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Content - strategically planned and
well-executed - serves an important
purpose. It builds credibility, loyalty
and familiarity. It can aid clients’
decision-making and be a powerful
marketing tool. Yet, with a greater
understanding of how content is
used by finance professionals, there
are clear ways that wholesale financial
services marketers can evolve how

it is planned and executed.
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INTRODUCTION

Content marketing has become central to
marketing strategies in wholesale financial
services, as firms endeavour to build
awareness and credibility in their areas

of expertise. In the past few years, banks,
asset managers and insurers have become
de facto publishers - producing reams of
written research reports, white papers,
articles and blogs, as well as multi-media
content spanning the range from videos
to infographics. They have also continued
to showcase their intellectual capital in
more personal ways, delivering content
through face-to-face platforms such as
conferences and proprietary events.

Yet here is the challenge: it is often
difficult for financial services marketers

to understand what actually happens once
their content is produced and deployed.
Many questions remain unanswered:

How do treasury and finance professionals
use the masses of content produced,

and when? How does content actually
influence customers’ business decisions?
What types of content do decision

makers value, and how should they

be targeted to best effect?

As business-to-business financial
services marketers, we intuitively know
strategic, expert and insightful content
to be a powerful marketing tool, driving
awareness, building credibility and
emphasising a firm’s relevance with its
clients. However, due to a combination
of the lack of tools and resources, the
multiple contact points with clients,
and protracted sales cycles, it has been
difficult to determine what actually
works. While anecdotal evidence
abounds, empirical evidence to
support marketing strategies and
business cases is sorely lacking.

And what better way to validate our
collective intuition than by simply going
to the source? To do this, we at Ideas and
Action surveyed treasury and finance
professionals around the world, asking
them what type of information they
value most as they manage increasingly
strategic roles and make important
long-term decisions for their firms.

Our curiosity extended to wanting to
understand who finance professionals see
as the best sources of information on the
topics most important to them. Finally,
we also wanted to put to rest the debate
over whether long-form content, such as
white papers and research reports, are
indeed out of favour among time-poor
finance professionals. Is this actually the
case with a highly analytical and data-
driven audience?

We put our intuitive knowledge to the
test by surveying 170 CFOs, senior
finance professionals and treasurers
across Asia, Europe, and North America.
To help us gain an in-depth understanding
of the results, we also interviewed 12
CFOs and finance directors at length,
asking them about how they use content
when making business decisions.

To gain further granularity on how finance
professionals use content throughout their
decision-making processes, we examined
the use of content across three stages of
decision-making:

1. Identifying a need for change;
2. Assessing options; and
3. Making the final decision.

Our study revealed some fascinating facts,
a few of which fly in the face of accepted
content marketing wisdom.

While these senior finance professionals
do use content, the themes and topics
they value most depend on the stage of
decision-making. What’s more, they are
highly sceptical about the impartiality of
marketing content, looking for objective
and expert sources from within their own
industry sectors above all else.

Turning to format, there appears to be

a place for everything, with respondents
using all forms of content. And, at a time
when convention says that short-form,
bite-sized content is king, our survey
suggests otherwise - conferences were
thought the most useful form of
content, followed by long-form white
papers and research.

Our survey and interviews did suggest
that content - strategically planned and
well-executed - serves an important
purpose. It builds credibility, loyalty and
familiarity. It can aid clients’ decision-
making and be a powerful marketing tool.
Yet, with a greater understanding of how
content is used by finance professionals,
there are clear ways that wholesale
financial services marketers can evolve
how it is planned and executed.

The following pages illustrate the results
of our survey, as well as our insights into
how content marketers can solve the
‘content marketing conundrum’.

Pia Gonzalez-Nazareno
CEO & Managing Partner
Ideas and Action

Jared Colby
Partner
Ideas and Action



EXECUTIVE SUMMARY

While finance and treasury professionals leverage external information and marketing
content when making decisions, the topics they value and find the most relevant vary
depending on the stage of the decision-making process. Almost a quarter (23%) of
respondents ranked business, economic and industry trends as the most relevant type of
content when identifying a need for change (stage 1). When assessing options (stage 2),
technology and innovation trends take the top spot (according to 24% of respondents). Finally,
when making a decision (stage 3), information on financial products and solutions is considered
the most relevant type of information by the largest percentage of respondents (27%).

The best content providers are industry associations, business consulting organisations
and internal networks and knowledge. In interviews, CFOs and treasury officials
expressed their need for impartial content giving expert insights that could spark ideas.
They valued the opinions of their peers but distrusted ‘false experts’. They put stock in
those they view as experts within their own sectors or industries, seeing them as more
relevant to their own businesses.

Financial services firms are not regarded as the best providers of content on all topics
of relevance to finance professionals. This is particularly evident in one of the most
relevant topic areas across the decision-making process - business, economic and
industry trends. Unsurprisingly, banks are seen as more relevant on the topics of
finance products/solutions and their own credentials.

Overall, deploying a mix of content types - face-to-face, long-form and short-form - is
the best way to reach this audience. On a day-to-day basis, some of our respondents
use short-form content such as blogs, news digests and videos to keep abreast of
industry trends. For more detailed analysis, such as when preparing business cases and
reports for their firms, others would turn to long-form, including research reports,
white papers and newsletters.

Contrary to growing common opinion, long-form content remains highly valued.
Almost three quarters of respondents (72%) rate long-form content such as research
reports, white papers and newsletters ‘very useful’ or ‘useful’. In contrast, short-form
content, including video interviews, social media posts, blog posts and podcasts, took
the five lowest spots in terms of usefulness.

Conferences are the most highly valued form of content, along with other forms of
face-to-face contact such as seminars. More than three quarters (85%) of respondents
find conferences ‘very useful’ or ‘useful’, citing the high quality of information that they
could gather from listening to experts at these forums, particularly those specifically
targeted to their industries.




“The role has changed Fromjust merely book-
keeping and reporting, to more on analysing the
numbers and understanding the numbers better.”?

Deputy CFO, Singapore

UNDERSTANDING
FINANCE PROFESSIONALS

Senior finance professionals are a coveted
audience for wholesale financial services
firms. Ultimately, they influence the
board’s decision about which high-value
products and services to use, and are
increasingly involved in major strategic
decisions for their firms. Gaining their
attention and trust are, therefore, key
goals for marketing professionals within
financial services organisations.

Yet this is easier said than done. Our survey
results show us that CFOs and senior
treasury professionals feel bombarded

by content and information. As one
exasperated Finance Vice President put

it, “I've got so much coming at me already.”
As a result, they tend to skim-read the
emails, newsletters and articles that come
their way, either to circulate to others in
their organisation for an in-depth read, or
to spark a thought and file the information
for future reference.

When it comes to strategic issues affecting
a company, such as fast-developing

mega trends, senior executives do rely

on content to support decision-making.
However, they tend to consolidate
information and data from multiple
sources to form their own view, not relying
on one source of the truth. “Take robotics,
blockchain or cryptocurrencies, I look at

multiple pieces of content and ask how
they impact our business,” explains a senior
finance professional. “You can’t get that
through one piece of research. You've got
to triangulate and come around to what
this means for my business.”

Finance professionals increasingly need
to keep abreast of the latest macro
trends and developments impacting

their sector and firm as they become
more involved in strategy. It is no longer
enough to focus simply on the data and
financial figures. More than mere financial
reporting, their boards require them to
be able to explain the rationale behind the
numbers. Well researched, data-driven
content can help them understand the
trends behind the numbers to build and
validate their business cases. “The role has
changed from just merely bookkeeping
and reporting, to more on analysing the
numbers and understanding the numbers
better,” explains one Deputy CFO.

For content, timing and accessibility are
crucial. Our research and interviews tell
us that finance professionals seek out
content on specific topics as and when
they need it. They are less responsive to
being ‘pushed’ content when they don’t
have a specific reason for focusing on a
topic at that particular time.



“People need to consider them as thought
leaders in that topic, not just themselves
positioning themselves as thought leaders.”

CFO, Hong Kong

TOPICS THAT HELP TREASURY AND
FINANCE PROFESSIONALS DECIDE

Our survey examined the three crucial
stages in decision-making — identifying
a need for change, assessing options
and making the final decision. Notably,
business and economic trends remained
highly relevant throughout the decision-
making process, reflecting finance
professionals’ increasingly strategic

role. Yet we also found that the topics
professionals find most useful change as
they work their way through the process.

At the first stage - when looking for
opportunities, identifying trends or
identifying challenges - the largest
percentage of these professionals rank
business, economic and industry trends
as most relevant. “I'm probably biased
from a financial point of view in that

I think it should be mainly about the
numbers, but | have come to accept
that there are other factors involved,”
notes one CFO.

At the second stage - thinking about
options and evaluating solutions - the focus
for the largest percentage of respondents
turned to technology and innovation
trends. This reflects both an increased
interest in innovative solutions and an
acknowledgement of a need to educate
themselves on emerging technology.

Finally, when they get to the point of
making a decision, information on financial
products and solutions becomes the most
relevant topic. This is naturally the case as
treasury and finance professionals assess
the pros and cons in detail.

This seems to indicate that progression

of content types - from macro to

specific - closely mirrors the progression
of finance professionals’ typical decision-
making process: from establishing context
by scanning the macro environment

and industry developments, through

to exploring options with a bias for

technologically innovative solutions,
and finally, to selecting specific
financial products.

Surprisingly, interest in financial services
providers’ credentials decline as the
decision-making process progresses.

While ranked as highly relevant by a large
percentage of respondents at the beginning
of the process, this is ranked less relevant
by the end. While arguably counterintuitive,
this is consistent with finance professionals’
triangulation approach to content
consumption, potentially cross-referencing
the connections between their ideas and
opportunities with the most credible
financial services providers with whom to
explore the financial implications of that
particular idea. One respondent notes, “It
[a firm’s credentials] needs to be validated
in multiple places. People need to consider
them as thought leaders in that topic, not
just themselves positioning themselves as
thought leaders.”

RELEVANCE OF CONTENT CHANGES THROUGHOUT THE DECISION-MAKING PROCESS
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MOST CREDIBLE SOURCES

OF CONTENT

Objectivity and specialist insight are the
two qualities finance professionals look for
above all else when seeking information.
Respondents refer to impartiality and
relevant sector expertise as critical criteria

for trustworthy content. Consequently,
they prefer sources seen as most likely

to offer these qualities such as industry
associations, business consulting firms and
internal networks and knowledge.

THE BEST SOURCES OF CONTENT FOR EACH TOPIC
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Chart shows where banks and asset managers are ranked in relation to the top three and bottom sources out of a total of 16 sources.



“They have to be producing
content that makes sense
for their underlying business.
It has to be related to what
they do, and they have to

have some expertise in it.?

Vice President-Finance, Canada

professional. “I suppose with published
information you're always dubious about
why it’s published,” says another.

Our research survey backs these
statements. On the topic ranked as
one of the most relevant - business,
economic and industry trends - the
organisations finance professionals
perceive to be most objective, such as
consultants and industry associations,
are the most preferred sources.

Industry-related sources of information
are often considered best. This view
was frequently expressed, with finance
professionals seeking to leverage the
experience of their peers to validate
their own views. The survey results back
this up, as industry associations are
viewed as a highly-valued source. One
CFO notes, “We speak to people in the
same industries, trying to obtain their
comments on certain topics, or their
past experience with certain processes
or products, taking reference from them
before we finalise our decisions.”

Another elaborates, “To be honest, any
bank who is worth their salt is going
to be able to put together a page of

credentials that looks pretty impressive...
and so everything becomes the same
thing, and therefore at the end you
come back to existing relationships and
understanding where the particular
teams have a history in your sector

and understand your sector well.”

Interviewees are jaded by receiving
information from false experts. “People
may not know anything about a topic but
still they feel compelled to write about it,”
complains one. Another says, “They have
to be producing content that makes sense
for their underlying business. It has to be
related to what they do, and they have to
have some expertise in it.”

Taken to the extreme, this scepticism leads
professionals just to rely on networks
within their own organisations. “Our
industry is very small. We are likely the
experts ourselves,” says one.

Banks and asset managers tend not

to be regarded as the best content
providers on the most popular topic -
business, economic and industry trends.
Unsurprisingly, banks are thought more
relevant on the topics of finance products
or solutions and their own credentials.



“Decisions are made by human beings, and therefore if you
want your human beings to make the right decisions, then
get them out into the field, which is where you’re making

the decision.”

Finance Director, United Kingdom

MOST VALUED FORMS

OF CONTENT

Responses from the finance professionals
we surveyed indicate that there is a time, a
role and a place for all forms of content.

NOTHING BEATS
PERSONAL INTERACTION

Overall, content provided in person or
through face-to-face platforms is seen
as ‘very useful’ or ‘useful’ for decision-
making by the largest number of survey
respondents. Face-to-face allows both
depth of insight, and crucially, a sharing

of personal opinions, experiences and
expertise. This is seen as particularly
helpful for strategic decisions. One
executive explains, “On the strategic, we
spend a lot more time talking to people
than just reading.”

Conferences and seminars, for example,
are seen as highly useful as a source

of relevant, industry-specific learnings
that can be easily applied to their own
firms while providing opportunities to
network with like-minded professionals.

USEFULNESS OF VARIOUS CONTENT FORMATS
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“With the strategic, |'d
spend more time looking
into information around that
than | would on the day-to-
day. The day-to-day seems

to be simpler content.”’

Vice President-Finance, Canada

Additionally, in-person events offer
attendees the ability to exchange

ideas with credible industry luminaries,

an opportunity valued by finance
professionals interviewed. “We would try
to make good use of all these services by
attending their talks or seminars and then
we exchange ideas with the speakers and
participants...so all these are the most
insightful and relevant information.”

Some interviewees suggest that
learnings from conferences benefit

not just those who actually attend. The
information is shared back within the
firm, creating opportunities for further
internal dissemination of content to a
secondary audience. “There are a couple
of conferences that are really treasury
focused that some of the people in the
team go to every year, and they have
some good content at them that filters its
way back to us.”

Finance executives interviewed also
overwhelmingly note the value of the
insight provided by their relationship
managers — particularly when the
relationship manager is seen as a
specialist within their own industry
vertical. Interactions with relationship
managers where content is shared
‘off-the-record’ is also perceived as
providing competitive advantage, and
therefore more valuable than content
that is available in the public domain.

As one interviewee says, “Some of them
would speak to you off-the-record... it’s
not as if they’re always trying to sell you
their own product..l regard them as

trustworthy.” Another puts it succinctly,
“Basically, informal feedback, because it
cannot be in writing.”

Aninsurance finance executive summarises
the point, “Decisions are made by human
beings and therefore if you want your
human beings to make the right decisions,
then get them out into the field.”

THE LONG AND SHORT (FORM) OF IT

Contrary to increasingly popular

opinion, time-poor finance executives

do not shun long-form content. In fact,
when it comes to decision-making, longer,
more in-depth content was deemed

‘very useful” or ‘useful’ by 77% of finance
professionals surveyed, compared with
just 66% who found shorter content

‘very useful” or ‘useful’.

Of the long-form content pieces, white
papers and research reports are identified
as highly useful by the greatest number

of respondents. This is not surprising,
given the increased need for finance
professionals to support strategic business
cases and provide greater analysis behind
their numbers. A finance executive
explains, “With the strategic, I'd spend
more time looking into information around
that than | would on the day-to-day. The
day-to-day seems to be simpler content.”

This statement indicates that there is still
a role for short-form content. Two-thirds
of respondents still find quick, consumable
content pieces helpful. Interviewees note,
however, that there is simply too much of it.

"



USEFULNESS OF CONTENT FORMATS (CATEGORISED)
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One laments, “I'm on mailing lists for way
too many things!” Another complains, “I
don’t have time to read everything.”

And so they don’t read everything.
Interviewees explain that given the sheer
volume of material they receive, they
resort to either just looking at headlines,
or at best, skim reading the material. “I
get stuff all the time. So to be honest I'm
reading headlines and going, okay, you've
sent me an email, what’s the headline?”
says one finance executive. Not only is
the subject line or headline important, it
appears that equally important is how the
first few sentences are written. A Finance
Vice President elaborates, “I’'m getting

12

emails all the time from various companies,
and I'll open them up. I'll read the headline
then the first two sentences to see
whether it’s worthwhile to read.”

While they may not read everything
thoroughly, they still use the frequent,
shorter materials as a way to keep abreast
of current trends and topics, and to
generate new ideas. An interviewee says,
“I'm really looking at that stuff for ideas, not
for answers. A lot of the content doesn’t
have answers, it’s more 'have you thought
of this?’ | take that away and try spend
some time thinking about it, talking to
the team about it and then determining
whether it’s something for us to implement.”

VISUAL AND DATA-DRIVEN

The actual format of content also
makes a big difference, with finance
professionals preferring visual,
data-driven formats. Unsurprisingly,
both infographics and interactive data
visualisation tools are popular among
finance professionals, each rated as

‘very useful’ or ‘useful’ by 78% of

respondents. They allow data to be
accessed in a digestible way, and, in
the case of data visualisation tools, can
potentially help finance professionals
self-serve and explore content the way
they need to.



CONCLUSIONS

“We go on multiple
sources, we look at
what impact will it
have on an organisational
level for us, and make
sure we cover
all our bases.”

Finance Director, Canada

There is no one-size-fits-all approach to content strategy development because every
firm’s goals, strengths, expertise, and challenges are different. There are, however, some
over-arching principles that we can be drawn from this report that can support the
development of a content strategy that will position a firm as both credible and relevant
among the financial executive audience.

BE AN IMPORTANT PIECE OF THE CONTENT JIGSAW:

UNDERSTAND HOW CONTENT IS ACTUALLY USED BY
FINANCE PROFESSIONALS

® Content produced from a range of sources form part of an ‘information jigsaw’, assembled
by finance professionals to develop their own internal view of an idea or opportunity.

® F[inance professionals use content both to spark a thought as well as to assess options
and determine the right course of action.

® Content therefore needs to meet these dual needs, by providing thought-provoking
latest developments in different industries and treasury management, as well as
practical guidance on the implications to be considered and actions to be taken.

® Commentary on a topic in itself is not sufficient. Finance professionals seek guidance
for their consideration on what to do next, or at the very least a clear point of view on
the topic.

® Senijor finance professionals also seek and value the opinion of their internal colleagues.
In some cases, they have content gatekeepers within their own teams who are tasked
with triangulating, consolidating and summarising content from different sources. A good
content strategy will therefore map the different buying centres or roles within clients’
firms, understand their drivers and needs, and create content specifically for them.



“People really don’t
know anything about
it, but they still feel
driven to write
something about the
things that they don’t

know anything about.”

Finance Director, Germany

“Then of course, you've
actually really got to
know it.”

CFO, United States
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AVOID BEING A ‘JACK OF ALL TRADES, MASTER OF NONE?™:

DEVELOP A CONTENT STRATEGY THAT IDENTIFIES THE KEY THEMES
OR TOPICS THAT ARE BOTH RELEVANT TO TARGET CLIENTS,
AND WHERE YOUR FIRM HAS EXPERTISE AND EXPERIENCE

Finance professionals value content from those they see as the most credible sources.
A credible source is typically one with proven industry expertise and experience.

While engaging finance professionals across their decision-making process requires
covering a range of topics, consistency is still key.

Ensure consistency of theme or topic, frequency, and channel. Draw on the firm’s
specific specialisms, be that on a particular technology, geographic market, or industry.
Over time, build a reputation as the experts in those fields. While it can be tempting to
have an opinion on everything and attempt to cover all bases by producing content on

a broad range of topics, a more focused approach enables marketers to concentrate
resources on the areas that matter most. It is better to be recognised as an expert in just
a few things, than to be mediocre at everything.

Consistency in frequency, particularly for short-form content, is also important.

It helps a firm become part of finance professionals’ information gathering routine,
and consistency of channel makes it easy for audiences to find a firm’s content as
and when they need it.




“If peers and
customers say
that’s where they
look then | guess that
is what tends to move
its credibility up.”

Finance Director, United Kingdom

3

BALANCE BEING CREDIBLE WITH BEING TIMELY:

ENSURE THAT CONTENT IS TIMELY IN TOPIC, BOTH WITHIN AN
INDUSTRY AND FOR A SPECIFIC CLIENT

Marketing content calendars will not always align with each individual client’s needs.
Because finance professionals only seek out information and guidance when they
need it, consider a content strategy that focuses on conversations, rather than
short-term campaigns.

A ‘conversation’ is a long-term approach that considers the different stages of the
decision-making process, and provides a mix of evergreen and topical content.

Simply pushing content out to finance professionals based on timelines dictated by the
originating firm’s business needs rather than clients’ can result in content being ignored
or lost in the avalanche of materials they receive.

The tricky aspect to this is ensuring that the right content is provided to the right
clients, at the all-important right time. Therefore, having content that is easy to find,
and easy to access on a self-serve basis is critical.

Where possible, consider developing an account-based marketing approach or
account-specific content strategies for key clients, drawing on existing content from
across the business.

There is also another aspect to timeliness - a timely idea for finance professionals
can also mean a topic that others within their industry are considering and assessing.
Sharing information from within the industry is therefore an important aspect of
content being seen as timely.



“l don’t really know
what’s behind it,
| don’t know if it’s
just somebody’s
thoughts of the day
that they've put
down and shared.”

Vice President-Finance, Canada
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OPINIONS ARE GOOD, EVIDENCE IS BETTER:

USE DATA, RESEARCH AND EVIDENCE TO APPEAL TO AN
ANALYTICAL, NUMBERS-DRIVEN AUDIENCE

Finance professionals are, by their very nature, focused on analytics and data. As
finance professionals’ roles have become more strategic, simply providing accurate
financial reporting is no longer sufficient. They are increasingly called upon to explain
the rationale behind the firm’s numbers. They are often tasked with developing robust
business cases upon which boards will base decisions.

This means they take a data-driven approach to assessing options and making
recommendations, and value content that is grounded in sound research and analysis.

Simply having an opinion is not enough, as there is a skew towards content sources that
can be perceived as impartial. Back up points of view with data, leveraging the wealth of
economic analysis being conducted every day within financial services organisations.

Consider what data you are able to share, and offer clients interactive tools that allow
users to access, manipulate and re-cut data to suit their specific needs.



“Ideas get generated
and it’s okay... let’s
explore... does this
make sense?”

Vice President-Finance, Canada

S

THE LONG AND THE SHORT OF IT:

PROVIDE A MIX OF LONG-FORM AND SHORT-FORM CONTENT,
UNDERSTANDING THE SPECIFIC ROLE THAT EACH FORMAT PLAYS

® Finance professionals are both time poor, yet need to conduct in-depth, well-considered
analysis on opportunities and their financial implications. They therefore need content
in different forms - they need some content that is quick to digest, and some that is
detailed and in-depth.

® This puts the long-form versus short-form debate to rest. It should not be a binary
decision. Short-form content keeps them informed, and sparks thoughts for further
investigation. Long-form provides them with the depth of analysis and viewpoints needed
to assess options and ultimately make a sound decision.

® Therefore, marketers should think about the full decision-making process and create
content mapped to each stage, employing a mix of short-form content to build
awareness, and long-form content to provide depth of information and analysis to aid
decision-making.

® |ntegrate the event strategy into the content strategy, and consider how to leverage
face-to-face channels to provide finance professionals with the opportunity to draw
from trusted industry experts. Explore how relationship or account managers can
become effective channels for deploying targeted content.

® Make long-form content work harder. Consider developing a series of short-form pieces
to drive traffic to high-value long-form content. The shorter pieces will help CFOs keep
up-to-date with developments in their industry and build awareness on the originating
firm’s point of view, and the longer pieces will provide the depth of detail for their teams
to pore over and assist analysis.

Ultimately, developing an effective content marketing strategy is both an art and a
science. And while finance professionals can be a challenging audience to target for all
the reasons discussed in this paper, having a clear, well-thought-out content strategy
and detailed content plan that is based on the principles of impartiality, expertise and
excellence can help build credibility and brands.

17



METHODOLOGY

Ideas and Action developed a robust
research methodology involving quantitative
and qualitative methods to understand the
content consumption preferences of senior
treasury and finance professionals. The
methodology was built on a 3-step decision-
making process: identify a need for change,
assess options, and make a decision.

Between May and June 2018, Ideas and
Action surveyed 170 senior treasury and
finance professionals in eight markets

across Asia, Europe and North America.
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Respondents were selected from firms
with an annual turnover of USD 250
million to USD 500 million, USD 500
million to USD 1 billion, and USD 1 billion
plus, from a variety of industries. The
survey consisted of questions on their
most relevant topics at different stages of
their decision-making processes, who they
consider as the best source of content for
the most relevant topics, and how useful
they find different forms of content as
they make significant business or financial
decisions for their firms.

46%

BY ROLE

P Yeze
@ Treasury or Finance Director
@ Treasurer

BY ROLE

@® CFO
@ Treasury or Finance Director
@® Vice President

To gain deeper insight of their content
consumption behaviour and preferences,
the quantitative survey was supplemented
by 12 in-depth, qualitative telephone
interviews. Interview respondents were
senior finance professionals that were
key decision makers in firms based in

key markets in Asia, Europe, and North
America, across a number of industries.
Profile information about the sample for
the survey and interviews follows.
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@ 1 billion and over
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DISCLAIMER

This publication has been prepared for general guidance on matters of interest only, and does not constitute professional advice.
You should not act upon the information contained in this publication without obtaining specific professional advice. No representation
or warranty (express or implied) is given as to the accuracy or completeness of the information contained in this publication, and, to the
extent permitted by law, Ideas and Action, its employees and agents do not accept or assume any liability, responsibility or duty of care
for any consequences of you or anyone else acting, or refraining to act, in reliance on the information contained in this publication or
for any decision based on it. © 2018 Ideas and Action. All rights reserved. All intellectual work contained within this document remains
the property of ldeas and Action and no content may be reproduced without prior permission. I[deas and Action is the trading name of
Powerful Ideas in Action (PIA) Ltd.
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Ideas and Action is a strategic marketing, CONTACT US:
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