




TD Bank to renovate hundreds of 
stores and open 150 branches by 2027

Fifth Third Bank adding new 100 
locations throughout the Southeast



M&A is expected to increase 25% in 
the banking industry in 2025.

Source: American Banker 2025
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Say they are very or somewhat 
likely to buy another bank by the 
end of 2025, up from 35% in 2024

43%
1. Scale to drive technology and 

other investments (43%)
2. Geographic expansion (37%)

Top 2 
M&A 

Factors

Note: The financial services industry 
still faces uncertainty from 
geopolitical tensions, margin 
pressures, and long-term interest 
rates.

“The general sentiment 
in the industry is that 
M&A is back on the 
table.” “The underlying pressure to drive growth and 

transformation will create higher levels of M&A and 

I expect more megadeals”
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The number of M&A banking deals announced Q1 2025

S&P GLOBAL



100%
Of those M&A deals are between FIs from $1-$20B assets

S&P GLOBAL



Brand can be an asset or a 
liability

As you merge and acquire,

Growing trust

Connecting culture

Driving value

Or eroding it

Or dividing it

Or undermining it



3 of 4
banking executives believe brand 
value critically impacts business 
value
Source: The ROI of Rebranding, Adrenaline 2024



M&A

Lessons Learned



Lesson 1



+
Valuation in March 
2025

$28T
Valuation in March 
2018

$1B



+
Valuation in March 
2025

$28T
Valuation in March 
2018

$1B
Why it succeeded

• Strong Strategic Alignment
• Complementary Strengths
• Clear Brand Strategy



+
Valuation in 2025

$2.5B
Valuation in 2005

$2.6B



+
Valuation in 2025

$2.5B
Valuation in 2005

$2.6B
Why it failed

RIP
May 5, 2025

• Strategic Misalignment
• Clashing Brand Experiences
• Uneven Brand Strategy



M&A Lesson 1
Start (early) with Strategy



Start early
with
Strategy

1
Considerations:

• What equity does each brand possess?
• Which name/brand should we use?
• Do we need a new name/brand?
• How can we unify brands and cultures?
• How can we ensure employee and customer buy-in?



And Spend More on 
Integration Efforts

Successful M&As Start 
Planning Early…

Source: PWC, Five areas of integration that successful M&A organizations get right, 2023

40%
of successful M&A 
integrations began 
planning long-term 
operating models during 
deal screening

Successful M&A 
Organizations 

Other 
Respondents

78%

56%

Percentage of Total Deal Value Spent on Integrating Organizations



42%
Greater chances of 
M&A success by 
executing a strong 
brand strategy

23%

Source: American Marketing Association 2020

Improvement in 
post-M&A 
shareholder value 
by executing the 
right brand strategy 
decision

& 
19%
Value-at-risk from 
failing to address 
brand 
appropriately



Flagstar
$100B // 418 branches // Troy, MI & Hicksville, NY

M&A Case Study: Starting Early with Strategy



acquires

In 2022



+• 237 branches
• 8 division brands

• 150 branches
• 83 mortgage offices
• 1 brand



SCENARIO 1 SCENARIO 2 SCENARIO 3

NEW BRAND 
IDENTITY

A Division of New York Community Bank • Member FDIC

Evaluating M&A Brand Options

• Customer confusion
• High inefficiencies
• Downplays scale
• Competitive cannibalism 

• Customer confusion
• High inefficiencies
• Downplays scale
• Competitive cannibalism 

• Ownable, non-limiting name
• Singular brand power 
• Scale awareness
• Cost of change

• Scenario 2 benefits
• Enhanced brand power 
• Cultural unification
• Cost of full change



SCENARIO 1 SCENARIO 2 SCENARIO 3

NEW BRAND 
IDENTITY

A Division of New York Community Bank • Member FDIC

A modern financial instutition for today’s customers
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“The merger marked the company’s 
turning point on its return to 
consistent profitability. We’re on track 
to reach full profitability in 2026.”
—Joseph Otting, Chairman, President, CEO Flagstar



M&A Lesson 2



+
Valuation in March 
2025

$176B
Valuation in March 
2006

$7.4B



+
Valuation in March 
2025

$176B
Valuation in March 
2006

$7.4B
Why it succeeded

• Shared values
• Preserved & elevated culture
• Shared practices





+
In just one year

Valuation in March 
2006

$165B

(-$99B)



+
In just one year

Valuation in March 
2006

$165B
Why it failed

(-$99B)

• Clashing culture
• Lack of integration
• Vision misalignment



Lesson 2
Connect Culture



“Culture is the only sustainable 
competitive advantage that’s 
completely in the control of the 
business.”—Richard Branson



&

Brand and culture must work 
together to shape a cohesive 
organization from the inside out

In M&A,



McKinsey on Effectively Managing Culture during M&A

60%
More cost & 
revenue synergies

Over



Connect 
Cultures

1
Considerations:

• What are the beliefs and values of each org, and where 
do they overlap?

• How do the people ‘show up’ for work at each FI? 
• What are barriers to unification?
• How can we ensure advocacy for and embrace of 

change?



EastRise Credit Union
M&A Case Study: Connecting Culture

$3B // 22 branches // Burlington, VT





















+“Birkenstocks” “Blazers”



+

Birkenstocks Blazers

Cultural integration starts 
with a strong foundation
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The rebrand has transcended the name 
and logo to become a reset of our 
organization, creating unity and setting 
our teams up for success. It provides 
critical direction for our North Star 
growth.

John Dwyer | CEO, EastRise Credit Union

“”



Lesson 3



+
In December, 2024

$4T
Deal value in 2004

$58B



+
In December, 2024

$4T
Deal value in 2004

$58B
Why it succeeded

• Leadership continuity
• Leveraged trust in brand name
• Communicated the WHY



+
BoA lost due to acquisition

(-$52B)
Deal value in 2008

$4B



+
BoA lost due to acquisition

(-$52B)
Deal value in 2008

$4B
Why it failed

• Reputation damage
• Customer backlash
• Massive erosion of brand trust



Lesson 3
Bridge the Trust Gap



&

of customers who switched post-
merger did so for emotional 
reasons, the first of which is lack of 
trust in the acquiring financial 
institution.

36%

Source: Deloitte Center for Banking Solutions



81%

Source: Edelman 2024, Wharton School of Business 2024, HBR 2022 

Consumers must 
TRUST a brand  
before transacting

& 55%
Consumers are more 
likely to transact and 
engage with brands 
that have a strong 
story

40%
M&A brands that have 
an initially positive 
reaction continue to be 
perceived as more 
trusted a year later



Bridge the
Trust Gap

3
Considerations:

• How, can we leverage our equit(ies) and build on it?
• When, and to whom should we communicate change?
• What is our narrative around the merger, and how do we 

manage it? 
• How can we both reassure and ignite interest?



BrightBridge Credit Union
M&A Case Study: Bridging the Trust 
Gap

$2.5B // 19 branches // Lawrence, MA





People first.
BrightBridge Credit Union
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—John Howard, CEO 

“With three brands coming together, I am 
so thankful that our new brand was 
received so positively by employees and 
members. Now we really have a brand 
we can do something with!”



&

“ If everyone and everything 
moves forward together, 
success takes care of itself.”

—Henry Ford



Playbook for Successful M&A Brands

Start early with Strategy

Connect Culture

Bridge the Trust Gap


