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Timely and relevant 

expert insight 

Openness and 

transparency 

An ongoing dialogue 

with our clients 

Knowledge. Shared
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Right To Win, Over Advisers

Content + Digital

• Too much noise → Be the signal 

• Too much, of little value → A lot, of 

great value

• Few visits → More, meaningful visits

• Late to the party → Party starter

• Not interested → Interest led, CRM 

strategy

• Content creator → Content marketer
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1. Rethinking our content strategy

• New branded ‘properties’.

• First-to-market advantage 

through faster delivery of 

topical content globally, under 

three hours.
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2. Thinking distribution first

• Push to global sites simultaneously

• Smart reactive customer journeys  

• An international Newsroom –

ensuring continuous coverage and 

consistent messaging

• Contextual advertising 

• Innovative partnerships 

• Highly targeted emails



5

3. Creating a customer-first contact strategy

• Intelligent’ digital content journeys 

defined for diverse client profiles

• Journey navigation from content was 

focused to fund pages 

• Leads were nurtured and passed to 

sales
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Winning!
• 9,130 leads globally.

• Highest ever adviser position (5th) as ‘preferred fund house’,

• Website visitors 863% above target

• 2,540 pieces of coverage were achieved globally worth an independently estimated AVE 

of over £30m.

• Recognized as leader in global dividends. Such was the thought-leadership impact of 

Henderson’s Income Index content that the French Finance Minister contacted 

Henderson for an edition. The Index now regularly features on the front pages of the 

FT, Handelsblatt, and Les Echos.


