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It may be time for a
rebrand...

For hedge funds, first impressions often determine whether a pitch meeting
happens at all. An outdated brand immediately signals that a firm may lack
the attention to detail essential for managing capital, prompting potential
investors to question a manager’s capabilities and professionalism.
Conversely, a sleek and modern brand signals operational excellence and
discipline — all before a single performance metric is shared.

Within traditional sectors like asset management, a rebrand is often viewed
as a low-priority operational burden. After all, the assumption goes: if
performance speaks for itself, why does the packaging matter? Engaging
with investors who value conventional barometers of achievement (strong
portfolio performance) begs the question of whether branding resonates
with them or even registers on their radar.

In an industry defined by competition and differentiation, branding
represents another frontier for attracting and retaining investors in a
crowded marketplace. However, when a brand has been left untouched for
years, fund managers must ask themselves whether it still reflects the firm
they’ve become. A brand left to gather dust can reverberate across other
areas of the business.

In this white paper, we explore the value of a rebrand for hedge funds: what
a “brand” really consists of, when it might be time to revisit yours, and why
getting it right matters more than ever. Read on to find out more.
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Hedge fund brands: where
they stand today

Most hedge funds — whether they realise it or not —
already have a brand. This might include a company logo,
a specific #HEX shade of blue used across marketing
materials, or a punchy one-liner describing their
investment philosophy. Larger firms tend to have polished,
memorable brands that come to mind instantly. These are
carefully maintained by dedicated marketing teams and
fine-tuned for consistency across all channels, typically
scoring high on brand recall.

Hedge funds that actively invest in their brand, particularly
emerging managers, are beginning to outperform their
peers in terms of visibility and investor engagement
(CAIA, 2024). These firms use their digital presence,
messaging, and visual identity as key selling points to
attract investors. Meanwhile, many managers that have
existed in the industry for extended periods find their
brands hanging on by a thread. Think: family offices with
one-page websites untouched for a decade, dormant or
absent LinkedIn presence, and outdated brand materials
gathering digital dust.

Smaller hedge funds often lack dedicated marketing
personnel, and branding is frequently not perceived as
an essential feat. As a result, brand upkeep often takes a
back seat to daily operations. The brand may have been
established years ago with a third-party agency and left
untouched ever since. Brand assets like a high-res logo
or visual guidelines could have been lost under masses
of documents and data. Much like key-person risk,
brand knowledge can disappear when an individual exits
the firm, underscoring the importance of centralised,
accessible brand systems. When left unmanaged

and unprioritised, a hedge fund’s brand can become
inconsistent, outdated, or altogether forgotten.

1. Steinbrugge, Donald A. “Top Hedge Fund Industry Trends for 2024.” CAIA
Association, 19 Jan. 2024, caia.org/blog/2024/01/19/top-hedge-fund-industry-
trends-2024.
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Brand is a public expression of
business strategy communicated
effectively at every touch point.
Effective branding is laser-
focused on audience, simple,
consistent and memorable.
| It’s expressed through key
messages relevant images in a
manner uniquely distinctive to the
concepts it represents.

‘ Alternative Investment Management Association
(AIMA), 2022
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Branding 101: what it really
means

So what does ‘brand’ involve for hedge funds?

In contrast to consumer brands where branding is the
driving force behind customer loyalty and purchasing
decisions, hedge fund branding centres on establishing
institutional credibility and, quite often, an aura of
exclusivity. According to the Alternative Investment
Management Association (AIMA), a brand can also be
described as the “public expression of business strategy
communicated effectively at every touch point”.

However, hedge fund branding operates within a
complex regulatory framework that limits how firms can
present themselves. Hedge funds face strict regulations
governing advertising, performance presentation, and
client communications. Accordingly, they have to be
cautious about making aspirational claims or emotional
appeals.

From a strictly visual standpoint, branding includes
several key components that form the outer shell of
a firm’s identity. These often signal underlying values,
culture, and investment philosophy:

e Logo and brandmark

e Colour palette

e Typography (font)

e |conography

* Imagery

e Layout and composition

In an ideal world, every brand touchpoint should reflect
professionalism. Visuals matter — just as they do in
face-to-face investor meetings — because they shape
perception and leave a lasting impression.

Consider the most visible brand assets: your website,
investor portal, emails campaigns, social media presence,
pitch decks, and factsheets. These are often the first
things prospective investors, competitors, or even job-
seeking interns will encounter. But branding doesn’t stop
at the digital door; it extends to physical materials as
well, from business cards to event signage and branded
merchandise. Every detail contributes to your reputation.
When thoughtfully executed, your brand becomes more
than a design system — it becomes a signal of the firm’s
values and long-term vision.

2. “How Startup Hedge Funds Get an Edge with Branding.” AIMA - Alternative
Investment Management Association, www.aima.org/article/now-startup-
hedge-funds-get-an-edge-with-branding.html.
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Defining the brand story and
voice

When undergoing a rebrand or refresh, third-party
agencies often start with foundational questions:

e What makes your fund different?

¢ What do investors consistently say they value about
you?

*  What do you want to be known for five years from
now?

The answers to these questions are often already
embedded in your fund’s marketing strategy. They
form the basis of your brand story— a concise narrative
explaining who you are, what you offer, who it’s for,

and why it matters. When clearly articulated, the brand
story creates alignment across all communications and
materials.

With the brand story and values defined, you can then
craft a distinct brand voice — the personality, tone, and
language you use to communicate and engage with your
stakeholders. Your voice should be consistent across
decks, investor letters, web copy, and even LinkedIn
posts. It’s how your brand “speaks,” and it should
reinforce your values and personality at every opportunity.

Consider the following elements when shaping your
brand voice:

Personality: Is your brand formal or casual? Authoritative
or approachable? Aspirational or pragmatic?

Tone: Does your writing convey confidence, empathy,
excitement? The tone should align with your brand
personality.

Language: Use terminology, sentence structure, and word
choice that reflects your target audience.

Themes: Identify three to five core themes or talking
points that reinforce your brand story and values.

When executed well, your voice builds familiarity and trust
over time, helping your brand stand out in an increasingly
digital landscape.
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Technology as a brand
enabler

In a world in which investors are inundated with choices,
a well-managed brand communicates expertise and
vision. It tells your story before you ever step into the
room. Being in control of your brand means shaping the
narrative, not just reacting to it. In a digital-first world, the
tools you use are as much a part of that narrative as your
track record or investment thesis.

Much trust is established (or lost) through the technology
that underpins investor communication and engagement.
If your materials are disjointed, investor updates are
manually sent, or your documents are outdated and
cumbersome, it doesn’t just signal inefficiency — it
signals inattention. For investors, these details compound
into perceptions about how you manage your fund. In
contrast, a seamless, well-designed digital experience
signals professionalism.

In this context, technology becomes brand infrastructure.
And the right infrastructure delivers:

Consistency: Every email, portal login, and data
touchpoint reinforces your brand’s tone and visual
identity.

Transparency: Real-time access to fund data and
documents builds trust and reduces friction.

Efficiency: Automated updates and CRM workflows
demonstrate operational excellence — without sacrificing
the human element.

Differentiation: A tailored digital experience helps you
stand out in a sea of firms still relying on spreadsheets
and PDFs.



Rebranding for hedge funds

Conclusion

Investing in a comprehensive fund marketing solution — combining an
investor portal, CRM, email marketing, and data room - is a powerful way to
reinforce your brand, showcase your content, and communicate your value
proposition to investors. Leveraging this technology allows you to extend
your brand into new frontiers. Every update to investors reinforces who you
are and how you operate.

If you would like to explore how our Edgefolio for Managers solution might
benefit your organisation, regardless of your current size or sophistication,
get in touch.




