
Financial marketing falls short 

NEW YORK: Many banking brands operating in the US and UK are failing to produce marketing 
that engages and convinces consumers, a report has found. Pitney Bowes Business Insight, the 
research group, partnered with the ESCP Europe Business School to  survey 1,000 people in both 
countries. The results revealed a 57% majority of interviewees trusted their bank. However, only 
49% of the sample displayed an equivalent degree of confidence in the marketing communications 
from the financial services providers with which they held an account. The study also estimated the 
marketing activity of brands in this sector determined up to 23% of consumers' trust levels. "Of the 
categories for improving customer trust, respondents recommended that improved customer 
communications would have the greatest impact," said the report."Specifically, consumers cited that 
better quality, clarity, transparency, and advanced information specific to their accounts would be 
most helpful in communications from their bank."Elsewhere, a modest 32% of participants agreed 
their bank was doing a "good job" when it came to pursuing policies and practices favouring the best 
interests of the customer.Similarly, just 41% of those polled believed they would receive a "caring" 
response upon sharing details of personal financial problems with bank staff.More positively, 53% 
proved "satisfied" with the broader standing of their bank, as demonstrated by word-of-mouth, 
advocacy and its perceived overall reputation.Trust ratings reached a peak of 64% when discussing 
self-service technologies such as ATMs, ecommerce platforms and online accounts, an area which is 
witnessing rapid innovation."The customer experience must consistently be the top priority," David 
Newberry, chief marketing officer, Pitney Bowes Business Insight, said."This study reveals the 
importance of building relationships with customers and how trust in an organisation's 
communications and frontline employees play a significant role." "The financial services industry can 
improve their relationships with customers by ensuring that every customer touch point is accurate 
and relevant to the needs of each individual."  

Nestlé "rewires" strategy 

VEVEY: Nestlé, the food group, will continue to invest in new approaches to innovation and 
marketing as it seeks to "rewire" its approach in these areas. Despite the challenging economic 
climate, the Swiss multinational believes the potential exists to deliver organic growth, spot 
promising acquisition targets and generate incremental sales through innovation. "The headlines are 
that this is the worst crisis we have ever seen. It is all doom and gloom," Paul Bulcke, its chief 
executive, said, as reported by the Financial Times. "It is an environment full of opportunities. It is 
up to us to seize these opportunities and see how we can rewire our capacity to turn out products 
consumers and retailers want," Bulcke said. Among the examples he cited of recent new product 
lauches are Dolce Gusto, the coffee system, and BabyNes, an infant formula using capsules, which 
have both delivered strong results for the company. "Innovation is the main driver, that is the 
creativity; new products, services, systems  the creativity we put into rewiring reality," Bulcke 
argued. "The constant renovation of our existing product portfolio together with our strong pipeline 
of game-changing innovations resulted in many market share gains." Indeed, he reported over 60% of 
the firm's brands were maintaining or improving market share levels in the face of the rise of own-
label competition and declining expenditure among shoppers. "There is loss of consumer confidence, 
particularly in developed markets, but we are making good progress in a very difficult economic 
environment," said Bulcke. While cost pressures, not least from the rising price of commodities, are 
exerting an impact on the entire consumer goods sector, Bulcke suggested Nestlé would continue to 


