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BNP Paribas Asset Management

Asset managers need to take a more human approach 
in their marketing and communications, according to 
the Global CMO of BNP Paribas’s Asset Management 
division (BNPP AM), Roger Miners.

Roger, who is also the CEO of the division for 
the UK, says finding a way to stand out is increasingly important in a 
“more complex and more crowded” market. For BNPP AM, this means 
adopting a “constructive paranoia about the client experience.”

“[The industry] has hidden behind the sense of B2B for far too long,” 
he says. “It’s forgotten that on the other side of the relationship is 
another human being who wants to be spoken to as one.”

He argues that the industry needs to move on from “bland language 
and product pushing” and offer “content that speaks to the heart as 
well as the mind”.

For BNPP AM itself, its global philosophy is best summarised through 
its new strapline: “the sustainable investor for a changing world”. 

BNP PARIBAS AM 
GLOBAL CMO: 
“INVESTORS WANT TO BE SPOKEN TO LIKE HUMAN BEINGS”

Roger Miners 
Global CMO of BNP Paribas Asset Management
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While many firms claim to have a focus on ESG, Roger stresses that 
there is a difference between doing ESG marketing as an adjunct to the 
main business and “having it at the heart of the firm and being bold 
enough to put it at the centre of your strapline”.

THE LIGHTHOUSE APPROACH
Accelerated by the pandemic, Roger says that “digital channels are 
everything right now”, citing the technology sector as an inspiration.

“I study Apple a lot. They have a beautiful experience online, the 
same as visiting stores. As we make it more digital, we have a lot to 
learn in our industry.”

BNPP AM communicates through content not only on sites such as 
LinkedIn but also through integrations with the likes of voice assistant 
Alexa and smart watches. Of the various digital channels, Roger 
describes LinkedIn as “by far the most successful”.

As well as running virtual events, there is also a podcast channel 
called Investment Insights, with an increasing number of people 
listening to it via mobile devices. The content featured in the podcast 
primarily works to reinforce the overall brand positioning, the central 
theme which Roger likens to the beacon of a lighthouse.

“We start with who we are as a firm: the sustainable investor.”
Once that “lighthouse position” is established, BNPP AM can look 

at its “big boulders” of content, which Roger says are based around 
“the big secular trends that we see are going to shape the industry and 
impact clients.”

For example, a long-running series called “the great instability” 
has been running for just over 18 months. The ideas come from an 
editorial committee that Roger has put in place and refined, which 
features representation from investment, sales, marketing and 
communications.

“Our big minds think about what content is most relevant within 
those boulders.

“We were very fast during the pandemic to increase [the podcast’s] 
regularity so that we had it at the same time each week, giving clients 
and stakeholders a sense of confidence.”

Roger says the company will continue to invest in the blog, building 
it into a broader “insights centre”.

An increasingly important part of this content work is how it 
impacts personalisation. The company aims to have the “best possible 
interaction with stakeholders,” says Roger, citing a statistic from Miller 
Heiman which says that the average meeting length is now 17 minutes.

“If it’s 17 minutes one’s got to be really well prepared to make sure 
it’s as profitable for the client as possible. 

“Data is vital to that…we have more data than we’ve ever had,” he 
adds, citing the ability to analyse what content people are engaging 
with as an example of valuable intelligence.

He sees the advanced use of data as “the future of distribution”.
“Before [this data was available] it was still the same goal, but you 

had to gather the information by speaking to people at conferences 
around the world.”

While the system isn’t currently as seamless as Roger would like it, 
the eventual goal is for salespeople to be able to see in the CRM which 
of their clients have had the most interaction and engagement.

“It’s important to evolve through working hand in glove with sales. 
Information can be more or less valuable than we thought.”

He emphasises the importance of culture in achieving this.
“You can have all the data and technology in the world, but if there 

isn’t a culture where the marketing specialist teams are not respected 
for what they bring to the table.

“[The firm] is an inclusive meritocracy. I came up through sales, 
winning and defending clients.

“Knowledge is power is a half-truth. Knowledge is only power if put 
to constructive use, in a culture where this wants to be used.”

DEMONSTRATING AUTHENTICITY
With so many asset management firms playing in the ESG space, how 
does BNP Paribas demonstrate its authenticity?

“You’ve got to walk the walk,” he says, citing the use of verification 
through statistics from external providers.

However, demonstrating that sustainability is at the heart of the 
business may mean using idiosyncratic statistics, he says.

“Ninety-six percent of our client engagement staff have said being 
part of a sustainable asset manager is important to them. It’s not 
something other asset managers would talk about.”

This doesn’t mean “shouting from the rooftops”, Roger says, adding 
that some competitors are spending huge sums of money amplifying 
their ESG efforts.

“I believe we will shine through that, because it is who we are. The 
approach we’re taking in our voice is a serious one, that speaks to 
hearts and minds and is backed up by stats.”

He also highlights the opportunity that the firm has when 
approaching clients in the US and Asia, due to its European roots.

“Europe is very much seen as a leader in the ESG management of 
companies as well as in the investment industry. As we move from 
shareholder capitalism to multi-stakeholder capitalism, clients and 
prospects will be looking to areas of world which are leading in it.”

Roger argues that the job for the CMO of any firm is to “think about 
what is at the heart of the company and pull it out.”

He likens having too many company messages to throwing 20 balls 
to somebody: “you have to find one that can be caught.”

He adds: “It’s now in our strapline, to reflect that it has been at the 
heart of the global philosophy. It’s not that other messages aren’t 
important.

“That consistency helps bring trust, and ultimately we’re in the 
business of trust.”

He breaks the strategy down into five characteristics: “a clear vision 
around sustainability, a compelling sustainable investment product 
that you are able to back up, a credible integration of sustainability into 
the investment process, showing you’re walking the talk in terms of 
stakeholder engagement, and insight-led client engagement.”
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Baillie Gifford has managed 
to place itself at the centre 
of a number of key trends of 
the moment – whether the 
rise of tech companies, ESG 

companies or the shift to more digital forms of 
customer service.

The firm has built a reputation for 
understanding the technology sector, with its 
investments in the likes of Amazon, Tencent, 
Alibaba and Zoom. Its fund Monks Investment 
Trust invested in the likes of dating app Bumble 
and website security provider Cloudflare.

But James says that Baillie Gifford is a 
“growth” investor rather than a tech investor.

“It so happens that a lot of growth is in  
that sector.

“20 years ago we were big investors in 
commodities. It’s not just technology. I think we 
have that sobriquet because a lot of the really 
big growth companies have had a basis  
in technology.”

Video conferencing service Zoom, for 
example, has seen rapid growth during the 
pandemic, but as James points out, Baillie 
Gifford had already backed it prior to that.

“Why we’ve been successful is we think 
markets are driven by a small group of very 
big winners rather than a rising tide of sectors. 
The job is to find those big winners wherever 

they may be. To do that you have to have some 
insight into the big trends that are driving 
business and behaviours.”

At the centre of all of this is the company’s 
tagline of “Actual Investors”, its first ever brand 
campaign, which Director of Marketing and 
Distribution James Budden says sums up the 
firm’s identity and approach.

“There’s an obvious play on active versus 
passive. We essentially think the argument 
should work on from that,” says James. He 
highlights the wide range of approaches that all 
sit under the broad active umbrella, including 
short-term trading.

“Actual investing is much more fundamental. 

Baillie Gifford

BAILLIE GIFFORD 
MARKETING 
DIRECTOR:  
‘I HATE THE WORD TRUST IN FINANCIAL SERVICES’

James Budden 
Marketing Director at Baillie Gifford
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It’s a reversion to the actual roots of investing: 
to allocate capital to entrepreneurs, firms and 
businesses that can create wealth in the long 
term for investors and stakeholders.”

This emphasis on action in the long term 
extends to how the firm approaches the 
question of star managers. For example, 
several Baillie Gifford managers have major 
media profiles, such as James Anderson, who 
leads Baillie Gifford’s fund Scottish Mortgage 
Investment Trust.

“A lot of me would say there isn’t a role for 
[a star manager culture in marketing]. It is very 
much a team approach – with any of the funds, 
there are a lot of people involved.

“In [Anderson]’s case it’s become evident 
that the way he thinks is quite different. He’s 
very good at talking his book, and an incredibly 
bright and talented manager.”

James, however, cautions against over-
emphasising the role of star managers as 
“recent history is littered with the falling of star 
managers”. From a marketing perspective, he 
says, emphasising star managers is a difficult 
circle to square with a long-term approach.

 
‘SERVICE’ OVER ‘TRUST’
While Actual Investors is a clear example of a 
brand campaign, James emphasises that brand 
is secondary to demonstrating performance.

“I hate the word ‘trust’ in financial services,” 
he says. “When people talk about ‘trusted 
partners’, I look to the skies, as I don’t believe 
there is such a thing.

“Trusted partners are people you live with 
such as your family. The rest of us have to do 
what we say and convince people that’s what 
we’re going to do. They have their own reasons 
for investing. Our job is to prove performance.”

Brand, to James, is an expression of that 
service.

“It’s back to the fundamentals and how 
the capitalist system has managed to alleviate 
poverty.

“It’s not a logo, it’s not promises. It’s not ‘trust 
us’ – it’s doing what you say you’re going to do.”

James joined Baillie Gifford in 2008, with 
previous experience working at a beer company.

“[The beer industry] was pretty forward 
on brand marketing and the like – everyone’s 
pretty well selling the same sort of thing,” 
he says, meaning that differentiation comes 
through traits like heritage.

Alongside the importance of brand, there are 
other lessons from FMCG.

“You’ve got to build a support base. 
Authenticity is pretty important: you’ve got 
to be able to convince consumers that your 
product is good and has an obvious benefit.”

He says that asset management 20 years 

ago was quite a long way behind from this 
perspective.

“There weren’t many marketeers running 
asset management businesses. It’s an 
investment-led industry – 20 years ago it was all 
about putting ads in the Times and Telegraph 
with a coupon.”

James adds that this was actually quite an 
easy environment to market in, with media 
planners simply needing to book space and “sit 
back and wait”.

This has changed dramatically.
Now, James says, “you have to reach 

consumers through a lot of channels. The 
activity you do has to evolve with the times, for 
new formats and platforms.”

LinkedIn is one channel he cites as important: 
“LinkedIn can offer close targeting even down to 
individuals at individual firms.”

Another type of outreach is Short Briefings 
on Long Term Thinking, a Baillie Gifford podcast 
offering discussions about current trends which 
was launched at the beginning of 2019. This sits 
alongside shorter five-minute insight videos.

“You’ve got to look at it in the long term. It’s 
a series of conversations, with our investors on 
the whole. It isn’t necessarily geared around 
funds promotion – it’s information and opinion 
for interested audiences.”

James says the firm’s marketing budget is 
definitely skewed towards individual investors.

“You have to spend more time reaching them 
than 10,000 IFAs.”

The IFA relationships are managed by a 
smaller team, who have built day-to-day 
relationships. Targeting individual investors is a 
much more digital approach.

“The majority of our peers have given up 
going direct as it’s too much hassle and too 
expensive.

“I think that’s a big mistake. You only have to 
look at the increasing importance of the direct-
to-consumer sector in terms of incremental 
investment.

“It’s only 10 to 15% of the whole UK retail 
market, but this is up from less than five.”

He emphasises the importance of word 
of mouth for people who don’t employ 
professional advisors, as these people will hear 
about the firm through friends and families.

 
WINNING THE NEW GENERATION  
OF INVESTORs
James also highlights platforms such as 
Instagram; approaching the emerging new 
generation of investors has been a key focus  
of his.

“For as long as I can remember, the average 
age [of an investor] has been stuck around 58. 
That didn’t change for a very long time, but it 

has changed in the last five years.”
He highlights some key structural reasons for 

this. One is the pension reforms under George 
Osborne, which removed the obligation to buy 
an annuity. He also highlights auto-enrolment, 
with the trends together meaning that “people 
are starting their own personal pensions and 
SIPPs at a much younger age.”

Another “more frothy” reason James 
identifies is that “people are trying their luck 
with stocks and funds”, epitomised in the recent 
Gamestop saga. He says through mobile and 
investment platforms the idea of investing 
is “much easier and more direct than ever 
before.”

Winning these investors will take new types 
of approach.

“One hopes the people who have dipped 
their toes in will trust professionals.”

Key to this, James argues, will be firms 
offering an appealing investment approach.

“There is a wider societal issue at play, best 
illustrated by climate change and the issues 
around it.

“The alignment of investing one’s capital to 
find solutions to big problems – the younger 
generations find this attractive in a way previous 
generations didn’t consider.”

The question is what to say to these new 
investors.

“It’s not ‘buy our American fund which is the 
best ever’, which is what you might be saying to 
someone in their 50s.

“What you want to say is: this is our 
philosophy of what we’re trying to do. We’re 
trying to allocate capital to people and firms 
that are going to make the world a better place. 
Companies that aren’t going to make the world 
a better place won’t do well.”

“If you can say you’re investing in Tesla that 
will chime with people,” says James, adding 
that people will respond well to a fund that 
is both doing well and backing people they 
approve of. He emphasises the importance of 
having a “narrative”. One example of this type of 
approach is the “investing in progress” tagline.

James says a key challenge is the “hot air” 
around the ESG space in the investment market.

“Everyone is beating their chest to say they 
are incredibly ESG-oriented.”

He says that the antidote to this is 
“establishing a narrative around alignment 
between actual investing and ESG and how it is 
investing in the great opportunities of  
the future.”

The company needs to avoid the pitfalls 
of “just labelling our funds to say that we are 
[ESG-focused]. You’ve got to go much further 
than that – that comes back to authenticity and 
being genuine about what you do.”
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Fidelity

Asset manager Fidelity has been invoking the Amazon 
watchword of “customer obsession” as it continues 
a shift to a more omnichannel, journey-led approach 
during the pandemic. 

Covid struck just as Fidelity launched a new TV 
ad, called ‘Make Your ‘One Day’ Happen” – referring to the cherished 
dreams that people say they will do “one day”. It features a woman 
quitting her 9 to 5 to start a new dog grooming business, enabled 
by the smart investments she has made. The ad links to the sense of 
being a “purpose-driven” organisation, a quality which James Harris, 
Marketing Director repeatedly calls back to. 

“No matter how grey or boring what we do in financial services is, 
it does build better futures. At one level we’re investing in companies 
that help drive growth and employment, at another we’re building 
investment products to enable customers to do what they want to do.” 

That sense of purpose, built around enabling customers to do things 
rather than simply selling them products, has been at the centre of 
Fidelity’s brand efforts recently. 

The term James uses is “customer obsession”, which Amazon CEO 
Jeff Bezos says has been the key to his company’s success. He says 
there is a lot to learn from the ecommerce giant. 

“There are lots of relevant principles at Amazon – in particular: start 
with the customer and work backwards.” 

What has that meant for Fidelity during Covid? Part of that 
has been honing the capabilities to guide customers through the 
uncertainties of the pandemic itself. This has included both helping 
customers combat increasing fraud and reassuring them about market 
fluctuations during the initial bear market. 

“Fear and greed do interesting things; humans are emotional 

FIDELITY 
MARKETING 
DIRECTOR:  
“ULTIMATELY YOUR CULTURE  
DEFINES YOUR BRAND”

James Harris 
Marketing Director at Fidelity International
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beings, so we’ve had to reassure people about what to expect.” 
More broadly, this has meant focusing more on this concept of “one 

day” and being there to support customers on their investing journey. 
In terms of service, it has also meant optimising the acquisition 

journey as customers have embraced the channels such as web, 
mobile and email have become “more fundamental” for client 
engagement.  

“It’s ensuring it is demand led, which is as simple as understanding 
what customers search for and the commonly asked questions,” he 
says. There need to be clear actions customers can take, with choice in 
how they can do things. 

The company uses “all digital channels”, while television has 
remained a key focus, as it “still has a broad reach”. However, James 
says even TV functions as a funnel into digital channels. 

The company has been “more aware of using all tools, not being 
afraid to test and learn, and optimising those which [we] think are 
working best.”  

Particular tools include Medallia, Decibel Insight, and a range of 
Adobe tools. Medallia is a tool for centralising customer feedback 
and communications across a range of channels into one place, 
while Decibel Insight is a specialist tool for analysing and improving 
customer experience. 

Digital solutions are one thing, but people are also crucial. How 
can an organisation build teams to address this “omnichannel” 
environment? James emphasises the importance of specific channel 
knowledge when crafting campaigns. 

“It’s really important to make sure you have people who live and 
breathe each customer channel, and are saying how do I use it to take 
retirement saving to the masses.” 

The journey of the last two or three years has been investing in this 
array of specialisms, with core expertise around digital experience, 
email, SEO and PPC. Somebody needs to be on top of when Google 
algorithms change. 

However, James says the next stage is to connect these specialisms 
with the challenges of marketing overall and specific propositions. 

“Every marketer needs digital specialisms but also deep expertise.” 
One example of where this “deep expertise” comes into play is in 

the types of messages that Fidelity deploys. 
“We try to be more emotionally engaging, not just functional  

and rational.” 
He distinguishes between those people who are “interested” in 

investing and those who view it as a means to an end within their life 
and enabling life events. 

With the latter group, it is about targeting people at specific 
moments. For example, it can be targeting somebody with an offer 
or advice when they are approaching retirement, having children or 
planning an inheritance. 

While James says marketing can have a role in shaping culture, he 
considers Fidelity to be culture-led, underpinned by the founding 
family and the purpose led approach of CEO Anne Richards, to build 
better futures. 

“Ultimately your culture defines your brand,” James says.  
For Fidelity, a large part of this is about how employees are treated. 

The company was quick to offer work from home options early in the 
pandemic, for example.   

“Our brand extends from engaging our employees, being clear 
about diversity and inclusion. Then naturally, that turns into focusing 
on the right outcomes for our customers.” 
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Neuberger Berman

Marketers need to build deeper relationships with 
sales to approach the intermediary market, 
according to the EMEA Marketing Head of asset 
manager Neuberger Berman.

Adam Brown has been in his current role 
for just over a year, having joined in June 2020 after a career spanning 
multiple asset managers which started in Fidelity’s call centre in the late 
1990s. He then moved to consumer marketing at the same company, 
before working at BlackRock as it built its brand in the early 2000s from 
not being “known in the slightest”, Threadneedle during its merger with 
Columbia as it rebranded and became much more internationally focused, 
GAM and finally Neuberger Berman.

“All of those steps on the career have helped me understand that key 
to any senior marketing role is aligning whatever you’re doing with sales. 
When they’re not working together is when things go wrong.”

In Adam’s words, Neuberger Berman has an “eclectic” product mix and 
deep existing relationships with institutions. Culturally he says the firm, 
as a privately owned organisation, has a “real sense of stewardship”, since 
most senior people are equity owners in the business.

His first year has seen him working to maintaining relationships with the 
institutions while devising a strategy to target the intermediary markets, a 
key area of focus for the firm.

The company is working to create familiarity with the brand and align its 
product shelf to those intermediaries in markets such as the UK, Germany, 
Spain and Italy.

“It’s not a case of build it and they will come, but institutionally you 
can have a one to few conversation. In the intermediary world you need 
to have a one to many. That’s where marketing comes in, to amplify 
that sales approach and try to get to as many people as we can with the 

appropriate messaging.”
He says that to achieve this, firms need to move away from a “sales say 

jump, we say how high” approach to “demonstrating the value we add to 
the sales process.”

One of his tactics for this when starting at Neuberger Berman was 
having regular touchpoints with all sales people to “understand their 

HOW 
NEUBERGER 
BERMAN IS 
ALIGNING SALES 
AND MARKETING 
TO TARGET 
INTERMEDIARIES

Adam Brown 
Head of EMEA Marketing at Neuberger Berman



THE FINANCIAL SERVICES FORUM INVESTMENT MARKETING UPDATE - Autumn 2021  |  11

challenges, whether at the regional, channel or country level.
“There’s no real alchemy in it to be honest, it’s just being able to 

understand what people need. You can’t have 100 people in your sales 
team anymore. You have a much smaller sales team whose efforts are 
amplified by marketing.”

Adam says that Neuberger’s large product range can be its “Achilles 
heel” in the intermediary market, with “drumbeat efforts” around key 
products such as multi-sector fixed income and thematic  equity essential 
to building focus.

Much of the firm’s efforts focus on content. One of the big lessons 
during the pandemic, he says, has been from the shift from physical to 
virtual events. This has driven home the importance of not just producing 
content but making sure it is aligned to the audience.

“If content is king then context is queen,” says Adam, explaining that the 
topics people are interested in has changed significantly as the pandemic 
has progressed.

Keeping content timely is about marketing partnering internally with 
sales and portfolio managers to determine what will work. He says 
marketers need to focus on the meaningful insights offered by data.

“If you rock up in front of sales people and talk about open rates of 1%, 
their eyes glaze over – it doesn’t mean anything.”

This is why a big part of Adam’s role is making sure that marketing 
output is “relevant” to sales people and they can see its benefit. Adam 
uses the maxim that “if it isn’t in Salesforce, it hasn’t happened”, with 
Salesforce serving as the “golden source” for all client interactions. The 
team ensures that webinars point clients in the direction of products for a 
handover within Salesforce.

“We can do a great job of engaging clients and getting them interested 
in products but then there has to be a hand-off to sales. Making that 
hand-off at the best possible time and in the best possible way is where 
we’re aiming for.”

Adam uses a number of KPIs to measure the success of these efforts.
“When we do our own proprietary emails [to institutions] we know 

at the company and individual level who opened it. We then assign lead 
generation scores, so the sales person gets a report that says this person 
has gone from this insight to the product page.

“You’re then moving from a conceptual term about how we’re pumping 
out 10,000 emails a month to 15 of your clients in Germany have read this 
content and then gone to this product page – this is someone you should 
talk to. That’s filling in the blanks from the sales point of view.”

For intermediaries, it’s not possible to do the same detailed level of 
interaction, Adam explains. Here it is more about using automation to 
create a user journey, so that when they read a piece of content they get 
a related email.

Neuberger Berman webinars have recently covered topical areas such 
as China, emerging markets, inflation and cryptocurrency, as well as more 
product-led events.

The topics often spring from meetings with sales, who are interested 
in the company having a view on what clients are talking about. 
Cryptocurrency is a good example of this process, with discussion and 
coverage in the marketplace pushing Neuberger to develop a view on it 
and translate this into appropriate content.

“There’s so much noise,” Adam says. “How do we help clients decipher 
all of this?”
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Dimensional Fund Advisors

US-based asset manager Dimensional is prioritising 
an overall approach rather than specific products in 
its marketing strategy as it looks to expand globally, 
according to Global Head of Marketing Karen Dolan.

Founded in 1981, Dimensional has $660 billion 
in assets under management. Its financial science-led approach 
encompasses a broad range of investment products, including equity and 
fixed income which are distributed around the world from its 13 offices.

Prior to Dimensional, Karen worked at Morningstar for nearly a decade, 
rising to director of its team of fund analysts in North America.

“Our job was to try and dig in and understand whether [asset 
managers] were delivering what they said: whether they were putting 
something forward in the market which investors can succeed with or 
whether it was just a product to sell.”

During this time the environment shifted to professional investors such 
as institutions and advisors being the decision makers, she explains.

This prepared Karen well for her current role at Dimensional, which 
firmly orients its messaging towards the B2B professional investors, 
advisors and institutions which sell its products onto the end-investor.

“We’re committed to helping professional investors understand fully 
what we offer.”

Karen says that “a lot of research and empirical study” goes into how 
Dimensional manages money. Volatility and “shiny objects” can get in the 
way she says, but the firm’s job is to wade through that.

“We’re trying to do better than indexing but offer the same benefits, 
with diversification at a low cost.”

The firm is selling an approach and mindset rather than products, 
Karen explains.

“Our primary focus is how do we nurture outstanding long-term 
relationships where we help professionals not only with the investment 
products, but help them help clients use it well.”

This means the strategy is educational and content-driven, she 
adds. Rather than trying to sell a traditional product such as a fund, 

ASSET MANAGER 
DIMENSIONAL PUTS 
PHILOSOPHY, NOT 
PRODUCTS, AT THE 
CENTRE OF PITCH

Karen Dolan 
Global Head of Marketing at Dimensional Fund Advisors
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Dimensional talks about its approach, the research and how a fund might 
be used.

“It’s easy to change investments, but harder to change how people 
think about investing and even harder to change how they feel about 
investing. The latter is what we’re focused on: how do we help people 
succeed as long-term investors by supporting professional investors.”

Unlike some of its competitors, Karen adds, the firm doesn’t focus on 
building a retail business. It does however provide content designed to 
help its professional clients communicate to their own clients, including 
families and investment committees.

This means “getting into the places where conversations are 
happening”, including highlighting in plain language the main takeaways 
of the company’s regular research. It includes a range of essays, videos 
and slides.

“You can’t avoid uncertainty, so we help our clients live through it.”
 

CONTENT THAT SUPPORTS SALES
Karen says that much of the content stems from the marketing team’s 
“phenomenal relationship” with sales.

The department’s partnership is both top down and bottom up, she 
explains. A lot of the activities start with goals set at the firm level by the 
sales leadership.

“Our goal as a marketing team is to support the sales team out on the 
road with those priorities,” she says. This could be through campaigns, 
content or events.

There is also a channel marketing team embedded within each 
channel, which works to understand their sales process and business 
development goals.

“They can understand what is unique, what is different, and share 
ideas across channels, because they have a foot in both sales and 
marketing. It’s a true partnership focused on priorities.”

For the audience Dimensional is trying to reach, word of mouth is 
critical. For Karen, the “new word of mouth is social media.”

“It offers the opportunity to build networks and communities and have 
people share messages they believe in. Social media has taken what was 
a person-based community and made that possible with digital tools.”

She adds that digital events have seen engagement go up by some 
measures, due to it being easier to bring experts to clients.

 
MAKING THE CASE FOR PROFESSIONAL INVESTMENT
While the professional market dominates investment management, there 
has been a boom in direct investing in recent years, enabled by new 
platforms such as FreeTrade and eToro. This is something of a challenge 
to firms like Dimensional which champion expert management.

While Karen says she welcomes technology making markets more 
accessible and bringing in first-time investors, “what it doesn’t do is help 
people learn how to be good investors.”

“There’s a big difference between long-term investing and gambling. 
I sometimes wonder if there is a rite of passage before becoming a long-
term investor, where people think they can beat the market before they 
learn how hard that is.

“You might have a few wins but the market is a powerful information 
processing machine. In many studies even professionals struggle to do 
better than chance [when picking stocks].”

In this climate, she says, the role of Dimensional and the professional 
investment market is to provide a systematic plan and approach that 
can navigate market volatility, providing the appropriate return for the 
amount of risk.

“My concern is maybe they think this is the only way,” she says, 
highlighting the “entertainment value” of the self-service approach.

“The good news is that you don’t have to [use those platforms] to have 
low-cost, accessible portfolios. You can participate and have access to the 
same type of returns.

“You can have a plan that doesn’t get off kilter if there’s an unexpected 
event. It doesn’t have to be a gamble; it can be a systematic plan and 
approach.”
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RadiantESG

Investors and the public are tired of 
inauthentic ESG efforts in financial 
services, according to the co-founders 
of asset management firm RadiantESG 
Global Investors.

Co-founders Heidi Ridley, CEO, and Kathryn 
McDonald, Head of Sustainability and 
Investments, at the firm, are veterans of quant 
pioneer Rosenberg Equities. They left in 2020 
with the goal of setting up their own firm and 
have now secured the backing of minority 
stakeholder HSBC Global Investors.

“We were really at the point in our careers 
where we wanted to do something that had 
an impact and would make a difference in the 
industry and in communities,” Heidi tells the 
Financial Services Forum in an interview with 
both co-founders.

“We started out saying the first question we 
need to be prepared to answer is why the world 

needs another asset management firm,” says 
Heidi.

The firm has published a manifesto which 
will define its investment goals. At the heart 
of it is the goal of convincing asset owners 
that they have a role to play in resolving social, 
environmental and governance issues.

They argue that this needs to be represented 
by financial companies themselves, with the 
female-owned firm committed to representing 
the diversity it wishes to see in investment 
targets.

Kathryn explains that it “rings hollow” 
when financial services companies advocate 
for diversity if this isn’t reflected in their own 
organisations. The increasing use of the word 
authenticity in the industry reflects the fact that 
many believe up to this point it has been lacking, 
she says.

While RadiantESG Global Investors has a clear 

brand position, it doesn’t plan at this stage to 
use a conventional marketing campaign to find 
clients.

As well as having built a strong network, the 
two co-founders are regular speakers at D&I 
and ESG events and publish thought leadership 
whether via papers or through LinkedIn 
comments. Earlier in the year the firm launched 
the video series Voices, which features young 
people talking in their own words about what 
sustainability means to them.

The involvement of HSBC came after a wider 
search for partners. The two co-founders were 
clear from the beginning that they wanted to 
work with a strategic partner but were adamant 
about retaining their own brand identity as it 
is critical to completely “walk the talk” on all 
matters ESG-related.

At this time they were targeting firms that 
didn’t have a significant ESG offering of their 

HSBC-BACKED ASSET 
MANAGER RADIANTESG 
PLANS TO “WALK THE TALK” 
ON ESG AND DIVERSITY

Heidi Ridley 
CEO at RadiantESG Global Investors

Kathryn McDonald 
Head of Sustainability and Investments at RadiantESG Global Investors
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own. While they found a lot of interest in their 
ESG capability, experience and credibility, Heidi 
says, many of the potential backers didn’t 
understand why RadiantESG had to remain 
independent.

HSBC Asset Management, although “already 
a leader in sustainability and extremely diverse”, 
was willing to take a minority stake and accept 
the firm’s independence.

“They don’t need us in the same way we 
were thinking about it but we were vision-
aligned from the beginning. They got what we 
were trying to achieve.”

As well as the financial backing, Heidi argues 
the involvement of HSBC and its long-term 
commitment will reassure asset owners who 
feel they are taking a leap of faith and help “allay 
the natural concerns with a start-up.” The firms 
will also collaborate in the future on research 
– HSBC is strong on environmental issues while 
RadiantESG has done more work on the social 
governance side.

 
MAKING ESG TANGIBLE, NOT ABSTRACT
Kathryn cites Covid and the backdrop of 
major social movements like Black Lives 
Matter as catalysing a greater focus on socially 
responsible investing. Nor is this purely a moral 

responsibility, she adds, as environmental 
challenges are a risk to economic activity.

There is a greater awareness and desire to 
“align investing with [one’s] own beliefs”.

This is not just limited to younger consumers 
and investors. Heidi says that older generations 
are becoming much more aware.

“I talk to lots of parents whose buying 
patterns have changed due to their kids.”

Kathryn points out that Rosenberg’s clients 
were institutional investors, who were aware 
of these long-term challenges. However, she 
argues that ESG issues are under-represented 
in the wealth management market, where 
awareness is now growing.

Crucially, the message from the two founders 
is that there is no trade off between ESG and 
returns.

“It’s one thing to find a list of great green 
companies – not all of those are going to be 
good investments,” says Kathryn.

“Overall we’re interested in a complete 
picture of strengths and weaknesses,” she says. 
“Our job is finding which of these companies 
has the best combination.

“Buy low sell high doesn’t go away just 
because we believe in ESG.”

In a market where most asset managers are 

now talking to some degree about ESG issues, 
how can firms convince investors they are for 
real? Both founders smile when the issue of 
carbon offset certificates is raised.

“A lot of joke science goes into that one,” says 
Kathryn, citing practices like double-counting or 
pledges to save trees that “were never going to 
be cut down.”

What is needed is much more granular 
reporting and more tangible real-world impacts 
as opposed to the use of scores, says Kathryn.

“Step one is to move towards reporting on 
real-world outcomes,” she says, saying a better 
measure would be the number of companies 
in the portfolio with greater gender diversity or 
reporting on how a company is reducing single-
use plastics.

“We’re not in a position of comparing [ESG] 
themes with other themes, but what we can 
do is talk about evolutionary steps in product, 
operations and policies.”

She says it’s important to give clients 
information they can communicate to others in 
their company.

“The people we’re reporting to often have to 
turn around and talk to others. Let’s give people 
language that is natural to them rather than 
these abstract scores.”
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T
he businesses profiled above may differ in size and focus, 
but many of the key challenges and opportunities are the 
same.

One standout is how central sustainable investing has 
become to most firm’s messaging. For BNP Paribas, for 

example, it is right at the heart of the firm’s branding and the basis for its 
tagline.

With so many firms “shouting from the rooftops” about sustainability, 
what emerges from these interviews is the important of demonstrating 
genuine progress. It cannot simply be a marketing message or branding 
exercise – firms have to “walk the talk”.

Another point that came up several times was the importance of 
aligning marketing with other departments within the business. The 
marketers interviewed here described how effective a good relationship 
with sales can be.

When it is relevant and timely, content can generate valuable data 
on client prospects and even offer a direct funnel into selling products. 
Getting the right relationships in place to allow this will allow marketing 
efforts to achieve their maximum potential.

A final standout was the increasing potential of emerging channels. 
Gone are the days that James Budden describes of putting coupons 
in national newspapers. Now is the time for the digital: LinkedIn, for 
example, is proving effective, but even B2C channels such as Instagram 
and Alexa are seeing more use. This is certain to grow as a new 
generation of young, digitally savvy investors enters the market.

We will continue to regularly publish these types of interviews, so if 
you enjoyed this update, please do visit the knowledge hub at  
https://thefsforum.co.uk/knowledge-hub/.

Thanks
Alex Sword
Editor
The Financial Services Forum

CONCLUSION

https://thefsforum.co.uk/knowledge-hub
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