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• Identify key 

organizations and 

market segments.

• Compare 

messaging, 

services and 

branding.

• Identify key 

observations and 

opportunities.

Landscape Positioning Insights

Purpose

Research includes competitor positioning, messaging, websites, thought leadership and social 

media.

Understand Wespath's competitive landscape through a Marketing & 

Communications lens.



Competitive Landscape

Competitors were grouped based on how they compare to Wespath's core 

business:

Faith-based 

Benefits

Benefits & 

Retirements

Investment Firms

Segment 1 Segment 2 Segment 3



Competitive Positioning



• Founded in 1948

• Headquartered in Dallas, Texas

• Serves Christian churches, ministries, & 

non profit organizations 

Segment 1: Faith-Based Organizations
Representative Organization: GuideStone

Why GuideStone?

✓ Closest comparison to Wespath

✓ Offers retirement, health, investment 

and insurance solutions

✓ Strong faith-based mission & values-

driven investing

✓ Serves ministries beyond its Southern 

Baptist roots



Key Themes

• Mission before products 

• Faith-centered language 

• Consistent brand voice

Examples

• "Serving those who serve the Lord."

• "Start well. Stay well. Finish well."

Messaging



GuideStone Website



GuideStone Website



The GuideStone website 
establishes the brand 
before explaining the 
business.



Social Media



Contemporary content 
strengthens—not distracts 
—from their mission.



GuideStone Thought Leadership



Education meets members 
where they are in life.



Key Takeaways
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Mission First

Every channel reinforces GuideStone's faith-based identity.

Trust Before Products

Brand credibility is established before discussing services.

Audience-Centered Communication

Content is tailored to members' life stages and needs.



• Founded in 1918

• Headquartered in New York, New York

• Serves higher education, healthcare, 

research and nonprofit organizations

Segment 2: Benefits & Retirement Providers
Representative Organization: TIAA

Why TIAA?

✓ Largest organization in this segment 

✓ Most comparable to Wespath’s 

business model 

✓ Broad retirement, investment & 

wellness services 

✓ Strong benchmark for marketing & 

communications 



Key Themes

• Purpose-driven financial security

• Retirement confidence & long-term planning

• Trusted guidance for mission-driven 

organizations

Examples

• “Helping those who help others.”
• “Passion for life, meet money for life.”
• “Our best performing portfolio is you.”

Messaging



TIAA Website



The user journey begins 
with a task—not the brand.



Social Media



Partnerships expand the 
brand beyond financial 
services.



TIAA Thought Leadership



TIAA’s thought leadership takes 
two forms:

 Direct educational expertise on 
its website and storytelling-driven 
narratives on social media.



Key Takeaways
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Utility First

Members meet a task first, not a brand story.

Brand Beyond Banking

Partnerships extend TIAA past financial services.

Two-Track Thought Leadership

Expertise on the site, storytelling on social.



Segment 3: Investment Firms
Representative Organizations: Fidelity, Vanguard & BlackRock

Common Characteristics

✓ Global brand recognition

✓ Investment-first messaging

✓ Broad consumer audience

✓ Scale-driven digital experiences



Segment 3: Marketing & Communications
Shared patterns across Fidelity, Vanguard & BlackRock

Messaging

• Performance

• Expertise

• Financial confidence

Website

• Task-oriented

• Product-focused

• Personalized dashboards

Thought Leadership

• Market insights

• Investing research

• Economic outlooks

Social Media

• Financial education

• Market commentary

• Brand campaigns & sponsorships



Key Takeaways
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Scale Over Intimacy

Global recognition lets the product lead the message.

Investment-First Positioning

Performance and expertise carry the brand, not mission.

Education as Engagement

Research and market commentary drive everyday reach.





What This Analysis Reinforced
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Mission Is Our Foundation
Wespath's faith-based identity is already a natural differentiator within the marketplace.

Credibility Must Match the Mission
Organizations across every segment reinforce trust through expertise, education and 

consistent communication.

Consistency Creates Stronger Brands
The strongest organizations deliver a unified message across every touchpoint, from 

websites to social media.

The Opportunity
Continue strengthening how Wespath communicates its value — not changing what 

makes it unique.



Opportunities
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Leverage Strategic Partnerships
Build conference, church and ministry partnerships into co-created content and speaking 

engagements.

Highlight More On-Site Experiences
Cover conferences, events, member visits and behind-the-scenes moments to showcase the 

community.

Expand Video-First Storytelling
Use short-form video for updates, education and event coverage beyond static graphics.

Continue Investing in Educational Content
Extend expertise through life-stage resources, practical guidance and thought leadership.

Leverage Leadership & Employee Voices
Feature staff, leadership and member stories to humanize the organization and strengthen trust.



Thank You

Trinity Maze | Summer 2026 Internship Project

Marketing & Communications
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