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STRAPLINE FOREWORD

A
bove is a headline stolen from an 
Argent editorial dating back to 
2004, when we dedicated an 
edition of this journal to the 

debate surrounding mutuality.
Eight years on we are returning to this 

topic. Our Big Interview with John Deane, 
our 60 Seconds round-up of members’ views 
on mutuality, a consumer research update 
from Harris Interactive, a by lined article 
from Hilary McVitty, Head of External Affairs 
at the Building Societies Association and 
a summary of our recent seminar Modern 
Mutuality: A Missed Opportunity?  
are all compelling pieces of editorial looking 
at mutuals from various angles. 

The Forum’s Knowledge Centre database 
is an extremely useful tool to research past 
articles and events on the topic of mutuality. 
It’s also useful to compare where we were, 
with where we are today – and how far we 
have travelled over time. Or in the case of 
mutuality, how far we have not come. 

Take our plagiarised headline. As I interpret 
it, it reflects a core value of mutuality: to 
treat all customers equally. And this principle 
is born from the mutual ownership structure, 
which is that the institution is owned by its 
customers and accountable only to them.

Some financial services’ providers might 
find this a rather inconvenient principle. To 
paraphrase Malcolm Oliver, Editor of Argent 
back in 2004: ‘Financial services companies 
focus on capturing new customers, rather 
than retaining the ones they already have. 
Established customers, meanwhile, are 
penalised for their loyalty’.

A mutual organisation, determined to 
live up to its principles, would never allow 
that to happen. It would be hard-wired 
into its culture to recognise such behaviour 
as a conflict of interest. Which is why it is 
disappointing that so many mutuals have not 
been more successful.

Going back to 2004, our 60 Seconds on 
Mutuality featured the views of a number of 
Chief Executives at the time.

Neville Richardson, then Group CEO  
of Britannia Building Society, wrote:  
‘There is only one reason why Britannia 
remains passionately committed to mutuality, 
and that’s because it is in our members’  
best interests.’

Richard Hornbrook, then CEO Designate 
of Chelsea Building Society, wrote: ‘In a bank, 
customers are the means of generating 
profits for shareholders. Being a mutual, our 
customers are our stakeholders.’

And Peter Williamson, then Chief 
Executive of Nationwide, said: ‘With no 
shareholders to pay dividends to, mutuals 
have an inherent advantage.’

Even building society CEOs, back in 2004, 
could not have anticipated the growth frenzy 
that was to follow, the banking crisis that it 
precipitated, and the perilously low interest 
rates that today threaten the viability of retail 
funding models. So a lot has changed in 
eight years.

But compare the remarks from 2004 to 
the ones being expressed in this issue of 
Argent and you will notice many similarities.

We are frustrated that mutuals have not 
been more successful and, especially in 
today’s environment, have not pressed home 
their advantage.

In the words of a current Chief Executive, 
Jon Hall of Saffron Building Society: ‘There 
is a view that mutuals have a natural 
advantage linked to their ownership, but that 
is not yet clearly shown to be a benefit to 
their customers or members.’

And that is a missed opportunity.
Unless, that is, consumers collectively have 

a Damascene moment and wake up in a 
post-RDR world to realise that their financial 
future is in their own hands. After all, savvy 
consumers are all the rage in this internet-
empowered, social media-driven age. 

Using the amazing technology tools  
now available, consumers can make well-
informed, even guided, decisions that will 
help improve their prospects for a secure 
financial future. 

ANDREW PORTER  
Vice Chairman, The Financial Services Forum

Mintel_FSF_Argent_1007_A4_OUT.indd   1 15/07/2010   13:19

WE ARE 
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MUTUALS HAVE 
NOT BEEN MORE 

SUCCESSFUL 
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IN TODAY’S 
ENVIRONMENT, 
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HOME THEIR 

ADVANTAGE.

ALL FOR ONE,
ONE FOR ALL
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BIG INTERVIEW BIG INTERVIEW

P
romises, so easy to make but not so easy to keep. 
For the financial services industry, now more than 
ever, if your customers don’t perceive your 
organisation as trustworthy, they will simply put 

their money elsewhere. Employees in the financial services sector 
are also increasingly looking to be employed by companies 
which demonstrate ethics and values, and where they will be 
nurtured to achieve their full potential. 

Mutuals position themselves as offering all of these things 
and more – as a comforting alternative to the ‘big bad banks’ 
– organisations which look after your money, give you superior 
customer service, and all the while ensure that you feel good 
about yourself in the process. But are the mutuals living up to 
the reputation?

BEST IN CLASS
It certainly seems so. This year, for instance, Scottish Life 
won Best Company of the Year, and Best Pension Provider at 
the Money Marketing Financial Services Awards. John Deane 

A veteran of big mutually-owned 
enterprises, JOHN DEANE knows exactly 
what makes them heroic to consumers. 
Here, the man who led intermediary 
business at Royal London, the UK’s largest 
mutual life and pensions group for  
five years, talks to Rowan Morrison  
about the challenges.

▶

HEROES  
BENEATH
OUR  
MUTUALS
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overarching ethos is more likely to attract 
people who value this approach.’

Customer perception of mutuals is 
another challenge, John points out. ‘We 
conducted research where we literally 
stopped people in the street and asked 
them what a mutual was. 

‘People responded: “Building societies 
which are now banks”, which does not 
connect to the state of ownership at our 
core. So we need to engage with the 
customer-owners of our business in order 
that they see the benefit of the mutual 
model. At Royal London, we make it clear 
that individuals have a voice. We also have 
to put the case for socially responsible use 
of this voice.’

LASTING SOCIAL IMPACT
The financial services industry has certainly 
suffered from short-termism in its outlook, 
with performance driven by the quarterly 
reporting process to the markets. Mutuals, 
which are not exposed to this, have the 
flexibility of looking to the longer term and 
lasting returns on investments. One such 
investment, driven by John in his role at 
Royal London, is MoneyVista – an online 
financial planning service.

‘Society needs to address a big problem 
which is the public not understanding the 
economics of their financial future,’ John 
argues. ‘We know that in 40 years’ time, 
there will only be half the current number 
of people in work supporting people in 
retirement. We know that the cost of 
pensions will be two to three times what 
it is now. This is an urgent issue. There’s a 

BIG INTERVIEW BIG INTERVIEW

was Chief Executive of Scottish Life, 
intermediary division of Royal London 
Group, until June 2012. John was also Chair 
of insurance company Bright Grey, heading 
up the Group’s international business 
RL360, and Dublin-based Caledonian Life. 
A complex set of roles, but John has had 
an equally varied – and impressive – career 
so far.

He explains: ‘I spent six years with 
SunLife in Bristol, which became Axa. 
I qualified as an actuary there before 
joining Imperial Trident Life, which became 
Laurentian Life. There, I was Customer 
Services Director and Assistant Director in 
IT, responsible for a significant programme 
of putting laptop technology into the  
sales force.’

Later, John joined private company 
Century Life and, in 2000, took its financial 
services arm to form outsourcing company 
Adepta, which was sold to private equity 
in 2002. 

‘Then in 2003, I joined Old Mutual, where 
I was Corporate Development Director, 
responsible for the Skandia acquisition and 
with responsibilities in South Africa. I fell 
in love with South Africa it is a fascinating 
country with so much potential, and I have 
great hope for it.’

WORKING TOGETHER  
FOR SUCCESS
He joined Royal London in 2007 and 
spotted equal potential in a faltering 
Scottish Life: ‘When I joined Royal London, 
Scottish Life was loss-making because it 
was simply trying to do too much. My first 
task was to take this activity down, so we 
were doing significantly less, but achieving 
significantly higher quality.’ 

The task also informed his management 
style. He says: ‘The important thing to 
remember when you go into a business 
which isn’t doing as well as it could, is to 
be flexible, more collaborative. It sounds 
easy, but it’s hard in terms of process 
because, when you’re tasked with turning 
a business around, staff perceive you as 
being more directive. So you’re faced with 
the challenge of not only changing things 
for the business, but changing people’s 
view of you.

John adds that the overriding message 
he’s learned in his career so far is that, 
if you don’t understand what’s being 
said at the coffee machine, then you 
don’t understand the heartbeat of your 

organisation. ‘The really interesting 
challenge for managers now and in the 
future is that the nature of the coffee 
machine is changing,’ he argues. ‘Many of 
these conversations are now being carried 
out over Twitter and Facebook where 
you don’t get to hear them. Therefore it’s 
even more important to connect with your 
organisation, to be visible.’

He has a further lesson to share about 
his experiences: ‘Speaking to your staff 
is overvalued – listening is undervalued. 
Directors can forget that the vital part of 
real communication with their people  
is listening.’

But how can mutuals attract the top 
talent and incentivise existing employees 
to stay with them, if the option of financial 
incentive – either through equity or large 

THE KNOWLEDGE CENTRE
Additional articles and event presentations are available online via  
www.thefsforum.co.uk/knowledge including: 

The winning case for ‘traditional values’: There’s a growing public mood for long-term  
value rather than short-term profit, observes James Cope. And it’s the building societies that  
are benefiting.

The magic is mutual: Louise Fowler leads the customer and brand integration  
of The Co-operative Financial Services and Britannia businesses. Having created ‘a trusted and 
ethical alternative to shareholder-owned banks’, The Financial Services Forum Marketer of the 
Year talks to us about her experience.

‘THE PERCEPTION 
THAT ONLY PRIVATE 
COMPANIES OFFERING 
EqUITY CAN ATTRACT 
TALENT IS NONSENSE.’

‘IF YOU DON’T 
UNDERSTAND WHAT’S 
BEING SAID AT THE 
COFFEE MACHINE, 
THEN YOU DON’T 
UNDERSTAND THE 
HEARTBEAT OF YOUR 
ORGANISATION.’

‘SOCIETY NEEDS TO ADDRESS A BIG  
PROBLEM, WHICH IS THE PUBLIC NOT 
UNDERSTANDING THE ECONOMICS OF THEIR 
FINANCIAL FUTURE.’

ROWAN MORRISON is a writer  
and editor at Editions Financial.
Contact: rowan@editionsfinancial.co.uk

SPEED READ
•  Companies need to demonstrate values
•  Backing a collaborative management style  
• Listening to your staff is undervalued
• The two pillars of what makes a mutual

MUTUAL HERO
bonuses – is not available to them? John is 
emphatic: ‘The perception that only private 
companies offering equity can attract 
talent is nonsense. People join and stay 
with an organisation because of its values, 
and how these values align with their own.

‘People want to work for companies 
which visibly show the ambition and 
drive to be successful – companies where 
employees to your left and to your right 
are people you want to work with.

‘We certainly have this culture within 
Royal London Group,’ John adds. ‘It is very 
rewarding to work with an excellent team 
to develop profitable businesses which are 
recognised as providing real value. This 
success is not an individual effort.’

WHAT A MUTUAL  
MEANS TO CUSTOMERS
What sets mutuals apart, certainly in the 
current environment, is that they appear 
to be tapping into a greater social need 
or expectation, as John explains: ‘The 
two fundamental pillars of what makes a 
mutual are, first, you inherit capital from 
the previous generation and get the benefit 
and security of that capital, passing it on 
to the next generation. The second pillar is 
that you don’t take out any more than your 
fair share. 

‘If either of these pillars is broken,’  
John adds, ‘then that’s the end of 
mutuality. If you keep the foundations 
of mutuality, you get an organisation 
demonstrating behaviours and values that 
offer real consistency for customers and 
members, for employees, and for others, 
such as suppliers.’

Of course, all of these factors are 
dependent on the approach of the people 
management. ‘Greedy people can work 
anywhere,’ John laughs, ‘but at least the 

CAREER HISTORY
1981 - 1987 
AXA SUN LIFE

1987 - 1993 
LAURENTIAN LIFE

1993 - 2003 
 CENTURY LIFE  
AND ADEPTA

2003 – 2007 
OLD MUTUAL PLC

2007 TO DATE 
ROYAL LONDON

EDUCATION
 BSc MATHEMATICS 
(FIRST CLASS 
HONOURS)
 FELLOW OF THE 
INSTITUTE OF 
ACTUARIES

CAREER SUMMARY
 John has gained much 
experience with over 20 
years in the financial services 
industry at board level.  
His work experience covers: 
regulatory compliance,  
operations sales force 
management, product design, 
financial management, 
audit, human resources 
and outsourcing within the 
insurance industry.

JOHN 
DEANE
Former Chief Executive of Scottish 
Life, an  intermediary division of 
Royal London Group.

debate about the role of the state, and of 
customer-owned organisations such as 
ours, in helping people to make the right 
life choices.’

He adds: ‘We as an industry can shout 
that the public don’t understand enough, 
or keep talking about how society needs 
to be educated about saving, or we can 
actually do something about it.’

MoneyVista is a subscription-based 
service, with the first 30 days free, where 
users enter data and then build and 
continually add to a personalised financial 
plan. What makes it different from other 
such financial advice services is that 
it’s not focused on debt management, 
instead guiding users through budgeting, 
and covering off concerns such as what 
needs to be done to enjoy a comfortable 
retirement, what would happen if you 
became ill and couldn’t work, and so on.

 
A REAL CORPORATE 
RESPONSIBILTY
‘We are selling products and this is what 
we need to think about when we’re 
considering our corporate responsibility,’ 
John explains. ‘Yes, we can do things like 
painting walls and digging ditches, but 
where we can really play a role – what 
our guiding principle should be – is in 
protecting people. 

‘We protect people from the financial 
consequences of dying too young or, 
essentially, living too long, in terms of 
saving enough for a long retirement. That 
is real corporate responsibility. 

‘As a customer-owned industry, we 
should dig fewer ditches and instead, 
work out how we can deliver on key social 
responsibilities. 

‘We want to advise people to 
understand the implications of financial 
decisions they are taking. We also want 
to encourage consumer engagement, 
making it easier for people to have a voice 
and to be listened to.’ 

After all, John says: ‘Our owners are our 
customers and if we don’t tell them what 
the financial future is, and help them to 
prepare for it, then who will?’ 
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and become banks is now seen as a costly 
and failed experiment. In fact, not one of 
these firms still exists as an independent 
entity and, in some cases, the name has 
vanished completely. 

In contrast, those which made the 
decision to keep to and develop the mutual 
model weathered the more recent financial 
storms pretty well. Where necessary, 
stronger societies took over their weaker 
brethren, but assets and customers were 
retained. In a recent report, ratings agency 
Standard & Poors (S&P) comments that 
building societies have survived the 
financial crisis in better health than the UK 
banking industry as a whole. As societies 
focus mainly on lending and deposit 
taking, S&P view them as good examples 
of back-to-basics banking. 

So we have a sector with multiple 
advantages in the current climate, 
including a membership model, minus 
the taint of taxpayer bailouts and in much 
better financial shape than many of the 
banking behemoths.

CUSTOMER SATISFACTION
But how is it all viewed by consumers? 
Sadly it is not difficult to find surveys 
which are critical of the customer service 
provided by plc banks. A common phrase 
which gets bandied about is that they are a 
‘necessary evil’. Whilst no financial services 
organisation can afford to be complacent 
there is good evidence that customer 
satisfaction with mutuals is higher. 

The BSA commissioned Gfk NOP to 
conduct research this spring¹ exploring 
this and related factors. The results clearly 
show that across all three of the main 

and mortgage products; and size doesn’t 
always determine which is which. Between 
them they serve over 25 million customers 
and hold around 20% of the mortgage and 
savings markets in the UK. 

BUSINESS ETHOS
What unites them all, however, is that they 
are mutuals. What this means goes beyond 
the organisational fact that they are owned 
by their members, and past the practicality 
that in most cases the act of becoming 
a customer automatically confers 
membership. What it delivers is a business 
ethos that is based on optimising profit 
while serving members and participating 
in communities. This is very different from 
the standard plc mantra of maximising 
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SPEED READ
• The challenges of marketing building societies
• The multiple advantages of membership 
• Delivering value to customers over the longer term
• Mutuals are in better financial shape

THE HIGH STREET
 FOR TRUST

I
f you were to ask people in the 
street what mutuality is and 
what it means to them, it’s a 
fair bet that the majority 

would look at you blankly and offer no 
answer. Some may say that it’s something 
to do with ownership and a few may just 
link the word to a specific organisation that 
they do business with. On the other hand, 
if you were to ask about building societies 
the chances are that the sort of words that 
they would come back with words like 
secure, value, fair, service and community, 
with a smattering of ‘old fashioned’ thrown 
in for good measure. This difference neatly 
sums up both the strength and one of the 
challenges of marketing building societies 
in today’s market. 

To set the scene, there are 47 building 
societies in the UK, and between them 
they demonstrate significant diversity. For 
example, in size and presence they range 
from national to regional to some which 
have a very specific local presence. High 
street branches are common to most, but 
some have none, and in terms of services 
these range from full service personal 
banking to those which have stuck to their 
knitting and offer a full range of savings 

Bringing the membership value of mutuals to life,  
says HILARY McVITTY, is today’s big challenge.  
That’s why all finance sector marketers are poring over the 
evidence that differentiates the mutuals from the big  
banks on our high streets.

ONE MEMBER,  
ONE VOTE IS A 
BUILDING SOCIETY 
CORE PRINCIPLE.

THE CHOICE MADE BY A NUMBER OF LARGE 
BUILDING SOCIETIES IN THE 1990S TO 
DEMUTUALISE AND BECOME BANKS IS NOW 
SEEN AS A COSTLY AND FAILED EXPERIMENT. 

profit to the benefit of shareholders. One 
member, one vote is a building society core 
principle, compared with the plc model 
where the number of votes corresponds to 
the number of shares a body or individual 
holds, and being a shareholder is often 
totally divorced from being a customer. 
Societies are about delivering value over 
the long term to members rather than 
increasing risk to boost short-term profits 
for shareholders. 

All of this means that, particularly in 
today’s financial services market, the very 
fact of ‘membership’ confers a huge but, 
at the same time, challenging marketing 
advantage. Why challenging? Because, in 
the commoditised world in which we live, 
bringing the value of membership to life is 
not always that straightforward. 

It goes without saying that societies 
compete on the hard functional factors 
such as product structure, interest 
rates and location. The additional 
marketing opportunity rests with some 
of the, perhaps softer, factors, of which 
membership is one. 

Today’s financial services market 
structure, regulation and consumer 
perception have been defined by many 
things, key amongst them being the 
financial crisis of a few years ago, huge tax 
payer bailouts for a number of banks and, 
of course, continued economic uncertainty, 
recession and now fears over the impact 
of the Eurozone. In our sector, the choice 
made in the 1990s by a number of large 
building societies 
to demutualise 

product groups – savings, mortgages and 
current accounts – customers with mutuals 
are better satisfied. In fact, just taking 
those who were extremely or very satisfied 
into account, the differential between 
mutuals and other providers was at least 
10% in favour of the mutuals. 

Looking at each product group – 56% 
of savers at mutuals compares to 46% 
with other providers. For mortgages, 69% 
plays 57% and for current accounts 77% 
compares with 64%.

In addition to these results, which are 
based at least partially on functional 
factors, building societies and other 
mutuals² scored above banks and other 
providers for 11 other factors which 
include complaint handling, fair treatment, 
value-for-money, trust and propensity to 
recommend. These positive differences 
have in fact characterised research over 

THE KNOWLEDGE CENTRE
Additional articles and event presentations are available online via  
www.thefsforum.co.uk/knowledge including: 

60 Seconds on mutuality or not : Back in 2004, we asked the chief executives of a number of 
financial services companies to explain their enduring commitment to mutuality.

Behaving like a mutual that means business : David Radford, Group Marketing Director at LV=, 
offers an insight into what went on behind the scenes at the radical rebranding of the well-
known but old-fashioned Liverpool Victoria.

recent years. In conclusion, mutuals, and 
building societies specifically, obviously 
have a lot going for them. With functional 
factors in a row, more clearly articulating 
and demonstrating the benefits of 
membership and the softer factors such 
as community involvement provides 
additional opportunities for differentiation. 
Social media and the ability to convene 
conversations make this form of 
conversation both more possible and  
more personal. 

Coupled with this, demonstrably 
listening to members remains central and it 
is already far from unusual to see building 
society senior executives out on the road 
participating in member forums.

POSITIVE DIFFERENTIATION
Building societies are different, both 
in what they do and how they do it. 
Marketing in its widest sense clearly has 
an important role to play in positively 
differentiating them, at both individual 
society and sector levels. 

From my perspective, a media that 
moves away from using the phrase ‘banks 
and building societies’ in a negative way, 
when unwarranted by the facts, will be one 
means of testing future success. 

Notes:   
1. Research by Gfk NOP surveyed 2,005 adults  
across the UK between 26 April & 1 May 2012.
2. Other mutuals refers to the Co-operative Banking  
Group and Kent Reliance a trading name of OneSavings Bank plc.

HILARY McVITTY is Head of External 
Affairs at the Building Societies Association 
Contact: hilary.mcvitty@bsa.org.uk

25 MILLION
people are customers of the 47 mutual  
building societies in the United Kingdom

20%
of the mortgage and savings markets in 
the UK are held by the mutuals
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A
number of studies indicate 
that mutuals are perceived as 
offering better customer 
service than other financial 

services providers. More recent research, 
commissioned by the Building Societies 
Assocation (BSA), confirms that mutuals 
do provide better service and have more 
satisfied customers than banks. Some of 
the interesting statistics thrown up by the 
study show that for building societies, 71% 
of savers were ‘very’ or ‘extremely satisfied’ 
compared to 56% of people saving with 
other financial institutions, and the figures 
were similar for mortgage customers.1

WHAT DRIVES CHOICE?
So, what is important to consumers when 
selecting a financial service? In answer, it’s 
vital to consider ‘stated importance’, what 
people report as important in response to a 
straightforward question. The problem with 
looking at ‘stated importance’ on its own is 
it can lead to too much significance around 
‘rational factors’. People like to consider 
themselves rational decision-makers, but 
rational factors are not always what drives 
choice. Consider airline safety: it’s rationally 
important to all airline users but irrelevant 
when deciding whether to fly with BA or 
Virgin as both are considered safe carriers. 

To counter this bias, we looked at 
‘stated importance’ in conjunction with a 
measure known as ‘derived importance’, 
to determine the statistical association 
between the performance rating of an 
attribute and a broader performance 
criteria. In this case we looked at the 
likelihood the provider will be considered 
next time someone needs a mortgage, 
savings account, investment or insurance.

The insights generated using both 
‘stated’ and ‘derived importance’ and 
from comparing the results from the two 
approaches are fascinating. 

We used four groupings of attributes: 
•  ‘conscious drivers’: stated as important 

by consumers and revealed as important 
through statistical analysis 

•  ‘latent motivators’ (our term): not stated 
by consumers as important but revealed 
as important by the analysis 

•  ‘top of mind’ needs: stated as important 
by respondents but which the analysis 
reveals are not so in driving choice 

•  and attributes classified as relatively 
unimportant.

Looking at the different attributes, 
those concerned with ethical behaviour 
and customer care emerged as the most 
important: ‘being ethical’, ‘providing 
excellent service’ and ‘treating customers 
fairly’ are all conscious drivers, with 
‘supporting local communities’ underlining 
this trend as a latent motivator. 
Other important individual attributes 
include ‘are relevant to you personally’ 
and ‘provide good value’ (both conscious 
drivers) and ‘are a good fit with how you 
think of yourself’ (a latent motivator). 

The comparisons with our 2011 results:
•  ‘being ethical’ moved from  

being relatively unimportant to a 
conscious driver 

•  ‘being relevant to you’ is more explicitly 
important, shifting to a conscious driver

MODERN MUTUALITY

•  ‘having a strong online presence’ is  
more important, moving towards being a 
latent motivator. 

DRIVING DECISION-MAKING
An established hierarchy for the drivers of 
decision-making opens the door to look 
at how mutuals compare to shareholder 
owned financial services providers. 

The chart on the opposite page shows 
each of the decision-making drivers, 
ranked in broad order of importance to the 
consumer and shows how shareholder-
owned institutions and mutuals perform on 
each. Performance is ranked low, medium 
or high, based on the percentage in 
agreement that the institution exhibits  
the characteristic. 

The performance of companies owned 
by shareholders generates a mixed 
response, with strong performance in some 
areas, e.g. ‘have a large branch network’, 
‘offer a wide range of product and services’ 
and ‘are a leading company’, and a weak 
performance in others, such as ‘support 
local communities’, ‘being ethical’, ‘really 
care about their customers’ and ‘are a 
good fit with how you think of yourself’. 

Overlaying this with the data relating 
to consumer perceptions of mutuals, 
we see a number of striking things. 
Perceptions of mutuals are very different 
on most drivers from those of providers 
owned by shareholders, and in most cases 
outperform them.

Mutuals triumph on ‘provide excellent 
service’, ‘are ethical’, ‘are a good fit with 
how you think of yourself’, ‘support local 
communities’, ‘provide good value’, ‘treat 
their customers fairly’, ‘trustworthy’, ‘act 
responsibly’ and ‘really care about their 

customers’. Yet they perform less well on 
market presence, with perceptions lower 
on ‘hear a lot about them’, ‘are influential’ 
and ‘have a strong online presence’. 

From a mutual point of view, this is all 
very positive with a close match between 
the ‘drivers of choice’ and where mutuals’ 
strengths lie relative to shareholder-
owned companies. However, it’s too soon 
for mutuals to start cracking open the 
champagne. Our study also revealed a 
relatively high number of respondents 
who were non-committal on how they 
perceived mutuals on a number of drivers, 

particularly those relating to market 
presence, range of products and services 
on offer, having an online presence and 
being up-to-date and innovative. 

This research raises the question: are 
mutuals too reticent when it comes to 
marketing and promotion? 

IMPLICATIONS
Finally we asked consumers what mutuals 
could do to encourage people to use them 
more. Their replies demonstrated a lack 
of clarity in how mutuals are positioned 
relative to shareholder institutions; 
excessive pay and bonuses were cited for 

both, for example. Interestingly however, 
there are some clear directives for mutuals 
seeking to optimise the positive emotional 
fit they have with consumers, including a 
number of calls for greater visibility and a 
higher profile.

Respondents said mutuals need to:
•  Explain themselves: don’t assume the 

public knows what the definition of being 
a ‘mutual’ means

•  Demonstrate a competitive edge: from a 
customer perspective, what advantages 
does being a mutual bring?

•  Show a long-term perspective: 
consumers want to understand why 
mutuals are driven by long-term rather 
than short-term concerns 

•  Be accessible: by building a strong online 
presence and streamlining processes.

STILL WORK TO DO
Our comprehensive study clearly shows 
that consumers value providers who 
behave ethically and place customer care 
central to their agenda, whether that 
institution is a shareholder institution or a 
mutual body. 

It also shows mutuals have a competitive 
advantage out of the gate because 
consumers identify strongly with their 
values. Unfortunately the advantage 
offered by these positive perceptions is 
undermined by a lack of public certainty 
around what being a mutual means, clear 
information on the range of products 
offered and restricted access to the 
products available. 

Mutuals need to underpin the emotional 
connection with rational reasons for 
using their services and offerings. Too 
often this does not happen and mutuals 
are perceived as less innovative than 
shareholder-owned institutions. 

Mutuals have a strong story to tell 
but it needs to be communicated with 
confidence and conviction, with reference 
to both the rational and emotional aspects 
of decision-making. 

Get this formula right and the 
competition with the banks and other 
shareholder-owned providers will really 
start to hot up. 

1 Quoted data is based on an online survey of 2,000 adults 
conducted in June 2012 and updates data collected in a similar 
survey in 2011. During the course of the survey we defined the term 
‘mutual’ for respondents because we were not sure that everyone 
would understand its meaning and, as we will see, this proved to 
be the case.

MODERN MUTUALITY
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SPEED READ
•  What do customers value most? 
•  How are mutuals perceived? 
• Examining both mutuals and banks
• The opportunities for mutuals ahead 

FRANCES GREEN is a Director of 
Harris Interactive.
Contact: www.harrisinteractive.com

HOWEVER, IT IS 
TOO SOON FOR 
MUTUALS TO START 
CRACKING OPEN THE 
CHAMPAGNE.

CONSUMERS VALUE 
FINANCIAL SERVICES 
PROVIDERS WHO 
BEHAVE ETHICALLY 
AND PLACE CUSTOMER 
CARE CENTRAL TO 
THEIR AGENDA.

THE KNOWLEDGE CENTRE
Additional articles and event presentations are available online via  
www.thefsforum.co.uk/knowledge including: 

Integrity works: Many people think that integrity and business success do not go hand-in-hand, 
but Roger Steare shows that this is not the case. Quite the contrary.

Delivering profit – with principles: In early 2008 Ecclesiastical Investment Management (EIM) 
undertook a rebranding to reflect their new business focus to become a significant player in the 
ethical investment market. Two campaigns took place in 2009 which not only helped dramati-
cally increase IFA awareness but saw meeting levels rocket and fund inflows grow by 1,000%.

How to become a moral bank: The spirit of the times is all about companies ‘doing the right 
thing’ for their customers, says Mintel’s RICHARD COPE. And changing consumer expectations 
are creating opportunities for banks to build new bridges in their localities.20 30 40 50 60 70 80% agreeing

Low Medium HighShareholders/banks Mutuals Performance

Relevant to you personally
Provide excellent service

They are ethical
Treat their customers fairly

The staff are friendly
Good fit with how you think of yourself

Support local communities
Have a strong online presence

Offer a wide range of products and services
Provide good value

They act responsibly
Really care about customers

Trustworthy
Up to date

A leading company
Innovative
Influential

A large branch network
You hear a lot about them

The mutuals score high on all the conventional  
measures of customer satisfaction, reports FRANCES 
GREEN. But, she warns, ‘it’s too soon for them to start 
cracking open the champagne’. 

PERCEPTIONS OF MUTUALS

20 30 40 50 60 70 80% agreeing

Low Medium HighShareholders/banks Mutuals Performance

NO! 
NOT YET!
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WHAT MEMBERS THINK

THE THING ABOUT 
MUTUALS

Forum members were asked the question:  
‘Can mutuality still deliver a truly differentiated customer  

experience, or is virtually every financial services brand now  
competing on customer-friendly “mutual” values?’

Their responses highlight a number of clear messages  
for the financial services industry.

60-SECOND STRATEGIESMODERN MUTUALITY

W
ith the current extraordinary 
trust deficit in banks, has there 
ever been a better opportunity 
for the mutual sector to 

differentiate itself and bring its value 
proposition to life?

This was the topic debated at a highly 
illuminating seminar around mutuals. The 
panel and audience agreed there is indeed 
an opportunity, but some were fearful it 
might, yet again, be missed. 

James Cope, Head of Financial Research 
at FreshMinds, reminded us of the unique 
ability of mutual ownership to bestow a 
culture and behaviours that are clearly 
different from a shareholder-owned plc 
model, and better aligned with today’s 
consumers who are demanding more 
transparent corporate governance.

Meanwhile, Jon Hall, Chief Executive of 
Saffron Building Society, warned that non-
mutuals are mimicking mutual behaviour in 
a number of ways, in terms of community 
identity, transparency, fairness, emotional 
engagement, rewards and loyalty schemes, 
to mention just a few. He added that 
like Barcelona FC, mutuals have to be 
operationally effective first, in other words 
good at football, before they can make 
mutuality mean something.

Hilary McVitty, Head of External Affairs 
at the Building Societies Association, 
celebrated the mutual model for its ability 
to think and invest over the longer term, 
rather than a quarterly reporting cycle, but 
was clear that most consumers have no 

SPEED READ
• The mutual sector needs to differentiate itself
• Mutuals need to be operationally effective first 
• Not all mutuals are the same
• Mutuals should look at offering better value propositions

A WONDERFUL

OPPORTUNITY
The Financial Service Forum’s timely and thought-
provoking seminar on Modern Mutuality dug 
deep into their strengths and weaknesses, reports 
ANDREW PORTER.

ONE OVERRIDING 
CONCLUSION WAS 
THAT NOT ALL 
MUTUALS ARE THE 
SAME, SO IT CANNOT 
BE TRUE THAT ALL 
MUTUALS  
ARE EqUALLY GOOD 
AT BEING MUTUAL.

ANDREW PORTER 
is Vice Chairman of the 
Financial Services Forum.
Contact:   
ap@thefsforum.co.uk

understanding of what mutuality means.
Chief Executive of the Association of 

Financial Mutuals, Martin Shaw, believed 
that mutuals can innovate in sectors of the 
market where plc insurers and banks do 
not even wish to compete, and that the 
long history of mutuals as prudent and 
sustainable helps to predispose consumers 
to liking them.

Nick Blake, Head of Retail at Vanguard 
Investments, gave an impressive account 
of how mutual status allows Vanguard 
to deliver its lower cost promise by 
constantly redistributing its ‘profits’ in 
the form of lower TER charges to its 
valuable customers, to deliver a clear and 
sustainable competitive advantage.

And Alex Koslowski, Group Strategy 
Manager for Royal London, regretted that 
the life & pensions industry in the UK has 
largely demutualised. The opportunity 
to get mutuality right, he explained, is to 
focus on three strategies: Memberisation 
– to reinstate customer ownership as a 
driving force; Benefixation – to develop 
truly compelling customer propositions 
and Communitisation – to harness the 
power of democracy via technology. 

However, one overriding conclusion was 
that not all mutuals are the same, so it 
cannot be true that all mutuals are equally 
good at being mutual. 

BETTER VALUE 
Recent mergers among building societies, 
in order to produce multi-brand portfolios, 
are a prime example of the mutual model 
being diluted – with some small regional 
brands being used tactically, with little care 
for their original mutual values.

Unless mutuals can put their money 
where their mouth is and develop 
truly differentiated and better value 
propositions, consumers won’t trust 
them any more than they trust financial 
institutions, and looking at their recent 
behaviours they certainly won’t be able to 
tell them apart.

Gerald Gregory, a former Managing 
Director of Britannia Building Society, 
summed up the need for senior 
management attitudes to change. He 
said: ‘In the old days we were delighted 
if the AGM only lasted 20 minutes. Today 
that’s just not good enough. Member 
engagement is key to bringing the benefits 
of mutuality to life.’ 
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60-SECOND STRATEGIES 60-SECOND STRATEGIES

STRIVE FOR A GREAT  
INTERNAL cULTURE

STUART HARPER 
Managing Director, Electrum
The answer to the question is yes and no. Yes, 
mutuality can deliver a truly differentiated customer 

experience; and no, not every plc is competing on customer-
friendly ‘mutual’ values, although some are.

But don’t get me wrong, I don’t think mutuality is the answer 
to our woes, as there is no silver bullet. I think the current 
problems in the financial sector have more to do with internal 
culture and controls than the distribution of surpluses and profits 
to shareholders.

Most highly successful companies don’t make money by 
exploiting customers, staff and suppliers for the benefit of 
their shareholders – they make money by having great internal 
cultures and controls that encourage every individual to listen 
to, and work with, customers, staff and suppliers to deliver great 
products and services that meet the needs of their customers.

NEED FOR A cLIENT-FIRST cULTURE 

ANDREW SKEEN 
Senior Investment Writer, Europe, 
Vanguard Asset Management
The answer is ‘yes’, as long as the organisation 

strongly reinforces a client-first culture to its people. Assuming 
the culture is strong and every member of the organisation truly 
understands and believes that the interests of client/owners, 
managers and staff are exactly the same, mutuality can result in 
a customer experience that no other ownership structure could 
ever match.

Expressing ‘customer friendly values’ and actually being fully 
aligned with client interests are two entirely different things. 
Organisations will always tend to operate in the interests of their 
owners. If the owners are not also their clients – if the owners 
are say, shareholders – then the ultimate interests of managers 
and staff rest with the owners, not the clients. There are good 
companies out there that succeed in delivering excellent 
customer service and value for money, but the mutual ownership 
structure is the only way to fully align client and company 
interests. Structure is the only way to fully align client and 
company interests.

A cLEAR pOINT OF DIFFERENTIATION 
TOBY CLARK
Head of UK Financial  
Services Research, Mintel 
There’s absolutely no reason why banks can’t out-

perform the mutuals on customer service. First Direct has  
– as always - come out well in our latest brand research, as has  
Metro Bank. But beyond those two firms, our research suggests 
that it’s Nationwide and the Co-operative Bank who tend to 
have the most committed customers and the best reputation for 
service. The Co-operative even managed a positive net  
promoter score – a small miracle for a high street financial 
services firm. But I’m not sure how much of that difference 
comes from genuinely superior service, and how much is 

perception. I bank with the Co-operative, and the service is fine 
but, if I’m honest, it’s not noticeably better than my previous 
bank. Instead, I think that the great advantage to mutuality is 
that in a market where pretty much every brand claims that 
‘we’re different from the rest’, the mutuals do have a clear point 
of differentiation, and can show that they stand for something 
other than just profit maximisation.

A DEEpER RELATIONShIp 

ALASTAIR PEGG
Head of Brands & Marketing, Nationwide
At Nationwide, we explicitly target the provision 
of a significantly better customer experience than 

our high street competitors. And we still believe our mutuality 
gives us an irreducible advantage with that. For all the service 
improvements the banks have made, mutual values are not 
hard-wired into the way they operate. Their commitment to 
great service is essentially a means to an end – the maximisation 
of profits for the benefit of their shareholders. For us, a better 
customer experience is the end, the point of our existence. And 
it is something that drives all of us in Nationwide, informing 
every line of code, every product feature, every process and 
every contact with our customers. So, yes, in my view, mutuality 
can still deliver and, perhaps more importantly, sustain a truly 
differentiated customer experience – to cement the deeper, 
lifelong relationships we want with our customers. 

ThE STRENGTh OF MUTUAL VALUES
KEVIN PURVEY
Head of Intermediary Sales,  
Coventry Intermediaries 
The building society model has one principal aim: 

the long-term protection of members’ interests. In contrast, 
a bank exists to protect shareholders’ interests. This stark 
difference sets mutual organisations apart and ensures that 
their values go much deeper than simply providing the service 
customers expect.

Mutuals can provide real value for money for their members 
because they are not compromised by maximising returns for 
shareholders. There is a responsibility to treat all members 
equally and fairly – a point that banks may regard as a constraint. 
Members have a say in how the mutual they own is run, which 
customers of a bank can’t do. A member’s complaint, because 
even mutuals get things wrong, may be looked at differently to 
one from a customer. So even though banks may have customer 
charters which promise to deliver high standards of service,  
they can’t compete with the strength of genuinely applied, 
mutual values.

ThE cUSTOMER cOMES FIRST 
PAUL ALExANDER
CEO and Co-Founder of Beyond Analysis
We’ve all seen – and, as customers, experienced 
– some of the biggest FS players jumping on the 

mutuality bandwagon without really thinking it through.  
The result: a poorly conceived idea that ultimately reduces 
customer satisfaction. 

The key to success in the mutuality space is for organisations 
to stay true to their brand values and customer promise and 
consistently deliver them in all of their customer interactions.  
For example, First Direct has set a simple but effective standard 
that if someone calls them up, someone will always be available 
to help – no voice recognition software, no tapping in your  
card number. Other banks have attempted to follow suit and 
failed because they haven’t kept true to the core idea. 

It may sound like a cliché but customers should always  
come first. At Beyond Analysis, we believe that the only way to 
do this is by using data to put customers at the heart of your  
decision-making. 

The most successful organisations have used their data to 
develop customer insight that, in turn, drives the entire ethos 
of their business – whether it’s their staff, customer service or 
loyalty programmes. It’s not about a strapline and it’s not about 
a bandwagon; businesses should use data insight to make their 
values come to life in order to keep customers loyal and drive the 
business forward.

NO ONE SAID IT WAS EASy!
GRAHAM HALES
CEO, Interbrand 
Mutuality as a term isn’t well understood by 
consumers, and in a category where interest 

ranges from passive to downright negative, it’s wrong to expect 
them to find out what it means. Claims that we operate in our 
customers’/members’ ‘best interests’ shouldn’t really feel like 
new news. In its own right, it’s not enough and indicates a 
weakness of a brand if that’s all there is to say. Better to think 
further forward to brand promises that are more differentiating 
and relevant to today’s, and better still, tomorrow’s consumers. 
Sadly, their needs and demands have never been more apparent 
or less satisfied; it’s just their interest and relationship with the 
market that have subsided in the face of complex and unfulfilling 
products and sleep-inducing messaging. No one said it was easy!

GENUINE DIFFERENTIATION
RACHEL RAMSDEN
Head of Marketing, Skipton
Like the story of Cinderella, many financial services 
providers are trying hard to fit their, in some cases 

oversized, wart-infested and flabby, feet into the glass slipper 
of mutuality. This tells us that it is something worth having – for 
providers and consumers alike. In the aftermath of the global 
financial crisis, the ‘how?’ is as important to people as the 
‘what?’, when it comes to the products and services they receive 
from various organisations, but most especially banks and 
building societies. The events of the past four years have thrust 
trust to the forefront of minds. If mutuality signifies honest, 
straightforward and rewarding interactions with customers – 
coupled with ethical business practices and an involvement in 
corporate decision-making – then it genuinely does differentiate 
in an era of social media-fuelled customer empowerment. They 
say that imitation is the highest form of flattery – the challenge 
for mutuals is to continue setting the agenda and demonstrating 
why they are so deserving of such a compliment.

TRANSpARENcy IS kEy
ELEANOR FIELD
Head of Customer Proposition,  
qMetric Group Limited
Customer experience is about meeting customers’ 

expectations. While there is a growing trend for financial services 
brands to market customer-friendly ‘mutual’ values, it’s the 
actual understanding of what these expectations are, plus the 
delivery through people and processes that achieves good 
customer experience. The importance of transparency in gaining 
customers’ trust and loyalty shouldn’t be overlooked either. Truly 
ingraining these principles throughout every level of a financial 
services business, that is ultimately beholden to shareholders’ 
demands for a quick return, is an almost impossible task.  
A mutuality could have a place for differentiation, as it has a 
head start in the transparency stakes. In some types of financial 
services institution such as insurance, mutual principles already 
exist by the very nature of shared risk. The challenge for financial 
services companies is to take that important step forward and 
embrace transparency to a new level. Is anyone brave enough?

‘THE MUTUAL OWNERSHIP 
STRUCTURE IS THE ONLY 
WAY TO FULLY ALIGN CLIENT 
AND COMPANY INTERESTS.’
ANDREW SKEEN

‘MUTUALITY CAN STILL 
DELIVER AND, PERHAPS 
MORE IMPORTANTLY, 
SUSTAIN A TRULY 
DIFFERENTIATED CUSTOMER 
ExPERIENCE TO CEMENT 
LIFELONG RELATIONSHIPS 
WITH CUSTOMERS.’ 
ALISTAIR PEGG 

‘THE KEY TO SUCCESS IN 
THE MUTUALITY SPACE IS 
FOR ORGANISATIONS TO 
STAY TRUE TO THEIR BRAND 
VALUES AND CUSTOMER 
PROMISE.’ 
PAUL ALExANDER
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DELIVERING ThE  
MUTUALITy MESSAGE

NICK HOWIS
Client Director, redtag 
The principles and practice of mutuality should be 
resonating among consumers – particularly in these 

times when the financial services sector generally is suffering 
from negative perceptions. After all, mutuality is a different and 
refreshing way of doing business. But delivering that message 
simply and clearly to consumers is a challenge. That’s because 
mutuality is not widely understood – its benefits and values 
are generally unknown. So it struggles to play a decisive role in 
impactful brand differentiation. 

Consumer research carried out by redtag bears this out: 
people were neutral about mutuality until it was explained to 
them in more detail. And only then did it become a positive 
buying factor.

Where does this leave mutuality as a brand identifier? 
Competitors are certainly developing their own customer-centric 
values which are crowding out the mutual message – so mutuals 
have a fundamental challenge in finding their own distinct voice, 
to empower their own brands with the mutual proposition.

A BRAND ApART
PEGGY YOUNG 
Associate Director, Consensus Research 
Good customer service is something that all financial 
brands strive to achieve – some more genuine than 

others. Mutuals are brands that people trust, they have often 
been around for years and their customers admire the fact that 
they remain as mutuals despite all the pressures of recent years, 
e.g. demutualisation frenzy and economic recession. 

We work with a number of mutuals and there is something 
in the way in which they operate that still sets them aside from 
other players and it is not size-related either. There is no pressure 
to purchase – even after a simple enquiry – and they ensure 
that the customer really understands what it is they are buying 
before committing. If research finds that marketing literature is 
not communicating the way it should be, they berate themselves, 
make the changes and never challenge – the customer is always 
right. Yes – mutuals can, and do, still deliver a differentiated 
customer experience. 

  
  

A STORy TO TELL
FRANCES GREEN
Financial Services Research Director,  
Harris Interactive
Mutuals can deliver a differentiated service 

experience because of the close emotional fit between people’s 
own values and those of mutuals. Mutuality is about both service 
and how the organisation behaves and delivers on its promises. 
A couple of factors, though, inhibit mutuals. Firstly, the mutual 
message has not been clearly and strongly communicated. 
While support is strong among those who understand mutuality, 
many are unclear about what mutuality means and what makes 
mutuals different and, as a result, the benefits of mutual status 
are not fully realised. Second, mutuals need to underpin the 
emotional connection with rational reasons for using their 
services. Too often this does not happen and mutuals are 
perceived as less innovative than shareholder-owned institutions. 
Mutuals have a strong story to tell but it needs telling with 
confidence and conviction and with reference to both the 
rational and emotional aspects of decision-making. 

 

GRASp ThE OppORTUNITIES
ADRIAN PORTER
Head of Strategic Research, Precedent
Historically the difference between mutuals and 
non-mutuals has been defined by the fact that 

mutuals listen to and interact with their members in order 
to refine their service provision, whereas the non-mutuals 
broadcast/advertise to their customers. This is to say that few 
non-mutuals allowed the consumer to drive the agenda for 
service improvement, preferring this to be driven by the business 
and anonymous R&D efforts. 

This is changing. Non-mutuals are embracing the digital space 
to openly engage with their customers. However, their approach 
is still largely to ‘broadcast’ customer service as a form of 
marketing. Mutuals, despite having the culture and authenticity 
to enhance the customer experience by demonstrably reacting 
to the needs of their customers, are being less progressive. 

So while, for the time being, the social space for non-mutuals 
is still being controlled by marketers, there is an opportunity for 
mutuals to differentiate themselves by leveraging the unity of 
their internal teams and processes, to deliver customer-friendly 
services and experiences.

ThE DIFFERENcE IS LEADERShIp
 

DAVID JACKSON
CEO, Clicktools
Many so-called mutuals are 
outperformed on customer 

experience by plcs. The difference is 
leadership, not ownership. If the boss doesn’t 
believe in the value of customer experience, 
it won’t happen. And remember leadership is 
defined by action, not fancy words in a glossy 
corporate report or posters on a wall.

‘THAT’S BECAUSE MUTUALITY 
IS NOT WIDELY UNDERSTOOD 
– ITS BENEFITS AND VALUES 
ARE GENERALLY UNKNOWN.’ 
NICK HOWIS

‘THE MUTUAL MESSAGE HAS 
NOT BEEN CLEARLY AND 
STRONGLY COMMUNICATED.’ 
FRANCES GREEN 

20 | ARGENT The Journal of The FSF www.thefsforum.co.uk The Journal of The Financial Services Forum ARGENT | 21

▶

A webinar and video platform for 
professionals and their communities

Find out more

www.brighttalk.com



22 | ARGENT The Journal of The Financial Services Forum www.thefsforum.co.uk The Journal of The Financial Services Forum ARGENT | 23

60-SECOND STRATEGIES

These 60-Second Strategies are contributions we received from Members of The Financial Services Forum. Visit www.thefsforum.co.uk

FOcUS ON ThE DELIVERy
IAN BUCKINGHAM
Former banker & MD Interbrand Inside, 
author, founder Bring yourself 2 Work
A lesson the sector should have ringing in its 

ears is that the promises count for little if the people can’t 
deliver against that promise. You can’t advertise your way 
to authenticity. I don’t believe the mutuals have cornered 
the market. There’s room for a range of product and service 
propositions from high risk, potentially higher return through 
to steady-state performance. However, a brand gets itself into 
deep water when it projects one set of values to stakeholders yet 
patently delivers another. Employees experience the truth via the 
organisation culture, customers via their purchasing experiences.

Differentiation is all about delivery, not promise, especially 
for this sector and that means re-discovering and genuinely 
delivering some authentic heritage values at the customer 
interface, consistently, quietly and confidently while embracing 
the best of new operating platforms. 

ThE kEy TO SUccESS
PETER G BIRCH
CEO, Abbey National, 1984–1998
I was the CEO of the first building society to change 
status in 1989. Abbey National. There were no 

precedents and the whole exercise took more than two years to 
achieve. The Building Society Commissioner, Michael Bridgeman, 
wrote the 1980s Building Society Act and assured me that it 
was written in such a way that the hurdles of votes needed from 
members to change status were written to ensure no building 
society would convert. However, the hurdles were tested and this 
resulted in mutuals changing status and becoming plcs.

Abbey National decided to change status for the simple 
reason that its seven million members (customers) wanted a full 
range of banking services. Change involved raising capital to 
invest in services as building societies had no access to capital. 
There was little alternative if they were to retain their customers 
and provide them with the services they demanded. Other 
building societies followed in fairly quick time.

 Mutuals are unable to offer a full range of services and 
their numbers continue to erode through mergers and failure. 
While there is huge public support for the mutual movement, 
competitiveness, lower costs and innovation continue to erode 
market shares. 

The continued decline of the mutual is inevitable. 
Competitively priced products remain the key to success, 
together with a full one-stop range of services. Mutuals are 
finding it increasingly difficult to be competitive.

IN ThE NAME OF MEMBERS
PAUL NAPLETON
Account Planning Director, Omobono Ltd
In these web-savvy days of price transparency and 
brand cynicism, it’s hard for any company to hold on 

to something unique, let alone in financial services. 
As plcs copy the services, customer focus and benefits of 

traditional mutual societies (favourable interest rates, fees etc.), 
the boundaries have certainly become blurred. Given the low 
interest, low trust that generally exists in the industry, is it any 
wonder that consumers still want the option of a ‘true mutual’, 
rather than a big brand that might have a change of heart in the 
future? In a mutual, things are done for members – not for the 
share price or huge profits. So in these uncertain financial times, 
people still need something to believe in. 

If company values are combined with good creative, an 
integrated marketing plan, internal communication and an 
engaging social strategy, then mutuals will still be around for a 
good while yet.
 
 

DELIVER ON cUSTOMER 
cOMMITMENTS

MATT BATTERSBY
Senior Associate Director, H+K Strategies 
Undoubtedly all financial brands are placing 
renewed emphasis on communicating their 

customer-centric approach. Whether this is through a customer 
charter, exclusive offers or tailored products, this process is 
designed to express an understanding of customer needs. While 
the industry as a whole may be moving in the same direction 
with their offering and messaging, in the minds of individuals 
the mutual structure does still offer an implicit message of trust 
which banks and other organisations have to work harder on 
to earn. At a time when there has never been so much scrutiny 
on financial brands, mutuals will, however, need to ensure they 
deliver on their customer commitments if they wish to maintain 
their privileged and hard-earned position in consumers’ minds.

RESpOND TO cLIENTS’  
chANGING NEEDS

IAN EWART
Head of Products,  
Services & Marketing, Coutts 
The success of a business is best evidenced by 

how well a company understands its clients rather than by the 
ownership structure. We listen carefully to clients and tailor 
the advice and services that we provide to ensure it is relevant 
and suitable to meet their wealth planning requirements. For 

instance, with the internationalisation and mobility of 
clients, some like to receive information electronically, 

such as e-mail and social media, but others still 
prefer to receive printed documents. We are 
committed to demonstrating our understanding of 
the changing needs of our clients throughout their 
entire life cycle and while many clients may come to 
us because of the strong brand, they stay because 

of performance and service. 

pOSITIVE AppROAch
JON HALL
Chief Executive, Saffron Building Society 
First, the ‘reader beware’ notice: as CEO of a 
building society if I believed that mutuality couldn’t 

deliver a differentiated customer experience I’d stop right now. 
For me, mutual values are about providing diversity, representing 
‘your’ interest not self-interest, taking a long-term view of 
value generation, recognising the value of human contact and 
demonstrating business is not just a numbers game but has 
social consequences. Mutual DNA is to add to a customer-
friendly business, whereas a shareholder structure inevitably 
takes value out and away from customers.

There are some excellent examples of non-mutuals 
differentiated by customer values: ‘building communities’ such as 
Bendigo Bank in Australia, ‘community lending’ such as Zopa, or 
‘transparency’ such as Banca Civica. 

Building societies such as Saffron reflect these customer 
values, being the social side of money, but the true difference 
of mutuality is how membership positively touches our 
communities – what other financial services brands do this? In 
fact, what other brands do this?

A STRONG, cORpORATE cULTURE
MIKE RODERICK
Group Director, Illuminas
Mutuals currently outperform banks in terms of 
customer service according to independent research 

and the Financial Ombudsman Service. Research commissioned 
by the Building Societies Association suggests that mutual 
customers rate their providers better than customers of banks 
on such features as treating customers fairly, value for money, 
trustworthy advice, safety of deposits and support when in 
difficulties.

As mutuals are often regionally based, there is extensive 
community engagement at a local level which tends to 
strengthen relationships with staff and members and enhances 
the overall well-being of staff, leading to an engaging corporate 
culture for staff.

There is strong evidence to suggest that a strong corporate 
culture is required to ensure frontline staff meet and exceed 
customer needs. That is not to say non-mutuals cannot deliver 
this; some already do, but the majority have not found the right 
recipe for customer service success.

INNOVATION IN SERVIcE REqUIRED
MATT WHEELDON
Consultant, The Value Engineers
It’s pretty obvious these days that there isn’t 
much consumer trust in high street banks, and 

this ought to be a golden opportunity for remaining mutuals to 
demonstrate their differentiation from the herd – yet none have. 
Theirs is a more social ownership model (very 21st century), yet 
they have been absent from the public consciousness recently, 
and don’t appear to be waking up to this.

The surviving mutuals offer a customer experience no 
different from their banking competitors – and it’s difficult to see 
what mileage there is in claiming to be different in ownership 
structure. Tellingly, Nationwide, standard-bearer for mutuality, 
no longer talks about this in advertising. UK mutuals have 
the opportunity and showcase their less ‘corporate’ customer 
experience – leaving space for service innovation (particularly 
online) going begging, and which could see them really start to 
meet their potential (and worry the banks).

AN ALTERNATIVE AppROAch
ADAM SMITH 
Performance Director for Bank & Building 
Society Distribution
Mutuals have long been seen as a source of 

consumer excellence in dealings with their members. While 
other organisations have improved in this area, in part as a 
consequence of having to match standards set within the 
mutual sector, the alternative ownership of mutuals still creates 
a different corporate ethos. This does not necessarily create a 
better outcome by itself, but through the different constraints of 
ownership it does offer an alternative approach. This diversity 
of approach is key to the financial services industry as a whole 
to provide innovation and raise standards through a range of 
different business models and services.

 
FAIR’S FAIR

MALCOLM OLIVER 
Editor, Argent, 2001–2006
The mutual movement has come a long way since 
the late 18th century, when the first mutual insurers 

and building societies were formed. Those early organisations 
had a simple, almost Marxist, philosophy of one for all and all 
for one, which was easy to realise because they were small and 
local. I researched a paper on pay and bonuses at Nottingham 
University in April, and it was striking that the growth of 
directors’ remuneration in large mutuals  over the past 20 years 
has matched pretty closely the much-criticised escalation seen 
in the plcs. Contrast this with most of the smaller and middle-
sized societies, where directors’ pay has been more closely 
aligned with that of staff (and, one presumes, members), and 
where in many cases the first thought as the credit crunch began 
was to suspend entirely – without any external pressure – their 
executive bonus schemes. That shows real mutuality – sharing 
fairly the bad times as well as the good. 

‘IN THE MINDS OF 
INDIVIDUALS THE 
MUTUAL STRUCTURE 
DOES STILL OFFER AN 
IMPLICIT MESSAGE OF 
TRUST.’ MATT BATTERSBY

‘EVIDENCE SUGGESTS THAT 
A STRONG CORPORATE 
CULTURE IS REqUIRED TO 
ENSURE STAFF MEET AND 
ExCEED CUSTOMER NEEDS.’ 
MIKE RODERICK

60-SECOND STRATEGIES
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B
anks have a track record of 
giving new technology to 
customers for free. It started 
with the internet and, until 

recently, mobile was going that way too. 
However, mobile network operator 

(MNO) O2’s announcement that it intends 
to charge customers for peer-to-peer (P2P) 
mobile payments, referred to as ‘money 
messages’, may signal the end of the ‘free’ 
business model and open the door for 
banks to monetise their mobile innovations. 

O2 is not alone in monetising mobile 
payments. In fact, there are a growing 
number of cases in North America where 
remote deposit capture (RDC), paying 
in a cheque via mobile, commands a fee. 
These real-life cases point to emerging best 
practice in mobile banking. 

MAKING MONEY FROM MOBILE
While investments in mobile services are 
running into billions of pounds, banks give 
these innovations away for free. Why? 
Because costs per action in branches range 
from 60 pence to £4.50 compared with less 
than five pence for a mobile transaction1. 
If customers start using mobile services 
rather than going into branches, the 
reduction in servicing costs outweighs the 
cost of investment, resulting in a net return. 
Banks aspire to mass migration between 
these channels so they offer the service for 
free. However, services that deliver a benefit 

to customers by meeting their unfulfilled 
needs can be monetised. This is the basis of 
value-based pricing and something that UK 
banks have yet to fully embrace.

As the panel (right) highlights, there 
are three layers of mobile banking, and 
value-based pricing models can be applied 
to all. The first wave of mobile services 
that reached the market were offered by 
RBS/NatWest in 2010. These information 
services are free, however. But as the scope 
of the service matures and the value to the 
customer increases, there are opportunities 
to monetise the offering. How? There are 
three possible revenue models: 
Transaction pricing: Monetises any number 
of specific events that customers initiate 
proactively, such as payments (retail 
purchases, remittances, bill payments, etc.), 
share trading, SMS alerts, as well as  
ATM withdrawals. 
Versioning and packaging: Creates 
intelligently designed packages that offer 
distinct combinations of basic services and 
value-added services and features suited 
to customer needs. An increase in the value 
delivered by these packages commands a 
higher fee. 
Mixed pricing: Combines transaction 
pricing and versioning. This relies on more 
accessible (and cheaper) packages for 
core services and offering customers the 
opportunity to purchase add-ons. 
All three models are used successfully 

SPEED READ
• O2 to charge for mobile payments
• Bank innovations currently offered for free
• Three possible revenue models for mobiles 
• North America blazing a trail in the field

THE FACT THAT 
DIFFERENT INDUSTRY 
SEGMENTS ARE 
ACTIVELY COMPETING 
FOR SHARE OF 
WALLET WILL LIKELY 
DRIVE COMPETITION 
THROUGH A MIXTURE 
OF INNOVATION, 
BRANDING AND 
PRICING.

BEN SNOWMAN is a Director in the Global Banking  
Division of Simon-Kucher and Partners, a global consulting  
firm specialising in product pricing and marketing.  
He leads the team in London.
Contact: www.simon-kucher.com

in a wide variety of industries, including 
banking, and the number of cases that 
leverage transaction pricing for mobile 
payments is growing. 

CASE FOR TRANSACTION PRICING
There have been two significant 
developments in P2P payments already this 
year in the UK. Barclays launched Pingit in 
February and O2 launched its mobile wallet 
in April. Barclays offers the service for 
free whereas O2 charges 15 pence per P2P 
payment after a free introductory period 
of six months. The difference in pricing 
leads to some interesting conclusions. 
First, business models are still evolving and 
these two cases underscore the traditional 
ideologies of the banks (free) and MNOs 
(price for services). So it’s unsurprising that 
Barclays offers the service for free whereas 
O2 monetises the offering. Second, the fact 
that two different industry segments are 
actively competing for share of wallet will 
likely drive competition through a mixture 
of innovation, branding and pricing. This 
is compounded by the inclusion of the 
tech innovators (PayPal and Google) in the 
digital arms race. Finally, and importantly, 
there is a willingness to pay for these 
mobile payment services that banks in the 
UK, such as Barclays, are yet to tap into. 

There is no doubt that the O2 wallet 
offers more functionality than Pingit. As 
a result, there is a halo effect from the 

combination of features (retail purchases, 
special offers and the linked physical card) 
which translates into a willingness to pay 
for the P2P payment functionality. 

Research from Simon-Kucher & Partners 
suggests, however, that the price model 
for O2 is suboptimal. A panel of over 
300 participants assessed preferences 
for different types of mobile payments, 
preferred price structures and price levels. 

The conclusions revealed that the 
preferred price structure preference for 
P2P payments was a single flat fee to load 
a wallet (between 50 pence and £1) and 
then make unlimited transactions until the 
funds were spent. This structure contrasts 
with overseas remittances where customers 
prefer to pay a fixed per-transaction fee 
(between £1 and £2.50). The difference 
in price metric preferences (a one-off fee 
to load a wallet compared with a fixed 
per-transaction fee) and price level clearly 
highlights variations in the perceived 

value of the services. P2P payments offer 
convenience whereas mobile remittances 
offer a solution to an emergency or a 
cheaper alternative to an international ‘to 
account’ salary transfer (e.g. MoneyGram’s 
$5 fee to send money to mobile accounts in 
the Philippines). What can be learned from 
developments overseas? There are cases in 
North America where mobile banking and 
payments incur a fee. Bank of Montreal, for 
example, charges for mobile bill payments 
at $1 per transaction. The transaction cost 
to the bank is in the range of $0.01 to $0.10 
meaning that the $1 fee is highly profitable. 
It also highlights how banks are tapping 
into the customers’ willingness to pay for 
mobile payments. 

Remote deposit capture is another case 
in point. Two banks in North America, BB&T 
($175bn in assets) and US Bank ($340bn 
in assets), both charge $0.50 to deposit 
cheques via mobile. In a recent interview, 
US Bank’s Head of Mobile Banking, 
Niti Badarinath, said: We talked to our 
customers and they kept saying, “Why can’t 
I make deposits with my mobile phone?”’ 
This clearly demonstrates the need for 
banks to develop propositions that align 
with customer needs. It also shows that 
customers will pay for services that support 
their needs. 

Currently, RDC is only offered by seven 
of the top 20 banks, suggesting the service 
will become a competitive hotspot in the 
near future.

WHERE NEXT?
While basic information services must always 
be free, it’s clear that certain value-added 
features carry the potential for monetisation. 
Banks can learn from the MNOs that the ‘free’ 
pricing ideology need not apply to mobile 
banking and payments. 

To successfully deliver on this mindset 
change, banks must address two important 
questions. First, what will customers pay for? 
Second, what is the optimal price model to 
maximise use of the service? Identifying this 
delicate equilibrium, which Simon-Kucher & 
Partners terms ‘fair value exchange’, is the 
critical next wave of development and it 
becomes ever more important as traditional 
banks go head-to-head with MNOs and tech 
innovators with similar services targeting 
similar customers. 

 
1 Source: McKinsey, Booz, Fiserv, Tower Group, Harvard Business 
School, Simon-Kucher & Partners Analysis 

WHILE INVESTMENTS 
IN MOBILE SERVICES 
ARE RUNNING INTO 
BILLIONS OF POUNDS, 
BANKS GIVE THESE 
INNOVATIONS AWAY 
FOR FREE.

iREVENUES  
ON THE RISE
A growing body of evidence points to consumer  

revenue models from mobile banking and payments.  
BEN SNOWMAN reports on an untapped market.

MOBILE BANKING BUSINESS LAYERS

MOBILE BANKING
Mobile banking refers to the provision of banking and financial 
services with the help of mobile telecommunication devices. The 
scope of offered services may include facilities to conduct bank and 
stock market transactions, to administer accounts and to access 
customised information and advice.

Informational services provide basic facts such as the balances of 
bank accounts and other financial products such as savings, loans and 
credit cards.

Transactional services allow customers to use their mobile phone to 
make purchases in shops and online, transfer funds between different 
savings accounts and give money directly to other people.

Interactive services allow customers to receive customised financial 
advice, customised responses to questions such as breaks from loan 
repayments, and location-based special offers.
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n these times of austerity, 
should wealth managers be 
cutting down on 
their marketing 

budget or increasing it? 
Many wealth management 

businesses spend huge sums 
of money on marketing, 
including sponsorship, PR 
projects, websites, brochures, 
seminars, air travel and adverts, 
with little attention to measuring 
the success of this expenditure in 
acquiring new clients or retaining 
existing clients.

A study in 2011 by consultancy 
MDRC revealed the average cost of 
acquiring a high net worth client had risen 
71% to £13,572, up from £7,930 in 2008. 
The rise, the study reported, was down to a 
sharp increase in operational inefficiencies, 
which added 31.3%, while rising salary 
costs added a further 29.7%.

The report, UK Wealth Management: 
Client Acquisition Costs, also reported 
that few wealth management businesses 
have a clearly articulated client acquisition 
strategy and generally fail to understand 
the costs. 

What is clear is that social media 
marketing makes traditional budget 
headings outdated and unhelpful. Can 
evenings at the opera or days on the golf 
continue to be justified, other than as nice 
jollies for the staff? 

Most marketing done by relationship 
managers or partners is seen as 
networking, but as the use and value of 
LinkedIn become more obvious, can the 
increasing cost of acquiring these networks 
offline be justified?

Organisations relying on face-to-face 
networking should ask, as a priority,  
whether the expense of air travel, hotel 
bills and lost man-hours out of the office is 
really justified.

When it comes to embracing 
social media, however, the first thing 
to remember is that it needs to be 
understood and an effective organisation 
needs a tailored social media strategy. 

And where it’s best practice that 
relationship managers should be trained 
to use LinkedIn, care should be taken with 
Twitter. This social media tool, if used 

properly, raises name and brand 
awareness just as effectively as a 

good PR campaign and for a fraction of 
the cost. However, just as quickly as it can 
enhance a company’s image, it can also 
damage the brand’s reputation. 

Negative tweets need to be monitored 
and addressed immediately. For 
a brand to be enhanced by the 

use of Twitter, tweets must be 
carried out from one central 

hub, must be in a clear 
and consistent voice 
and the message 

understood and repeated. 

ACTION ANALYTICS
A professional firm should use Twitter 
and LinkedIn not only to 
raise awareness of the 
relationship manager or 
partner, but also for driving 
traffic onto the company 
website. The US is leading the 
way in utilising social media. 
Morgan Stanley has trained its 
relationship managers to use LinkedIn 
effectively to make introductions, get 
meetings in the diary and keep up with 
contacts. Financial companies in the UK 
should start copying their US counterparts 
now or risk missing out on the cost-
effective, time-efficient advantages of 
social networking.

Similarly, company websites should 
action ‘analytics’ as a matter of course 
for wealth managers to find out just 

who is visiting the firm’s site, how long 
they stay and the articles being read. 
Feedback should also be sought on how 
easy the website is to navigate; how well 
it portrays the organisation; the quality 
of the information and layout, and the 
services being offered.

It’s key, too, that relationship 
managers and partners 
should become familiar with 
their websites, so that they are 
in a better position to cross-sell 
services and find out what is going on 
within their organisations. 

For having your own website, like having 
your own brochure, is only a cost-effective 
marketing tool if it’s visited and read by 
the target audience who ideally obey the 
‘calls to action’.

A traditional PR campaign centres on 
crafting your message to match your target 
market and using the right media to reach 

it, whether B2B or B2C. If you want to 
target wealth managers’ marketing 
directors, for example, this 

magazine is ideally positioned 
with its readership of marketing 

decision-makers. However, if a 
wealth manager wants to target a 
prospective client, then the FT is a 
more suitable medium.

EXPERT OPINIONS
When it comes to marketing, 

there is a growing realisation of 
the power of aggregation and 

the concept of ‘constellation marketing’. 
It means a company’s marketing message 
placed with similar messages from similar 
companies (yes, competitors!) because 
that is exactly where the target audience 
go to compare brand values, statistical 
success, relevance of case studies and 
effectiveness of communication. 

The benefit of constellation marketing 
was proved by Luciano Benetton. He 
placed five shops in five different 

CONSTELLATION MARKETING 

A RICH MESSAGE  
IN THE STARS

To reach the wealthiest customers, says  
CAROLINE GARNHAM, it’s dawning on marketers that 

they must literally shoot for the stars together.  
The really rich actually like the aggregation of expert  

opinions they get from constellation marketing’s  
shared messages. 

SPEED READ
• Wealth managers and their marketing budget spends
• Understanding the power of social media for marketers
• The power of aggregation in marketing 
• Research highlights the evidence

OUR RESEARCH 
SHOWS THAT 94% 
OF INDIVIDUAL 
MEMBERS ENJOY THE 
EVENTS HOSTED BY 
OUR CORPORATE 
MEMBERS.

THE US IS LEADING THE WAY IN UTILISING 
SOCIAL MEDIA. MORGAN STANLEY HAS 
TRAINED ITS RELATIONSHIP MANAGERS 
TO USE LINKEDIN EFFECTIVELY TO MAKE 
INTRODUCTIONS, GET MEETINGS IN THE DIARY 
AND KEEP UP WITH CONTACTS.

71%

The average cost of aquiring  
a high net worth client has 
risen 71% to £13,572

▶
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CONSTELLATION MARKETING 

locations in one town and five shops, with 
slightly different products and names, in 
one street in another town of similar size 
and demographics. The shops in the one 
street sold twice as much as the shops in 
five different locations.

Family Bhive, the social 
networking site for high 
net worth individuals, 
found a similar response 
when it surveyed its 
community: 91% enjoy 
the aggregation of 
expert opinions. 
For them it 
matters not that 
two businesses might 
be covering the same 
material, just as two 
shops next to each other 
may have similar stock. 
The fact that the articles were from 
different experts was important. Similarly, 
whereas the industry average 
openings for newsletters is between 
10% and 15%, for the Family Bhive 
newsletter, the openings are closer 
to 35% and rising as they contain 
opinions and notices of events from 
various corporate clients.

Other research by Family Bhive was 
similarly informative and again proved the 
power of aggregation. The ultra-high net 
worth community enjoy exclusive events 
where they receive a high-quality level of 
service and meet those with similar tastes 

and lifestyles. A good example  
was the private pre-auction tour of 
Christie’s modern art sale items by the 
Head of Contemporary Art at Christie’s 
earlier this year, only available to members 
of Family Bhive with a verified personal 
wealth of £5m or above. They felt 
comfortable to make connections and their 

enjoyment was palpable. 

CONNECT WITH CLIENTS
Little wonder that the Family 

Bhive research shows that 94% 
of individual members enjoy the 

events hosted by our 
corporate members. 
Furthermore, many 
of the high net worth 

attendees ‘connect’ 
with their host at 

these events; 
most will have 

researched their 
host on Family Bhive 

and 12% will engage in a 
business dialogue. The 
research also reveals that 
the ultra-high net worth 

community wanted to get 
information of luxury goods 

and services. However, they like 
choice, which is why aggregating 

stellar brands in one digital 
platform, ‘constellation marketing’, is 

so much more effective than ‘affinity 
marketing’ which normally combines only 
two brands. 

With the digital revolution now in full 
swing, constellation marketing will help 
those stellar organisations to buck the 
austerity trend, kick out old habits and 
blaze a trail that others can only look at in 
envy in the years to come. 

CAROLINE GARNHAM is the 
founder of Family Bhive. 
Contact: www.familybhive.com

THE KNOWLEDGE CENTRE
Additional articles and event presentations are available online via  
www.thefsforum.co.uk/knowledge including: 

Client acquisition – a failure of leadership: The private banks have not been as successful as 
they would like in attracting new high net worth customers – often because they are seen as 
sales orientated rather than specialised asset managers. Michael Maslinski analyses where they 
are failing and suggests how to turn things around and build trust.

Trends in private client wealth management services: The UK’s most comprehensive survey of 
trends in private client wealth management services is presented by Compeer. This authoritative 
study will reveal just how much has changed in the wealth management sector since the 
financial crisis shook industry confidence and severely tested traditional business models. 

THE ULTRA-HIGH  
NET WORTH 
COMMUNITY ENJOY 
EXCLUSIVE EVENTS.

THE 
KNOWLEDGE 
CENTRE

www.thefsforum.co.uk/knowledge 

The Financial Services Forum 
website provides a resource for 
marketers to do their own research 
to retrieve thought leadership and 
best-practice case studies from 
over the past 12 years of Forum 
activities and events.

The Knowledge Centre is a 
searchable database of articles, 
presentations, research, white 
papers and webcasts, giving 
Members direct access to a 
valuable archive of financial 
services marketing intelligence.

The Financial Services Forum  
also administers its own discussion 
group on LinkedIn.  

This community is free to join for 
anyone with an interest in financial 
services marketing, from anywhere 
in the world.

Over 1,500 financial services 
professionals have registered 
to join the group and, as its 
membership grows, the number 
and quality of discussions 
stimulated between members 
continue to grow and improve. 
Make sure you are connected. 

You can also follow The Financial 
Services Forum on Twitter via 
www.twitter.com/TheFSForum
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league, often living in the same area, will 
agree to use the same law firm, the same 
accountants, the same corporate services 
providers, combining their buying power 
for, say, health and motor insurances and 
other key purchases through a joint family 
office. This is an opaque market, but I get 
the feeling that it’s not yet quite as defined 
in the UK and Europe as it is in the US.’

Before the financial crisis, a lot of 
wealthy families were using single-strategy 
hedge funds, some of which were ‘gated’ 
or ‘side-pocketed’ and that made it difficult 
to get their capital out. Elder recalls that, 

‘in the run-up to the Lehman Brothers 
collapse a number of families took a lot of 
risk off the table and moved increasingly 
into cash. But, of course, that’s meant 
sacrificing capital value while current rates 
in cash are less than rates of inflation’.

He finds there’s a marked family 
preference for private equity as an asset 
class, often in direct investments rather 
than through managed funds. Family 
portfolios now will typically comprise 
equities, both private and quoted, bonds 
and cash plus a mix of commercial and 
retail property, farmland and woodlands.

‘There may be a yacht, some racehorses, 
perhaps a private jet – investments where 
one key management consideration is 
whether these are “enjoyable liabilities” or 
money-making assets.’

EMOTIONAL CONSIDERATIONS
With family offices, he adds, emotional 
considerations can become quite 
important. ‘At its most basic: “This was my 
great-grandfather’s home. I’ll never sell it.” 
Or: “I want to retain shares in this company. 
It’s where we made our wealth.” So you’ll 
ring-fence that kind of asset outside any 
investment portfolio.’

Occasionally, emotions can overflow. 
There are advisors and psychologists who 
specialise in helping families to manage 
those crises where wealth sometimes 
seems to detach people from reality, as you 
and I might see it. There’s what has been 
termed the disease of ‘affluenza’ where 

the children of some very wealthy people 
simply come to expect instant gratification.

‘And then there’s what you might call 
the “kitchen cabinet” dynamics of family 
wealth – a mother, say, with a powerful 
influence in the family, but no formal role 
within the family office itself. Or think of a 
third generation family business, headed 
by a powerful patriarch who built it, sold 
it, made a lot of money: his children may 
now be running the family office, but this 
is a dominant alpha male, used to getting 
his own way. The children may or may not 
stand up to him.’

If the family is being properly advised, 
Elder argues, it’ll have some sort of 
structure which may include a mission 
statement defining its wealth-management 
goals and possibly its societal and 
philanthropic role. ‘There’s also a point at 
which the role of the trustees becomes 
critical. You might get a situation where 
the creator of the wealth, with the habit 
of command, finds himself in potential 
conflict with the trustees to whom he 
himself has formally delegated the 
prudential role.’

Succession can also create angst. ‘I 
remember one case where the adviser to 
a wealthy family raised the question of 
succession planning and the father, who 
was a bit of a tyrant said: “It’s alright, I 
have a succession plan: when I die, they’ll 

have to fight for it and the winner will  
keep it and the others will have to fight 
him for it.” It wasn’t an ideal scenario. But it 
certainly was a plan!’

BANKING RELATIONSHIPS
In all of this, Elder considers the banking 
relationship to be highly important. ‘At 
some point in the management of family 
wealth, it will end up as cash going 
through an account. Advising some larger 
families, you’ll be dealing with several 
banks and have accounts in a number of 
different jurisdictions. You’ll be making 
multi-currency transactions and managing 
properties and other assets.

‘It’s really essential to partner a lead 
bank that understands how the family 
works, is able to accommodate their needs, 
and can work with and communicate 
clearly with correspondent banks. It needs 
excellent FX facilities. And, above all, it 
must be efficient,’ John explains. 

‘For a family office, the best banking 
relationship means really getting close to 
the creators and inheritors of family wealth. 
That’s the only way for the banker properly 
to assess the private banking opportunities 
inherent in the deployment of a family’s 
wider investment portfolio. You really have 
to have a banker who understands the 
family from the inside. Done properly, I’d 
say the banking relationship in a family 
office is just vital.

‘Whether it’s a billion pounds or a lot 
less,’ concludes Elder, ‘remember this: the 
management of money itself is an abstract. 
But behind that abstract is the passion of 
the people who create and nurture the 
wealth that produces the money. It’s just a 
great business to be in!’  

WEALTH MANAGEMENT WEALTH MANAGEMENT

WE ARE FAMILY

T
he Scots, who like to say (but 
quietly, these days) that they 
invented modern joint stock 
banking, also (but more 

modestly still) could think of themselves as 
the forerunners of that distinctive and 
spreading business entity for managing 
genetic wealth – the family office.

If you ever saw Rob Roy, Liam Neeson’s 
mid-90s film classic about that 18th-
century folk hero, you’ll doubtless recall 
not just John Hurt’s arrogant Marquis of 
Montrose, but more particularly his steely 
factor Killearn, played by Brian Cox. Killearn 
was the archetypal Scottish lawyer as ‘man 
of business’ – he dealt with Montrose’s 
tenant farmers, arranged his loans and 
managed his estates. He ran what we’d 
now call Montrose’s family-office. It’s a 
mechanism that was systematically refined 
by the US giants of wealth creation. ‘The 
likes of Thomas Mellon, John D. Rockefeller, 
J.P. Morgan,’ explains John Elder, ‘built 
vast business empires and employed 
professionals to look after their interests. 
These concentrations of management 
professionalism are credited with providing 
the basis for today’s family offices.’

John has built his own career advising 
the wealthy, as co-founder of Family 
Office Advisors LLP, and he has just been 
appointed as Strategic Adviser to Hanson 
Family Office, the in-house investment 
vehicle for Robert Hanson, son of the 
industrialist, the late Lord Hanson. What 
constitutes a Family Office is the subject 

of much debate and there’s no universal 
definition of the family office, John says. 
The structure can take a variety of forms 
in the US, UK and Europe. The emerging 
wealth in the Far East is also driving the 
formation of a number of family offices 
there and it will be interesting to see what 
format they take.

VARIETY IN SERVICE
Family offices can generally be  
categorised as follows:
The single family office: As the name 
suggests, it’s exclusively for one family 
– typically managing its investment and 
investment reporting. ‘It might include a 
‘concierge service’ – making sure Aunt 
Hilda gets flowers on her birthday, the car 
insurance is paid, the staff are employed 
at various properties around the world, the 
yacht’s managed through its marina berths, 
its crews hired and the jet is ready.’

The family office will also reflect the 
structure of the family it serves – a 
horizontal structure in which participation 
is spread far and wide amongst family 
members who are still active in the 
business, or a vertical one organised, say, 
around one or two dominant branches 

reflecting the original source of wealth. 
‘There were five distinct Rothschild 
branches in different locations, for 
instance, but with a great deal of business 
interaction between them,’ John explains.

Wealthy people might run their 
business through a group of key advisers 
or employees engaged, he explains – by 
a company or partnership mandated to 
manage the family’s wealth with different 
structures in different jurisdictions. 
‘You might register your yacht in one 
jurisdiction and employ its crew in another. 
The tax implications of that arrangement 
together with the other elements of a 
family’s wealth have to be considered.’
The multi-family office: These are 
typically private investment offices or 
asset managers – essentially boutique 
investment houses which look after the 
investment wealth of a number of families. 
‘If you’ve got £10m to £20m,’ says Elder, 
‘you’ll more than likely go to a multi-family 
office which will deploy its investment 
expertise on your behalf and may provide 
some ancillary services as well.’
The virtual family office: In the US 
particularly, groups of four or five families 
often co-operate in the administration of 
a virtual or pseudo family office. ‘They’re 
all wealthy, but perhaps not quite wealthy 
enough to justify servicing a family office 
in their own right. You’ve got $100m, so 
you’re hardly a pauper. But you probably 
need $200m-$300m to justify a full-scale 
Family Office,’ he says. ‘So families in that 

JOHN ELDER tells  
Chris Baur about the 
concept of the ‘family office’ 
and why it’s just a great 
business to be in.

SPEED READ
• The definition of the family office
• The emotional considerations to deal with
• Importance of the banking relationship
• Where succession planning fits in

‘THERE’S WHAT 
HAS BEEN TERMED 
THE DISEASE OF 
AFFLUENzA.’

‘FOR A FAMILY OFFICE, THE BEST BANKING 
RELATIONSHIP MEANS REALLY GETTING  
CLOSE TO THE CREATORS AND INHERITORS OF 
FAMILY WEALTH.’

JOHN ELDER is Founding  
Partner, Family Office Advisors LLP
Contact: john.elder@foallp.com

THE KNOWLEDGE CENTRE
Additional articles and event presentations are available online via  
www.thefsforum.co.uk/knowledge including: 

The pleasure and the privilege: The challenge for private banking and wealth management  
is simply to maintain relevance, argues Ian Ewart. ‘That’s really what people mean when they  
talk about trust.’

Private banks – what are they doing wrong? The number of wealthy individuals with more than 
£1 million of liquid assets is growing fast. But the private banks don’t appear to be attracting 
a significant share of this potentially profitable market. James Lawson takes a look at how the 
banks can reach these high net worth individuals and retain them as clients.

Today’s private clients: Marcus Hickman explains the opportunities for innovation in private 
banking and wealth management.
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STRAPLINE FINANCIAL LITERACY

U
nsurprisingly, the population 
at large continues to worry 
about the economy. From the 
daily doom and gloom about 

the euro, double-dip recession, talk of the 
lost decade and the lost generation of 
NEATS (I in 5 under-25s are unemployed), 
most people remain scared about their 
financial futures, whether young or old, 
rich or poor.

To compound such pessimism, we are a 
financially illiterate nation. The UK has the 
highest levels of per capita personal debt 
of any country in the G20, compounded 
by a decade of largely hedonistic financial 
behaviour amongst consumers, reckless 
lending by many retail banks and building 
societies, and irresponsible risk-taking on 
the capital markets.

The emperor’s new clothing saw us 
accepting the dawn of a society predicated 
on debt rather than credit. We became 
blinkered into believing that house prices 
could only go up, that wages would 
continue to rise indefinitely and that the 
debt would somehow turn into credit 
thanks to good fortunes expected further 
along the line.

Herein lies a significant paradox for 
the financial services industry. People 
are increasingly required to make ever 

SPEED READ
•  People worry about their financial futures
•  70% of the UK will not have enough money
• Social class is key part of the problem
• Technological divide compounding issues

more far-reaching and long-term financial 
decisions (e.g. retirement planning) in an 
ever more uncertain and here-and-now 
world. From YouGov’s monthly State of the 
Nation survey amongst a 2,000 nationally 
representative sample, consistently 70% 
are worried that they will not have enough 
money to live comfortably. 

SKILL SET
This is surely where financial literacy 
must more formally move a notch up the 
agenda. Whatever one’s situation - retired, 
approaching retirement, with children at 
university or a young family to support; 
single, married, divorced; mortgage or 
rent to pay; credit card debts to clear - 
everybody needs to seriously think about 
personal finance.

Financial literacy is usually described 
as the set of skills and knowledge that 
allows an individual to make informed 

THE UK HAS THE 
HIGHEST LEVELS OF 
PER CAPITA PERSONAL 
DEBT OF ANY 
COUNTRY IN THE G20.

ADèLE GRITTEN is Head of Media and 
Financial Services Consulting at YouGov. 
Contact: Adele.Gritten@yougov.com

and effective decisions through their 
understanding of finances, yet too few 
people seem able to understand mortgage 
interest rates, compound interest, hire 
purchase agreements, APR and interest 
rates and percentages more generally.

STARTLING HEADLINES
YouGov’s May 2012 research into the 
financial literacy of the nation revealed 
some startling headlines. 

In particular, we discovered that 18-24 
year-olds were least likely to understand 
financial literature. Half of UK adults – 50% 
- modestly rated themselves as having 
some understanding of financial products 
and services, while 15% said they have a 
‘very good’ understanding.

A minority of just 5% admitted to having 
‘no understanding’. However, when asked 
to rate their understanding of financial 
product literature on a scale of 0-10, 
young adults rated themselves as the least 
well-informed consumers, with just 8% of 
18-24 year-olds claiming to have a high 
understanding, compared to at least 20% 
of older age groups. Among 18-34 year-
olds, 45% said they have ‘some’ or a ‘good 
understanding’ of financial products and 
services, compared with at least 65% of 
older age groups.

IT’S ALL IN 
THE MIND

Success will follow the brands that take 
financial education seriously, advises  

ADÈLE GRITTEN. The research highlights how 
much help young people need to improve 

their control of their finances.

▶

Mortgages.  Secured Loans.  Equity Release.  Commercial Mortgages.  Retail Credit.  Motor Finance.

Big brands rely on Target:
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Innovative lending software 
and intelligent loan servicing

Target delivers tailored lending 
software and intelligent loan 
servicing to revive lending and 
increase efficiency.

Only Target offers you a range of 
software and outsourced services  
to choose from.

Target is enabling new lending

Smart people. Sleek processes.  
Great technology.  
 
call 029 2030 1401  
www.targetgroup.net

“My Target is to  
revive new lending 
whilst managing risk.”
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Social class, gender and age also play 
a key part in consumer understanding of 
financial products. Among socioeconomic 
group ABC1s, 73% said they had some or 
a very good understanding of financial 
products and services, compared with just 
54% for C2DEs; 72% of men claimed a very 
good understanding, compared with 58% 
of women.

Our research also revealed the most 
important sources of information for 
making a decision over the purchase of 
financial products, with online sources 
emerging as a clear leader. Half of UK 
adults (51%) consult a consumer advice 
website before buying a new financial 
product and 43% will read the Key Facts 
document (48% of men compared with 
39% of women) before making a decision, 
while 41% will take advice from family  
and friends. 

IN THE CLASSROOM
Women emerge as more likely to seek 
advice from family and friends than men 
(48% v 33%), as do younger audiences. 
In particular, anecdotal evidence from 
recent qualitative research YouGov has 
undertaken into pensions highlighted how 
young women in particular rely on general 
financial advice from their fathers.

Surprisingly, almost one in ten (9%) 
consumers does not seek advice from 
family or friends, read documentation or 
speak to an adviser before purchase.

Online sources also emerge as the 
first port of call for consumers who don’t 
understand a term used in documentation 
for a financial product, with the majority 
(58%) turning to the internet. Once again, 
gender plays a part, with men more likely 
to do this than women (64% compared 
with 53%). Furthermore, the under 35s are 
the most likely to turn to friends or family 
for an explanation compared to older  
age groups.

It is clear that a wider education 
programme is needed within our schools, 
colleges and universities to educate 
younger people better about personal 
finance. Even amongst the numerate, 

YOUGOV’S MAY 2012 RESEARCH INTO THE 
FINANCIAL LITERACY OF THE NATION 
REVEALED SOME STARTLING HEADLINES.

EMPLOYERS WILL  
BE A KEY SOURCE OF 
ADVICE POST AUTO-
ENROLMENT AS THEY 
LEAD THE CHARGE IN 
EMPOWERING THEIR 
WORKFORCE TO PLAN 
FOR THE LONG TERM.

evidence shows that many have no idea 
what basic financial terms mean. Bodies 
such as PFEG and the APPG are starting to 
play a more prominent role in ensuring that 
personal finance is part and parcel 
of primary and secondary 
education at the very least.

It is also evident that 
the technological divide 
is compounding the 
class divide, with those 
who have access to 
financial information 
online able to feel 
more informed, 
empowered and 
in charge of their 
financial decision-
making overall. 
Comparison websites, 
money-saving forums, 
freely available and easy-

THE KNOWLEDGE CENTRE
Additional articles and event presentations are available online via  
www.thefsforum.co.uk/knowledge including: 

60 Seconds on financial capability:  
Is financial education really the Government’s responsibility or that the industry? How do we per-
suade consumers to manage their finances more efficiently? Is the ‘sensible finance’ message as 
much for the well-off as the vulnerable? What role can financial services providers play to make 
a real difference? Various industry professionals provide their thoughts.

The Future of Retirement: The power of HSBC’s The Future of Retirement programme is a 
world-leading independent study into global retirement trends. The programme provides 
authoritative insights into the key issues associated with ageing populations and increasing life 
expectancy around the world. 
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to-use budget planning software as 
well as other trusted sources of advice 
such as the Money Advice Service are 
all playing a crucial part in debunking 
myths, demystifying complex industry 
terminology and jargon and, ultimately, 
helping to put consumers more and more 
in control of their household finances. 
Moreover, it will be interesting to see how 
the role of financial literacy plays out in 

a post RDR era. Will the outcome 
be a more pronounced 

financial literacy divide, 
with only the privileged 

few able and prepared 
to pay for advice, 
thus capitalising on 
exclusive rates, deals 
and opportunities, 
or will it mean a 
more enhanced 
level playing field 
for the mass market 
where more honest, 
transparent and clear 

advice is increasingly 
open to all? Employers 

will also be a key source 
of advice post auto-enrolment 

as, increasingly, they lead the charge in 
empowering their workforce to plan for the 
long term. As for financial services brands, 
the ones really focusing on customer-
centricity, i.e. that seek demonstrable 
empathy with the individual needs and 
life stages of customers, the brands that 
understand the customer journey not only 
at the product/transactional level but also 
at the level of financial literacy, will be the 
winners of tomorrow. 

18-24s are least likely 
to understand financial 
literature. 

Women are more likely 
to seek advice than men.

Just 8% of 18-24 year  
olds claimed to have 
a high understanding 
of financial products, 
compared with at least 
20% of older age groups. 

Half of UK adults  
(51%) consult a consumer 
advice website before 
buying a new financial 
product. 

Under 35s are the  
most likely to turn to 
friends or family for an 
explanation compared 
with older age groups.

73% of socioeconomic 
group ABC1s said they 
had some or a very  
good understanding of 
financial products and 
services.
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1. To encourage 1% of existing ‘dormant’  
or ‘lump sum investors’ to create a  
monthly direct debit.
2. To increase the average direct debit 
investment by at least £25 per month.

If these goals were achieved, over 
the next five years, Witan would see 
substantial growth in new investment, 
equivalent to an increase of 5% in total 
monthly investment. Working with their 
appointed agency, Tangible, they set about 
achieving these goals.

THE STRATEGY
The decision was to create a Jump direct 
mail pack, utilising the following:

Insight: Jump’s marketing insight and 
creative strategy reflect the real way that 
parents and children communicate, giving 
a very wry and honest portrayal of this 
relationship. It also treats the important but 
often dry subject of saving with a little bit 
of irreverence, with a distinctive, tongue-
in-cheek sense of humour. This approach 
resonates with the target audience who 
tend to be more sophisticated investors. 

A second layer of insight underpinned 
the campaign’s strategy – the fact that 
there’s no stronger motivator for a parent 
than giving their children the best possible 
start in life. Building on this, Witan used 
Jump’s unique style to deliver a powerfully 
emotive message, encouraging parents 
to consider making a change that would 
mean a small difference to them, but a big 
difference to their children in the future.

The direct mail pack was designed 
to communicate with as many existing 
database consumers as possible in a 
personalised way. Postal details were held 
for all database records, and investors 
were accustomed to being communicated 
with regularly via this channel. Past 
research had also shown that, when 
investing for children, parents (and 
grandparents) preferred tangible materials 
to read through and retain, as opposed 
to e-communications or web-based 
information with advice.

Impact: The mail pack was timed to land 
at the beginning of September, the start of 
a new academic year and the springboard 
for many parents to think about their 
children’s savings (particularly those saving 
for education/university tuition fees). 

Return on investment (ROI): The pack 
was a simple design, using an A5 format 

to achieve maximum cost efficiency – 
keeping production and postage costs to a 
minimum for better final ROI. The creative 
execution delivered the cut-through 
required for engagement and response.

THE EXECUTION
The direct mail pack was sent to 10,000 
Jump investors, with separate, tailored 
mailings for lump sum investors and direct 
debit investors. 

Style: The communications led with Jump’s 
characteristically quirky photography 
and cheeky headline, instantly engaging 
the investor with Jump’s familiar and 
humorous creative style. 

Message: Within the pack, the emotionally 
compelling message and call to action 
were powerfully delivered. A postcard 
within the pack applied Jump’s humorous 
‘emotional blackmail’  to reinforce that only 
a small change in behaviour was required. 

To balance the emotion and humour, the 
postcard also substantiated the proposed 
action with rational reasons to believe – 
targeting consumers with an aggressively 
focused direct marketing piece. It supplied 
parents (and grandparents) with the 
figures/potential rewards to motivate them 
to part with more cash on a monthly basis. 

Response facilitation: The pack made it 
simple and easy for people to act, with pre-
populated application forms and a freepost 
BRE, helping to avoid any drop-off, after 
initial interest. 

Incentive: To elicit immediate action 
and increase conversion levels, the pack 
was incentivised with a £25 John Lewis 
voucher. The voucher’s value matched 
the smallest recommended direct debit 
monthly payment – applying an element 
of psychology, creating the perception of 
receiving the first month’s payment back. 
An equivalent incentive had been a strong 
influencer in previous communications. 

PROOF THAT IT WORKED
The campaign results were based on 
quantitative measures, including:

Measures of success: 
•  The total number of new direct debits 

set up by investors mailed within three 
months of receiving the pack. 

•  The increase to the monthly investment 
amount (£) across all existing direct debit 

investors, three months after receiving 
the pack vs. investment levels before the 
summer direct mail activity. 

And...? Success! 
•  The first measure showed more than 

double the target figure of dormant, 
lump sum investors converted to the 
direct debit option.

•  The second measure showed that approx. 
4% of regular investors increased their 
direct debit by an average of £43 per 
month vs. the target of £25 per month.

Ultimately, these results generated 
just under double the total additional 
investment targeted per month.

This equated to a conversion rate of 
6.4%, and a 50:1 return on investment 
(provided the average direct debit runs for 
five years) – making the mailer the most 
cost-effective piece of marketing to date 
for Witan.

VALUE ADDED                              
The mailer didn’t only exceed expectations, 
break targets and become the greatest 
piece of marketing for Witan. 

The strategy had many greater benefits 
too. If the pack continued to convert at 
these rates, the projected next five years 
would see an unprecedented rise of 
investments into ‘Jump’.

The campaign also:
•  helped define Jump’s marketing strategy
•  measured investor loyalty, commitment 

and value of Jump’s client base
•  showed a greater value in Jump’s 

database than was previously thought
•  confirmed the value of regular 

communication to investors
•  confirmed that traditional direct 

marketing works wonders when executed 
in a brand-congruent manner. 

WITAN INVESTMENT TRUST WITAN INVESTMENT TRUST
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Witan’s ‘Jump’ Child Savings Plan has been  
one of the jewels in the company’s crown.  
And as SUSANNAH LOW, Group Account Director, 
Tangible, explains, with some joined-up thinking,  
a recent direct marketing campaign helped the  
firm exceed targets.

THE CHALLENGE
Witan Investment Trust launched the successful 
Child Savings Plan ‘Jump’ in 2001, developing a 
solid customer base of 17,000 accounts. Despite this 
evident success, some trends soon became apparent: 
nearly two-thirds of account holders were dormant, 
investing nothing into the accounts held for their 
children past an initial lump sum. The third who were 
not dormant were investing a reasonable amount 
on a regular basis, however few had increased their 
monthly payment since opening their account. 

For Witan, this presented an opportunity to 
augment the investment stream and led to the 
inception of a ‘Jump’ back-to-school direct mail 
campaign, with two key objectives:

THE PACK BECAME 
THE FIRM’S GREATEST 
PIECE OF DIRECT 
MARKETING TO DATE.

TO HELP PROVIDE  
FOR A CHILD’S  
FUTURE, GO JUMP!

ROLE MODEL: MARKETING sERvEd wITh A TwIsT
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REPUTATION MANAGEMENT REPUTATION MANAGEMENT 

SPEED READ
• The four rules for breaking bad news
• When to break bad news
•  Enhancing reputation through handling 

bad news ‘well’

ADAM TAUB is Director of Pure Expression 
which specialises in communicating complex 
messages in clear and memorable ways.
Contact: adam@pureexpression.co.uk

T
he classic novel Anna Karenina 
opens with the famous line: 
‘Happy families are all alike; 
every unhappy family is 

unhappy in its own way.’
News is like Tolstoy’s families. Good 

news is always welcome and can be 
communicated in a general way. Bad news 
is never welcome and should ideally be 
delivered personally. 

But there are four rules for breaking bad 
news in an honest way that does not ruin 
your reputation. In fact, breaking bad news 
‘well’ can enhance it.

RULE 1: BE VERY CLEAR 
When you have bad news to break, come 

to the point quickly and make sure 
that you communicate as clearly 
as possible. 

If you are breaking bad news to 
many customers or shareholders 

at once, it is unlikely that they 
will be able to discuss the issues 
with you immediately. So the 
communication needs to answer 
the questions they will have and 
set out clearly what actions they 

need to take. 
The wording and design of any 

communication play a critical 
role in people’s ability to absorb 
the information. Ask people 

outside your team to read your 
communication to identify ambiguities; 
work with designers to ensure the layout 
and typography clarify the messages. 

As far as possible, try to ensure that the 
communication is personal – that it relates 
to the circumstances of the individual. 

RULE 2: SOONER IS BETTER  
THAN LATER.
There is never a good time to break bad 
news and the general rule is ‘as soon as 
possible’. However, there are three reasons 
that you might choose to delay. 
The outcome is uncertain. This is the 

most common and justified reason 
for delay. ‘Should I warn investors or 
employees about a possible event that 
may never come to pass?’ It is not an easy 
decision. However, if you are in regular 
communication with the audience it is 
easier to broach possible problems than if 
the communication comes out of the blue. 
We don’t have all the facts. It is essential 
that you can respond to any issues that 
are raised and so you need the facts. Find 
them as quickly as possible and remember 
that you will never have all of the answers 
– you just need to have credible responses 
where you don’t have them. 
It is too soon. This is rarely a good reason 
to delay. In a recent reorganisation, the 
internal communication team of a bank 
told employees that an office would close 
in three years. This caused great concern 
and the team spent many days responding 
to emails. In retrospect, I still feel that 
breaking the news early was correct, 
although the way it was handled might 
have been improved. 

RULE 3: OFFER A ‘SOLUTION’ 
When you break bad personal news to 
someone, it is usually best not to offer 
advice or suggestions immediately; simply 
to allow the news to sink in. 

But when corporations break bad news 
to customers, it should be communicated 
together with potential ‘solutions’ – the 
options that are available to the individual 
as a result of the situation.

When Bradford & Bingley folded, the 
branch network was sold to Santander. 
The mortgage book was retained and 
it was decided to manage it down. This 
presented a number of important issues 
for customers, many of whom were already 
uncertain about the implications of the 
business restructure. 

Bradford & Bingley explained to its 
customers the ramifications of the changes 
and what the company could and could no 
longer offer. 

At the same time, it began an extensive 
communication program to prepare 
customers for the decisions that they 
would have to take in the future – as 
interest rates rise or if they want to 
increase their borrowing. 

The result is a very low default rate and 
an extremely valuable book of mortgages 
which returned £150 million to the UK 
Government in 2011. 

RULE 4: SAY YOU’RE SORRY 
In the 1949 film She Wore a Yellow Ribbon, 
John Wayne famously says: ‘Never 
apologise and never explain – it’s a sign of 
weakness.’ It isn’t.

An apology is an admission of fallibility, 
not weakness. A proper apology can make 
a huge difference to the way that bad news 
is received. 

Around 10 years ago, the University 
of Michigan Health System adopted a 
radical approach to the hazard of medical 
negligence claims. It instructed its lawyers 
and doctors to admit mistakes up front and 
to offer compensation to patients before 
being sued. 

The effect has been striking. Malpractice 
claims against the health system fell by 
50% over six years and the average time to 
process a claim shrank from 20 months to 
eight months. 

Financial services companies can learn 
from this approach. It is not a sign of 
weakness to apologise; it can help to 
restore confidence and trust. 

But there is a proviso to this rule. 
Saying sorry on its own is not enough. 

It must be followed up by actions that 
demonstrate contrition and a commitment 
to learn – otherwise the apology is 
hollow. A genuine apology involves 
taking responsibility for mistakes and 

implementing the changes needed to 
prevent it happening again. 

AND FINALLY…
Brian Hartzer, until recently the Head of 
Wealth at RBS, tells the story of a small 
VISA business in Singapore for which he 
was responsible. It was not profitable so he 
sent out one of his best managers to close 
the business. 

Two weeks after she went out, the 
global employee survey was sent to all 
employees. Brian was amazed to find that 
this business in Singapore showed the 
highest employee engagement score of 
any part of the business. 

He called the manager and the 
conversation went like this.

‘Have you told everyone that the 
business is closing?’

‘Of course.’
‘And do they understand that they won’t 

have a job?’
‘Of course!’ 
‘So how do you have the highest 

engagement scores in the whole business!’
There was a short pause and then  

she answered. 
‘This is a small company – just 35 people 

work here. I make it my business to stop at 
every single person’s desk once a day to 
ask them – “How is the job search going? 
Can I help you put your resume together? 
Do you need a reference?”

At that moment, Brian says, he realised 
that engagement does not come from the 
salary we pay people but from the care 
that we show them. Bad news is never 
welcome, but the way that we handle it can 
make all the difference. 

THE KNOWLEDGE CENTRE
Additional articles and event presentations are available online via  
www.thefsforum.co.uk/knowledge including: 

Rebuilding the trust: As the financial services industry stutters from one crisis to another, 
Andrew Smith makes the case for using public relations tactically and strategically as part of 
an integrated marketing plan, and suggests that public relations is the key promotional tool in 
attempting to rebuild consumer trust in our industry.

Reputation management in the social media age: Recap on the fundamental principles of 
reputation management. Perception and reality. Reputation with whom, for what and how do 
you know? 

Time to mobilise your army of fans: Social media platforms offer immense opportunities for 
customer engagement. But companies still have to learn the best ways to counter-attack when 
they’re poor-mouthed online, says Samantha Wilcox.

‘YOU MIGHT 
WANT TO 
SIT DOWN…’
As ADAM TAUB explains, there are tried  
and tested methods for breaking bad news without 
shattering a firm’s reputation. In fact, breaking bad 
news ‘well’ can actually enhance it.

‘WE’RE  
CLOSING DOWN’

‘IT’S BEEN 
CHALLENGING 

THIS YEAR’

‘I’m 
TraNSFErrINg 

YOur 
aCCOuNT’

‘WE’RE 
LETTING  
you Go’

‘ThIS hurTS  
mE aS muCh  

aS YOu’

THE COMMUNICATION 
NEEDS TO ANSWER 
THE qUESTIONS THEY 
WILL HAVE.
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CONSUMER CONFIDENCE CONSUMER CONFIDENCE

C
ounting on the Queen to lift our spirits, was the 
headline for the Consumer Confidence feature which 
appeared in the spring 2012 issue of Argent.

Despite poor weather, the Diamond Jubilee 
weekend was a big boost to national spirits, and will no doubt 
have raised the June consumer confidence measure. 

As well as celebrating the Diamond Jubilee, millions of people 
have cheered on Olympic torchbearers. Such enthusiasm is likely 
to boost the summer Olympics Barometer measure of national 
togetherness and happiness to above the 46% in the spring 
survey. Sharing such unique national events at times of austerity 
will help in bridging and confronting very troubled waters.

The power of sport is a major theme this summer, as the 
state of the economy requires Olympian efforts to generate the 
growth and jobs to reboot the nation’s spirit of enterprise. The 
economic and political climate could hardly be worse. The UK 
economy has slipped back into a double-dip recession. While 
economists are expecting a financial boost from the impact of 
the Olympics, the public are less convinced – indeed, almost a 
third of adults (up from 24% in December and 30% a year ago).1

Across the English Channel, like a newly constructed motorway 
that suddenly runs out of money and hangs unfinished, the euro 
project appears to be on a road to nowhere. Enormous costs are 
being expended on already highly indebted countries.

UNCERTAINTY IN EUROPE 
While consumer confidence in Greece (-76%) and Portugal 
(-52%) has changed relatively little in the past year, confidence2 
in other euro-area countries has fallen sharply. In the euro-area, 
sentiment dropped from -10 to -19, in Spain from -12 to -33, in 

SPEED READ
• Implications of unique, celabratory national events
• Prospects for longer-term investments have improved 
• Impact of the Summer Olympics on the UK economy 
• The black storm clouds still hanging over Europe

also contributed as their funding costs have risen and they have 
been shrinking lending books.

For financial services providers, the outlook in Q2 and Q3 for 
business volumes is poor, particularly for credit products. The 
Spring JGFR Financial Activity Barometer7 (see Figure 2) is little 
changed (85.3) from its decade low last December, although 
savings and investment intentions moved higher following 
recent weakness. The JGFR Borrowing Activity Index fell to a 
further record low (50.0, down 8 points on December) with both 
consumer credit and mortgage indices touching new lows.

The JGFR Savings & Investment Index gained one point to 
87.3 (95.1 Q1Q2 2011) with a revival of demand for cash deposits 
to the highest level (34% of adults) since June 2010, suggesting 
that with weak lending demand deposit rates may fall. Demand 
for ISAs (32% of adults) also picked up strongly after a very weak 
December figure (27%), although the figure is well down on a 
year ago (36%).

Prospects for longer-term investments also improved, no 
doubt boosted by more settled and rising markets in Q1. 
Investor confidence is higher, with more people (13%) intending 
to invest in equities and corporate bonds following the record 
low of December (10%). For life and pension providers, the 
outlook improved considerably on December, with 36% of 
adults intending to contribute to a life and/or pension scheme 
compared with 32% in December and unchanged on a year 
ago. There was a big jump in intended lump sum contributions, 
possibly in anticipation of Budget changes to pension tax relief.

In the housing market, changes are underway with more 
people living in outright homes and fewer in rented homes. 
This may reflect the tough financial squeeze forcing more 
siblings to return to the parental home. Despite the gloomy 
economic position, prospects for the housing market showed 
a quarter-on-quarter improvement. The JGFR Housing Market 
Confidence Index jumped 10 points from its survey low of 43.9 
last December. A big factor pushing the overall index higher is 
the strong recovery in housing market confidence in London. 
Here, property purchase intentions surged to their highest since 
September 2010.

With the UK banking market in the throes of legislative 
upheaval and structural change as new entrants to the market 
emerge, the latest UK Banking barometer shows new challenger 
banks are making headway for the first time in the ten years of 
the Banking Barometer.

CURRENT ACCOUNTS 
Customers appear to be more willing to change banks, 
with many being forced to consider their situation as bank 
branch ownership is being transferred and under discussion. 

THE POWER OF SPORT IS A 
MAJOR THEME AS THE STATE 
OF THE ECONOMY REqUIRES 
OLYMPIAN EFFORTS TO GENERATE 
THE GROWTH TO REBOOT THE 
NATION’S SPIRIT OF ENTERPRISE.

RISING UNEMPLOYMENT AND 
INFLATION, TOGETHER WITH 
WEAK INCOME GROWTH, HAVE 
PUSHED CONFIDENCE TO 
RECESSION LEVELS.

JOHN GILBERT is Chief Executive of JGFR 
which specialises in financial and business 
analysis, behaviour and intentions. 
Contact: +44 208 944 7510 or 07740 027968
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Italy from -24 to -39 and in the Netherlands, from 3 to -24. 
Both in France and Greece, following recent elections, 

confidence has picked up. In the former, sentiment improved 
from -20 in April to -16 in May (a year ago -17), while in Greece 
confidence was up from -84 in January to -76 in May as hopes 
of a change away from austerity policies grew. The new coalition 
government in Greece will, in the short term at least, increase 
uncertainty in Europe with an impact on UK confidence.

A year ago, May consumer confidence was boosted by the 
Royal Wedding that saw a surge in both the GfK and Nationwide 
measures. Consumer optimism had returned, and but for last 
summer’s Eurozone crisis, and a very gloomy media-inducing 

pessimism, the UK economy may well have started to move more 
along the growth projections expected, with more jobs created 
and greater income growth.

This year, the combination of a number of factors has resulted 
in the economy falling back into a double-dip recession. Rising 
unemployment and inflation, together with weak income growth, 
have pushed confidence to recession levels. The steeper fall in 

the Nationwide CCI last autumn to a new record low reflects its 
greater emphasis on jobs.

POSITIVE DEVELOPMENTS
The latest GfK survey for May3 (Figure 1) shows confidence up 
by 2 points to -29, the highest score since February, on the back 
of a big jump in optimism about future household finances and 
the economic situation. This optimism is likely to extend into the 
June figures in the wake of the Jubilee and may extend through 
the summer with the Olympics. Other positive developments are 
an improvement in the JGFR Misery Index, 4 6 points better on 
the month at 112 and 4 points better than a year ago with both 
inflation and unemployment expectations improving. 

Both GfK spending and saving confidence remain very 
depressed, with the former at its weakest since last October and 
the latter in April at its lowest since February 2009. The GfK 
spending measure (covering household goods) is reflected in 
very tough trading conditions that are unlikely to improve in the 
short term.

CHALLENGES AHEAD 
While events are providing some escape, the financial situation 
of households has deteriorated. The May GfK household financial 
position5 measure was at its lowest since the mid-1990s when 
households were struggling with high mortgage rates, negative 
equity and only slowly improving job prospects. A sharp rise 
in the number of struggling better-off households may be the 
result of recent mortgage rate rises – and could exacerbate any 
consumer recovery. For the 19th successive month there was 
a negative net balance of people expecting their household 
income to rise in the April Nationwide survey. The JGFR Financial 
Well-being Index6 slumped to its lowest three-monthly measure 
(92), and highlights the challenges facing policymakers, with 
consumer demand in many areas extremely weak.

In part, the weakness of demand is due to consumers 
prioritising saving and repaying debt, rather than spending, 
although a lack of lending appetite by financial institutions has 

FIGURE 1: UK CONSUMER CONFIDENCE MAY 2004 - MAY 2012

LONDON
CALLING
JOHN GILBERT asks if the summer  
of discontent can be lifted by the 
public’s enthusiasm for the London 
2012 Olympic Games.
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CONSUMER CONFIDENCE FORUM SERVICES

5 SEPTEMBER • F | A | P
The New Balance Of Power
As the web evolves along social lines,  
we ask what this means for financial 
services, and debate the opportunities that 
social media heralds across both B2B and 
B2C environments. 

6 NOVEMBER • F 
Coming To Terms With The Cost Of Death
The most taboo subject of all is one that 
marketing campaigns have struggled to 
address effectively. Empathy with the 
over 50s can too easily come across as 
patronising while failing to confront the 
audience with their realities. End of life 
planning, whether it’s end of life care, 
inheritance planning, will writing or 
funeral expense planning, is an emotive 
but important topic which requires 
responsibility from legislators, regulators, 
service providers and distributors.

18 SEPTEMBER • F | A
Beyond Price Comparison
Never before have consumers been so  
well guided towards good product choices. 
with price-and-quality comparison 
websites for example. So far, the final 
product selection has been left mainly to 
the consumer’s personal discretion. Yet 
maybe we can optimise decision-making 
and embrace services which process choice 
options on our behalf. 

25 SEPTEMBER • F | A 
Why The iPad Is A Game Changer
Tablet devices (not just the iPad) are here 
to stay. With their potential to revolutionise 

content delivery, the implications for 
financial services providers are profound. 
In B2B environments, the device 
brings product demonstrations to life, 
empowering your staff with exciting tools 
that can differentiate new business pitches.

11 OCTOBER • F 
The Coming Revolution In  
Hedge Fund Marketing
The institutionalisation of hedge 
fund management has introduced 
some professional marketing and 
communications skills to the industry. 
Which brands will lead the way? 

17 OCTOBER • F | A | P
Data Protection Revisions Threaten 
Marketing Efficiency
The EU is at it again, with revised Data 
Protection Regulation that could seriously 
restrict data-driven marketing and impose 
significant costs on UK businesses. 

18 OCTOBER • F | A
Meet… Amanda Mackenzie 
Over an early evening drink, we invite 
Lawrence Gosling, Editorial Director of 
Incisive Media, to conduct an informal 
interview with a leading financial services 
marketer, in this case Amanda Mackenzie. 
Amanda is the Group Marketing and 
Communications Director for Aviva plc. 

13 NOVEMBER • F 
Meet The Media
Another in our regular series of panel 
discussions with senior journalists covering 
financial services. It’s your chance to find 

out how they access news and views from 
the financial services industry. What can 
you do better, and do more of, to provide 
the media with content they can use and 
find valuable?

15 NOVEMBER • F | A | P
Annual Members’ Conference 
The second full-day Members’ conference 
of 2012 will again be held at the BT Centre. 
Save the date for this flagship event, which 
will include keynote presentations from 
both industry and marketing experts. 
Already scheduled to appear are: Terry 
Smith, Chief Executive of Tullet Prebon, 
Founder and CEO of Fundsmith and  
prolific economic affairs commentator; 
Matt Hancock MP, Conservative MP for 
West Suffolk and author of Masters 
of Nothing; Eva Eisenschimmel, MD 
Customers, Brands, Digital & Telephone 
Banking, Lloyds Banking Group. This event 
brings together all the Forum’s Member 
communities to provide an unrivalled 
networking opportunity.

22 NOVEMBER • F | A | P
Annual Members’ Dinner 
Our flagship black tie dinner at the 
iconic City of London Guildhall. The 
keynote speaker is Jayne-Anne Gadhia, 
CEO of Virgin Money. The ceremony 
will also include the presentation of The 
Forum’s coveted Awards for Marketing 
Effectiveness, including our Members’ vote 
for The Financial Services Forum Marketer 
of the Year 2012.

DIARY DATES

Members of The Financial Services Forum can access content on financial 
services’ marketing agendas across three channels: in print (via Argent), 
online (via our Knowledge Centre and The Financial Services Forum Group 
on LinkedIn), and in person (via our calendar of events).

The Forum hosts over 50 seminars and conferences each year.
We recruit expert speakers and panellists to address a diverse range of 
topical agendas across seven vertical sector Special Interest Groups, and a 
number of key marketing and communications disciplines.

Our Autumn 2012 season kicks off in early September and continues through 
to mid-December. A programme of 30 events is planned over this period.

Below is a selection of the events we have planned.
For the full event listings, visit www.thefsforum.co.uk/events

KEY
F  Events eligible for Full Members
A  Events eligible for Associate Members
P  Events eligible for Practitioner Members

Extensive advertising for current accounts is a reflection of 
the restructuring of retail banking as banks seek to develop 
relationships that generate rising revenues over time. 

Among the public, 90% have a designated main financial 
services provider, of whom 86% (89%, March 2011) cite one of 
the ten leading bank brands. There is also a reduction in the 
share of the Top 5 brands, down from 65% to 61%.

Lloyds TSB regained leading MFSP position on the quarter 
from Barclays, while the Co-operative Bank rose to 
its highest ever ranking (8th). HSBC, along with 
the Royal Bank of Scotland, has the most active 
and financially strongest customer base and 
will be boosted by the announcement of the 
introduction of M&S Money current accounts 
using 50 Marks & Spencer branches over the 
next two years. 

Tesco Bank and Virgin Money, both with high-
profile offerings in financial services, have made 
little impression as MFSPs to date. The Post Office, 
with plans to launch a current account next year, is 
better placed with just under a 1% market share.

PERSONAL BANKING RELATIONSHIPS
The Banking Barometer also found that nearly 
a half of adults continue to use a branch (in the 
majority of cases along with other distribution 
channels), but with a surprisingly large number 
(29% v 18% a year ago) using a named financial 
adviser. Such an increase may reflect the rise in people using 
the internet for research and following this up with a named 
relationship manager or financial adviser for reassurance. It may 
also reflect a shift back to people wanting a more personal  
bank relationship.

For marketers, regional differences in confidence and activity 
have a big impact on business flows. Some regions are notably 
stronger than others in savers, investors or borrowers. 

In the next two months, London will continue the high 
international profile kicked off by the Jubilee celebrations. In 
April, Londoners’ confidence dived (falling from -25 to -31) but 
rebounded strongly (up 9 points to -22 in May – a Boris bounce? 
- along with the South East (up 6 points to -23). Elsewhere 
confidence was weaker – in the Midlands (-29), Scotland (-30), 
Wales (-34) and Northern Ireland (-37).

In London and the South East, the Olympics may be having a 
greater impact – in the Spring Olympics Barometer9 more people 
in the South East (40%) and Londoners (37%) believed that the 
Olympics would boost the economy.

RAIN, RAIN GO AWAY 
The other factor that all parts of the country are experiencing is 
unseasonal weather. Many businesses will have been affected by 
the dampening effect this can have on sales and on sentiment. 
Words used to describe the economic and weather outlook are 
becoming interchangeable. 

As this article is being prepared, the black storm clouds 
hanging over Europe are mirrored by a severe storm 

approaching the UK. 
At the same time, the Chancellor and Governor 

of the Bank of England announced plans to shore 
up the banks with at least a £100 billion lifeline to 
boost lending and help the sector protect itself 
against a Greek exit from the euro.

Indeed the depressing weather is one thing 
Olympics organisers have little control over. 

Meteorological records show the last year when 
the weather pattern was similar to 2012 was 
in 1944 when the D-day landings were almost 
aborted because of unusual storms and the 

weather for the summer was very unpredictable: 
cool, wet and unsettled. 

A check back over Met Office records for Heathrow 
Airport as a proxy for London shows that in the past decade, 
the rainfall in August has progressively increased while hours of 
sunshine have decreased. 

The motto for all attending the Olympics will be ‘Be Prepared’. 
In the last London Olympics of 1948, the opening ceremony  
took place on a sweltering day – 27 July – with many people  
fainting, only to be followed by a fortnight of mainly miserable 
and cold weather. 

1 JGFR / GfK UK Olympics Barometer, Spring 2012, 1,000 adults, UK. 2 Source: European Commission, Economic & Monetary Affairs, Business & consumer surveys, May 2012. 3 UK consumer confidence undertaken 
by GfK NOP for the European Commission, 1,998 adults aged 16+, UK. 4 A combined mean measure of GfK NOP inflation and unemployment expectations. 5 GfK asks respondents if their household is saving a 
lot, saving a little, just making ends meet, running down savings or falling into debt and computes a mean measure. 6 A combination of the mean measures of current and expected personal financial position in 
relation to 12 months ago and 12 months hence, of the combined mean measures of the spending climate for making purchases of major items of household goods and of spending intentions on major purchases of 
household goods in the next 12 months and of the net proportion of saving households. 7 The Financial Activity Barometer asks consumers about their intended savings, investment and borrowing intentions in the 
next 6 months across some 18 categories of activity. 8 Respondents are asked to name their main financial services provider. Cross-analysis with intended financial activity and household finances provides insight 
into bank customer bases. Other questions on attitudes to banks are periodically included. 9 JGFR / GfK Spring Olympics Barometer, 1,000 adults aged 16+, UK

WORDS USED TO DESCRIBE 
THE ECONOMIC AND WEATHER 
OUTLOOK ARE BECOMING 
INTERCHANGEABLE.

‘THE LATEST UK BANKING RELATIONSHIP BAROMETER SHOWS NEW 
CHALLENGER BANKS ARE MAKING HEADWAY FOR THE FIRST TIME.’

Source: GfK NOP / JGFR

FIGURE 2: FINANCIAL ACTIVITY BAROMETER  
q2/q3 2002 – q4 2011/q1 2012

40

50

60

70

80

90

100

110

120

130

FA
B

 In
di

ce
s 

Q
3/

Q
4 

20
0

2=
10

0

Overall activity Savings/investment activity Borrowing activity Debt repayment

Q
3/

Q
4 

0
2

Q
1/

Q
2 

0
3

Q
3/

Q
4 

0
3

Q
1/

Q
2 

0
4

Q
3/

Q
4 

0
4

Q
1/

Q
2 

0
5

Q
3/

Q
4 

0
5

Q
1/

Q
2 

0
6

Q
3/

Q
4 

0
6

Q
1/

Q
2 

0
7

Q
3/

Q
4 

0
7

Q
1/

Q
2 

0
8

Q
3/

Q
4 

0
8

Q
1/

Q
2 

0
9

Q
3/

Q
4 

0
9

Q
1/

Q
2 

10

Q
3/

Q
4 

10

Q
1/

Q
2 

11

Q
3/

Q
4 

11

Q
1/

Q
2 

12



ADVERTISING SPEND

www.thefsforum.co.uk The Journal of The Financial Services Forum ARGENT | 45

ADVERTISING SPEND

44 | ARGENT The Journal of The Financial Services Forum

A
t first glance, the May 2011 to 
April 2012 financial services 
advertising statistics have a 
dull veneer, showing an 

insignificant difference of just 0.83% less 
overall expenditure on last year. Rub away 
at this, however, and a perceptible change 
in strategy can be seen glittering away 
under the surface. 

For a good 24 months, financial 
organisations have poured money into 
highlighting the benefits of products 
linked to prudent financial planning. 
Life protection, savings, pensions 
and investments all saw increases in 
promotional activity – a predictable, and 
welcome, reaction to the economic crisis.

But it seems no more. The latest figures 
show a blanket fall in all of these areas – 
life protection falling 6%; savings down 9%; 
pensions 16%; and investments 8%. And 
where has the focus been turned instead? 
Behold the massive hike in unsecured loan 
advertising spend, up 76% on last year. 

Recent Bank of England (B0E) figures 
show that new unsecured lending rose by 
£732m in May 2012 compared with the 
previous six-month average of £403m 
– mainly due to increased take-up of 
overdrafts and loans. An exceptionally grim 
year, 2011 saw cutbacks, frozen salaries and 

high inflation, and people struggling to 
make ends meet. It seems they continue to 
struggle into 2012. 

Interestingly, however, while financial 
organisations flash their unsecured 
lending offerings elsewhere, spend on 
credit card advertising has remained 
stable, down just 2%, with a brief shot 
in the arm pre-Christmas the only real 
action. Could this tie in with the increase 
in unsecured loan applications? A report 
from PricewaterhouseCoopers (PwC) has 
argued that credit card use could fall into 

permanent decline with the rise of digital 
technology and payday loans changing 
how people access credit. 

This is backed up by the Bank of 
England statistics, which show card 
lending contracting significantly. It appears 

the banks have seen this coming, pre-
emptively putting their eggs into another 
more lucrative basket.

UPS AND DOWNS
Current account advertising is the other 
story here, enduring sea-sickness-inducing 
peaks and troughs of spend over 12 
months, but on the whole seeing a sizeable 
dent in commitment on the last analysis. 
Reflecting a general trend across the 
board, much of the meat is in the middle of 
the year, with current account advertising 
securing an almost £800,000 boost 
in budget from August to September. 
However, by April 2012, overall spend 
in this area was down to just £463,209. 
Surprising, as it appears the banks – in 
particular new entrants to the market – 
have been matching each other blow for 
blow in the fight to secure customers, with 
a rise in the number of providers offering 
cash for switching, among other incentives.

As ‘uncertainty’ continues to be 
synonymous with economic conditions 
in the UK, and with the Eurozone fracas 
intensifying, it likely this will have a major 
effect on advertising budget over the 
coming months. We shall just have to wait 
and see in which areas the impact will be 
most resoundingly felt.

UNSECURED PERSONAL LOANS
Despite considerable negative press, 
‘payday’ and short-term loan companies 
are not shying away from gaining market 
share, and continue to gobble up the 
competition in this category. Santander 
is the only more traditional lender grimly 
holding on to its place in the top five, 
with Sainsbury’s Bank at number two, 
despite cutting back its activity by 11% 
on last year. Wonga.com has secured the 
top spot again, by more than doubling its 
expenditure, an overall increase of 153%. 
New entrants to this category are Chicago-
based Enova Financial, which provides 
finance for those with poor credit histories, 
and Mem Consumer Finance, who claim  
to ‘help people through short-term 
financial emergencies’.

MOTOR INSURANCE
Lenders are hitting the accelerator in car 
insurance advertising, although continuing 
to face a number of challenges around 
fraud and increasing numbers of personal 
injury claims. The AA recently reported 
that, despite the number of crashes on 
Britain’s roads falling, industry costs 
continue to rise at around 10% per year. 
Also, from December, motor insurers must 
comply with new rules which prohibit 
underwriters from using gender to set 
premiums. This isn’t stopping Direct Line, 
the UK’s largest motor insurance company, 
which is, as always, streaks ahead of 
the rest in advertising. Aviva, however, 
drops to fifth place, putting the brakes on 
promotional activity to the tune of 12%. 
Lv Group, only just making the top ten 
last time, has more than doubled its car 
insurance ad spend to fit comfortably in 
the middle of the list. But it is Confused.
com, leaving rivals Gocompare and 
Moneysupermarket in its tracks, which 
shows the biggest change, upping ad 
expenditure by a whopping 117%.

MORTGAGES
Bank of England figures from July showed 
mortgage approvals falling, with housing 
market activity persistently low compared 

SPEND ON CREDIT 
CARD ADVERTISING 
HAS REMAINED 
STABLE, DOWN JUST 
2%, WITH A BRIEF 
SHOT IN THE ARM PRE-
CHRISTMAS THE ONLY 
REAL ACTION.

LATEST FIGURES SHOW 
A BLANKET FALL IN ALL 
OF THESE AREAS – LIFE 
PROTECTION FALLING 
6%; SAVINGS DOWN 
9%; PENSIONS 16%; 
AND INVESTMENTS 8%.
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with long-term norms. It is difficult to see 
any improvement on the horizon as the 
Eurozone crisis rumbles on. This makes 
for a mixed picture in related product 
advertising, with Barclays investing 66% 
more in this area to keep its place as the 
biggest player on the list, committing 
double the budget than runner-up 
HSBC. Nationwide and the Royal Bank of 
Scotland are the only other two lenders 
who have upped advertising, by 79% and 
52%, respectively. Lloyds Banking Group 
continues to put its energies elsewhere, 
with mortgage advertising now only 
amounting to £1,303,893 of its overall 
advertising expenditure, equating to a drop 
of 80% on last year.

CURRENT ACCOUNTS
This year’s current account advertising 
figures make for fascinating reading, 

UNSECURED PERSONAL LOANS
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SHIFT 
The latest Nielsen statistics show a heady mix of ups and downs  
in advertising spend, reports ROWAN MORRISON. The indications 
are that the financial services industry is refocusing its priorities.

IN gEar
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ADVERTISING

CST THE GATE
Devon House, 58 St Katharine’s Way, London E1W 1LB
Tel: 020 7423 4500
Web: www.thegateworldwide.com
Contact: Phillip Hawkins, Managing Director
Direct Line: 020 7423 4560
Email: phillip.hawkins@thegateworldwide.com

We work with businesses and organisations that have a big 
promise to sell. Long-term promises that you can’t tell whether 
they will be delivered until it is too late. Promises like: “I promise 
to invest your money wisely”, “I promise to give you a good 
education”, “I promise to pay you money if something bad 
happens”. Big promises because they are important and require 
a substantial financial and emotional commitment. We’ve had 
a lot of success at this. And that success has come from the 
recognition that organisations selling a big promise are different. 
This recognition has led us to a compelling approach to marketing 
and communications in these markets. And a unique approach to 
integration including in-house media planning and buying, digital 
and consultancy.

PURE MEDIA
78 Cowcross Street, Farringdon, London EC1M 6HE
Tel: 0207 864 4141
Web: www.puremedia.co.uk
Contact: Hugh Walker, Managing Director
Direct Line: 0207 864 7875
Email: hwalker@puremedia.co.uk

In the current media landscape, effective media buying requires 
an intelligent, cross-platform approach that targets key audiences 
in varied and innovative ways. Pure Media is a specialist media 
planning and buying agency that operates across all potential 
advertising media, including press, radio, online, outdoor, TV and 
emerging media types.

Pure Media has wide experience in financial services, covering 
the advisory market, wealth management, life and pensions, 
institutional, insurance and health. Increasingly we are planning 
and buying on an international basis.

BRANDS

SIEGEL + GALE
35-41 Folgate Street, London E1 6BX
Web: www.siegelgale.com
Contact: Emmaclare Huntriss, Marketing Director
Email: ehuntriss@siegelgale.com
Tel: +44 (0) 207 611 3803

Great brands are built on simple propositions. At Siegel+Gale we 
believe that Simple is Smart.

With over 40 years of experience, Siegel+Gale lead the way 
in bringing innovation to financial services brands. Transforming 
brands, we help clients answer complex business challenges 
to create maximum business impact through elegantly simple, 
surprisingly fresh strategies, stories and experiences. This can 
be for corporate brands, for product launches, or through our 
Simplification practice by addressing complexity in customer 
communications.

To find out more about invigorating your brand or bringing 
simplicity to your communications, please contact us.

.

UFFINDELL
24 St John Street, London EC1M 4AY
Tel: 020 7689 0000 
Web: www.uffindellgroup.com
Contact: Lauren Smith, Junior Marketing Manager
Direct Line: 020 7689 3949
Email: lauren@uffindellgroup.com

Uffindell, the Agency of Change.
We are a catalyst for change and positive transformation, 

inspiring organisations to transform their image, products, services 
and culture to create exceptional experiences and compete in the 
21st Century. 

 Our unique Cycle of Change is a complete sphere of activity 
designed to help organisations realise opportunities, determine a 
true sense of purpose and adapt to the changing world.

BRAND VISTA
Cardinal House, 8th Floor,  
 20 St Mary’s Parsonage, Manchester M3 2LY 
Contact: Andrew Stothert, 
Email: Andrews@brandvista.net
Direct line: 07989 386726 or 01928 513175
Web: www.brandvista.co.uk

Managing and delivering brands in today’s environment is a 
complex and trans-organisational task that involves the whole 
business; not just the marketing team. 

Brand Alignment helps the business improve the brand 
experiences that deliver the promises made to customers by brand 
communications. This is vital for Financial Services businesses who 
seek to build more robust, differentiated brands.

We are in the new era of branding where brands are built from 
inside organisations. They can also fail from inside too. Improving 
how brands are delivered and how they are used to focus business 
activity has been a part of our mission for over a decade.

We help our clients to deliver their brand promises where it 
matters the most and we have a 4 stage, fully aligned process 
that blends flexibly into the way our clients work. The stages are 
Exploring, Visioning, Aligning and Measuring.

LLOYD NORTHOVER 
90 Tottenham Court Road, London, W1T 4TJ
Tel: 020 7291 8484
Web: www.lloydnorthover.com
Contact: Michael Coleman, Business Development
Direct Line: 0207 291 8455
Email: michael.coleman@lloydnorthover.com

Lloyd Northover develops brands and brand communications 
from strategy into creative expression and implementation. We 
help bring brand strategies to life through imaginative design 
and content. We work across all communications media: in print, 
online, on screen, in the environment. Wherever organisations 
make contact, we facilitate the dialogue, building rapport 
between companies, customers, employees, and wider social 

and professional networks. For over three decades, we have 
helped financial and professional services businesses build their 
brands, market their products and services, and communicate 
effectively. Our experience includes retail finance, corporate and 
investment banking, insurance, private equity, asset management, 
and financially related professional services on an international 
basis. We are based in London with a team of 30 staff, including 
designers, writers, digital experts, web developers and project 
managers.

ASSET INTERNATIONAL
150 Borough High Street, London SE1 1LB
Contact: Matthew Todd, Advertising Director
Tel: 020 7407 3242 / 07817 260049
Email: mtodd@assetinternational.com

Asset International is a B2B information and technology company 
in the finance vertical which is transforming smaller traditional 
companies it has acquired into a high growth global business 
with a diverse set of new revenue streams: electronic data, tools, 
online media, research, and events. Formed through a series of 
acquisitions (Strategic Insight, Asset International, and The Trade), 
the formation of the company itself was a bold move in 2009, a 
year during which the financial information sector was highly out 
of favour due to the financial crisis. 

The combined company provides information and technology 
solutions to mutual fund, hedge funds, broker dealers, pension 
funds, 401K plans, sovereign wealth funds, endowments, financial 
advisers, and custodial banks. Its key brands include Strategic 
Insight, Simfund, SimfundGlobal, Annuity Insight, PLANSPONSOR, 
PLANSPONSOR Europe, PLANADVISER, Global Custodian, The 
Trade, aiCIO and Plan for Life.

COMMUNICATIONS

CAPITAL MSL
81 Whitfield Street, London W1T 4HG
Contact: Claire Maloney, Director
Tel: 020 7307 5341
Email: claire.maloney@capitalmsl.com
Web: www.capitalmsl.com

Capital MSL is a leading strategic communications consultancy, 
with one of the largest Financial Institutions practises in the UK. 
We work with many of the world’s most admired financial brands, 
including investment banks, asset management firms, alternative 
investors and intermediaries. 

We combine creativity and with insight of the financial services 
landscape, to build enduring reputations that deliver commercial 
value. Our success is based on a commitment to senior advice and 
implementation.

We are part of MSLGROUP, one of the world’s top five PR 
firms with 2,500 employees in more than 20 countries. We have 
specialist financial communications colleagues in every major 
capital market. 

Our clients include some of the world’s most respected financial 
services brands including: AON Hewitt, Credit Suisse, Dexia 
Asset Management, Doughty Hanson, Generation Investment 
Management, Jabre Capital Partners, Morgan Stanley, Principal 
Global Investors, Moelis & Company and the World Gold Council.

THE DIRECTORY
Our register of marketing specialists for the financial services industry.

and next year’s should be even more so, 
given the recent IT crisis suffered by RBS, 
Natwest and Ulster Bank and the Barclays 
Libor scandal. A Guardian Money poll 
indicates that 77% of dissatisfied customers 
would be switching to another lender. Will 
NatWest maintain its current trajectory of 
advertising spend, currently at 904% more 
than last year? Or will it step back to lick its 
wounds before repositioning? 

Parent bank RBS had also increased 
commitment to gaining current account 
customer share, by 608%, as has Barclays, 
by 813%. Nationwide could be the winner in 
all this, capitalising on its 1,615% increase in 
promotional activity, with a spokesperson 
saying: ‘We are already seeing an increase 
in the numbers of people asking to move 
to Nationwide from other banks. After 
recent events we expect those numbers 
will increase.’ It could be that we see less 
obvious competition moving into the top 
ten, including ethical and community-
owned banks. 

CREDIT CARDS
Not much movement in credit card 
advertising, with the ‘big two’, Amex and 
Barclaycard, untouchable at the top. 

‘Budget’ finance group BGL, parent 
company to Comparethemarket.com, is 
the only new entrant, with fresh faces 
Santander and Virgin Money making the 
biggest splashes in terms of financial 
commitment to credit card offerings, 
hiking expenditure by 277% and 135%, 
respectively. This is despite the cost 
of credit for some Virgin Money card 
customers leaping an eye-watering 50% 
in March of this year. Virgin’s credit card 
is provided by MBNA Europe Bank, also 
placed in this category, despite making the 
biggest cut in advertising here, at 69%.

MEDIA TYPES
‘Multi-channel’ is the phrase on the lips of 
every financial services marketer, so it’s 
no shock to see £112,631,453 being spent 
on Internet advertising across all finance 
categories – it’s more surprising that the 
increase of 17% on last year’s figures isn’t 
significantly more. 

Perhaps customers are being drawn by 
other means to engage digitally? Another 
peculiarity in these media channel figures 
is that, after a year-on-year decrease in use 

by financial services advertisers, cinema 
has seen the biggest percentage increase, 
of 158%, although the actual amount 
spent on cinema advertising remains 
considerably less than TV, press, internet 
and direct mail. It is thought that 3D and 
Imax technology is making cinema a more 
immersive – and engaging – medium for 
reaching potential customers.

TOP BRANDS
Direct Line, which includes a collection of 
the UK’s best-known insurers, including 
Churchill, Privilege, Green Flag and 
NIG, is this year’s big spender, investing 
£68,524,674 overall in advertising. This 

'MULTI-CHANNEL' 
IS THE PHRASE ON 
THE LIPS OF EVERY 
FINANCIAL SERVICES 
MARKETER.

is despite facing an imminent IPO, as the 
Royal Bank of Scotland has been ordered 
to sell or float the company by 2013. 
BGL Group is the only other company to 
increase overall promotional activity this 
year, sitting at the opposite end of the list 
with an expenditure of £29,046,031, up 
57% on last year. Generally, the cuts made 
have been minor, with Lloyds Banking 
Group making the biggest cut, in pulling 
back advertising by 30%.  
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EHS 4D GROUP
6 Briset Street, London EC1M 5NR
Web: www.ehs4dgroup.com
Contact: Tash Whitmey, Managing Director
Tel: 0207 017 1375
Email: tash.whitmey@ehs4dgroup.com

EHS 4D Group is an integrated marketing agency that delivers 
compelling communications for the connected consumer. A 
unique blend of data, direct and digital expertise, we have the 
skills, experience and outlook required to meaningfully connect 
consumers with brands and each other – data-driven insight, a 
deep understanding of the consumer journey, inspired ideas, and 
the capability to deliver on any platform.

LIVING GROUP
Tea Building, Studio 2.10, 56 Shoreditch High Street, London 
E1 6JJ
Tel: 020 7739 8899 
Web: www.living-group.com
Contact: Kate Shaw, CEO
Email: kate.shaw@living-group.com

Who are we? In a nutshell, we are specialists in joined-up financial 
communications.

By joined-up communications we mean you have a 25-strong 
team at your disposal – each person with their own expertise in 
key communications disciplines. So you benefit from a unified 
approach – strategic communications consultancy, market 
research, award-winning creative and implementation – whether 
in design, digital, PR and corporate reporting, or all four.

And because you have this broad yet specialist expertise 
under one roof, projects run more smoothly, budgets stretch 
further, schedules are kept, and the overall results are much more 
impressive.

Give us a call and see how our approach to joined-up 
communications could help your organisation.

REDTAG
Elliott House, Elliott Road, Cirencester,
Gloucestershire GL7 1YS
Tel: 01285 650 477
Web: www.redtagdm.co.uk
Email: info@redtagdm.co.uk
Contact: Graeme McKenzie, Managing Director
Email: gmckenzie@redtagdm.co.uk

redtag is a leading financial services communications agency, 
delivering cutting-edge solutions across the marketing spectrum: 
from strategic planning to creative and digital execution. We 
believe experience is essential in understanding our client’s 
business goals and how to achieve them. The agency has an 
outstanding record of not only supporting product providers 
to maximise relationships with the intermediary channel and 
optimising customer engagement but also increasing retention 
and customer value by delivering effective customer contact 
programmes. Our client list includes Royal Bank of Scotland Group, 
LV=, NFU Mutual, Legal & General, Virgin Money, Deutsche Bank 
and More TH>N.

TANGIBLE
7 Midford Place, London W1T 5BG
Tel: 020 7881 3200
Web: www.tangible.uk.com
Contact: John Rowley, Chief Executive
Email: john.rowley@tangible.uk.com

Our tangible strength is, quite simply, doing great integrated 
creative work for clients in financial services. Doing outstanding 
creative work in financial services is hard. It isn’t easy to engage 
people. The products and services themselves are usually 
abstract and intangible. Often, the communications are the 
only tangible things about them (hence the name). Developing 
strong and distinctive brands isn’t easy. And neither is producing 
truly integrated communications advertising, direct marketing, 
collateral, both offline and online. Our proposition is simply 
that, when it comes to difficult things, the best approach is to 
bring together a team of talented and determined people who 
concentrate exclusively and single-mindedly on getting better and 
better and better at doing them.

=

TEAMSPIRIT
78 Cowcross Street, Farringdon, London EC1M 6HE
Tel: 0207 360 7878
Fax: 0207 360 7833
Web: www.teamspirit.uk.com
Contact: Joanne Parker, Chief Executive
Email: jparker@teamspirit.uk.com

As a specialist, Teamspirit’s sole focus is the creation of the 
very best in financial and professional services Marketing and 
Public Relations for our clients. We make brands stand out, get 
talked about and get results by integrating their unique story 
into advertising, Public Relations, digital communications, direct 
marketing and events.

CONTRACT PUBLISHING

EDITION FINANCIAL 
23 Austin Friars, London EC2N 2QP 
Tel: +44 (0)203 170 6277 
Fax: +44(0)203 170 6278 
Contact: Caspian Woods, Chairman 
Web: www.editions.co.uk 
Email: info@editions.co.uk

We are the UK’s only dedicated financial services content and 
publishing agency 

It’s our simple belief that people don’t interact with financial 
products in the same they do with baked beans. If FS organisations 
are to rebuild regard with embittered audiences, they’ll need the 
specialist skills to engage them on a far deeper level. 

This expertise is hard won. Over 15 years, 200 different projects 
for 22 brands, we’ve engaged customers in 25 groups from ultra-
HNW footballers to families in financial difficulty. 

The solutions have stretched far beyond magazines, into ezines, 
online, video, books, DM, social media, employee engagement, and 
sales collateral. 

But ultimately, we deliver to the bottom line. 

CUSTOMER ExPERIENCE

CLICKTOOLS LTD
Suite 7 Branksome Park House
Bourne Valley Road
Poole BH12 1ED
Tel 01202 313645
Web www.clicktools.com
Email: sales@clicktools.com

Clicktools provides solutions that drive information and insight into 
CRM to improve the customer experience.

Powerful on-demand software enables users to create any 
survey, form or call script to collect information at any touch point 
on a customer journey and then combine that with CRM. Our 
professional services undertake a wide range of projects from 
simple survey build to the design and ongoing management of 
comprehensive feedback programmes.

Our 400+ customers include some of the world’s leading 
financial service brands in commercial and retail banking, card 
services and insurance.

MULBERRY CONSULTING 
145-147 St John Street, London EC1V 4PY
Tel: 07717 292163
Contact: Alan Pennington, Managing Director
Email: alan.pennington@mulberryconsulting.com

Mulberry Consulting is a specialist customer experience consultancy 
with global experience in the financial services industry. We work 
with our customers to bring clarity and confidence to customer-
focused change. We know that a good customer experience doesn’t 
happen by accident. It comes from a clear vision of what a brand 
stands for, from an effective strategy that aligns a business behind 
its value proposition, and from a lot of hard work bringing the 
experience to life, touchpoint by touchpoint. And to be successful 
every employee whose role touches a customer needs to understand 
how their contribution fits into the big picture and why it matters.

Using best-in-class tools and proven approaches our 
engagements quickly move beyond theory into the practical realities 
of driving and managing change in large organisations. It’s no 
accident that we number among our long-standing clients several 
of the largest and most complex businesses in the world, in any 
category or industry. At the heart of our approach is our world-class 
approach to Customer Journey Mapping, recognised by Forrester 
Research Inc as an example of global best practice. We use this to 
work across the whole organisation, to ensure alignment behind 
a common objective – to create great customer experiences that 
lead to increasing returns and value, for customers, employees and 
shareholders.

With offices in London, New York and Toronto we have truly 
global reach and expertise.

DATA AND DATA MANAGEMENT

DATA AND DATA MANAGEMENT
 

DIANOMI
18 Buckingham Gate, London SW1E 6LB
Web: www.dianomi.com
Contact: Rupert Hodson, Chief Revenue Officer
Direct line: 0207 802 5530
Email: rupert.hodson@dianomi.com

The dianomi™ Exedra™ marketing platform enables global brands 
in the financial services sector to acquire new customers by 
targeting the mass affluent. 

30% of the leads dianomi™ provides its clients come from the 
UKs 10% most affluent.

As UK market leaders, dianomi™ is setting new standards in 
performance-based marketing through its contextual SmartLinks™ 
technology, integrated across an unparalleled network of white-
label partnerships with premium publishers such as The London 
Stock Exchange, Guardian, Reuters, Thisismoney, Morningstar and 
Yahoo Finance to name a few.

In order to maximize ROI, dianomi’s level2insight™ provides 
advertisers campaign optimisation, sector benchmarking, in-depth 
demographics and customer surveys. Amongst others, clients 
include: Aberdeen, Fidelity, F&C, Hargreaves Lansdown, Baillie 
Gifford, CMC Markets, St James Place and Fisher Investments.

GETTY IMAGES
101 Bayham St, London NW1 0AG
Tel: 0800 376 7977
Web: www.gettyimages.co.uk
Contact: Tony Graham, Commercial Director
Direct line: 020 3227 2229
Email: tony.graham@gettyimages.com

Getty Images is the world’s leading digital media provider, offering 
award-winning images, video and music, plus flexible services to 
help you work smarter and strengthen your emotional connection 
with your customers.

Businesses around the world turn to us to for content to 
bring their creative ideas to life. We can help you select and build 
an effective brand through visual communications. One that 
encourages trust and connects with customers. 

We regularly research and analyse visual trends, meaning we 
understand the visual language of finance. With this knowledge, 
we can identify imagery and concepts to future proof your 
campaigns

We’ll help you find, create and make the most of fresh content 
to build brand recognition and loyalty.

PRECEDENT
The Courtyard Building, 11 Curtain Road, London EC2A 3LT
Tel: 020 7426 8937
Contact: Mark Sherwin, Commercial Director
Email: mark.sherwin@precedent.co.uk
Web: www.precedent.co.uk
Twitter: @precedentcomms

We are one of the UK’s most respected digital agencies having 
spent the last 20+ years working within the digital sphere to make 
our clients more successful. During this time, we have also worked 
with a wide range of financial service companies and regulatory 
bodies such as the London Stock Exchange, the Financial Services 
Authority and the Financial Services Compensation Scheme. 

Our formula is simple: we keep the customer – or rather 
our clients’ customers — at the heart of everything we do, from 
brand, strategy and usability research through to content creation, 
website design and build, analytics, support and hosting. 

With our unparalleled research, branding and strategic digital 
thinking, we have helped – and continue to help - financial 
service companies improve their communications and build 
their reputations. Some of our finance clients include BlackRock, 
Aberdeen Asset Management and Tesco Bank.

SAPIENTNITRO
Eden House, 8 Spital Square, London E1 6DU
Tel: 0207 786 4500
Contact: Jillian Moore, Director
Email: Jmoore@Sapient.com 
Web: www.sapient.com
Twitter: @SapientNitro

SapientNitro is an interactive marketing, creative design, and 
technology services agency that helps companies solve business 
challenges. As Idea Engineers, SapientNitro seamlessly and 
consistently combines communications, brand and transactional 
expertise to conceive, build and execute integrated, multi-channel 
brand experiences that lead to tangible business results. We are 
one of the world’s largest integrated marketing and technology 
services firms with a wide experience in financial services, 
insurance and banking.

MARKETING

LINKEDIN MARKETING SOLUTIONS
Charlotte Building, 17 Gresse Street, London W1T 1QL
Contact: James McErlean, Head of Category Development 
EMEA, Marketing Solutions
Tel: 0203 100 3027 / 07884 494 365
Email: jmcerlean@linkedin.com
web: http://www.linkedin.com/in/jamesmcerlean

LinkedIn operates the world’s largest professional network on 
the Internet with more than 120 million members with highest 
composition of influential professionals in over 200 countries 
and territories. LinkedIn has an unparalleled ability to reach these 
affluent and highly-educated audiences in a business context, 
delivering marketing solutions for a broad range of marketing 
strategies and driving results for every objective from awareness 
to conversion.

IAN GILES MARKETING LIMITED
2 West Bank, Dorking, Surrey RH4 3BZ
Web: www.iangilesmarketing.com
Contact: Ian Giles
Tel: 07747 800517
E-mail: ian@iangilesmarketing.com

Ian Giles Marketing offers a very different proposition to most 
agencies, namely the ‘Virtual Marketing Director’. Acting as a 
consultant to your business on a ‘days per month’ basis, Ian Giles 
Marketing provides a tailored package of advice, project planning 
and agency management in the key strategic areas of brand, 
marketing communications and PR. Ian’s 20 years’ experience as 
a marketing & communications director at listed FTSE companies, 
SMEs and start-ups makes him the ideal choice as your marketing 
director when you need one on a part-time or temporary basis. 
Financial services clients and past employers include First Active, 
Kensington, Largemortgageloans.com, MarketGuard, Openwork, 
Mortgage Trust and Purely Mortgages. Ian is a Fellow of the 
Chartered Institute of Marketing, a Liveryman in the Worshipful 
Company of Marketors and a Practitioner Member of The Financial 
Services Forum.

ONLINE COMMUNICATIONS

OMOBONO LIMITED
St. Giles Hall, Pound Hill, Cambridge CB3 0AE
Tel: 01223 307000
Fax: 01223 365167
Web: www.omobono.co.uk
Contact: Francesca Brosan, Chairman
Email: fran@omobono.co.uk
Direct Line: 01223 307000

Omobono specialises in digital marketing for business. We have 
an extremely strong track record in financial services, particularly 
intermediary and corporate partner marketing. 

We believe that relationships are the fundamental currency of 
business. Maximising and supporting these relationships digitally 
(through content and services) is the next battleground in business 
success. So we help our clients build stronger relationships with the 
people that matter – customers, staff, stakeholders and partners. 
We have a deep understanding of the strategies and creativity 
needed to maximize engagement using digital communications, as 
well as the skills to make it happen in the UK and globally.

FIRST qUARTILE
145 Leadenhall Street, London, EC3V 4QT
Tel: 020 7265 7888
Web: www.firstquartile.co.uk
Contact: Caroline Haley, Director
Email: caroline.haley@firstquartile.co.uk

Established in 2000, First Quartile brings together investment 
experts, marketing specialists and creative talent who combine 
their respective knowledge and experience to provide clients with 
an effective agency that is a true expert in the investment sector. It 
is this combination of skills and experience that sets us apart from 
many other agencies. 

We provide a selection of marketing and communication 
services which include strategic positioning, creative 
communications, digital communications, investment writing 
and investment reporting. In 2011 we merged with FWD to 
become part of The FWD Group, a City based communications 
company with strong expertise in financial PR, research and event 
management. This broadens our offering whilst retaining our 
specialist focus and integrated approach.

BROADGATE MAINLAND
15 Basinghall Street, London EC2V 5BR
Tel: 020 7726 6111
Fax: 020 7726 6333
Web: www.broadgatemainland.com
Contact: Mark Knight, Director
Direct Line: 020 7726 6111
Email: mknight@broadgatemainland.com

Broadgate Mainland is a leading PR agency that specialises in 
the financial and professional services industries.

We forge close working partnerships with our clients to help 
enhance their reputations and achieve business objectives. Our 
industry knowledge and enthusiasm combined with innovative use 
of traditional and digital techniques have created an enviable track 
record and range of services of benefit to our clients.

Among the sectors we have specialist expertise in are: 
alternatives, asset management (retail and institutional), financial 
services, professional services, financial technology, professional 
development and education, enterprise and innovation, life and 
pensions and property.

FWD PR 
7th Floor, 145 Leadenhall Street, London EC3V 4QT
Tel: 020 7623 2368
Web: www.fwdpr.co.uk
Contact: Victoria Sisson, Director, Public Relations
Email: Victoria.sisson@fwdpr.co.uk
Direct Line: 020 7623 2368 

In the UK’s financial services markets you’ve got to react quickly 
and smartly to exploit new opportunities. That’s why it’s vital to 
work with people who can help you achieve your goals.

FWD is the PR agency that understands your markets inside 
out. We know who you want to talk to. And we know the type of 
messages they’ll want to hear. We have the specialist knowledge, 
innovative thinking and effective delivery to use communication to 
give you the competitive edge.
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CONSULTANCY REGISTER FINANCIAL WORD

So what’s it actually like to sit on the 
client side during a pitch? LUCIAN CAMP 

unearthed some surprising, or maybe 
not so surprising, discoveries.

T
hroughout my many years on 
the agency side, I’d have 
happily paid a large amount of 
my own money to sit on the 

client’s side of the table during a pitch 
process. Partly, I was sure I’d learn from 
what other agencies did: but also, it was 
partly an ever-so-slightly voyeuristic 
curiosity. I wanted to see my competitors 
in action.

Over the two years that I’ve been a 
one-man consultancy, my wish has been 
granted several times over – and, far from 
having to part with my own money, I’ve  
actually been paid to sit on the client’s 
side. What have I learned from the 
invaluable experience?

Well, mostly, to be honest, it’s things 
that I already suspected. Among these, 
first and foremost, is that agencies pitch 
to a pretty high standard. If you see a long 
list of, say, half a dozen, and then ask three 
to go forward to a final shoot-out, you’re 
likely to find that one gets it hilariously 
(or tragically, depending on your point of 
view) wrong, and proposes that you should 
target your new annuity on the 18-24 
market. But apart from that, you’ll be quite  
impressed by all of them.

WHAT NOT TO DO
Then, of course, I’ve had first-hand 
experience of the things that agencies 
do wrong. There’s Not Listening, and its 
close relative Talking Too Much (the easiest 
and commonest way to shoot yourself in 
both feet simultaneously); there’s Zeroing 
In Excessively On The Top Client, so that 
when he or she asks the junior clients for 
their opinions they’re all deeply negative 
because they haven’t enjoyed a single 
moment’s eye contact; and then there’s 
the somewhat more subtle Not Thinking 

About Where You Are In The Batting Order, 
which is all about the fact that if you’re first 
on then the market background section is 
interesting and important, while if you’re 
fourth or fifth it’s just deeply dull.

But the truth is that really, nine times 
out of ten, the only bit that really matters 
in a pitch is the creative work – and it’s 
here that my client-side experiences have 
taught me something new.

Win or lose (but especially lose) I was 
always mystified when the client’s post-
pitch feedback said, as it often did, that 
everyone’s presentations were really good 
but the winning agency is the one that 

showed them a creative idea that just blew 
them away. ‘WTF?’ I would think to myself. 
‘You’re choosing an agency partner for 
the next two, three, four, five years, and 
you’re ignoring chemistry, commitment 
to your business, cost, depth of resource, 
insight, track record and a whole bunch of 
other grown-up business-like criteria, and 
choosing the agency that showed you an 
amusing animated dancing wombat?’

What I now know is that it’s not quite 
that simple. What happens is that when 
an agency shows the clients the proverbial 
idea that knocks their socks off, that idea 
in itself validates everything else about 
the agency. Let me give you a slightly 
fictionalised example. 

In the first meetings, one agency taking 
part in a pitch that I’d organised made a 
good impression, but the clients had two 
anxieties. One, it would clearly be a lot 

more expensive than the others; and two, 
it had a punchy and rather frightening 
creative director with an incomprehensibly 
strong regional accent who looked like a 
bit of a handful.

SHOW THE PASSION
In the final round, though, the clients’ feet 
were all rendered sockless by a brilliant 
idea shown by this creative director. At 
once, and as a direct result, the perceived 
weaknesses turned into strengths. ‘They 
are expensive,’ said the senior client, “but 
hey ho - in this business you get what you 
pay for.’ And: ‘That creative director is 

brilliant,’ said one of the others. ‘Someone 
with real conviction, real commitment, real 
passion. Made the rest look wishy-washy.’

So, in fact, when the clients fed back 
to the losing agencies that the winners 
showed them an idea that simply blew 
them away, at one level that’s absolutely 
for real. But at another level, that idea has 
sprinkled magic pixie-dust over every other 
aspect of the agency’s presentation, so 
that, amazingly, that agency comes first 
on all the other dimensions on the clients’ 
score-sheets, from strategic insight to 
personal chemistry.

So, to sum up, I think what I’m saying is 
that the best way to win a pitch is to show 
the clients a creative idea that they really 
love. Hmm, I wonder whether this sitting 
on the clients’ side has really proved to be 
the revelatory learning experience I was 
hoping for. 

LUCIAN CAMP is the founder of Lucian Camp Consulting. Contact: Lucian@luciancampconsulting.com

THE TRUTH IS THAT REALLY, NINE TIMES OUT  
OF TEN, THE ONLY BIT THAT REALLY MATTERS 
IN A PITCH IS THE CREATIVE WORK.

»

HOW TO SPRINKLE
MAGIC PIXIE-DUSTGOVERNOR TECHNOLOGY

91-93 Southwark Street, London SE1 0HX
Tel: 0207 593 2210
Web: www.governor.co.uk
Contact: Gilbert Hill, Business Development Director
Email: gilbert@governor.co.uk
Direct Line: 0207 593 2211  

Governor Technology is the only full service digital agency 
which provides a range of online marketing services and a 
unique compliance solution, Optanon, to the impact of recent EU 
legislation concerning use of website cookies. 

From our offices in Central London, over the last 11 years we 
have delivered results for financial services clients such as Citibank, 
LV= and Legg Mason in the fields of web design and development, 
content management, email marketing, mobile apps and fund 
reporting.

Put simply, we make the web work, and relish the challenge 
of applying our knowledge of cutting edge technologies to our 
clients’ needs. Call us today to learn more about how we can  
help you.  

LANSONS COMMUNICATIONS
24a St John Street, London EC1M 4AY
Tel: +44 (0)207 490 8828
Fax: +44 (0)207 490 5460
Web: www.lansons.com
Email: pr@lansons.com
Blog: www.lansonsconversations.com
Twitter: http://twitter.com/lansonslatest 
Contact: Tony Langham, Chief Executive
Direct Line: 0207 294 3617
Email: tonyl@lansons.com

With two decades of experience, one of the best track records 
in the business, more nominations and awards than any other 
UK PR consultancy and an industry-leading portfolio, Lansons 
Communications is a full service strategic agency working across a 
growing range of sectors both domestically and internationally.

Operating four practices – Financial Services, Corporate 
Public Affairs and Regulatory Consulting, Brand and Consumer 
and Lansons Live (our digital and broadcast division) – we have 
created centres of excellence where bespoke teams are brought 
together for individual clients, where flexibility is key and where, 
ultimately, we deliver the most effective, engaging and creative 
communications programmes.

TEAMSPIRIT PUBLIC RELATIONS
78 Cowcross Street, Farringdon, London EC1M 6HE
Tel: 0207 438 9400
Web: www.teamspiritpr.com
Contact: Scott Learmouth, Managing Director
Direct Line: 0207 438 9400
Email: slearmouth@teamspiritpr.com

Teamspirit Public Relations was created to deliver effective, 
results-driven communications campaigns for organisations in  
the financial services sectors. Our specialism is our greatest 
strength: we understand our clients’ businesses, the markets in 
which they operate and how to influence the behaviours of their 
target audiences.

Our offices are in London and Edinburgh, but we have global 
reach through being part of Chime plc. 

Our team brings together some of the most talented in 
the public relations industry with a shared ethos, to work 
collaboratively with clients to build and manage their reputations 
and, in doing so, make a measurable difference to their business.

RESEARCH

CONSENSUS RESEARCH
Priory House, 8 Battersea Park Road, London SW8 4BG
Tel: 0207 627 7830
Fax: 0207 627 7831
Web: www.consensus-research.com
Contact: Andy Glazier, Head of Consensus Research
Email: aglazier@consensus-research.com
Direct Line: 0207 627 7840

Financial services. Professional services. If there is one UK market 
research consultancy that seriously understands your markets, 
your products, your customers and your challenges – inside and 
out – it is Consensus.

This is because we are totally focused on the sector you 
are in – and have been throughout our 25-year history. This is 
why whenever major companies need true market insight plus 
intelligent and imaginative research solutions to deliver real 
business advantages, we are their partner of choice.

ILLUMINAS
183-203 Eversholt Street, London NW1 1BU
Tel: 0207 909 0929
Web: www.illuminas-global.com
Email: info@illuminas-global.com
Contact: Mike Roderick, Group Director
Direct Line: 0207 909 0942
Email: Mike.roderick@illuminas-global.com

Competitiveness in the financial services sector has never been 
greater. The need to differentiate by brand, service or product 
never more so. Illuminas is a leading global research consultancy 
that delivers strategic marketing intelligence with a long 
heritage of working in the financial services sector. We take a 
problem-solving approach, with Directors leading and working 
on projects. Illuminas combines the very best research expertise, 
business consultancy and creative thinking to provide actionable 
business outcomes. Our financial sector knowledge, insights and 
consultancy have helped many financial organisations make critical 
decisions in their business to improve the bottom line.

Enlighten. Empower.

JGFR
40 Thornton Road, Wimbledon, London SW19 4NQ
Tel: 0208 944 7510, 07740 027968
Web: www.jgfr.co.uk
Contact: John Gilbert, Director
Direct Line: 0208 944 7510
Email: j.gilbert@jgfr.co.uk

JGFR provides clients with regular market intelligence and 
commentary through the monthly Consumer Confidence Monitor 
and quarterly Financial Activity Barometer. The latter survey, 
commissioned from GfK NOP, tracks 18 categories of consumers, 
savings, investment and borrowing intentions. It asks people who 
they regard as their main financial services provider. It has a rich 
source of trend data extending back to 2002. JGFR also undertakes 
specially commissioned reports and studies, often working with a 
close network of financial market specialists, providing clients with 
a wealth of market knowledge and expertise.

 
 
MINTEL
Mintel Group
18–19 Long Lane, London EC1A 9PL
Tel: +44 (0) 207 606 4533
Fax: +44 (0) 207 606 5932
Web: www.mintel.com
Email: info@mintel.com
Contact: Michael McKenna, Head of Financial Services
Email: mmckenna@mintel.com

Mintel is an independent award-winning provider of world-leading 
market intelligence, delivering robust information, analysis and 
critical recommendations. Mintel’s trusted portfolio of proprietary 
industry solutions and products has been supporting high profile 
clients in key sectors such as financial services, FMCG, media, retail, 
leisure and education for over 38 years. With office locations in 
London, Chicago, New York, Shanghai, Tokyo and Sydney our 
global presence continues to grow.

FRESHMINDS RESEARCH
229-231 High Holborn, London WC1V 7DA
Tel: 020 7692 4300
Web: www.freshmindsresearch.co.uk
Contact: Louisa Hunter, Head of Financial Services
Email: louisa.hunter@freshminds.co.uk

 
FreshMinds Research is an award-winning research consultancy 
with a reputation for bespoke solutions that provide our clients 
with the evidence to make powerful, reasoned business decisions.

We are renowned for our collaborative way of working with 
clients which enables us to design and implement research 
projects that deliver against multiple stakeholder needs.

Our clients include leading financial services brands, and we 
have significant expertise in HNW research.

We are focused on helping our clients drive growth through 
increased market, competitor, customer and product/service 
understanding. This business focus attracts highly-talented 
analysts and consultants who enable us to deliver on our 
commitment to excellence.

 
 

HARRIS INTERACTIVE
6th Floor, Vantage West, Great West Road, London TW8 9AG
Web: www.harrisinteractive.co.uk
Contact: Susan Vidler, Group Head - Financial Services Research
Direct: 0161 242 1631
Email: svidler@harrisinteractive.com

 
Harris Interactive’s Financial Services Research Team combines 
expertise in finance with our rich heritage in market research, to 
provide companies in the financial services industry with the critical 
knowledge they need to make sound, strategic business decisions.

Our clients include leading European banks, insurance 
companies and other financial institutions, as well as providers of 
auxiliary services and industry regulators. We conduct financial 
services market research among a variety of stakeholders, 
including senior decision makers, IFAs, brokers, consumers, HNWIs, 
employees, affinity and corporate partners/suppliers. Included 
within our portfolio of ongoing research we are proud to manage 
three syndicated programmes on behalf of GIMRA (General 
Insurance Market Research within Aura).

We provide unique insights, advice and guidance on a variety 
of key market research issues that make a difference to our clients’ 
bottom line performance. We have a wealth of experience in 
stakeholder relationship and brand and marketing communications 
research as well as covering areas such as literature testing and 
regulatory developments (eg. RDR).

If you would like to be listed in the Consultant Registry,  
please email Richard Nolan at rn@thefsforum.co.uk or  
call Richard direct on 020 7449 9010
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