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The Great 
Wealth Transfer:
Building trust and relationships across generations

This is directed at professional investors and should not be distributed to, or relied upon by retail investors. 
This document is designed for use by, and is directed only at persons resident in the UK. 

The value of investments, and the income from them, may fall or rise and investors may get back less than they invested.
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Agenda

• Coming soon: The Great UK Wealth 

Transfer

• Legacy: A very difficult topic

• The role of the adviser 

• A call to action
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Globally-built expertise in legacy and practice management

Asset management services for private and public pension funds, financial advisers and institutions, and government and charitable organisations

Source: Vanguard. 2023 data.

Our purpose: To take a stand for investors, to treat them fairly, 

and to give them the best chance for investment success

Mutual Expertise Scale

Adviser partner
• >$3 Trillion of assets through advisers

• Active on 3 continents

Advice, retirement, legacy

Retirement provider
• ~5million DC retirement accounts

Advice provider
• >400k US advised clients

• >$300bn AUM in the US
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20+ Years of partnership
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Coming soon: The Great 
UK Wealth Transfer
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Population and wealth by generations in the UK - 2020

Source: Vanguard Analysis based on ONS 2020 Wealth and Assets Survey, and 2020 National and Subnational Mid-year Population Estimates for the UK.

~£1.5tn

Silent generation

~£5.1tn

Baby boomers

~£2.3tn

Gen X

~£700bn

Millennials

~£51.5bn

Gen Z

Total Wealth by Generation £

~£6.7tn

17.9%

5.5%

0.5%

26.1%

7.2%

19.4%

23.8%

22.5%

52.5%

8.6%
15.9%

Population Wealth

0 to 14 year olds Gen Z Millennials Gen X Baby boomers Silent generation

68.4%
of Wealth

31.1% 
of Population

b. 1928-1945

b. 1946-1964

b. 1981-2000

b. 2001-2020

b. 1965-1980
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A generational shift:

Over the next three decades,

~£7trillion
in wealth will change hands

UK inheritances currently ~£100bn 
annually, rising each year

Source: Vanguard Analysis based on ONS 2020 Wealth and Assets Survey, and 2020 National and Subnational Mid-year Population 

Estimates for the UK, Demos: A new age of inheritance (January 2023)
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The global picture in the next few years

Sources: Wealth-X, Preservation and Succession: Family Wealth Transfer 2021; 1 Cerulli Associates, The Cerulli Report: U.S. High-Net-Worth and Ultra-High-Net-Worth Markets 2021. 

$10.6 Trillion

North America

$3.5 Trillion

Europe

$2.8 Trillion

Asia Pacific

Wealth transfer to 2030 by region
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“From shirtsleeves to 

shirtsleeves in three 

generations”
Often attributed to the Scottish-born American industrialist and philanthropist Andrew Carnegie (1835–1919) but is not found in 

his writing.

Generational wealth challenges:
spanning borders and cultures

“From clogs to clogs in three generations.” 

“From the stables to the stars to the stables.”

“The first generation creates wealth, the second 

maintains it, the third studies history of art and the 

fourth degenerates.”

“Third generation ‘ruins the house.”

“Wealth does not survive three generations.”

“From shirtsleeves to shirtsleeves in three 

generations”
of wealthy families lose their 

wealth by the 2nd generation 

and 90% will lose it by the 

3rd generation70%

Sources: Wiktionary.org, www.gutzitiert.de/ 



10

Inheritance is everywhere
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Inheritance is everywhere

Poor Legacy Planning:
A story by Guy Ritchie
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10,000 wills disputed 

in the UK annually1

300,000 families apply 

for probate each year. Process 

takes more than 30 weeks2

36% of Gen Zers & 29% 
of Millennials (26-41) say they’re not 

focusing on saving for their retirement 

because they’re expecting to inherit3

13,000 failed 

PETs in 2020-214

More than 1m
LPAs registered in 20235

4 in 5 adults 

do not have an LPA in place6

While 60% of baby boomers 

intended to leave money to the next 

generation, only 17% had a formal 

plan in place7

41% of Gen X and Millennials 

found it “uncomfortable” to discuss 

inheritance and wealth transfer with 

their parents7

37% of wealthy individuals 

reported family conflict around 

inheritance8

Painting a picture of the UK landscape

Sources: 
1 The Guardian 2024: estimates by specialist solicitors. 2 The Law Society 2023. 3 Standard Life 2023. 4 Freedom of Information Request to HMRC (from RBC Brewin Dolphin). 
5 The Family Court. 6 Canada Life & Opinium 2022. 7 YouGov c2022. 8 Barclays 2011. Note: ‘PET’ refers to potentially exempt transfers. ‘LPA’ refers to ‘lasting power of attorney’.
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Advice-seeking behaviour

• Female investors have a greater propensity to seek advice or an embedded 

investment solution.

Women and advice

1 ONS, data as at May 2024. Average age gap in opposite sex marriage is c2 years in the UK.
2 Dr Eliza Filby, Taking the Reins: Female Clients and the transfer of wealth (2021).
3 Vanguard 2024: Closing the Gender Gap in Individual Retirement Account (IRA) Balances.

Women are “Dual inheritors”

• Extra c2 years of Life expectancy on average1

• Women c2 years younger than spouse on 

average1

Later life care

• In the UK, women outnumber men 3:1 in 

nursing homes2

80

81

82

83

84

85

86

87

88

Women Men

Life expectancy at age 601

Investment gap 

Research3 suggests women:

• Start saving later in life

• Are more likely to have annual gaps in saving

• Are more likely to have funds uninvested
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Women and advice

1 Sources: Pooneh Baghai, Olivia Howard, Lakshmi Prakash, and Jill Zucker, 2020 Women as the next wave of growth in US wealth management. McKinsey & Company.
2 Schroders 2023.

76%

70%

90%

35%

76% of women say the gender of their financial adviser is not important and 

they are willing to work with either male or female advisers2

Up to 70% of women will move away from the financial adviser after the death 

of their partner1

90% of advisers do not have a differentiated sales and marketing approach for 

female investors2

35% of females said their adviser completely recognised and appreciated their 

different financial needs2
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Your practice: Consider some illustrative numbers

Source: Pooneh Baghai, Olivia Howard, Lakshmi Prakash, and Jill Zucker, 2020. Women as the next wave of growth in US wealth management. McKinsey & Company, available at

https://www.mckinsey.com/industries/financial-services/our-insights/women-as-the-next-wave-of-growth-in-us-wealth-management. Investment News, 2019. Only 13% of adult children 

would use parents’ adviser: Cerulli. Available at https://www.investmentnews.com/only-13-of-adult-childrenwould-use-parents-adviser-cerulli-79471. The Williams Group.

of women leave 

their adviser 

following the death 

of a spouse

of children intend 

to fire their parents’ 

financial adviser 

after they receive 

an inheritance
87% 70%
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Estimated Baby 

Boomer and older 

proportion1

Advisers unappointed 

by client’s survivors

Proportion of existing 

client bank not retained

of women leave 

their adviser 

following the death 

of a spouse

of children intend 

to fire their parents’ 

financial adviser 

after they receive 

an inheritance

Your practice: Consider some illustrative numbers

Source: Nextwealth Report 2023 (number approximate and derived from assuming proportional client representation within the age 55-64 age category).

87% 70%

54% 70% 38%
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Legacy: A very 
difficult topic
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The subject

The partner

The heirs

The adviser

• Uncomfortable

• Morbid

• Secretive

• Full of uncertainty

• Age and vulnerabilities

• Cognitive decline

• Weak adviser relationship

• Previous relationships/complex 

family structure

• Non-communication between 

partners

• Different objectives between partners

• Geographical distance, major 

differences in needs/values

• Protectiveness

• Their own partners

• Major differences between heirs

• Generational mis-matches

• Cost/servicing mis-match

• Super-soft skills

• Legislation & the tax tail (on the 

legacy planning dog)

Why so difficult?
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The lifetime risk of dementia is about 31% 

(37% for women, 24% for men) 31%

Two out of three people can expect to 

experience cognitive impairment (both with 

and without dementia) in their lifetime. 
66%

The perceived cost of mistiming (from the 

investor’s perspective) is estimated to be 

equivalent to 14% of net worth.
14%

Cognitive decline is a real risk

Sources: Vanguard Research: The Risk of Cognitive Decline: Investors’ perception and preparation, 2021, Anna Madamba, Ph.D. 
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The role of 
the adviser
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Vanguard’s 4 Pillar Framework for Advisers’ Value

Intervention 

oriented

Process 

oriented

The Source of Advice Value

Sources: Vanguard.

Financial

TimePortfolio

Emotional

1 2 3 4
Time savings value: 

performing tasks for your 

clients that they may not 

have the capacity or 

knowledge to undertake 

themselves.

Portfolio value: 

building a well-diversified 

portfolio matched to the 

client’s risk tolerance.

Emotional value: 

helping investors 

achieve financial well-

being or peace of mind 

and instilling confidence 

in them.

Financial value: 

advisers help investors 

to meet their financial 

goals and overcome 

obstacles and challenges 

along the way.
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Value/immunity to automation 

Higher

Lower

P
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Higher

Helping families plan a financial legacy is a uniquely 
human activity

Source: Vanguard.

Family-owned business strategies

Charitable giving strategies

Insurance

Accounting and tax service

Estate planning and trust services

Behavioral coaching

Spending strategies

Asset location

Total return versus income investing

Rebalancings

Cost-effective implementation

Suitable asset allocation using broadly diversified funds/ETFs
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Communication and trust are crucial

Sources: Roy Williams and Vic Preisser, 2010. Preparing Heirs: Five Steps to a Successful Transition of Family Wealth and Values; Vanguard.

Reasons family wealth is lost The components of trust

60%
Breakdown in trust 

and communication

25%
Failure to prepare 

heirs

10%
No family 

mission

5%
Other

17%

53%

30%

Functional
Does what the adviser 

says he/she will do

Emotional
Allows me to sleep 

better at night

Ethical
Will act in my best 

interest at all times
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5%
perceived value-add to annual performance 

for human advice

3%
perceived value-add to annual performance 

for digital-only advice

Perceived value of type of advice

Human advice retains the advantage

Source: Vanguard Research: Quantifying the investor’s view on the value of human and robo-advice, 2022, Paulo Costa, Ph.D. and Jane E Henshaw.

Switching between human and digital advice

of robo-advised clients would consider 

switching to a human adviser in the future88%

of human-advised clients say they would not 

consider switching to digital90%
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Human advice retains the advantage

Source: Vanguard Research: Quantifying the investor’s view on the value of human and robo-advice, 2022, Paulo Costa, Ph.D. and Jane E Henshaw.

Peace of mind added

Human-advised Digital-advised

24%

80%

On their own With advisor

Peace of mind 

increased 56 

percentage 

points

59%

71%

On their own With advisor

Peace of mind 

increased 12 

percentage 

points
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Steps to succeed
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Elements of success

EngagementEngagement Proposition
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Elements of success

Engagement

1 Prepare and Identify opportunities

2 Engage primary clients

3
Bring the next generation into the 

conversation

4 Agree ongoing ways of working

Proposition

1 Hone your advice and service offers

2 Develop your business model

3 Embrace technology
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Elements of success

Engagement

1 Prepare and Identify opportunities

2 Engage primary clients

3
Bring the next generation into the 

conversation

4 Agree ongoing ways of working

Proposition

1 Hone your advice and service offers

2 Develop your business model

3 Embrace technology
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Explore and Identify Risks

• How many of my “top” clients are married baby boomers? 

• What is the total AUM of these clients?

• Of those top clients: 

– How many times in the past 12 months have I had an engagement 

with the spouse?

– Have I ever spoken to the children (or other heirs as applicable)?

Classify and segment client base

• Supplement traditional segmentation approach 

(such as AUM, profession, accumulator/decumulator)

• Consider approaches relevant for legacy planning

• Don’t overlook clients without children 

1 Prepare and identify opportunities
Engagement
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The “Bank of Mum 
and Dad” has 

likely been open 
for business 

already

Education
Housing 
Ladder

?

Client 

driven

More adviser 

involvement

1 Prepare and identify opportunities
Engagement
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Initial 
Onboarding

Second stage 
of initial 

Financial Plan

Annual 
Review

Wills / LPA Goal Change
Beneficiary 

Ages

Beneficiary 
events

Health 
Changes

Just 
because…

33

Opportunity for the Conversation Positioning

Preparedness

Education

Tax Planning

2 Engage primary clients
Engagement
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Preparedness

Education

Tax Planning

Discuss the benefits of preparedness as a component 

of wealth planning

Discus the benefits of having a plan in place which 

allows for quick action in case of emergency

Focus on the importance for survivors to know what 

steps to take and how to take them

Focus on discussing the benefits of family members 

to be prepared for unforeseeable events: peace of 

mind, less stress

Positioning Focus on Preparedness

2 Engage primary clients
Engagement
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Positioning Background Questions

• Estate/Legacy planning done to date?

• How have you communicated it to family?

• How much awareness do they have of wealth levels?

• How prepared is your family to receive the wealth?

• If they aren’t aware or prepared, is there a reason?

Preparedness

Education

Tax Planning

2 Engage primary clients
Engagement
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Kids 
are not 

necessarily 
kids

Source: Office for National Statistics, Wealth and Assets Survey. Data from Great Britain, July 2014 to June 2016 (£)

Median amount received in inheritances of the value of £1,000 or more
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2 Engage primary clients

Engagement
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Kids 
are not necessarily

kids
Source: Office for National Statistics, Wealth and Assets Survey. Data from Great Britain, July 2014 to June 2016 (£)

2
Engagement

Engage primary clients

Median amount received in inheritances of the value of £1,000 or more
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38*Among the more challenging to address.

Dealing with objections

Common Objections

Preparation Implementation

Education, 

not disclosing £AUM 

Preparedness

What we do for the 

primary clients / Deeper 

Preparedness & 

responsibilities/ Bring 

in some £AUM numbers

Implementation 

of smaller 

gifted portfolios

Deeper planning 

for beneficiaries

Significant

gifting / 

estate planning

• Beneficiaries aren’t mature enough

• “We don’t want them to know how much we have”

– Disincentivising

– Change in expectations/behaviour

• Different situations of beneficiaries

• Discomfort around beneficiary’s partner

• Beneficiaries are already “happily advised”*

2 Engage primary clients
Engagement
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Plan with primary clients

Pre-work

• Assess existing level of preparedness

• Assess existing level of investment/financial acumen

Objectives and guardrails

• How far along the spectrum do we want to get

• Agree level of disclosure around asset values

Preparation Implementation

Education,

Not disclosing £AUM, 

Preparedness

What we do for the 

primary clients / Deeper 

Preparedness & 

responsibilities/ Bring 

in some £AUM numbers    

Implementation 

of smaller 

gifted portfolios

Deeper planning 

for beneficiaries

Significant

gifting / 

estate planning

3 Bring the next generation into the conversation
Engagement
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Plan with primary clients

Meeting format

• Whole family meeting, individuals or split groups?

• Main adviser leads or do we bring in a generational match?

• Virtual or in-person?

• Home or away?

• Can we make out of hours work?

Agenda items

• General Investment/Financial

• Wills, LPAs (have beneficiaries?)

• Role of the adviser

• Other professional relationships

• Questions

• Next steps, how we can help

Have the engagement

3 Bring the next generation into the conversation

• Personalise to family and individuals. Bring empathy

• Do it your way. Bring in your own brand and USPs

• Be relevant, interesting and modern

• Be succinct / flexible

Engagement
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Set aspiration

• Help clients move along the spectrum if they want to

Keep momentum

• Review as standing agenda point (at least annually)

Know it takes time

• Be patient. Be satisfied to have made some progress

4
Engagement

Agree ongoing ways of 
working

Engagement
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Resources you can share with your clients
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Resources you can share with your clients
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Elements of success

Engagement

1 Prepare and Identify opportunities

2 Engage primary clients

3
Bring the next generation into the 

conversation

4 Agree ongoing ways of working

Proposition

1 Hone your advice and service offers

2 Develop your business model

3 Embrace technology
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Hone your advice and 
service offers

Source: Vanguard and Coredata collaboration 2024.

More Homogenous More Heterogenous

Needs: Accumulators vs Decumulators

• Low fees

• Acceptable returns

• Low effort and low touch

• Excellent Administration

• High interest and 

high trust

• Highly personalised

Accumulation Decumulation

1
Proposition
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More Homogenous Overall

• Low fees

• Acceptable returns

• Low effort and low touch
Consumer Duty Lens

• Client Segmentation

• Target Market

• Fair Value

Needs: Accumulators

Also consider

Hone your advice and service offers1

But with some different needs too

• Cashflow Planning (retirement focus)

• Deeper Protection needs

• Borrowing

• Servicing debt vs investing

• Dual generation dependence

• Educational expenses

Proposition
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Service and Charges

• Value

– Clients pay for what they need; they need what they pay for

• Competitive position

– Consider competitive position on the services each 

client needs

• Fee collection

– Family fees for family planning

• Time investment

– Be pragmatic where necessary. This is business development

Hone your advice and 
service offers

1
Proposition
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Articulating value: Baby Boomers

Client Needs:  

• Financial Legacy, well-being of their children, cohesive purpose for 

family wealth.

• Need an adviser with excellent listening skills, with empathy around the 

delicate topics.

Positioning your value

• Maximise Financial Security (and preparing for retirement if not already 

there).

• Peace of Mind and Confidence in the future.

• Use of technology to show (not just tell).

• Solid plans to avoid them outliving wealth.

• Safe spending strategies.

Hone your advice and 
service offers

1
Proposition
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Articulating value: Millennials

Client Needs:  

• Education, wealth accumulation, smooth & tech-driven solution.  

• An adviser who is reliable, gets things done, and is low cost.

Positioning your value

• Financial Freedom is a key selling point.

• Focus on their top goals and how you can help them achieve them

Make their life easier; pull together relevant information for them

Coach them on markets, volatility, investment strategy.

• Offer your personal experience.

• Present a community feel; treat them more like ‘members’ than clients.

Hone your advice and 
service offers

1
Proposition
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Value/immunity to automation 

Higher

Lower Higher

Source: Vanguard.

Family-owned business strategies

Charitable giving strategies

Insurance

Accounting and tax service

Estate planning and trust services

Behavioral coaching

Spending strategies

Asset location

Total return versus income investing

Rebalancings

Cost-effective implementation

Suitable asset allocation using broadly diversified funds/ETFs

2 Develop your business model: where do you 
want to operate?

Proposition

Considerations

AUM 
Minimums

Brand
Business 
Legacy

Cost

Price Complexity

Personalisation

Potential Value
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Partnering and Specialisms

Traditional model

Adviser

Lending Broker

Tax adviserSolicitor

Investment Solutions

Financial Planning Solutions

• Insurance

• Deep Estate Planning

• Later Life Specialisms

• Complex tax structuring

Etc.Client

2 Develop your business model
Proposition
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Adviser

Lending 
Broker

Tax adviser Solicitor
Adviser 

Solutions

Investment 
Solutions 
Partner

Financial 
Planning 
Solutions

Later Life 
Specialist

Insurance 
Broker

Go wider…

• Life Coach

• NED Search

• Architect

• Tailor

• etc.

Client

Technology 
Partners

2 Develop your business model

Partnering and Specialisms

Specialism Model

Proposition
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Sources: Nextwealth: Financial Advice Business Benchmarks 2023.

Personal Finance Society data (survey of 7,578 chartered financial planners).

A Diverse and Multi-Generational Practice

22%

of Chartered Financial 

Planners are women0% 20% 40% 60% 80% 100%

Over 65

55 to 64

45 to 54

Under 45

Yes No Prefer not to say

Firms looking to attract younger clients by age 

of adviser

Over 55, 
36%

45 to 55, 
36%

Under 45,
28%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Over 55 45 to 55 Under 45

Age Profile: UK Financial Planners

2 Develop your business model
Proposition
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Expectations among younger generations

• Video Calls

• Online Portals

• Online Onboarding

• Apps

• Interactive tools

Scale

• Cost effective delivery for lower AUM clients

• More time spent at the top of the “value stack” for more 

complex clients

3 Embrace technology to your 
advantage

Proposition
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Scale: Adviser time allocation by activity

53.4%   Client-facing activities

21.8%   Administrative

4.8%     Training and professional development

20.0%   Investment management 

Source: Cerulli Associates, U.S. Adviser Metrics, 2021.

3 Embrace technology to your 
advantage

Proposition
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Scale: Where this impacts

53.4%   Client-facing activities

21.8%   Administrative

4.8%     Training and professional development

20.0%   Investment management 

Source: Cerulli Associates, U.S. Adviser Metrics, 2021.

3 Embrace technology to your 
advantage

Proposition



57

AI is here and it’s working

Examples

• Meeting notes

• Suitability reports

• Workflows; next best action

• Identifying at risk clients

3 Embrace technology to your 
advantage

Proposition
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~£7 Trillion UK Wealth Transfer 
over the next 3 decades

UK Inheritances currently ~£100bn annually, rising each year

• A threat for firms who do not adapt.

• An opportunity for firms who take appropriate measures.

We believe the key to success will be engagement and proposition development working hand in hand.

In summary

Source: Vanguard Analysis based on ONS 2020 Wealth and Assets Survey, and 2020 National and Subnational Mid-year Population Estimates for the UK.

Engagement Proposition
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In summary

Engagement

1 Prepare and identify opportunities

2 Engaging Primary Clients

3
Bring the next generation into the 

conversation

4 Establish ongoing ways of working

Proposition

1 Hone your service and service offers

2 Develop your business model

3 Embrace technology
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In summary

~£7 trillion UK wealth 

transfer 
over the next 3 decades

UK inheritances currently ~£100bn annually,

rising each year

• A threat for firms who do not adapt

• An opportunity for firms who take appropriate measures

We believe the key to success will be engagement and 

proposition development working hand in hand.

Source: Vanguard Analysis based on ONS 2020 Wealth and Assets Survey, and 2020 National and Subnational Mid-year Population Estimates for the UK, 

Demos: A new age of inheritance (January 2023)

Engagement Proposition 

We believe the key to success will be engagement and 

proposition development working hand in hand.
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Value/immunity to automation 

Higher

Lower

P
e
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n
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Higher

Focus on the uniquely human problems

Source: Vanguard.

Family-owned business strategies

Charitable giving strategies

Insurance

Accounting and tax service

Estate planning and trust services

Behavioral coaching

Spending strategies

Asset location

Total return versus income investing

Rebalancings

Cost-effective implementation

Suitable asset allocation using broadly diversified funds/ETFs

Uniquely Human Advice
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Investment risk

The value of investments, and the income from them, may fall or rise and investors may get back less than they invested. 

Past performance is not a reliable indicator of future results. 
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Important information

This is directed at professional investors and should not be distributed to, or relied upon by retail investors.

This is designed for use by, and is directed only at persons resident in the UK. 

The information contained herein is not to be regarded as an offer to buy or sell or the solicitation of any offer to buy or sell securities in any jurisdiction where such an offer or solicitation is against the law, or to anyone to 

whom it is unlawful to make such an offer or solicitation, or if the person making the offer or solicitation is not qualified to do so.  The information does not constitute legal, tax, or investment advice. You must not, therefore, 

rely on it when making any investment decisions. 

The information contained herein is for educational purposes only and is not a recommendation or solicitation to buy or sell investments. 

Issued by Vanguard Asset Management Limited, which is authorised and regulated in the UK by the Financial Conduct Authority.

© 2024 Vanguard Asset Management Limited. All rights reserved. 


