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Welcome to The Advice Nation debut report for advisers. 
We’re proud to bring you a whole new perspective on the 
people seeking or in need of financial advice – in other 
words, your clients and potential clients.

As the advice marketplace, we are a trusted information 
source for both consumers and advisers. So we’re uniquely 
placed at Unbiased to deliver insights into the current state 
of the market.

People want the best products for themselves and their 
families – that’s obvious. But in order for them to recognise 
benefits, they first need to understand them, while sorting 
through all the conflicting messages that marketing throws 
at them.

This is where financial advice comes in. Though still in the minority, consumers who seek professional advice 
represent a growing proportion of the market, thanks to rising awareness and greater ease in connecting with 
the right adviser. One result of pension freedom is that many more people will now benefit from advice. At the 
same time, advances in technology are making advice more accessible, and enabling advisers to take on a 
greater number and variety of clients.

What does this mean? A likely consequence is that the quality of advice will play an increasingly big role. In 
this report we see consumers becoming shrewder, more cynical and cautious. Though marketing still has a 
big influence upon them, there are signs that this grip is weakening. People want information and they have 
unprecedented access to it. Yet they also need to make sense of this information deluge, and sort the Unbiased 
advice from the marketing.

I hope you enjoy The Advice Nation debut report for advisers, and that it offers plenty of inspiration for developing 
your business.

Karen Barrett
Chief executive of Unbiased
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In this report we bring together the attitudes and needs 
of both advisers and the general public to provide a 
comprehensive review of the advice landscape and what 
it might look like in the future.

Why did we feel that now was the right time to conduct 
this study? With the substantial regulatory changes over 
the last few years and the recent developments in the 
pensions and investments space, the advice landscape 
has seen significant transformation and the need for 
comprehensive advice is ever growing. The proliferation 
of online channels has had a significant influence on the 
purchasing decision journey, and the route to purchase 
is harder to navigate for both consumers and providers 
alike. Our research also shows consumers are becoming 
ever more discerning, and with the increasing use of social 
media, managing reputation on and offline is critical. 

Our report seeks to address these challenges and how they can be tackled. We hope the findings contained 
within it will help inspire you along that journey in 2017.  

Alexa Nightingale
Head of financial research at Opinium
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During January and February 2016, Opinium Research surveyed 2,500 consumers and 200 Financial advisers to 
gauge their attitudes and behaviours since the Retail Distribution Review (RDR) and pension freedom.

    Consumer sample

The survey was carried out online using Opinium’s highly engaged consumer panel of UK adults. The research 
was based on a 2,000 representative sample of adults (aged 18+) in England, Scotland and Wales. Data 
was weighted to the profile of all adults aged 18+ according to gender, age, region, working status and social 
class.

The consumer sample also included a boost of 500 Investors with a minimum of £5,000 investments holding 
at least one of the following investment products:

• A unit trust/open ended investment company (OEICs)
• Index tracker funds
• Exchange traded funds (ETFs)
• Investment ISA/NISA (invested in stocks & shares or funds)
• Stocks & shares (not in an ISA)
• Investment trusts

In addition, the report draws on Unbiased data. This includes the types of advice being sought after, the 
numbers of people searching, user demographics, behaviours and the devices used to search.

    Financial Advisers

The sample of 200 was drawn from Opinium’s IFA invitation only panel which is built up of over 700 IFAs from 
the Unbiased database. The advisers are based across the UK and advise across a broad range of financial 
areas. The report also draws on additional adviser data from the Unbiased database of 16,000+ financial 
advisers.

METHODOLOGY
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    Spotlight on The Advice Nation

Who in the UK is seeking financial advice, and why? Who is providing it, and what are they offering? And how 
might the role of advisers need to develop as a result? That, in a nutshell, is The Advice Nation report. 

We begin with a snapshot of today’s advice market, seen from various different perspectives. The vast majority 
of advisers in this study are IFAs, with 10 per cent restricted by product type. Most do not specify a minimum 
wealth level for clients, though for pension and investment advice a lower limit is more common.

    Meet the clients

The individual most likely to be searching for an adviser now is a man in his early 50s, living in one of the 
UK’s capital cities – but that tells just a fraction of the story. Those who seek financial advice are men and 
women of all ages, with only modest variation across age groups or even between regions. Wealth levels 
notwithstanding, the demographic of advice clients is a very broad one.

    What’s on the advice menu?

Savings advice is the kind most often received, ahead of potentially more critical areas like pensions and 
protection, while advice on inheritance tax is rarely sought. It’s likely that savings is an area often explored 
when clients consult about another issue – a ‘while I’m here’ kind of advice – hence its position at the top 
spot. Nevertheless it is worrying to see areas of higher priority (and greater potential value) being neglected.

    Different price tags

Consumers are split on how they want to pay for advice. Younger people are more attracted by a fixed fee or 
an hourly rate, while older (or else more experienced) people are more open to paying a percentage of their 
assets. Advisers may want to bear these different preferences in mind when discussing payment options.

    Freedom’s legacy

Pension freedom has woken people up to the potential benefits of advice, leading to many more searches 
on Unbiased for pension-related terms (see Fig. 1). Advisers have welcomed the changes too (though sole 
traders are notably more cautious). Advisers have been largely opposed to any changes in the system of 
pension tax relief – the new Lifetime ISA is one to watch, as it may be an omen of things to come.

EXECUTIVE SUMMARY
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    Changing times

The effects of the retail distribution review (RDR) appear to have bedded down, with the majority of those 
affected now settled into their new way of working (though there is some dissatisfaction out there still). Other 
ongoing changes include the growing uptake of model portfolios and cash-flow modelling, while platforms are 
predicted to play an even more pivotal role in the future. 

    Social media

There is a cloud on the horizon in the shape of mobile technology and social media. At present only a minority 
of advisers use any form of social media to engage with clients, and among those who do, the levels of activity 
are often low. Fear of the regulators may be one reason why smaller firms curtail their social media activity, 
while larger firms (which may have compliance teams) are more open to it.

A low social media presence may not yet present a big problem, with most advice-seekers aged 40+ still 
favouring PCs and print media over mobile devices. However, the upcoming generation (those now forming 
the bulk of the first-time buyer market) are firmly attached to their tablets and smartphones and will 
increasingly live both their personal and financial lives through these devices. As this age group matures 
into the cornerstone of the advice market, advisers who fail to keep pace may find themselves becoming 
progressively invisible.

    The personal touch

Undoubtedly it’s important for advisers to monitor technology trends – but this shouldn’t be at the expense of 
their current biggest strengths. Having a good rapport with an adviser was one of the key deciding factors for 
consumers making a choice – more so than the adviser’s qualifications or specialist areas. Similarly, people 
who use a financial adviser to handle their investments prefer to check on those investments by meeting the 
adviser in person, unlike those who invest directly with providers.

Fig. 1: Searches for specialist advice

Source: Unbiased search data from Jan-Dec 2015

Pension specialist searches 
61% increase YOY
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Face-to-face is also the favourite (or near-favourite) means of communication for most advisers. This personal 
approach remains a unique selling point, as does the ability to tailor an individual financial plan. Advisers looking 
to increase their digital engagement should therefore do so without watering down their core offering: personal 
advice delivered in person. Providers too can draw an important lesson from this; face-to-face interaction is 
clearly a big factor in building consumer confidence and facilitating informed choices. Without trying to emulate 
or replace independent advisers, providers can nevertheless improve their part of the consumer journey.
    
    The quest for true confidence

Financial advice is about delivering confidence, and yet confidence (or the illusion of it) continues to be a 
barrier to advice. Most investors are upbeat about their ability to understand financial issues and to make 
their own choices, without the need for expert input. Unfortunately, this self-image is at odds with some of 
the choices they are making. Most continue to be heavily influenced by the marketing materials of providers, 
with these holding even more sway than the financial press or media pundits. Furthermore, consumers reveal 
gaps in their understanding of certain fundamentals of finance, such as the link between risk and reward. 
Many seem to believe they can hold investments that are simultaneously low-risk and high-growth, or are 
simply indecisive about which strategy is best for them.

As for the reasons people give for seeking advice, these all boil down to a need for confidence, and the 
realisation that they don’t have enough knowledge to make informed choices. This realisation grows with age, 
from 34 per cent among thirty-somethings to over 50 per cent among those near retirement. When it comes 
to the crunch, people start to wake up to the value of advice.

The millennial age group (18-34 year olds) combine the highest confidence with the greatest levels of naivety. 
They see themselves as having the lowest risk tolerance (lower even than retired people) and yet the best 
understanding of financial products. Providers and advisers alike will need to start thinking about how they 
will communicate with a new savvy, yet perhaps over-confident, generation.

    What does all of this mean for advisers?

The ongoing evolution of the market will of course have implications for those who advise on financial 
products. By monitoring the changing behaviours and needs of consumers, advisers can continue to ensure 
they are recommending the most suitable products and strategies.

> Lesson 1: Tap into customer potential
Every industry knows the value of the existing customer relationship. This latest research underlines that 
lesson, while highlighting both new opportunities and potential risks. Information from an existing provider is 
still the most readily received, but consumers are increasingly making decisions based on consumer websites 
and media pundits. With so much competing for consumers’ attention, advisers will need to work harder to 
promote their unique selling points: independence and expertise.

Advisers increasingly see their role as that of financial planner. Taking this whole-life approach has a good 
chance of delivering the Holy Grail: the lifelong customer who uses their services exclusively. Offering 
integrated, holistic planning can maximise the potential of each customer.

> Lesson 2: Clarity builds trust
It can hardly be a coincidence that older consumers (50+) are the most put off by ‘complicated jargon’ and 
‘small print’, and are also least likely to trust a provider’s claims about its own products. It would be a mistake 
to suppose that these individuals are simply less able to understand technical terms (50-60 is not old!). More 
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probably, older really is wiser, and they are wary of being hoodwinked by jargon. Older people are also the 
most likely to be put off by ‘information that is not relevant to me’. So advisers too must beware: every piece 
of information that is not crystal clear leads to a potential weakening of trust. Transparency is the watchword 
– everything must be explained as well as it can be, and if there are negative aspects to a product, they must 
be fully explained.

> Lesson 3: Get personal
For all that digital engagement and social media are today’s big trends, the adviser’s single biggest selling-
point among all age groups remains the face-to-face approach. This is seen as the key to trust – and is also 
one of the biggest differentiators between those who consult advisers and those who go directly through 
providers. So although advisers are encouraged to innovate, they should be careful not to erode their most 
popular quality: the personal touch.

> Lesson 4: Nurture tomorrow’s clients
The most sought-after advice is at-retirement advice, and this trend will only continue under pension freedom. 
The crucial challenge for advisers is to help pension advice to be seen as a natural step in the retirement 
process – as intrinsic to the process as hiring a solicitor for a house move. This means appealing not just to 
those nearing retirement, but those who are five, 10 or even 20 years away. Generation X is now hitting its 
full earning potential and is ripe for some heavy-duty advice on saving for retirement – but as the first truly 
digitally savvy generation, it has many other options to distract it from independent financial advice. Advisers 
shouldcontinually raise their profile among younger demographics to ensure the next generation of clients is 
ready and waiting.
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    Who is seeking advice, and what are they looking for?

We begin with a snapshot of the UK’s advice seekers, with a focus on their advice needs across the different 
age groups.

    Peak advice time is the run-up to retirement

Levels of advice-seeking are strikingly similar across the age groups (see Fig. 2). The earliest that people 
tend to seek advice is in their mid-20s, and though the rate of advice-seeking increases among older people, 
there are no dramatic peaks. Age, though clearly a factor, is evidently not the only motivation to seek advice.

The largest number of adviser searches came from those in their late 40s / early 50s, before a steep tailing-
off among those over 65. This decline is no surprise, but it will be interesting to see if pension freedom will 
cause more people in this age group to seek advice in future – since not all key decisions will necessarily 
have been made by then.

Source: Unbiased search data from Jan-Dec 2015

    
    Retirement advice is the runaway leader

By far the most popular area of advice sought through Unbiased is pension planning and/or retirement 
advice. Pension-related searches account for roughly half the total number of searches (see Fig. 3). 

Other sought-after search criteria (in descending order of popularity) are investments, mortgages, savings 
and insurance. Protection (considered separately from insurance) is also a popular search.

ADVICE TRENDS

Fig. 2: Percentage of adviser searches by age group
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Fig. 3: Searches on Unbiased in 2015
    
    

    

    How are advice priorities changing?

Pension freedom has made a big splash, as revealed by the use of the smart search criteria on Unbiased (see 
Fig. 4) There have been sharp rises in the search for advice on ‘pensions & retirement planning’, ‘pension 
drawdown’, ‘pension transfer’, ‘pension review’ and similar terms. Even more dramatic, however, has been 
the rise in searches on ‘buy-to-let’ – up 241 per cent from last year – which may be partly connected to the 
predicted rise of the ‘silver landlord’, using their pension pot to buy investment property. Other mortgage-
related terms are up an average of 56 per cent.

Fig. 4: Searches for specialist advice areas

Data from consumer searches on Unbiased, comparing Oct-Sep 2013/14 with Oct-Sep 2014/15

    
    A majority are still without advice

Meanwhile, consumer research data shows that a clear majority (59 per cent) of respondents have never 
sought any kind of financial advice or guidance, neither from colleagues, family, government services or 
any other offline source. Of the remainder, the clear favourite source of guidance is the individual’s ‘inner 

Annual average

Increase YOY
Mortgage refinements  

56%61%
Increase YOY
Pension specialist searches 
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circle’ – family, friends and partner. Use of the inner circle is most popular among the under-35s and steadily 
decreases with age, suggesting that the prime source of this information is parents (see Fig. 5).

Fig. 5: Sources of Advice used

Source: Data based on a survey of 2,000 nationally representative adults aged 18+    

    
    But advice-seeking is on the increase

The number of people searching for financial advisers on Unbiased continues to increase dramatically year 
on year (see Fig. 6).

Fig.6: Traffic to Unbiased and adviser search data

The growth in search volumes from 2013/14 to 2014/15 was more than 16 per cent, while searches for 
professional advisers of all kinds (including financial advisers, mortgage brokers, accountants and solicitors) 
are up nearly 117 per cent since 2011/12 (see Fig. 7).

Have you turned to any of the following for advice on your finances?

2011/12 vs
2014/15
increase:

+116.81%
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Fig. 7: Unbiased Financial Adviser searches

    How do people want to pay for advice?

The answer to this one depends on whom you ask. Overall the favourite option is the set fee for a piece of 
work – but there are very interesting variations among the demographics. The idea of an hourly rate is all 
but dismissed by people over 40 – but younger people seem quite open to the idea, making it their second 
favourite option. Also, more than twice as many men as women are in favour of an hourly rate. (13% vs. 6% 
respectively).

But it flips around above the 40 age threshold – the hourly rate is out, and the new second favourite is a 
percentage of the money invested. Under-40s are not at all keen on the percentage model, but it grows 
steadily in popularity among older people, and those who elsewhere demonstrate a greater understanding of 
their own finances.

What seems clear is that there is no one-size-fits-all approach to charging, but that the popularity of the 
percentage model grows with consumer experience (see Fig. 8).

+ 16.03%
YOY increase

What charging structure do you prefer to receive from an adviser?

Source: Data based on a survey of 2,000 nationally representative adults aged 18+
Base: 328 consumers who have used a Financial Adviser

 Key findings Just 5 per cent of people have sought 
advice on inheritance tax.

 5%

Fig. 8: Preferred advice payment structures
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    Tracking the consumer journey

There is of course no typical ‘advice consumer’. Those who use financial advisers come from a wide range 
of age groups, wealth levels, locations and lifestyles. Technology looks to be the biggest emerging factor 
transforming the consumer landscape, changing the way in which people approach their finances and how 
they seek advice.

    How do consumers manage their finances?

Around two thirds of the consumers in our sample described themselves as being in sole charge of their own 
finances (see Fig. 9), while just under a third managed their finances jointly with their partner. The remainder 
(3 per cent) had someone else managing their finances on their behalf.

Fig. 9: How are consumers managing their finances?

Base: 2,000 nationally representative adults aged 18+

    Pinpointing the key advice moments

Respondents were asked about the last time they consulted a financial adviser, and what advice they sought 
(see Fig. 10).

Fig. 10: Top 10 areas of advice sought

UP CLOSE WITH 
TODAY’S ADVICE SEEKERS

Source: 2,000 nationally representative adults aged 18+
Base: 328 consumers who have used a Financial Adviser
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It may be a surprise to see ISAs at the top, above more critical areas such as pensions. However, savings are 
an area likely to be explored when clients consult about another issue, and are applicable to any age group, 
and this may explain their dominant position.

Life insurance also ranks highly – again, partly because it frequently ties in with another popular area 
(mortgage advice) as well as being sought in its own right.

On the mortgage front, most first-time buyers are now in their 30s, while buyers of subsequent homes are 
most likely to be in their 40s. After that, mortgage demand tails off.

Protection in general, such as critical illness cover, is mostly sought by those aged 20-40. 

Among the over-50s, at-retirement advice becomes increasingly a priority, with the peak coming (unsurprisingly) 
among those in their 60s. However, advice on retirement planning (saving into a pension) is most popular 
among those in their 40s, which many advisers would consider to be rather late in the day. People in their 
20s, who could benefit the most from timely pension planning advice, are preoccupied with mortgages and 
life insurance, though interest in retirement planning does start to increase among those in their 30s.

    How people choose advisers

Almost the biggest criterion in choosing an adviser is a personal recommendation from a friend, family 
member or other trusted source (see Fig. 11). For men, this is as solid a reason as having used the adviser 
before. Women are just as swayed by recommendations, but for them personal experience of the adviser is 
even more important, making this the most significant factor overall.

Fig. 11: Reasons for choosing a particular financial adviser

Men are twice as likely as women to choose an adviser based on their specialist experience, and nearly three 
times more likely to be swayed by client testimonials on the adviser website. Testimonials also hold the most 
currency with people in their 30s – people both older and younger than this appear to be much more cynical.

The third most important factor for consumers is having a good rapport with the adviser – this holds true for both 
men and women and across virtually the whole age spectrum. Being local comes next on the list of priorities.
Just 12 per cent of respondents chose their adviser because they had transparent fees. Whether this means that 
transparent fees are not a priority, or that too few advisers are making their fees transparent, is a matter for interpretation.

Why did you choose the financial adviser you sought advice from?

Source: 2,000 nationally representative adults aged 18+ 
Base: 328 consumers who have used a Financial Adviser
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    Trust versus cynicism

It is interesting that an older generation is apparently more cynical and suspicious than the supposedly 
‘savvy’ younger crowd (see Fig. 12). The over-50s are the least likely to say they trust the comments that 
investment companies write about their own brands, whereas over 50 per cent of 18-34 year olds say they do. 
This willingness to trust what providers say about themselves decreases steadily the older people get, while 
distrust (or ambivalence) grows. This underlines the need for older people to receive professional advice that 
they know is independent from any provider.

Fig. 12: How much do the different age groups trust what they read on company websites?

    The need for clarity and consumer focus

The most off-putting factor for consumers is complicated jargon in the materials offered them by providers. 
(See Fig 13). Again, this frustration is more prevalent among older age groups – nearly 50 per cent of the 
over-50s complain of this, but it is much less of a problem for younger investors. Over 40 per cent of those 
in their 50s are also wary of ‘small print’ and lack of transparency, another issue less prominent among the 
young (though still present). There is clearly an appetite for greater simplification and information delivered 
in plain English. 

Different segments (e.g. based on investment goals, experience and levels of comfort with investing), will have 
differing information needs. Providers need to reflect these varying needs in the way they present information.

Fig. 13: Most common frustrations experienced with content received from investment providers

I trust the comments that investment companies write about their productos/brand

Source: Data based from a survey of 500 UK Investors

Source: Data based from a survey of 500 UK Investors
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    Are advisers becoming more influential?

Once again, the biggest influencing factor – both in identifying options and in narrowing down these options 
to a final choice – is the information found on an existing provider’s website (see Fig. 14). Around a quarter 
of investors made this their primary source of guidance. However, the role of the financial adviser does 
tend to come more to the fore during the decision making process, with 19 per cent of people using an 
adviser to identify options, and 17 per cent using them for the final investment decisions. Almost as influential 
is expert opinion from blogs and social media. Although provider advertisements are initially persuasive, 
at the decision-making stage they lose much of their power to sway. This is the stage at which reputation 
management becomes much more important for providers.

This is particularly true when we consider that almost half of investors we surveyed agreed that what other 
investors say can be more trusted than what investment providers say about themselves. Furthermore, 51 per 
cent admitted to being influenced by even a single negative review. 

Tracking responses is therefore critical to managing brand health. Brand needs to be aware of what is being 
said about their brand to reinforce positive word of mouth and mitigate detracting comments. 

Fig. 14: Top five sources used at each stage of the purchasing journey

 

More than a quarter of respondents claim not to have used any sources, either for information gathering, 
identifying options or decision making. However, nearly half of this group are those who have a professional 
adviser who manages all their investments – so they are happy just to let the adviser handle the details for 
them. Nevertheless, this leaves a sizable proportion of investors who appear to be acting autonomously 
based on no information at all. 

A quarter of investors (25 per cent) say they made their latest investment through their financial adviser, while 
three-quarters went directly through the provider. However, younger people are much more advice-orientated 
in this instance: 50 per cent of 18- 34 year old investors used a financial adviser, a figure that tailed off 
among older age groups.  

Which, if any, of the following sources of information did you use in each of these different 
stages when purchasing investments and savings?

Source: Data based from a survey of 500 UK Investors
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    Keeping tabs on investments

How people monitor and manage their investments varies significantly depending on whether they have a 
financial adviser (see Fig 15). When people invest directly with a provider, the most common method is to use 
the provider’s website, with email and telephone taking second and third preference. By contrast, people with 
a financial adviser tend to manage their investments by meeting the adviser face to face. Also significant is 
that 50 per cent of people with advisers said they used no methods to manage their investments – implying 
that they trusted the adviser to take care of it all. 

Fig. 15: How do consumers manage savings and investments?

To date there is still a very low proportion using mobile apps to manage investments – just 1 or 2 per cent 
overall – but this rises to 6 per cent among 18-34 year olds who use a financial adviser.

    The technology issue – who’s using what?

Consumers research and manage their investments on a range of different devices (see Fig 16), with varied 
preference across the demographics. The device most often used is still the desktop or laptop PC, selected 
by 92 per cent of respondents (who could choose more than one answer). Tablets are a distant second at 21 
per cent, ahead of smart phones on 10 per cent. Phone use for this purpose drops off almost entirely among 
the over-60s. However, a generational shift is well under way.

Wich of the following channels do you tend to use to manage your savings and investments?

Source: Data based from a survey of 500 UK Investors



22

Fig. 16: Devices used to keep up to date with investments

Among 18-39 year olds this hierarchy is turned on its head. Millennials are increasingly managing their 
finances through mobile devices such as phones and tablets, and app content is becoming essential for 
driving ongoing customer engagement. Mobile devices in general are starting to outpace PCs as the search 
device of choice among the younger generations, and this accelerating trend has many implications for the 
way consumers acquire their information and make their investment decisions in the future.  

    High levels of confidence – but also confusion

Investors generally see themselves as both confident and sensible where their finances are concerned. A 
majority (55 per cent) are sure of their ability to select the right products and funds, and 68 per cent are 
comfortable making their own investment decisions. The same proportion describe themselves as ‘financially 
cautious’, and 59 per cent prefer their money to be ‘safe from risk’.

However, here responses become conflicted. A similar 56 per cent agree that their goal is ‘long-term growth’ 
and that they would accept dramatic short-term drops in value to achieve this (i.e. high to moderate risk). 
At least 15 per cent (and probably more) of this group must cross over with those who want their money to 
be ‘safe from risk’, so these people are effectively giving two contradictory answers. This suggests that the 
concept of ‘risk’ as it applies to investment is not being well understood.

Similarly, there is a clear preference for equity investments over cash (33 per cent versus 26 per cent against, 
with 41 per cent undecided), even though 47 per cent agree that they would trade off higher returns for a 

How do you tend to research and keep up to date with investments?

Source: Data based from a survey of 500 UK Investors
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safer investment (only 18 per cent disagree). Meanwhile, 44 per cent feel that investing is similar to ‘taking 
a gamble’ with their money (26 per cent disagree), yet 56 per cent say they started investing because cash-
based products weren’t ‘worth it’. 

So what do investors really want? From their answers here, it seems that many want it both ways: low-risk 
investments with a high long-term return. It’s surprising, then, that a majority (41 per cent) disagreed with the 
statement, ‘I am put off by the complexity of investing’. It would appear that the industry has a lot more work 
to do in educating people of all ages.

    The tangible value of advice

The confusion among the majority of consumers is a cause for concern. Those obtaining information from 
a random mix of sources are effectively leaving their finances to chance. By contrast, those who have taken 
professional financial advice are demonstrably better off. A 2015 study by Unbiased and Opinium found that 
UK adults who take financial advice save an average £71 more per month for their retirement, increasing 
their pension pot by an average £48,279 compared to those in a similar income bracket who do not take advice.

The same study showed that retirees feel more prepared for retirement the earlier in their life they seek 
advice. For example, of those who leave it until their 40s and 50s, only around 40 per cent feel well-prepared, 
whereas 71 per cent of those who first sought advice in their early twenties are now approaching retirement 
full of confidence.

1Mx Over a million people a year search for 
advice through Unbiased Key findings
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    What have we learned about The Advice Nation?

The proportion of the UK population using financial advisers is still relatively low (16 per cent), but the number 
has grown in recent years and continues to increase. Men are more likely than women to seek professional 
advice, probably due to higher average earnings among men and a greater proportion of men in full-time 
employment.

The demand for financial advice rises across adulthood, but without dramatic peaks – it seems that age 
alone is not the biggest factor in the decision.

There are notable advice gaps even among those who are using advisers. Advice on retirement is still under-
subscribed, despite a recent surge in enquiries relating to pension freedom. Even more neglected is the issue 
of inheritance tax.

How people pay for their advice turns out to be a divisive issue. There are major splits across the age 
groups, with opinions seeming to vary in relation to the consumer’s own level of experience. The young and 
inexperienced are drawn to the idea of a fixed fee, while more seasoned investors prefer a percentage of 
assets.

    The consumer journey

The pattern of ‘Who wants what advice?’ is hard to predict. Though age is a big factor, even more depends 
on personal circumstances, levels of awareness and above all, attitudes. Broadly speaking, the mid-30s is 
the time of life when most people start to think seriously about their financial future. Some forms of advice, 
such as protection, have their ‘prime time’, after which they tend to fall by the wayside. And despite pension 
freedom, people are still more inclined to seek advice leading up to retirement than at the point of retirement 
itself.

When it comes to choosing advisers, people look for recommendations from trusted sources or first-hand 
experience – those who have benefited from advice in the past are the most likely to seek it again. However, 
everyone has to start somewhere, which is why over a million people a year are now using Unbiased to find 
their advisers.

Today’s consumers see themselves as more savvy – but is that really true? People are still highly malleable, 
taking decisions largely on the basis of provider information, adverts and other marketing materials. Printed 
matter has far more influence over the old than the young, and older people are more suspicious of providers’ 
own information, but all age groups remain highly susceptible to biased claims. The loudest challenging 
voices come from financial newspapers and media pundits, but many people appear to just ‘go with their gut’.

Pension freedom represents the greatest opportunity in a generation, on three fronts. It offers consumers the 
chance to take real control of their retirement; it gives providers the chance to respond to the new demand 
with more innovative, flexible products; and it will allow advisers to demonstrate the value of advice as never 
before. Among the people now approaching retirement, the need for advice is unprecedented. The risks are 
as real as the potential rewards, retirement is no longer off-the-peg, and consumers are starting to realise 
this. The growing trend for advice seeking looks set to gather pace off the back of this retirement revolution.

CONCLUSIONS
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Unbiased
Unbiased is the advice marketplace. We connect millions of people with the UK’s largest choice of qualified, 
whole-of-market and independent advisers. Our smart search matches consumers and businesses to over 
24,000 IFAs, whole-of-market financial advisers, mortgage brokers, solicitors and accountants. We actively 
campaign to promote the value of independent financial advice, and we make it easy for people to find the 
advice they need by providing introductory guidance, expert insights, saving tips and practical tools. 
Besides having the UK’s largest database of professional advisers, we reach more than a million consumers 
a year through our website and social media. Working with us is therefore a highly effective way to connect 
with your target markets, while raising your profile in a neutral environment.

Our advertising packages and newsletters give you a unique marketing channel. By aligning your brand with 
that of Unbiased, you can not only reach the people who matter most, but also influence them in a whole 
different way.

Working with Unbiased also gives you access to the largest resource of adviser data available in the UK, for 
you to use in your own marketing campaigns.

Furthermore you gain access to our Bluebook media directory, which connects you with the most media-savvy 
advisers and financial journalists.

You can also partner with us for one of our award-winning PR campaigns. These raise awareness of key 
financial issues such as tax and retirement planning, while promoting the value of professional advice. 
Campaigns achieve substantial media coverage in the regional, national and broadcast press, as well as 
across digital media, so being a campaign partner is an easy way to gain substantial exposure for a prolonged 
time period – all tied in to the trusted Unbiased brand.

Opinium Research
Opinium is a financial services research and insight generation agency based in Farringdon, London. We help 
financial organsiations get to grips with the world in which their brand operates by ensuring we develop the 
right approach, methodology and questions to deliver robust insight, targeted recommendations and address 
specific business challenges. Our research expertise and experience includes numerous studies amongst 
consumers, investors, business decision makers, HNWs and intermediaries, providing our clients with a 360◦ 
view of their world. Our research and insight consultants combine qualitative, qualitative and secondary 
research methods with advanced analytical techniques to draw out powerful insights to help our clients 
make strategic and accurate business decisions. With our own large consumer, investor and advisor research 
communities and in-depth knowledge of the FS sector we are market leaders in financial services research.
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