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Executive Summary

Pathways to 
Excellence
Insights from leading advisory practices

Consumer’s demands are changing and mapping their needs at each step of the 
journey they share with advisers is now a key approach taken by successful practices
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)N�ÛNANCIAL�ADVICE��THE�IMPORTANCE�OF�THE�ADVISER
CLIENT�RELATIONSHIP�
is well documented, but the nature of those relationships is 

CHANGING�AS�CONSUMER�BEHAVIOUR�CONTINUES�TO�EVOLVE��)N�THIS�PAPER�
we examine the implications for the adviser-client relationship of 

THE��GROWTH�OF�MOBILE�DEVICE�USE�BY�ADVICE�CLIENTS��

#LIENTS� OF� ÛNANCIAL� ADVISERS� ARE� MORE� LIKELY� TO� OWN� AND� USE�
SMARTPHONES�AND�TABLETS�THAN�THE�GENERAL�!USTRALIAN�POPULATION��
4ODAY�� ÛNANCIAL� ADVISERS� THAT� HAVE� NOT� CONSIDERED� A� MOBILE�
strategy are not just disadvantaged but are ignoring a shift in 

CLIENT�AND�CONSUMER�BEHAVIOUR�THAT�WILL�HAVE�SIGNIÛCANT�LONG�TERM�
IMPLICATIONS�

3MARTPHONES�ARE�NOW�UBIQUITOUS�AMONG�ÛNANCIAL�ADVICE�CLIENTS��
WITH�CLOSE�TO������OF�UNDER����YEAR�OLD�CLIENTS�AND�����OF���
���
YEAR�OLD�CLIENTS�OWNING�AT�LEAST�ONE��4ABLETS�ARE�LESS�COMMON�WITH�
����OF�HIGH�NET
WORTH�"ABY�"OOMERS�OWNING�ONE�

Smartphones and tablets are two very different devices and 

THEREFORE� A� lONE� SIZE� ÛTS� ALLm� MOBILE� STRATEGY� WILL� NOT� SUCCEED��
Clients use smartphones and tablets differently and in different 

SITUATIONS�� 3EGMENTING� SMARTPHONE� USERS� AND� TABLET� USERS� IS�
an important part of increasing the engagement of both client 

GROUPS�

&INANCIAL�ADVISERS�NEED�TO�CREATE�CONTENT�THAT� IS�DEVICE�SPECIÛC�
TO� MAXIMISE� PENETRATION� AND� ENGAGEMENT� WITH� THEIR� CLIENTS��
Importantly, as clients increasingly access digital marketing via 

smartphones and tablets, websites and email now need to be 

TAILORED�SPECIÛCALLY�TO�MOBILE�DEVICES�

2ATHER�THAN�BEING�A�BURDEN�ON�ÛNANCIAL�ADVISERS��THIS�IS�A�CHANCE�
TO� INNOVATE� AND� SECURE� NEW� OPPORTUNITIES�� 3MARTPHONE� APPS�
ARE� LIKELY� TO�BE�MORE�EFFECTIVE� IN�HELPING� CLIENTS� SHARE� ÛNANCIAL�
SERVICES� CONTACT� DETAILS�WITH� FAMILY� AND� FRIENDS��!PPS� CAN� ALSO�

be used to service clients ’on the go’ with useful information and 

UPDATED�NEWS��4HROUGH�INCREASED�ENGAGEMENT�AND�INTERACTIVITY��
tablets can be used to better educate and inform clients before 

and after meetings, collect information about clients, and enable 

the delivery of interactive presentations and simulations in 

ALTERNATIVE�SETTINGS�TO�THE�TRADITIONAL�OFÛCE�ENVIRONMENT�

In summary this research reveals:

��� &INANCIAL� ADVICE� CLIENTS� ARE� USING� MOBILE� DEVICES� MORE�
commonly than members of the general public;

��� 9OUNG�AND�OLD�CLIENTS�ARE�USING�THEIR�PHONES�AND�TABLETS�DAILY�
to access information, the internet and emails;

��� -OST�CLIENTS�ARE�ACCESSING�ÛNANCIAL�NEWS�AND�INFORMATION�ON�
their mobile devices more often than they access other types 

of information such as sports, health and general news;

��� 4HE�SMALLER�THE�MOBILE�DEVICE�SCREEN�THE�MORE�LIKELY�CLIENTS�
are to access information via apps, with almost half of 

SMARTPHONE� USERS� VERSUS� ���� OF� TABLET� USERS� ACCESSING�
INFORMATION�VIA�APPS�RATHER�THAN�WEBSITES�

��� !DVISERS�ARE�STILL�MOST� LIKELY� TO�ACHIEVE�A�HIGHER�PENETRATION�
and share of voice with their clients via email than social media 

�ESPECIALLY� AMONGST� 'EN� 9� CLIENTS	�� WITH� 3-3� DIFFERENTIATING�
their connection with clients from other businesses more so 

than any other channel; and

��� 4HE�BIGGEST�CHANGE�OVER�THE�COMING�YEAR�WILL�BE�AN�INCREASE�
in the number of clients accessing email and the internet via 

mobile devices, followed by the number accessing banking, 

APPS��ÛNANCIAL�NEWS�AND�CONNECTING�WITH�BUSINESSES��'EN�9�
Clients will increase their use of social media more than any 

OTHER�GENERATION�AND�"ABY�"OOMERS�WILL�ACCESS�ÛNANCIAL�NEWS�
MORE�OFTEN�VIA�MOBILE�DEVICES�
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Introduction

It is widely known that digital information is accessed differently 

depending on the device/s being used; computers, tablets or 

SMARTPHONES�� 4HIS� WHITE� PAPER� EXTENDS� THE� “Connecting with 
Clients”1� RESEARCH�BY�EXPLORING�HOW�ÛNANCIAL� ADVICE� CLIENTS�USE�
mobile devices such as tablets and smart phones to access 

INFORMATION�AND�THE�IMPLICATIONS�FOR�HOW�ÛNANCIAL�ADVICE�PRACTICES�
communicate with their clients via digital communication 

CHANNELS�NOW�AND�IN�THE�FUTURE��

The strong emergence of mobile technologies in recent years is 

CHANGING�THE�WAY�IN�WHICH�CONSUMERSm�ACCESS�DIGITAL�INFORMATION��
Google’s leadership in mobile search engines is under pressure 

as smartphone and tablet users look for information from 

APPLICATIONS� RATHER� THAN� FROM�THEIR�BROWSER�QUERY�BAR��"Y�������
'OOGLEmS�SHARE�OF�THE�53�MARKET�IS�LIKELY�TO�FALL�TO����PERCENT�FROM�
���PERCENT�IN�������ACCORDING�TO�A�NEW�REPORT�BY�%-ARKETER���	��

In Facebook’s latest earnings report, the social network revealed 

A�MASSIVE�����MILLION�USERS�ARE�MOBILE�ONLY��4HEY�DONmT�INTERACT�
with the network in any other way than through a mobile phone 

AND�THIS�NOW�REPRESENTS�ABOUT�����OF�THE�COMPANYmS�ENTIRE�USER�
base� ��	��'ROWTH�IS�LOCATED�IN�MOBILE
ONLY�SERVICES�AS�WELL�q�WITH�
���MILLION�MOBILE
ONLY�USERS�ADDED�DURING�THE�SECOND�QUARTER�OF�
������!S�A�RESULT��&ACEBOOK�IS�SLOWLY�TRANSFORMING�INTO�A�MOBILE�
SERVICES� BUSINESS�� 4HIS� SHIFT� IS� NOT� JUST� FOR� SOCIAL� NETWORKING��
but communication in general, and is happening across multiple 

sectors with more and more services such as banking shifting to 

THE�MOBILE�SPACE�

The AFA white paper - “Connecting with Clients – Solving the 
COMMUNICATION�MATRIX�FOR�ÛNANCIAL�ADVISERSo�
�PROVIDED�ÛNANCIAL�
advisers with evidence-based guidelines for optimising their 

client service proposition by describing the communication needs 

OF� CLIENTS� ACROSS� DIFFERENT� GENERATIONS�� 4HREE� KEY� MESSAGES�
emerged from that white paper:

��� �!S� EACH� GENERATION� HAS� UNIQUE� AND� DIFFERENT� PREFERENCES��
advisers must tailor their communication strategy to suit the 

needs of the generation/s they are working with; 

���  Financial advisers need to think about their communication 

channel mix in terms of one-to-one and one-to-many 

COMMUNICATION� AS� EACH� CATEGORY� REQUIRES� A� DIFFERENT�
approach; and

���  Advisers need to consider the number of communication 

channels they are using as communicating through more 

CHANNELS�TO�CLIENTS�HAS�A�GREATER�EFFECT�

4HERE�ARE�CLEAR�BENEÛTS�TO�DEVELOPING�AN�EFFECTIVE�AND�EFÛCIENT�
COMMUNICATION�STRATEGY�TO�SUIT�A�PARTICULAR�CLIENT�BASE��!DVISERS�
who used their clients’ favoured channels to communicate with 

them achieve higher client satisfaction ratings, have stronger 

client relationships, and have clients that are more likely to 

RECOMMEND�THEIR�PRACTICE�TO�OTHERS�

!N�IMPORTANT�ÛNDING�OF�THE�“Connecting with Clients” white paper 

was the strong preference for digital communication, namely 

APPS� AND� SOCIAL� MEDIA� PLATFORMS�� AMONG� CLIENTS� OF� ÛNANCIAL�
ADVISERS�ACROSS�ALL�GENERATIONS��INCLUDING�"ABY�"OOMERS��)N�FACT��
this was found to be the most preferred ‘one-to-many’ form of 

COMMUNICATION�AFTER�ELECTRONIC�NEWSLETTERS�FOR�THIS�CLIENT�GROUP�

But whilst this opportunity to improve client communication has 

BEEN� IDENTIÛED��MOST� ADVICE� BUSINESSES� ARE� YET� TO� EMBRACE� IT��
This white paper seeks to highlight this particular opportunity 

and help build a business case for greater investment in mobile 

TECHNOLOGY� USE� TO� ENHANCE� THE� ÛNANCIAL� ADVICE� EXPERIENCE�
FOR� !USTRALIAN� CONSUMERS�� )T� PROVIDES� CLEAR� GUIDANCE� ON� WHAT�
different generations are more or less likely to make use of via 

MOBILE�TECHNOLOGY�

“Mobile” lumps two very different devices and sets of users 

TOGETHER� AND� ITmS� CLEAR� FROM� THE� BEHAVIOUR� OF� ÛNANCIAL� ADVICE�
CLIENTS�THAT�A� lONE�SIZE�ÛTS�ALLm�MOBILE�STRATEGY�WILL�NOT�SUCCEED��
Segmenting these users is an important part of increasing 

engagement of each of the two ‘mobile’ user groups - the 

SMARTPHONE�USERS�AND�THE�TABLETS�USERS�

Clients think of their smartphones and tablets differently and use 

THEM�FOR�DIFFERENT�PURPOSES��"ECAUSE�SMARTPHONES�ARE�SMALLER��
they are carried everywhere - in pockets and bags and used ‘on 

THE�GOm��4HEY�ARE�ALWAYS�CONNECTED�TO�THE�INTERNET��USED�CONSTANTLY�
AS�QUICK�INFORMATION�DEVICES�AND�FOR�TASKS�THAT�REQUIRE�LITTLE�TIME��
Information is read in supermarkets, while travelling and on the 

go and as a result must be short, to the point and relevant to 

WHAT�THE�READER�IS�DOING��4HEIR�USE�IS�ASSOCIATED�WITH�ACTION�AND�
APPS��4HEY�HAVE�BECOME�THE�ESSENTIAL�PERSONAL�COMMUNICATION�
HUB�AND�MODERN
DAY�TOOL�� )NNOVATIVE�ADVISERS�ARE�MOST�LIKELY�TO�
reach their clients’ families and friends through smartphone apps 

AND�PROVIDE�THEIR�CLIENTS�WITH�THE�LATEST�INFORMATION�AND�NEWS�

Tablets are versatile and used for higher involvement activities 

SUCH� AS� EDUCATION� AND� ENTERTAINMENT�� 7HILE� THEY� ARE� NOT� AS�
common as smartphones penetration is still relatively high, 

ESPECIALLY� AMONG� HIGH� NET� WORTH� INDIVIDUALS�� #ONSUMERS� AND�
clients spend many hours on tablets, using them for a wide 

range of activities including reading, watching videos, browsing 

AND�BUYING��4HEY�ARE�USED�IN�THE�LIVING�ROOM��BEDROOM��AIRPORTS��
HOTELS� AND� CAFES�� 4HEY� OFFER� AN� EXPERIENCE� THAT� ENCOURAGES�
discovery and exploration with media delivered via rich visuals 

AND� SOUND�� .OT� SURPRISINGLY� TABLETS� ARE� MORE� LIKELY� TO� DELIVER�
content capable of convincing and moving consumers and clients 

TO�ACTION��)NNOVATIVE�ADVISERS�WILL�LEVERAGE�THE�POWER�OF�TABLETS�TO�
IMPROVE�THE�QUALITY�AND�ÜEXIBILITY�OF�THEIR�ENGAGEMENT�WITH�CLIENTS�
by delivering brochures, videos, pre and post meeting materials 

AND�NEWS�VIA�THIS�CHANNEL�

Because the experience created by each device and how they 

are used is different, advisers creating content and delivering it 

WITH�FUNCTIONALITY�THAT�IS�SPECIÛC�TO�SMARTPHONES�AND�TABLETS�WILL�
maximise penetration and engagement with their clients and new 

GROUPS�OF�CONSUMERS�

2EFER�TO�!PPENDIX�!�FOR�FULL�DETAILS�OF�THE�RESEARCH�METHODOLOGY�

1  l#ONNECTING� WITH� #LIENTS�� 3OLVING� THE� COMMUNICATION� MATRIX� FOR� ÛNANCIAL� ADVICE� PRACTICESm�� /CTOBER� ������ 3HIELDS�� 2��� 2UCKER�� !��� &OX�� "�� AND�
$UNKERLEY��2���!&!�7HITE�0APER
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Mobile Platforms

How are Financial Advice Clients using Mobile Platforms?

What proportion of clients own smartphones and tablets?
/WNERSHIP� OF�MOBILE� DEVICES� IS� HIGHER� AMONG� ÛNANCIAL�
advice clients than the general population and Baby 

Boomer advice clients are using mobile devices more 

commonly than non-advised members of the public.

$ESPITE�THE�FACT�THAT�ÛNANCIAL�ADVICE�CLIENTS�ARE�TYPICALLY�lOLDERm��
MORE�THAN�THREE�QUARTERS�����	�OWN�A�SMART�PHONE�AND�MORE�THAN�
HALF�����	�OWN�A�TABLET��&URTHERMORE��OWNERSHIP�OF�SMART�PHONES�
AND�TABLETS�IS�CONSIDERABLY�HIGHER�AMONG�ÛNANCIAL�ADVICE�CLIENTS�
COMPARED�TO�THE�GENERAL�POPULATION������SMARTPHONE�OWNERSHIP�
AND�����TABLET�OWNERSHIP�AMONG�!USTRALIA�CONSUMERS	���	��

Consistent with trends across the Australian population, tablet 

and smartphone ownership decreases as age increases among 

ÛNANCIAL�ADVISERSm�CLIENTS��9OUNGER�CLIENT�GENERATIONS�ADOPT�MOBILE�
DEVICES�EARLIER��WITH�NEARLY�ALL�����	�'ENERATION�9�CLIENTS�CURRENTLY�
OWNING� SMARTPHONES� AND� JUST� OVER� HALF� ����	� OWNING� TABLETS��
)NTERESTINGLY��WHILE� SMARTPHONE�OWNERSHIP� IS� SIGNIÛCANTLY� LOWER�
AMONG�"ABY�"OOMER�CLIENTS�����	�THAN�OTHER�GENERATIONS��TABLET�
ownership is almost on par with Generation Y and not far behind 

'ENERATION�8������OWNERSHIP�VS������AND�����RESPECTIVELY	�

.OTABLY��MOBILE�DEVICES��AND�ESPECIALLY�TABLETS��ARE�MORE�LIKELY�TO�
BE�OWNED�AND�USED�BY�HIGH�NET�WORTH�INDIVIDUALS��&OR�EXAMPLE��

WHILE� ���� OF� "ABY� "OOMER� CLIENTS� OWN� A� TABLET�� THIS� NUMBER�
JUMPS� TO�����AMONG�HIGH�NET�WORTH�"ABY�"OOMERS��4HIS� TREND�
is also evident among high net worth Generation X and Y clients 

WITH�����OF� THESE�CLIENTS�OWNING�A� TABLET� VERSUS�����AND�����
RESPECTIVELY�

7HAT� THIS� DEMONSTRATES� IS� THAT� CLIENTS� OF� ÛNANCIAL� ADVISERS� ARE�
even more predisposed to accessing mobile technology than the 

UNADVISED�POPULATION�

“What has become evident is that the need to future gaze 

IS�NOW�SUPERÜUOUS�AS������WAS�THE�YEAR�OF�THE�MOBILE��!NY�
service providers who haven’t captured this opportunity 

NOW�ÛND�THEMSELVES�IN�A�POSITION�WHERE�THEY�NEED�TO�PLAY�
catch up” ��	�

4HE� IMPERATIVE� FOR� ÛNANCIAL� ADVICE� BUSINESSES� IS� THUS� TO�
strengthen their client relationships through building a mobile 

DEVICE�COMMUNICATION�AND�OR�SERVICE�STRATEGY��4HE�QUESTION�THEN�
becomes what will clients want to use and how would they likely 

ACCESS�IT�

Figure 1: $EVICE�OWNERSHIP�BY�CLIENTS�OF�ÛNANCIAL�ADVISERS�BY�GENERATION�
�OVERALL���OWNING�SMARTPHONES���TABLETS

 Phone  Tablet

���

Total

���

Gen Y

���

���

Baby Boomers

���

���

(IGH�.ET�7ORTH�
GenX+Y

���

���

Gen X

���

���

(IGH�.ET�7ORTH�
Baby Boomers

���

���
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Mobile Platforms

What are clients using their mobile devices for, and how often?
Clients use smartphones differently from tablets. 

Smartphones are used more for high frequency, 

transactional activities such as phone calls, text 

messages and accessing information. Tablets are 

preferred for more immersive experiences such as 

banking, watching videos and reading; activities that 

tend to be engaged in less often.

It is not surprising that the ownership of smartphones is high with 

MOST�PHONES�AVAILABLE� FROM�RETAILERS� TODAY�BEING�SMARTPHONES��
The functionality and power of these devices enables their usage 

TO�BE�MUCH�MORE�THAN�JUST�TAKING�MAKING�CALLS�

&IGURE���SHOWS�THE�PROPORTION�OF�ÛNANCIAL�ADVICE�CLIENTS�THAT�USE�
MOBILE�DEVICES�FOR�DIFFERENT�ACTIVITIES�q�WITH�THE�lPENETRATIONm�OF�
EACH�ACTIVITY�PRESENTED�AS�BARS�
�AND�THE�lFREQUENCYm�OF�USE�FOR�
EACH�ACTIVITY�PRESENTED�AS�A�DATA�POINT�ABOVE�EACH�BAR��&IGURE���
over the page shows the same data as a scatterplot mapping 

PENETRATION� AGAINST� FREQUENCY� FOR� EACH� ACTIVITY�� 4HE� TOP� RIGHT�
HAND�QUADRANT�SHOWS�THE�ACTIVITIES�THAT�MOBILE�DEVICES�ARE�USED�
for most commonly and most often while the bottom left hand 

QUADRANT� SHOWS� THE� ACTIVITIES� THAT� THESE� DEVICES� ARE� USED� FOR�
least commonly and least often�

While the primary use of a smartphone�AMONG�ÛNANCIAL�ADVICE�
clients is still voice calls and text messages, clients are now using 

their phones almost as commonly for sending and receiving 

EMAILS� �����USAGE	��BROWSING�THE� )NTERNET�
� ����	�AND�RETRIEVING�
INFORMATION� ����	��#LIENTS�ARE�ALSO�USING� THEIR� SMARTPHONES�� FOR�
ENTERTAINMENT� ����	� AND� TO� ACCESS� ÛNANCIAL� SERVICES� SUCH� AS�
BANKING�����	��4HESE�ARE�ALL�ACTIVITIES�FOR�WHICH�SMARTPHONES�ARE�
USED�SEVERAL�TIMES�PER�WEEK�OR�MORE�

3MARTPHONES�ARE�USED�LEAST�FOR�MAKING�PURCHASES�����	��READING�
DOCUMENTS� AND� BOOKS� ����	� AND� WATCHING� VIDEOS� ����	�� %VEN�
WHEN�THEY�ARE�USED�FOR�THESE�ACTIVITIES�IT�IS�VERY�INFREQUENT��

Tablets are preferred for more immersive experiences such as 

ENGAGING�WITH�ÛNANCIAL� SERVICES�� INCLUDING�BANKING� �����USE�ON�
TABLETS�VS������ON�SMARTPHONES	��WATCHING�VIDEOS������VS�����	�
AND�READING������VS�����	�

Figure 2:�0ENETRATION�AND�FREQUENCY�OF�USE�FOR�DIFFERENT�MOBILE�DEVICE�ACTIVITIES��!	

 Phone  Tablet

���� ���

���
���

���

���

���

���

CallsAll

���

���

���

���

SMS

������

��� ���

Inform

������

��� ���

Web

������

���
���

Emails

���
���

��� ���

Entertain

���

���

��� ���

Buying

���
���

��� ���

Banking

���

���

���
���

Reading

���

���
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Mobile Platforms

The ways in which mobile devices are used are more or less 

on par across the generations except for banking and reading 

WHERE�GENERATIONAL�DIFFERENCES�EXIST�AS�SHOWIN�IN�ÛGURES���AND����
3PECIÛCALLY��ALMOST�ALL�'ENERATION�9�CLIENTS�USE�THEIR�SMARTPHONES�
AND� TABLETS� FOR� BANKING� �����AND� ���� RESPECTIVELY	�� 4HIS� DROPS�
TO� ���� AND� ���� FOR� 'ENERATION� 8� AND� ���� AND� ���� FOR� "ABY�

"OOMER�CLIENTS��3IMILARLY��ALMOST�ALL�'ENERATION�9�CLIENTS�USE�THEIR�
SMARTPHONES�AND�TABLETS�FOR�READING������AND�����RESPECTIVELY	��
4HIS�DROPS�TO�����AND�����FOR�'ENERATION�8�AND�����AND�����FOR�
"ABY�"OOMER�CLIENTS�

.OTABLY��TABLETS�ARE�FAR�MORE�PREFERRED�THAN�SMARTPHONES�FOR�BOTH�
THESE�ACTIVITIES�BY�THE�OLDER�GENERATIONS�

Frequency (no. of times device is used in a week)
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Figure 3:�0ENETRATION�AND�FREQUENCY�OF�USE�FOR�DIFFERENT�MOBILE�DEVICE�ACTIVITIES��"	
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Mobile Platforms

Figure 4:�0ENETRATION�AND�FREQUENCY�OF�USING�MOBILE�DEVICES�for banking by Generation

 Phone  Tablet

Figure 5:�0ENETRATION�AND�FREQUENCY�OF�USING�MOBILE�DEVICES for reading by Generation

 Phone  Tablet
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Do clients prefer to use websites or apps to access information and services?
Financial advice clients mainly view websites when they 

are using a desktop computer while apps are the preferred 

means of accessing information on smartphones. Apps 

and websites are accessed equally on tablets. 

In the “Connecting with Clients” white paper, we 

DISCOVERED�THAT�ÛNANCIAL�ADVICE�CLIENTS�WERE�MOST�UNDER

serviced in the area of apps where preference was high yet 

use of these as a form of digital communication by advice 

PRACTICES� WAS� NEGLIGIBLE�� &URTHERMORE�� SOME� CONFUSION�
exists in the industry with regard to the utility and value of 

APPS��ESPECIALLY�WHEN�A�ÛNANCIAL�ADVICE�PRACTICE�ALREADY�
HAS�A�WEBSITE��

Apps improve the user experience on mobile devices and allow 

MORE�CONVENIENT�ACCESS�TO�FREQUENTLY�VISITED�SITES�AND�CONTENT��
.OTABLY� APPROXIMATELY� HALF� OF� ALL� SMARTPHONE�USERS� ����	� USED�
APPS�AS�THE�MAIN�WAY�OF�ACCESSING�CONTENT�ON�THAT�DEVICE�

!S� SHOWN� IN� ÛGURE� ��� USE� OF� SMARTPHONES� AND� TABLETS� IS� HIGH�
�SEVERAL�TIMES�PER�WEEK	�FOR�A�WIDE�RANGE�OF�ACTIVITIES��HIGHER�FOR�
transactional activities such as SMS and emails and slightly lower 

FOR� IMMERSIVE� ACTIVITIES� SUCH� AS� READING�� )T� THEREFORE� STANDS� TO�
reason that the more clients use their mobile devices, the more 

LIKELY�THEY�ARE�TO�USE�APPS�

&IGURE���AND���SHOW�THE�USE�OF�WEBSITES�AND�APPS�ON�PHONES�AND�
TABLETS�BY�GENERATION�

Generation Y are most likely to use apps on their phone than 

WEBSITES� ����� MOSTLY� OR� ONLY� APPS� VS� ��� FOR� WEBSITES	� WHILE�
Generation X are more likely to use apps  than websites on their 

TABLETS������VS����	�

Baby Boomers mostly use apps rather than websites on their 

PHONE������MOSTLY�OR�ONLY�APPS�VS������MOSTLY�OR�ONLY�WEBSITES	��
In contrast, they have a slight preference for websites on tablets 

�����MOSTLY�OR�ONLY�WEBSITES�VS������MOSTLY�OR�ONLY�APPS	�

The implication here is that as clients prefer to access apps rather 

than websites from their smartphones, providing an app maximises 

THE�OPPORTUNITY�TO�CONNECT�WITH�YOUR�CLIENTS�MORE�OFTEN�

Figure 6:�5SE�OF�WEBSITES�AND�APPS�by device

 Apps only  Mostly apps  About the same  Mostly websites  Websites only
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Figure 7:�5SE�OF�WEBSITES�AND�APPS�on phone by generation

 Apps only  Mostly apps  About the same  Mostly websites  Websites only

Figure 8:�5SE�OF�WEBSITES�AND�APPS�on tablet by generation

 Apps only  Mostly apps  About the same  Mostly websites  Websites only
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When it comes to apps, which ones do clients use most and least?
4HE�MAJORITY�OF�ÛNANCIAL�ADVICE�CLIENTS�THAT�OWN�MOBILE�
devices use apps of some description. Apps with 

the highest penetration tend to be those that have a 

functional utility such as accessing news, banking and 

social media. These types of apps also typically have the 

highest frequency of use.

&IGURE� �� SHOWS� THE� PROPORTION� OF� ÛNANCIAL� ADVICE� CLIENTS� THAT�
USE� DIFFERENT� TYPES� OF� APPS� q� THE� lPENETRATIONm� OF� EACH� APP� IS�
PRESENTED�AS�A�BAR�
�WHILE�THE�lFREQUENCYm�OF�USE�FOR�EACH�APP�TYPE�
IS�PRESENTED�AS�A�DATA�POINT�ABOVE�EACH�BAR�� 4HE�CORRESPONDING�
QUADRANT�CHART��&IGURE���	�PRESENTS�THE�SAME�DATA�AS�A�SCATTERPLOT�
MAPPING�PENETRATION�AGAINST�FREQUENCY�FOR�EACH�APP�TYPE��4HE�TOP�
RIGHT� HAND�QUADRANT� SHOWS� THE� APP� TYPES�USED�most commonly 

and most often�WHILE�THE�BOTTOM�LEFT�HAND�QUADRANT�SHOWS�THE�APP�
types used least commonly�AND�LEAST�OFTEN�

.EARLY� �� IN� ��� ����	� ÛNANCIAL� ADVICE� CLIENTS� OWNING� A� MOBILE�
DEVICE�USE�APPS��4HE�TYPES�OF�APPS�THAT�HAVE�HIGHEST�PENETRATION�
ARE� FUNCTIONAL�APPS�SUCH�AS�NEWS� �����USE	��BANKING� ����	�AND�
SOCIAL�MEDIA�����	��4HE�FREQUENCY�OF�USE�IS�HIGHEST�FOR�NEWS�AND�
SOCIAL�MEDIA�APPS� �����AND�����TIMES�PER�WEEK�ON�AVERAGE	�AND�
LOWEST�FOR�BANKING�APPS������TIMES�PER�WEEK�ON�AVERAGE	�

The implications from this are that greatest client interaction 

with an app is likely to be achieved if it includes some type of 

news and/or social media component, or is related to essential 

TRANSACTIONS� THAT� ARE� CONDUCTED� REGULARLY�� 4HIS� THINKING� SHOULD�
GUIDE�THE�CONTENT�AND�PURPOSE�WHEN�DESIGNING�AN�APP�

Figure 9:�0ENETRATION�AND�FREQUENCY�OF�USE�FOR�DIFFERENT�APP�TYPES��!	
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Figure 10:�0ENETRATION�AND�FREQUENCY�OF�USE�FOR�DIGGERENT�APP�TYPES��"	

&IGURES����AND����SHOW�HOW�OFTEN�ADVICE�CLIENTS�IN�EACH�GENERATION�
USE�SOCIAL�MEDIA�APPS�AND�NEWS�APPS�

The use of apps daily by Generation Y clients is heavily skewed 

TOWARDS�SOCIAL�MEDIA�WITH�ALMOST�THREE�IN�FOUR�CLIENTS�����	�USING�
A�SOCIAL�MEDIA�APP�EVERY�DAY��4HIS�ÛGURE�DROPS�TO�LESS�THAN�HALF�
����	�FOR�NEWS�APPS��)N�CONTRAST��NEWS�APPS�ARE�FAVOURED�BY�"ABY�
"OOMERS�WITH�����ACCESSING�THESE�EVERYDAY�COMPARED�TO�����OF�
THIS�CLIENT�GROUP�ACCESSING�SOCIAL�MEDIA�APPS�

Social media apps are used slightly more by Gen X compared 

to news apps although the split is more even for this generation 

�����VS����	�

These results suggests that younger generations use apps more 

for social reasons whereas older generations are much more 

FUNCTIONAL�AND�TARGETED�WITH�THEIR�USE�
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Total Gen Y Gen X Baby Boomers

Figure 11:�&REQUENCY�OF�USING�social media apps by generation
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Figure 12:�&REQUENCY�OF�USING�news apps by generation
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How do clients connect to businesses on mobile platforms?
Financial advice clients tend to use email to connect to 

businesses more than other channels. They appear to be 

selective in terms of the businesses they provide their 

email address to as indicated by the lower number of 

businesses they are connected to via email (Fig 14). In 

contrast, fewer advice clients connect to businesses via 

social media platforms but these clients are connected to 

more businesses via these channels.

&IGURE����SHOWS�THE�PROPORTION�OF�ÛNANCIAL�ADVICE�CLIENTS�THAT�ARE�
CONNECTED�TO�BUSINESSES�VIA�DIFFERENT�CHANNELS�q�THE�lPENETRATIONm�
of each channel is presented as bars while the number of 

businesses they are connected to for each channel is presented 

AS� A� DATA� POINT� ABOVE� EACH� BAR�� 4HE� CORRESPONDING� QUADRANT�
CHART��&IGURE���	�SHOWS�THE�SAME�DATA�AS�A�SCATTERPLOT�MAPPING�
PENETRATION�AGAINST�NUMBER�OF�CONNECTIONS�FOR�EACH�CHANNEL��4HE�
TOP�RIGHT�HAND�QUADRANT�SHOWS�THE�CHANNELS�USED�by more clients 

LESS� FREQUENTLY to connect to businesses while the bottom left 

HAND�QUADRANT�SHOWS�THE�CHANNELS�USED�by less clients and more 

FREQUENTLY�TO�CONNECT�TO�BUSINESSES�

)N������� THE�$IGITAL� )NDUSTRY�!SSOCIATION�FOR�!USTRALIA� FOUND�THAT�
JUST�OVER�����OF�!USTRALIANS�WERE�HIGH�USERS�OF�EMAIL�����	�AND�
SOCIAL�NETWORKING�SITES�AND�APPLICATIONS�����	���	��

4HIS� RESEARCH� FOUND� THAT� ALMOST� HALF� ����	� OF� ALL� CLIENTS� ARE�
CONNECTED� TO� BUSINESSES� VIA� EMAIL�� 4HIS� DROPS� TO� ABOUT� A� THIRD�
FOR� CONNECTIONS� VIA� SOCIAL� MEDIA� SUCH� AS� ,INKED)N� ����	� AND�
&ACEBOOK�����	�AND�DROPS�TO�A�QUARTER�����	�FOR�3-3�

(OWEVER�� WHILE� THERE� MAY� BE� MORE� CLIENTS� CONNECTED� TO�
businesses via email than social media, the number of businesses 

THEY�ARE�CONNECTED�TO�FOR�THIS�CHANNEL� IS� LOWER������BUSINESSES	�
COMPARED�TO�SOCIAL�MEDIA�CHANNELS������BUSINESS�FOR�,INKED)N������
BUSINESSES�FOR�4WITTER�AND�����BUSINESSES�FOR�&ACEBOOK	�

Email LinkedIn Facebook Twitter SMS

Figure 13:�0ENETRATION�AND�NUMBER�OF�BUSINESS�CONNECTIONS�FOR�DIFFERENT�MOBILE�CHANNELS��!	
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Proportion connected to at least one business
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&IGURES� ��� TO� ��� SHOW� PENETRATION� AND� NUMBER� OF� BUSINESS�
CONNECTIONS�FOR�DIFFERENT�CHANNELS�ACROSS�THE�GENERATIONS�

There is a strong skew towards the younger generations being 

CONNECTED� TO� BUSINESSES� VIA� EMAIL� ����� OF� 'ENERATION� 9�� ����
OF� 'ENERATION� 8� AND� ���� OF� "ABY� "OOMER� CLIENTS	�� 9OUNGER�
GENERATIONS�ARE�ALSO�CONNECTED�TO�MORE�BUSINESSES�VIA�EMAIL������
BUSINESSES� FOR�'ENERATION�9������BUSINESS� FOR�'ENERATION�8�AND�
����BUSINESSES�FOR�"ABY�"OOMER�CLIENTS	�

There is also a slightly greater propensity for younger generations 

TO�BE�CONNECTED�TO�BUSINESSES�VIA�3OCIAL�-EDIA��(OWEVER��THOSE�
"ABY�"OOMER�CLIENTS��AND�TO�A�LESSER�EXTENT��'ENERATION�8�CLIENTS	�
who are connected to businesses  via Social Media platforms 

are generally connected to a greater number of businesses than 

GENERATION�9�CLIENTS�

Figure 14:�0ENETRATION�AND�NUMBER�OF�BUSINESS�CONNECTIONS�FOR�DIFFERENT�MOBILE�CHANNELS��"	
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Figure 15: Penetration and number of business connections via email by generation

Figure 16: Penetration and number of business connections via Facebook by generation

Figure 17: Penetration and number of business connections via SMS by generation
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Total Gen Y Gen X Baby Boomers
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Figure 18: Penetration and number of business connections via LinkedIn by generation
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Figure 19: Penetration and number of business connections via Twitter by generation
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With visiting websites being a common use of tablets 

BY�ÛNANCIAL�ADVICE�CLIENTS��AND�A�SECOND�TIER�FUNCTION�OF�
smartphones after voice calls and SMS, it’s clear that all 

advisers’ websites should be mobile optimised (i.e. able 

to be navigated and viewed easily on a mobile device). 

This is particularly important given the high prevalence of advice  

CLIENTS�USING�THEIR�MOBILE�DEVICES�TO�CONNECT�TO�BUSINESSES�

4HIS�ÛNDING�WAS�ECHOED�FOR�THE�GENERAL�!USTRALIAN�POPULATION�BY�
THE�$IGITAL� )NDUSTRY�!SSOCIATION� FOR�!USTRALIA� IN������WHEN� THEY�
FOUND� THAT� ���� OF� THE� POPULATION�WAS� ACCESSING�WEBSITES� AND�
USING�APPS�ON�THEIR�SMARTPHONES���	�

Out-bound marketing through SMS, email and social media are 

GROWING�IN�USE��4WITTER��&ACEBOOK�AND�,INKED)N�ARE�MOST�READILY�
available to advisers; however, these are channels through which 

CLIENTS� ACCEPT� COMMUNICATIONS� FROM� MANY� OTHER� BUSINESSES��
Fewer clients willingly accept information from businesses 

THROUGH� CHANNELS� THAT� REQUIRE� A� GREATER� LEVEL� OF� COMMITMENT��
such as the provision of a mobile number for text messaging or 

AN�EMAIL� FOR�EMAIL�NEWSLETTERS��#LIENTS�ARE�VERY�SELECTIVE�OF� THE�
BUSINESSES�THAT�THEY�ALLOW�TO�ACCESS�THEM�THROUGH�EMAIL�OR�3-3�

Advisers must balance the return on investment for the time and 

EFFORT�THEY�PUT� INTO�OUT
BOUND�COMMUNICATION�CHANNELS�� �3OCIAL�
channels are arguably becoming a hygeine factor now, with many 

advice practices using them extensively for non personalised 

COMMUNICATION�
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What changes will clients make in how they use their devices?
The ways that mobile devices are used will continue to evolve 

OVER�THE�NEXT����MONTHS��&IGURE����SHOWS�THE�INTENDED�CHANGE�IN�
USE�OF�MOBILE�DEVICES�IN�THE�COMING�YEAR�

!PPROXIMATELY� ONE� THIRD� OF� ÛNANCIAL� ADVICE� CLIENTS� INTEND� TO�
INCREASE� THEIR� OVERALL� USE� OF� EMAIL� ����	� AND� WEBSITES� ����	�
while one in four clients intends to increase their use of banking 

����	��BUSINESS�CONNECTIONS�����	�AND�APPS�����	�ON�THEIR�MOBILE�
DEVICES�IN�THE�NEXT����MONTHS��
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Figure 20:�)NTENDED�CHANGE�IN�USE�OF�MOBILE�DEVICES�OVER�NEXT����MONTHS�BY�TYPE�OF�USE
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&IGURE����DRILLS�DOWN�INTO�THE�PROPORTION�OF�ADVICE�CLIENTS�INTENDING�
TO�INCREASE�THEIR�USE�OF�SOCIAL�MEDIA�AND�ÛNANCIAL�NEWS�ON�MOBILE�
DEVICES�OVER�THE�NEXT����MONTHS�BY�GENERATION�

'ROWTH� IN� DEMAND� FOR� ÛNANCIAL� NEWS� DELIVERED� THROUGH�MOBILE�
devices is almost on par with growth in the demand for social 

MEDIA�ACROSS�ALL�ADVICE�CLEINTS������VS�����INTENDING�TO�INCREASE�
USE	�� 'ENERATION� 9� CLIENTS� HOWEVER� ARE� SET� TO� CONSUME� MORE�
ÛNANCIAL�NEWS�AND�SOCIAL�MEDIA�THROUGH�MOBILE�DEVICES�THAN�ANY�
OTHER�SINGLE�GENERATION������AND�����INCREASE�IN�USE	�

The clear implication here is that with at least 1 in 5 clients intending 

TO�ACCESS�MORE�ÛNANCIAL�NEWS�IN�THE�NEXT����MONTHS��ADVISERS�NOT�
FULÛLLING�THIS�NEED�MAY�BE�OPENING�THEMSELVES�UP�TO�COMPETITIVE�
THREATS�AND�MAY�FAIL�TO�MEET�AN�IMPORTANT�NEED�OF�THEIR�CLIENTS��

Gen YTotal Gen X Baby Boomers

���
���

���

���

��� ���

���

���

Figure 21: Percent intending to increase use of SOCIAL�MEDIA�AND�ÛNANCIAL�NEWS ON�MOBILE�DEVICES�OVER�NEXT����MONTHS�BY�
generation

 Social Media  &INANCIAL�.EWS
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How should Advisers Respond to their Clients Adoption of Mobile 
Technology?

Embrace your mobile readership
-OBILE� READERS� OFFER� AN� OPPORTUNITY� FOR� ÛNANCIAL� ADVISERS� TO�
CONNECT�WITH� THEIR� CLIENTS� AND� BECOME� A� VITAL� PART� OF� THEIR� LIFE��
4HE�DEMAND�FOR�ÛNANCIAL�NEWS�IS�HIGH�AMONGST�THEIR�CLIENTS�AND�
IF�ÛNANCIAL�ADVISERS�ARE�NOT�PROVIDING�NEWS�OR�COMMENTING�ON�THE�
news available to their clients, then someone else may be forming 

A�RELATIONSHIP�WITH�YOUR�CLIENTS�BY�DOING�SO�

Smartphones hold information that enable clients to make 

DECISIONS�AND�ACT��4HIS�MIGHT�BE�nHOW�TOo�INFORMATION�OR�CONTACT�
INFORMATION�DELIVERED�IN�APPS�OR�MOBILE�OPTIMISED�WEBSITES��#LIENTS�
CAN�BE�SUPPORTED�BY�ADVISERS� IN�MANAGING� THEIR�ÛNANCIAL�AFFAIRS�
through readily available guides and pocket books, and facilitated 

IN�SHARING�THEIR�ADVISERS�CONTACT�DETAILS�WITH�FAMILY�AND�FRIENDS�

Tablets are able to engage clients for hours and are most likely 

TO�MOVE�CLIENTS�TO�A�DECISION�THOUGH�EXPLORATION�AND�DISCOVERY��
A tablet app made available to a baby boomer for self-directed 

learning following a meeting may enhance their understanding of 

the information presented and increase their understanding and 

ABILITY�TO�MOVE�FORWARD�

Tailor communications to the preferences 
of clients
"ABY� BOOMERS� WILL� BE�MORE� LIKELY� TO� READ� ÛNANCIAL� CONTENT� ON�
A� TABLET� WHEREAS� YOUNGER� GENERATIONS� ARE� EQUALLY� LIKELY� TO� BE�
ACCESSING�THE�SAME�INFORMATION�ON�SMART�PHONES��

p� )NFORMATION�ACCESSED�ON�PHONES��E�G��WEB�CONTENT�AND�EMAILS	�
NEEDS� TO� BE� SHORT�� RELEVANT� AND� ACTIONABLE��!DVISERS� SHOULD�
consider writing emails that can be read at the supermarket 

checkout on a smartphone with an option for more information 

IF�REQUIRED�

• Advisers need to convey content in apps as content available 

VIA�WEBSITES�WILL�BE�MISSED�BY�UP�TO�����OF�CLIENTS�ACCESSING�
INFORMATION�VIA�THEIR�PHONES�AND�����OF�TABLET�USERS�

• Advisers’ websites should now be optimised for mobile 

devices and their browsers; this means designing websites 

THAT� ARE� RESPONSIVE� TO� THE� DEVICE� THAT� IS� BEING� USED�� !�
responsive website is a website that resizes and reorders itself 

IF� THE� SCREEN� VIEWING� IT� IS� SMALLER� THAN� A� DESKTOP��7EBSITES�
that are not optimised for mobile phones will be bypassed and 

NOT�READ�BY�CLIENTS�AND�POTENTIAL�CLIENTS�USING�MOBILE�DEVICES�

How is an App Different from a Mobile-optimised Website?
A mobile-optimised website is a website that is intended to be 

viewed using a mobile browser on the various display sizes of 

PHONES�� TABLETS��AND�OTHER�MOBILE�DEVICES��-OBILE�WEBSITES�ARE�
TYPICALLY� SIMPLIÛED� VERSIONS� OF� A� STANDARD�WEBSITE� THAT� PROVIDE�
a better mobile user experience through improved usability, 

faster page loads, and sometimes reorganisation of content to 

BRING� MOBILE
SPECIÛC� FEATURES� TO� THE� FOREFRONT� OF� THE� READERSm�
EXPERIENCE�� � /PTIMISED�WEBSITES� CAN� LOOK� AND� FEEL� LIKE� AN� APP�
when viewed on a mobile device that has a browser and an 

INTERNET�CONNECTION�

A mobile application is a software application that works on a 

SPECIÛC�MOBILE�DEVICEmS�OPERATING�SYSTEM�AND�IS�DOWNLOADED�TO�
PERFORM�A�SPECIÛC�SET�OF�FUNCTIONS�ON�A�SPECIÛC�MOBILE�DEVICE�E�G��
I0HONE��!PPS�ARE�ONLY�DOWNLOADED�ONCE�AND�ARE� VIEWED�MANY�
TIMES�WITHOUT�AN� INTERNET� CONNECTION��%ACH�APP� IS� SPECIÛC� TO�A�
DEVICE�E�G��THERE�ARE�I0HONE�APPS��I0AD�APPS�AND�!NDROID�APPS�

An example of both an app and mobile-optimised website can 

BE� SEEN� AT� WWW�MOSTTRUSTEDADVISERS�COM�� (ERE� THE� APP� IS�
presented alongside a mobile optimised web version of the same 

APP���4HE�APP�CREATES�A�PRESENCE�FOR�ADVISERS�IN�!PPLEmS�!PP�3TORE�
and once it is downloaded by a consumer, it uses the iPhone’s 

'03�TO�LOCATE�THEIR�CLOSEST�ÛNANCIAL�ADVISERS��4HE�DISADVANTAGES�
are that the app was more expensive to develop than the mobile-

optimised website; and each future update will be subject to a 

REVIEW�BY�THE�!PP�3TORE��!LSO��THE�APP�REQUIRES�THAT�CONSUMERS�
need to install it on their mobile device and for some, this is a 

BARRIER�NOT�PRESENT�WITH�THE�MOBILE
OPTIMISED�WEBSITE���

In contrast, the web version of the app works on all devices with 

A�WEB
BROWSER� I�E�� BOTH� !PPLE� AND�!NDROID� DEVICES�� IT� DOESNmT�
REQUIRE� RE
SUBMISSION� TO� THE�!PP�3TORES�WHEN�UPDATING� IT�� AND�
IT� IS� GENERALLY� CHEAPER� TO� DEVELOP�� � 4HE� DISADVANTAGES� ARE� THAT�
THE�MOBILE
OPTIMISED�WEBSITE�REQUIRES�CONSUMERS�TO�ÛND�THE�SITE�
through an internet search or paid advertising as it is not present 

IN�THE�APP�STORE�



20 CONNECTED CONVENIENCE | © BEDDOES INSTITUTE 2015

Appendix

Methodology
4HE� !&!� AND� :URICH� PARTNERED� WITH� "EDDOES� )NSTITUTE�� A�
benchmarking and Research Company, to survey clients of 

ÛNANCIAL�ADVISERS��#ONDUCTED� IN�!UGUST������� THE�SURVEY�POLLED�
����CLIENTS�OF�ÛNANCIAL�ADVISERS�TO�UNDERSTAND�THEIR�USE�OF�MOBILE�
devices, services, content and applications and the reason for 

THEIR�CHOICES�

Respondents were asked to list the devices that they own, describe 

the functions they used as well as the information services that 

THEY�ACCESSED�WITH�THEIR�DEVICES��4HEY�WERE�ALSO�ASKED�ABOUT�THEIR�
level of utilisation of their devices and consumption of information 

by asking;

��� (OW� OFTEN� HAVE� YOU� USED� EACH� OF� THE� FOLLOWING�� WHERE�
responses were “at least once a day”, “at least once a week”, 

“at least once a month”, “at least once a year”, and “I don’t use 

IT�FOR�THIS�o

��� 7HAT�COMMUNICATION�SERVICES�DO�YOU�USE�

In particular the use of websites were compared with the use 

of mobile applications and the types of applications used by 

RESPONDENTS�WAS�EXPLORED��7E�ALSO�ASKED�RESPONDENTS�TO�INDICATE�
how many businesses they had agreed to connect with through 

their mobile devices and in what way they anticipated their use 

WOULD�CHANGE�OVER�THE�COMING�YEAR�

Demographics
In general the demographics of the respondents were broadly 

SIMILAR� TO� THE� PROÛLE� OF� !USTRALIANS� DESCRIBED� BY� THE� !USTRALIAN�
"UREAU� OF� 3TATISTICS� ��	� WITH� THE� EXCEPTION� THAT� THE� AGE� GROUPS�
��
���YEARS�AND���
���YEARS�ARE�OVER� REPRESENTED� I�E��CLIENTS�OF�
ÛNANCIAL�PLANNERS�ARE�AN�OLDER�GROUP�OF�!USTRALIANS�

The demographics of the respondents were:

p� -ALE������FEMALE������WITH����NOT�WILLING�TO�DISCLOSE�

p� !GE����YEARS�AND�BELOW��������
���YEARS��������
���YEARS�
�������
���YEARS��������
���YEARS���������YEARS�PLUS����WITH�
���NOT�WILLING�TO�DISCLOSE�

p� .37������1UEENSLAND������6ICTORIA������7ESTERN�!USTRALIA�
�����!#4�����WITH����NOT�WILLING�TO�DISCLOSE��AND

p� #APITAL�CITY������MAJOR�REGIONAL�LOCATION������RURAL�AREA������
WITH����NOT�WILLING�TO�DISCLOSE�
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