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Learning Objectives

Learning Objectives
Weôll cover:
1. Why brand matters for financial services 

businesses in 2026.

2. Explore how branding develops trust and loyalty 
and can generate value.

3. Consider what good branding looks like and how 
this supports growth.

4. Evaluate how we articulate our personal, company 
and service offering brand.



A 30-second brand audit

A 30-second brand audit
Brand strength is often revealed in the small detail, Ŕƣќƚ worth 
pausing to assess how clearly and consistently your firm 
currently presents itself.

The following questions are designed to surface gaps 
and opportunities.

Ask yourself:
иIs our positioning obvious?
иIs our messaging consistent across touchpoints?
иWould a professional introducer find it easy to describe us?
иDoes our brand align with our growth ambitions?

Brand strength  is often  revealed  in the small  inconsistencies.



Why this matters now

Why this matters  now
Advisory firms operating in:
More scrutinised, competitive and transparent 
environment.

Trust takes longer to earn and seconds to lose.

ÑŸĬċǃќ session  is about  how brand 
influences  commercial  performance, 
not  just  marketing  output.



Part 1
The commercial reality

Part 1
The commercial 
reality



Brand is a trust accelerator

Brand is a trust  accelerator
In financial services, brand plays a disproportionate role because 
the purchase is intangible.

The Bain and Company research into 
banking and financial  product  purchase 
in 2025 shows 67% of consumers
need to trust  a brand before 
considering buying.
In advice services, trust is rarely built  in the first meeting. 

It begins before that т through perception.

Your brand shapes that perception.



People influence decisions

People influence  decisions
65% of consumers say leadership 
and employees influence  their 
decision to buy.

For advisory firms, ƣőċƣќƚ critical.

иYour advisers
иYour tone
иYour communication
иYour consistency

All of it either reinforces credibility or introduces uncertainty.



Consistency drives revenue

Consistency drives revenue
The LinkedIn Brand Statistics report from August 2024 tells us

Consistent  branding can increase 
revenue by up to 23%.

иNot because branding is aesthetic.
иBut because consistency signals reliability.
иIn regulated advice, reliability is a commercial advantage.
иWhen a firm appears aligned and deliberate, 

clients feel safer proceeding.



The market context for IFAs

The market context  for IFAs
Langcat Fragmented World 2024IFA Tech Choices

иHow do you choose yours?
и100+ Technology companies including:
и29 adviser platforms
и21 back office / CRM
и12 risk profilers
и8 cashflow planners
и7 investment research
и8 client portals

Clients and advisers are navigating choice at scale.

Where services and performance are increasingly 
comparable, clarity becomes decisive.

Brand is often the clearest expression of that clarity.



An opportunity for Individual and group discussions

An opportunity  for 
Individual  and 
group discussions



Part 2
What this means for your firm
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What this means 
for your firm



�
Your brand is 
what other people 
say about you 
when �…�:�j�
�X�ô not in 
the �X�:�:�1��
Jeff Bezos


