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Presenter
Presentation Notes
RIA: Good morning/afternoon,We are here to share with you key insights on Women and Retirement and how to gain and retain female clients. 



Disclosure

This material is being provided for informational purposes only, and was not prepared, and is 
not intended, to address the needs, circumstances and objectives of any of individual or 
groups of individuals. New York Life and its affiliates are not making a recommendation that 
any of your particular clients purchase any specific products.

The U.S. Department of Labor has adopted new fiduciary regulations (the “DOL Rule”) that 
apply to IRAs and plans subject to the Employment Retirement Income Security Act of 1974, 
as amended (“ERISA”) on and after the DOL Rule’s applicability date. Brokers, registered 
representatives and distributors should consult with their own tax and legal advisors regarding 
the impact of DOL Rule. Please understand that New York Life, its subsidiaries, agents, and 
employees do not provide legal, tax, investment or ERISA advice.
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Presenter
Presentation Notes
RIA:Here’s a standard Disclosure . . . That this presentation deck is being provided for informational purposes only!  New York Life is not making a recommendation for any clients to purchase any specific productsPlease consult with your own tax and legal advisors re the impact of DOL Rule.



Polling Question
What choice best describes your role at your company?
• Financial advisor
• Licensed banker
• Relationship manager
• Product manager
• Compliance manager
• Operations/administrative support
• Other

For financial professional use only. Not for distribution to the public. 3



Speakers

Mary Taliaferro
Retirement Income Wholesaler

Stephen Rathford
Corporate Vice President

National Speaker, Retirement Income 
Solutions
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Presenter
Presentation Notes
RIA Moderator: Today, our guest speakers include:Stephen Rathford. Stephen is responsible for helping National Brokerage firms and Banks build a well thought-out retirement distribution strategy for clients. With over thirty years experience in personal finance, Steve has been educating financial professionals and their clients about ways to build a solid retirement and overcome the challenges associated with transitioning from “saver” to “spender.” Prior to joining New York Life, Steve was with Fidelity Investments, where he was responsible for sales in their national retail distribution system, and he also worked with their institutional sales group, FIIS. Mary TaliaferroMary Taliaferro is a New York-based Retirement Income Wholesaler covering the United States with a focus on third party distribution in Indiana, Ohio, Oklahoma, Michigan, and Texas.  Mary joined New York Life in 2014 and holds a Retirement Income Certified Professional (RICP) designation from The American College.  Prior to joining New York Life, Mary was a consultant for investment banks. Mary holds a Bachelor of Arts in Economics and French from Trinity College in Connecticut. Moderator: Welcome both of you.Steve: Thank you!Mary: Thanks for having me. I’m so excited to be speaking about this topic. 



Agenda

• Why focus on women?
• What women want
• Ways to reach and retain women clients
• The value of Guarantees in Retirement
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Presenter
Presentation Notes
Steve:Many women are more comfortable discussing healthcare and medical issues with their doctor than talking about money and investing with a financial advisor. Why? Bedside manner? A lot of it has to do with confidence. A lack of confidence or the “money” issue is at the heart of gaining trust for women.Let’s walk through the agenda.This group will control most family wealth at some point in their lives. We will learn ideas that resonate with women.We will look at how women frame the success of a financial relationship.And finally you can help this group explore unique options that may hold particular appeal.



Polling question
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What percentage of your clients are over 50?

• 0-10%
• About 20%
• About 30%
• About 40%
• About 50%
• More than 50%

Presenter
Presentation Notes
Moderator:We’ll start off with a polling question. Please take a minute to answer this and we’ll move on.After results: Steve: well seems like much of our audience has a sizeable percentage of over 50 clients.



Women are a powerful force, personally and 
financially

Women accounted for a larger 
proportion of older Americans1:
62% of 80 somethings
73% of 90 somethings
82% of Centenarians in the U.S. 
1 U.S. Census Bureau 2017
2 Top 10 Things Everyone should know about women consumers, Forbes 1/21/2015
3 Five Reasons Women Are Taking the Lead in Financial Planning, Forbes 8/8/2017
4 For the first time in history, women are better educated than their husbands – but men still earn more, CNBC 11/21/2017

Women drive 70-80% of all 
consumer purchasing, in buying 
power and influence.2

96% of women are sharing in or 
primarily in charge of financial 
decisions.3

80% of wives are more educated 
than their husbands4

of U.S. population151%

7For Financial Professional use only. Not for the general public.

Presenter
Presentation Notes
Steve:Women represent a major opportunity for advisors to help from accumulation to retirementThey are essential to the financial conversation.They’re the household decision makers, highly educated.  Should be top of mind for any successful advisor!



Advisors are not connecting with women… 

71% of women feel 
that Wall Street is not in 
touch with women’s 
financial needs/concerns2

1 Northwestern Mutual Planning and Progress Study, 2017 http://news.northwesternmutual.com/planning-and-progress-2017
2 Forbes, 2016 https://www.forbes.com/sites/vanessamcgrady/2016/03/17/worthfm/#1fdc3f9a1942

More than 9/10 women feel sold to vs 
educated by financial service companies2

Only 10% of women believe 
that advisors pay equal attention 
to men and women2

Less than 1/3 of women 
have a financial advisor, 
compared to 2/5 men1
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Presenter
Presentation Notes
Steve:How our industry has connected with women has not been very successful. Read stats. Read Fidelity Stats (Fidelity-2015 Investment Money FIT Women Study): 92% of women want to learn more about financial planning. Three in four women want to learn more about money and investing. 83% want to get more involved in their finances within the next year.Women want information that is easy to understand and only 47% of women say they'd be comfortable talking about money and investment with advisors.Mary: That reminds me of a true story. An advisor I worked with said a wealthy divorcee approached him wanting to move all her assets to his practice.  The divorcee explained to Jesse that her current advisor, whom she had been with for many years, only had a relationship with her ex-husband…. the advisor never included her in any of the conversations.  Jesse realized there was a huge market opportunity to tap into too.  He gathered 8 more divorcees through referrals, and this group of women became his core clients.  He hosted events for them, and they became close friends.  They take an annual trip to Mexico (without Jesse!) and nicknamed themselves Jesse’s girls.  He quickly received more referrals and gathered more assets.  He currently is a level 10 Edward Jones advisor with over $1mm production for 2016.  He remarked that he never wanted to be “that FA” who loses half of a client’s assets.  He quickly learned the importance of cultivating a relationship with the female by “including her the conversation.”

http://news.northwesternmutual.com/planning-and-progress-2017
https://www.forbes.com/sites/vanessamcgrady/2016/03/17/worthfm/#1fdc3f9a1942


….And as a result, are losing opportunities

of women over 50 years old 
share in decision-making for 
finances with their spouses.2

1 Why Has Women’s Economic Power Surged? Five Stats You Need to Know, Forbes, 1/31/2017
2 2016 Insurance Barometer Study, LIMRA
3 Top 10 Things Everyone should know about women consumers, Forbes 1/21/2015
4 Five Reasons Women Are Taking the Lead in Financial Planning, Forbes, 8/8/2017

or $14 trillion, of 
American personal wealth is 
now controlled by women151% 67%

Women will control about $22 trillion 
by 2020, half of all private wealth.3

Women are set to inherit $28.7 trillion in 
intergenerational wealth transfers over the 
next 40 years.4
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Presenter
Presentation Notes
Steve:Why work with Women? They are clearly where the money is going. Read slide



…And assets

70% of widows fire the advisor they 
used together with their husband.1
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1 The Great Wealth Transfer is Coming; L. Skinner; InvestmentNews; 2015

Presenter
Presentation Notes
Steve:How can we change the recent history of our relationship with women investors?70% of widows fire the advisor they used together with their husband.The stat above applies to both male and female advisors...no one is doing a good job of bringing women into the conversation. I’ve seen many advisors lose longtime clients after the husband died, because the widow didn’t connect at all. Hopefully you will understand how important it is to not only value women clients, but how essential it is to form a strong connection with them. Let me turn it over to Mary for more insights…



So, what do 
women want?
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Presenter
Presentation Notes
Mary:Thanks, Steve for sharing on why it is so important to focus on women. Let’s now review what women REALLY want so, we, as financial professionals can have a more personalized approach in our conversations.   



Polling question

12

What percentage of your primary clients are women?

• 0-10%
• About 20%
• About 30%
• About 40%
• About 50%
• More than 50%

Presenter
Presentation Notes
Moderator:Here is a polling question. Please take a minute to answer this and we’ll move on.



Women want… to feel 
understood, personally and 
financially.

• More than 50% of women having 
assets of $1 million and more 
reported that their advisors don't 
understand them.1

1 Barron’s-Women’s Retirement Planning: What Wall Street Misses-February 13, 2016 
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Presenter
Presentation Notes
Mary:Women want to feel understood, personally and financially.As highlighted by this stat, there is a huge market opportunity to work with women. More than 50% of women having assets of $1 million and more reported that their advisors don't understand them.  Part of understanding women, is acknowledging their responsibility to their family. 



Acknowledge their responsibility to family. 
Women are more likely to take time off to be caregivers to 
children and/or aging relatives.

Part-Time
1 in 5 working women switched 
from full time to part time 
employment to be caregiver.3

More likely to be 
caregivers
66% of caregivers are 
female.1

Work different hours
56% of working caregivers 
experienced reduce hours, work 
in different hours and take time 
off (paid or unpaid)2

1 The National Alliance of Care Giving and AARP – February 2015
2 AARP Family Caregiving and Out-of-Pocket Costs - 2016 Report 
3 MetLife Mature Market Institute 2011

14For Financial Professional use only. Not for the general public.

Presenter
Presentation Notes
Mary:Women are more likely to take time off from career to become care taker to their sick children and sick aging mothersTwo-third of all caregivers are femaleNearly half of women had a year with no earning in their top 35 years of earningsIn order to spend good time taking care of sick child or relative, 1 in 5 working women switched from full-time to part-time.	This would reduce their earning significantly! 



…and help them to navigate the financial impact. 

1 Transamerica Center for Retirement Studies – Seventeen Facts About Women’s 
Retirement Outlook - March 2017
2 Boston College – Center for Retirement Research 2016
3 AARP Family Caregiving and Out-of-Pocket Costs - 2016 Report
4 Social Security Administration – July 2017
5  U.S. Department of Labor  - Bureau of Labor Statistics  - March 8, 2017

Increased care giving costs3

• Caregivers often spend out of pocket costs on the 
average of $7,000 per year or $10,700 if recipients 
have dementia.

• 3 in 10 caregivers dipped into their personal savings.

Reduced Social Security benefits
• On average retired women receive 74% of men’s 

social security benefits.4

Lower career earnings
• In 2016, women’s median earnings were 82% of 

men’s median earnings.5

Lower retirement savings
• Women report a median retirement savings 

of $34,000 vs. $115,000 for men.1

Part time & 401(k) participation
• 25% of women work part-time compared to 

14% of men.1

Fewer years in service 
• Nearly half of women had a year with $0

earnings in their top 35 years of earnings.2
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Presenter
Presentation Notes
Mary:We can see the financial impact that occurs by the stats below:Read slide.Taking time off from work leads to less years in the work force, lower earnings, and lower retirement savings... 



Help women to plan for their “real” life expectancy.

There is a nearly 75% 
chance for a healthy 
woman at 65 to live until 851

according to mortality tables

1 in 3 retired women say they don’t know 
how long they can expect to live2

Less than half of retired 
women age 45-80 expect to 
live until 852

and

1 in 4 pre-retired women 

But…
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2 2017 Society of Actuaries - Annuity 2012 IAR Mortality Tables
2 2016 Society of Actuaries -2015 Risk and Process of Retirement Survey

Presenter
Presentation Notes
Mary:Women underestimate their longevity . . . Less than half of retired women, aged 45-80, expect to live until the age of 85	. . . vs. a Society of Actuaries report that says there is a nearly 75% chance that a healthy woman at 65 will live until age 85.The Society of Actuaries also conducted a retirement survey in 2015 among 45-80 and found: one in 4 of pre-retired women and 1 in 4 of retired women to say . . . 	they don’t know how long they can expect to live



Women want…
to feel connected.

• 87% of women looking for advisors can't 
find one that they can connect with.1 

• Men report that their financial advisor 
knows their spouse/partner less than 
them.2

1  The Financial Brand, When Marketing to Women, Financial Brands Fall Short, December 4, 2013
2 LIMRA Secure Retirement Institute 2016
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Presenter
Presentation Notes
Mary:Read slide 



The value of the personal relationship has grown 
dramatically, especially when it comes to financial 
services. 

38%
61%

Business only 
relationship

Business and 
personal relationship

Percent of clients who viewed 
advisor as trustworthy

1 The Art of Selling to 
the Affluent: How to 
Attract, Service, and 
Retain Wealthy Clients, 
M. Oechsli, Original 
publication 
2004/Updated 2014

18For Financial Professional use only. Not for the general public.

Presenter
Presentation Notes
Mary:So when you add  a personal relationship to a business only relationship, amazing things happen on so many attributes, like being seen as trustworthy and having a family’s best interest at heart.  With a business only relationship – 38%....add a personal relationship and look what happens…the trust level skyrockets to 61%



Polling question
According to a 2016 study, how many referrals a year do you 
think women make on average? 

• 5
• 11
• 20
• 26
• 30

19

Source: https://www.christinespeaks.com/category/selling-to-women, 2016

Presenter
Presentation Notes
Moderator:Here is a polling question. Please take a minute to answer and we’ll move on. You might be surprised, but the answer is 26! Men only make 11 referrals! So you see how important it is to reach and retain women clients. 

https://www.christinespeaks.com/category/selling-to-women


A personal connection remains essential for many 
investors…especially women.

• Ability to jointly explore complex and confusing topics
• Reassurance to remain focused and steady through difficult markets
• Access to customized solutions 
• Validation for taking action
• Trusting that one’s best interest lies at the heart of a relationship
• Emotional understanding to the significance of experiences, life 

milestones and events
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Presenter
Presentation Notes
Mary:Even as we experience the rise of the robos – that sounds like a summer action thriller! – a personal connection remains essential to investors.  There are parts of the advisor-client relationship that that require a human touch – jointly exploring complex topics, assuring clients through unsteady times, providing validation for taking action, and demonstrating an understanding of what’s going on in a client’s life, from a financial and personal standpoint, when they experience life events. Life events signify transitional times for clients  – some happy and some not so happy.  



Connect through conversation.
• Be an active listener. Understanding women’s life issues and family dynamics are critical 

to planning for their future.
– Address a female spouse as often as the man when meeting a couple.
– Listen to the life concerns and family issues from both spouses.
– Ask women what their retirement aspirations are and acknowledge them in the discussion.

• Start conversations with life and family concerns: women connect strongly to the 
emotional aspect of money.  

– Ask questions that establish what’s most important.
– Don’t jump into “dollar and cents” discussion right away.
– Check-in periodically to see if you are understanding/addressing her concerns.

• Bring two copies of all marketing materials when meeting a couple.

Source: Adapted from best practices and sales experience
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Presenter
Presentation Notes
Mary:How do you connect?We need to practice deep listening and be a good listener.  Let’s not form a conclusion for women while they are talking about their life issues and family situation . . .	* address a female spouse equally with her spouse when meeting a client couple	* listen to their life concern and family issues from both spouses	* ask women about their retirement aspirations and acknowledge them in the discussionWomen have strong connection to emotional aspect of their money.  Therefore we need to listen very carefully to their concern and challenges in life and in their family dynamic.  Advisors need to go beyond financial-related discussion.	* Ask questions that establish what is most important	* Don’t jump into financial figures discussion right away	* Ask for affirmations at several points during discussionConversation with women should always start with their life and family issues.Bring two copies of all marketing materials when meeting a couple.



Women communicate for different reasons than men.

• Give information while remaining 
independent of the other party

• Solve problems/show expertise
• Express fact
• Explain a solution as the bottom 

line

Women communicate to…Men communicate to…
• Feel connected to others
• Build relationships
• Make points and express 

feelings
• Think through a problem & 

work toward a solution

22For Financial Professional use only. Not for the general public.

Presenter
Presentation Notes
Mary:Read slide. As mentioned earlier, many women do not feel understood by their advisor, the next couple of slides highlights ways to show women you care and hear them



Listen for personal information to uncover ideas 
to WOW women clients.
• Wedding anniversary
• Birthday
• Vacation home location or address
• Alma mater
• Children/Grandchildren interests
• Charities, service, or volunteer activities
• Favorite cuisine or restaurants
• Interests and leisure activities
• Name of pet
• Names of close friends

Work with your 
office team to 
incorporate personal 
questions and 
conversation into 
every client 
interaction.
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Presenter
Presentation Notes
Mary:Your clients are giving you information all of the time!   Pay special attention to your conversations for little tid bits that can help you to WOW your clients.  Did they mention a wedding anniversary?  For my second anniversary, an advisor who attended one of my presentations around my first anniversary sent me an email with a picture of cotton – the traditional second anniversary gift.  Talk about a wow moment!  Not only did he go out of his way, he made me feel good that he listened to what I said and absorbed a personal detail.  Alma mater?  Send a key chain from their school or a new tshirt to wear to the homecoming game.  Pet – who has a pet?  You love them like children, right? Give a gift for a pet and trust me….you have a friend for life! It’s these little gestures that create stand out gestures.  Are they going to get you a sale?  Right then and there, of course not.  But it will create loyalty and help you gain referrals.  Imaging what they tell their friends about you!   Work with your office team to incorporate personal questions into every client interaction, record them, and act on them! I work with a woman who is a dear friend for years now.  She is incredible and recalls such amazing details.  I finally broke down and asked her how she did it.  She laughed at how simple it was – build a word document or excel sheet with every month of the year.  When you learn something about someone – birthday, anniversary, anniversary of a death, favorite restaurant…anything.  She writes it down on the document and refers to it daily.  So simple, and so effective.  



Initiate a “surprise and delight” effort to solidify 
connections

• Conduct activities that strengthen 
business and personal relationships

• Interactions and events that WOW 
clients

• Affluent clients appreciate a high 
level of service, along with personal 
and meaningful communication 
(personalized notes)
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Presenter
Presentation Notes
Mary:Doing something like that helps you to stand out and create what we like to call ‘surprise and delight campaigns.’ These are simply incorporating activities that wow your clients into your normal course of business.  Set an attainable goal – aim for one action a week to reach out in a meaningful way to a particular client.  Determine what you want to achieve – do you want to expand relationships to a certain niche, or get in front of family members?  Establish an activity that will help you to reach that segment of your book. Be purposeful and be deliberate…but also be genuine.  If you’re a licensed financial advisor, New York Life can help you with these notes. 



Women want… to feel 
educated and empowered.
• 51% believe their need for professional 

advice has increased over the last few 
years.1

• 6 in 10 agree that professional advice is 
needed for retirement and to evaluate 
current savings plans.1

• Women were more likely than men to 
value the advisor’s services in planning 
retirement income.2
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1 ThinkAdvisor, March 2015:  https://www.thinkadvisor.com/2015/03/18/women-making-
contributions-to-history-and-personal/

2 Investment News and Kiplinger’s – 2016 Survey

Presenter
Presentation Notes
Mary:Read slide



Most women are not prepared for retirement.

Women typically retire earlier than planned. Female pre-retirees expect to retire 
at a median age of 65 vs. an actual median retirement age of 59.1

Women age 60 to 75 have a lower retirement planning literacy score than 
men. Only 18% of older women passed a retirement literacy quiz as opposed to 
35% of men.2

Financial literacy has been linked to retirement planning and wealth accumulation.3

Older divorced women are more likely to live in poverty. 20% of divorced women 
aged 65 or older and 22% of divorced women aged 80 or older live in poverty.4

1 Society of Actuaries – Impact of Retirement Risks on Women 2013
2 American College/New York Life Center for Retirement-2017 RICP Retirement Income Literacy Survey Report
3 NBER – How Financial Literate Are Women?  An Overview and New Insights – December 2014
4 Social Security – Office of Retirement and Disability Policy – 2012 Retirement Prospects of Divorced Women (Retrieved August  2017)
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Presenter
Presentation Notes
Mary:Most women are not prepared for retirement.Women tend to retire earlier than planned since as we discussed earlier, their decision is family decision in nature. 	=> On the average, women retire 6 years earlier than expected.Older women have lower retirement planning literacy scores. There’s a correlation between financial literacy and planning for retirement and accumulate wealth!  Higher score, better plan and higher assets – Lower score, less planning and lower assets! Older divorced women are more likely to live in poverty.



How to reach and retain 
women clients
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Presenter
Presentation Notes
Mary:How do we reach these clients, Steve?Steve: Good question. 



Help plan for retirement earlier.

• Women tend to retire at a median of 6 years prior to 
the age they initially intended to retire.1

• Fundamental planning should include: 
– A back-up plan - in case they have to retire 

earlier than expected. 
– Emergency savings – to help fill the gap for the 

times they may be out of the workforce.
– Social Security strategy - Couple should review 

options for taking Social Security and understand 
how decisions might impact them long-term.

1 Society of Actuaries – Impact of Retirement Risks on Women 2013
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Presenter
Presentation Notes
Steve:Comprehensive retirement planning should start much earlier since women tend to retire at a median of 6 years earlier than they planned since their retirement decision is a family decision!A retirement plan should include Plan B for other factors that force them to retire earlier than expected, and	emergency saving planning. Social Security strategy - Couple should review options for taking Social Security and understand how decisions might impact them long-term.



Explain how performance can help to achieve 
retirement goals. 

• They are less concerned about how to beat the market.
• Make recommendations with a focus on the benefits they may provide
• Avoid getting bogged down in deep financial analysis
• Clarify key points to ensure the investors understand how you are 

addressing their goals
• Use real-life examples showing the impact of financial decisions 

beyond charts, graphs and numbers
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Presenter
Presentation Notes
Steve: Read slide.Investing is less of a “numbers” game, it’s more of a “people’s” game!Women are generally more conservative and focus on positive results as a measure of success.



Help women to estimate their retirement needs.

• 60% of women do not have enough money saved for retirement.1

• Only 10% of women are very confident in their ability to fully retire 
with a comfortable lifestyle.2

• Over 50% of unmarried women are more likely to think they will need 
to accumulate less than $500K for retirement. 33% think that they will 
need less than $250k.1

1 EBRI 2017 RCS Fact Sheet #5
2 Transamerica Center for Retirement Studies 2017
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Presenter
Presentation Notes
Steve: Read slide



Help women to estimate their retirement needs.

• Women are more conservative in investing therefore 
their assets do not grow as much. Men were more likely 
than women to have an above-average risk tolerance.1

• Use a retirement expenses worksheet/checklist to get 
them thinking about what their income (including 
pensions and Social Security) and expenses might be.

– This is a great activity to do with the couple.

1 InvestmentNews and Kiplinger’s – 2016 Survey
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Presenter
Presentation Notes
Steve:The basics of a worksheet are fundamental to understanding what money is earmarked for what purpose!This creates a clear logical path to a conservative conclusion!



Plan for Health Care & Long Term Care.

• If a 65-year-old wants a 90% 
chance of having enough savings 
to cover health care expenses in 
retirement, on the average a 
woman would need to have 
$140,000 vs. $124,000 for man.1

• 60% of women who have 
delayed or forgone medical care 
due to cost will have additional 
medical issues in later years.2

• One in five Baby Boomer 
women believe health care 
will consume more than 
40% of their retirement 
income, vs. 9% of men.3

• Expected health care costs in 
retirement are $83,000 
more for women than men4!

1 EBRI – Notes Vol 36 No 10, October 2015
2 U.S. Department of Health and Human Services 2016 
3 IRI – Boomers Expectations for Retirement 2017
4 ThinkAdvisor, October 2017: http://www.thinkadvisor.com/2017/10/09/planning-for-womens-retirement-health-care-costs
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Presenter
Presentation Notes
Steve:Here is another “intuitive” feeling most women can have. With all other unique challenges that women face like longevity risk, lower retirement wealth as discussed earlier,  Health Care and Long Term Care are critical for women’s retirement planning . . .Women at 65 may need $140,000 in her saving to cover her health care expense—13% higher than men would need.Women may become less healthy in retirement years since 60% delayed and forgone medical care due to cost, per White House report.20% Baby boomer women believe health care will consume more than 40% of their retirement income vs. 9% of menExpected health care costs in retirement are $83,000 more for women than men!These stats have shown why planning for health care and long term care is so important for women in retirement



Use “plain English,” but don’t talk down.

• Avoid industry jargon.

• Women want more education on risks in retirement planning. 

• 92% of women want to learn more about financial planning. Three in four women 
want to learn more about money and investing. 83% want to get more involved in their 
finances within the next year.1 

• Women want information that is easy to understand2 and only 47% of women say 
they'd be comfortable talking about money and investment with advisors. 1

• Women tend to listen to advice from advisors much more than men.3

1 Fidelity-2015 Investment Money FIT Women Study
2 Transamerica 2014
3 Greenwald & Associates-DSG Network-2016 Retiree Insights-Focus Group
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Presenter
Presentation Notes
Steve:Use plain English but don’t talk down. This goes for everyone.Women in particular want more education on all risks in retirement. Great majority of women want to learn about finances and financial planning.Although women are getting more educated and some are making more money than their spouses, they still want information that is easy to understand.  And only less than half of women who feel comfortable talking about money with advisors.Women tend to listen to advice from advisors much more than men.These are all positive points that show that women make ideal clients for advisors willing to educate and mentor.



Women want…
guarantees.
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Presenter
Presentation Notes
Steve: Is this a surprise?



Guarantees matter to women

• Women were more likely than men to say their #1 personal financial goal is 
to “retire with financial security and peace of mind.” 1

• 56% of women were only interested in "guaranteed" financial products.2

• Women are more conservative in investing therefore their assets do not grow 
as much. Men were more likely than women to have an above-average risk 
tolerance.2

• Women say that a higher proportion of guaranteed lifetime income would
increase their overall satisfaction in retirement.3

1 Investment News and Kiplinger’s – 2016 Survey
2 Prudential  - 2015 Financial Experiences and Behaviors Among Women
3 Greenwald & Associates  & New York Life - 2017 Consumer Retirement Income Planning
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Presenter
Presentation Notes
Steve:Once again we see the “people” measure of success vs. the “numbers.” Financial security = satisfaction.One thing that advisors can ask is “How much of your income would you like guaranteed?” Then help guide and explain how to guarantees work.�Now Mary will show us solutions that offer guarantees that women value so much.



The value of 
guarantees in 
retirement
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Presenter
Presentation Notes
Mary:Since women are more confidence and happier with guaranteed lifetime income product, let’s review several cases  where annuity products could help them.



Annuities can provide guarantees for many 
retirement objectives

Provide immediate guaranteed
lifetime income. 

Provide guaranteed lifetime
income in the future.

Provide guaranteed lifetime income in the 
future and allow access to principal.

Immediate Annuity

Deferred Income Annuity

Deferred Annuity with 
Guaranteed Income Rider

Provide market participation via 
investment options, some liquidity, death 

benefit and optional investment protection

Variable Annuity with 
Guaranteed Minimum 

Accumulation Benefit Rider
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Presenter
Presentation Notes
Mary:We know a significant portion of retirement age women want guarantees, annuities are a sensible solution when it comes to generating retirement income. There are 4 types of income needs in retirement:	1. Need guaranteed lifetime income immediately=> Immediate Income Annuity		2. Need guaranteed lifetime income at some point in the future=> Deferred Income Annuity	3. Need guaranteed lifetime income in the future and can access to principal => Deferred Annuity with Guaranteed Income rider4. Want market participation and investment protection VA with GMAB



Meaningful connections with women clients can…

• Help to generate loyalty & ensure the long-term sustainability of a book.
• Showcase commitment and value to clients beyond product.
• Cement position as a trusted advisor.
• Creates opportunity to retain assets.
• Capture assets in transition from other, less savvy advisors. 
• Gain access to the next generation of investors.  
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Mary:Read slide



Thank you.
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Presentation Notes
Steve: Thank you for your time today. We have some time for a few questions. 
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