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Chartered Accountants Australia and New Zealand  
(CA ANZ) represents more than 125,000 financial 
professionals, supporting them to build value and make a 
difference to the businesses, organisations and communities 
in which they work and live.

Around the world, Chartered Accountants are known for 
their integrity, financial skills, adaptability and the rigour of 
their professional education and training.

CA ANZ promotes the Chartered Accountant (CA) 
designation and high ethical standards, delivers world-class 
services and life-long education to members and advocates 
for the public good. We protect the reputation of the 
designation by ensuring members continue to comply with a 
code of ethics, backed by a robust discipline process. We also 
monitor Chartered Accountants who offer services directly 
to the public.

Our flagship CA Program, the pathway to becoming a 
Chartered Accountant, combines rigorous education with 
practical experience. Ongoing professional development 
helps members shape business decisions and remain relevant 
in a changing world.

We actively engage with governments, regulators and 
standard-setters on behalf of members and the profession 
to advocate in the public interest. Our thought leadership 
promotes prosperity in Australia and New Zealand.

Our support of the profession extends to affiliations with 
international accounting organisations.

We are a member of the International Federation of 
Accountants and are connected globally through Chartered 
Accountants Worldwide and the Global Accounting 
Alliance. Chartered Accountants Worldwide brings together 
members of 13 chartered accounting institutes to create a 
community of more than 1.8 million Chartered Accountants 
and students in more than 190 countries. CA ANZ is a 
founding member of the Global Accounting Alliance which 
is made up of 10 leading accounting bodies that together 
promote quality services, share information and collaborate 
on important international issues.

We also have a strategic alliance with the Association of 
Chartered Certified Accountants. The alliance represents 
more than 870,000 current and next generation accounting 
professionals across 179 countries and is one of the largest 
accounting alliances in the world providing the full range of 
accounting qualifications.
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Foreword

Expert advice is the cornerstone of effective decision-making. 
Given the impacts of an ageing population, retirement 
savings, and ongoing concerns around financial literacy, now 
more than ever everyday Australians and New Zealanders 
need access to affordable, quality advice.

These needs are also changing and evolving depending on 
what point in their lives people seek advice, with younger 
people more likely to need advice on paying back student 
debt while older people plan for retirement.

However, we are at a crossroad. Against a backdrop of 
forecasted growth in the demand for advice, households, 
small businesses and advisers are all of the view that advice 
needs to become cheaper, more personalised and more 
transparent in the future. 

In fact, when asked about the future of advice, the number 
one change people wanted is to make advice less expensive.

There are very clear regulatory barriers that prevent this 
from happening, particularly in Australia.

Currently, advice in Australia is primarily regulated along 
product lines requiring different licences and requirements 
to provide varying types of advice. 

This makes it difficult to receive the expert advice required 
to meet all of an individual’s wide- ranging advice needs. 
Advice can often fall under multiple regulatory frameworks 
in the same conversation, or even the same sentence and this 
is confusing for consumers.

Advisers need to be able to look at a client’s whole financial 
picture to provide the right advice.

While additional regulation on advisers is aiming to push 
the industry up the professional curve and provide better 
protection for individuals and businesses alike, it is having 
the unintended consequence of making advice unaffordable 
and inaccessible for more people. 

The Australian Royal Commission into Misconduct in the 
Banking, Superannuation and Financial Services Industry, 
and recent reviews in New Zealand by the Financial Markets 
Authority and the Reserve Bank, show short comings in the 
financial advice industry.

However, beefed up regulations and qualification 
requirements to improve the quality of advice are seen by 
most advisers as barriers to improved affordability especially 
when there are double-ups on requirements for those 
belonging to professional associations, adding extra costs and 
time.

We are working on, and advocating for, a framework that will 
give people not only access to the advice they need, but the 
ability to understand that advice. 

That is the goal we are working towards, as we believe the 
power of good advice is immeasurable.

Simon Grant, FCA ACCA Group Executive, Advocacy & Professional Standing
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Executive summary
Expert financial advisers well positioned for the future.

Changes in population, household wealth, technology, 
regulation and consumer preferences are having a powerful 
impact on advice for our finances.

The work of advisers is becoming increasingly complicated, 
driven by the globalisation of financial markets, ever-more 
sophisticated financial products and low interest rates. Many 
consumers are also looking for socially and environmentally 
responsible investment opportunities.

Overall however, the future looks positive for advisers.

On current trends, Australians and New Zealanders 
seeking financial advice will, on average, be older and more 
wealthy. This points to growing demand for advice on tax, 
banking, insurance, mortgages, investments, savings and 
superannuation.

When it comes to what that advice will look like, the Future 
of Advice finds that technology use is at an early stage. In 
our survey conducted for this report, only 12% of people 
have heard of robo advice, and after it is explained, a 
significant percentage are not comfortable with the loss of 
face-face contact. However, advisers see technology as part 
of a blended offering which will help keep costs down, by 
replacing repetitive, impersonal tasks and assisting with 
compliance.

While there has been an obvious need for greater consumer 
protection, advisers want regulators to get the balance right 
for financial services and financial products and not reduce 
flexibility and add compliance costs that have to be passed 
onto consumers.

Despite the attention of regulators, and negative media 
reports, our survey shows the advice industry is – perception 
wise – in a healthy state. Negative views of the industry are 
very low on the list of reasons for not getting advice.

Australians and New Zealanders, in the main, report 
positively after receiving advice. Four in five say they feel 
more informed, 69% have greater peace of mind and 68% feel 
more prepared for the future. 

Accountants are seen as the most competent source of 
advice, followed by banks, lawyers, financial planners and 
family and friends.

The Future of Advice shows that among Australians and 
New Zealanders, family and friends are considered the most 
trustworthy sources of advice. Accountants and banks are 
the next most trusted.

Challenges
People are not thinking or talking about their finances 
as often as many might expect. More than half have not 
considered changing management of their household 
budgets or their mortgage and banking arrangements in the 
past year.

A strong desire to retain control is apparent. This is among 
the main reasons for both Australians and New Zealanders 
for not seeking advice. They also want advice to be more 
affordable and personalised. Overall, only 40% of people seek 
financial services advice. 

From the advisers’ perspective, increasing regulation, ever-
expanding demands for qualifications and experience and 
increasing segmentation of the market are seen as their key 
challenges. While regulations and qualification requirements 
are intended to improve the quality of financial services 
advice, most advisers see these as challenges to making advice 
more affordable. 

The explosion in the number of financial products, and their 
complexity, can make it difficult for consumers to identify 
and understand what advice is best for them at different 
stages of their lives. The failure of financial literacy to keep 
up is compounding this situation.

As the Future of Advice shows, professional advisers are 
well placed to help Australians and New Zealanders 
overcome these twin problems – meeting people’s changing 
financial needs and managing an ever-changing financial 
environment.
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1. The need for advice
This paper looks to understand the future of advice in Australia and New Zealand  
– how do people use advice today, and how will this change in the future? It presents  
new evidence from two surveys, one of individuals and one of advisers, as well as  
drawing on other research, to answer these questions.

Defining advice in this report
Financial services and financial products are core to how businesses and consumers interact and transact every day. 
Most people interact with a range of financial products at various points in their lives, including:
• transactional banking
• insurance products (for cars, homes, income or life)
• mortgages

• investment and savings vehicles, like term deposits  
and shares

• long-term savings through superannuation.

Advice can be defined by either the provider, that is, who is providing the advice (for example, an accountant, a 
lawyer, or a registered financial adviser) or the content of the advice (for example, whether it relates to estate planning, 
investing, insurance or savings). This report focuses on financial advice and taxation/accounting advice, in the areas 
related to:
• investment
• tax
• superannuation
• retirement planning
• accounting

• debt management
• wealth management
• insurance
• banking

The report does not cover other forms of advice, such as:
• health
• legal
• information and technology (IT) 

1.1 Advice through life
Individuals personalised financial situations and goals can 
differ greatly, and so they use advice differently. For instance, 
individuals with lower incomes might seek advice on making 
and sticking to a budget, while more wealthy people use 
investment and wealth management advice. Likewise, people 
have different levels of financial literacy, and so require 
different levels of advice to compensate.

Moreover, demand for advice changes over time, even for 
one person, depending on their stage of life. As a person ages, 
their income shifts, and their living situation evolves, they 
will seek advice on different issues. For example, younger 
people are more likely to need advice on paying student 
debt, or saving for a home deposit, while older people look 
for advice on retirement planning. As Chart 1.1 shows, even 
when looking just at insurance, an individual needs advice on 
different issues over time. 
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Chart 1.1: Different needs for insurance as an individual ages1

 TPD   Trauma Cover   Life Insurance   Income Protection

18-25 25-35 35-45 45-55 55-65

N
ee

d

Age

• Starting career
• Start accumulating wealth
• No dependents
• No mortgage

• Few financial commitments
• Active lifestyle

• Increase in earnings
• Career development

• Long-term debt with 
mortgage

• Possible short-term 
debt

• Marriage and children

• Increase in earnings
• Career development
• Mortgage decreasing
• Saving for retirement

• Maximising earnings
• Preparing for 

retirement

• Less concern around 
financial security

• Less long-term debt
• Fewer financial 

commitments as children 
start to more out

• Focus on other 
investments

• Protecting wealth 
accumulated

• Income decreases
• Focus on investments
• Financial lifestyle with 

savings

Source: finder.com.au, Deloitte Access Economics

1.2 An increasingly challenging financial 
landscape
The financial world is getting more complicated. Financial 
markets are increasingly globally-connected, and there is 
an ever-growing range of sophisticated financial products 
available for individuals to invest in. Also, the low-interest 
rate environment means that the financial environment 
looks very different today than in previous decades.

The increased number of products available, along with 
increases in the number of features in each product, can 
make it difficult for consumers to identify and understand 
what is most suitable for them. For many, finding relevant 
products is associated with high search costs.

The increase in complexity in the market has not been 
matched by improvements in financial literacy. The 
Australian Financial Attitudes and Behaviour Tracker found 
that only one in three Australians understood the concept 
of the risk/return trade-off and diversification,2 and Klapper 
et al. found that just 64% and 61% of Australian and New 
Zealand adults respectively are considered ‘financially 
literate’.3 Moreover, behavioural finance has demonstrated 
time and time again that humans often do not make the 
rational choice, due to our inbuilt behavioural biases.

A common solution to these two combined problems – the 
individuals’ differing financial needs over their lifetime and 
the ever-changing financial environment – is professional 
advice. By educating consumers and reducing information 
asymmetries and search costs associated with financial 

products, advisers can help consumers (and the financial 
services industry in general) to achieve better outcomes. 

Chart 1.2 shows how interest rates on 6-month bank term 
deposits have fallen, especially over in the past two decades. 

Chart 1.2: Interest rate (6 month term deposit) in 
Australia and New Zealand over time
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Source: Reserve Bank of Australia and Reserve Bank of New Zealand 

This trend of low interest rates and lower levels of return 
results in an unfamiliar world for investors. Low interest 
rates affect those that rely heavily on interest income, 
including retirees. For these groups of individuals, it is 
important to find investment options that provide adequate 
cash flow to help them meet their living expenses. And 
with lower income, managing costs also becomes more 
important. Sound financial advice can help people meet 
these challenges.

http://finder.com.au
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Survey methodologies
Two surveys were conducted:
1 Individuals aged 18 and over were asked about their 

attitudes to, and use of, advice.
2 CA ANZ members were asked similar questions, to gauge 

industry opinions about advice.

The survey of individuals had respondents from Australian 
and New Zealand households and owners of small 
businesses. Respondents were asked about their attitudes 
and feelings towards advice, reasons behind their usage of 
advice and their perceptions about the future of advice. 
Dynata fielded the survey in August 2019. 

Chart 1.3: Country of respondents

New Zealand
34% 

Australia
66% 

Source: Deloitte Access Economics based on Dynata data, n=1,748 

Over 1,700 responses were collected and used for this report, 
two-thirds of which were from Australia, and one third from 
New Zealand. The sample is nationally representative along 
state and territory/region lines in Australia and New Zealand 
respectively. 

Chart 1.4: Do you own a small business?
Not a small 
business owner
82% 

Small business 
owner, a 
business  

with fewer 
than 20 

employees
5% 

Small business owner,  
a non-employing business

13% 

Source: Deloitte Access Economics based on Dynata data, n=1,748 

Around 18% of respondents surveyed own a small business; 
13% are non-employing businesses and 5% employ fewer 
than 20 employees. 

The second survey respondents were members of Chartered 
Accountant Australia and New Zealand. They were asked 
how they, as representatives of the advice industry, felt about 
advice. CA ANZ fielded the survey in October 2019. 

Over 280 responses were collected and used for this report, 
around three-quarters of which were from Australia, and 
one quarter from New Zealand. 

Chart 1.5: Career stage of respondents 

Team member
23% 

Executive
57% 

Team leader
20% 

Source: Deloitte Access Economics based on Chartered Accountants Australia and 
New Zealand data, n=283

More than half of respondents surveyed held an executive 
position (experienced leader responsible for the governance 
of an organisation, or advising others at this level) in their 
careers, while one fifth were Team leaders (who may manage 
a team, function, division or business unit, often have formal 
direct reports) and the other one fifth were team members 
(hands-on employees). 

Chart 1.6: Size of advice practice 
Big 4
6% 

Small to medium 
practice
49% 

Sole practitioner
30% 

Large (mid tier)
15% 

Source: Deloitte Access Economics based on Chartered Accountants Australia and 
New Zealand data, n=283

More than half of respondents surveyed represented 
small to medium sized practices, with one third being sole 
practitioners and the remaining respondents representing 
large mid-tier practices and the four biggest professional 
services firms (EY, KPMG, PwC, Deloitte).
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2.1 Demographic change
Australia and New Zealand, like most developed countries, 
have ageing populations. The number of Australians aged 65 
and over is projected to double over the next 40 years, and 
retirees will make up a much higher proportion of the total 
population in the future.4 

Individuals have differing advice needs as they go through 
life. As older people transition from earning income (known 
as the wealth creation phase) to retiring and using their 
savings, they need advice on retirement planning and 
wealth management, as opposed to younger people seeking 
budgeting advice or mortgage advice. And with people living 
longer, the need to carefully manage finances in retirement 
is increasingly important as they may not be able to return to 
work and earn an income again. 

Longer life expectancy could also result in a higher risk of 
cognitive decline, with the incidence of dementia drastically 
increasing past the age of 75.5 This may drive demand for 
advice, with more people outsourcing to professionals to 
inform their decisions. 

The population is also becoming wealthier. In Australia, the 
median household net worth increased from $452,100 to 
$558,900 over the past 10 years.6 Similarly, in New Zealand, 
median household net worth has also been increasing, 
growing from $289,000 in 2015 to $340,000 in 2018.7 
As people become wealthier, they will have more financial 
options. This could result in an increased demand for advice 
as households might need advice to ensure they are making 
the best decisions. 

Notably, women are becoming more involved in household 
financial decisions. US research of married women showed 
11% of baby boomers are likely to be the main decision maker 
on financial issues, compared to 22% of Gen X women and 
38% of Millennials.8

2.2 Technological change
Technological advance is disrupting every industry, and 
professional advice is no exception. New technologies are 
changing the way advice is sought, generated and delivered.

Possibly the most significant change in the advice industry 
is the introduction of ‘robo advice’. Robo advice uses 
computing programs to generate customised advice 
based on information about an individual’s financial 
circumstances. By 2020, it is estimated that globally, 
between US$2.2 trillion and US$3.7 trillion in assets will be 
managed with the support of robo advisers.9 Robo advice can 
be used to allow advisers to outsource some of the routine 
work and focus on helping customers to interpret and apply 
the advice. At this stage awareness of robo advice is low: 
our survey found that 82% of people had not heard of robo 
advice. Another survey found that only 1% of Australians 
have ever used robo advice.10 

Technology is also giving consumers more control. Apps 
have been developed that allow people to self-manage their 
finances: for example, micro-investment tool Raiz (previously 
known as Acorn) is a mobile investment application that 
automatically invests spare change into a diversified portfolio 
of exchange traded funds (ETFs).11 

2. Trends in advice
People use advice in different ways and for different reasons, but there are some  
broad trends that are changing the way advice is used in Australia and New Zealand. 
Demographic change means that the types of advice being sought are shifting, technological  
advance is redefining the way advice is delivered, and regulatory change and ever-shifting 
consumer preferences mean that the industry is constantly evolving. 
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These technologies are not yet widely used, but they could 
change the way people interact with financial advisers. The 
apps can collate and analyse large amounts of information 
for consumers, and the role of the adviser is to assist with 
interpretation. 

Government financial services are also increasingly being 
digitised. One example is myTax (Australia) or myIR 
(New Zealand), which allows individuals to submit their 
tax returns online. The systems prepopulate much of the 
information needed, making tax returns less burdensome. 
The myTax system was used by more than 3.5 million 
individuals to lodge their tax return last year.12 

AI systems may result in a new benchmark for fiduciary 
care, data stewardship and consumer sovereignty. However, 
to move ahead with AI, governments still need to work out 
how to integrate it responsibly into the financial system, by 
answering questions such as:13

• can institutions ensure their systems will not evolve to 
discriminate against a particular group?

• can AI deal with human notions of fairness? 
• can an AI system explain its decision process to humans 

and can an AI system truly understand the decision 
process of humans?

• how do you prevent AI systems learning to engage in anti-
competitive behaviour?

2.3 Regulatory change
In recent years there has been a push by policymakers to 
reform the advice industry, putting the customer at the 
centre and increasing the levels of protection for them. Since 
2007, there have been several different reform packages in 
Australia, including:
• Future of Financial Advice (FoFA) 
• life insurance remuneration 
• establishment of a Financial Advisers Register
• development of professional standards for financial 

advisers.14

Chart 2.1: Regulation reforms in financial advice in Australia15 

This diagram is for illustrative purposes only. The proportions are not necessarily representative of the actual, or relative, significance of each reform.
Source: Australian Treasury
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These reforms aim to improve the quality of financial advice 
by ensuring that incentives for the advisers align with those 
of the consumer, improving the transparency of credentials 
and supporting training standards. However, these reforms 
limit the type of advice that can be given and do not take into 
account the evolving needs of consumers over their lifetime.

The increased level of regulation does have cost implications. 
A more educated and credentialed adviser could charge more 
for services to recoup these higher costs. The Australian 
Treasury notes that the key challenge in regulation in 
the financial advice sector is balancing the best level of 
protection for the consumer while ensuring that advice 
remains affordable.16 

New Zealand’s Financial Services Legislation Amendment 
Act (2019) introduced a range of reforms to “ensure that the 
conduct and client-care obligations of financial service providers 
and the regulation of financial markets remain fit for purpose.”. 
The new regulatory regime is intended to improve access to, and 
the quality of, financial advice.

2.4 Changes to consumer preferences
Consumer preferences are constantly evolving and 
changing, and demand for different types of advice, as 
well as methods of receiving advice, change with them. 
Increasingly, consumers are focussed on ethical investment, 
the importance of convenience and trust. 

Consumers are increasingly concerned with being socially 
responsible, and this applies to their investment choices as 
well. Many consumers look for socially and environmentally 
conscious investment options, for instance, Verizon’s  
US $1 billion green bond (where the money raised supports 
investments in renewable and energy efficiency projects) 
drew orders for eight times its offering amount.17 But finding 
sustainable investment opportunities can be challenging, 
there is often a lack of transparency around these issues, and 
ethical investors may look to professional advisers for help. 

Consumers are also increasingly driven by the desire for 
convenience. Technology allows global connectivity in 
real-time, and consumers expect financial decisions to 
be just as easy. This demand for convenience has shifted 
some borrowers from traditional banks when shopping 
for personal loans as they move to digital, mobile-centric 
platforms and lenders.18 As the demand for real-time 
and convenience is supplied by new financial products or 
facilitated by technology, it will change the types of advice 
consumers will be seeking as well as the way advisers 
deliver their services. For example, one study found 49% of 
millennials prioritise convenience above all else from their 
banks.19 In particular, to engage the younger generations as 
they come into more wealth, financial advisers will need to 
move with these trends. 



The Future of Advice: Overcoming challenges to deliver great consumer outcomes Page 12

3. Consumer decisions
Many people are not thinking about their finances as often as you might expect;  
they are not practicing the skills they need to make important financial decisions.

Chart 3.1 shows that many people have not thought about 
making a change to different aspects of their finances in 
the past year. For example, 54% of respondents had not 

considered changing their household budget management, 
while 56% had not thought about changing their mortgage 
and banking. 

Chart 3.1: In the past year, did you think about making a change to your financial situation in these areas?

16% 19% 54%3% 8%

12% 23% 38%15% 12%

10% 17% 56%5% 12%

9% 18% 56%4% 12%

7% 16% 65%2% 10%

7% 17% 61%4% 11%

6% 14% 57%5% 18%

5% 8% 70%4% 12%

Household budget management

Insurance

Mortgage and banking decisions

Superannuation

Retirement

Wealth management and  
investment strategies

Tax

Accounting

 Made a financial change  Received a quote  Sought advice  Researched options  Have not thought about

100%50% 60% 70% 80% 90%40%30%20%10%0%

Source: Deloitte Access Economics based on Dynata data, n=1,671 (multiple responses) 

This level of thinking about changing financial arrangements 
is consistent with other research on consumer choice. 
For example, the Choice in Banking report found that in a 
12-month period 67% of mortgagees and 79% of transaction 
account holders were satisfied with their current bank, 23% 
and 22%, respectively, were actively searching and 5% and 
15%, respectively, switched banks.20 This compares to 17% of 
respondents in this report researching their mortgage and 
banking options and 10% making a change.

Insurance is the most common area where people have 
thought about making a change, with 62% of people having 
taken some sort of action in the past year. This is likely 
because many insurance policies must be regularly addressed 
(e.g. car insurance, health insurance, home insurance etc.) 
while the other areas are more based on specific events such 
as retirement or obtaining a mortgage.

The household budget is the thing most commonly changed, 
with 16% of all respondents stating that they have made 
a financial change in the past year. Many events (e.g. job 
change, change in family composition, moving house) could 
trigger a rethink of the household budget. 

Of all the areas, tax has the highest proportion of people 
seeking advice, with 18% of all respondents (18.5% of 
Australia respondents and 17% of New Zealand respondent) 
stating they sought tax advice in the past year. This reflects 
tax being a complex and recurrent issue. It may also reflect 
the cost of tax advice compares favourably to some other 
forms of advice, relative to the size of the return and the 
certainty of the financial outcome.
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Tax returns
Many people submit tax returns, but that doesn’t mean that everyone knows how to do tax returns. For example, 
we find that tax is the most common issue to seek advice on. Chart 3.2 shows that one in three Australians ask a 
professional to submit their tax return for them, while one in four New Zealanders uses a professional for their tax 
returns. One reason for why this percentage is lower in New Zealand might be that New Zealanders are not required to 
submit a tax return if all their income is taxed at source. 

Chart 3.2: Do you do your own tax returns?

Yes No, a professional does it for me No, my partner or family 
member does it for me

No, I do not need to complete  
a tax return

 Australia (n=1,148)  New Zealand (n=600)

50%

40%

30%

20%

10%

0%

Source: Deloitte Access Economics based on Dynata data, n=1,748 

We also find that doing your own tax return is less common among older people, with 16% of 18-24 year olds using 
professional help on their tax returns, compared to 39% of 55-64 year olds. This suggests the tax returns of older 
individuals are more complicated than those of the younger individuals.

Many events could prompt individuals to rethink their 
personal finances, such as starting or changing jobs, and 
family events such as births or deaths. Chart 3.3 shows that a 
common event for individuals in Australia and New Zealand 
that prompted them to rethink their personal finances is 
the end of the financial year (EOFY), selected by 21% of all 
Australia respondents and 17% of New Zealand respondents. 

This is not surprising, even those who are relatively 
disinterested or not well informed about finances would be 
prompted to rethink things at the end of the financial year, 
e.g. when they are considering their tax return. 
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Chart 3.3: What prompted you to carry out the action about your financial situation (most recent)?

Financial year end/tax year end

Scheduled financial reassessment

Change in job situation

Family or friends prompted

Retiring or preparing for retirement

Buying a house

Other

News or media

Change in family composition

Inheritance

Advertising

Don’t know/Prefer not to say

25%20%10%5% 15%0%

 New Zealand (n=600)  Australia (n=1,148)

Source: Deloitte Access Economics based on Dynata data, n=1,748 (multiple responses) 

A job change is also an event very likely to trigger a 
reassessment of finances (selected by 13% of Australians and 
20% of New Zealanders) followed by the need to prepare for 
retirement (selected by 12% of Australians and 20% of New 
Zealanders). 

Interestingly, news and media, and advertising are far down 
on the list of triggers. Perhaps they would influence the 
individual’s relationship with their financial situations in 
other ways, however, they seem not to be a big influence 
on prompting the individual to take action related to their 
financial situation.

One factor looming large in consumers decisions is their 
financial goals. Chart 3.4 shows that ‘saving for a rainy 
day’ is consistently a top goal, regardless of age. Saving for a 
deposit on a home is one of the top goals for young people, 
but the portion of people with this goal decreases with age 
(presumably they already have bought a home by the time 
they are older). 

Conversely, planning for retirement becomes increasingly 
important as people age, as this is the top goal for people in 
their 50s and 60s. For those aged 65+, supplementing income 
becomes the main financial goal. 
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Chart 3.4: What are your top three goals when (or if you were) investing?

18-24 25-34 35-44 45-54 55-64 65-74 75+

 Saving for a deposit on a home  Travel  Saving for a ‘rainy day’  Accumulating wealth  

 Planning for retirement  Supplementing current or future income

60%

50%

40%

30%

20%

10%

0%

Source: Deloitte Access Economics based on Dynata data, n=1,748 (multi-response).
Other options with fewer responses include purchasing a vehicle, paying for a wedding, paying a debt, starting a new business, saving for a child’s education, to have something to leave 
for my children, other, no specific goals, and I don’t invest.

These changing goals (across age cohorts) suggest that people 
need different types of advice over time. For example, 
mortgage advice is needed more by younger individuals 
saving for a home, while investment advice is more 
appropriate for older individuals looking to supplement or 
manage their incomes in retirement. 
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Chart 4.1 shows that the use of advice does vary by income, 
those with higher incomes are more likely to use advice. 
Just 25% of those with annual household income less than 
$20,000 use advice and this proportion steadily becomes 
higher as income increases, with about half (52%) of those 
with a household income above $300,000 using advice. 

Chart 4.1: Uses of professional advice, by income 
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Use of advice varies somewhat by age, but does not vary 
significantly by gender or risk attitude:
• 31% of 18-24 year olds and 46% of 25-34 year olds  

receive advice.
• 39% of women and 41% of men get advice.
• 45% of the most risk averse investors and 43% of the least 

risk averse are advised. 

There can be many reasons why individuals use advice.  
The most common reasons include wanting help navigating 
the administrative and tax requirements of investments and 
wanting tailored advice to ensure finances are safe (both 
selected by 33% of advice users).

This result is similar to what was found in a study examining 
the client-adviser characteristics within the New Zealand 
financial planning environment. Half of the respondents 
chose their financial professional so they could have security 
and peace of mind. Some 44% of respondents cited that a 
lack of personal knowledge about financial matters was the 
reason they chose their financial professional.22 

However, these reasons do depend on several factors.  
For instance, the reasons for seeking advice change between 
people with different views about their finances (seen in 
Chart 4.2). 

4. Why use advice?
Advice can help navigate tough financial decisions, yet our survey finds that only two in five people 
have received professional advice in the last 12 months. Similarly, ASIC in their survey of what 
consumers really think about financial advice found that only 27% of Australians had received 
financial advice in the past.21
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Chart 4.2: Reasons for seeking advice, by feeling about their financial situation

Confident Satisfied Hopeful Helpless Anxious Overwhelmed

 I like having a professional to use as a sounding board for my ideas  

 I want tailored advice to ensure my finances are safe  

 My adviser helps me navigate the administrative and tax requirements of financial decisions  

 My adviser helps me with the technical aspects of financial decisions (e.g. diversifying)  

 I don’t know enough about finances  

 I need someone else to provide guidance

60%

50%

40%

30%

20%

10%

0%

Source: Deloitte Access Economics based on Dynata data, n=698 (multiple responses)

People who feel negative about their financial situation 
(helpless, anxious, and overwhelmed) tend to use advice 
because they don’t know enough about finances or want 
someone to provide guidance. While people who feel positive 
(confident, satisfied, hopeful) are using professionals to help 
them navigate tax and administrative processes, or using 
them as sounding boards for ideas.

Risk attitude is another factor that influences the type of 
advice used. We find that risk-averse people are far more 
likely to use advice to ensure their finances are kept safe, 
whereas less risk averse people use advisers for compliance. 

Small business: why use advice?
The reasons for using professional advice are different for small businesses compared to individuals. Small business 
owners use advice because they are concerned about making mistakes – they want help with administrative 
requirements, and don’t want the business to suffer if they make a mistake. They clearly see the value in the advice they 
do use as only 13% of small business owners say they use advice because they are legally required to. 

Chart 4.3: Reasons for seeking advice professional advice for small businesses

I use an adviser to help me navigate the administrative 
and legal requirements of financial decisions

I’m worried about making a mistake in my business  
if I do the finances myself

I trust an adviser to get me the best deal possible

Other

I don’t have time to do the business’s finances

I’m legally required to

35%

25%

22%

18%

14%

13%

40%25% 30% 35%20%15%10%5%0%

Source: Deloitte Access Economics based on Dynata data, n=310 (multiple responses)
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So why are most people choosing not to use advice? We find 
the single largest deterrent (37% on average) is a perception 
that using advice means giving up control and people want 

to make their own decisions. This deterrent was one of the 
top reasons for both Australians (35%) and New Zealanders 
(39%) in not seeking advice (see Chart 4.3).

Chart 4.4: Reasons for not seeking professional advice

 New Zealand (n=351)  Australia (n=699)

I prefer to do my own research and  
make my own financial decisions

I don’t think my finances are big enough or  
complicated enough to warrant getting advice

I prefer to be in direct control of my decision making

I find that advice is too expensive for me to obtain

I am unsure what additional value advisers add

I get better advice from people I know

Recent negative media reports about advisers make me 
doubt their capabilities and/or where their interests lie

I’m not sure what is available/ 
I don’t know how to find advice

Other

25%20% 30% 35% 40% 45%10%5% 15%0%

Source: Deloitte Access Economics based on Dynata data, n=1,050 (multiple responses)

A quarter of respondents said advice was too expensive (27% 
of Australians and 24% of New Zealanders). Many were also 
unsure of the value added by advisers (15% of Australians 
and 13% of New Zealanders), highlighting the importance 
of cost factors. Negative media reports about advisers 
influenced the decision for 11% of respondents (13% of 
Australians and 8% of New Zealanders).

The New Zealand financial planning environment study 
also highlights that both the cost and the perceived value 
of financial advice affects whether individuals use financial 
advisers.23 

Similarly, ASIC in their survey of what consumers really 
think about financial advice found this to be a reason for 
why individuals don’t use financial advice, with 26% of 
respondents stating that they like to manage their finances by 
themselves.24 Yet, advice is not about giving up control, but 
rather obtaining more input to inform decisions. 

The second biggest barrier is people thinking that their 
situation is not complicated enough to warrant advice. 
Similarly, in the ASIC survey 29% of respondents stated  
that their financial circumstances are too limited.25 

But this may be a misconception; advice doesn’t have to be 
about solving a problem, it can also be about proactively 
looking for opportunities to grow investments or learning to 
understand an issue better.

Other factors that affect the reasons for not using advice vary 
by age. For young people, using advice seems unnecessary 
because they have simple finances, while for older people, 
wanting to do personal research and retain control of 
finances is front of mind. 

A negative perception of the industry is consistently very low 
on the list of reasons not to use advice. This is noteworthy, 
given the negative coverage of the financial advice industry in 
the media in recent years. 

Financial situation is another factor in the decision not to use 
advice. Chart 4.5 shows that for those with a strong financial 
situation, the fear of losing control is a key factor in not using 
advice. While less well-off people consider that their finances 
do not warrant using advice as they are not significant 
enough or complicated enough, or they worry that the advice 
is too expensive. 
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Chart 4.5: Reasons for not seeking advice, by their financial situation

Weak Moderately weak Sound Moderately strong Strong

 I prefer to be in direct control of my decision making 

 I’m not sure what is available/I don’t know how to find advice  

 Recent negative media reports about advisers make me doubt their capabilities and/or where their interests lie 

 I get better advice from people I know 

 I prefer to do my own research and make my own financial decisions 

 I find that advice is too expensive for me to obtain

 I don’t think my finances are big enough or complicated enough to warrant getting advice

 I am unsure what additional value advisers add

60%
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40%

30%
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Source: Deloitte Access Economics based on Dynata data, n=1,050 (multiple responses) 

Another reason for not seeking advice might be due to a lack 
of a general level of financial awareness:
• 10% were not sure what advice is available, or how to access 

advice
• 14% were unsure of what value advisers add.

In 2019, the average Australian’s financial consciousness26 
has fallen from 51 in 2018 to 48 (out of 100).27 The advice 
industry might be able to focus more on education with this 
group of individuals with low levels of financial awareness 
as the report also finds that there is a positive relationship 
between financial consciousness and financial wellness.28
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5. Types of advice
As there are many types of advice within the blanket term ‘advice’,  
this chapter explores the different types of advice used by individuals.

We find that tax advice is the most common type that 
people are using, with an average of 35% of users of advice 
in Australia and New Zealand receiving this type of advice. 
This is followed by mortgage and banking advice, and then 
accounting advice.29 

There are some differences between the types of advice 
sought between countries and this is explored further later 
in this chapter. 

Chart 5.1: Types of advice sought

Tax

Mortgage and banking decisions

Accounting

Superannuation

Wealth management and  
investment strategies

Insurance

Retirement

Other

35%

28%

28%

26%

23%

22%

18%

4%

40%20% 30%15% 25% 35%10%0% 5%

Source: Deloitte Access Economics based on Dynata data, n=698 (multiple responses)

The types of advice sought varies significantly between 
different groups. For instance, mortgage advice is sought far 
more often by younger people than older people. Almost half 
of 35-44 year olds who used advice are using mortgage and 
banking advice, compared to just 12% of 65-74 year olds, who 
are far more likely to be using retirement advice. 

Chart 5.2 shows that more than half of respondents used 
only one type of advice in the past year with one in four 
respondents using two different types of advice. Yet there are 
individuals that have a wider range of advice needs, requiring 
advice on a range of issues. Currently advice is regulated 
along product lines; advisers need to have different licenses to 
provide different types of advice; e.g. accountants can provide 
tax advice but cannot advise on financial products unless they 
also are covered by an Australian Financial Services Licence 
(AFSL). This means it may be difficult to find an individual 
who can meet all of a customer’s advice needs.
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Chart 5.2: Count of the number of different types of 
advice used in the past year
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Source: Deloitte Access Economics based on Dynata data, n=698 (multiple responses)

Likewise, financial situation plays a big role in determining 
what types of advice people use. Chart 5.3 shows that those 
with a strong financial position are far more likely to be using 
wealth management and investment advice compared to 
those in a weaker position. Also, those in weaker financial 
positions report using more accounting advice than those in 
strong financial positions.

Geography is one factor that does matter in the types of 
advice sought. Australians are using more superannuation 
advice than New Zealanders. This is likely because of the 
differences in the retirement policy schemes between the 
two countries. 

Chart 5.3: Type of advice, by their financial situation

Weak Moderately weak Sound Moderately strong Strong

 Wealth management and investment strategies  Tax  Superannuation  Retirement  

 Accounting  Mortgage and banking decisions  Insurance
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Source: Deloitte Access Economics based on Dynata data, n=698 (multiple responses)
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Chart 5.4: Types of advice sought, by country

 New Zealand  Australia

Insurance

Mortgage and banking decisions

Accounting

Retirement

Superannuation

Tax

Wealth management and  
investment strategies
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Source: Deloitte Access Economics based on Dynata data, n=698 (multiple responses)

In Australia, the age pension is means-tested while it is 
universal in New Zealand. Another difference is that 
Australia has a compulsory employer-funded super scheme, 
while in New Zealand, it’s not compulsory.30

Australians are also using more tax advice than New 
Zealanders. This might be due to tax returns not being 
required in New Zealand if income is taxed at source..

On the other hand, New Zealanders are far more likely to use 
advice about insurance and mortgage and banking decisions. 

Gender is another factor that is linked to the types of advice 
sought. While the differences are subtle (a matter of a few 
percentage points), women seem to be more likely to use 
insurance and mortgage and banking advice, while men use 
more accounting and superannuation advice. 
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Small business: What types of advice are sought?
Small businesses are most likely to seek tax and accounting advice. Small businesses presumably have few financial 
assets and are primarily focussed on cash flow and meeting expenses.

Chart 5.5: Types of professional advice used by small businesses

Tax

Accounting

Investment

Wealth management

Banking decisions

Superannuation

Debt management

 Last week  Last month  Last six months  Last two years  Last ten years  Never
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2% 14% 55%5% 13% 12%

2% 9% 67%5% 8% 10%

2% 12% 43%6% 19% 19%

15% 44%7% 16% 17%1%

8% 69%4% 8% 9%1%

Source: Deloitte Access Economics based on Dynata data, n=310 (multiple responses)

Debt management seems to be the least common type of advice sought by small businesses, with 69% of respondents 
never having used this type of advice.
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6. Providers of advice
Where do people obtain advice? There are many different sources of advice.  
We group stockbrokers, financial planners, accountants, lawyers and banks  
together as ‘ formal’ sources of advice, but there are also other informal options  
– like government websites, family and friends and social media. 

And what do advisers think about the advice business?  
The survey results indicate that, in the main, they have 
similar views to their clients on most, if not all, of the  
issues canvassed. 

For households, doing their own research was their most 
common source of advice, selected by 53% of respondents. 

But beyond that, sources of advice vary by age. Chart 6.1 
shows that when people are young, family and friends are the 

second most common source of advice, nominated by 53% 
of 18-24 year olds, but this proportion decreases over time; 
by the time people are over 75, only 12% go to family and 
friends for input. 

Banks, as providers of advice, are also more common among 
young people, peaking with 27% of 25-34 year olds using 
them. This is likely because it is the age people are more 
likely to be getting a mortgage.

Chart 6.1: Use of by types of providers

18-24 25-34 35-44 45-54 55-64 65-74 75+

 Full service or advice stockbroker  Financial planner or adviser  Accountant  Lawyer  Bank  

 Family and friends  I do my own research  Websites e.g. ASIC’s MoneySmart  Social media

70%
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50%

40%

20%

30%

10%

0%

Source: Deloitte Access Economics based on Dynata data, n=1,748 (multiple responses), other options with fewer responses include investment apps, employer, community or religious 
leaders, newspapers or TV or radio, and other

Conversely, using a financial planner is something more 
often done by older people. Presumably, this reflects people 
approaching and entering retirement. For these groups, 
needing to plan to ensure they have adequate income in 
retirement would be front of mind. 

Near 10% of people are receiving advice from digital 
platforms. ASIC says there were 7 million unique visitors to 
its MoneySmart website in 2016-17. Of these, 89% reported 
taking positive financial action after visiting the site.31

Social media is also used as a source of advice. Among 18-24 
year olds, where usage reaches 15%, social media is more 
common than websites – presumably reflecting a preference 
for mobile devices – but less commonly used as a source of 
advice than banks, family & friends and own research. 

Perceptions also vary about different sources of advice. For 
example, ASIC in its survey of what consumers really think 
about financial advice found 19% of respondents stated not 
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trusting financial advisers as a reason they did not or might 
not use financial advice.32

Chart 6.2 shows how trustworthy people think each kind 
of advice is, compared to how competent they find it. For 
the most part, the types of advice are scattered around 
a 45% line, indicating similar scores for competency and 
trust. However, while family and friends are seen as the 
most trustworthy source of advice, they are viewed as less 
competent than an accountant or a bank adviser. 

Chart 6.2: Trustworthiness and competency of providers as perceived by households 
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Accountants are seen as both the most competent source 
of advice, as well as being trustworthy – second only to 
family and friends. Banks score relatively well, both in 
terms of competency and trust – which is notable given the 
recent negative publicity banks received during the Royal 
Commission in Australia. 

Trust in financial advisers is not as high as for professions, 
namely lawyers and accountants. However, having embarked 
on making the transition to a profession, and through the 
process of adopting and following professional standards and 
acting independently of product providers, it is likely that 
trust in financial planners and advisers will increase in the 
future.

People have very low trust and low confidence in AI advice 
and investment apps. This is discussed further in chapter 8.

The future of advice will be underpinned by the growth 
of the pool of individuals who require advice. Meanwhile, 
the way in which advice is delivered will evolve to meet 
that demand. CA ANZ members were consulted to gain an 
understanding of the advice landscape from the advisers’ 
perspective. 

Advisers have broadly similar views to households about 
what prompts their clients to seek advice. Chart 6.3 shows 
that they believe that financial and tax year-ends are the 
key events that typically prompt their clients to seek out 
professional advice about their financial situation. 

Aside from financial year ends, advisers believe that the 
event of retiring or preparing for retirement is the most likely 
event to prompt their clients to seek out professional advice 
about their financial situation.



The Future of Advice: Overcoming challenges to deliver great consumer outcomes Page 26

Chart 6.3: Key events that typically prompt clients to seek out professional advice about their financial situation 
(Advisers’ perspective) 
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Source: Deloitte Access Economics based on CA ANZ data, n=283 (multiple responses)

70% of advisers saw their clients wanting assistance with 
navigating administrative and tax requirements. Advisers 
also saw clients seeking advice for a range of decisions relating 
directly to their investments – e.g. maximising returns and 
diversification.

Chart 6.4: Why clients obtain professional advice (Advisers’ perspective) 
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When it comes to why people do not use financial advice, 
advisers and households have somewhat differing views 
about the barriers. Chart 6.5 shows that nearly three in four 
advisers (73%) believe that advice ‘being too expensive’ is a 
reason individuals don’t seek advice, compared to only one 
in four households (26%) choosing this reason. Advisers 
and households also have differing views on the perceived 

value of advisers, with 58% of advisers stating this a barrier 
to individuals seeking professional advice when only 14% of 
households selected this reason. This likely reflects the types 
of services provided by CA ANZ members, compared to the 
broader range of services demanded by the respondents to 
the survey of individuals.
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Chart 6.5: Why some individuals don’t seek professional advice? (Adviser’s perspective) 
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Source: Deloitte Access Economics based on Chartered Accountants Australia and New Zealand data, n=283 (multiple responses)

Individuals do not seek advice as they do not want to give 
up control. This suggests advisers need to do more to 
explain how advice is not about giving up control, but rather 
obtaining more input to inform decisions. 

Advisers also have a different perspective to households of 
who they find to be trustworthy and competent.

Chart 6.6: Trustworthiness and competency of providers (Adviser’s perspective) 
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Leaving aside accountants (the CA ANZ survey respondents 
are predominantly accountants), lawyers are ranked highest 
both in terms of trust and competency. Newspapers, 
TV or radio and AI rank the lowest in terms of trust and 
competency. However, advisers rank both family and 
friends, and banks lower on the scale of trustworthiness and 
competence compared to how households rank them. 

Advisers’ ratings for each source of advice do not have a 
huge difference between the level of trust and competence, 
suggesting that the concepts are more interlinked in their 
minds given their profession. However, there is more 
variation in the household’s ratings on the level of trust 
and competence for the same provider, suggesting that 
for consumers being competent is not enough to be also 
considered trustworthy. 
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7. Impact of advice
The impacts of using advice for individuals and small businesses range  
from feeling more informed through to information overload. 

Overwhelmingly, people report positive effects of using 
advice. Chart 7.1 shows that 81% say they feel more 
informed, 69% have more peace of mind, and 68% feel more 
prepared for the future. Similarly, ASIC in their survey of 

what consumers really think about financial advice found 
that 69% of respondents stated that ‘financial advisers can 
educate me about financial matters’ as one of the reasons 
people use them.33

Chart 7.1: Impact of using professional advice
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Source: Deloitte Access Economics based on Dynata data, n=698

It’s interesting to note, given these positive effects, that 
only 28% of people who say they feel ‘helpless’ about their 
financial situation use advice, compared to 46% of those 
who feel ‘confident’. As those who feel helpless are the ones 
who potentially could benefit most as they will feel more 
informed and have better peace of mind. 

However, digging into this further, 46% of people who say 
they feel helpless earn less than $40,000 a year, limiting 
the extent that advice can help their feelings about their 
financial situation. 

Likewise, only 34% of those who are anxious about their 
financial situation are using advice, while 31% of people who 
say they feel anxious earn less than $40,000 a year. This 
suggests that there is a larger correlation between the level of 
income and feeling anxious rather than the lack of advice. 

Of course, the positive effects of professional advice do cost 
money. But as Chart 7.2 shows, people who received advice 
largely believe they received value for their money. Some 97% 
stated they received value from their tax advice and from 
their accounting advice and 91% stated they received value 
from their mortgage advice. 
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Chart 7.2: Value for money, by type of advice
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Source: Deloitte Access Economics based on Dynata data, n=698 (multiple responses)

Of course, there is always room for improvement. Chart 7.3 
shows that for those people who say that using advice made 
them feel worse off in any way, the biggest improvement they 

would like is advice that is more personalised, followed by 
better value for money and a more trusting relationship with 
their adviser. 

Chart 7.3: Improvements to the advice experience

More personalised to my needs

Better value for money

Have a long term relationship with 
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Offer more services
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qualifications or experience

Other
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29%

16%
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Source: Deloitte Access Economics based on Dynata data, n=698 (multiple responses)

Other reports also find similar benefits of using financial 
advice, including:34 35

• increased peace of mind about the individual’s financial 
future

• increased feelings of security of day to day finances
• feeling more in control of their finances
• putting more effort into their financial situation
• being more satisfied overall with their financial situations. 



The Future of Advice: Overcoming challenges to deliver great consumer outcomes Page 30

8. The future of advice
The future of advice will be shaped by some powerful forces, notably demographic change, 
household wealth, technology, regulation and consumer preferences and perceptions.  
The powerful forces shaping advice are not all flowing in the same direction.

Chart 8.1: Forces shaping the advice landscape

Regulation

TechnologyWealth

Consumer 
Preferences

Demographic 
Change

Source: Deloitte Access Economics 

Based on demographic trends, those seeking advice will be 
older, on average. In 2017, there were 3.8 million Australians 
aged 65 and over, accounting for 15% of the population. In 
2057, 8.8 million, or 22%, of Australians will be 65 or over.36 

In New Zealand, the demographic trends are even more 
significant. Deloitte’s in-house demographic model predicts 
that the population aged 65 years and older will increase 
by 23% from 2019, accounting for about 30% of the total 
population by 2050. Good advice will play an increasingly 
important role, especially for an aging population with 
increased longevity, as more of the population rely on 
interest income to sustainably live in their retirement in a 
low interest environment.

There will be more women seeking advice, through each 
passing generation they become more involved in household 
financial decision making and through living longer than 
men, on average.

Households will be wealthier. As a society, Australians and 
New Zealanders are becoming more prosperous. And a 
longer-lived and healthier population will have more time to 
accumulate assets.

Regulation of advice is evolving. There has been a clear need 
for consumer protections from misconduct to be more 
effective, especially for vulnerable groups, and regulations 
are being tightened. But there is a burden associated with all 
new regulation; in this case, reducing the flexibility of how 
advice can be provided and adding compliance costs that will 
be passed onto consumers. The changes in regulations will 
provide better protection for some people but may make 
advice inflexible, unaffordable and inaccessible for more 
people. For regulators, getting the balance right will require 
further recalibration and review. 

In New Zealand, regulatory changes are focused on 
promoting good outcomes for consumers. This involves 
changes to adviser remuneration, changes in sales incentives 
structure along with the design of a new Code of Conduct 
for financial advice. Regulatory changes also aim to make it 
easier for people to access advice and increase the availability 
of advice. 

The removal of the requirement for advice in New Zealand 
to be given by a ‘natural person’ should, in theory, pave the 
way for robo advice. However, respondents clearly still prefer 
to receive their advice from a human being, so robo advice 
is expected to act as a complement rather than a substitute 
for now. This may change over time as technology adoption 
increases. In addition, with an increasing amount of generic 
advice publicly available, advisers will need to strike a balance 
between providing more personalised advice that people are 
seeking, but at a lower cost point. 

Technology is likely to provide some of the solutions, by 
helping advisers deliver advice and comply with regulation 
more efficiently and effectively. But the novelty of 
technological progress will also send regulators back to their 
drawing boards, and this is discussed further below.

Consumer tastes and preferences will change. Households 
have clear views about how they want advice to change in 
the future. And the industry has a sense of what their clients 
want too.
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When asked about the future of advice, the number one 
change people want is to make advice less expensive. 
Similarly, ASIC in their survey of what consumers really 

think about financial advice found that the top barrier for 
using financial advice is cost, with 35% of respondents stating 
that financial advice is too expensive.37

Chart 8.2: Changes to the advice industry in the future 
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Source: Deloitte Access Economics based on Dynata data, n=1,748 (multiple responses and weighted)

Respondents say they receive value for money today, but at 
the same time, they want advice to be less expensive. This 
indicates they would purchase more advice if costs could be 
brought down. One option to make advice less expensive 
could be to broaden the advice types for which individuals 
can receive deductions (as currently, it is only on tax advice), 
with total deductions capped in Australia. 

Beyond cost, people want increasingly personalised advice 
that is more transparent. Advice in this form is more likely to 
increase trust in the adviser as well as lead to good consumer 
outcomes. One potential way to achieve these things would 
be to use more technology, e.g. to mechanise repetitive tasks 
to reduce costs (see the box below). 
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Robo advice
Robo advice uses computing programs to create 
customised financial advice based on information 
about an individual’s financial situation. It uses 
algorithms and technology in place of a human 
financial adviser or as a part of the financial advice 
process. The individual can enter personal details, 
such as age, gender, income, assets, financial goals 
and risk tolerance, into a computer program and 
it generates financial advice, based on the details 
entered. Robo-advice is usually delivered online via 
computer, tablet or smartphone.

The main attraction to robo advice is the potential 
as a lower-cost alternative to in-person professional 
advice, through either augmenting the professional 
advice process provided by humans or as a 
substitute for repetitive, impersonal tasks currently 
undertaken by human advisers. 

Chart 8.3: Attitude towards using robo-advice
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35% 
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I don’t know enough  
about it to use it

35% 

Source: Deloitte Access Economics based on Dynata data, n=204

Nevertheless, this technology is still fairly new, our survey 
finds that only 12% of people have heard of robo advice. And 
even after being told what it is only one-quarter state they 
would be comfortable using it.

Advisers see similar future challenges for the industry, 
namely:
• making advice more affordable (59%)
• making advice more transparent (55%)
• providing advice that is more personalised (54%).

Advisers also see a role for robo-advice, with 72% agreeing 
that it could be useful to augment person-to-person financial 
advice. A blended model is likely to involve advisers helping 
clients to set their financial goals, overcome gaps in their 
financial literacy and address their behavioural biases, 
while a robo-adviser’s role is to help the consumer manage 
their portfolio, e.g. by enabling decisions to buy and sell 
investments and providing information for inclusion in tax 
returns. Robo-advisers could deal with repetitive tasks while 
human advisers would be on call to assist with irregular, or 
more complicated tasks.

While technology can be used to reduce costs, currently 
robo-advisers are used to complement the human adviser 
rather than substituting for the human adviser. A key 
question is whether robo-advisers can deliver the same 
services to the same standard required by human advisers. 
Recently, one Australian robo-advice provider closed 
after ASIC raised concerns about the quality of the advice 
provided to consumers. The Australian Financial Review 
(AFR) reported that “the founders believed the application of 
the best interests duty, introduced under the Future of Financial 
Advice reforms in 2012, to non-human, automated advice tools 
is ‘unworkable’” suggesting that the current level of technology 
(under current regulatory frameworks) will complement, rather 
than replace, the work of humans in the advice industry.38 

When asked about what are the key challenges in making 
advice more affordable and personalised in the future, Chart 
8.4 shows that advisers note that increasing regulation 
(76%), increased requirements for adviser’s qualification and 
experience (66%) and segmentation of the market (47%) are 
the key challenges to be overcome. This suggests that there is 
an important role for the government (from a regulatory and 
requirements perspective) to affect the cost of advice within 
the industry. 
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Chart 8.4: What are the key challenges to making advice affordable and personalised? (Adviser’s perspective) 
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What people prioritise as changes they want to see in the 
advice industry varies across different age groups. Evident 
in Chart 8.5, a higher proportion of older individuals don’t 
want to see any changes to the advice industry. This might 

be due to various reasons, such as resistance to change with 
older individuals or an increased understanding of their 
finances through gaining experience over time.

Chart 8.5: Changes in the advice industry, by age
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Source: Deloitte Access Economics based on Dynata data, n=1,748 (multiple responses and weighted)

Accessibility of advice in real-time over the internet is more 
highly valued for younger individuals compared to older 
individuals. There is also an interesting trade-off between 
the transparency of advice and the industry and control 
over their own data. More of those aged 18-24 and aged 
55-74 value transparency compared to control over their 

own data, while in comparison, those aged 75+ greatly value 
control over their data compared to transparency. The issue 
of transparency and control over data is further discussed in 
the box below. 
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Consumer Data Rights
Like robo advice, The Treasury Laws Amendment 
(Consumer Data Right) Bill 2019 (Cth) (Act) is 
a recent development in the world of advice in 
Australia. 

The Act empowers consumers to decide how much 
of their personal data they would like to share with 
companies, and how that data can be used. At the 
moment the Act applies to the banking sector, but 
it will also be rolled out in other industries such as 
insurance, superannuation and telecommunications. 

The CDR is intended to increase competition and 
provide consumers with more choice, better and 
more convenient products and services, and better 
prices. For example, consumers switching banks 
can give permission for their old bank to provide 
personal data to their new bank. This should make 
it easier to compare financial products, and access 
cheaper deals and better services.

Chart 8.6: How the open data legislation will 
change the use of advice in the future
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Source: Deloitte Access Economics based on Dynata data, n=1,748

Overall, people do not expect that the CDR will 
impact their use of advice substantially or are 
unsure of the impact of the CDR. Of the two 
actions (either seeking more advice or seeking less 
advice), more individuals believe that the CDR will 
enable them to seek more advice (15%). 

As the CDR is very new, it will be some time before 
the actual impact on consumers and the advice 
industry will be able to be observed.

While individuals hope that advice will be cheaper in the 
future, they also have preferences about the method of 
payment for advice. Regarding the method of payment for 
advice in the future, Chart 8.7 shows that many people say 
they want to pay for advice with a flat fee upfront (42%), or a 
fee based on the effectiveness of the advice (20%). 

Chart 8.7: Preferred method to pay for advice in the 
future
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Source: Deloitte Access Economics based on Dynata data, n=1,748 (multiple responses 
and weighted)

As Chart 8.8 shows, advisers are here to stay – a significant 
majority want to continue to use advice from people. While 
technology may be able to assist with improving the quality 
and reducing the price of advice, consumers do not want 
robo advisers to completely take over. 

Chart 8.8: Preferred format to receive advice in the 
future
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Source: Deloitte Access Economics based on Dynata data, n=1,671
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This is consistent with results found in Deloitte Access 
Economics’ The path to prosperity: Why the future of work 
is human report, which finds that technology can be used 
advantageously to create more meaningful work. For 
example, employees are increasingly demanding skills of the 
head and heart (non-automatable work) such as customer 
service and innovative thinking.39
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Conclusion

We don’t have a crystal ball but based on the evidence in this 
paper an image of what the future of advice could look like is 
starting to emerge.

Trends in demography and wealth point to a large and 
growing demand for advice in the future. Consumer tastes 
and perceptions will shape how this quantum of advice is 
delivered. 

The average person seeking advice will be older and 
wealthier, and there will be more women. They will demand 
high levels of transparency, so they can be comfortable in the 
degree of control they have over their financial situation and 
be assured they are receiving value for money. They will be 
more financially literate, but perhaps not a lot more.

The advised will look for convenience but remain wary of 
brand-new technology. They will want advice from people, 
preferably face to face. Greater consumer protections and 
increased professionalism of advisers will increase their 
demand for advice. 

However, the regulation that is helping parts of the 
advice industry rebuild their reputations through higher 
professional qualifications and skill levels will make advice 
more expensive and disjointed. In the future, the changes in 
regulations will provide better protection for some people 
but may make advice unaffordable and inaccessible for more 
people. Inflexibility with regulations may make it more 
difficult to receive continuity of advice over differing life 
stages. Policy makers will need to work with industry and 
technology providers to resolve this tension.

Instead of considering AI and robo advisers as substitutes for 
human advisers, they are likely to be a key factor in limiting 
increases in the cost of advice while adapting to regulatory 
changes and changing consumer expectations. Developments 
in AI and robo advisers will allow advisers to automate 
workflows making them more consistent and efficient.40

This suggests that technology (including robo advice) has a 
future in the industry in order to help practitioners provide 
personalised advice while helping control costs. However, 
consumers will still prefer that the practitioner is front and 
centre in delivering the advice. 



The Future of Advice: Overcoming challenges to deliver great consumer outcomes Page 37

References
1 Thach M, Do I Need Life Insurance? (19 July 2016) Finder  

https://www.finder.com.au/do-you-need-life-insurance

2 ASIC ‘Australian Financial Attitudes and Behaviour Tracker Wave 4’ (2016)  
http://www.financialliteracy.gov.au/media/559536/australianfinancial-attitudes-and-behaviour-tracker_wave-4.pdf

3 Klapper L, Lusardi A, Van Oudheusden P., ‘Financial literacy around the world’ (2015) World Bank  
https://gflec.org/wp-content/uploads/2015/11/Finlit_paper_16_F2_singles.pdf

4 Australian Institute of Health and Welfare, Australia’s welfare 2017: in brief (19 October 2017)  
https://www.aihw.gov.au/reports/australias-welfare/australias-welfare-2017-in-brief/contents/ageing-and-aged-care

5 Langa KM, ‘Cognitive Aging, Dementia, and the Future of an Aging Population’ (2018) National Center for Biotechnology 
Information https://www.ncbi.nlm.nih.gov/books/NBK513075/#sec_141

6 Australian Bureau of Statistics, Household Income and Wealth, 2017-18, cat. no. 6523.0 (12 July 2019).

7 Stats NZ, Household net worth statistics: Year ended June 2018 (14 December 2018)  
https://www.stats.govt.nz/information-releases/household-net-worth-statistics-year-ended-june-2018

8 Money tips, Survey says women increasingly drive financial decisions (2016)  
https://www.moneytips.com/women-increasingly-drive-financial-decisions

9 Deloitte, The expansion of Robo-Advisory in Wealth Management (2016)  
https://www2.deloitte.com/content/dam/Deloitte/de/Documents/financial-services/Deloitte-Robo-safe.pdf

10 ASIC ‘Financial advice: What consumers really think’ (Report 627, 26 August 2019)  
https://download.asic.gov.au/media/5243978/rep627-published-26-august-2019.pdf

11 Canstar, Raiz (previously Acorns) – Invest Your Spare Change (3 July 2018)  
https://www.canstar.com.au/investor-hub/what-is-raiz/

12 ATO, Tax Administration in a Digital Age: The Australian experience (5 April 2018)  
https://www.ato.gov.au/Media-centre/Speeches/Other/Tax-Administration-in-a-Digital-Age--The-Australian-experience/

13 World Economic Forum, The new physics of financial services (2018)  
http://www3.weforum.org/docs/WEF_New_Physics_of_Financial_Services.pdf

14 The Treasury ‘Key Reforms in the Regulation of Financial Advice’ (Background Paper 8, 2018)  
https://financialservices.royalcommission.gov.au/publications/Documents/key-reforms-in-the-regulation-of-financial-
advice-background-paper-8.pdf

15 Ibid. 

16 Ibid. 

17 Chasan, Verizon Has Bond Market Seeing Green After Billion-Dollar Deal (7 February 2019) Bloomberg  
https://www.bloomberg.com/news/articles/2019-02-06/verizon-has-bond-market-seeing-green-after-billion-dollar-deal

18 McIntyre T, Borrowers flock to bank alternatives for convenience (9 October 2018) The Daily Telegraph  
https://www.dailytelegraph.com.au/moneysaverhq/borrowers-flock-to-bank-alternatives-for-convenience/news-story/e9f1b
0b34829be520c5133f1f17964d9

19 Falk T, What do millennial want from a bank? (14 August 2017) Finder  
https://www.finder.com.au/what-do-millennials-want-from-a-bank

20 Deloitte Access Economics (2019), Choice in banking  
https://www.ausbanking.org.au/wp-content/uploads/2019/10/Deloitte-Choice-in-Banking-2019-Report.pdf

https://www.finder.com.au/do-you-need-life-insurance
http://www.financialliteracy.gov.au/media/559536/australianfinancial-attitudes-and-behaviour-tracker_wave-4.pdf
https://gflec.org/wp-content/uploads/2015/11/Finlit_paper_16_F2_singles.pdf
https://www.aihw.gov.au/reports/australias-welfare/australias-welfare-2017-in-brief/contents/ageing-and-aged-care
https://www.stats.govt.nz/information-releases/household-net-worth-statistics-year-ended-june-2018
https://www.moneytips.com/women-increasingly-drive-financial-decisions
https://www2.deloitte.com/content/dam/Deloitte/de/Documents/financial-services/Deloitte-Robo-safe.pdf
https://download.asic.gov.au/media/5243978/rep627-published-26-august-2019.pdf
https://www.canstar.com.au/investor-hub/what-is-raiz/
https://www.ato.gov.au/Media-centre/Speeches/Other/Tax-Administration-in-a-Digital-Age--The-Australian-experience/
http://www3.weforum.org/docs/WEF_New_Physics_of_Financial_Services.pdf
https://financialservices.royalcommission.gov.au/publications/Documents/key-reforms-in-the-regulation-of-financial-advice-background-paper-8.pdf
https://financialservices.royalcommission.gov.au/publications/Documents/key-reforms-in-the-regulation-of-financial-advice-background-paper-8.pdf
https://www.bloomberg.com/news/articles/2019-02-06/verizon-has-bond-market-seeing-green-after-billion-dollar-deal
https://www.dailytelegraph.com.au/moneysaverhq/borrowers-flock-to-bank-alternatives-for-convenience/news-story/e9f1b0b34829be520c5133f1f17964d9
https://www.dailytelegraph.com.au/moneysaverhq/borrowers-flock-to-bank-alternatives-for-convenience/news-story/e9f1b0b34829be520c5133f1f17964d9
https://www.finder.com.au/what-do-millennials-want-from-a-bank
https://www.ausbanking.org.au/wp-content/uploads/2019/10/Deloitte-Choice-in-Banking-2019-Report.pdf


The Future of Advice: Overcoming challenges to deliver great consumer outcomes Page 38

21 ASIC ‘Financial advice: What consumers really think’ (Report 627, 26 August 2019)  
https://download.asic.gov.au/media/5243978/rep627-published-26-august-2019.pdf

22 Scott J. ‘Consumer of Financial Advice in New Zealand’ (2017) Financial Planning Research Journal  
https://www.griffith.edu.au/__data/assets/pdf_file/0025/206449/FPRJ-V3-ISS2-pp68-86-consumers-of-financial-advice-in-
new-zealand.pdf

23 Scott J. ‘Consumer of Financial Advice in New Zealand’ (2017) Financial Planning Research Journal  
https://www.griffith.edu.au/__data/assets/pdf_file/0025/206449/FPRJ-V3-ISS2-pp68-86-consumers-of-financial-advice-in-
new-zealand.pdf

24 ASIC ‘Financial advice: What consumers really think’ (Report 627, 26 August 2019)  
https://download.asic.gov.au/media/5243978/rep627-published-26-august-2019.pdf

25 Ibid. 

26 Financial consciousness is an index which measures the extent to which a person is financially literate, whether they are 
conscious of their ability to affect their own financial outcomes, their willingness to act, and the extent they can participate 
in sophisticated financial matters.

27 Deloitte Access Economics, Dollars and sense: Compare the Market’s Financial Consciousness Index Edition 2 (commissioned 
by Compare the Market, 2019) https://www2.deloitte.com/content/dam/Deloitte/au/Documents/Economics/deloitte-au-
economics-financial-consciousness-index-edition-2-260819.pdf

28 Ibid. 

29 ASIC on the other hand, found in their survey that ‘investments’ was the most popular topic respondents had either 
received or were interested in receiving advice on (45%), followed by retirement income planning (37%) then growing 
superannuation (31%). This difference likely are due to differences in the framing of the question, as this survey looks at the 
types of the advice sought while ASIC’s survey looks at both advice received or areas where individuals were interested to 
receive advice in.

30 Guest R ‘Comparison of the New Zealand and Australian retirement income systems’ (2013)  
https://cffc-assets-prod.s3.ap-southeast-2.amazonaws.com/public/Uploads/Retirement-Income-Policy-Review/Background-
papers/International-comparisons/858275a103/RI-Review-2013-Comparison-NZ-Aus-Retirement-Income-Systems.pdf

31 ASIC National Financial Literacy Strategy Annual Highlights Report 2016-17 (2018)  
https://download.asic.gov.au/media/4661382/asic-national-financial-literacy-strategy-annual-highlights-report-2016-17.pdf

32 ASIC ‘Financial advice: What consumers really think’ (Report 627, 26 August 2019)  
https://download.asic.gov.au/media/5243978/rep627-published-26-august-2019.pdf

33 Ibid. 

34 IOOF The true value of advice (December 2015)  
https://www.ioof.com.au/__data/assets/pdf_file/0003/209838/CRA-5826_IOOF_White_paper_True_Value_of_Advice_
V3_-_web.pdf

35 Burke J, Hung AA ‘Do Financial Advisers Influence Savings Behavior?’ (2015) Rand Corporation  
https://www.rand.org/content/dam/rand/pubs/research_reports/RR1200/RR1289/RAND_RR1289.pdf

36 ABS Australia’s changing age and gender profile (2018)  
https://www.aihw.gov.au/reports/older-people/older-australia-at-a-glance/contents/demographics-of-older-australians/
australia-s-changing-age-and-gender-profile

37 ASIC Financial advice: What consumers really think (Report 627, 26 August 2019)  
https://download.asic.gov.au/media/5243978/rep627-published-26-august-2019.pdf

38 Vickovich, A Defunct robo adviser claims rules ‘unworkable’ (October 2019)  
https://www.afr.com/companies/financial-services/robo-adviser-shuts-down-after-asic-intervention-20191018-p531yq 

https://download.asic.gov.au/media/5243978/rep627-published-26-august-2019.pdf
https://www.griffith.edu.au/__data/assets/pdf_file/0025/206449/FPRJ-V3-ISS2-pp68-86-consumers-of-financial-advice-in-new-zealand.pdf
https://www.griffith.edu.au/__data/assets/pdf_file/0025/206449/FPRJ-V3-ISS2-pp68-86-consumers-of-financial-advice-in-new-zealand.pdf
https://www.griffith.edu.au/__data/assets/pdf_file/0025/206449/FPRJ-V3-ISS2-pp68-86-consumers-of-financial-advice-in-new-zealand.pdf
https://www.griffith.edu.au/__data/assets/pdf_file/0025/206449/FPRJ-V3-ISS2-pp68-86-consumers-of-financial-advice-in-new-zealand.pdf
https://download.asic.gov.au/media/5243978/rep627-published-26-august-2019.pdf
https://www2.deloitte.com/content/dam/Deloitte/au/Documents/Economics/deloitte-au-economics-financial-consciousness-index-edition-2-260819.pdf
https://www2.deloitte.com/content/dam/Deloitte/au/Documents/Economics/deloitte-au-economics-financial-consciousness-index-edition-2-260819.pdf
https://cffc-assets-prod.s3.ap-southeast-2.amazonaws.com/public/Uploads/Retirement-Income-Policy-Review/Background-papers/International-comparisons/858275a103/RI-Review-2013-Comparison-NZ-Aus-Retirement-Income-Systems.pdf
https://cffc-assets-prod.s3.ap-southeast-2.amazonaws.com/public/Uploads/Retirement-Income-Policy-Review/Background-papers/International-comparisons/858275a103/RI-Review-2013-Comparison-NZ-Aus-Retirement-Income-Systems.pdf
https://download.asic.gov.au/media/4661382/asic-national-financial-literacy-strategy-annual-highlights-report-2016-17.pdf
https://download.asic.gov.au/media/5243978/rep627-published-26-august-2019.pdf
https://www.ioof.com.au/__data/assets/pdf_file/0003/209838/CRA-5826_IOOF_White_paper_True_Value_of_Advice_V3_-_web.pdf
https://www.ioof.com.au/__data/assets/pdf_file/0003/209838/CRA-5826_IOOF_White_paper_True_Value_of_Advice_V3_-_web.pdf
https://www.rand.org/content/dam/rand/pubs/research_reports/RR1200/RR1289/RAND_RR1289.pdf
https://www.aihw.gov.au/reports/older-people/older-australia-at-a-glance/contents/demographics-of-older-australians/australia-s-changing-age-and-gender-profile
https://www.aihw.gov.au/reports/older-people/older-australia-at-a-glance/contents/demographics-of-older-australians/australia-s-changing-age-and-gender-profile
https://download.asic.gov.au/media/5243978/rep627-published-26-august-2019.pdf
https://www.afr.com/companies/financial-services/robo-adviser-shuts-down-after-asic-intervention-20191018-p531yq


The Future of Advice: Overcoming challenges to deliver great consumer outcomes Page 39

39 Deloitte Insights, The path to prosperity: Why the future of work is human (2019)

40 McArthur E and Vergara K, Better Faster Stronger (23 September 2019) AdviceTech  
https://ytml.com.au/site_assets/media/files/ff08540f-7ed5-41d1-9efd-015ef0f6cfed/ff08540f-7ed5-41d1-9efd-
015ef0f6cfed.pdf

https://ytml.com.au/site_assets/media/files/ff08540f-7ed5-41d1-9efd-015ef0f6cfed/ff08540f-7ed5-41d1-9efd-015ef0f6cfed.pdf
https://ytml.com.au/site_assets/media/files/ff08540f-7ed5-41d1-9efd-015ef0f6cfed/ff08540f-7ed5-41d1-9efd-015ef0f6cfed.pdf


The Future of Advice: Overcoming challenges to deliver great consumer outcomes Page 40

About the author

Deloitte Access Economics is Australia’s pre-eminent 
economics advisory practice and a member of Deloitte’s 
global economics group. For more information, please 
visit our website: www.deloitte.com/au/deloitte-access-
economics

Deloitte refers to one or more of Deloitte Touche Tohmatsu 
Limited (“DTTL”), its global network of member firms, and 
their related entities. DTTL (also referred to as “Deloitte 
Global”) and each of its member firms and their affiliated 
entities are legally separate and independent entities.  
DTTL does not provide services to clients. Please see  
www.deloitte.com/about to learn more.

Deloitte is a leading global provider of audit and assurance, 
consulting, financial advisory, risk advisory, tax and related 
services. Our network of member firms in more than 150 
countries and territories serves four out of five Fortune 
Global 500®companies. Learn how Deloitte’s approximately 
286,000 people make an impact that matters at  
www.deloitte.com

Deloitte Asia Pacific
Deloitte Asia Pacific Limited is a company limited by 
guarantee and a member firm of DTTL. Members of 
Deloitte Asia Pacific Limited and their related entities 
provide services in Australia, Brunei Darussalam, Cambodia, 
East Timor, Federated States of Micronesia, Guam, 
Indonesia, Japan, Laos, Malaysia, Mongolia, Myanmar,  
New Zealand, Palau, Papua New Guinea, Singapore, 
Thailand, The Marshall Islands, The Northern Mariana 
Islands, The People’s Republic of China (incl. Hong Kong 
SAR and Macau SAR), The Philippines and Vietnam, in 
each of which operations are conducted by separate and 
independent legal entities.

Deloitte Australia
In Australia, the Deloitte Network member is the 
Australian partnership of Deloitte Touche Tohmatsu. 
As one of Australia’s leading professional services firms. 
Deloitte Touche Tohmatsu and its affiliates provide audit, 
tax, consulting, and financial advisory services through 
approximately 8000 people across the country. Focused on 
the creation of value and growth, and known as an employer 
of choice for innovative human resources programs, we are 
dedicated to helping our clients and our people excel.  
For more information, please visit our web site at  
https://www2.deloitte.com/au/en.html.

Liability limited by a scheme approved under Professional 
Standards Legislation.

Member of Deloitte Asia Pacific Limited and the Deloitte 
Network.

http://www.deloitte.com/au/deloitte-access-economics
http://www.deloitte.com/au/deloitte-access-economics
http://www.deloitte.com/about
http://www.deloitte.com
https://www2.deloitte.com/au/en.html

