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What’s on the cover?
The call of the wild

Each one of the world’s 10,000 bird species has its 
own unique set of calls, so that every member of 
a flock can hear and understand its messages. In 
the same way, a unique value proposition instantly 
communicates what makes you different from 
your competition.
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A UNIQUE VALUE PROPOSITION QUICKLY TELLS INVESTORS WHAT 

YOU OFFER AND WHY THEY SHOULD WORK WITH YOU. PERSHING’S 

GROUNDBREAKING RESEARCH NOW REVEALS WHAT WORKS—AND  

WHAT DOESN’T—IN COMMUNICATING YOUR VALUE TO INVESTORS.

in brief—What you neeD to knoW in 30 seConDs

A unique value proposition can help you 
grow your business

a value proposition is a statement or short 
paragraph that quickly tells clients and 
prospects what you offer, and why it is 
unique and valuable.

However, 60% of investors say all advisors 
make the same promises—making it hard 
to tell the difference

in a systematic independent review of 
barron’s top 100 advisors’ websites, 32% 
of value propositions promise to develop 
solutions that meet clients’ needs.

Research shows that some promises are 
“table stakes” that every advisor has 
to address

investors strongly prefer certain themes 
such as “tailored solutions that meet your 
needs,” “work in your best interests,” and 
“experienced investment managers.” these 
claims are the cost of entry for engaging 
investors, but you need to add 
something unique.

Some advisor value propositions talk about 
issues that investors really don’t care 
about—like “simplicity”

Many websites promise to simplify investing 
and relieve clients of the burden of managing 
wealth. however, investors aren’t interested 
in this idea, unless they are young or very 
wealthy (>$5 Million in assets).

Conversely, there is not enough focus on 
two topics that investors do care about: 
conservative investment approaches 
and trust

investors are looking for more discussion 
about conservative approaches. More 
importantly, they remain far more concerned 
about trusting the financial industry than 
advisors may realize.

The strongest value propositions combine 
four distinct elements

the most popular value propositions 
combine: attributes of the firm, benefits 
to the client, a rational argument, and an 
emotional component.

Tailor your message to your ideal client 
demographic

“table stakes” promises are important to every 
investor. after that, however, different promises 
appeal to different market segments.

Words matter: Investors dislike jargon but 
warm up to emotional language

presented with pairs of words that mean 
nearly the same thing, investors prefer plain 
english to investment jargon (for example 
“comprehensive” is better than “holistic”), and 
also favor words with emotional connotations 
(“passionate” is preferred to “dedicated”).
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WHAT’S A UNIQUE VALUE PROPOSITION?
Why Does Your Business Need One?
Take just 15 seconds to read the following statements, and see whether you can identify these three 
major brand names by their descriptions alone:

›  Maker of the world’s most innovative and elegant computers and mobile devices, including 
groundbreaking smartphones and tablets. Sleek, black-and-silver minimalist design that shows your 
good taste and hip attitude.

›  Walk-in tax preparation for the mass market, conveniently located at your local mall or just down 
the street.

›  The biggest online-only retail store, making it convenient to buy almost anything you need with a 
single click and have it delivered to your door the next day.

You probably recognize all three of these brands instantly, even though their names are never 
mentioned. That is because each statement is one of a kind. It is connected with one and only one 
brand with no possibility of confusion.

Do Prospective Clients Know What Makes You Special?
Look again at the statements above, and you can see what else they have in common:

›  They all answer the same fundamental questions: What does the company offer? Why is it valuable? 
Why is it unique?

›  They are short and simple. Some of these companies run vast, complex global businesses, and yet 
they can be identified by a single clear sentence or two.

›  None are catchy or clever. The statements are not the same as advertising taglines or headlines; in 
fact, they are the messages behind the headlines.

›  Each one answers clients’ needs in a unique way. Want to purchase something without running 
around to different stores or searching all over the web? Choose Brand Z. Want the most trendy, best-
designed tablet device? Choose Brand X. As soon as you think of the need, you automatically think of 
one brand, and only that brand.

These statements are unique value propositions. Although they are written in casual language for the 
sake of this exercise, they actually represent a very sophisticated marketing technique: distilling all the 
sales arguments for a product or service into one clear, concise and compelling brand promise. They 
answer the critical question: Why should I choose you?
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What Could a Unique Value Proposition Do for Your Business?
Unique value propositions are important to all kinds of businesses—including advisory businesses 
like yours.

A UNIQUE VALUE PROPOSITION CAN HELP YOU:
›  increase the professionalism of your communications

›  Clearly differentiate yourself from your competitors

›  Connect your solutions to your clients’ (and prospects’) most important needs

›  Make your message clearer and more likely to “sink in” because it is consistent and repeatable

›  focus your communications on the single most compelling reason to select your firm

A good value proposition can help you build stronger connections to the audiences that matter to the 
growth of your firm. For example, you can help boost referrals by providing your clients with a clear, 
simple story to share with their friends and contacts. You can make it easier for the press, centers of 
influence and others to understand the value you offer, so they can spread the word more effectively. 
Finally, a value proposition helps you focus on prospects who most closely fit your ideal client profile.

WHAT DO TOP ADVISORS SAY AND WHAT DO INVESTORS 
REALLY THINK?
A Groundbreaking Study of Advisor Value Propositions
What makes an advisor’s value proposition effective? How do you know what kinds of statements a high-
net-worth prospect will find compelling? What can you say about your business that is truly unique?

Until now, advisors have had little objective guidance in formulating their value propositions. That is 
why Pershing commissioned Harris Poll to conduct customized research of advisor value propositions. 
This report answers three critical questions:

I.  Who is saying what, among the industry’s top advisors? A systematic look at the value propositions 
used by Barron’s Top 100 Advisors on their websites.

II.  What are the most effective value propositions? Investors’ reactions to advisor value propositions—
including those of the Top 100 Advisors—as measured by an online survey of 600 individuals.

III.  How should value propositions be written? Specific word choices that make the biggest impression 
on investors.
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I.  WHO IS SAYING WHAT?
How the Barron’s Top 100 Advisors Communicate Their Own 
Value Propositions
How do the industry’s leading firms describe their value to investors? Do best-in-breed firms offer good 
examples for other advisors to follow?

Methodology: Part One
To answer questions like the ones above, Pershing commissioned a team of textologists to conduct a 
“Web Harvesting” study, examining publicly available text appearing on 84 unique financial advisor 
websites belonging to firms on Barron’s Top 100 Independent Wealth Advisors list. Pershing, with Harris 
Poll, searched for text that reflected the firms’ stated value propositions, typically found on web pages 
with tabs labeled “Our Philosophy,” “Mission,” “Approach,” and so on. Using sophisticated text analysis 
tools such as cluster analysis, theme detection and volume root cause analysis, the research team 
developed a comprehensive list of the elements and components that firms used to construct their 
value propositions.

TURNING IDEAS INTO ACTION: HOW DO YOU TELL YOUR STORY TODAY?

Go through your website, paying special attention to your home page as well as pages marked 
“About Us” or “Our Philosophy.” Do the same with your brochures and presentations. Write down 
the language you use to describe your own value proposition and compare it to statements used 
by Barron’s Top 100 Advisors.

Same Old Song: When It Comes to Tooting Their Own Horns,  
Many Top Advisors Play Exactly the Same Tune
Even though each value proposition is supposed to be unique, many advisors are saying exactly the 
same thing. The phrase cloud below highlights the most popular value statement themes appearing 
on the websites of top advisors. The larger the type size, the more frequently the themes appear. As 
you can see, many advisors describe their offering in a similar way—making it harder to set their 
businesses apart.

MAKE TIMELY INVESTMENT DESCISIONS

PROVIDES COMPREHENSIVE INVESTMENT AND PLANING ADVICE MINIMIZE TAX
OUR PHILISOPHY IS    

WORKS WITH INDIVIDUALS AND FAMILIES
HELP WITH RETIREMENT PLANNING

ASSIST IN EVERY ASPECT OF YOUR FINANCIAL LIFE

ASSURE YOUR ESTATE PLANNING NEEDS ARE METPROVIDES OUR CLIENTS PEACE OF MIND

DEVELOP A SOLUTION THAT MEETS YOUR NEEDSINVOLVE CAREFUL TAX PLANNING
HAVE A TEAM OF SEASONED INVESTMENTS PROFESSIONALS

PROVIDE COMPREHENSIVE FINANCIAL PLANING OFFER OBJECTIVE ADVICE PROVIDE HIGHEST QUALITY SERVICES

ARE DEDICATED TO PERSONAL SERVICE
BUILD LONG-TERM RELATIONSHIPSIS AN INDEPENDENT INVESTMENT FINANCIAL ADVISORY FIRMCUSTOMIZE OUR ADVICE TO YOU

DELIVER INVESTMENT MANAGEMENT PROGRAMS TAILOR EACH INVESTMENT PLAN TO INDIVIDUAL
WE TAKE NO COMMISSIONS IS AN INDEPENDENT WEALTH MANAGEMENT FIRM

CAREFULLY INVEST IN SECURITIES PROVIDE A WELL-GROUNDED INVESTMENT APPROACH
HELP CLIENTS REACH THEIR FINANCIAL GOALS

HANDLE CLIENTS UNIQUE NEEDS
OFFER INVESTMENTS MANAGEMENT ADVICEACT IN THE BEST INTERESTS OF CLIENTS

PROVIDE OBJECTIVE/UNBIASED ADVICE DELIVER EXPERTISE IN ESTATE PLANNING

WE MINIMIZE YOUR RISK OFFER PERSONALIZED FINANCIAL PLANNING
WE ARE COMPRESHENSIVE FINANCIAL PLANNING FIRM

PROVIDE CONFLICE-FREE ADVICE

STRIVE TO UNDERSTAND YOUR RISK TOLERANCE FREE FROM CONFLICTS ON INTEREST

ARE AN INDEPENDENT ADVISORY FIRM

OFFER FEE-ONLY ADVICE

  IS AN INDEPENDENT FINANCIAL ADVISORY FIRM
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Investors Think All Advisors Sound Alike

MOST INVESTORS SURVEYED AS PART OF THE STUDY SAY THAT ALL ADVISORS 
SAY THE SAME THINGS, MAKING IT DIFFICULT TO DISTINGUISH BETWEEN THEM

11%

29%

16%

44%

60% Agree

40% Disagree

Strongly agree

Somewhat agree

Somewhat disagree

Strongly disagree

Common Attributes: A Crowd of Advisor Websites Declare  
Their “Independence”
Many of the value propositions that appear on advisor websites contain information about the 
attributes of the firm—features rather than the benefits to a client. The most frequently mentioned 
firm attributes include:

›  The firm’s independence

›  Objective, conflict-free advice

›  Acting in a client’s best interest

›  Tailored/customized plans or advice

›  Estate planning

›  Personal/individual service

›  Experienced/seasoned staff

›  Fee-only advice/no commissions
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Common Benefits: Many Advisors Promise Clients to “Meet Your Needs”
Among the statements that do address client benefits, the most common phrases include:

›  Meet your needs

›  Meet your financial goals

›  Peace of mind/simplify your life

›  Build long-term relationships

›  Minimize risk/maximize returns/limit tax

›  Estate planning/investment management

›  High-quality service

The Few and the Brave: Some Advisors Stake Out Unclaimed Territory
Some websites highlight more uncommon value propositions—and many of these focus on what the 
firm is not, rather than what it is. For example:

Unusual attributes

›  Do not sell products (similarly uncommon 
was “offer quality products”)

›  Not a money management firm

›  Support high-net-worth/wealthy families

›  Multi-disciplinary talents

›  Is a family investment office

Unusual client benefits

›  Build a family legacy

›  Preserve assets during volatile markets

›  Understand personal aspirations

TURNING IDEAS INTO ACTION: HOW DO YOUR VALUE STATEMENTS MEASURE UP?

Look through the phrase cloud and accompanying lists. Do you say similar things about your 
own firm?

TOP TAKEAWAYS

›  Many advisors use similar value propositions as their competitors—which doesn’t help 
investors choose between them

›  The most commonly-used value theme is “Develop solutions that meet your needs”

›  Many advisors talk about their firm’s attributes without mentioning any client benefits

›  The most frequently-mentioned attribute is “independence”

›  You can use this section to check whether your own value proposition is unique
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II.  WHICH VALUE PROPOSITIONS REALLY WORK?
Are Investors Listening to What You Have to Say?
Advisors are saying many different things to investors—but are they the right things? Do investors 
really care about the types of statements that advisors like to put on their websites? Are their claims 
compelling to prospects and clients?

Methodology: Part Two
To find out, Pershing, in conjunction with Harris Poll, tested 29 advisor value proposition statements, 
which were collected from Barron’s Top 100 Advisors’ websites as well as from Pershing’s own experience 
and sources. Between January 29 and February 11, 2014, a total of 600 interviews were conducted online 
among a national sample of high-net-worth investors—those with at least $1 million investable assets 
excluding real estate and retirement accounts. In addition, the sample criteria included:

›  Shared or sole decision-making authority over household financial matters

›  Current use of an advisor, or at least somewhat open to using an advisor

What We Asked Investors
We explored investor attitudes by asking three different types of questions:

›  Unprompted importance. What do investors think—off the top of their heads—is the most important 
thing to look for when choosing an advisor?

›  Stated importance. How important do investors rate each of 29 value statements?

›  Tradeoff choices.* When forced to choose among value statements, which one do investors really  
care about?

›  Preferred wording. What specific words do investors like to hear?

*Geek note: Tradeoff choices were measured through maximum-difference scaling, often 
referred to as “max-diff.” Max-diff is used to scale sets of items, such as brand preferences, 
brand images, product features, advertising claims, among others, on a subjective dimension 
such as importance or appeal. The max-diff method has two components. The first is a special 
type of paired comparison question format, and the second is a statistical technique for 
deriving the underlying scale. Max-diff eliminates respondents’ tendency to rate many items as 
“extremely important,” and can also reveal latent or underlying decision drivers that may not be 
obvious from simple ratings of importance.
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TOP FIVE FINDINGS:  
HOW INVESTORS JUDGE TOP ADVISORS’ VALUE PROPOSITIONS
1.  There Are Three “Table Stakes” Promises That Every Advisor Needs to Make
Investors found these three themes to be the most compelling, strongly preferring them to all others:

›  Tailored solutions that meet your needs

›  Work in your best interests

›  Experienced investment managers

The trouble is, these themes are also among those most frequently used by advisors. For example:

In fact, it’s possible that investors rate these themes so highly precisely because so many advisors 
repeat them. The claims have become an expected part of an advisor’s pitch. Whatever the reason, 
these themes now seem to be “table stakes” for engaging with investors. If you don’t say them, you risk 
being excluded from consideration. However, the phrases are too commonly used to be unique: your 
value proposition will need to bring in other elements.

IDEAS TO ACTION: DO YOUR WEBSITE AND MARKETING MATERIALS INCLUDE THE TOP 
THREE “TABLE STAKES” THEMES?

2.  Simplicity Is Oversold
Many advisor websites promise to make investing easier using phrases such as “relieve the burden,” 
“simplify your life” or “offer peace of mind.” However, these propositions are rated as low in importance 
by most investors, who accept the need to take an active role in managing their own finances. 
Simplicity has greater appeal to younger and higher-net-worth investors, but for the most part, 
investors feel such statements oversimplify the complex realities of personal finance.
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3.  Advisors Need to Be More Aggressive About Being Conservative
Conservative approaches are sought by investors but undersold by advisors who offer them. While investors 
may not openly express their concerns, they are still wary of risk. When required to choose between 
alternatives, many investors strongly prefer value statements that suggest caution and prudence:

›  We focus on capital preservation and income

›  We take a conservative approach to help you live comfortably today and protect your legacy for the future

4.  Investors Still Wonder Whom to Trust
Years have passed since the financial crisis, and most of the financial industry has moved on. Investors, 
however, have not. Advisors and other financial professionals should realize that the investing public 
is still struggling with a lack of trust in the financial sector. Investors place very high importance on 
themes like:

›  Trust

›  Integrity

›  Accountability

›  Fiduciary Responsibility

Based on the systematic review of Top 100 websites, advisors need to address these issues more 
prominently. The challenge is to communicate credibly; it is not enough simply to say, “trust me.”

5.  There Is a Recipe for Formulating Effective Value Propositions
The highest-rated value statements—regardless of theme or topic—shared one thing in common. They 
all combined four different elements into a single statement:

›  Attributes. Characteristics of the advisor, such as a firm’s size or years of experience

›  Benefits. What the investor gains as a result of working with the advisor

›  Reason. A rational explanation of how the firm’s attributes produce benefits for the client

›  Emotion. Language that evokes a feeling

The highest-ranking value statements in stated importance include all four elements. Those at the bottom 
of the list typically contained only two or three elements—and especially failed to link emotional and 
rational arguments, or veered toward either the overly specific or the overly simplified.
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HIGHEST RATED STATEMENTS TAP INTO ALL FOUR ELEMENTS—ATTRIBUTES, 
BENEFITS, RATIONAL AND EMOTIONAL. ALL STATEMENTS IN THE TOP TIER 
LINK A FIRM ATTRIBUTE WITH A CLIENT BENEFIT.

78%
“We are accountable 

to our clients—we say 
what we do, and do 

what we say”

76%
“We built our firm on 

integrity and trust, because 
doing what is right for you  
is better for our business  

in the long run”

75%
“We are a registered 
investment advisor 

with a fiduciary duty 
to your interests”

73%
“We help you reach 

your goals with 
tailored solutions that 

meet your needs”

69%
“We continuously 

monitor the markets 
to help you navigate 
volatile conditions”

69%
“We are committed to 
open communication, 

guaranteeing you a personal 
response to every call or 

email within 24 hours”

68%
“We focus on  

capital preservation 
and income”

65%
“We provide 

access to best-in-
class investment 

managers”

63%
“We stay up to speed with 

the latest technology, 
market developments, 

and continuing education 
requirements”

67%
“We cultivate 

relationships based on 
mutual respect, and our 

advisors and clients enjoy 
working with each other”

■  attribute    ■  benefit    ■  rational    ■  emotional

HOW INVESTORS DECIDE
What Prospects Need to Know—and When
A value proposition repeats the same message consistently. However, points of emphasis can change over 
the course of client engagement. The variety of survey methods used in this study can help you distinguish 
between value statements that are important to investors at first blush, and those that come into play when 
making a final decision.

The First Things Investors Think About
What is on investors’ minds when they start their search for an advisor? In response to an open-ended 
question, investors named three considerations far more frequently than any other: integrity, expertise 
and understanding their needs. All other issues received significantly fewer mentions—for example, 
“Availability/Accessibility” was mentioned barely more than half as often as “Trust.”
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UNAIDED CONSIDERATIONS

17% 14%

13% 13%

7%
Availability/ 
Accessible

> Honesty/Integrity
“ Integrity and real concern  
for my interests.”

>  Expertise/Ability to give  
good financial advice
“ In-depth knowledge of the markets, objectivity, 
prudence, and above all, honesty.”

>  Client focused/Understanding 
my personal situation/needs
“ Know me well enough to be aware of 
my wants and needs.”

> Trust
“ That I can trust the advisor. I want 
them to see the whole financial picture 
so they can help avert catastrophe.”

What Investors Actually Prefer—When Forced to Make a Choice
One component of the survey required investors to make tradeoffs—to choose among different value 
propositions presented at the same time, a technique that can dig more deeply into their preferences.

Some value statements consistently beat all the alternatives:

›  We help you reach your goals with tailored solutions that meet your needs.

›  We focus on capital preservation and income.

›  We built our firm on integrity and trust, because doing what is right for you is better for our business in 
the long run.

›  We are accountable to our clients—we say what we do, and do what we say.

Hidden Factors That Influence the Final Decisions
What does it mean if an investor rates a statement highly—but then consistently picks a competing 
statement when forced to choose? This can suggest that statements selected under a forced-choice 
scenario are the real drivers of decision making, even if the investor does not realize it.

Statements that investors like, but may not be as critical in the end:

›  We are committed to open communication, guaranteeing you a personal response to every call or 
e-mail within 24 hours.

›  We provide access to best-in-class investment managers.

›  We stay up to speed with the latest technology, market developments, and continuing 
education requirements.

›  We strive to give you peace of mind in uncertain times.
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Latent drivers that carry more weight than investors realize:

›  We focus on capital preservation and income.

›  We take a conservative approach to help you live comfortably today and protect your legacy for 
the future.

›  We help you reach your goals with tailored solutions that meet your needs.

KNOW YOUR AUDIENCE
Top Themes Have Universal Appeal—But Demographic Segments Vary 
in Their Preferences
All demographic groups in the study—regardless of age, net worth and risk tolerance—placed highest 
importance on the same few “table stakes” statements. However, there was still variation in the 
importance of statements to specific market segments.

We provide guidance 
through life’s major 

events, including 
marriage, divorce 
and inheritance.

YOUNGER INVESTORS AND VERY HIGH-NET-WORTH INVESTORS CARE MORE 
ABOUT EASE AND SIMPLICITY. OLDER INVESTORS FIND THAT LESS IMPORTANT. 

We relieve you of the 
burden of managing 
your finances so you 

can be free to do what is 
important to you.

We offer a holistic 
approach to simplify 
every aspect of your 

financial life.

We offer a holistic 
approach to simplify 
every aspect of your 

financial life.

We provide guidance 
through life’s major 

events, including 
marriage, divorce  
and inheritance.

We relieve you of the 
burden of managing 
your finances so you 

can be free to do what is 
important to you.

We offer a holistic 
approach to simplify 
every aspect of your 

financial life.

Investors under 40 found 
the following statements 
more important than the 

average investor

Investors 65 and older found 
the following statements 
less important than the 

average investor

Investors with $5m+ in 
investable assets found the 
following statements more 
important than the average 

high-net-worth investor
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In a similar way, those with high risk tolerance valued, “We stay up to speed with the latest technology, 
market developments and continuing education requirements,” while those with low risk tolerance 
valued this statement significantly less.

WHO CARES THE MOST ABOUT THESE VALUE STATEMENTS?

We focus on capital preservation and income.

52%82%

We relieve you of the burden of managing your finances so you can be free to do what is important to you.

26%58%

We help business owners balance the needs of their business and their personal goals.

9%51%

We help high-net-worth individuals build a legacy for their families.

26%49%

We provide advice free from conflicts of interest because we take no commissions.

39%64%
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PLANTING YOUR FLAG
Finding Open Opportunities Neglected by Top Advisors
Using the survey results, we can draw a map of the marketplace—and find the unclaimed territories 
where very few advisors are making claims that investors want to hear.

>
>
>

>

>

>

>

>

>

>
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III.  HOW SHOULD VALUE PROPOSITIONS BE WRITTEN?
When it comes to developing a unique value proposition, determining what to say is only half the battle. 
How you say it is also important—because using the right words can make a big difference to investors.

What’s in a Name? Specific Words Makes a Big Difference
As part of the study, investors were presented with pairs of synonymous—or nearly synonymous—
words that are typically used in value propositions, and asked which they preferred. Sometimes both 
words were preferred equally, making them essentially interchangeable. However, in many cases, 
investors have a strong preference for one word over the other.

■  More preferred Word/phrase    ■  less preferred Word/phrase
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51%
49%LEGACY

INHERITANCE

51% 50%
49% 50%ADVOCATE FEE-ONLY

FIDUCIARY NO COMMISSIONS

■  More preferred Word/phrase    ■  less preferred Word/phrase

PLAIN BEATS FANCY

Many financial services websites are packed with the latest business buzzwords, yet investors 
prefer plain language to jargon by a large margin. For example, “Comprehensive” handily beats 
out “Holistic” as well as the trendy “360-degree view.”

EMOTIONAL BEATS RATIONAL

When judging between near-synonyms, investors prefer those that pack an emotional punch, 
such as “Unwavering” and “Passionate” rather than “Committed” and “Dedicated.”

TURNING IDEAS INTO ACTION:

Review your own Web pages and materials. How often do you use jargon? Do you link emotional 
and rational appeals together?

“NO COMMISSIONS” AND “FEE-ONLY” ARE ESSENTIALLY INTERCHANGEABLE.
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PUTTING RESEARCH TO WORK

Using Data to Help Shape Your Unique Value Proposition
This report offers you unprecedented insight into creating and using value propositions—revealing 
what top advisors say, and how investors react. How can you use the data presented here to help 
develop your own value proposition?

Top Tips for Using this Report

1 Include “Table Stakes” Promises—But Add More.

Your website and materials should include the top promises that investors want to 
hear most. However, you need something extra to be unique.

2 Don’t Oversell Simplicity.

Only young and very high-net-worth investors show much interest in simplifying 
their financial lives.

3 Give Conservative Approaches More Prominence. 

If your money management approach places special emphasis on preservation of 
capital, be sure to make it a highly visible component of your value proposition.

4 Work Hard to Establish Trust. 

Trust remains a much bigger concern for investors than the financial industry 
seems to realize.

5 Be sure to include four key ingredients in your value proposition: a firm 
attribute, a client benefit, reason and emotion.

They work together to ensure your message resonates.

6 Tailor your message to your ideal client profile. 

Different market segments care about different things.

7 Watch your language. 

Plain English works better than jargon, and an emotional tone outperforms flat, 
bland words.



FIND OUT MORE ABOUT THE COMPANY 
WE’VE BUILT FOR YOU
WE ARE PERSHING. WE ARE BNY MELLON.
pershing, a bny Mellon company, and its affiliates provide global financial 
business solutions to advisors, asset managers, broker-dealers, family 
offices, financial organizations, fund managers and registered investment 
advisory firms. a financial services market leader located in 23 offices 
worldwide, we are uniquely positioned to provide advisors and firms global 
insights into industry trends, regulatory changes and best practices, as 
well as shifts in investor sentiment and expectations. pershing provides 
solutions−including innovative programs and business consulting−that 
help create a competitive advantage for our clients.

PERSHING LLC
as the new Model Clearing firm™, pershing llC provides a broad 
suite of financial business solutions so advisors and broker-dealers 
can drive their business forward in a dynamic industry and regulatory 
environment. We are the #1 clearing firm in the u.s.* and our clients 
range from full service, institutional and independent firms to self-
directed and bank-affiliated broker-dealers and span the globe. With 
a keen eye on delivering dependable operational support, robust 
trading services, flexible technology, an expansive array of investment 
solutions, practice management support and service excellence, our 
solutions help advisors and firms manage their businesses efficiently 
and serve their clients effectively. pershing llC (member finra/nyse/
sipC) is a bny Mellon company. to learn more, visit pershing.com.

*based on number of broker-dealer clients, InvestmentNews august 2013

Important Legal Information—Please read the disclaimer before proceeding

•  Please read these terms and conditions carefully. By continuing any further, you agree to 
be bound by the terms and conditions described below.

•  This paper has been designed for informational purposes only. The services and 
information referenced are for investment professional use only and not intended for 
personal individual use. pershing and its affiliates do not intend to provide investment 
advice through this guidebook and do not represent that the services discussed are 
suitable for any particular purpose. pershing and its affiliates do not, and the information 
contained herein does not, intend to render tax or legal advice.

Warranty and limitation of liability

•  The accuracy, completeness and timeliness of the information contained herein cannot 
be guaranteed. pershing and its affiliates do not warranty, guarantee or make any 
representations, or make any implied or express warranty or assume any liability with 
regard to the use of the information contained herein.

•  Pershing and its affiliates are not liable for any harm caused by the transmission, through 
accessing the services or information contained herein.

•  Pershing and its affiliates have no duty, responsibility or obligation to update or correct 
any information contained herein.

Copyrights and Trademarks 
Except as may be expressly authorized, all information contained in this guidebook 
may not be reproduced, transmitted, displayed, distributed, published or otherwise 
commercially exploited without the written consent of Pershing LLC.

© 2014 pershing llC. pershing llC, member finra, nyse, sipC, is a wholly owned 
subsidiary of the bank of new york Mellon Corporation (bny Mellon). trademark(s) belong 
to their respective owners. for professional use only. not for distribution to the public.
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