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Foreword

By Charlie Ansdell, Managing Partner, Newgate Communications

Marketers and communicators have never been faced with more choice. Therein lies the 
great challenge.

More audiences. More channels. More tools. More data and analytics. And yet businesses 
want more results and impact than ever before, often with the same or smaller teams and 
budgets. With all these variables and pressures at play, can marketers really maximise 
impact and ROI?

Ultimately, defining the business purpose and expressing different points of view in creative, 
imaginative and engaging ways is the role of the marketing team. Financial services firms 
are now quite adept at client segmentation – understanding audience behaviours and 
optimising channels – so the businesses that really stand out are those that know their value 
to a client or prospect and in turn know how to communicate these values.

If we put ourselves in the shoes of an individual and humanise their experience and 
interactions with our businesses, then the choices soon become very clear. We 
sometimes forget that we are in a people business, dealing with very emotional decisions 
that require trust. Trust cannot be bought, it is earned through credibility (track record), 
transparency and of course the behaviour and conduct of a firm’s own people.

Creativity also means trying new ideas, practices 
and technologies – particularly if our audience 
behaviours and insights are telling us there 
is demand for it. The results of this survey 
certainly show a desire to move away from more 
traditional methods, however, the blend of tools 
in your marketing kit should consistently be 
assessed to meet the changing needs of existing 
and future clients. More telling, for me, is the 
frustration that marketers feel about creating that 
differentiation and the pressure to prove that their 
endeavours do add value to the business.

And if we are more creative and interesting as organisations and teams, then we will find 
it much easier to attract new and diverse talent to an industry which unfortunately still 
suffers from a rather tired, old-hat reputation. Despite making significant headway, it is 
challenging to recruit the skills of the future.

As an industry, we are not big risk takers, but it is very comforting to know that financial 
services marketers by and large share similar problems. Coming together, discussing the 
issues and learning from each other can only be a positive step in the right direction.

If we put ourselves in the 
shoes of an individual and 
humanise their experience 
and interactions with our 
businesses, then the choices 
soon become very clear.
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Introduction 

Earlier this year we conducted a survey amongst senior marketers from 
across the financial services sector. The purpose of the survey was to 
understand the key challenges and opportunities facing financial services 
marketers and the businesses within which they work, and to start 
tracking trends over time. 

The survey was completed by 78 senior Members of The Financial Services Forum, 
including team managers (21%), heads of marketing (41%) and marketing directors (24%). 
They came from across the industry, representing the sectors in Chart 1.

To scratch beneath the surface of the survey findings, we held a roundtable with a 
group of senior marketers from across the industry. This report will discuss some of the 
key findings from both the survey and the roundtable discussion and will look at the 
challenges ahead.

36%

8%

4%

15%

9%

13%

22%

19%

14%

Asset Management

Corporate and Investment Banking

Fintech

General Insurance

Life and Pensions

Mortgages

Private Banking and Wealth Management

Retail Banking

Other (please specify)

21%
team  

managers

41%
heads of  

marketing

24%
marketing  
directors

N.B. ‘Other’ includes building societies, health insurance and financial advice firms

Chart 1: Survey respondents by sector  
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Chapter One 
Marketing challenges

We asked respondents to tell us the key challenges they’re facing in 
2019. Being able to differentiate from their competitors was the number 
one issue, while proving marketing effectiveness came a close second. 
Adapting to new technologies and organisational change also emerged, 
while ensuring diversity, trust and ethics, dealing with Brexit and adapting 
to disruption appeared less of challenge. 

Chart 2: Key challenges facing financial services marketers
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In this chapter we will discuss the issues of differentiation, proving 
effectiveness, and adapting to new technology in more detail.
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When we compare this result by budget, there is a definite correlation between the size of 
budget, and the degree to which creating differentiation is a challenge. In other words, the 
more money marketers have, the easier they find it to differentiate.

Chart 4: Percentage of those finding differentiation a challenge, by budget

Chart 3: The challenge of creating differentiation by sector
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1.1 Creating differentiation in a crowded marketplace

Differentiating themselves from their competitors is a key challenge for nearly two thirds 
of our respondents, although some sectors find it more of an issue than others. As Chart 
3 shows, Private Banking and Wealth Management, Mortgages, General Insurance, 
Corporate and Investment Banking, and Asset Management were the most affected, while 
less than half of Fintech, Retail Banking and Life and Pensions cited it as their key issue. 
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ROUNDTABLE VIEW: Creating differentiation

We asked our panel of experts their view on differentiation and how it can 
be achieved. Their discussion centred on the fact that marketing itself 
cannot achieve true differentiation - it must come from the heart of the 
business.

Differentiation comes from within

Businesses need a clearer mandate with a focus on 
differentiation within the proposition and business culture, like 
Co-operative Bank’s stance on ethical values, Nationwide’s 
unwavering commitment to Members, and First Direct’s 
excellence in service. This must come from the top down, 
involving all areas of the business, not just marketing. 
Businesses should be single-minded about what makes them 
different, and then live those values every day, and throughout 
the organisation. 

The Board must support a braver marketer

Our panel of experts also agree that the Executive Board 
should move away from short-term thinking and the need 
for instant results, which is largely driven by their own 
remuneration structure, and focus on risk and compliance. 
Their tendency to be conservative is getting in the way of 
creativity, and genuine differentiation needs time, and it needs 
budget. Marketers must be given the freedom to take creative 
risks, and the permission to fail.

HOW TO HELP YOUR 
BUSINESS STAND OUT 
FROM THE CROWD

1. Lead the charge for a 
single-minded proposition 
that truly differentiates the 
business.

2. Ensure there is a 
marketing champion on the 
Board, to influence budget 
decisions and advocate the 
benefits of taking creative 
risks.

3. Create a forward-thinking 
team within marketing that 
sits outside of BAU.

The culture of the organisation is key.  
Be single-minded in your brand purpose  
and really believe it. But convincing the 
customer of this is difficult. It needs time.  
Ellie Mickleburgh, Marketing Director, Ageas



9 | Marketing Trends Report 2019

1.2 Proving effectiveness 

Three in five respondents (60%) said that achieving and proving campaign effectiveness 
remained a key challenge. Interestingly, respondents with less budget seemed to find it 
less of a challenge than respondents with higher budgets, as Chart 5 shows.

Chart 5: The challenge of proving effectiveness by budget

When asked which channels best demonstrated ROI, digital advertising came out top with 
social media also scoring well. Print advertising and PR were harder to justify, and 55% of 
respondents said they couldn’t demonstrate ROI on content.

Chart 6: Demonstrating ROI by marketing channel
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ROUNDTABLE VIEW: Proving marketing 
effectiveness

Proving that campaigns are effective has long been a key challenge for 
marketers, so we asked our panel of experts what 
they thought:

Don’t let ROI stifle creativity

The need to prove ROI is undoubtedly important, but it can get 
in the way of testing new strategies and investing in longer-term 
brand initiatives. Linked to the short-term culture within financial 
services businesses, marketers are finding it harder to justify 
running campaigns that take two to three years (or more) to 
mature, in favour of running tactical campaigns that are deemed to 
be measurable and produce instant results.

Be careful of ‘vanity projects’

It’s important that marketers make the case for campaigns that 
are new and innovative, or that have a slower burn and may only 
be measurable through longer-term brand metrics. But caution 
must also be exercised, especially where new technologies are 
concerned. Every campaign must be relevant and useful to the customer.  

THREE QUESTIONS 
TO ASK BEFORE 
CREATING A 
CAMPAIGN:

1. �What do I want 
customers to do?

2. �What do my customers 
need?

3. �What do I need and want 
to say?

1.3 Making the most of the technology opportunity

The shift in technology and use of data should make for exciting times for businesses and 
marketers. But with 57% of respondents citing it as an issue for the business, and 48% 
finding that adapting to technology is a challenge for marketing, there’s progress to be 
made in harnessing the opportunity. 

As Chart 7 shows, most aspects of technological change are yet to have a large impact 
on marketing. More than half of respondents say that artificial intelligence and machine 
learning will have no impact on their marketing plans this year, and a third state that 
mobile marketing and programmatic marketing will have little bearing. 

We get traction where we have freedom to be creative. 
It’s got to shift the dial though – it’s got to work!  
Alastair Pegg, Marketing Director, Co-operative Bank
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Chart 7: Impact of key technology developments

Chart 8 shows these results broken down by sector. Data analytics and marketing automation 
look set to have the biggest impact, although these mostly only impact between a third and a 
half of respondents.

Chart 8: Technological developments having a large impact, by sector
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Asset Management 43% 50% 14% 14% 4% 0% 0%

Corporate and 
Investment Banking 33% 67% 33% 33% 0% 0% 0%

Fintech 33% 33% 0% 0% 17% 17% 0%

General Insurance 33% 17% 17% 17% 0% 0% 0%

Life and Pensions 43% 43% 14% 14% 14% 14% 0%

Mortgages 30% 50% 20% 10% 0% 0% 0%

Private Banking and 
Wealth Management 40% 31% 6% 19% 0% 0% 0%

Retail Banking 47% 40% 20% 20% 7% 7% 0%
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ROUNDTABLE VIEW: Humanising data

Over 40% of respondents said their relationship with IT is either poor or 
just okay, so we asked our panel of experts to discuss whether this is 
important, and what more marketing could do to improve their relationship 
with the ‘techies’.

Work together to help the customer

It was felt that IT can still have a very inward-looking 
mandate. Their focus tends to be on large budget 
transformation projects and simply keeping the wheels 
turning day-to-day. 

Product, marketing and servicing teams should be thinking 
creatively about the role data and technology can play in 
making life easier for the customer. But they need access 
to technical expertise to support that. Bringing IT closer 
to the customer-facing parts of the business should be encouraged from the top down 
through shared objectives and KPIs. And businesses could make it easier for people to 
collaborate on new ideas.

Investing in new skills

If financial services firms want to be able to make the most of technological 
advancements, there needs to be a change of mindset. There should be investment in 
young and innovative IT experts (who are naturally drawn to start-ups), and marketers 
must invest in training and development to ensure their skills keep up with the trends.

GETTING CLOSER TO IT

1. Sit near them

2. �Have shared projects and 
aligned objectives and KPIs

3. �Start collaborating on new 
ideas

Try to get your team moved closer to digital operations 
– especially if you want to develop new initiatives and 
applications in-house.  
Helen O’Donovan, Marketing Director, Legal & General
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Chapter Two
Trends in marketing channels

Digital channels look set to become the key benefactors of budget this 
year, with more than 40% of respondents saying they will spend more on 
web development, content creation, content distribution, digital marketing 
and social media. Meanwhile, traditional advertising is falling out of favour. 
New technologies are yet to make an impact, although 13% said they will 
spend more on voice activated technology this year as voice activated 
search (e.g. Google Home and Amazon Echo) increases in popularity. 

Chart 9: Changes in allocation of budget in 2019
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In this chapter we will take a closer look at channel trends by sector. 
We’ll also discuss whether the role of content is over-rated, and which digital 
channels are most used.
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2.1 Channel trends by sector

When we breakdown the allocation of budget by sector, there are some interesting trends 
emerging. Here we discuss each sector and the observations within each. 

Charts 10: Allocation of budget by sector
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Asset Management

There will be increased spend across 
digital channels and web development, 
largely at the expense of traditional 
advertising and brand development. New 
technologies are yet to make an impact.

Corporate and Investment Banking

There is more of an appetite to embrace 
new technologies than other sectors, 
and there will be a big focus on content 
creation, digital marketing and web 
development this year. Again, this will be 
at the expense of traditional advertising 
and brand development.

Fintech

Like retail banking, fintechs are early 
adopters of new technologies. Over 
80% of respondents are also planning 
to spend more on digital marketing, and 
over 60% more on social media and 
content. Interestingly a third of fintechs 
are bucking the trend and planning to 
spend more on traditional advertising.

General Insurance

There will be a large downturn in 
spend on traditional advertising, while 
digital spend is on the increase. There 
appears to be a bigger appetite for new 
technologies than other sectors, but they 
are not planning to spend more than last 
year, and in fact some will spend less 
on AR/ VR, perhaps implying that these 
channels have been tested by some 
businesses with limited success.
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Life & Pensions

There is less of an appetite to spend 
more on digital advertising and content 
distribution than other sectors. There 
is a focus on web development and 
user experience, and they are waking 
up to using new, customer experience 
technologies. Spending on PR is largely 
unchanged.

Mortgages

Most channels will benefit from more 
spend this year – including traditional 
advertising. Customer experience 
technologies are also starting to appear 
on the radar of mortgage companies.

Private Banking & Wealth 
Management

Several channels will receive less 
spend this year – particularly traditional 
advertising and brand development. 
There is currently little appetite for new, 
customer experience technologies like 
AR and VR, while content and digital 
marketing will be the biggest benefactors.

Retail Banking

Over 50% of respondents said they 
will spend more or the same on voice 
activated technologies this year, and 
there is also more adoption of AR and 
VR than other sectors, meaning retail 
banking appears to be leading the charge 
in customer experience. These highly 
measurable, experience-led technologies 
come at the expense of traditional 
advertising and brand development.



16 | Marketing Trends Report 2019

ROUNDTABLE VIEW: The importance of 
content

Our panel of senior marketers were categorical in their support for content 
as part of delivering marketing’s objectives. 

Content gives you the opportunity to tell your story on your terms and can be particularly 
useful for smaller companies with a lesser-known brand name. It can be used in a 
multitude of ways – from driving customers and prospects to the website, to creating 
brand awareness, or offering service tips and help for customers.

Some forms of content will inevitably be easier to measure than others, but every piece 
should have a clear purpose. 

Here are their top 5 tips on how to make the most of your content:

1. �Speak credibly on one or two topics and do it well. Become known for talking  
on a specific subject, even if that means curating external content, not just your own.

2. �Make sure the content has purpose and personality, and always make it interesting.

3. �Where possible, make content targeted and personalised. It must make the customer 
feel you have their best interests at heart.

4. �Use content to enable sales opportunities, not replace them.

5. �Drive value out of every piece of content by measuring readability, adapting and 
repurposing for different audiences and distributing it through audience-relevant 
channels. 

2.2 Content: an essential communications tool, or a 
marketing bandwagon?

With 48% of our respondents saying they will spend more on content this year, yet 55% 
saying they can’t demonstrate ROI on this channel, we asked our industry experts what 
they thought about the future of content, and whether it was just a marketing bandwagon. 

We published several articles on planning for later 
life and dementia. Our objective was to increase 
awareness and drive people to our website, but the 
content struck a chord, and we received calls and 
enquiries to our regional offices.  
Christopher Dean, Head of Marketing, Sanlam UK
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2.3 Digital channels – what’s hot and what’s not?

Most sectors are planning to spend more money on both digital marketing and content 
distribution this year, but which digital channels are they planning to use, and does this 
differ by sector? 

The core social media channels (Facebook, YouTube, Twitter and LinkedIn), are still 
favoured across financial services. Instagram is rising in popularity, but WeChat and 
WhatsApp are largely unused. Two thirds of marketers are using the online channels 
offered through the financial trade media, and over half are using those offered by 
consumer facing financial titles. Meanwhile, less targeted channels such as generalist 
newspapers and broadcast channels are proving less popular. 

Chart 11: Key digital channels within 2019 marketing plans
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Chart 12 shows the breakdown of online channel use by sector. Some of the key findings 
include:

• �Online opportunities offered by the trade and consumer press are used across all 
sectors

• �General Insurance is by far the biggest user of Broadcast

• �Only 17% of Fintechs are using Google, Twitter, YouTube, WeChat and Instagram, 
and they are not using disruptive networks at all

• �LinkedIn is integral to the marketing plans in all sectors

• �WeChat, Whatsapp and Wikipedia are yet to feature in most sectors

Chart 12: Online channel use by sector
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Asset Management 14% 71% 82% 32% 14% 82% 50% 54% 29% 11% 25% 0% 4% 4%

Corporate and 
Investment Banking 33% 33% 67% 33% 33% 67% 67% 67% 33% 0% 33% 0% 0% 0%

Fintech 0% 33% 50% 33% 33% 50% 17% 17% 17% 17% 33% 0% 17% 0%

General Insurance 0% 33% 50% 42% 75% 50% 58% 58% 67% 0% 58% 0% 25% 0%

Life and Pensions 0% 57% 71% 14% 29% 43% 71% 43% 43% 0% 71% 14% 14% 0%

Mortgages 0% 40% 70% 30% 40% 70% 50% 40% 20% 0% 40% 0% 20% 10%

Private Banking and 
Wealth Management 25% 50% 81% 38% 25% 94% 56% 81% 44% 13% 44% 6% 31% 6%

Retail Banking 0% 47% 67% 33% 53% 60% 47% 53% 53% 0% 80% 7% 27% 0%
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Chapter 3
Marketing skills and company 
culture

There’s no question that our channels to market have changed over the 
years. But have our skills kept pace? And are we adequately preparing 
ourselves for the future? Chart 13 implies we still have work to do, with up 
to half of respondents saying they could be better across many of the key 
skill sets. We seem to lack confidence in our digital, data and social media 
skills, yet we have the most expertise in traditional advertising, despite 
that channel receiving less budget and focus this year. 

Chart 13: Inhouse marketing skills

 
None - we 
outsource

Could be 
better Good Expert N/A

Brand strategy and positioning 4% 16% 54% 25% 1%
Digital marketing (email, SEO, SEM) 3% 34% 38% 25% 0%
Digital advertising 11% 29% 43% 14% 3%
Direct marketing 3% 27% 38% 19% 14%
Data and analytics 3% 41% 41% 14% 1%
Integrated campaigns 0% 29% 53% 13% 4%
Product / Service innovation 0% 44% 39% 16% 1%
Targeting and segmentation 1% 43% 37% 18% 0%
Traditional advertising 7% 7% 53% 25% 9%
Social media 0% 39% 51% 8% 1%
CRM and relationship marketing 1% 55% 37% 7% 0%
Events 1% 17% 34% 38% 9%
Content marketing 1% 31% 55% 12% 0%
Public relations / corporate communications 4% 20% 47% 29% 0%
Internal communications 1% 28% 55% 13% 3%
Web development 8% 34% 43% 14% 0%
User experience/ User interface design 8% 32% 43% 13% 4%
Virtual reality 13% 20% 7% 1% 59%
Augmented reality 13% 19% 5% 0% 63%
Voice activated technology 13% 23% 5% 3% 56%

In this chapter we will take a closer look at marketing skills, as well as 
discussing the changing culture of financial services.
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3.1 Inhouse skills: outstanding or outdated?

We compared the responses of those that said they would spend more on specific 
channels this year with how they felt their inhouse expertise stacked up. As Chart 14 
shows, there appears to be a significant skills gap across most channels, other than 
traditional advertising and brand. But despite the apparent lack of confidence in their 
skills (between 40% and 50% said they could be better in content, digital marketing and 
advertising, and social media), few plan to outsource delivery. 

Chart 14: Level of inhouse expertise for those that will spend more on these 
channels this year
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ROUNDTABLE VIEW: Marketing skills

We asked our panel of senior marketers to discuss this potential gap in key 
marketing skills. Is it a problem? Why does it exist? What can we do as an 
industry to address it? 

Attracting new talent and keeping them

We need to be braver and recruit experience from outside the industry, otherwise 
the same people and the same ideas keep circulating. We also need to find a way 
of attracting young, creative people with new ideas, but our industry suffers from 
a reputation of being staid and boring as we continually battle with regulation and 
governance. It also comes back to being able to take creative risks. Without that mandate 
from above, we’ll struggle to attract and keep new talent.

Training and development - the first thing to go

Under-resourced teams are busy trying to get the job done and simply don’t have enough 
time to prioritise their own learning and development. This then leads to a tendency to ‘do 
things because that’s the way we’ve always done it’ as marketers lack the head space 
and knowledge to come up with new ideas.

The future for marketing skills is unclear

We’re caught between where we are now, and where we could be in the future. We know 
huge change is coming, but what will the marketing teams of the future look like? What 
will the roles be in the future, and what will be automated? Perhaps the automation of 
some of the more mundane tasks within financial services marketing will free people up to 
become more strategic and creative again?

3.2 The role of the agency

Working with agencies has changed considerably. There’s more collaboration, and many 
clients have agency experts sitting with them in the office. This partnership approach 
could be essential as we approach a period of rapid technological change. That said, 
senior marketers need to be careful not to silo their teams in BAU, while agencies are 
brought in to implement the new, innovative campaigns and initiatives. In-house teams 
also need to be upskilled and motivated.

Agencies should be focused on helping businesses grow 
capability, rather than doing it for them.  
Bradley Gamage, Publicis Sapient
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3.3 A changing culture

With 44% of respondents citing company culture as one of the biggest issues facing financial 
services businesses, we asked our panel of experts to discuss their key cultural challenges.

ROUNDTABLE VIEW: Cultural challenges

The younger generation have different demands of the 
workplace

Millennial marketers are demanding different things from the workplace. They’re less 
driven by money and more likely to be attracted by interesting and creative roles. This 
makes it increasingly hard to attract and keep the best talent since financial services isn’t 
known for being ‘sexy’.  
 
In general, millennials want a better work-life balance, and they want to be able to have 
fun at work. They are also schooled not to be risk takers. They are the generation that 
could be publicly shamed through social media for a lapse of judgement or making a 
mistake, which has made them naturally adverse to doing something wrong.

Organisational change through acquisition and consolidation

As businesses in our sector merge with, or take-over, other companies, so the 
established and healthy culture of an organisation can become diluted or even lost 
altogether. Constantly having to re-invent can be exhausting and demotivating.

Short-term thinking

As we’ve discussed in previous chapters, the financial services industry is guilty of taking 
a short-term outlook, demanding immediate and positive results. This is stifling creativity 
and is also in danger of delaying the adoption of new technology to the detriment of the 
customer.

Protectionist culture

Layers of governance means senior marketers are finding themselves in too many 
meetings, dealing with too much bureaucracy. Decision making is being increasingly 
upwardly delegated as fear of doing something wrong infiltrates from the top down. 

We need common sense management. Trust people by 
giving them guiding principles instead of rule books. Let 
people make decisions (and mistakes). Empower them.  
Scott Stevens, Director, Intrinsic
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Chapter 4
Budget Trends

Financial services marketers can often find themselves the first to be 
targeted with a budget challenge. Unlike other industries, the creative portion 
of the marketing budget can be considered discretionary spend. We asked 
respondents what their budget was in 2018, if there had been any change 
to that budget this year, and whether they find their budget a challenge.

​​​​​​​The size of budget varied across our respondents. Most (63%) had a budget of at least  
£1 million in 2018, and 36% managed more than £3 million. The chart below shows 
budget broken down by sector. Corporate and Investment Banking have the deepest 
pockets with nearly 70% managing a budget of over £3 million. Life and Pension 
providers were the next wealthiest with 57% holding a budget of over £3 million and 
the rest managing over £1 million. Meanwhile 36% of Asset Managers and only 18% of 
Private Banking and Wealth Management firms had a budget of over £3 million, while a 
third of Fintechs have a budget of less than £250,000. 

Chart 15: Budget by sector
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In this chapter we will look at how budgets were impacted in 2019,  
and to what extent budget is a challenge.
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4.1 How were budgets impacted in 2019?

Despite economic and political uncertainty, 56% of marketers saw no change to their 
budget in 2019, while 22% were allocated more. However, this did depend on how  
much budget marketers had in the first place. Nearly a third of those with a budget of  
over £3 million experienced a budget cut, while 38% of those with a budget between 
£250,000 and £500,000 received an increase.

Chart 16: 2019 impact on budgets, by original budget amount
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4.2 To what extent is budget a challenge?

A third of respondents cited securing budget as a key marketing challenge. This was especially 
so for those in Asset Management, General Insurance and Retail Banking, whereas none of our 
respondents from Corporate and Investment Banking felt it was a challenge.

Chart 17: Budget as a challenge by sector
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Marketers need to be able to influence Exco for budget.  
It can’t just be seen as discretionary spend.  
Jane Parry, Head of Marketing & Communications, Canaccord Genuity Wealth 
Management 
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Conclusion
We have much to be proud of within financial services marketing, but as this report 
shows, we also have our fair share of challenges. As an industry, we will need to make a 
step-change if we want to harness the data and technology opportunity that is upon us. 
And while marketers will be key to making that happen, change must first come from the 
top in the form of:

• A clear purpose and single-minded proposition

• Shared customer-focused objectives across the business

• Greater freedom for departments, such as marketing, to push the creative boundaries 

• Greater investment in training and development both in terms of time and money

• The desire and means to attract the very best talent 

If we don’t, then perhaps we shouldn’t be surprised if other sectors come in and do it for us.  
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In 2000, a handful of senior financial services executives 
met informally, to share ideas and knowledge with 
their industry peers. They talked about the sector, 
their business and how all concerned could benefit 
significantly by optimising their individual and corporate 
marketing effectiveness.

So began The Financial Services Forum, as a 
membership-community of like-minded professionals. 
Their focus was to improve their understanding of the 
consumer, the marketplace and their own marketing 
performance.

The Forum continues to provide that focus, and 
the critical insight, which allows our Members to 
concentrate on improving performance by putting 
marketing effectiveness first. Not only does this benefit 
them individually and their organisations, but also, 
ultimately, their customers.

What makes The Forum’s agenda both relevant and 
beneficial is the fact that it is totally independent and 
sector specific. It involves the right people, addressing 
the right topics – both current wisdom and future trends 
– through a mix of events, publications, communities 
and online resources.


