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Why Brand Matters



“Your brand is what people say about you 
when you're not in the room.”

Jeff Bezos, Amazon
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A Brand Is Not Just a Logo

For accountants, a brand is:
• How clients describe you to friends

• Why prospects choose you over competitors

• Why clients stay — and pay more
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A Brand Is Not Just a Logo
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91%

of small businesses 
rate accountants as 
important to their 
operations 

3x

more revenue 
growth for firms 
with a consistent 
brand presence

1 in 4

businesses with 
brand guidelines 
actively enforces 
them
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The Hidden Cost of 
Invisibility

• Client Leakage
• Undifferentiated practices lose 20–30% 

more clients annually. Without a clear 
brand, clients don't feel a reason to stay.

• Fee Pressure
• Unbranded firms are 2× more likely to 

compete on price alone, driving fees 
down and margins thinner each year.

• Poor Discoverability
• Practices with no digital brand presence 

miss 68% of local SME searches. Your 
competitors are being found — are you?

• Talent Shortage
• 55% of accounting graduates say 

employer brand is a top factor in job 
choice. A weak brand loses talent to 
better-branded rivals.
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Understanding Your 
Brand Identity
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The 4 Pillars of Practice Brand Identity

1

PURPOSE

Why you exist beyond 

profit

Your practice's 'why' 

— the deeper mission 

that drives decisions, 

attracts aligned 

clients, and keeps 

your team motivated.

2

VALUES

What you stand for

The non-negotiable 

principles that shape 

how you treat clients, 

recruit staff, and 

communicate — your 

ethical compass.

3

VOICE

How you communicate

Your tone, language 

style and personality 

across every 

touchpoint — website, 

proposals, emails and 

social media.

4

VISUAL

How you look

Logo, colour palette, 

typography, 

photography — the 

consistent visual 

language that makes 

you instantly 

recognisable.
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Know Yourself Before 
You Communicate
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What you should ask yourself:

• If your practice were a person, 
how would you describe them?

• What 3 words do you want 
clients to say about you?

• Who is your ideal client — and 
what do they value most?

• What do you do that no other 
competitor?

• What is the ONE thing you want 
to be known for?
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A Common Mistake
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Most practices describe what they do, not who they are. 

'We provide tax, accounts and payroll’ 

This is a service list — not a brand. Your brand is the experience, the 
feeling, the reason clients choose you and stay.
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What good looks like
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"We exist to take the financial stress out of running a business, so our 
clients can focus on doing what they love. We are straight-talking, 
genuinely caring and relentlessly proactive."



Brand As a Trust 
Builder
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In Accounting, Trust Is the Product

14

Credibility

Expertise & qualifications

Reliability

Consistent delivery

Intimacy

Understanding their world
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TRUST
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Consistent Visual 
Identity
Have a plan that can be executed 
across everything:

• Website

• Social media

• Office area/signage

• Stationery
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Social Proof & 
Credibility Signals
What tells your story of trust before 
sales have even started?

• Client reviews/case studies

• Testimonials

• Accreditations

• Wins

17
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Emotional Consistency

Understanding their world:

• Clients feel psychologically safe

• Anxiety reduces

• Retention increases 

• Referrals happen naturally
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The Referral Multiplier Effect
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92%

of people trust referrals 
from people they know 
above all other forms of 
advertising

£0

acquisition cost per referred 
client — the highest ROI 
marketing channel available 
to any practice

16%

higher lifetime value for 
referred clients vs those 
acquired through traditional 
marketing
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How Brand Activates Your Referral Engine
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1. Create Memorable Moments

Branded onboarding packs, anniversary cards, thoughtful touchpoints that 
clients mention to others.

2. Make Referring Easy

Referral cards, email templates, LinkedIn recommendations — reduce the 
barriers to zero.

3. Ask Consistently

A simple, branded referral request after a great client interaction converts 
goodwill into introductions.

4. Acknowledge & Reward

Thank referrers promptly and visibly. Recognition reinforces the behaviour and 
deepens loyalty.



From Visibility to Impact
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Each Interaction Is a 
Brand Moment
How many chances are there to 
interact?

• Website

• Social Media

• Email

• Phone

• Proposals

• Networking

• Reviews/Ratings

• Office Environment
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Your Digital Brand: Where Clients Find You First
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WEBSITE BRAND 
AUDIT CHECKLIST
• Does your homepage tell visitors who 

you serve within 5 seconds?

• Are your logo and colours consistent 
across all pages?

• Do you have genuine client 
testimonials with names and photos?

• Is your team page humanising and 
warm — or just job titles?

• Do you have a clear, branded call-to-
action on every page?

• Is your site mobile-friendly and fast-
loading?

• Does your content reflect your brand 
voice?
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Social checklist
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• Is your profile on brand?

• Are you on the right social 
platform(s)?

• Are you posting the right 
things?

• Are you posting regularly?

• Can you engage with clients’ 
posts?



Your Actionable Roadmap 
to Transformation
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Your 90-Day Brand Roadmap

27

Days 1 - 
80

PHASE 1
FOUNDATION

Days 31-
60

PHASE 2
BUILD

Days 61-
90

PHASE 3
ACTIVATE
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Phase 1 - Foundation

• Define your brand purpose and 
values 

• Audit all current touchpoints — 
score each one honestly

• Agree your target client persona 
in detail

• Brief a brand designer or 
conduct a visual identity review
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Phase 2 - Build

• Refresh or rebuild your website 
with brand in mind

• Update Social profiles for all 
partners and managers

• Create a branded proposal 
template and email signature

• Develop a content calendar for 
3 months
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Phase 3 - Activate

• Launch your refreshed brand to 
existing clients

• Ask for reviews (Google/Trust 
Pilot), target 20 in 90 days

• Begin consistent content 
posting on LinkedIn

• Implement a branded referral 
programme
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Objection Handling
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1. Branding is just for big firms

2. We don't have the budget

3. Our clients come from referrals — we don't need marketing

4. We're accountants — clients want expertise, not a logo 
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Five Things To Get Started
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1. Answer the 5 brand identity questions
Write down your practice purpose, values and ideal client profile today.

2. Audit your website homepage
Does it communicate who you are and who you serve within 5 seconds?

3. Update your Socials/LinkedIn headline
Replace your job title with your value proposition. Takes 5 minutes.

4. Ask one happy client for a review
One genuine review this week starts building social proof immediately.

5. Book a brand strategy half-day with your team
Set a date to align on brand purpose, values and visual identity together.



Any questions?
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www.nationalarchives.gov.uk/doc/open-government-licence/version/3/

https://www.frc.org.uk/about-the-frc/procedures-and-policies/disclaimer-and-copyright

© 2020 Innovation Training Limited – 2026. All rights reserved. 

No part of this document may be reproduced or transmitted in any form or by any means, stored in any retrieval system of any 

nature or provided to generative artificial intelligence (Gen AI) language models (or equivalent) without the prior written permission 

of 20:20 Innovation. 

Retention for personal use and consumption is permitted. 

Where this document contains public sector information, this is licensed under the Open Government Licence v3.0 

(www.nationalarchives.gov.uk/doc/open-government-licence/version/3/). 

Where reference is made to professional body websites, the copyright for the material in question is retained by the relevant 

professional body. UK Accounting, Auditing and Ethical Standards are © Financial Reporting Council Ltd (FRC) 

(https://www.frc.org.uk/about-the-frc/procedures-and-policies/disclaimer-and-copyright).

In some cases, our authors use Gen AI as part of our learning content production process. This is done in line with our quality 

control procedures and, without exception, all content has been thoroughly reviewed and edited by qualified human subject matter 

experts.

20:20 Innovation cannot accept responsibility for any person acting or refraining to act as a result of any material contained in this 

document or information otherwise shared during or after the training course to which it relates.

Thank you for listening
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