
Most fi nancial advisors today are so busy trying to run 
a successful business and deliver fi nancial planning services 
to clients, they don’t have the time, resources or energy 
to think much about their brand and whether is still fi ts, 
given the changing marketplace and the evolving needs of 
clients. That means 10, 15 or more years may have gone by 
since the brand was fi rst introduced, and the 
advisor may fi nd himself or herself out of sync, 
fi ghting to compete and struggling to 
stay relevant.

Why rebrand? 
The fi nancial services industry is constantly 
changing and evolving, and you can’t afford 
to be left behind. Consider the forces that are 
continually altering the dynamics of how your 
business is perceived in the marketplace:

•  Increasing competition

•  Evolving client preferences

•  Disruptive technologies

•  Changing regulatory requirements

•  Aging demographics

•  Fee compression 

And the reality is that today’s investor is changing as well. 
As always, clients are looking for an advisor’s experience and 

expertise to meet their needs and solve 
their fi nancial problems. But they are 
changing how they search for solutions. 
Yes, they still ask for referrals from friends 
and family members, but they also access 
online resources via web searches and social 
networks. They are now typically looking for 
convergence—that is, referrals from multiple 
sources in  multiple channels.

Your website is extremely important—if it’s 
not compelling or lacks clarity, you’ll lose 
prospects as they quickly move on to other 

options. Geography is losing relevance as well. 
With the rise of technology, especially among younger clients, 
local presence isn’t so important any more.

Is it time to rebrand?
As you consider this question, ask yourself and your staff 
these questions. If you answer “yes” to two or more, it’s 
probably time to take a hard look at your current brand.

•  Are you getting fewer leads than in the past?

•  Has your fi rm’s growth slowed?

•  Have new competitors entered the marketplace?

• Does your visual brand look dated or stale 
compared to the competition?

•  Do you struggle to describe how your fi rm 
is different?

•  Has your fi rm evolved signifi cantly since 
you launched your current brand?

•  Do your marketing materials, website and 
client communications no longer accurately 
refl ect what you do?

•  Do you have staff members who 
don’t seem to embody your fi rm’s value 
or mission?

•  Do you want to take your business to higher levels 
of success?

What a strong brand can deliver
A successful rebrand can help you:

• Attract new clients. A strong brand can help generate 
leads and close sales. It does this by communicating 
your promise to potential clients, who perceive you as 

more credible than before. Your website becomes a more 
effective lead generation tool.

•  Differentiate your business. A strong brand can create 
a competitive advantage when it differentiates you and 
your services. Prospective clients can better understand 
what you do and how you are different.

•  Support referrals. When clients make referrals, a strong 
brand can add credibility to back up their 
recommendations. Referrals come more 
easily because clients know how to talk 
about you.

•  Attract strategic alliances. A strong 
brand can make developing alliances 
easier as it can increase you visibility and 
awareness in the marketplace. It can help 
generate interest from relevant partners.

•  Attract top talent. A strong brand helps 
draw the right kind of advisors to your 
recruiting efforts. Top advisors seek you 

out and want to work for you.

•  Inspire staff. A strong brand helps staff become more 
aligned with the fi rm’s mission and values, enhancing 
morale and energizing employees. It helps staff 
understand what is expected of them.

•  Enhance business value. A strong brand increases the 
value of your business, helping to command a higher price 
when you’re ready to sell.

RebrandingRebranding

Downward pressure on fees is one of the biggest challenges facing fi nancial advisors today. Your 
brand—if carefully managed and properly developed—can be one of your business’s most valuable 
assets. It can be the key to accelerating growth and profi tability and essential to building long-term 
business value.

Axos Advisor Services can help
Your brand is essential to your success and the key to differentiating yourself. At 
Axos Advisor Services, we help advisors defi ne their goals, grow their fi rms and 
reach their full potential. We can help refresh your business, whether you need a 
partial rebrand or a total rebrand. Our expert customized services include:

•  Logo development. Whether you need a new logo or just a facelift.

•  Taglines. We can help you create an effective and pithy tagline to go with your 
logo.

•  Business cards, letterhead, envelopes. Once you have a new brand identify, 
we can develop all your marketing materials to refl ect your new brand identity.

•  Website design. We can help you redesign your website and provide value 
added content.

•  SEO analytics. We can scorecard your website and provide insights on how 
you can improve search engine optimization to drive more traffi c to your site.

•  Marketing materials. Whether you need a capabilities brochure, product 
fl yers, postcards or presentations, we can help design your marketing 
materials with your new brand.

•  Videos. We can help you develop custom videos to help you market 
ayourself and put on your website.

•  Client Appreciation events/referral marketing. We can help you with ideas and content for client appreciation events and 
help you build out a systematic referral marketing strategy.

•  Public Relations support. We can help get your story told in your local media and help enhance awareness of your fi rm in 
your community.

•  Branded client experience. Using the Liberty platform, you’ll enjoy branded client statements, performance reports and a 
client portal. We even provide a branded app that enables your clients to keep track of their accounts on their portable device.

At Axos Advisor Services, we never stop thinking of new ways to help you grow your 
business and deliver more value to your clients.

To learn how our custom marketing and branding support can help you grow your business 
and better serve your clients, contact us today by emailing sales@axosadvisorservices.com,
calling 866-776-0218 or visiting axosadvisorservices.com.

Investment Products: Not FDIC Insured - No Bank Guarantee - May Lose Value.

Axos Advisor Services is a trade name of Axos Clearing LLC. Axos Clearing LLC provides back-offi ce services for 
registered investment advisers. Neither Axos Advisor Services nor Axos Clearing LLC provides investment advice or 
make investment recommendations in any capacity.

Securities products are offered by Axos Clearing LLC, Member FINRA & SIPC.

Axos Clearing, LLC does not provide legal, accounting, or tax advice. Always consult your own legal, accounting, and 
tax advisors.

© 2021 Axos Clearing LLC. Member FINRA & SIPC. All Rights Reserved.
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Rebranding 
Your Business
Taking a smart and 
strategic approach

“Every success 
story is a tale 
of constant 
adaption, revision 
and change.”
–  Richard Branson, Business 

magnate and founder of 
the Virgin Group

Rebranding forces 
you to look more 
closely at who 
you are as a fi rm 
and where you 
want to take the 
business into 
the future.

Types of rebranding

Partial rebrand
A partial rebrand may be appropriate when your business is well established but your brand needs a refresh. 
Perhaps it’s time to update your identity to develop a more compelling look, or you want to better align your brand 
with your current approach and services. 

Total rebrand
A total rebrand is fi tting when you need to re-imagine your entire identity: maybe you need a new name, 
new logo, new tagline, and new messaging. Perhaps you have new goals, a new focus maybe even a new value 
proposition. It’s time to position your business in a new direction.

Ask us for a copy of our Rebranding 
Workbook. You can use this convenient tool to 
begin the rebranding process with your staff.
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Defi ning your brand – what is it?
Your brand is the totality of how your clients and potential 
clients see, talk about and experience your fi rm. Your brand is 
your promise to your clients: what they can expect from you 
and how you are different from other options.

It’s derived from who you are, who you want to be and who 
your clients perceive you to be. In addition, it’s important that 
your brand should be based on who your ideal client wants 
and needs you to be.

Your brand is:

• An idea. The idea of who you are and who you want to be 
is translated into an underlying strategy that permeates all 
aspects of your business.

•  Multi-faceted. Your brand is a mosaic of ideas, strategies, 
words and visual elements that connect with clients when 
you interact with them.

•  Part reputation. It’s what your clients say about you when 
you aren’t in the room—built on past performance and 
client experiences.

•  Part visibility. It’s what people in your target market see.

Key ingredients for successful rebranding
There are four key elements to consider when rebranding:

1.  Strategy. Your brand should involve a clearly stated 
vision that explains how your business will attract clients, 
including the answers to:

 •  How you are different

 •  What powerful need do you solve in the marketplace

2.  Messaging. It’s important that the messaging that conveys 
you strategy, vision and mission is:

 •  Easy to understand

 •  Relevant to clients and potential client

 •  Believable

3.  Visual identity. The logo, tagline, colors, typography, and 
design that’s aligned with your brand strategy should:

 •  Be relatable to your ideal client

 •  Be professional and consistent throughout the 
 client experience

 •  Create a strong emotional connection

4.  Staff. Your people are your product. How they embody 
your brand will help determine the success of your brand. 
They need to share your vision. As a result, it is critical to:

 •  Hire the right people

 •  Train them on your brand strategy

 • Provide consistent communication and training

7 steps to rebranding your business
1.  Start with a business reason. Go back and review your 

answers to the checklist of questions: Is it time to rebrand? 
Make sure you have clear business reasons of why you 
want to rebrand.

2.  Survey your fi rm and your ideal clients. Have you ever 
taken the time to defi ne your target market or your ideal 
client? And not just the facts, but seeing below the surface 
to their emotions, needs and desires? Has your ideal client 
changed over time? It may be useful to have an employee 
brainstorming session and have them help you conduct a 

SWOT analysis. Then, survey your clients. Find out why 
clients like your fi rm and what they value about your 
services.

3.  Use positioning and messaging to capture your 
brand strategy. Using your survey data, develop a brief 
description of who you are as a fi rm and who you want to 
be. Outline your key differentiators as to what sets your 
fi rm apart from your competitors. Identify your target 
market—your ideal client. Articulate your fi rm’s core values. 
Review and update your value proposition and put it in 
writing. Look for emotional triggers that resonate with 
your ideal clients and their immediate needs. What is 
the promise you make to clients? Using this information, 
develop a concise brand positioning statement.

4.  Build your brand identity. These are the visual elements, 
logo, tagline, colors, typography, design, etc., that will 
embody your brand positioning statement.

5.  Update your website and online presence. Your website 

may be your single most important business development 

tool. It’s the fi rst place a potential client will turn to to 

learn more about you and what you do. It’s a convenient 

place where you can tell a compelling story to your target 

audience. Make sure your website, your LinkedIn and 

Facebook all consistently refl ect your new brand.

6.  Update and develop new marketing collateral. It’s 

important that your marketing materials are professional, 

consistent and fi rmly anchored in your brand strategy.

7.  Develop a plan to build your brand. How are you going 

to make sure your new brand gets out to the world? How 

are you going to make sure your staff knows, understands 

and believes in your new brand? You need to develop a 

plan to make sure it happens and all your work doesn’t just 

go into a folder in your desk to gather dust.

Rebranding

Start with why
“People don’t buy what you do; they buy why you do it.” – Simon Sinek 

Author Simon Sinek suggested that most businesses try to sell their products and services by beginning with the 
WHAT part of their value proposition because that’s the easiest to defi ne. These companies explain what they do, 
how they do it and maybe how they’re different than the competition.

He suggests that this is wrong-headed because people don’t buy WHAT you do—they buy WHY you do it. You 
need to step back and consider WHY you do what you do. (And it’s not to make money—that’s the RESULT of what 
you do).

You must ask yourself and defi ne for prospective clients: What is your purpose? Why does your company exist? 
Why do you get out of bed every morning? And why should anyone care?

It’s important to return to your origin story—why was the business created in the fi rst place? Within your origin 
story, is the WHY you do what you do. Over time, after years go by, your WHY can get fuzzy, and your founding 
purpose can get lost. The result: you and your services become more of a commodity. The perception is that you’re 
delivering the same thing as everyone else.

In 1-2 sentences, summarize what drives you in a way that resonates with your ideal clients. What is it about what 
you do that clients can connect with and be inspired by?

By starting with WHY, you sell your vision, not your product. Then, you will be able to determine if your brand is 
still in line with your goals.

Your brand’s visual 
identity should be 
relatable, professional 
and create a strong 
emotional connection.

Your brand is based on your reputation and visibility

Reputation
+

Visibility
=

Brand Strength Great 
Reputation

+
High Visibility

=
Success

Revisit your value proposition
Your value proposition is a clear statement that explains how 
you solve clients’ challenges or improve their situation by 
delivering specifi c benefi ts.

An effective value proposition answer four key questions:

• Who are you are and what do you offer?

• Who are your ideal clients?

• What specifi c benefi ts do you provide these clients?

• Why do you do what you do?

It also: 

• Conveys your authentic passion for what you do and how 
you do it 

• Combines a rational argument with an emotional hook, 
linking your expertise to client outcomes 

• Can be tailored to individual markets and investors 

Developing your value proposition is only half the 
challenge. You also need to think of ways to communicate 
it effectively to your client and prospects while keeping it 
fresh and meaningful. 

The value proposition should act as the guiding principle 
of everything you do—from marketing and client onboarding 
to annual reviews, client engagement, and client appreciation 
events. Work with your team to identify key metrics to 
measure client satisfaction and loyalty, including revenue 
growth, survey results, client engagement, and referrals. 
You might target one area for improvement each quarter, 
such as onboarding effi ciency or increasing the number of 
client touchpoints.

What 
Clients 
Want

Your
Value

Proposition

What 
You Do 

Best
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your brand should be based on who your ideal client wants 
and needs you to be.

Your brand is:

• An idea. The idea of who you are and who you want to be 
is translated into an underlying strategy that permeates all 
aspects of your business.

•  Multi-faceted. Your brand is a mosaic of ideas, strategies, 
words and visual elements that connect with clients when 
you interact with them.

•  Part reputation. It’s what your clients say about you when 
you aren’t in the room—built on past performance and 
client experiences.

•  Part visibility. It’s what people in your target market see.

Key ingredients for successful rebranding
There are four key elements to consider when rebranding:

1.  Strategy. Your brand should involve a clearly stated 
vision that explains how your business will attract clients, 
including the answers to:

 •  How you are different

 •  What powerful need do you solve in the marketplace

2.  Messaging. It’s important that the messaging that conveys 
you strategy, vision and mission is:

 •  Easy to understand

 •  Relevant to clients and potential client

 •  Believable

3.  Visual identity. The logo, tagline, colors, typography, and 
design that’s aligned with your brand strategy should:

 •  Be relatable to your ideal client

 •  Be professional and consistent throughout the 
 client experience

 •  Create a strong emotional connection

4.  Staff. Your people are your product. How they embody 
your brand will help determine the success of your brand. 
They need to share your vision. As a result, it is critical to:

 •  Hire the right people

 •  Train them on your brand strategy

 • Provide consistent communication and training

7 steps to rebranding your business
1.  Start with a business reason. Go back and review your 

answers to the checklist of questions: Is it time to rebrand? 
Make sure you have clear business reasons of why you 
want to rebrand.

2.  Survey your fi rm and your ideal clients. Have you ever 
taken the time to defi ne your target market or your ideal 
client? And not just the facts, but seeing below the surface 
to their emotions, needs and desires? Has your ideal client 
changed over time? It may be useful to have an employee 
brainstorming session and have them help you conduct a 

SWOT analysis. Then, survey your clients. Find out why 
clients like your fi rm and what they value about your 
services.

3.  Use positioning and messaging to capture your 
brand strategy. Using your survey data, develop a brief 
description of who you are as a fi rm and who you want to 
be. Outline your key differentiators as to what sets your 
fi rm apart from your competitors. Identify your target 
market—your ideal client. Articulate your fi rm’s core values. 
Review and update your value proposition and put it in 
writing. Look for emotional triggers that resonate with 
your ideal clients and their immediate needs. What is 
the promise you make to clients? Using this information, 
develop a concise brand positioning statement.

4.  Build your brand identity. These are the visual elements, 
logo, tagline, colors, typography, design, etc., that will 
embody your brand positioning statement.

5.  Update your website and online presence. Your website 

may be your single most important business development 

tool. It’s the fi rst place a potential client will turn to to 

learn more about you and what you do. It’s a convenient 

place where you can tell a compelling story to your target 

audience. Make sure your website, your LinkedIn and 

Facebook all consistently refl ect your new brand.

6.  Update and develop new marketing collateral. It’s 

important that your marketing materials are professional, 

consistent and fi rmly anchored in your brand strategy.

7.  Develop a plan to build your brand. How are you going 

to make sure your new brand gets out to the world? How 

are you going to make sure your staff knows, understands 

and believes in your new brand? You need to develop a 

plan to make sure it happens and all your work doesn’t just 

go into a folder in your desk to gather dust.

Rebranding

Start with why
“People don’t buy what you do; they buy why you do it.” – Simon Sinek 

Author Simon Sinek suggested that most businesses try to sell their products and services by beginning with the 
WHAT part of their value proposition because that’s the easiest to defi ne. These companies explain what they do, 
how they do it and maybe how they’re different than the competition.

He suggests that this is wrong-headed because people don’t buy WHAT you do—they buy WHY you do it. You 
need to step back and consider WHY you do what you do. (And it’s not to make money—that’s the RESULT of what 
you do).

You must ask yourself and defi ne for prospective clients: What is your purpose? Why does your company exist? 
Why do you get out of bed every morning? And why should anyone care?

It’s important to return to your origin story—why was the business created in the fi rst place? Within your origin 
story, is the WHY you do what you do. Over time, after years go by, your WHY can get fuzzy, and your founding 
purpose can get lost. The result: you and your services become more of a commodity. The perception is that you’re 
delivering the same thing as everyone else.

In 1-2 sentences, summarize what drives you in a way that resonates with your ideal clients. What is it about what 
you do that clients can connect with and be inspired by?

By starting with WHY, you sell your vision, not your product. Then, you will be able to determine if your brand is 
still in line with your goals.

Your brand’s visual 
identity should be 
relatable, professional 
and create a strong 
emotional connection.

Your brand is based on your reputation and visibility

Reputation
+

Visibility
=

Brand Strength Great 
Reputation

+
High Visibility

=
Success

Revisit your value proposition
Your value proposition is a clear statement that explains how 
you solve clients’ challenges or improve their situation by 
delivering specifi c benefi ts.

An effective value proposition answer four key questions:

• Who are you are and what do you offer?

• Who are your ideal clients?

• What specifi c benefi ts do you provide these clients?

• Why do you do what you do?

It also: 

• Conveys your authentic passion for what you do and how 
you do it 

• Combines a rational argument with an emotional hook, 
linking your expertise to client outcomes 

• Can be tailored to individual markets and investors 

Developing your value proposition is only half the 
challenge. You also need to think of ways to communicate 
it effectively to your client and prospects while keeping it 
fresh and meaningful. 

The value proposition should act as the guiding principle 
of everything you do—from marketing and client onboarding 
to annual reviews, client engagement, and client appreciation 
events. Work with your team to identify key metrics to 
measure client satisfaction and loyalty, including revenue 
growth, survey results, client engagement, and referrals. 
You might target one area for improvement each quarter, 
such as onboarding effi ciency or increasing the number of 
client touchpoints.
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