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The Fin Investment Imagery Review 2015

One of the pack or out there
and different?

fininternational
creativity in financial services
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After many years of being on the receiving (and giving) end of
investment imagery, Fin has taken it upon ourselves to rummage
through the pile and draw some statistical evidence as to what
colour and imagery trends are occurring in B2B financial services,
with a particular emphasis on investment.

From the statistical outcome we added our thoughts on why these
may exist.

Our team started with the top 400 global asset
managers (based on AUM) and those within

the 400 who placed any advertising within the
European trade press over the previous 12 months.
Recognising that not all managers will or can
advertise we also went to the corporate website
to note the imagery used. Across the industry we
kept our research to investment managers, hedge
funds, private equity and private wealth.
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17 %

Blue White

Green Grey

Others

Colour

Our first-stop when looking at the web site or the
print ad was what is the dominant colour.

‘It has to be blue!

The default colour of choice (33%) is blue

and seen very much as the club uniform. The
investment industry has traditionally been a
masculine and conservative community that needs
to look established and strong.

Unfortunately however, uniformity doesn't bring
differentiation or contemporary, as blue can often
reference ‘old school.

Interestingly there was a much greater usage of
blue by British companies (44%) and French (36%)
than German (26%), is this down to the subliminal
influence of the national flag?

The second most popular choice is the abundant
use of white space (17%), which could possibly be
linked to the values of transparency and purity in
response to modern investor demands.

Within press advertising white will play an
important role as the ground on which to site key
text ensuring legibility, as opposed to reversing any
text out of a colour image.

The use of green (10%) generally implies growth,
and social responsibility but, for UK firms there is
also a hint of British tradition going back to British
racing green.

The use of grey (8%) which traditionally used to be
associated with dull and corporate has been given a
stylish lift through influences such as Farrow and Ball
with their many well named mid tone paints and this
adds a contemporary twist to investment brands.

Other bolder colours on the spectrum

represent 38% of the sample which create more
opportunity for differentiation and are used by

a lot of the new entries into the Fintech sector,
denoting a new and fresh challenge to the industry.

“The investment industry has
traditionally been a masculine and
conservative community that needs to
look established and strong.”
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Imagery

We reviewed imagery from websites and press
advertising and as an outcome of our survey
identified 8 key themes driving the choice of
imagery: people, architecture, nature, text,
animals, sport, navigation and globes.

It came as no surprise that the use of people
dominates the image themes (27%), as financial
services is strongly a relationship industry and a Text 12 %
manager's key assets are the human capital it employs.

o
Although within advertising it would certainly . 9 A
seem the case that (apart from blogs on websites)
an employer's staff and clients are deferred in Animals 8%
preference to generic stock photo library images.
There will be a lot of practical reasons for not using Sport 6%
‘real’ people but is a trick being missed?
The recent campaign by UBS using Annie Leibovitz Navigation 5%

taking pictures of real people in real situations
might well herald a new era of authenticity.

d y Globes 4%
Coming in at second and third are architecture

(15%) and nature (14%). Large, towering buildings

denote stability, whilst iconic buildings from

around the world denote a global outlook if not a

local presence.

Nature is broad enough to reflect most
corporate messages whilst showing the softer
side of the organization.

There was a dominance of colour imagery within
web (81%) and advertising (83%), compared to
the use of black and white imagery in web and
advertising at 19% and 17% respectively. Black
and white was traditionally the poor relation to
colour, but a sophisticated use of black and white
imagery can provide the most distinctive results.
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Sector review of imagery use

Investment Management

With people (28%) and architecture (20%) scoring
by far the highest marks we see a trend for
re-creating client and advisor moments and
showing off global credentials.

Whilst the world of compliance can restrict certain
messaging directions it is worth having a deeper
look into the organisation to discover some
subtle but compelling differentiators to visualise
and stimulate the reason to buy.

Private Wealth

Within the ever popular theme of people
showing generational relationships, families and
landscapes, the trends have moved away from
the aspirational private jet and sports car props.

This may well reflect the 21st century changes

in parenting style, the growing female market in
HNWI and a growing awareness of sustainability
and philanthropy over consumerism.

Hedge Funds

Across this sector the image content was driven
predominantly by text (39%), followed by people
(28%), and architecture (17%). The traditional opaque
presentation of hedge funds may account for this
non-use of imagery preferring to accentuate the
mystique that many hedge fund managers prefer.

A number of hedge funds also believe you should
strip the brand out of the sale and let the figures
do the talking. \Which is fine only when they have
something impressive to say!

Text 11%
Others 30%

Others 5 %
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Private Equity

Given the broad nature of sectors PE covers, it was
not surprising to see it has a high ‘others’ entry. It
also is a double-headed beast as an industry that
not only needs to attract investors but also needs
to attract the investee companies.

The general tone of imagery had a tendency to be
soft which could also be a counterbalance to the
hard perceptions of PE in the markets?

“There will obviously be a lot of practical
reasons for not using ‘real’ people but is
a trick being missed?”
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Geographical breakdown of imagery use

Across all regions people was the dominant
content of imagery with the US (33%) leading this
section, followed by architecture, nature and lastly
text being the favored imagery content.

The US predictably tend to err towards the
conformity of stock shots of beautiful people. This
may be based on their need to comply to local
market expectations?

People
Architecture

Nature

11% 11% 9% 147%
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Medium

In addition, we also looked at what medium is
projecting the image. Photography (78%) topped
the results which came as no surprise, illustration
(13%) and typography (9%) fell a long way behind
which did come as a surprise. We were expecting
managers to be using more non standard
approaches as they search for differentiation,
especially in advertising. Perhaps, photography as
a medium is an immediate resource from many of
the photo libraries offering a quick and reasonably
cheap option, but is liable to fall into a generic
offering.

There were notable interesting exceptions in the
use of the medium, but the collective results
spoke volumes.

3%
Typography 9 %

“There were notable interesting
exceptions in the use of the medium, but
the collective results spoke volumes.”
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Summary

As you can see from the trends there is a large
proportion of the industry that follows the
conventional tide of ‘what you would expect to
see, with a few daring to be different. As ever

it is walking the narrow path between being
appropriate to the brand and doing the job.
Imagery should arrest, engage and persuade.
Imagery does not always have to convey a
message but more importantly it should convey
an emotion. In the world of Youtube and the selfie
where images invade every moment of our lives
we have to dig deeper to be interesting and be
braver with creativity to be noticed. In a ‘blue’
industry that relies on Getty Images, who dares wins.
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Fin International is an integrated branding
and creative agency specialising in the
financial services sector.

We position, create and execute brand
strategies both off and online.

Established and successful for over 28 years we are experts in branding
and communications, and because we work only in this sector our team
have built an unbeatable in-depth knowledge of the issues and solutions
that are unique to financial services professionals.

00-92 St John Street
London ECiM 4EH
t +44 (0)20 7253 2828

fininternational

www.fininternational.com creativity in financial services



