
The needs and concerns of bank cus-
tomers change as they move through
the financial stages of their lives. As

community banks position themselves to
compete with other financial services
providers, it is important to consider the needs
of their specific customer bases. 

When analyzing its customer base, a bank
should look at two simple, yet important,
issues. First, what products or services do
customers need at the various stages of their
lives? Second, is the bank ready to enhance
those relationships by offering appropriate
solutions? 

What follows is an overview of seven life
stages, by age, and the financial issues to
consider for each group. 

Ages 0-20. Community banks should
strive to help these customers succeed in 
the coming financial stages of their lives by
teaching them sound financial habits. Show
them how to budget an allowance and open
their first savings account. Once they start
earning money, encourage them to open an
individual retirement account to teach them
how to invest for retirement.

Ages 21-30. These customers need help
establishing good credit and learning to use
credit cards wisely. They need to whittle
down any college debts to free up money for
investing and other financial needs. They
should start saving at least 5 percent to 10
percent of their income for retirement,
ideally in a tax-deferred retirement plan.
Time is on their side, and time is what

makes money grow. Help them learn good
spending, debt management, and savings
habits—these habits will pay off big during
the rest of their lives. These customers
should be encouraged to sock away money
for a down payment on a home. If they
marry, help them do some prenuptial finan-
cial planning. Conflicting money manage-
ment styles is a leading cause of divorce.
These customers should buy life insurance
and, where necessary, disability insurance—
these are critical because people in this age
group now have other people depending on
them financially. They should have medical

coverage for the family, even if it’s not pro-
vided at work. Whether or not they are
married, they should draft a will, a power of
attorney, and a living will.

Ages 31-40. These individuals may be
in their second or third (and more expen-
sive) home. Children are being born, getting
older, getting more expensive. These cus-
tomers are probably feeling financially
pinched by now, even if they are earning
more. However, encourage them to contin-
ue making contributions to their retirement
fund. If it comes down to a choice between

funding college or funding retirement,
retirement should take priority. Kids can
always find other methods to finance their
way through college, but nobody else is
going to pay for retirement. Encourage them
to update their will, and periodically review
their life insurance to make sure it is ade-
quate, especially if they have children.

Ages 41-50. At this stage, customers are
probably in the stride of their careers. They
should keep socking away for retirement.
One thing to consider at this stage is aging
parents. Will they be able to financially take
care of themselves should they need to

receive home health care or to move into a
nursing home? Or will your customer be
expected to pay some of the bills? You
should encourage them to consider buying
long-term-care insurance for their parents 
if the parents can’t afford it. They should
discuss with their parents their potential
financial needs and concerns, and make
sure their estate plan is in place.

Ages 51-60. Customers in this age
group may start to see expenses ease off as
children reach maturity and move out of the
house. Encourage these customers to beef
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If it comes down to a choice between funding

college or funding retirement, retirement 

should take priority.
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up retirement contributions to at least 15
percent to 20 percent of income. This will
probably be the last good stretch to really
sock it away. Help your customers to start
getting serious about their vision of retire-
ment, too. It will make a difference in how
they plan. They shouldn’t get too conserva-
tive in their investing at this stage, even if
they plan to retire soon. They’ve got a lot of
years of living left, and plenty of time to
weather market ups and downs. They
should also get serious about an estate plan.

Ages 61-70. These customers should
study their Social Security and Medicare
options to make sure they take full advantage
of them. Be sure they don’t have gaps in med-
ical coverage if they retire before they quali-
fy for Medicare. They may consider work-
ing part-time during retirement. A rocking
chair can get boring after a while. If they
haven’t already, they should buy long-term-
care insurance. Carefully review retirement

plan payout options. How they choose is
immensely important. They also need an
estate plan. Investments may grow more con-
servative, but should not be too conserva-
tive. With good health, they’ll have many
years left to live in retirement, and they will
need their nest egg to stay ahead of inflation.

Ages 71 and beyond. With proper 
planning, they can slow down and enjoy
their retirement. Encourage them talk to
their kids about their estates.

Understanding the financial needs of
customers as they pass through these life
stages will help community banks better
serve their needs. Providing financial plan-
ning, investment, insurance, and wealth
management services will enhance cus-
tomer relationships, and can substantially
increase fee income to the bank by increas-
ing sales in investment and insurance prod-
ucts and bringing additional assets under
management.    

All views expressed are solely those of the
author. Barry L. Dayley is senior vice presi-
dent of Money Concepts International
Inc., an ACB Business Partner. 

Money Concepts is a full-service finan-
cial planning organization that offers a
world-proven Planning Centre concept
and customized programs to benefit banks
of all sizes. It can help position community
banks to serve their customers in the 

growing investment advisory marketplace.
For more information, contact ACB’s
Helen Sullivan at (202) 857-3157 or 
hsullivan@acbankers.org.

ACB Business Partners offers a 
complete menu of business solutions in
mortgage, technology and payments, 
and financial and capital markets. Visit
www.AmericasCommunityBankers.com/
Partners to learn more.
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Are you losing your best employees?

Get the information you need to retain top workers in America’s Community 
Bankers 32nd annual Compensation Survey, the comprehensive source of 
data on pay and benefits at community banks. Inside, you’ll find detailed
information on compensation for more than 175 positions, broken down by
charter and ownership type, geographic region, and more. From custodian 
to bank CEO, it’s all here!

Plus! Need data on director pay and benefits? Look no further than ACB’s 
Compensation Survey. It includes more than 25 pages of hard numbers 
on bank board member fees and benefits, as well as data on frequency 
of board and committee meetings, number of members serving on 
committees, and much more.

To order, call (888) 872-0568 or visit
www.AmericasCommunityBankers.com.
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