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Clients of all generations should understand the importance
of income protection

How often do you evaluate the generational makeup of your client
base? Depending on your tenure in the industry or what niche clientele
you have, you could be working with clients that span a few
decades. The three most prominent generations in the workforce —
Baby Boomers, Gen Xers and Millennials —share a rising tide of financial
concerns. A combined total of 71 percent of these individuals worry
about lost wages if they can’t work. And 52 percent are concerned
about support if they become disabled. But each generation has
different interests and values, influenced by economic currents when
they come of age.

THE THREE MOST PROMINENT
GENERATIONS IN THE
WORKFORCE ARE:

Having insight into what motivates your clients in each of these
generations can help you better start the conversation about income
protection and the need for individual disability insurance (IDI),
helping each client feel prepared for whatever life sends their way.

1. BABY BOOMERS
2. GEN XERS
3. MILLENNIALS
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Millennials, ages 23-40
With the average Millennial now in
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With these life stages and values in mind, here are some
questions to start the conversation about income
protection with your clients.
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However, understanding what drives
these different generations can
provide insights into what a client
may need and value. This can help
you prepare clients for when the

If you had to dip into your retirement
savings unexpectedly, how would that
change your long-term plans?

unexpected happens in life, no matter
what stage they’re in.

