
Crafting Your Unique 
Identity to Attract More 
of Your Ideal Clients

BRANDING ESSENTIALS FOR RETIREMENT PLAN ADVISORS



In the crowded world of retirement plan advising, standing out isn’t just a 
challenge—it’s a necessity. A strong personal brand can transform how clients 
perceive you, establishing trust and differentiation in a competitive market. 
This ebook distills expert branding principles into actionable insights tailored 
specifically for retirement plan advisors. By the end, you’ll have the tools to 
build a personal brand that resonates with clients, showcases your unique 
value, and drives success.

Great Gray Trust Company has recently gone through a major brand evolution. What follows is a 
distillation of the key principles we’ve learned and adopted through the process. 

Check greatgray.com to see how we’ve evolved and explore the world of Collective Investment Trusts. 

INTRODUCTION



EXAMPLE

Think of financial advisors like 
Suze Orman. Her personal brand 
emphasizes empowerment, 
simplicity, and no-nonsense financial 
advice. Clients gravitate toward her 
because her brand is clear, consistent, 
and relatable.

What is Personal Branding?
CHAPTER 1: UNDERSTANDING PERSONAL BRANDING

Personal branding is the practice of marketing yourself and your career 
as a brand. It’s not just about logos or business cards—it’s the perception 
others have of you. Jeff Bezos famously said, “Your brand is what people 
say about you when you’re not in the room.”

Why Does Personal Branding Matter?

Build deeper  
client 

relationships.

Attract ideal 
clients who 

align with your 
expertise.

Differentiate 
yourself in 
a crowded 

marketplace.

For retirement plan advisors, trust is your most valuable asset. 
Clients want to work with someone they know, like, and trust. 
A compelling brand helps you:



Self-Assessment:  
What Makes You Unique?

CHAPTER 2: IDENTIFYING YOUR POSITIONING

Start by reflecting 
on your strengths 
and passions:

What are you best at? 
(e.g., simplifying complex 
retirement plans)

What do clients thank  
you for most often?

What drives you to  
excel in your field?

Craft Your Unique  
Value Proposition (UVP)

A UVP answers the question:  
Why should a client choose you over 
someone else? Example: “I specialize 
in helping small businesses maximize 
their retirement savings with custom, 
easy-to-manage plans.”

PRO TIP
Create a client persona. Give them a name, age, department, and key 
retirement goals. This makes your audience tangible and helps you 
tailor your brand..

Define Your Target Audience

Small 
Businesses?

Public  
Firms?

Tech  
Startups?

Understanding who you serve is crucial. You may have 
diversity in your book of business, but it helps to figure 
out where you commonly excel. Are your best clients:



The Power of Storytelling
CHAPTER 3: DEVELOPING YOUR PERSONAL STORY

Humans connect through stories. Sharing your journey—why you became a retirement plan advisor, 
challenges you’ve overcome, or clients you’ve helped—creates emotional bonds.

Craft Your 
Narrative

Use this 
framework:

EXAMPLE

A financial advisor could share how their personal 
experience with a mismanaged retirement plan 
inspired them to help others avoid similar pitfalls.

 

SETUP
Share your background 

e.g.

“I grew up watching my parents 
struggle with retirement 

planning.”

 

CONFLICT
Highlight a challenge 

e.g.

“I realized that many business 
owners aren’t deeply resourced 

to support their staff’s  
retirement goals.”

 

RESOLUTION
Position yourself as the solution 

e.g.

“I became an advisor to simplify 
retirement planning for business 
owners so that people don’t need 

to struggle like my parents.”



What is Brand Personality?
CHAPTER 4: DEFINING YOUR BRAND PERSONALITY

Your brand personality is the 
human-like traits associated 
with your business. Are you:

Align Your 
Personality with 
Client Expectations

A financial advisor could share 
how their personal experience 
with a mismanaged retirement 
plan inspired them to help 
others avoid similar pitfalls.

Consistency  
is Key 

From client emails to your 
LinkedIn posts, your tone and 
personality should remain 
consistent.

Authoritative and 
professional?

Friendly and 
approachable?

Analytical and 
detail-oriented?



Visual Identity 
and Brand 
Consistency

CHAPTER 5: 

Why Consistency 
Matters
Think of popular cola brands.  
Whether it’s an ad, a can, or a 
billboard, the brand is instantly 
recognizable because of consistent 
design and messaging.

Create a Professional Visual Identity

Logo: 
Hire a designer to create a simple, 
memorable logo.

Colors: 
Choose 2–3 brand colors. Blue 
conveys trust; green implies growth.

Typography: 
Select readable fonts for 
professionalism.



Communicating 
Your Brand Through 
Tone and Voice

CHAPTER 6:

Tone in Client  
Communications
Tailor your tone to your audience 
– what tone do you identify in the 
following statements?

PROSPECTING EMAIL: 

CLIENT REPORT:

Hi Sarah, I noticed your firm has a 
strong focus on employee benefits. 
I’d love to discuss how we could help 
you enhance your 401(k) offerings.”

Based on your investment  
strategy, here’s how we’re  
optimizing your portfolio for  
the next quarter.”

Define Your Voice
Your voice is how you speak to your audience. 
Consider:

Are you 
conversational  

or formal?

Do you use industry 
jargon or simple 

language?



Delivering Your Brand Through 
Client Service

CHAPTER 7: 

Deliver on Your Promise
Your service is the ultimate expression of your 
brand. If you promise responsiveness, reply to emails 
promptly. If you emphasize expertise, ensure you’re 
always prepared for meetings.

Enhance Client Experience
Map out every touchpoint in your client’s journey:

1

Initial  
consultation

2

Onboarding

3

Ongoing  
communication

4

Annual  
reviews

Align each 
step with your 
brand values.



Showcasing 
Examples from 
Renowned 
Brands

CHAPTER 8: 

LESSON FOR ADVISORS:

Simplify your messaging. Instead of overwhelming clients 
with financial jargon, focus on clear, actionable advice.

Case Study: Apple

Apple’s brand focuses on simplicity 
and innovation. Everything they 
do—from product design to 
advertising—reinforces this.

https://www.bing.com/ck/a?!&&p=bf3174c7996a487eae817208d11cf05c8d083e05a481faabd27efc77f2c5b7b2JmltdHM9MTczNjgxMjgwMA&ptn=3&ver=2&hsh=4&fclid=1e1a704e-0b8e-6f5a-114d-651d0a566e5a&psq=Apple%27s+brand+simplicity+and+innovation&u=a1aHR0cHM6Ly93d3cuYWNjZWxpbmdvLmNvbS9hcHBsZXMtZ2xvYmFsLXN0cmF0ZWd5Lw&ntb=1
https://www.bing.com/ck/a?!&&p=bf3174c7996a487eae817208d11cf05c8d083e05a481faabd27efc77f2c5b7b2JmltdHM9MTczNjgxMjgwMA&ptn=3&ver=2&hsh=4&fclid=1e1a704e-0b8e-6f5a-114d-651d0a566e5a&psq=Apple%27s+brand+simplicity+and+innovation&u=a1aHR0cHM6Ly93d3cuYWNjZWxpbmdvLmNvbS9hcHBsZXMtZ2xvYmFsLXN0cmF0ZWd5Lw&ntb=1


WHY GREAT GRAY TRUST COMPANY? 

At Great Gray we believe in - and are driven by - growth. Continually expanding and transforming retirement solutions with 
a mindset that reaches far beyond the status quo, starting with CITs. Bringing new efficiencies, new possibilities and new 
objectives to our clients. And to their clients. 

Always listening, learning, innovating on top of a long-standing reputation for fiduciary strength and expertise. 

Creating what’s next - for CITs and beyond - from a critical foundation of discipline and trust. 

Empowering our industry, clients, and ourselves to grow confidently.

Great Gray Trust Company, LLC Collective Investment Funds (“Great Gray Funds”) are bank collective investment funds; they are not mutual funds. Great Gray Trust 
Company, LLC serves as the Trustee of the Great Gray Funds and maintains ultimate fiduciary authority over the management of, and investments made in, the Great Gray 
Funds. Great Gray Funds and their units are exempt from registration under the Investment Company Act of 1940 and the Securities Act of 1933, respectively. 

Investments in the Great Gray Funds are not bank deposits or obligations of and are not insured or guaranteed by Great Gray Trust Company, LLC, any bank, the 
FDIC, the Federal Reserve, or any other governmental agency. The Great Gray Funds are commingled investment vehicles, and as such, the values of the underlying 
investments will rise and fall according to market activity; it is possible to lose money by investing in the Great Gray Funds. 

Participation in Collective Investment Trust Funds is limited primarily to qualified retirement plans and certain state or local government plans and is not available to IRAs, 
health and welfare plans and, in certain cases, Keogh (H.R. 10) plans. Collective Investment Trust Funds may be suitable investments for plan fiduciaries seeking to construct 
a well-diversified retirement savings program. Investors should consider the investment objectives, risks, charges, and expenses of any pooled investment fund carefully 
before investing. The Additional Fund Information and Principal Risk Definitions (PRD) contains this and other information about a Collective Investment Trust Fund and is 
available at www.greatgray.com/principalriskdefinitions or ask for a free copy by contacting Great Gray Trust Company, LLC at (866) 427-6885. 

Great Gray and Great Gray Trust Company are service marks used in connection with various fiduciary and non-fiduciary services offered by Great Gray Trust Company, LLC. 

©2025 Great Gray Trust Company, LLC. All rights reserved.


