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Building Your Impact Brand 
 

 

Branding for the financial professional is not trying to compete on a giant scale of actions such as Coca 

Cola or Mercedes. It is burning the consultant’s image and competence into the minds of prospects and 

clients in everything that is presented to them no matter what size company. The snapshot that one 

projects to the public should be carried through to the smallest detail – an effective campaign of 

keeping the identity. 

 

Competition is Increasing 

 

There is an explosion in the area of financial services and competition is increasing on a national and 

community level. Everybody wants clients. Consultants want to vie for those already committed to 

someone else while preventing their own from going elsewhere. 

 

Who Wants Clients? 
 

Competitors include: 

 Agents and Consultants 

 Local and International Banks 

 Stock Brokers 

 Eventually securities and insurance companies will 

write to the customer with no agent or sales 

representative. 

 

Many of these entities have giant advertising budgets with visible locations. They attempt to leverage 

their existing customer relationships such as checking accounts, mortgages, car loans and credit cards 

as a way to replace the consultant. Many of them have a vast marketing staff with call centers. They 

spend high dollars on branding and advertising. 

 

However, there are drawbacks. These companies tend to have a high staff turnover rate. They 

constantly switch employees and locations from one to another. The types of people they hire 

generally have no prospecting experience and poor communication skills. They are lacking in product 

and tax knowledge. 

 

What big companies would like the public to believe is that size equals quality. Their advertising tries to 

claim that giant institutions are very warm and personal. These institutions try to offer all services and 

all products to all people. There is little customer differentiation and they depend on public advertising 

to reach their market. 
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These competitors wait for customers to walk in the door or call, driven by their aggressive advertising 

programs. They believe this will happen despite having no personal relationship between the customer 

and the person delivering financial advice or products. 

 

Very few take the effort to acquire a professional designation and their advisory staff is not engaged in 

professional continuing education. Most importantly, they lack the passion and dedication that drives 

most financial consultants to help others build a strong and lasting structure of financial security. They 

have no invested mission. 

 

A Strong Brand 
 

Can a small firm or individual successfully compete? Of course, provided that they have built a very 

strong Brand – one that has maximum IMPACT! 

 

A strong Brand makes the selection process much easier. It banishes the unknown vendor who may or 

may not be producing a superior product or giving outstanding performance. Branding can 

precondition the initial prospect and return a well-served client to purchase more services and 

products. It makes the product sale or the new client relationship easier and faster. 

 

An Image is a Brand 
 

If the right image is projected, it will result in a very valuable Brand. This image must be appropriately 

defined and clearly communicated. Prospects and clients must be confident that their consultant is: 

 

Objective – at all times professional and 

umbiased advice must be delivered. 

 

Qualified – must be viewed as competent, 

knowledgeable and attentive to the goals and 

objectives of their client. 

 

Thorough – that their consultant will address an 

overall financial impression and follow through 

with any plans or goals that are set forth. 

 

Most Importantly Ethical and Caring – in today’s society, the public must be absolutely certain in 

whom they are trusting with their financial security. 
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Why Project An Image? 
 

Projecting a meticulous image is essential. People will not give high quality referrals UNLESS the 

consultant has a strong and favorable Brand. Unless all the images projected are positive, prospects 

will choose to do business with someone else. At the beginning they have no loyalty.  

 

The Brand is also important to others that become part of the consultant’s network: 

 Accountants and attorneys will work cooperatively only if a very high quality image is 

projected. 

 Local media, such as editors and broadcasters want to highlight only the most qualified 

financial professionals. 

 Community organizations need to feel comfortable that a prospective speaker is 

unblemished and highly qualified. 

 Administrative staff is better engaged and supportive if there is a clear mission. 

 

Effective Branding Principles 
 

Core Branding principles that effectively position a consultant much more favorably than all of the 

competitors: 

 

Structure – most clients have extremely disorganized financial records. They look to the consultant to 

bring order and structure into their financial life. 

 

Consistency – a consultant must deliver on commitments made and in a timely manner. 

 

Trustworthiness – the terrible stories of Ponzi schemers and outright crooks have sensitized prospects 

and clients to place a very high premium on ethical practices and behavior. 

 

Consumer Attitudes/Decisions 
 

Consumer attitudes really count. There is solid research that 

substantiates the value of a Brand and its power to both attract 

and retain customers. Why do some corporations pay big salaries 

to multiple Brand managers? Because it works!  

 

Consumers consider the Brand before making a purchase – especially when committing to important 

financial products and professional services. When the financial stakes are bigger, Branding is even 

more important – especially to the upscale prospect. 
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Brand Loyalty 
 

Brand loyalty is maintained by continued efforts to positively project an unforgettable and catchy 

image. That is why companies like Coke and Pepsi will fight any soft drink company that attempts to 

create a traditional bottle like Coke or a color style like Pepsi. The Apple logo now implies a product 

with unique features and high reliability. A Brand must be continuously monitored and cultivated. 

 

Perceptions 
 

Brands are intrinsic perceptions. How do prospects and clients obtain their first impressions? By what 

they see, what the consultants say and sometimes on what they read. Lesson learned – first 

perceptions count.  

 

The most important perception is the subconscious belief that the consultant really cares for them on 

an emotional basis and not just trying to get a commission 

or fee.  

 

Prospects and clients whether wealthy retirees, young 

couples, professionals or business owners have three 

major concerns: 

 

1) Is the consultant product or customer focused?  

Any image that implies the primary goal is to sell something rather than help a client will destroy 

the relationship BEFORE it even begins. 

 

2) Is the consultant perceived as being sales or advice oriented?  

People like to believe that they make purchases by their own decision - not 

being sold something by an aggressive sales person. 

 

3) Is the consultant unknown or very well regarded?  

When the professional or the firm is well known and well respected, all of the 

steps of attracting and retaining clients will fall into place. 

 

Traditional perceptions are difficult to overcome. An example is the idea that 

insurance is accompanied by high purchasing pressure. That is not always the 

truth but it is a perception strongly held by the public. The typical consumer 

though, regardless of their age or education has the belief that financial 

planning is a professional service - not a high pressure product. 

 

 



 

 6 IARFC White Paper:  Building Your Impact Brand 

There are 4 perception levels with regards to persons in the financial services field: 

 

1) Captive Insurance Agents – who generally are compensated only by commissions. They represent 

only one company which implies no shopping for the best quality. Whether it is true or not, they 

are perceived as aggressive, greedy, product-only persons. 

 

2) Senior Agents – who project age, experience and knowledge but are still salespersons. However, 

their maturity and non-product Branding gives a perception of more objectivity. 

 

3) Fee-Only Investment Advisors – who are perceived as working only with the elite members of 

society, those who are already wealthy. These consultants don’t address insurance needs because 

they don’t believe in commissions. Their perception depends on image: mahogany, marble, 

expensive offices and expensive brochures. 

 

4) Fee Based Professional Consultants – who offer both services and products. Charging a fee 

conveys a perception of professionalism; selling financial products implies no out-of-pocket costs.  

The size of the fee is not an issue. 

 

Even if someone has not yet started to charge fees, services provided should be thought of as being 

worth the payment of a fee. Agents who emphasize the quality of their services by referring to the 

possibility of someday charging a fee will create a stronger impact. 

 

A fee-related image will cause them to be perceived as: 

 Better qualified and educated 

 Well established and well connected 

 Ethical and trustworthy 

 Less likely to aggressively apply pressure 

 

Leverage a Brand 
 

One of the important goals of Branding is to 

leverage the identity to attract more clients with 

greater affluence. In fact it is very hard for a 

consultant to make a MAJOR increase in income 

without evolving their Brand. The power of the 

more promising Brand will win the race for the 

consumer. The Brand needs to define superiority 

and stand out in a crowd.  
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Develop an Individual Brand 
 

How does a consultant develop a Brand to achieve maximum impact and target upscale prospects? 

By promoting themselves! The emphasis on Branding is on the consultant, not the company they 

represent. The effectiveness of a Brand is their responsibility not of a home office. 

 

When there is a powerful well developed Brand, the perception will be: 

 Client focused – not product oriented 

 Advice oriented – not just selling a standard product 

 A credentialed consultant – subject to ethical standards 

 

Standard marks of professionalism that elevate the consultant and their Brand: 

 Possessor of multiple designations 

 Ethics Approval 

 Membership in several organizations 

 Continuous professional education 

 Post-graduate degree 

 Effective communication 

 Team player with other professionals 

 Up-to-date practice management techniques and tools 

 Well structured with carefully prepared documents/contracts/letters 

 

Visual marks of professionalism 

 An office void of sales references or achievements (no trophies, plaques) 

 Lack of vendor identity – no company logos 

 Utilizing Financial Planning Process as a visual reference 

 Utilizing latest technology and software for 

presentation (and ease of use) 

 

Impact Branding 
 

Impact Branding is a cumulative cycle that works within 

every aspect of the professional planning process. It will 

impact every sector of client relationships. It starts at the 

top even before the first contact with a client. Proper 

prior setting of the Brand is important.  

 

Each cumulative step inspires those to follow! 

 

 

Start Here 
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For example: 

A potential client may feel a relationship with a consultant before their first physical contact. This 

would happen because of public promotional efforts such as radio appearances, TV and cable, listings 

on regional and community websites, civic exposure and public advertising on billboards, print and 

social media.  

 

The initial approach to a stranger or someone referred by a client or professional practitioner 

customarily is supported by a drip marketing sequence that includes personal phone calls, letters, 

articles, emails and an appointment confirmation letter.  

 

It has been said that “You never get a second chance to make a great first impression.” That is why it is 

important for the first meeting to be very professionally conducted. Everything noticed by a new 

prospect should be diligently prepared and rehearsed. Because of competing in a world of HDTV, 

internet and print, an initial presentation should be radiating graphics to convey the message. 

 

Being Prepared Visually 
 

What could be more important than that first impression. A consultant must ask themselves if they are 

ready to present their services with visual impact - to take their client through a visual process step by 

step. This is where a visual, defined financial planning process will help a client understand what they 

need and ultimately how to fulfill their goals. 

 

Whatever kind of financial planning process chart is used, it is 

important that the consultant follows it and believes in it. What 

counts is that the client believes that the consultant understands it. 

 

Clients have problems. What makes the relationship so important 

is that experience enables the consultant to understand them and 

help solve them. Branding and how the prospect perceives the 

consultant has brought them to this point. Visually mapping a 

solution continues the financial consultant/client relationship. 

 

Branding Creates Confidence 
 

Branding grants the power to charge fees. It creates an expectation 

that quality plans are being delivered and that the client will 

achieve and maintain financial independence. As a whole, it fosters 

confidence in the consultant and in the process. 
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Reality Based 
 

It is important to remember that for a consultant, Branding needs to be reality based. No one can offer 

and be all things to all people. It is important for a consultant to clarify the products and services that 

they cannot offer and provide solutions for these areas with other financial professionals.  

 

Initial Action Steps 
 

Putting a Branding Action Plan into play for the consultant and their practice can be a daunting task. In 

a broad sense, here are some initial action steps to review: 

 Believe in the image that is projected 

 Emphasize advice and service 

 Move to a more affluent clientele 

 Package materials professionally 

 Develop new, stronger markets 

 Deliver visual presentations 

 Utilize practice management tools 

 Emphasize academic education 

 

A Branding Action Checklist can define how these broader topics can be obtained. 

More detailed and lengthy, the checklist spells out tasks to be accomplished in areas 

involving mission and elevator statements, graphics, printed stationery handouts, 

sample plans, website and social media, marketing plan, PR and media material, 

office décor, speaking and teaching events. 

 

Branding will impact your success. 

 

The choice is simple for a professional financial consultant. Be 

unbranded, unknown and unsuccessful or be  

Branded, Recognized, and Rich! 
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The Last Word 

 

 

Walter Landor 

Walter Landor (9 July 1913 - 9 June 1995), born Walter Landauer in 1913 in Munich, Germany, was a 

brand designer and the founder of Landor Associates. He was an acclaimed designer and a pioneer of 

branding and consumer research techniques widely used to this day. Landor Associates, the company 

he founded in 1941, has offices around the world. He had a particular gift for creating designs with 

broad popular appeal, such as the Coca-Cola script. Brands as diverse as General Electric, Japan 

Airlines, Levi Strauss, and Shell Oil all benefited from his vision and commitment.   

                                                                                                                                                 From Wikipedia - the free encyclopedia 

 

 

 

 

 

 

 

 

 

 

“Products are made in the factory,  

but brands are created in the mind.” 

 

 

 

https://en.wikipedia.org/wiki/Walter_Landor#cite_note-6
https://en.wikipedia.org/wiki/Walter_Landor#cite_note-6
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