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Twenty years ago, there were just 11 
female billionaires around the world,1 but 
today that number has risen to 234.2 In 
the US, women control over half of 
personal wealth,3 or $22 trillion, and their 
share is only expected to keep rising. 

That's largely due to changing 
demographics. As the baby boomer 
generation—the wealthiest in 
history—ages, its members are set to 
transfer trillions of dollars to descendants 
and spouses. Because wives in opposite 
sex relationships are 60% more likely to 
outlive their husbands, women will inherit 
a disproportionate amount of that 
wealth—some $28.7 trillion over the next 
40 years. Other social trends driving 
women's wealth4 include improving wage 
equality, higher levels of women in 
self-employment and entrepreneurial 
activities, and more women holding 
managerial and leadership positions. As 
women increasingly gain more financial 
decision-making power, they’re poised to 
invest more and more often.

But research shows that female investors 
face a unique set of financial challenges 
and responsibilities, and they're most 
satisfied with financial advisors who offer 
them holistic, personalized advice 
centered around five main tenets: 
empathy, alignment, communication, 
financial wellness, and financial education. 
Here, we’ll explore each in turn, showing 
how giving high net worth women 
investors the care they need can benefit 
clients and advisors alike.

Women increasingly 
control more wealth and 
hold greater financial 
decision-making power.

$22
trillion
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Putting Empathy into Action

Many female executives' leadership styles 
showcase what an empathetic approach could 
look like for financial advisors. Women often use 
relational management styles that focus on 
collaboration, participatory decision-making, and 
mentoring.

To collaborate, an advisor must understand their 
clients' goals and what drives them. Participatory 
decision-making involves actively soliciting and 
considering the opinions and insights of the 
other person before making a recommendation 
or decision. In this context, a financial advisor 
discusses relevant alternatives with their clients. 
This is also where mentoring enters. If a client 
understands some but not all the options, their 
financial advisor can offer instruction, guidance, 
or educational resources, depending on the 

client's need, desire, and level of familiarity. 
This is empathy in action.

In these and other approaches, communication is 
a central component of empathy. An empathetic 
advisor can read verbal and nonverbal cues about 
what a client is thinking or feeling. For example, in 
a discussion with a client, they're alert to cues 
such as facial expressions, body language, tone 
of voice, and more. These cues can help advisors 
better understand their clients and how to best 
communicate with them in the way they prefer.

Honing empathy as a skill will help advisors ask 
more in-depth and relevant questions, better 
understand client needs, and build the trust 
needed for clients to be frank and open. These 
empathetic actions ensure advisors listen to and 
respect each client, helping drive long-term 
satisfaction and, potentially, retention and referrals.

According to the Harvard Business Review,5 over 
80% of 150 CEOs surveyed considered empathy 
to be crucial to their success. Empathy forms the 
basis for emotional intelligence, a critical skill in 
building productive partnerships of all 
kinds—and one that is especially important in 
financial advising.

Indeed, research conducted by New York Life 
Investments (NYLI) found that empathy is a core 
attribute of a strong relationship between a 
financial advisor and their clients, particularly high 
net worth women investors. Forty-four percent
of those women told NYLI that it's extremely 
important for their advisor to learn about them
as a person.

Advisors can demonstrate empathy by taking 
time to understand a client's unique situation and 
using that understanding to guide their 
investments. Ultimately, empathy can help 
advisors strengthen their client relationships and 
potentially increase satisfaction, retention, and 
referrals.

Empathy Sets the Course

A recent study by the Wall Street Journal and 
Barron's Group6 found that more than 40% of 
American financial advisors expect client demand 
to increase in the next three years across a range 
of asset classes, from sustainable funds to bonds 
to alternative investments. A similar percentage of 
advisors intend to increase their investments in 
teleconferences, webinars, and social media.

Staying on top of trends like these is a smart 
strategy. But without a deep knowledge of what 
drives their unique clients, financial advisors risk 
letting a cookie-cutter understanding of "what 
investors want" actually hinder their client 
relationships.

The same could be said for relying on stereotypes, 
including common misconceptions about 
women investors—that they're all risk-averse, 
disproportionately interested in socially 
responsible investing, or only want to work with 
female advisors. Applying these assumptions to 
all female clients without understanding their 
needs as individuals is only likely to alienate them.

In fact, the Wall Street Journal and Barron's Group 
report identifies personalization as a central factor 
driving new business for US advisors. And given 
the stereotypes women face, an advisor's ability 
to connect with these investors on a personal 
level is key. According to NYLI research, this is so 
important that 27% of women who changed 
advisors in the past two years did so because they 
believed they had no personal connection. 
Worse, 37% of women feel patronized by their 
financial advisors.

Ultimately, the data reveals that high net worth 
women want an advisor who cares about them
as a person—not a persona. An advisor who uses 
an empathetic approach treats female clients as 
individuals with unique needs and challenges 
and not as a category.

Empathy
From Persona to Person: Improving 
Client Relationships with Empathy
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80%

of 150 CEOs surveyed 
considered empathy to be 
crucial to their success.

Ask detailed questions and 
listen to the answers. Build 
empathy by digging deeper 
into each client's unique 
objectives, challenges, 
family situation, and 
values, as these all impact 
their financial decisions.

When partners are involved, 
approach thoughtfully. Even 
if your client has a partner or 
children, they may not see 
themselves or their financial 
needs defined by those 
relationships. Avoid making 
assumptions and ask 
questions for clarity.

Tailor your value to your 
clients’ needs. Learn where 
each client's knowledge 
gaps are and whether or 
not they're looking to you 
to help them learn more.

3

2

1
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satisfaction and, potentially, retention and referrals.

Participatory decision-making involves actively soliciting 
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According to the Harvard Business Review,5 over 
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to be crucial to their success. Empathy forms the 
basis for emotional intelligence, a critical skill in 
building productive partnerships of all 
kinds—and one that is especially important in 
financial advising.

Indeed, research conducted by New York Life 
Investments (NYLI) found that empathy is a core 
attribute of a strong relationship between a 
financial advisor and their clients, particularly high 
net worth women investors. Forty-four percent
of those women told NYLI that it's extremely 
important for their advisor to learn about them
as a person.

Advisors can demonstrate empathy by taking 
time to understand a client's unique situation and 
using that understanding to guide their 
investments. Ultimately, empathy can help 
advisors strengthen their client relationships and 
potentially increase satisfaction, retention, and 
referrals.

Empathy Sets the Course

A recent study by the Wall Street Journal and 
Barron's Group6 found that more than 40% of 
American financial advisors expect client demand 
to increase in the next three years across a range 
of asset classes, from sustainable funds to bonds 
to alternative investments. A similar percentage of 
advisors intend to increase their investments in 
teleconferences, webinars, and social media.

Staying on top of trends like these is a smart 
strategy. But without a deep knowledge of what 
drives their unique clients, financial advisors risk 
letting a cookie-cutter understanding of "what 
investors want" actually hinder their client 
relationships.

The same could be said for relying on stereotypes, 
including common misconceptions about 
women investors—that they're all risk-averse, 
disproportionately interested in socially 
responsible investing, or only want to work with 
female advisors. Applying these assumptions to 
all female clients without understanding their 
needs as individuals is only likely to alienate them.

In fact, the Wall Street Journal and Barron's Group 
report identifies personalization as a central factor 
driving new business for US advisors. And given 
the stereotypes women face, an advisor's ability 
to connect with these investors on a personal 
level is key. According to NYLI research, this is so 
important that 27% of women who changed 
advisors in the past two years did so because they 
believed they had no personal connection. 
Worse, 37% of women feel patronized by their 
financial advisors.

Ultimately, the data reveals that high net worth 
women want an advisor who cares about them
as a person—not a persona. An advisor who uses 
an empathetic approach treats female clients as 
individuals with unique needs and challenges 
and not as a category.
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Alignment

Financial advisors may often feel that the
most important aspect of building stronger 
relationships with women investors is 
performance. That pressure to deliver can feel 
especially high with clients who bring significant 
assets to the table. But in the client's eyes, an 
advisor's ability to connect with them on a 
deeper level may be just as important.

New York Life Investments (NYLI) research shows 
that high net worth clients, especially women, 
demand not just investment performance but 
also a sense of true alignment with their advisors. 
For example, 50% of these clients say that whether 
or not an advisor understands their goals plays a 
major role in helping them determine whom to 
hire. Yet more than 25% believe advisors struggle 
to relate to women in general.

Investors want to work with advisors who align 
with them on their interests—from their financial 
needs and goals to their personal experiences 
and core values. They want a professional who 
demonstrates care and concern for both their 
assets and their overall success and well-being.

The Challenge of Alignment

As NYLI survey respondents suggest, money can 
be emotional. Opening up to a stranger, even a 
professional, involves a certain level of 
vulnerability and requires a significant amount of 
trust. Clients may find it easier to share openly 
with advisors whom they align with on 
important issues. For women in particular, an 

advisor's ability to understand their challenges 
is a critical part of a good relationship.

Yet some advisors hinder that alignment before
it even has a chance to take shape. Many advisors 
feel compelled to do much of the talking in client 
meetings, and that instinct makes sense. To 
financial professionals, it feels critical to deliver 
high-quality advice. Clients do want this, of 
course: NYLI survey respondents ranked 
investment knowledge as the most important 
factor in selecting a financial advisor.

But when an advisor focuses too much on 
sharing their expertise, the client may not feel 
heard or understood. This crowding out can 
happen with any client, but women in particular 
see it as a concern. In fact, 28% feel their advisor 
pushes them out of financial conversations, 
whether intentionally or not. This experience 
may explain why women investors told NYLI 
that they seek to hire advisors who treat them 
with respect and as equals.

Seeing the Person behind 
the Numbers

Again, advisors may feel obligated to show their 
value primarily through portfolio performance. 
And while clients do care about investment 
results, they also want to feel seen and heard 
as people.

With risk tolerance, for example, alignment means 
exploring why the client scores the way they do. 

Getting to root causes opens the door for 
meaningful dialogue about a client's experiences. 
These conversations also give advisors the 
chance to make clear how their services and 
recommendations harmonize with their clients' 
needs and goals.

This dialogue can lead to other avenues for 
alignment. For example, NYLI research indicates 
women's strong interest in environmentally and 
socially friendly investments. Understanding 
exactly what moves and motivates their clients 
can help advisors spot opportunities to have new 
conversations and, in turn, support the full range 
of those clients' financial needs.

Aligned Interests Build Stronger 
Relationships with Women Investors

High net worth clients are savvy enough to 
understand how advisors are compensated, so 
they can quickly grow suspicious if the 
conversation focuses only on a specific 
investment product or stock. An advisor who 
puts too much emphasis on financial solutions 

alone can come across as having an agenda. But 
clients want to know that their needs are their 
advisor's true priority: 77% of respondents told 
NYLI that it's extremely or very important to 
choose a financial advisor who "aligns his or her 
interests with mine."

An advisor who can relate to where a client is 
coming from, what their goals and priorities are, 
and what values they hold may find it easier to 
build trust and alignment. Focusing on core 
principles or experiences—rather than simply 
touting training, credentials, or track record—can 
help to deepen and preserve client relationships.

Ultimately, clients demand strong investment 
performance. But they increasingly want a 
personal touch and a sense of connection to
go with the data around their portfolio returns. 
Prioritizing alignment in a client relationship 
means paying attention to more than just the 
numbers and taking the time and care to know 
the person behind them, too.

Building Stronger Relationships 
with Women Investors 
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Understand the reasons behind 
the numbers. Explore clients' 
feelings about their risk 
tolerance, financial legacies,
or the environmental or social 
impact of their portfolios.
This conversation gives you a 
chance to show them how their 
money and values—and your 
services—can align.

Work as equal partners. 
Respect your client’s 
expertise by inviting them 
to be part of the process and 
understanding their goals 
before making specific 
recommendations. 

Stay accessible. Strengthen
a client relationship by 
scheduling multiple 
meetings per year—and 
then taking client calls 
when they need to speak 
with you, rather than 
putting it off to the next 
meeting on the calendar.

3

2

1
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Alignment in Action

Part of aligning on a personal level 
means not just seeing a client as a 
collection of numbers—a net worth, 
an asset level, or a risk tolerance 
score. These metrics matter, but the 
person behind them is just as critical.



12 Financial Advising in the New World of Wealth

manage their investments. Their concerns about 
caring for children and aging parents or how 
career breaks could impact their investments and 
savings are also important to them. Those and 
other human factors play a key role in how 
women think about wealth strategies.

For 96% of the women NYLI surveyed, taking 
their concerns seriously is an essential factor in 
how they choose financial advisors. Listening to 
clients discuss how their experiences and values 
factor into how they think about wealth 
management is an indispensable 
connection-building strategy. In fact, advisors 
who are empathetic and actively listen to clients 
may find women investors more open to 
communicating with them. Women investors 
may also be more satisfied with the service when 
financial advisors center conversations around 
their individual communication styles.

How Advisors Speak to Women 
Clients Is Critical

NYLI research revealed that while women 
investors want their advisors to be 
knowledgeable about investing, 93% said they 

would only work with a financial advisor who speaks 
to them in a language they understand.

Many women clients want their advisors to talk to 
them in plain financial language, using easily 
understood and applied financial vocabulary—but 
they don't want their advisors to talk down to them. 
Women investors may find it offensive when 
advisors explain concepts in a condescending way 
or embarrass them when they ask questions or 
attempt to understand something. It can silence 
women clients and make them feel invisible, even if 
it's unintentional. It's important for financial advisors 
to tailor how they convey financial advice to women 
according to each client's individual preferences. 
NYLI found that 94% of women need to see their 
advisors as trusted partners to choose them and 
continue working with them. That requires that 
advisors use communication techniques that reflect 
what each client prefers.

While women investors care about investment 
performance, financial advisors who understand 
their unique challenges and preferences can 
communicate better and build stronger 
relationships with these clients.
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When working with any investor, financial 
advisors must excel at client communication. 
Clients generally want to feel that their financial 
advisors hear, respect, and value them— 
especially women investors.

With women increasingly gaining wealth, it's easy 
to believe that high net worth clients value 
investment performance over all else to ensure 
wealth growth. Clients do value performance, but 
communication is critical, too. According to New 
York Life Investments (NYLI) research, 59% of 
women said that taking their concerns seriously is 
one of their most important considerations when 
choosing a financial advisor. Yet 30% of women 
feel advisors are less likely to listen to investing 
ideas from a woman.

These findings suggest that financial advisors 
must shift their client communication strategies 
to meet women investors' needs.

How Women Choose Financial 
Advisors

It's essential for financial advisors to understand 
the role client communication plays in how 
women select financial representation. NYLI 
found that not only do 83% of women clients 
choose financial advisors who treat them the 
same as their partners, but 94% also said they 
want an advisor who takes the time to 
understand their specific needs.

The survey additionally showed "Has my back no 
matter what" (88%) and "Understands me" (87%) 

are important or extremely important to women 
investors when choosing financial advisors.

Advisors should keep these preferences in mind 
when communicating with women clients. When 
they understand what characteristics women look 
for in advisors, they can adopt communication 
methods that help attract and retain these clients.

Women Who Feel Connected Stay

When they connect well with their financial advisors, 
women are more likely to trust them and continue 
working with them. They may also view a lack of 
affinity with their advisors as a client service issue; in 
fact, poor customer service caused 29% of women to 
switch financial advisors.

Many women want to discuss issues beyond money 
with their financial advisors to connect with them. 
Accenture7 found that only 35% of women talk to 
their advisors about retirement planning, and 48% 
talk to them about investment ideas quarterly or 
more often to make sure they're meeting their goals. 
When they discuss wealth management, they want 
to discuss their objectives holistically.

The Accenture report also showed that women want 
advisors who will talk to them about their "life 
pictures" and "financial journeys," not just their 
investments. Only 42% agreed with the statement, "I 
only care about performance, nothing else matters."

That means women are also interested in telling their 
financial advisors about their families, their values, or 
their thoughts about how their partner wants to 

Communication
Why Client Communication Is Key to Building 
Better Relationships with Women Investors



Listening to clients discuss how 
their experiences and values factor 
into how they think about wealth 
management is an indispensable 
connection-building strategy.

94%

of women need to see their 
advisors as trusted partners 
to choose them and continue 
working with them.

Take women investors’ concerns 
seriously. Collaboratively talk 
through investment strategies to 
determine whether they're 
consistent with the individual 
needs of your women 
clients—not just created with 
market considerations in mind.

Treat women clients with
the respect they deserve.
Be sure to ask your clients 
about their families, their 
jobs or businesses, and their 
personal interests. These 
conversations can help you 
make personal connections 
with them.

Speak to women on their 
own terms. By talking to 
women and not at them, 
you'll develop the trust that 
cultivates and sustains 
better client relationships.

3

2

1
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Communication in Action

When working with any investor, financial 
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These findings suggest that financial advisors 
must shift their client communication strategies 
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same as their partners, but 94% also said they 
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Advisors should keep these preferences in mind 
when communicating with women clients. When 
they understand what characteristics women look 
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methods that help attract and retain these clients.

Women Who Feel Connected Stay

When they connect well with their financial advisors, 
women are more likely to trust them and continue 
working with them. They may also view a lack of 
affinity with their advisors as a client service issue; in 
fact, poor customer service caused 29% of women to 
switch financial advisors.

Many women want to discuss issues beyond money 
with their financial advisors to connect with them. 
Accenture7 found that only 35% of women talk to 
their advisors about retirement planning, and 48% 
talk to them about investment ideas quarterly or 
more often to make sure they're meeting their goals. 
When they discuss wealth management, they want 
to discuss their objectives holistically.

The Accenture report also showed that women want 
advisors who will talk to them about their "life 
pictures" and "financial journeys," not just their 
investments. Only 42% agreed with the statement, "I 
only care about performance, nothing else matters."

That means women are also interested in telling their 
financial advisors about their families, their values, or 
their thoughts about how their partner wants to 
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The takeaway? Building strong relationships
with female clients requires advisors to put aside 
assumptions and work to understand each 
client's specific challenges and needs. "I want
my [advisor] to take the time to understand my 
situation and map things out for me," one 
respondent told NYLI.

Of course, financial wellness requires a sound 
financial strategy. And in NYLI's research, 
two-thirds of women ranked investment 
knowledge as a top factor in choosing a financial 
advisor. But to equip female clients with 
strategies that make them feel true trust and 
security in their financial well-being, advisors 
need soft skills as well, from empathy to 
communication.

When choosing a financial advisor, women 
prefer someone attentive who takes the time 
to understand their individual interests, goals, 
and challenges, then develops a customized 
strategy. More than half of respondents said 
that understanding their specific financial 
needs is very important. Women clients also 
expect advisors to take their concerns seriously 
and treat them with respect. These are the 
kinds of factors advisors need to account for in 
supporting women's holistic financial wellness.

Creating a strategy that ensures a client's 
comprehensive financial wellness starts with a 
strong relationship. Advisors need to consider 
financial challenges that are unique to women 
while also assessing individual preferences and 
goals.

Changing demographics mean that high net 
worth women investors represent an opportunity 
today's financial advisors can't afford to overlook. 
Women’s financial control is set to swell to almost 
$29 trillion over the next 40 years.8 In this 
landscape, attracting and retaining female clients 
will become increasingly important.

But when it comes to understanding what 
financial wellness means for women, there's work 
to be done. According to New York Life 
Investments (NYLI) research, over a quarter of 
high net worth female investors believe financial 
advisors struggle to relate to women. That 
perception makes a difference. Close to 10% of 
women changed advisors in the last two years, 
while 17% said they're thinking about changing 
advisors in the coming year.

Holding on to those clients and working with 
more women investors in the future requires 
advisors to understand the financial obstacles 
women face. They must then learn how to embed 
that understanding into holistic financial strategy.

Women Face Different Obstacles to 
Financial Wellness

Sixty-two percent of women told NYLI that they 
have unique needs and challenges in investing. 
Yet advisors don't always recognize or 
acknowledge those differences.

Consider retirement planning. In the United States, 
women have a longer life expectancy9 than men, 
which means they need more retirement savings. 
Throughout their careers, though, women are paid 
less than men, making it even harder to build up 
adequate long-term savings. On average, women 
make only 82 cents for every dollar10 earned by a 
man, according to the American Association of 
University Women (AAUW).

Women are also more likely to face career 
interruptions to care for family, further reducing 
their lifetime earnings potential and making 
retirement savings an even steeper climb. These 
factors precipitate other knock-on effects. 
According to the AAUW, women have more 
difficulty repaying loans, for example, and also 
receive less in Social Security and pensions.

A Customized Strategy Supports 
Women's Financial Wellness

Given these obstacles, it's not surprising that 56% 
of women told NYLI that retirement savings was 
their most important investment goal. That said, 
another 31% of women said ensuring financial 
independence was their top priority; this was 
especially the case for women who were recently 
divorced or widowed. Meanwhile, 23% of women 
surveyed said that managing day-to-day expenses 
was a challenge, and 31% said they struggled with 
understanding their risk tolerance.

How Financial Wellness Is Different for Women
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of women said ensuring 
financial independence was their 
top priority; this was especially 
the case for women who were 
recently divorced or widowed.

Ask detailed questions and 
listen to the answers. Build 
empathy by digging deeper 
into each client's unique 
objectives, challenges, 
family situation, and 
values, as these all impact 
their financial decisions.

When partners are involved, 
approach thoughtfully. Even 
if your client has a partner or 
children, they may not see 
themselves or their financial 
needs defined by those 
relationships. Avoid making 
assumptions and ask 
questions for clarity.

Tailor your value to your 
clients’ needs. Learn where 
each client's knowledge 
gaps are and whether or 
not they're looking to you 
to help them learn more.

3

2

1
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The takeaway? Building strong relationships
with female clients requires advisors to put aside 
assumptions and work to understand each 
client's specific challenges and needs. "I want
my [advisor] to take the time to understand my 
situation and map things out for me," one 
respondent told NYLI.

Of course, financial wellness requires a sound 
financial strategy. And in NYLI's research, 
two-thirds of women ranked investment 
knowledge as a top factor in choosing a financial 
advisor. But to equip female clients with 
strategies that make them feel true trust and 
security in their financial well-being, advisors 
need soft skills as well, from empathy to 
communication.

When choosing a financial advisor, women 
prefer someone attentive who takes the time 
to understand their individual interests, goals, 
and challenges, then develops a customized 
strategy. More than half of respondents said 
that understanding their specific financial 
needs is very important. Women clients also 
expect advisors to take their concerns seriously 
and treat them with respect. These are the 
kinds of factors advisors need to account for in 
supporting women's holistic financial wellness.

Creating a strategy that ensures a client's 
comprehensive financial wellness starts with a 
strong relationship. Advisors need to consider 
financial challenges that are unique to women 
while also assessing individual preferences and 
goals.

... to equip female clients with strategies that make them feel 
true trust and security in their financial well-being, advisors 
need soft skills as well, from empathy to communication.

Changing demographics mean that high net 
worth women investors represent an opportunity 
today's financial advisors can't afford to overlook. 
Women’s financial control is set to swell to almost 
$29 trillion over the next 40 years.8 In this 
landscape, attracting and retaining female clients 
will become increasingly important.

But when it comes to understanding what 
financial wellness means for women, there's work 
to be done. According to New York Life 
Investments (NYLI) research, over a quarter of 
high net worth female investors believe financial 
advisors struggle to relate to women. That 
perception makes a difference. Close to 10% of 
women changed advisors in the last two years, 
while 17% said they're thinking about changing 
advisors in the coming year.

Holding on to those clients and working with 
more women investors in the future requires 
advisors to understand the financial obstacles 
women face. They must then learn how to embed 
that understanding into holistic financial strategy.

Women Face Different Obstacles to 
Financial Wellness

Sixty-two percent of women told NYLI that they 
have unique needs and challenges in investing. 
Yet advisors don't always recognize or 
acknowledge those differences.

Consider retirement planning. In the United States, 
women have a longer life expectancy9 than men, 
which means they need more retirement savings. 
Throughout their careers, though, women are paid 
less than men, making it even harder to build up 
adequate long-term savings. On average, women 
make only 82 cents for every dollar10 earned by a 
man, according to the American Association of 
University Women (AAUW).

Women are also more likely to face career 
interruptions to care for family, further reducing 
their lifetime earnings potential and making 
retirement savings an even steeper climb. These 
factors precipitate other knock-on effects. 
According to the AAUW, women have more 
difficulty repaying loans, for example, and also 
receive less in Social Security and pensions.

A Customized Strategy Supports 
Women's Financial Wellness

Given these obstacles, it's not surprising that 56% 
of women told NYLI that retirement savings was 
their most important investment goal. That said, 
another 31% of women said ensuring financial 
independence was their top priority; this was 
especially the case for women who were recently 
divorced or widowed. Meanwhile, 23% of women 
surveyed said that managing day-to-day expenses 
was a challenge, and 31% said they struggled with 
understanding their risk tolerance.
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Financial Wellness in Action
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This is key because 62% of NYLI survey 
respondents believe women have unique needs 
when it comes to investing, and only 33% said 
their current advisor recognizes and deals with 
those needs "extremely well." For example, on 
average women live longer than men9 and need 
to save for longer retirements, but they're often 
paid less,13 lowering their lifetime earnings 
potential. Financial advisors who understand 
their female clients' unique challenges can better 
address them in the educational services they 
provide.

Financial education should be client-led, and 
advisors should ask the women they work with 
what topics they're interested in learning about. 
Many, for example, seek to gain the knowledge 
needed to help their children learn to make 
sound financial decisions.

Educational opportunities and services should go 
beyond one-off meetings. If a client is unclear 
about something, advisors should source 
additional materials and follow up with the 
information later. If a question comes up that falls 

outside of an advisor's area of expertise, they could 
introduce the client to a subject matter expert.

The way advisors deliver education is equally 
critical. Women in the NYLI study demonstrated
a significant interest in participating in 
informational events and courses, and more than 
40% prefer in-person learning over online classes, 
discussion forums, or social media groups. Of note, 
the vast majority of women surveyed value direct 
language and transparency, with 93% agreeing it's 
extremely or very important for advisors to find an 
advisor who "speaks to me in language I 
understand."

Advisors should also consider combining financial 
education with social or networking events. 
Bringing women together in this way further 
empowers them and enables them to build a
sense of community among other investors.

Building stronger education into financial advising 
relationships can help create better relationships 
with clients in general and women investors in 
particular.

The ability to help clients better understand 
markets and investing is a highly sought-after 
attribute among financial advisors. By providing 
educational services, advisors can build stronger 
relationships with all clients—and especially with 
high net worth female investors.

Women and Investing:
An Education Gap?

Despite controlling more than half of America's 
personal wealth, many women feel their lack of 
education about financial markets hinders their 
investing decisions. Twenty-five percent of those 
surveyed by New York Life Investments (NYLI) 
believe they have less access to financial 
education, and only 56%, on average, are 
confident in their knowledge of the markets.
"I feel awful because I really wanted to learn 
everything about stocks and finances but I still 
haven't learned—life has gotten in the way," said 
one survey respondent. "Women have often been 
excluded from the education necessary to make 
investment choices," said another.

And it's not only women. A 2019 study11 co-led by 
the FINRA Investor Education Foundation 
characterized US investors' financial knowledge as 
"alarmingly low." Increasing that knowledge 
would empower investors and enable them to 
take on a more responsible, active role with their 
advisors.

Importantly, 86% of women investors are 
confident in their ability to make decisions if they 

receive sound advice, suggesting the problem
isn't one of self-confidence but rather a lack of 
knowledge to make informed choices.

Accessing this kind of education can be difficult. 
Thirty-two percent of women who don't work
with an advisor say it's challenging to find reliable 
information about investment products. But those 
who do have financial advisors are looking to them 
for educational content to help them direct their 
financial futures.

For advisors, this represents an opportunity to
better serve their clients—and boost their own 
profiles. Offering educational services can serve
as a form of indirect marketing and lead to client 
attraction and retention.

Tailoring Educational Services for 
Women's Needs

Advisors can help clients—as well as their families 
and friends—gain investment knowledge through 
courses, events, and other strategies. According to 
ThinkAdvisor,12 investor education should go beyond 
slogans or reactive education, such as simply 
answering questions. Instead, it should provide 
foundational knowledge to clients.

Women tend to be most satisfied with financial 
advisors who offer them holistic, personalized 
advice, and this is true of educational services, too. 
Such services should be designed with each client's 
complete financial situation and individual 
responsibilities in mind.

Education
Using Financial Education as a Passport to 
Better Client Relationships with Female Clients
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of NYLI survey 
respondents believe 
women have unique 
needs when it comes 
to investing.

Host financial education 
events. Focus on 
educating clients, rather 
than promoting to them, 
and ensure you and your 
staff interact with clients 
throughout the event.

Offer online investment 
classes. Consider filming one
of your education sessions and 
making it available online after 
the event. Or build a series of 
classes on a particular topic, 
whether that's investing basics, 
retirement planning, or 
sustainable investing.

Crowdsource education 
topics. Ask questions to
help determine your clients' 
preferences in terms of 
learning modes and formats. 
Use this information to plan 
the topics you want to cover 
and the best way to present 
them.

3

2

1
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This is key because 62% of NYLI survey 
respondents believe women have unique needs 
when it comes to investing, and only 33% said 
their current advisor recognizes and deals with 
those needs "extremely well." For example, on 
average women live longer than men9 and need 
to save for longer retirements, but they're often 
paid less,13 lowering their lifetime earnings 
potential. Financial advisors who understand 
their female clients' unique challenges can better 
address them in the educational services they 
provide.

Financial education should be client-led, and 
advisors should ask the women they work with 
what topics they're interested in learning about. 
Many, for example, seek to gain the knowledge 
needed to help their children learn to make 
sound financial decisions.

Educational opportunities and services should go 
beyond one-off meetings. If a client is unclear 
about something, advisors should source 
additional materials and follow up with the 
information later. If a question comes up that falls 

outside of an advisor's area of expertise, they could 
introduce the client to a subject matter expert.

The way advisors deliver education is equally 
critical. Women in the NYLI study demonstrated
a significant interest in participating in 
informational events and courses, and more than 
40% prefer in-person learning over online classes, 
discussion forums, or social media groups. Of note, 
the vast majority of women surveyed value direct 
language and transparency, with 93% agreeing it's 
extremely or very important for advisors to find an 
advisor who "speaks to me in language I 
understand."

Advisors should also consider combining financial 
education with social or networking events. 
Bringing women together in this way further 
empowers them and enables them to build a
sense of community among other investors.

Building stronger education into financial advising 
relationships can help create better relationships 
with clients in general and women investors in 
particular.

The ability to help clients better understand 
markets and investing is a highly sought-after 
attribute among financial advisors. By providing 
educational services, advisors can build stronger 
relationships with all clients—and especially with 
high net worth female investors.

Women and Investing:
An Education Gap?

Despite controlling more than half of America's 
personal wealth, many women feel their lack of 
education about financial markets hinders their 
investing decisions. Twenty-five percent of those 
surveyed by New York Life Investments (NYLI) 
believe they have less access to financial 
education, and only 56%, on average, are 
confident in their knowledge of the markets.
"I feel awful because I really wanted to learn 
everything about stocks and finances but I still 
haven't learned—life has gotten in the way," said 
one survey respondent. "Women have often been 
excluded from the education necessary to make 
investment choices," said another.

And it's not only women. A 2019 study11 co-led by 
the FINRA Investor Education Foundation 
characterized US investors' financial knowledge as 
"alarmingly low." Increasing that knowledge 
would empower investors and enable them to 
take on a more responsible, active role with their 
advisors.

Importantly, 86% of women investors are 
confident in their ability to make decisions if they 

receive sound advice, suggesting the problem
isn't one of self-confidence but rather a lack of 
knowledge to make informed choices.

Accessing this kind of education can be difficult. 
Thirty-two percent of women who don't work
with an advisor say it's challenging to find reliable 
information about investment products. But those 
who do have financial advisors are looking to them 
for educational content to help them direct their 
financial futures.

For advisors, this represents an opportunity to
better serve their clients—and boost their own 
profiles. Offering educational services can serve
as a form of indirect marketing and lead to client 
attraction and retention.

Tailoring Educational Services for 
Women's Needs

Advisors can help clients—as well as their families 
and friends—gain investment knowledge through 
courses, events, and other strategies. According to 
ThinkAdvisor,12 investor education should go beyond 
slogans or reactive education, such as simply 
answering questions. Instead, it should provide 
foundational knowledge to clients.

Women tend to be most satisfied with financial 
advisors who offer them holistic, personalized 
advice, and this is true of educational services, too. 
Such services should be designed with each client's 
complete financial situation and individual 
responsibilities in mind.
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Education in Action
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Importantly, 86% of women 
investors are confident in 
their ability to make decisions 
if they receive sound advice, 
suggesting the problem isn't 
one of self-confidence but 
rather a lack of knowledge
to make informed choices.
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