
Things to consider.
Putting your value messaging toolkit into action.

What you say and how you  
say it matters.
Is your messaging supporting ideal client growth and retention? Can you 
and your team clearly communicate what you do? How about professional 
partners? More importantly, what would your clients say about who you 
are and what you do for them? 

The perception of value is equal to the perceived (or experienced) benefit minus the cost. 

Value = Perceived or Experienced Benefit – Cost

This toolkit goes beyond the elevator pitch and value proposition. Read on to learn about  
the key components of impactful messaging.

Getting started.

Value messaging scorecard

The buying process usually begins anonymously. And before a prospect meets 
with you, they are likely more than 50% into their decision-making process. 

Can your clients describe what you do to give a referral? Do your website and social profiles 
communicate the story you want your clients and staff to tell? What you say, and how and where 
you say it, can impact referrals to your practice and retention of existing clients. 

Your "Value messaging scorecard" can help you identify where you are communicating well, and 
where you may need to make some changes. 



We believe strong value messaging 
has four key components

1. Clear

Who is your ideal client or persona?

What services do you provide and what expertise do you  
and your team have? Clearly highlighting your differentiators  
or “uniques” can help you stand out and increase your  
chances of getting that first meeting.1

Why describes “what’s in it for them?” Why should they read 
on or listen to what you have to say? It’s the benefit or impact 
that working with you gives them. Investors value financial and 
emotional outcomes. It’s important to address both. 

What investors think is important versus what they value  
may be different.  

While it’s hard to meet everyone’s needs, we believe there are 
some general themes many investors value:

•	 A one-stop shop, which offers more than just investment 
advice. Consumer behaviour evolves based on experiences 
inside and outside of financial services (e.g., Amazon)

•	 Meeting their goals

•	 A personalized experience and communications 

•	 Peace of mind and confidence in their financial situation

How to clearly articulate your value requires you to explain  
how you do what you do. Give an overview of what it means 
to be a client at your firm. You want to demystify how you will 
fulfil your promises. Be transparent and set clear expectations.

2. Distinctive

Strong value messaging clearly offers and articulates your 
“uniques” and explains the relevant value you provide compared 
to others. Why you?

For many advisors, identifying your “uniques” can be hard. 
Competition is enormous, and planning and investment work 
has become commoditized. Here are some areas to consider:

•	 Who you serve. Are you the only one serving a niche in your 
geographic area? 

•	 Specialization or expertise. Do you have unique 
experience based on your past? What about certifications  
or designations that add value for your ideal clients? Maybe 
you have an estate lawyer on staff, or you specialize in tax  
or life planning.

•	 You may be your best differentiator. Don’t underestimate 
the power of simply showing up as yourself. What’s your 
story? Your values? In a service industry, relationships and 
trust matter and can lead to powerful connections.

Advisors need to be honest and candid with themselves before 
others. Show some vulnerability. Make a promise that you truly 
believe in and deliver on that promise. If you find that you don’t 
have any truly compelling “uniques,” that’s OK. Focus on you.

3. Consistent
You will find the same key messaging in a firm’s marketing, on 
their website, social media profiles, and in conversations across 
all team members. 

If you want your key messages to stick in someone’s memory, 
repetition is key. It’s important to consistently say the same 
things over and over again. Adding visuals to support your key 
messaging can further enhance its stickiness. 

4. Validated
Words are free, evidence isn’t. Showing, not just telling, brings 
power to your promises. You want to amplify the impact of 
what you say with evidence. 



Value messaging framework tool

Step 1 Describe your ideal client. It can be helpful to think about a specific client who 
meets your ideal client persona—someone you want to replicate.

Step 2a List your ideal client’s financial and emotional needs. You will know some of these 
needs based on your experience and client situations. We suggest testing your 
assumptions with a handful of clients (or non-clients) that fit your ideal client 
persona. For example:

•	 What mattered most to you when looking to hire a financial advisor?
•	 What prompted you to seek professional help? 
•	 What have you found most valuable?
•	 What were your greatest needs when you first came to me? How have they changed?
•	 What have you found most valuable in the past five years working together?

Step 2b List your solutions, all of them, including those offered through your third-party 
professional relationships. If you package your services in a unique way, include that 
here. Also, include your “uniques.” Step 2a may have uncovered an unmet financial 
need. Take this time to remove or refine any offering that doesn't satisfy the needs 
of your ideal client.

Step 2c Consider the financial and emotional impact for your ideal client. What do they get 
from having their emotional needs met by you? Consider benefits such as clarity, 
focus, confidence, peace of mind, and meeting goals.   

Step 3 Combine the bullet points from each step into a sentence or two that captures the 
most relevant needs, services, and benefits for your ideal client. Be succinct. 

Step 4 This is where you put your inputs together to form what we traditionally refer to 
as your “value proposition.” This one-to-two-sentence statement summarizes what 
you do, for whom, and the impact. It should be comfortable to say, and it will be 
amplified by your beliefs. 

Step 5 For each key message, include at least one point of evidence that supports your 
claims (e.g., experience, certification, etc.). Evidence strengthens your message. 

We propose creating a repository of key messages with evidence that can be 
applied when you need to communicate externally or internally. Instead of a 
one-size-fits-all messaging solution, build a flexible framework that you and 
your team can reference anytime you are developing communications. 

Think about all the opportunities you have daily, weekly, and monthly to talk about yourself,  
your firm, what you do, and why you do it. 

Don’t be afraid to ask an outside marketing professional to help you.



Value messaging activation checklist
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You’ve created your value messaging. But don’t spend too much time 
perfecting it before you test it out. Practice it in your next three meetings. 
It should be flexible enough to use with different audiences, so practice 
outside of the office too. Ask your team what they recall and how they 
would explain what you do to one of their friends. 

Now let’s get your team, partners, and clients talking about you:

•	 Give everyone on your team a copy of your value messaging framework.

•	 Explain why it matters. Referable firms talk about their ideal clients, their needs, and their 
differentiators often to plant referral seeds to help the firm grow.

•	 Show them how it’s done with examples of how you’d use the messaging.

•	 Ask them to practice using role-play—especially team members who represent  
the firm either as a speaker or in prospect and client meetings.

•	 Challenge yourself and your team to consistently talk about the firm—your who, what, why, 
and how—as much as possible.

Use our value messaging implementation checklist to ensure you’re consistently updating  
and implementing your messaging. Now it’s time to put it to work. 

mailto:sales%40seic.com?subject=

