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• Momentum around sustainable investing and practices that incorporate 
environmental, social, and governance (ESG) factors continues to grow. Yet 
advisors who want to offer sustainable investing within their practices may 
struggle with how to tell their story in a way that stays true to their firm values and 
resonates with end clients.

• Firms can start by examining five core messaging pillars and determining which 
connect best to their firm’s overall brand and positioning around sustainable 
investing.

• In addition, consider your clients’ potential mindsets and what they may value 
most in an approach to sustainable investing.
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Interest in sustainable investing is on the rise across multiple investor segments. 
According to Cerulli, 72% of high-net-worth (HNW) practices—defined as those with 
at least $5 million in investable assets—offered capabilities that included ESG in 2020, 
up from 44% in 2015.1 Investor demand for sustainable investing is now also moving 
into affluent households with at least $1 million in investable assets; 42% of this group 
prefer to invest in companies that can point to a social or environmental impact, and 
interest is even higher among affluent Millennial (73%) and Gen X (44%) households.2

Despite this momentum, advisors who have an interest in adding sustainable 
investing to their offerings may continue to hold back due to concerns about how 
to develop their narrative around these capabilities. In the absence of standard, 
industry-wide vocabulary, they wonder what messaging and related terminology will 
resonate best. 
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To help advisors start down this path, Fidelity Labs examined the websites of 25 U.S. financial 
advisors that include sustainable investing as a facet of their service. This analysis uncovered five 
overarching themes—or pillars—that firms can speak to when developing their messaging around 
sustainable investing (Exhibit 1). 

This paper provides insight into what those pillars are, which ones are most common, and examples 
of how a firm may put them into practice. Where possible, we supplement the analysis of these 
pillars with real-world examples of language from the websites of three firms that—over time—
have honed their unique messaging around their offerings. 

Determine Which Pillars Connect to Your Positioning
A firm’s use of these pillars does not have to be mutually exclusive. Instead advisors can consider 
which pillar or pillars are most relevant to their firm’s overall value proposition and specific point 
of view on sustainable investing. For example, a firm that leads with sustainable investing as a 
competitive differentiator may primarily promote messaging on values alignment, but lean on each 
of the pillars to some degree as it lays out the justification for being solely focused on sustainable 
practices. On the other hand, a firm that has a strong orientation around charitable giving may lead 
with messaging around impact and the potential for sustainable investing to influence the change 
clients already seek out with philanthropic endeavors. Consider the following thought starters and 
examples as you build out your messaging and talking points on how sustainable investing fits with 
your practice’s investment, marketing, and communication strategies.

EXHIBIT 1: An analysis of advisor websites reveals five common messaging themes on sustainable investing

Source: Fidelity Investments.

Values Performance Impact Risk Engagement

Appeals to investors’ 
preferences and values, 
offering opportunities  
to align investments 
with those values

Integrates ESG factors 
into the investment 
process in order to 
potentially identify 
superior investment 
opportunities

Highlights the potential 
for investments to 
inspire positive change 
on environmental, 
social, or corporate 
governance issues

Uses analysis of ESG 
factors to develop more 
holistic perspectives 
on investment risk and 
improve portfolio risk 
management

Emphasizes shareholder 
advocacy and proxy 
voting practices to 
improve corporate 
performance on ESG 
issues
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Language demonstrating values messaging: 

“We work with socially and environmentally 
conscious individuals, families, business owners, and 
corporations, providing a returns-focused alignment of 
investments and financial planning with your values.” 

—Example based on analysis of 25 websites

“Embrace the future and align your personal beliefs. 
When you support sustainable practices, you have 
chosen to participate in a rapidly growing trend and 
invest in a human way. You have chosen to embrace 
positive change and with a higher level of scrutiny 
of corporate behavior, allowing your investments to 
express your deepest beliefs and values.” 

—Mission Wealth website

“[W]e can help you discern what drives you: your 
fundamental worldview and how you want to make a 
difference in your lifetime according to your sense of 
identity and purpose.“ 

—Clarity Asset Management, Inc. website

Values

Over two thirds (68%) of advisor websites we 
reviewed incorporated messaging around 
values.3 Focusing on values potentially gives 
firms flexibility to meet investors where they are, 
across a variety of causes an investor base may 
care about. This may be especially appropriate 
for practices that specialize in market niches that 
may hold common values (religious affiliation, 
for example). Some potential ways to speak to 
investors this way could include:

• Make investment decisions using the same 
principles that guide your other decisions in life.

• Bring consistency to managing your money with 
the ideas and issues that motivate how you 
choose to live your life.

• Focus on investing with firms that recognize the 
values that already enrich and define your life.

Language demonstrating performance messaging: 

“It is possible to gain a competitive advantage through 
responsible investment.” 

—Example based on analysis of 25 websites

“Our socially responsible investment philosophy has 
helped our portfolios achieve solid financial and social 
cumulative returns since 2006.“ 

—Reynders, McVeigh Capital Management, LLC 
website*

Performance

Some practices may choose to focus on perceived 
performance implications of sustainable investing. 
For example, practices that hold out investment 
management as a key differentiator in the 
marketplace could opt for this messaging, within 
the usual compliance constraints. This messaging 
pillar was highlighted by 44% of firms we reviewed; 
advisors who feel this describes their firm may 
decide to use language like the below:4

• Embrace a changing world by investing in 
companies best prepared to address evolving 
opportunities.

• We focus on investing in companies that can 
profit from taking on the new challenges we face.

• We see potential in companies that can 
adapt and prosper in different conditions and 
environments in the coming years.

*For further details, see the Reynders, McVeigh Capital Management, LLC 
website at https://reyndersmcveigh.com/wp-content/uploads/2021/05/RM_
WhoWeAreSocial_5.12.21.pdf.
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Impact

Some advisors may find that they and their clients are 
enlivened by the possibility of their investments having 
impact on issues that are important to them. Almost 
one-third (32%) of firm websites we examined position 
sustainable investing as a vehicle to inspire positive 
change by carefully selecting funds or companies that 
are committed to environment or social issues.5 A 
challenge for advisors who go this route is to be sure 
that there are appropriate investment vehicles for the 
issues that matter to their clients, and the messaging 
strategy should account for this:

• Wherever possible, we look for opportunities for 
our clients’ capital to provide financial returns and 
inspire positive change in our world.

• The collective power of investors’ decisions for how 
to allocate their investments can be a significant 
lever to change.

• We specialize in considering investments that 
both address our clients’ financial needs and also 
support entities that are doing the right things to 
make the world a better place.

Language demonstrating impact messaging: 

“Our investment strategies provide an extra layer 
of research to make sure your money is invested 
for your future and is aligned with companies who 
are making good decisions for the environment, 
employees, and societies they affect.” 

—Example based on analysis of 25 websites

“Our asset management approach focuses on the 
reality that we are called, together as a team, to 
the stewardship of a lifelong trusted relationship 
with you in order to enhance your financial health 
and the welfare of our community.“ 

—Clarity Asset Management, Inc. website

If charitable giving is part of your firm’s overall offering, 
sustainable investing could provide opportunities to help 
your clients further these goals. Philanthropic vehicles such 
as donor advised funds can serve as an additional offering 
that fits with messaging around values and impact.

Language demonstrating messaging on risk: 

“Sustainable investment strategies are also our 
focus as they tend to avoid negative trends and 
align with positive economic solutions. These 
solutions include a universe of companies that tend 
to avoid regulatory trouble and class action suits. 

—Example based on analysis of 25 websites

“Liabilities can take root beyond the balance sheet. 
We gain better insight into how each prospective 
investment will fare across a range of economic 
scenarios through the proper integration of 
environmental, social, and governance (ESG) 
analysis, which we believe is a critical complement 
to our proven quantitative analysis.“ 

—Reynders, McVeigh Capital Management, LLC 
website

Risk

Twenty-eight percent of advisor websites we examined 
discussed sustainable investing as a strategy that 
contributes to the firm’s risk management orientation.6 
This may be particularly relevant for firms who lead with 
sustainable investing and consider ESG measures as 
additional data points when investment decisions and 
seeking to reduce portfolio risk. For example:

• We open the lens in which we examine potential 
risks to portfolio companies, and consider 
environmental, social, and governance issues as 
part of our consideration of risks to client portfolios.

• Our firm looks for investments in entities that 
demonstrate awareness and readiness for a 
changing world, and who take a more holistic view 
of the risks that their businesses face.

• We believe investment returns depend on healthy 
environmental and social systems, and so we’re 
intent on structuring portfolios that appropriately 
account for risks to those systems.
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Engagement

Although very few independent advisory firms position 
sustainable investing as a way to influence change at companies 
that clients invest in, this could be a missed opportunity. 
Advisors who use sustainable funds that actively engage with 
companies could echo some of this language in their own 
approach. Messaging around this benefit offers an opportunity 
to differentiate your approach and offering, and it may hold 
special appeal among investors who seek out impact in their 
investments. Consider talking about it in the following ways:

• We select funds with asset managers that actively engage with 
their company holdings and look to meaningfully impact their 
ESG performance.

• As providers of capital, our clients can have influence on their 
portfolio companies, and we look for ways to be sure our 
clients’ voices are heard.

• Beyond the money our clients invest, we understand the 
potential power of investors having a say on company 
strategies, and we consider how the money managers who 
work on our clients’ behalf exert that influence.

• The companies in our clients’ portfolios need to hear from us 
on the issues that matter, and we take the voting privileges 
that come with stock ownership seriously.

Continue to Assess and Adapt Messaging as Your 
Sustainable Investing Approach Matures
As ESG continues to evolve, expect that your and your clients’ 
points of view on sustainable investing practices will change as 
well. The process of developing your messaging may feel like 
a continual work in progress, and this is okay given the pace 
of change on the subject. Discussions on issues pertaining to 
sustainable investing represent an opportunity for advisors to 
uncover client desires, deepen relationships, and have honest 
conversations about new capabilities you can bring to the table. 

Language demonstrating 
engagement messaging: 

“Activism: Manager engagement to 
improve sustainability policies.” 

—Mission Wealth website

“It is our responsibility to encourage 
the companies in which we invest to 
demonstrate exemplary corporate 
behavior. Through engagement, we 
seek out and work with companies 
that are providing solutions to the 
benefit of all stakeholders—investors, 
management, employees, end 
consumers, and their communities.“ 

—Reynders, McVeigh Capital 
Management, LLC website
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Fidelity’s ESG Mindsets Can Help You Fine-Tune Your Narrative for Clients

Impact Seekers

Alignment Seekers

Expression Seekers

Security Seekers

Impact Seekers want their investments to make a measurable 
difference in the world. They may be attracted to thematic 
investments in areas where they can see tangible progress. They 
want evidence that shows they are benefiting the causes they care 
about. In addition to impact messaging, engagement messaging could 
resonate with this group.

Alignment Seekers want their investments to be consistent with their 
values. They may want to avoid the “worst of the worst” but are often 
open to guidance about specific investing strategies. These investors 
sleep better at night knowing that their investments may be doing a 
little bit of good for the causes they care about. Values messaging will 
likely appeal to this group. This group is also mindful of returns and could 
be attuned to messaging around ESG as a way to help manage risk.

Expression Seekers want their investments to make a statement 
about issues that are important to them. They may seek to avoid 
companies or entire industries that they consider unethical. They may 
see their investments as a way to reward “good” companies or punish 
“bad” ones. This group may respond positively to values messaging, 
particularly if it relates to an issue or organization that they are already 
connected with in other facets of their lives. They may also appreciate a 
point of view on engagement, as it is a way for them to have their voice 
amplified by a like-minded fund manager.

Security Seekers want their investments to get solid returns and are 
wary of making changes based on non-financial factors. They are not 
likely to change their investments to support causes, but they might 
consider ESG data as a way to help make better investing decisions. 
Messaging around performance and risk will appeal to this group.

Action Items
• Engage in conversations with internal stakeholders 

and key clients on why sustainable investing might 
matter to them.

• Reflect on your personal point of view on sustainable 
investing and think of how you might talk about that 
with clients.

• Identify parts of your existing messaging that might 
already align well with a narrative around sustainable 
investing.

• Familiarize yourself with the ESG mindsets and 
imagine which clients could fit into each one.

• Become familiar with how the industry at large 
and your competitors and peers currently address 
sustainable investing in their marketing and 
communications.

• Consider what kinds of digital content—such as 
videos and blogs—will be most effective when 
communicating the nuances of your messaging. 

As you start to zero in on your 
primary messaging pillars and 
language that speaks crisply to your 
sustainable investing approach, 
remember that your clients are on 
their own journey with regard to 
sustainable investing and what it 
means to them. Engage with your 
client in ongoing conversations 
about sustainable investing, in which 
you work together to clarify their 
needs and your capabilities to meet 
those needs. Fidelity has uncovered 
four unique mindsets that reflect 
how investors think about 
sustainable investing and ESG.
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