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Agenda

Is Coaching? to Incorporate It It Matters
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How many times have
you offered good advice
that wasn’t followed?
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Clients Often Don’t Act on the Advice They Pay for
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50% of clients who pay for Almost 20% of clients

a formal plan implement don’t implement any
fewer than 20% of the (0%) of their financial plan
recommendations

Source: Wealth Professional, “When formal financial plans are a poor fit,” (https://www.wealthprofessional.ca/news/industry-news/when-formal-financial-plans-are-a-poor-fit/323484).
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How Do You Differentiate Versus Technology?

The advice business is changing

Commission- Asset- Holistic
Based Based Planning
Mutual Custom Portfolio
Funds Investment Modeling
Vehicles

Assets in robo/Al platforms
are expected to increase

1

by

1Source: CFA Institute, “Future State of the Investment Industry.”, 2023.

T. ROWE PRICE INVEST WITH CONFIDENCE® 5



How Do You Differentiate Versus Human Competition?

0%

of the highest earners

Un_der age 50 want They believe coaching will help
a financial coach them achieve their goals

They want more meaningful
connections and a deeper partnership

Source: T. Rowe Price Next Wave of Wealth Research Study, January 2020. Highest earners is defined here as the top 10% of earners under age 50.
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What Is Coaching?



Coaching is unlocking people’s potential
to maximize their own performance.

It IS helping them to learn rather than
teaching them. Coaching focuses on
future possibilities, not past mistakes.

— Sir John Whitmore

Coaching for Performance, Fifth Edition
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Three C’s of Exceptional Coaches

Curiosity Compassion
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Curiosity

| am neither especially clever nor
especially gifted. | am only very, very

curious.

— Albert Einsteln
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Courage

Courage Is not the absence of fear,
but the triumph over It.

— Nelson Mandela
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Compassion

If you want others to be happy, practice
compassion. If you want to be happy,
practice compassion.

— Dalal Lama
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Great Coaches Are
Often Made, not Born.

Executives regularly rated
themselves as above-average
coaches, while their colleagues
rated them in the bottom third
of performers.
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business leaders significantly
overestimate their coaching skills.

Source: “People who think they’re great coaches often aren’t.”, Jack Zenger and Joseph Folkman, Harvard Business Review., 2016.
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Great Coaches Evolve With the Times

Training Seeking Feedback

Source: “People who think they’re great coaches often aren’t.”, Jack Zenger and Joseph Folkman, Harvard Business Review., 2016.
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How to Incorporate It



Groups That May Appreciate a Coaching Approach

Wealthy Investors Going Women Investors Already
Investors Under Through a Major Working With a
Age 50 Life Event Financial Advisor

74 15]
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GROW-A Four-Step Process for Financial Coaching

G R

Goal Reality
Work with the Develop a better
client to choose understanding of
a goal or outcome. their current state.

Permission to use the GROW Model granted by Performance Consultants International

O W

Options Will
Explore ideas for The client chooses,
achieving goals, and commits to,
iIncluding overcoming taking specific actions
obstacles to success. moving forward.

INVEST WITH CONFIDENCE®
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Step 1: Goals

Client prompts:

What are you looking to achieve? How will you know when you’ve
achieved it?

How do you want to feel after achieving your goal?

What would you like to have accomplished by the end of our time today?

What information do you want to have covered by the end of our session?

1 Source: Dr. Moira Somers., “Advice That Sticks: How to Give Financial Advice That People Will Follow.”
Permission to use the GROW Model granted by Performance Consultants International.
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Step 2: Reality

Client prompts:

What have you done thus far? Why haven’t you been able to work toward
your goal until now?

Why do you feel this way?

What prompted you to identify this as a goal?

What'’s true for you about the role money played in your childhood?

Use our Financial Behavior Assessment to help clients become more
aware of how their financial attitudes and beliefs are impacting their success.

Permission to use the GROW Model granted by Performance Consultants International.
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Step 3: Options (and Obstacles)

Client prompts:
- What has gotten in the way (derailed you) in the past?

- What challenges could arise in the next 12 months that you need
to consider?

- What are the various options, and the pros and cons of each?

Permission to use the GROW Model granted by Performance Consultants International.
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Step 4: Will

Client prompts:

- What will you do now? By when will you do it?
- How will we know when you’'ve done it?

- How will you keep yourself—and how can | keep you—
motivated?

1 Source: “Self-Efficacy: The Exercise of Control.” ,Albert Bandura. Annual Review of Psychology.
Permission to use the GROW Model granted by Performance Consultants International.
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Why It Matters



How many times have
you offered good advice
that wasn’t followed?

T. ROWE PRICE INVEST WITH CONFIDENCE® 23



Clients Often Don’t Act on the Advice They Pay for
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Half of clients who pay for Almost 20% of clients
a formal plan implement don’t implement any
fewer than 20% of the of their financial plan
recommendations

Source: Wealth Professional, “When formal financial plans are a poor fit,” (https://www.wealthprofessional.ca/news/industry-news/when-formal-financial-plans-are-a-poor-fit/323484).
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Coaching Is the Spark That Ignites Investor Action

Coaching connects the financial
plan to implementation.

Financial Plan

) Financial Coaching )

And coaches focus on building the kind of
relationship that fosters client satisfaction.




Start to Measure Success Differently

There is no progress without measurement. Be sure to keep track of your client’s
satisfaction with:

= Their financial health
= Their confidence in their ability to achieve their goals
= Their emotional state—how they’re feeling about their financial journey at the moment

= You, being sure to give them an opportunity to provide feedback on how you're doing
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Take Greater Control Over Your Success

Market-Dependent Relationship-Dependent

« Portfolio Returns

* Alpha Generation

«  Competitive Fees

- Portfolio Management
* Investment Expertise

T. ROWE PRICE

Comprehensive Wealth .
Management .
Estate Planning .
Charitable Planning .
Tax Planning

Business Planning .

Trust Services
Private Banking

Self-Awareness

Relationship With Money

Role in Their Family’s Financial Life
Reaction and Response to Financial
Shocks and Windfalls

Deathbed Traits
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Consider How Best to Incorporate Coaching

You Have Options: Degrees of Possible Incorporation Into Your Practice

Fundamental ) Intermediate )

= |dentify situations to incorporate = Offer or increase the coaching-
the “3 C’s” into your client oriented conversations you're
conversations or communications having with clients

= Practice financial coaching = Make the Financial Behavior
conversations with colleagues— Assessment a part of your client
giving and receiving feedback onboarding and annual review

= Informally test the GROW method Processes
using client prompts = Use two to three characteristics or

lessons from an influential coach
and make them a part of your
culture

= Test the Financial Behavior
Assessment in the field

T. ROWE PRICE

Expert )

= Rewrite your marketing and
promotional materials to include
coaching phrases and philosophy

= Become a certified financial coach

= Enter into formal coaching
relationships with clients
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Bottom Line

Create more meaningful connections that lead to financial plan implementation
and adherence.

Deliver value that only humans can deliver.

Connect with your clients of tomorrow in a way that many prefer—and in a way
that differentiates you.

Redefine and take greater control over your measures of success and
effectiveness

Any level of coaching can help you connect.
It’s about connection—not perfection.
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Program Resources

Use the Next Wave of Advice materials to
support your efforts

= Playbook

E ffective financial coaching re
of your clients. It must go be
gathering and get to the emotiol
behaviors that underlie their fina

= Financial Behavior Assessment

The Financial Behavior Assess
to help develop this desp under
completed the assessment, folic

= Financial Behavior Assessment Advisor Guide S

Getting Started: Positioning
with your clients and prospt;

After identifying clients who ars good candic

. . . . under age 50—sha Sahai Bemg good with money is like any other skill—anyone willing to
thei respanses to each of the questions.
= Financial Behavior Assessment Presentation ;
The type of open ended qusstions in the ase P —
bbeinsgantins and support,
These kinds of questions were shown 10 be |
open p abaut how they raally fael about mg This assessment is designed to help you maximize your potential for
a judgmentdree environment to ca
your cierts

=G financial success by helping you see yourself, and your finances, in a new
light—revealing opportunities for positive growth. As a result we hope that
you will feel mare empowered to make decisions and inttiate the kind of
change that will lead you to a richer life

= Emphasize there ara no fight o wrong an
bohaviors and motiaticns about money.

All responses are confidential—your answers are your own and will never
without your permission

' Looking Back

What's truo for you about the rolo monoy played in your childhood?
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Next Steps

Right now:
Identify three coaching candidates from your existing book of business.

Next week:
Have a conversation with them that follows the GROW framework.

e Next week:
i Test the Financial Behavior Assessment with a prospect.

This month:
% Schedule a meeting with your T. Rowe Price representative to bring this
program to your practice or team, and to your clients.
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Explore Other Resources at Your Disposal

Explore other T. Rowe Price Practice
Management programs

Prospecting the Next Wave of Wealth
= Intergenerational Wealth Transfer

= Understanding Family Dynamics

= Visualize Retirement

= Women & Investing

T. ROWE PRICE

T.RowePrice* m

All In The Family
_ CREATE CLIENT LOYALTY ACROSS
TRowePrice ﬂ GENERATIONS BY UNDERSTANDING
FAMILY DYNAMICS

spresents

rsmenerzicnal wea

Prospecting the
Next Wave of Wealth

How can you adapt your practice to serve the iy
investors of the future? I 4
 ad,

4

KEY INSIGHTS
= Younger dlients are concerned about their finances, some even fe
financial house s on fire

)
col Yo
of your cllents wil lkely experience
awealth transfer In the next decade.’
o
Yo
of helrs plan ta change thelr
financial professional when they

inherit the assets.*

= These younger investors represent the “next wave” of wealth and will |
Boomers in terms of the wealth they control in the next decade.

= Many next wave clients don't fesl that they are wealthy enough or “wor|
‘advice from a professional financial advisor.

= Both the attitudes and needs of these next wave clients are markedly o

“PPROSPECTING
THE NEXT WAVE

5 Financial Professional

Your future clients don't look or act  compete for the same—few| Presentation

the same as your current clients affluent clients. This leaves §
attractive future clients over|

+ Hepayraquanibne
seis it

Most successful advisory practices

have been set up to serve the needs  The large wave of wealth tra )

of older, “traditional clients. This currently underway in the U

has served many advisors well but well-researched and docurr| &
may not be the ideal way to tap into By 2030, estimates precict G

future growth as advisors continue o and Generation Y household

H k! arners under 50 represent the single
The clients of tomorrow e e o an e
lior practice. They are a large group, with years of eaming

: likely don’t 00K lIKe YOUF [ s Troy are s 1o s more

Younger Clients’ Inheritances are Accelerating

C . mors wealth e. And they are underserved. They
= clients today. often forgo professional financial ady tho
they e less liely 10 fee! ika they are on track toward their
e —— als ar o feel comfortable manag ¢ ”
9oale andlasa Sleiy Lo feel coimiortabie managing money IPROFESSIONAL USE ONLY. NOT FOR FURTHER DISTRIBUTION.
s 2025 on ther own than traditional clie
craion == BabyBoomers = GenX |
e CantrforFinancil Sevices, 2015,
Al : u ”
How much potential is there in the “next wave” of wealth?

The top 10% of eamers under 50 There are nearly 10 times as For advisors in the top quartile of

represent the single largest high many households with $100,000— practice growth, 37% of their clients.

EckiRel gt clpnects bERn $2 million in investable assets as are 55 or younger. For the bottom

cviaccs peacsico. ith $2 a proportion is only 12%."
milion?

This guide can help you take action to better understand, find
and serve clients who represent the next wave of wealth.

st 6 13

* Priceetx, St of Aetal 2019, Ags 55 15 35 of 2020, 50 defined & clents born aftr 1965,
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Important Information

This material is provided for general and educational purposes only and is not intended to provide legal, tax, or investment advice. This material does not provide recommendations
concerning investments, investment strategies, or account types; it is not intended to suggest that any particular investment action is appropriate for you. Please consider your own
circumstances before making an investment decision.

Information and opinions presented have been obtained or derived from sources believed to be reliable and current; however, we cannot guarantee the sources’ accuracy or completeness.
There is no guarantee that any forecasts made will come to pass. The views contained herein are as of the date noted on the material and are subject to change without notice; these views
may differ from those of other T. Rowe Price group companies and/or associates. Under no circumstances should the material, in whole or in part, be copied or redistributed without consent
from T. Rowe Price.

All investments are subject to risk, including the possible loss of principal.
T. Rowe Price Investment Services, Inc.

© 2024 T. Rowe Price. All rights reserved. T. ROWE PRICE, INVEST WITH CONFIDENCE, and the Bighorn Sheep design are, collectively and/or apart, trademarks of T. Rowe Price
Group, Inc.
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Explore Other Resources at Your Disposal

Free up more time to spend with
your clients with the help of Portfolio
Construction Solutions

T. ROWE PRICE

INVEST WITH CONFIDENCE

Our Expertise. Your investment Process.

PORTFOLIO
CONSTRUCTION
SOLUTION

In an industry where change is the only constani
head

T.RowePrice

INVEST WITH CONFIDENCE

what li

Built on the same foundation that supports our w
Portfolio Construction Solutions from T. Rowe P
designed to enhance investment outcomes and
No matter where you are on your portfolio consty
in partnership with your dedicated Investment Cq
cialists will help guide you to solutions that m

ART OF CLEAN UP*

MODEL CONSTRUCTION

PORTFOLIO CONS’

Our Expertise. Your Investment Process.

Multi-Asset Expertise
T. Rowe Price’s Multi-Asset Division integrates the core strengths of our firm's strategic
investing approach into multi-asset solutions designed to enhance investment results,
manage risk appropriately, and consistently meet your client needs

years offering multi-asset solutions managed in multi-asset strategies
0,
A of our Rotiremont Funds with

10 years of performance beat their

pis 10-year Lipper averages*

olio Construction Support

blutions are supported by a team of dedicated investment
knowledge of our multi-asset strategies and tactics to
rtners in a competitive financial professional marketplace.

] 12,000+

yoraged by soparate analyses conducted
pecialists for financial professionals

INVEST WITH CONFIDENCE®
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Coaching Certification Resources

If you want to pursue the path of becoming a certified financial coach, you have several options,
Including:

Accredited Financial Counselor (AFC) from the Association for Financial Counseling and Planning
Education

International Coaching Federation (ICF) Professional Certified Coach and Master Certified Coach
Personal Financial Wellness Consultant from the National Financial Educators Council
Certified Money Coach (CMC) from the Money Coaching Institute

Certified Financial Transitionist (CeFT) from the Financial Transitionist® Institute
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