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Over the past five years, people’s relationships 

with financial institutions have changed 

dramatically

GLOBAL TRENDS 

IN FUNDS 

MARKETING AND

COMMUNICATION
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Over the past five years, people’s relationships 

with financial institutions have changed 

dramatically

NEAR 70 000
MUTUAL FUNDS
DOMICILED GLOBALLY

20 MILLIONS 
BRANDS INCLUDING WEB BRANDS

2.4 
BRANDS REMEMBERED SPONTANEOUSLY ON B2B 

MARKETS
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A STRUCTURAL EVOLUTION OF 

THE MARKET

New actors, new regulations, new 

technologies: towards a 

disintermediated approach? 
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ONE
QUESTION…

HOW TO EMERGE 

AND 

DIFFERENTIATE ?
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1. BUILDING BRAND TRUST

2. INNOVATIVE SERVICES

3. MASTERING CONTENTS
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Over the past five years, people’s relationships 

with financial institutions have changed 

dramatically

#1.

BRAND 

TRUST IS 

KEY W / AMUNDI > 2014



IF PRODUCT PERFORMANCE IS 

THE BETA OF AN ASSET 

MANAGEMENT COMPANY, 

BRAND IS ITS ALPHA.
Fund brand study 2013
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BRAND IS THE GATEWAY,

PRODUCT IS THE TAKEOUT
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GOING FURTHER… : 

BEING A MEANINGFUL BRAND
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BUILDING TRUST:  FIDELITY CASE 

STUDY



#2. 

DELIVERING 

SERVICE
INSTEAD OF PROMOTING  ONLY PRODUCTS
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Schroders put online a simple tool to 

explain its business cycle approach: this

tool allows to assess where we are in the 

business cycle, which determines the level

of risk wanted in the portfolio. That level of 

risk then changes as we move through the 

different phases of the business cycle. 
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CIBC imagined a new way to engage with

financial advisors: by building a tool

allowing them to create proposals on 

various types of investments with CIBC, 

detailing the client's investments, potential

savings, and fund performances.

Since launching in Nov 2013 there has 

been a 45% net increase in sales.
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#3. 

CONTENT IS 

KING
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Average click rate for 

online banner ads
2000

9%

2014

0,11%

144 millions of people worldwide use adblocks , a raise of 70% 

between June 2013 and June 2014

8’’Time dedicated to looking at an ad = 

up to 25’Time dedicated to read an article 

95% time spent online is on content websites (Google 2013)

ADVERSTISING :

NEW TOOLS, NEW RULES
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ADVERTISING IN THE DIGITAL 

AGE
Distribution of advertising spending worldwide in 2013 and 2018 by medium

TV (excluding

online and mobile)
Digital

Newspapers

(print)

Radio Magazines Out-of-home Other
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http://www.marketingcharts.com/online/key-trends-consistent-as-online-ad-revenues-grow-another-17-in-2013-41963/attachment/iabpwc-top-online-ad-formats-by-revenue-share-2013-v-2012-apr2014/
http://www.marketingcharts.com/online/key-trends-consistent-as-online-ad-revenues-grow-another-17-in-2013-41963/attachment/iabpwc-top-online-ad-formats-by-revenue-share-2013-v-2012-apr2014/
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Over the past five years, people’s relationships 

with financial institutions have changed 

dramatically

BY SHIFTING PARADIGM FROM 

ADVERTISING TO MARKETING CONTENT,

ASSET MANAGEMENT BRANDS
CAN ADRESS THEIR TARGETED 

AUDIENCE MORE EFFICIENTLY.
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PLACING THE 

STORY

REACHING 

OUT

TELLING THE 

STORY
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PLACING THE 

STORY

REACHING 

OUT
Creating

new formats
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PLACING 

THE 

STORY
TELLIN

G THE 

STORY

BlackRock has developed a 

comprehensive content strategy, 

adressing all target audience in every

country, and creating content specifically

designed for the internet. REACHIN

G OUT
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PLACING THE 

STORY

REACHING 

OUT

TELLING THE 

STORY
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Being where

the audience 

is

REACHING 

OUT

TELLING THE 

STORY
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PLACING 

THE 

STORY
REACHIN

G OUT

TELLIN

G THE 

STORY

AXA adresses directly IFAs by creating a 

dedicated information space within the FT 

Advertiser: a space where content is

provided both by AXA IM experts and FT 

Adviser journalists.
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PLACING THE 

STORY

REACHING 

OUT

TELLING THE 

STORY
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PLACING THE 

STORY

Talking through

targeted

channels

TELLING THE 

STORY
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THANK YOU
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