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EXECUTIVE SUMMARY

Financial services marketing compliance
teams are undergoing a transformation as
Al enables marketing to generate high
volumes of content — fast.

Content volumes have risen sharply due to hyper-personalized communication strategies and

Meanwhile:

Government Monitoring. Regulators and government agencies are expanding their own use of Al to
monitor marketing activity across ads and social media for potential compliance breaches.

Influencer Crackdown. Influencer campaigns and customer testimonials are under increased scrutiny
worldwide, requiring clear disclosure and substantiation.

Evolving Regulations. Regulatory language and disclaimer requirements continue to evolve across
jurisdictions.

Ad Spend Skyrocketing. Financial media network ad spend is forecast to

Together, these shifts create a clear inflection point for Al content compliance. Marketing compliance teams
are turning to Al as a critical tool for controlling regulatory risk without slowing marketing momentum.

Legacy approval chains built on PDFs, email threads and static sign-offs can simply no longer keep up with
the pace or precision required. With the help of Al, every rate, claim and benefit statement can now pass
through an auditable, transparent approval workflow that not only reviews content across multiple mediums
in minutes, but can stand up to both internal governance and regulatory scrutiny.
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Those who succeed will replace friction with foresight and ultimately transform compliance from a bottleneck
into a dynamic safeguard that scales in line with other marketing functions.

“IntelligenceBank is central to operations at Angle Auto Finance. Users know it

as “The Introducer Hub’ and it’s become the go-to for everything they do with
our organization.”

Rebecca Henderson | Head of Marketing Product & Dealer Performance, Angle Auto Finance
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Disclaimer: This document is not intended as a substitute for legal or regulatory advice. This report has been prepared using both public
and private data by IntelligenceBank, a provider of software that helps companies stay on brand and adhere to regulatory compliance.
Companies should seek professional legal and regulatory advice when establishing internal compliance protocols.
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WHY FINANCIAL SERVICES MARKETING COMPLIANCE
IS MORE COMPLEX IN 2026

Financial services marketing has always operated under tight regulatory guardrails, but in 2026, innovation is
testing the limits of traditional compliance models. The rise of data-driven personalization, Gen Al-powered
content creation and dynamic digital campaigns has multiplied both the speed and scale of marketing activity.
As regulatory expectations and monitoring tools evolve in parallel, compliance teams are being pushed to
modernize to match marketing’s agility without compromising oversight.

Against this backdrop, a new set of pressures is redefining how financial services marketers and compliance
teams operate in 2026:

‘ Hyper-Personalization Meets Regulation

Financial institutions are now operating in a content and data squeeze. They are generating vastly
larger volumes of personalized content, (tailored offers, interactive microsites and dynamic product
pages) while also using rich data sets (transaction history, geolocation and behavioural signals)
to refine targeting. As a result, compliance teams face not only the regulatory risks posed by
algorithmic decision-making, but also the sheer operational burden of reviewing far more variants
and touchpoints than ever before.

Why it matters:

Regulators and beyond are signalling that it is not enough to check whether a headline is technically
accurate. Organizations must demonstrate that the data-driven decision logic is fair, explainable and
consistent. When banks, brokers and wealth managers deploy content at scale driven by data and
real-time triggers the review process can no longer rely on manual approvals or linear workflows.
Without automation, the risk widens and that's where inconsistent disclosures, outdated variable

data (rates, fees, benefits) and potential bias in targeting all become more likely.
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02 Rise of Agentic Al Requires Complaint Sources

Financial services marketers are moving beyond basic chatbots to Al agents that can interpret
a customer’s goal and autonomously execute the tasks to achieve it. As these agents interact
with diverse data sets, from websites to digital content, it’s vital that all source materials remain
accurate and compliant.

Why it matters:

When Al agents drive marketing or service workflows, every piece of content they draw on or
generate becomes part of the regulated customer journey. If source documents contain outdated
rates, missing disclosures or imprecise language, the resulting automated outputs may breach
regulatory standards, even if no human explicitly crafted the message. For marketing compliance,
this means focusing not just on the final output, but on the integrity, provenance and governance
of every underlying data and content source.

O3 Regulators are Using Al to Police Misleading Promotions

Across major markets, regulators are turning to technology themselves. The Federal agencies
and the have begun deploying Al-driven tools to scan marketing claims and pricing promotions.

Why it matters:

This tech-enabled enforcement means insurers no longer have the cushion of time. Noncompliant
ads can be detected and escalated within hours, not weeks. Compliance must happen before
content is live - not after complaints arise.

04 ‘Always-On’ Digital Campaigns Are Harder to Govern

Dynamic websites, loan calculators and retargeted ads update in real time as customer data
changes. With content being auto-optimized, marketing compliance teams may not even see every
version that goes live.

Why it matters:

If rates, terms or benefit explanations change mid-campaign, marketers must still be able to
prove what information was displayed to customers and when. Manual approvals can’t keep up.
Automated workflows with version control are becoming a necessity.
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05 Third-Party Distribution Tests Compliance Boundaries

Financial products are now distributed far beyond a firm’s own channels. Each of these touchpoints
introduces new compliance exposure, as third parties publish and promote content on behalf of
licensed financial institutions. From e-commerce platforms to co-branded partnerships, the control
over messaging is not always within immediate reach. It’s something Compliance loses sleep over,
with good reason. One of our wealth management customers found that 80% of their partner
websites were non-compliant.

Why it matters:

Even when partners control the platform, the regulated entity remains responsible for the accuracy
and compliance of what appears under its brand. This could reach across tens of thousands of web
pages in various jurisdictions. Without the existence of advanced tech, this becomes an impossible
task to monitor.

06 Fair Value and Outcome-Based Rules Are
Reshaping Messaging

2026 is the year regulators double down on consumer outcomes.

and similar frameworks worldwide require marketers to show that
products deliver fair value and that marketing materials help rather than hinder informed decision-
making.

Why it matters:

Disclosures must be clear, benefits substantiated and costs transparent. Overly complex
comparisons or selective performance claims can be treated as misleading, even if technically true.

In financial services, accuracy isn’t a standard,

it’s a regulatory obligation.
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07 Climate, ESG and Purpose-Led Messaging Under
the Microscope

Due to increasing investor awareness and scrutiny around sustainable portfolios,

. Regulators are increasing
oversight and taking enforcement action over misleading ESG statements across industries,
with the most recent greenwashing penalty, at the time of writing, being the

for false sustainability claims. In Australia,
for misleading customers around the ethical characteristics of the fund in 12 product disclosure
statements, media releases and more.

Why it matters:

ESG enforcement is shifting from guidance to action. Financial institutions promoting “green” or
“ethical” credentials are expected to to ensure all statements
are verifiable, specific, and aligned with corporate disclosures. Those that can demonstrate
transparent approval processes and digital audit trails will be better placed to maintain credibility
and meet intensifying governance expectations throughout 2026.

08) Data Transparency and Consent Fatigue

Financial services firms are gathering more data than ever to personalize products and deepen
customer insight. Yet as privacy expectations tighten, consumers are growing wary of how their
financial data is collected, shared and repurposed across marketing channels. At the same time,
regulators are introducing new standards for transparency in profiling, segmentation and automated
decisioning, particularly when personal data informs offers or suitability assessments.

Why it matters:

Marketing and Compliance teams must strike a balance between personalization and privacy.
Overly complex consent flows or opaque data practices risk breaching both privacy and financial
promotion laws. Regulators across the globe have emphasised that firms must provide clear,
informed consent and maintain explainable decision logic when using customer data in marketing.
To stay compliant and sustain trust, financial institutions need systems that ensure data sources,
consent records and content approvals remain traceable, governed and audit-ready.
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‘ Generative Al Moves from Hype to Agent

Financial services brands are expanding their presence across social platforms where creators,
‘finfluencers’ and customers increasingly shape public perception. According to eMarketer analyst

Sarah Marzano, influencer marketing is on track to surpass US $10B in 2026,highlighting how
central creator content has become to brand storytelling and product discovery.

While these figures signal opportunity, they also amplify compliance complexity. Along with
company produced ads, influencers discussing investment products, credit offers or financial
tools effectively become extensions of a brand’s regulated marketing activity. We often hear of
companies struggling to ensure content creators adhere to financial promotion rules and how it
leads to spikes in non-compliant materials reported to their risk committee.

Why it matters:

The rise of user-generated and influencer-driven content introduces a fast-moving layer of risk for
compliance teams. Misstatements, missing disclaimers or unapproved financial claims can trigger
enforcement even if made by third-party creators. Regulators have made clear that brands are

accountable for the compliance of their affiliates and paid partners. With social content volumes
accelerating, firms must adopt systems that enable real-time review, approval, and archiving of
influencer materials — ensuring that transparency and governance scale at the same speed as

creativity.
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RECENT REGULATORY ENFORCEMENT ACTION

Federal Trade

November 2025:

from offering business financing and
related services after finding they misled
entrepreneurs  with false advertising
claims about loan access and fees. This
enforcement sends a clear message that
marketing promises around financing, fees
and lender relationships must be accurate,
transparent and supported by evidence.

March 2025: the FTC announced that a
cash-advance fintech agreed to a $17M
settlement after allegations that it

.The
case emphasizes that promotional claims,
membership-oriented subscription flows
and cancellation mechanics are subject to
scrutiny under unfair/deceptive practices
frameworks.

IntelligenceBank.com

Q\g} Commission (FTC) Action

The Securities and Exchange
Commission (SEC)

September 2025, the U.S.

, for
violations of the new books-
and-records requirements and compliance
review obligations. Meridian had claimed in
a website advertisement that it “refuse[d] all
conflicts of interest” , a statement inconsistent
with its own disclosures. It also failed to
maintain copies of adverts and neglected its
annual compliance review. The firm agreed
to pay a $75,000 civil penalty, undertake
remedial actions and submit to a cease-and-
desist order.

The Australian Investments
and Securities Commission
ASIC (ASIC)

February 2025, ASIC announced that

for
disseminating false or misleading statements
via travel-insurance webpages about the level
of coverage offered.
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PROBLEMS AFFECTING FINANCIAL SERVICES
MARKETING COMPLIANCE TEAMS

The financial services industry’s acceleration toward digital engagement and personalized content has
outpaced the evolution of its compliance infrastructure. Many firms are still operating within frameworks
designed for slower, linear campaign cycles rather than today’s dynamic, multi-channel environment where
content, offers and rates can change frequently.

As a result, compliance teams are spending more time reacting to issues than proactively managing them.
The gap between content production and regulatory assurance is widening, placing mounting pressure on
legacy systems and human approval chains.

Below are the structural and operational challenges that continue to hold back financial services marketing
compliance teams in 2026.

O Fragmented Oversight Across Business Units

Different divisions within a single financial institution often maintain their own marketing systems
and review processes. Each applies slightly different disclosure templates, tone and approval
criteria.

Impact:

Customers receive inconsistent messaging across products, undermining trust and creating
exposure under “fair value” or misrepresentation rules. Fragmentation also makes it difficult for
compliance teams to maintain visibility or enforce consistency at scale.

02 Outdated Review Processes and Legacy Technology

Many marketers still rely on manual review chains i.e. those running on email threads, spreadsheets,
and document attachments. These methods are slow, opaque and unfit for high-frequency content
production.

Impact:

Approvals drag on for weeks, or worse, content goes live before legal sign-off. The lack of version
control means teams struggle to prove which version of a quote, disclaimer, or policy summary
was approved.

IntelligenceBank.com
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Growing Scrutiny of Marketing Claims Around Al-Driven
Financial Products
As banks, brokers and advisors launch Al-enabled tools such as investment insights and automated

lending recommendations, the line between innovation and advice is blurring. Regulators including
the Financial Conduct Authority (FCA) and the Securities and Exchange Commission (SEC)

Impact:

Compliance teams must verify that any claim referencing Al, automation or “smart” decision-making
is backed by evidence and appropriately disclosed. Marketing content must clearly communicate
limitations and avoid implying regulatory approval or guaranteed outcomes.

Inconsistent Interpretation of Rules

Marketing regulations in financial services hinge on broad principles - clear, fair and not misleading.
However, interpretations can vary between reviewers, even those in the same region.

Impact:

Teams waste time debating tone rather than improving accuracy. Disparate interpretations also
risk noncompliance, particularly for global campaigns that must align across multiple jurisdictions.

Limited Visibility Into Dynamic or Embedded Campaigns

Personalized calculator engines and embedded finance offers update automatically, yet many
marketers lack visibility into what’s being displayed at any given time.

Impact:

When regulators ask for evidence of what a customer saw or clicked, reconstructing it is nearly
impossible. The absence of digital archives and approval logs leaves marketers exposed during
audits or investigations.

IntelligenceBank.com
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Expanding Cross-Border Marketing and
Multi-Jurisdictional Risk

Financial institutions are increasingly marketing globally through digital channels, social media and
fintech partnerships. Yet, regulatory expectations for disclosures, consent, and product eligibility
vary widely between regions.

Impact:

Campaigns approved for one market can quickly breach local advertising or data privacy
rules elsewhere. Without centralized workflows and jurisdictional tagging, teams face growing
complexity in managing multiple versions of creative, disclosures, and compliance reviews for
global audiences.

Overload From Repetitive, Low-Risk Reviews

Compliance teams often spend more time rechecking templated campaigns, standard disclosures
or routine rate notices than focusing on new or higher-risk promotions.

Impact:

Resources are drained on repetitive work. Over time, fatigue sets in, delaying approvals and
increasing the chance of genuine oversights.

Lack of Standardized Governance for Al-Generated Material

Al-driven marketing tools are creating content faster than compliance teams can review it — from
chatbot scripts to auto-generated emails. Yet few institutions have formal policies defining how this
material should be validated.

Impact:

Without structured guardrails, Al outputs can contain unapproved claims, biased language, or
references to unfiled products — all potential regulatory breaches.

IntelligenceBank.com
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Poor Integration Between Marketing and Compliance Systems

Creative assets, legal sign-offs and audit documentation are often stored in separate systems.
Teams spend hours reconciling spreadsheets, downloading PDFs or searching shared drives.

Impact:

Disconnected tools slow down response times and make it harder to prove compliance when
regulators request evidence of approval processes or version history.

Resource Constraints and Regulatory Fatigue

Along with the pressure of rising content volumes and regulations multiplying, compliance teams
are expected to manage both innovation and governance with the same headcount. In one case,
a building society reported having only two people responsible for retrospectively reviewing
thousands of communications.

Impact:

Reviewers become reactive instead of strategic. This burnout leads to slower turnaround times,
less thorough reviews and missed opportunities to guide marketing early in the process.

Lack of Scalable Workflow and Audit Infrastructure

Legacy systems weren’t built for today’s marketing velocity or complexity. Without workflow
automation, configurable approval paths and centralized documentation, compliance remains a
bottleneck rather than a business enabler.

Impact:

Marketers struggle to maintain control as they scale digital marketing. Without a digital compliance
backbone, organizations can’t simultaneously deliver both speed and assurance.

IntelligenceBank.com
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HOW THE INSURANCE SECTOR IS MODERNIZING
MARKETING COMPLIANCE

In response to the rise in content volume, diversification of media channels and the emergence of Al-assisted
regulatory activity, marketing and compliance teams are now automating compliance reviews to both speed

up reviews and reduce risk.

Our customers in the financial services sector use IntelligenceBank’s marketing compliance solutions to
efficiently manage and maintain content compliance across their marketing and communication materials.

By automating content risk reviews, they can identify potential legal, regulatory and brand risks before
materials reach compliance approval. Customers define and refine tailored compliance rules based on those

set out by regulators such as the Financial Industry Regulatory Authority (FINRA) and the Federal Trade
Commission (FTC) in the U.S., the Financial Conduct Authority (FCA) in the U.K. and the Australian Securities
and Investments Commission.

IntelligenceBank integrates seamlessly into existing workflows and tools, helping legal, compliance, and
marketing teams collaborate more effectively while reducing manual review time and minimizing false positives.

Advanced Al capabilities further enhance accuracy by providing contextual risk detection, verifying claims
against approved sources and ensuring that statements and disclaimers are clear, consistent, and compliant.
This enables marketers to deliver accurate, compliant, and on-brand content faster, supporting both regulatory
obligations and customer trust.

See next page to learn how the of Al-powered risk detection process flows.

IntelligenceBank.com 15
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AlI-POWERED RISK DETECTION PROCESS

Identify

Create custom risk rules based
on your specific business and
Fintech industry rules

Approve

Final Legal approval, with most
of the heavy review work
already complete

IntelligenceBank.com

Review

Automatically find risks and
provide actionable feedback before
submitting for final approval

Monitor

Ensure live content stays
approved, with regular,
automated reviews
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TYPES OF RISK DETECTED

Using a combination of deterministic Al (for consistent, rules-based checks) and agentic Al (for more contextual,
human-like understanding), the platform delivers reliable compliance insights whether from straightforward

detections to more nuanced recommendations on tone and clarity.

FINra CMS.gov FAOYA Siiss,

ASIC

Australian Securities &
Invastmants Commission

i
® - —
gt | A
European Securities and Markets Authority | AUSTRALIAN COMPETITION

& CONSUMER COMMISSION
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TYPES OF RISK DETECTED

Here are just some of the risks our system can identify automatically:

High Risk Words

Phrases containing “lowest”,
“best” or “free”

Prominence of Information

Ensure disclosure text is
legible and prominent

Proximity of Elements

Ensure a price is always in the
same sentence as a product

Images

Identify images that are
non-compliant or off-brand

IntelligenceBank.com

Missing Text

Identify missing mandatory information
when offers are mentioned

Numbers & Currencies

Check all numbers have the
correct symbol (%, $, £)

Spelling

Check for spelling mistakes or
regional-specific language

Tone of Voice

Check readability, avoid jargon,
limit sentence length

Disclosures & Disclaimers

Highlight incorrect or missing
disclosures and disclaimers

Dates

Check all promotional end
dates are accurate

Logos

Confirm a logo is present
and correct

Readability

Check readability by
determining reading age

18
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LEGAL AND BRAND RISK CAN BE DETECTED
ACROSS THESE CHANNELS

Images & Documents

Teams use real time Al compliance reviews
to check loan documents, rate sheets and
marketing materials to identify compliance
risks as they work.

Live Ads

Check hundreds of live Google ads offering
various rate and promotional offers faster and
with more accuracy than humanly possible.

Instant Home Loans
Approvals for
Smarter Banking

APPLY ONLIKE LOAK BALZULATOR

16518

IntelligenceBank.com

Car Loans

Web Pages

Reports check thousands of live web pages
to flag outdated rates, missing disclaimers or
misleading terms.

Social Media

Social content is often published faster than
you can review it. Al social reviews catch risky
or non-compliant content.

Missing APR High
Terms Risk Word
Missing Outdated

Disclaimer Offer

19
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What sets IntelligenceBank’s marketing compliance reviews apart is the ability to work seamlessly within

an end-to-end content delivery system. Reviews integrate directly with IntelligenceBank’s Digital Asset

Management (DAM) and workflow tools as well connecting with popular platforms like Microsoft, Google and

Figma to enable real-time risk detection as you create content.

The platform delivers a complete marketing compliance ecosystem designed to break down silos between

departments and make every stage of approval faster, smarter and more transparent.

Audit Trail
Management

Every action is tracked, creating
a clear audit trail that enhances
transparency and accountability
across compliance approvals. No
more third-party record keeping or
scattered spreadsheets and emails.

Streamlined
Approval Processes

Integration with creative approval
systems accelerates the sign-off
process, reducing bottlenecks and
ensuring campaigns move forward
without unnecessary delays.

High Engagement
Across Departments

By centralizing Marketing, Legal and
Compliace within one shared platform,
teams across marketing, legal, and
compliance can collaborate effortlessly.
Many users report daily engagement
and describe IntelligenceBank as
indispensable - not just for managing
compliance efficiently, but for improving

relationships between departments.

IntelligenceBank.com
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EXPECTED RESULTS FROM AI-ASSISTED
CONTENT REVIEWS

While Return on Investment (ROI) will differ greatly
according to the volume of activity and complexity
of an organization’s content production, there are
some benchmarks that can help you determine
potential ROI.

IntelligenceBank used anonymous amalgamated
data from its client pool to measure the potential
FTE savings. The findings showed the average

L

15

number of comments on a marketing asset, such
as a promotional email, downloadable guide or
display ads ran at 10 per asset. The average time
saved resolving each comment via Al reviews ran
at 15 minutes per comment. Therefore, if your
organization produces even as little as 5 assets per
week, your organization can save ~2,600 or ~1.3
FTE in review time.

43

comments per
asset

IntelligenceBank.com

minutes saved
per comment

hours saved per
week
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Ready to Simplifty
Your Compliance
Process”

Upholding marketing compliance doesn’t have to
be a headache. With the right software and
processes in place, you can ensure your marketing
materials are compliant, accurate and effective.

IntelligenceBank’s Al content compliance solutions
are designed to help banks like yours take a
proactive approach to regulatory requirements
while saving time and reducing risk. It’s a great way
to get up and running faster than building a solution
from scratch, knowing that what the regulators are
looking for is the same thing the software is
pre-programmed to catch.

Contact us today to learn more or book a demo.

Learn more at IntelliogenceBank.com

IntelligenceBank
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