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I. Campaign Overview



Important Statistics

Baby boomers are set to pass 
more than $68 trillion on to their 
children over the next two decades. 
This is the largest intergenerational 
wealth transfer in history.

$68 Trillion
90% of heirs believe that it would 
be of value to meet their parents’ 
financial advisor.90%

Only 50% of heirs have ever met 
their parents’ financial advisors.50%

Only 20% of heirs currently work 
with their parents’ financial advisor.20%

Campaign Overview

https://www.nbcnews.com/business/personal-finance/great-wealth-transfer-started-millennials-gen-z-may-not-inherit-much-a-rcna151062
https://newsroom.wf.com/news-releases/news-details/2022/People-Want-to-Talk-About-Money/default.aspx 

Survey population spans Gen Z and Millennial Demographics



Campaign Mission 
Campaign Overview

What We're Here to Do: Increase brand awareness and position 1919 as a trusted partner for the next generation 
of  our clients. We want to develop the same trusted relationship with the current clients we have with their children. 

How We'll Do It: 

o Cultivate lasting relationships with our current clients through consistent value and engagement 

o Share content that resonates with new audiences and reflects their goals, values, and aspirations 

o Extend our reach into untapped markets with fresh perspectives and meaningful connections

Why It Matters: To ensure finances and opportunities remain aligned with 1919's values—and continue to grow under 
our stewardship.



Timeline of Events: Summer 2026

Late June

Campaign Kickoff 

July 19
July 20

Early August

Mid August

September 19

September 20 

Early October

Short-Form Post Series – 
Carousel 

Short-form Post – 
Graphic 

Short-form Post - 
Audiogram

Event Day Recap & Follow-Up 
Email

Measure Campaign 
Engagement

Campaign Overview

The “next-gen” effort is ongoing. Regular content/event cadence is required in order 
to develop next-gen relationships. 

Email Marketing Message 



Strategy

A staggered rollout across email, social media, and in-person 
events ensures sustained visibility. Each phase builds on the 
last—events spark interest, emails and content deepen 
engagement.

Event Timing Sparks 
Relationships

Content Cadence Supports 
Learning

Release posts on a regular cadence as it gives the audience 
time to absorb and reflect. It mirrors how younger investors 
prefer to learn—bite-sized, relatable, and spaced out.

Hosting the event at the start of the campaign helps introduce 
our brand to the target audience, creating an opportunity to grow 
our email list. This early engagement makes our content more 
compelling, as attendees will already have a sense of familiarity 
with the company. 

Campaign Overview

Multi-Channel Momentum



Target Audience
Next Generation of Wealth

We are targeting HNWIs aged 25 to 40 who are:

o Non-1919-affiliated young professionals forging independent financial paths 

o 1919 clients’ family members seeking modern, strategic financial guidance

o Heirs and beneficiaries of generational wealth 

Campaign Overview

Example Persona:
Emily, Sally 1919’s daughter is now a seasoned orthopedic surgeon- ten years post-medical school, managing a demanding career alongside growing 
financial responsibilities. Her husband, Nate, works in tech and recently received equity in a fast-scaling startup. Together, they represent a new wave 
of wealth: educated, financially empowered, and actively shaping their future. While Emily benefits from her family’s legacy with 1919, she and Nate 
are building a new one- seeking thoughtful, personalized guidance to navigate complex decisions around equity compensation, asset growth, and 
long-term planning. By cultivating relationships like theirs, we position 1919 as the firm of choice for the next generation- ensuring legacy continuity 
while expanding our reach to dynamic, high-potential households. 



Competitor Analysis 
Campaign Overview

.



II. Event



About the Event
Mix & Mingle: The Next Gen Client Experience

o 40 clients' children (including plus ones) in attendance 
o Aged 25-40

o Expert mixologist crafting four signature cocktails and mocktails

o A 1919 team member at each table for personalized engagement

o Interactive, enjoyable experience designed to foster connection  

o Curated light bites served during the cocktail hour

o Event will take place in NYC, but will be scaled to other major cities 

Goal: Allow clients’ children to become familiarized with their parents’ financial advisor 

Event



Event Invitation



Post-Event Email



Post- Event Success 
Mix & Mingle: The Next Gen Client Experience 

o What Will Be Measured:
o Meetings with advisors
o Post event inquiries from COI’s looking to schedule a meetings
o New additions to the marketing mailing list. 

o Results are not easily quantifiable (we want the kids to know where to start when they inherit the 
money)

o Soft approach (more fun, less educational) 🡪 right now, we want to build brand awareness 

Event

Goal: To nurture relationships; connection does not need to be immediate 



III. Email Marketing Campaign



Sample Email
Will be Sent to Both Clients and Next Gen Clients

Cast a Wide Net
 Show our current clients that we are a great resource 

for the next generation 

Parent to Child Communication
 Encourage our clients to have conversations about 

finances with their children 

Advisor to Child Communication
 Show them that we are prepared to have 

these conversations with their children

Email Marketing Campaign 

Email Marketing Campaign Goals



Email Marketing Campaign 



IV. Content



Short Form Post– Graphic
Content

#WhatILearnedFrom My First Credit Card

Sometimes the smallest financial habits can have the biggest long-term impact.

Marketing Associate Kat Weber shares how her first credit card helped her build 
smart spending habits that paid off down the road:

"My first credit card taught me the power of building credit early. I used it for gas 
and groceries, paid it off in full each month, and watched my credit score grow. It 
felt like a small step at the time, but it opened doors later, like getting approved 
for my first apartment! The key lesson for me was that consistency matters more 
than spending big. I also adopted the mindset of treating my credit card like a 
debit card: if I couldn’t pay it off right away, I didn’t swipe. Once that habit formed, 
it became much easier to stay on track and in control of my spending."

— Kat Weber
Marketing Associate

#FinancialLiteracy #CreditBuilding #SmartSpending #1919InvestmentCounsel 
#MoneyHabits #WhatILearnedFrom



Short Form Post- Carousel
Content



Short Form Post- Carousel
Content



Short Form Post- Audiogram
Content

#WhatILearnedFrom My First Big Purchase

For many, the first major financial decision isn’t just about money—it’s 
about values, priorities, and the people cared about most.

Investment Associate Brian Farrell, CTFA reflects on what he learned from 
planning and hosting his wedding.

#FinancialWellness #MoneyMindset #BudgetingWithPurpose 
#1919InvestmentCounsel #LifeLessons #PersonalFinance



Diversity in Content to be Posted
Campaign Overview

Mini Email Drip Campaigns: Deliver financial tips or market insights in 
three-part emails—perfect for nurturing engagement outside social media

New Carousel Post Series (LinkedIn): Break down financial concepts 
step-by-step. Each slide can be a bite-sized insight (e.g., "What’s a 
Roth IRA really doing for your future?”).

Mini Case Studies or Success Stories (LinkedIn/Blog): Showcase a 
young investor’s journey or a financial win from one of your workshops. 
Relatable storytelling builds trust (person remains annoumous).

Quote Breakdown Posts (LinkedIn): Take iconic finance quotes and 
decode them: What did Warren Buffett mean? How does it apply now?



LinkedIn Paid Post Promotions
Goal: Brand Awareness

Locations: 

o Regionally around 
1919 office’s 

Budget:

o $5,000 for 30 days

Content

Attributes: 

o Seniorities:
o C-Suite, Director, Owner, Partner,
or VP

o Titles:
o Managing Director or Director

o Interests
o Financial Investing and/or 

Philanthropy



LinkedIn Paid Post Promotions
Forecasted Results for $5,000

Content

1-Day 7-Day 30-Day



LinkedIn Post Promotions
Content

Pre-Promotion 
Results:

Results After $5,000 Promotion Campaign:



V. Closing



Insights & Recommendations
Closing

What We Learned: 

o How to align content, events, and digital 

platforms for a cohesive and hopefully a 

successful campaign

o Content timing is important – ensure series are 

posted consistently 

o 71 % of consumers expected companies to 

deliver personalized interactions₁, so 

personalization is key in making meaningful 

and successful connections

Recommendations & Takeaways:

o Focus on building authentic relationships with 

clients’ children 

o Interactions can be less educational and 

more social 

o Scale the event model across different offices 

and keep next gen events consistent 

o Consider adding a “Next Gen” team, like W&W 

to keep these events and connections 

consistent (yearly or quarterly)

1. https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/unlocking-the-next-frontier-of-personalized-marketing



Thank You!
Closing

Questions? 


