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This report looks at the following areas:

« Top life priorities by generation

* Short-, medium- and long-term financial goals

- Consumers’ top factors that define financial happiness
« Sources of financial information by lifestage
 Personal finance attitudes and behaviors by lifestage
- Attitudes toward financial institutions by lifestage

The size and complexity of the financial services industry necessitates the
specified lens of lifestage analysis to scrutinize how consumers’ needs and
goals evolve at various points. The manner in which consumers approach
financial topics is highly differentiated by age group, with Gen Zers and
Millennials using social media more than any other source aside from family/
friends to learn about personal finance, while older consumers rely on the
expertise of financial advisors. Beyond generational differences, factors such
as parenthood and proximity to retirement have distinct effects on consumers’
financial perspectives.

Recent inflation will have a substantial impact on consumers’ spending power,
with the affordability of goods and services influencing financial outlooks.
These effects are more likely to directly impact younger and lower-income
consumers, who felf the greater brunt of the economic consequences of the
pandemic and feel more stressed about balancing their financial
responsibilities.

Shifting attitudes toward banking preferences will create ample opportunity for
challenger brands to compete for market share through digital experiences
that meet the expectations of young consumers. Additionally, higher-earning
consumers are embracing diversified accounts with various financial institutions,
opening more seats at the table for niche competitors to gain a foothold in
consumers’ lives. However, with consumers feeling the need to learn more
about investing to achieve future security and concerned about refirement,
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financial brands can improve their position of advocacy with resources to assist
them in shrewd long-term planning.
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Figure 10: US labor participation rate by age group, 2000,
2010, 2020, 2030

COMPETITIVE STRATEGIES

Bank of America counsels customers tfo enjoy today, let
Merrill help invest

Figure TI: Bank of America Merrill email, 2022

Luxury appeals primarily to young consumers

Figure 12: American express delta skymiles reserve upgrade
direct mail piece, 2022

Fidelity addresses retirement concerns of Gen Xers via
newsletter

Figure 13: Fidelity viewpoints email, 2021

Vanguard emphasizes the journey of investment on social
ads

Figure 14: Vanguard paid Facebook ad, 2022
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Older consumers want to spend time enjoying life
Investment brands can expand their footprint by reaching
minorities

Figure 15: Edward Jones paid Facebook ad, 2021
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LIFE PRIORITIES

Top life priorities are different for each generation
Figure 16: Life priorities, by generation, 2022

Financial concerns broaden with age

Figure 17: Financial position versus career, by generation,
2022

Employees who earn less than $75k annually are looking to
improve their financial position

Figure 18: Life priorities, by age and income, 2022
Single adults are more likely to prioritize career

Figure 19: Career versus family responsibilities, by marital
status, 2022

SHORT-, MEDIUM- AND LONG-TERM FINANCIAL GOALS

Building emergency savings is the most common short-term
goal across age groups

Figure 20: Short-term financial goals, by generation, 2022
Buying a home is the lone financial goal most likely to be

achieved in the medium term
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Figure 21: Buying a home, by fime frame of goal, 2022

* Mortgage payments are consumers’ most significant long-
term goal
Figure 22: Paying off a mortgage, by time frame of goal,
2022

FINANCIAL HAPPINESS

» Younger consumers prioritize family over income and debt
Figure 23: Measures of financial happiness, by generation,
2022

* Luxuries are most important to younger individuals
Figure 24: Importance of luxuries, by generation, 2022

* Men focus on retirement while women prefer to manage
debt
Figure 25: Importance of luxuries, by gender and generation,
2022

PERSONAL FINANCE CHANNELS

* Younger consumers turn to digital channels to learn about
finance
Figure 26: Personal finance channels, by generation, 2022

« Higher-earning young adults consume financial podcasts
Figure 27: Financial podcast consumption, by age and
income, 2022

* Gen Xers are the largest audience for financial websites

Figure 28: Financial website consumption, by generation,
2022

PERSONAL FINANCE ATTITUDES

» Mobile banking is crucial to young consumers
Figure 29: Attitudes toward digital payments and banking, by
generation, 2022

« Parents are even more dependent on digital banking
Figure 30: Attitudes toward digital payments and banking, by
generatfion and parental status, 2022

- Debt concern peaks among Millennials
Figure 31: Debt stress, by generation, 2022

* Minority consumers have an appetite for investment
information

Figure 32: Attitudes toward investing, by age and race, 2022

ATTITUDES TOWARD THE FINANCIAL SERVICES INDUSTRY

» Higher-earning consumers accept diversified financial

accounts
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Figure 33: Preference toward financial institution, by age and
income, 2022
* Gen Z remain skeptical of non-traditional banking accounts
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