Having an open, candid discussion with bank team members about this powerful
and persistent taboo is a crucial first step, since it's very likely that many of them feel
the same awkwardness and apprehension that consumers do. Acknowledging this
challenge and creating space to discuss the difficulties of talking about money
paves the way for openness to innovative solutions. 

Enabling advice for all financial decisions across all lines of business in a stepwise
process, so it makes sense to start with high-priority areas shared by customers.
Looking for patterns in recent customer needs, considering macroeconomic and
local trends, can help identify retail banking areas where advice is most needed.

Delivering advice requires having insights into customers' needs, so it makes sense
to invest in ways to discover needs at scale. Without accurate, real-time customer
needs data, bankers are about as effective as radiologists without x-ray images. 

Lastly, for bankers to provide consistent, high-quality advice to retail customers, they
need to be incentivized to focus on advice rather than just sales or service. Creating
objective metrics to measure the success of advice delivery, as well as incentivizing
advice-driven customer satisfaction through compensation, can provide the right
behavioral structures to achieve organizational transformation.

07

7    https://www.forbes.com/sites/brettwhysel/2020/02/18/the-money-taboo-what-can-we-do-about-it-talk/?sh=6e6b9ed064af

Next Steps &
Actionable Ideas
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Just looking for the key takeaways? 
Hey, there's no speeding ticket for speed reading! 

08Summary &
Takeaways

Financial advice has belonged to wealth management and financial planning, reserved
exclusively for the wealthy. That's rapidly changing...and for the better!

The large majority of people don't like discussing money, and most don't turn to their
banks for advice, either.

But people overwhelmingly want and expect their financial institutions to give them
good advice, and for all of life's financial goals and decisions, not just building wealth.
 
As a result, retail banking has a critical opportunity to realign its products, services,
and functions around financial advice for all customers. 

Giving relevant, individualized financial advice in retail banking requires having insight
into the current needs of customers. 

Digital channels and FinTech partnerships offer easy and effective ways to discover
needs, while also enabling the delivery of advice through dynamic experiences. 

Delivering relevant, needs-driven advice catalyzes growth, retains customers, and
elevates the roles of both bankers and banks. 
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Using a combination of design, data science, and technology, SigFig builds
platforms for financial institutions that delight consumers and empower
bankers to have more advice-driven conversations. For retail banking, we've
built SigFig Atlas, a digital platform that guides consumers through rich
needs-discovery journeys, delivers advice, and connects them to the right
resources and financial products. Learn more at www.sigfig.com

partnerships@sigfig.com
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