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“ I’m in complete support of compliance 

and transparency, but the paperwork and 

reporting process makes servicing our 

clients—which should be our priority—

almost impossible.”

“ I spend more time with 

compliance issues than  

I ever have.”

“ Every time there are changes  

it is costing my business in time 

and money.”

“ The number of changes coming 

through on a regular basis makes  

it hard to follow a consistent  

advice process.”

Are these the words of a weary 
financial advisor trying to keep 
pace with ever-changing 
regulations?

“ Making each transaction  

more complex, consuming a  

lot of time, causes the client  

to lose patience.”
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We’ve long suspected that advisors 

around the world are more similar than 

different. When Vanguard leaders travel, 

advisors frequently ask them: “What’s it 

like for advisors in other parts of the 

world?” So we set out to learn.

We asked more  

than 900 advisors in 

Australia, Canada, 

Hong Kong, the 

United Kingdom 

and the United 

States about the 

challenges they 

face, how they 

define success, what would enhance 

their business, what they’re doing and 

how they feel today and what they see 

for the future.

We found a near-universal feeling of an 

industry on the cusp of seismic change—

much of it either directly or indirectly 

related to increasingly stringent 

regulation—in concert with a belief that 

the financial advisor’s role has become 

more difficult over the years.

In multiple regions, advisors foresee an 

industry shake-out in the next three to 

five years, with older advisors leaving 

under the weight of regulatory 

compliance. “Spending so much time 

fighting with the computer and dealing 

with the paperwork is taking the fun out 

of the job,” one advisor in Canada said.

The cost of compliance and greater 

scrutiny on fees will make only higher-

net-worth clients profitable, advisors 

predict, pushing lower-asset clients 

toward automated advice.

But the market for professional advice 

won’t wane, advisors say, and 

opportunities will exist for those who are 

willing to work, who continue to learn and 

who focus on clients’ holistic wealth 

management needs. “Highly ethical and 

well-educated, experienced advisors will 

survive,” one advisor in Australia said.

Clients are taking note of a worldwide 

shift toward low-cost investment options, 

advisors say, and they want their share of 

the savings. Such a development fits 

neatly into the transition to fee-based, 

rather than commission-based, advice 

models similarly taking hold globally, and 

which advisors in Canada see as the 

industry’s defining trend.
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Almost.

GLOBAL FINANCIAL ADVISORS

They’re the words of financial 
advisors in five different countries 
trying to keep pace with ever-
changing regulations. 

U.K.

HONG KONG

AUSTRALIA

U.S.

CANADA
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By a significant margin, more advisors said their 

profession had become more difficult than said it 

had become easier when we asked, “Over the 

span of your career, how has your experience as a 

financial advisor changed?”

Those who said their experience had become 

much more difficult most frequently pointed to 

regulatory effects as the primary reason. In the 

United Kingdom, for example, 72% of this group 

cited the regulatory environment.

To be sure, forces such as Retail Distribution 

Review in the United Kingdom, the Client 

Relationship Model in Canada, Future of Financial 

Advice in Australia and new fiduciary standards 

in the United States herald movement away from 

commission-based and toward more transparent 

fee-based models. Models that emphasize 

investment selection and promote specific 

products are yielding to more holistic approaches 

that emphasize asset allocation, behavioural 

coaching and wealth management.

MORE 
DIFFICULT

MUCH
EASIER

10 08 4 26

AUSTRALIA U.K. HONG KONG U.S.CANADA

7.3 7.1 6.5 6.36.6

We asked advisors how their professional experience had changed over their 

careers, with a score of 10 meaning “much more dif�cult” and 1 meaning “much 

easier.” The illustration re�ects aggregate scores. In Canada, more than twice as 

many advisors rated their experience from 8 to 10, or more dif�cult, compared with 

those who rated it 0 to 4, or easier.

Growing challenges,  
hints of optimism

GLOBAL FINANCIAL ADVISORS
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Yet for many, such upheaval can spell 

opportunity. Survey respondents who 

said their experience had become much 

easier most frequently cited their 

success in describing their value 

proposition, an approach that fee-based 

models champion.

By roughly a 2-to-1 ratio, advisors around 

the world foresee serving greater 

numbers of clients over the next two to 

three years, and by a 7-to-1 ratio 

anticipate growth in the assets they 

manage. 

Both trends would continue what 

advisors had experienced in the prior two 

to three years. But they worry about how 

they’ll continue to grow their client and 

asset bases.

U.K.HONG KONGAUSTRALIAU.S. CANADA

Expected to stay 
the same or decrease

Expected to increase

63% 68% 55% 77% 64%

36% 33% 44% 23% 36%

ease

ase

92% 83% 88% 83% 92%

8% 17% 12% 18% 8%

NUMBER OF CLIENTS*

TOTAL AMOUNT OF 
ASSETS MANAGED*

* Note: Numbers may not add up to 100% because of rounding.

Optimism about the future

We asked advisors what they anticipated in terms of number of clients and assets managed  
over the next two to three years.

GLOBAL FINANCIAL ADVISORS

QUICK LINKS
View Vanguard’s 
resources for  
financial advisors

How advisors can  
be clients’ alpha.

What are you  
really worth to  
your clients?
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Top 3 challenges  
for financial advisors
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Financial advisors around the 
world cite similar challenges.  
We asked advisors to rank theirs.

Client acquisition was first  
among them in Canada and the 
United States, and among the  
top three in Australia and the 
United Kingdom.

And everywhere we surveyed, 
advisors ranked some aspect  
of regulation among their top 
challenges.

Such shared experiences suggest 
an opportunity for advisors to learn 
from others in the profession 
around the globe.

GLOBAL FINANCIAL ADVISORS
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A quest for new clients

U.K.HONG KONGAUSTRALIAU.S. CANADA

BOOK OF BUSINESS

Existing clients

New clients

26%

74%

31%

69%

21%

79%

37%

63%

26%

74%
ESS

Advisors understandably tend to focus on 

existing clients, who are, after all, the 

source of advisors’ revenue. But by 

extension, “New clients are tomorrow’s 

income,” as one advisor in the United 

Kingdom noted. In the coming year, 

advisors expect to place greater emphasis 

on client acquisition than they would in a 

typical year. This isn’t surprising amid 

widespread concern about an aging 

clientele. 

But even as the advisor community 

braces for a shake-out (an event that 

presumably would create suddenly 

unadvised clients), advisors wonder 

where they’ll find clients so critical to 

their growth. It’s a significant enough 

consideration that “New client 

acquisition” was among the top 

challenges cited in all regions we 

surveyed—and first in Canada and the 

United States.

Advisors agree that referrals play an 

important role in client acquisition, but, 

as one advisor in the United States 

lamented, “It’s not easy to duplicate  

your best clients.” And the low-asset-

return environment isn’t churning out 

new high-net-worth investors.

Competition is fierce. Networking and 

marketing take time, much of which is 

already consumed by compliance require-

ments. Some advisors confess they’re 

not good at networking and marketing. 

Some find it distasteful. They’d really 

prefer just to work on clients’ behalf. The 

strategy of one advisor in the United 

Kingdom illustrates the kind of effort  

that can be needed to attract new 

business: “I walk around trading estates 

(concentrated business areas) to create 

conversations with small- to medium-size 

enterprise owners.”

GLOBAL FINANCIAL ADVISORS
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We asked advisors how much of their focus in the coming year would be on 
new as compared with existing clients.

QUICK LINKS
View Vanguard’s 
resources for  
financial advisors

How to turn your 
clients’ children  
into your clients.
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Changing regulations, 
changing relationships
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U.K.HONG KONGAUSTRALIAU.S. CANADA

CLIENT UNDERSTANDING
OF COMPENSATION 

STRUCTURE

44%

16%

53%

21%

38%

18%

14%

37%

32%

19%

40% Neutral 26% Neutral 44% Neutral 49% Neutral 49% Neutral

Don’t understand

Understand

NDING
ON

Across regions, advisors cited changing 

regulations as a negative influence on 

their total compensation and their 

practices’ profitability/revenue. With a 

global shift toward fee-based practices, 

it’s not surprising that advisors place a 

greater emphasis on higher-value, 

higher-asset clients. 

The top positive influences of changing 

regulations, meanwhile, are associated 

with advisors’ value proposition, such as 

clients’ trust in an advisor and the value 

clients place on advisors’ services.

The very act of discussing a transition to 

fee-based accounts can highlight the 

advisor’s personal relationship with clients. 

“You have to be willing to discuss the 

topic candidly with clients and take the 

time to do so,” one advisor in Canada said.

Some practices, where regulations allow, 

give clients a choice between fee and 

commission structures. But choice can 

exist even where the transition to 

fee-based is a given. “We have set up a 

fee structure based on three different 

levels of services,” one advisor in 

Australia said. “We simply give our 

recommendation to our clients what level 

of service we think they need, and then 

we have a discussion around it. If they 

want to pay a lower fee, they can opt for 

a lower level of service.”

GLOBAL FINANCIAL ADVISORS

Clients’ understanding of advisor pay

Advisors around the world—except in Hong Kong—reported that more clients understood how  
the advisor was paid than didn’t understand. Interestingly, Hong Kong was the only place in our  
survey predominantly commission-based.

QUICK LINKS
View Vanguard’s 
resources for  
financial advisors

Start a conversation 
about fee-based 
accounts.
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98% of respondents 
see a shift toward 
fee-based practices.

83% of respondents 
said fee-based was 
better for their practice.

76% of respondents
said fee-based was 
better for their clients.

OF SURVEY RESPONDENTS’ 
PRACTICE WAS 100% FEE-BASED

4%

OF RESPONDENTS’ AGGREGATE 
PRACTICE WAS FEE-BASED 

55% p
said fee-based was 
better for their practice.

see a shift toward 
fee-based practices.

1  2013 Advisor Salary Survey, compiled by Rogers Connect Market Research Group for Vanguard Investments Canada. The 2013 Rogers 
survey asked advisors what percentage of their personal annual income came from salary, fees and commission. Our 2015 Global 
Advisor Survey asked what percentage of advisors’ practice was fee-based versus commission-based.

Regulations in Canada don’t mandate a  

fee-based system of financial advice. But the  

fee-transparency stipulations of CRM2, being 

phased in through July 2016, have nudged 

advisors in that direction.

While only 4% of our survey respondents in 

Canada reported having a 100% fee-based 

practice, fee-based accounted for more than half 

(55%) of respondents’ aggregate practice. When 

Vanguard asked a separate group of advisors in 

Canada in a 2013 survey what percentage of 

their personal annual income came from fees, 

the aggregate response was 17%.1

Advisors in the 2013 survey appear to have  

vastly underestimated the pace of the fee-based 

evolution, suggesting that by 2018 fees would 

account for just 25% of their income, increasing 

to 30% by 2023.

In our new global survey, advisors in Canada 

have far more faith in the inevitability of a 

fee-based model—and in its superiority for  

their practice and their clients alike. An 

overwhelming 98% said they see a shift  

toward fee-based practices; 83% said fee- 

based was better (compared with commission-

based) for their practice, and 76% said fee- 

based was better for their clients.

Fee-based reality, 
perceptions in Canada

CANADA FINANCIAL ADVISORS
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In numbers not as large but nonethe less 

impressive, 58% of our survey respon-

dents from Canada foresee their practice 

changing to fee-based over the next three 

to five years. And, when we asked 

Canadian advisors to cite best practices, 

64% mentioned shifting to a fee-based 

compensation structure—their most 

frequent response.  

That doesn’t mean the transition will  

be easy, or without concerns. Advisors 

worry about the impact of a fee-based 

transition on their profitability/revenue 

and their compensation. This concern is 

most pronounced among advisors 

managing assets of less than $50 million 

(and who thus have a smaller asset base 

on which to apply fees); only a third of 

them said a shift to fee-based is a 

positive influence on their business. 

The shift to fee-based requires a focus  

on the whole client, which can mean a 

change of mindset. “Portfolio alpha is 

being replaced by advisor alpha, which is 

less scalable, more client-centric,” one 

advisor in Canada noted.

But nearly three-quarters of advisors  

who manage more than $50 million said 

the impact of a transition to fee-based  

is positive.

“It takes a lot of work,” another advisor  

in Canada said, “and in some situations 

clients were lost, transferred out. But 

moving forward we only want to work 

with clients who buy into our approach. 

We present it as being fully transparent 

so that they know what it costs to do 

business together.”
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Shifting to fee-based
compensation structure.

Requiring a minimum investible 
asset amount for new clients.

Accepting referrals 
from existing clients.

Ensuring a “personal touch” 
with clients.

Less 
than $50

Between 
$50–$100 

More 
than $100 

TOTAL 
COMPENSATION

33%

74%

69%

REVENUE/
PROFITABILITY

AUM
(MILLIONS)

36%

64%

47%

47%

46%

72%

71%

CANADA FINANCIAL ADVISORS

QUICK LINKS
View Vanguard’s 
resources for  
financial advisors

What can advisor’s 
alpha do for you?

Best practices for advisors

Percentage of advisors in Canada reporting they had 
observed these best practices.

Impact of a fee-based model

Percentage of advisors in Canada, by level of assets 
managed, who viewed these areas as positive.

For financial advisor use only. Not for public distribution.



Whether you believe technology will 

make your life easier or make competing 

more difficult, it’s undeniably changing 

the advisor experience.

What advisors may lose through client 

defections to automated advice they  

may gain through increased efficiency 

and greater productivity enabling larger 

books of business.

Survey respondents across regions  

noted that technology has made portfolio 

management easier and client interactions 

more efficient, through such vehicles  

as virtual meetings, e-signatures and 

cloud computing.

While clients’ increased access to 

information could raise their expectations, 

tools to help advisors package their own 

analysis lend a greater sense of expertise.

Some advisors lament that the techno-

logical revolution hasn’t been faster. 

“We continue to monitor the technology 

landscape to see who is integrating with 

whom,” an advisor in the United States 

said. “Some of our favourite software 

apps don’t yet integrate with other 

favourite apps, or the exchange of  

data is not clean. Account aggregation 

software is something we want, but  

it’s not painless to use. It requires 

maintenance and monitoring, updating 

client passwords, etc.”

Others celebrate already-achieved  

gains. “Volume is much higher, but 

technology has improved productivity,”  

an advisor in Canada said. “It is much 

easier to remain in steady contact with 

clients and respond.”

CANADA FINANCIAL ADVISORS

Technology,  
the game changer

SIMULATE
COSTS

COMPARE FUND
DETAILS

OUR TOOLS FOR FINANCIAL ADVISORS

PORTFOLIO
ANALYTICS

Compare Vanguard 
funds with those of 
other fund families 

to see the difference 
that low costs can 

make over the length 
of an investment.

Make an informed 
decision through 

side-by-side 
comparisons of 
Vanguard ETFs 

and products from 
other fund families.

Build, analyze 
and compare 

portfolios to see 
how ETFs can 

�ll gaps and add 
diversi�cation.

Vanguard tools for advisors in Canada
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Advisors in all regions we surveyed 

suggested that scrutiny on fees would 

force the industry to focus on higher-

asset clients, leaving lower-asset clients 

to automated advice such as that 

provided by ‘robo advisors.’

“Investing will become more commod-

itized as technology and automation take 

over more and more,” said one advisor in 

the United States. Advisors keen on 

avoiding such a prophecy might want to 

ensure that the “commoditized” label 

doesn’t apply to their practice.

“An advisor’s role will be to understand 

client needs and draw up a life plan for 

them and help them implement and 

monitor this plan,” the advisor continued. 

“An advisor will have to be truly an 

advisor and not a ‘stockbroker’ from  

the traditional world.”

One advisor in Canada welcomes the 

opportunity to ensure that “clients and 

prospects understand all that I do for 

them above and beyond just investing  

in their portfolios.”

In fact, advisors’ ability to articulate  

their value, the value that clients 

themselves place on advisors’ services 

and the trust in advisors that the value 

proposition engenders were the leading 

positive influences of the transition to 

fee-based that survey respondents  

from Canada cited.

When compared with a practice based on 

recommending investments, the transition 

to a fee-based practice can seem jarring at 

first. “The challenge begins with moving 

clients themselves away from the 

perception of adding value (or stripping  

it away) via investment selection 

specifically and toward other items like 

asset allocation, financial planning, wills 

and estate planning, tax planning, etc., 

that require either much broader 

knowledge or exceptional partners,”  

an advisor in Canada said. “Clients 

increasingly want very customized and 

professional advice in these areas and 

recognize quality differences.”
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A day in the sun for 
advisors’ value

CANADA FINANCIAL ADVISORS

Vanguard believes you can add about this 

amount to your clients’ net returns by 

distinguishing your skills and practice if you 

implement the three core elements of the 

Vanguard Advisor’s Alpha™ value proposition.

BEHAVIOURAL
COACHING

PORTFOLIO
CONSTRUCTION

WEALTH
MANAGEMENTENT

O
ION

QUICK LINKS
View Vanguard’s 
resources for  
financial advisors

Our research: 
Quantifying your 
value to clients.

Putting a number on your value

For financial advisor use only. Not for public distribution.



11

CANADA FINANCIAL ADVISORS

Putting your 
value proposition 
into practice
Vanguard Advisor’s Alpha is a value 

proposition based on three simple 

elements: top-down portfolio 

construction, coaching and wealth 

management.

The essence of the concept is that 

consistent market outperformance is 

unrealistic and that your clients will 

value—and benefit from—the holistic 

wealth management you provide. By 

shifting your primary focus away from 

outperforming the market and toward 

personalized client goals and controllable, 

relationship-oriented services, you can 

deepen and strengthen your connections 

with clients. This can also lead to more 

referrals and less client attrition.

OUR ADVISOR’S ALPHA VIDEOS

Advisor’s alpha 
explained

Jason McIntyre, left, head of distribution, Vanguard Investments Canada Inc., 
and Fran Kinniry, principal, Vanguard Investment Strategy Group.

Why not to focus  
on outperformance

A refreshing  
message for clients

How (and why)  
to keep costs low

What your clients  
would do without you

How to implement  
advisor’s alpha
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We partnered with Ipsos, a leading global research  

firm, which surveyed more than 900 advisors across 

multiple channels in Australia, Canada, Hong Kong,  

the United Kingdom and the United States.

Interviewers from Ipsos did not identify Vanguard as  

the survey’s sponsor.

All respondents had to be working as a financial advisor 

or relationship manager at the time the research was 

conducted. Respondents additionally had to have a 

minimum tenure of five years and their own book of 

business, personally providing financial advice to clients.

We aimed for a survey makeup that reflected a  

region’s advisor population by channel and assets  

under management.

The research was conducted in two parts in 2015. 

Qualitative interviews were conducted by phone,  

while answers to a larger quantitative survey were 

collected online.

The advisors in our survey

The makeup of advisors in our survey largely reflected 

the industry in terms of age, gender, tenure and advisor 

channel. The profile of respondents was similar in 

Australia, Canada, the United Kingdom and the United 

States, where the industry is male-dominated and older, 

but looked very different in Hong Kong, where women 

were represented at more than twice the rate of any 

other region and 80% of advisors were younger than 

age 40.

In Canada, of the 164 advisors who participated, 122, 

about three-quarters, were part of bank-owned 

investment dealers, while 42, or about a quarter, were 

independent dealers affiliated with boutique firms.
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U.K.HONG KONGAUSTRALIAU.S. CANADA

TOTAL NUMBER 
OF ADVISORS 350 136 164 132 124

GENDER
BREAKDOWN*

85% 64% 78% 26% 86%10 YEARS’
EXPERIENCE +

85%

13%

81%

16%

98%

2%

HONG

1

2

ALIA

6

%

BER 
S

N*

+

* Note: Numbers not totalling 100% re�ect some participants’ choosing not to answer the question.

79%

16%

55%

41%

About our survey
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We believe investment companies should make money for 

investors, not from them. At Vanguard, we’re committed to 

keeping costs low, and since we’re not publicly traded or owned 

by a small circle of individuals focused on their own interests, 

we’re in a position to do just that. And the more returns investors 

keep, the more they can earn over time.

Why Vanguard?

For financial advisor use only. Not for public distribution.
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Important information:  

Date of publication: May 2016

Commissions, management fees, and expenses all may be 
associated with investments in a Vanguard ETF®. Investment 
objectives, risks, fees, expenses, and other important 
information are contained in the prospectus; please read it 
before investing. ETFs are not guaranteed, their values change 
frequently, and past performance may not be repeated. 
Vanguard ETFs® are managed by Vanguard Investments 
Canada Inc., an indirect wholly owned subsidiary of The 
Vanguard Group, Inc. and are available across Canada 
through registered dealers.

This material is for informational purposes only. This material is not 
intended to be relied upon as research, investment, or tax advice and 
is not an implied or express recommendation, offer or solicitation to 
buy or sell any security or to adopt any particular investment or 
portfolio strategy. Any views and opinions expressed do not take into 
account the particular investment objectives, needs, restrictions and 
circumstances of a specific investor and, thus, should not be used as 
the basis of any specific investment recommendation. Investors 
should consult a financial and/or tax advisor for financial and/or tax 
information applicable to their specific situation.

While this information has been compiled from sources believed to 
be reliable, Vanguard Investments Canada Inc. does not guarantee 
the accuracy, completeness, timeliness or reliability of this 
information or any results from its use. 

All investments, including those that seek to track indexes, are 
subject to risk, including the possible loss of principal. Diversification 
does not ensure against a profit or protect against a loss in a 
declining market. While ETFs are designed to be as diversified as the 
original indexes they seek to track and can provide greater 
diversification than an individual investor may achieve 
independently, any given ETF may not be a diversified investment.

This material does not constitute an offer or solicitation and may not 
be treated as an offer or solicitation in any jurisdiction where such 
an offer or solicitation is against the law, or to anyone to whom it is 
unlawful to make such an offer or solicitation, or if the person 
making the offer or solicitation is not qualified to do so.

Ipsos surveyed 906 financial advisors around the world, including 
164 in Canada on behalf of The Vanguard Group, Inc., and Vanguard 
Investments Canada Inc. Qualitative interviews were conducted from 
February 3-26, 2015. Online quantitative surveys were conducted 
from July 16 to September 1, 2015. These survey findings may not 
be representative of the overall industry. All survey information is as 
of the date indicated. If surveyed again, respondents may answer 
differently. Vanguard Investments Canada Inc. has not taken any 
additional steps to update, verify or interpret survey information. This 
material contains only selected highlights of the survey and is not 
the complete survey. For a complete copy of the survey, please 
contact your sales executive.

If you would like to learn more about Vanguard’s products, please 
visit our website, vanguardcanada.ca. 

Connect with Vanguard®

vanguardcanada.ca

Vanguard Investments Canada Inc.

Bay Adelaide Centre
22 Adelaide Street West 
Suite #2500
Toronto, ON M5H 4E3
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