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Arguably, the global finance sector more than any other is becoming both 
more strategically focused and technologically advanced to respond to 
consumer expectations. With the increase in disruptors, such as app-
based banks Monzo and Atom, financial entities like traditional banks are 
understanding the importance of innovation and developing solutions to 
defend market share on new fronts.

A great deal of emphasis is being placed upon making banking and 
finance more digital and reassessing organisational structures to do so. 
We are seeing organisations use customer data to create personalised 
experiences, expand their services, re-configure delivery channels, deliver 
proactive advice, integrate payments, and apply blockchain technology.

There is a lot of content surrounding the changes within this sector 
during this period of uncertainty. At Edit, we work with several financial 
services clients and have seen the impact sector changes have had upon 
their customer strategies. Which is why we have put this report together; 
not only to summarise what we feel are the key trends but also how to 
respond to them:

• Brexit causing a focus on B2B financial 
marketing and investment

• The move towards finance as a platform

• Steps towards a cashless society 

• The need for greater social responsibility and 
transparency

I N T R O D U C T I O N
Let’s address the elephant in the 
room, it’s been two years and 
counting since the UK triggered 
Article 50 and even in the worst-
case scenarios, a recent survey 
from Out-law suggests 84% of 
companies do not believe Brexit 
will dramatically alter their 
organisation’s business model, 
which may be optimistic or 
pragmatic depending on what 
actually happens.

Though the effects of this change 
still remain unknown, there are 
signs there will be a potential 
benefit for UK SMEs (small or 
medium-sized enterprises) as they 
make up 99% of the private sector.  

Reuben Singh, CEO of Isher Capital, 
suggests the weaker pound may 
provide an opportunity for inward 
investment from UK private equity 
firms making B2B a key market of 
change in the next few years.

Small business owners present 
a dual opportunity for financial 
services providers: they can 
address their needs as consumers 
and proprietors of organisations 
that need support, especially in 
times of change. We expect these 
opportunities will be found on 
mobile first and foremost: 50% of 
B2B queries today are made on 
smartphones, and it’s predicted to 
grow to 70% by 2020.

B 2 B R E X I T

https://www.out-law.com/en/articles/2018/may/future-money-2019-changes-banking-payments/
https://www.out-law.com/en/articles/2018/may/future-money-2019-changes-banking-payments/
https://www.out-law.com/en/articles/2018/may/future-money-2019-changes-banking-payments/
https://www.out-law.com/en/articles/2018/may/future-money-2019-changes-banking-payments/
https://smallbusiness.co.uk/the-brexit-opportunity-how-small-businesses-can-thrive-in-a-post-brexit-landscape-2543506/
https://smallbusiness.co.uk/the-brexit-opportunity-how-small-businesses-can-thrive-in-a-post-brexit-landscape-2543506/
https://smallbusiness.co.uk/the-brexit-opportunity-how-small-businesses-can-thrive-in-a-post-brexit-landscape-2543506/
https://www.bcg.com/publications/2017/marketing-sales-digital-go-to-market-transformation-mobile-marketing-new-b2b-buyer.aspx
https://www.bcg.com/publications/2017/marketing-sales-digital-go-to-market-transformation-mobile-marketing-new-b2b-buyer.aspx
https://www.bcg.com/publications/2017/marketing-sales-digital-go-to-market-transformation-mobile-marketing-new-b2b-buyer.aspx
https://www.bcg.com/publications/2017/marketing-sales-digital-go-to-market-transformation-mobile-marketing-new-b2b-buyer.aspx


54 M a r k e t i n g  i n  t h e  b a n k i n g  s e c t o r

We’ve found that the length of content doesn’t really have 
much to do with getting links, engagement, and leads. That’s an 
oversimplification. It’s more important to look at the quality of 
the story and what value it adds for the user. Does your content 
offer something people can’t find elsewhere? Or deliver your 
message in a new way?

The angle used when seeding out the content is also key. A 
great idea will go nowhere unless you have an interesting 
headline to grab a journalist’s attention. It’s unlikely they will 
read a long piece of academic research without knowing what 
the highlights are first. Create intrigue and draw them in so 
they are invested in the content you’ve created.

Despite data showing longer-form content performs better in the B2B 
sphere, a recent study from Buzzsumo suggests in the long run those pieces 
that are slightly shorter in length perform better overall. Articles of 1,000-
3,000 words had an advantage in producing higher evergreen scores (a 
proprietary Buzzsumo metric), social engagements, and backlinks (external 
sites linking to yours) bringing longer term value for the time spent. Our tips 
for high-impact content are:

• Keep it high quality: Content quality has a significant effect on the 
number of shares. Creating better content by basing it on original 
research is one way that you should see an increase in shares. 

• Use LinkedIn sharing: LinkedIn has showed an increase with other 
networks in decline. Make sure you have LinkedIn as one of your social 
share buttons.

• Make it evergreen: If your content has longevity, then it will 
continually attract organic traffic and social shares. Create more 
evergreen content and you will continue to see shares increase on that 
content. 

• Don’t be afraid to newsjack: Relevancy is one of the key factors in 
whether or not someone decides to share your content, so responding 
to trending news is still one of the most efficient ways to increase your 
visibility. 

C o n t e n t  i s  k e y

“

”
Beth Hibbert 
Digital PR manager 
Edit

https://thenextweb.com/contributors/2017/06/05/5-proven-seo-benefits-long-form-content-marketers/
https://buzzsumo.com/blog/best-b2b-content/
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M o v e  f ro m  B 2 B  t h i n k i n g  t o  B 2 P

Businesses don’t make the ultimate purchasing decisions – people do. B2B 
marketing often focuses more on presenting value propositions and return 
on investment compared to B2C marketing, which is more likely to use 
emotion-driven, catchy, impulse-based advertising to appeal to people’s 
desires. This is where B2P (business-to-people) marketing comes in.

B2P in place of B2B marketing applies the same thinking of B2C strategies by 
focusing on the decision makers rather than the business. Company decisions 
may be reached differently than individual buying decisions, but ultimately 
are made by people. Emotion and personal relationships play into both 
personal and business decisions. A B2P marketer will make personal contact 
with a business’ decision makers and find out what motivates them, what 
values and visions they have, and what the needs of their customers are.

Emotional appeals to build trust are common in advertising that’s aimed at 
consumers, but only 65% of B2B banking adverts in the UK use an emotional 
angle, instead focusing on presenting information rationally and factually. 
Though these details are crucial for a final decision, the emotional angle may 
provide a better breakthrough by appealing to decision makers as people, 
rather than focusing on the business itself.

It may be a simple shift in thinking, but the crucial elements of a B2P 
marketing strategy are:  

• Leveraging social media effectively to drive traffic to your site 
and encourage dialogue (LinkedIn, InnoCentive, and Topcoder are 
typically better options than, say, Facebook).

• Produce ongoing relevant content for your website (see above for 
optimal B2B content).

• Create a channel for customer suggestions and activity.

• Discover and answer questions customers have about your products, 
services, and website.

Source: BuzzSumo, 2019

https://www.emeraldinsight.com/doi/abs/10.1108/IJBM-09-2016-0127
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B 2 C r e x i t

Unless your customer data stays out of the EU completely, then despite what 
happens with Brexit you will still be affected by GDPR.

Since GDPR was announced, there has been a whole host of information 
released on strategies to best deal with consumers in a post-GDPR landscape. 
You can find several articles on this from our in-house data compliance 
experts on the Edit website:

• Taking Stock Post GDPR

• How to run a co-reg lead generation campaign

• GDPR & PECR – The impact on cookies and tracking

Most people don’t want to think 
about banking. They just want it to 
work – Marko Wenthin, 
Co-founder, SolarisBank

With high street banks closing and 
face-to-face human interactions 
between customers and service 
providers dropping to just 10% in 
2017, banks need to embrace a 
new way of offering services. Core 
to the customer experience of a 
platform* is convenience and a 
highly personalised experience, 
which in banking terms would be a 
revolutionary.

Regulations such as PSD2 (the 
second Payment Services Directive) 
and open banking, that mandate 
banks open their data vaults to 
third parties, play an important 
role in this transformation. Banks 
are already building public APIs 
with the aim to create and nurture 
an ecosystem of external partners 
(service providers, technology 
companies, and independent 
developers).

Alongside this, most are now 
investing heavily in text and video 
chat services. Live chat is proven 
to increase customer satisfaction 
and bring better business results, 
with 92% of customers feeling 
most satisfied when using live 

chat, and more than half of people 
preferring it to calling. For the bank, 
it becomes an absolute must since 
there are fewer bricks-and-mortar 
branches around.

A clear example of this already 
happening is with the app-based 
challenger bank Monzo, which has 
had over a 1,500% user increase 
in two years, with 94% of active 
users upgrading to what the firm 
has previously described as the best 
current account in the world.
In 2016, less than a year after its 
creation, Monzo started to provide 
APIs to third parties to build 
applications that can access Monzo’s 
customer data. Through these APIs, 
Monzo plans to build a banking 
marketplace, where its customers 
will access banking solutions from 
different providers in addition to its 
specialised current account product 
– all on Monzo’s platform. Earlier 
this year, the fellow mobile-only 
Starling Bank launched its app store 
along with a developer platform 
to give access to customer data to 
external APIs to build products and 
solutions for its customers.

* In the context of this document a 
platform is defined as providing a 
centralised infrastructure where customers 
can access multiple services in the same 
place.

“

“

”

”

T H E  P L AT F O R M  E C O N O M Y

2018 was a whirlwind of change with the long-awaited GDPR 
coming into force alongside the Data Protection Act 2018. Despite 
understanding the text, we are still in the discovery stage where 
we begin to learn how the regulator interprets these new laws. We 
are beginning to prepare for the next wave including the Direct 
Marketing Code of Conduct, which is being created by the Information 
Commissioners Office along with the highly anticipated and lobbied 
European e-privacy law. That has the potential to impact the current 
marketing models of many businesses. 

Many organisations are beginning to feel the work is done and GDPR 
and the big change has passed, however it is just the beginning. While 
there should be no requirement to worry, it is time to remain on the 
front foot with a compliance programme. Promote awareness across 
your organisation all the way to the board and stay up to date with 
the direction of data protection laws both current and incoming.

Jonathon Richmond 
Chief data protection officer 
Edit

https://edit.co.uk/blog/taking-stock-post-gdpr/
https://edit.co.uk/blog/how-to-run-a-co-reg-lead-generation-campaign/
https://edit.co.uk/blog/gdpr-pecr-impact-on-cookies-tracking/
https://bbvaopen4u.com/en/actualidad/fintech-trends-2018
https://bbvaopen4u.com/en/actualidad/fintech-trends-2018
https://www.inc.com/nicolas-cole/the-power-of-live-chat-5-surprising-statistics-that-show-how-consumers-want-thei.html
https://www.inc.com/nicolas-cole/the-power-of-live-chat-5-surprising-statistics-that-show-how-consumers-want-thei.html
https://www.inc.com/nicolas-cole/the-power-of-live-chat-5-surprising-statistics-that-show-how-consumers-want-thei.html
https://www.icmi.com/resources/2015/The-Stats-Behind-Chat-Its-Popular-and-Growing
https://www.icmi.com/resources/2015/The-Stats-Behind-Chat-Its-Popular-and-Growing
https://monzo.com/annual-report/2018/
https://monzo.com/annual-report/2018/
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Keep your content as adaptable as your service

Figure: Conceptual Diagram of Banking as a Service (BaaS)
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Source: The Digital Transformation People, 2017

“

”

Catering to long-tail search is really the minimum any brand 
should do when it comes to on-site content marketing. It can take 
a few months to plan out and get written up but after that initial 
investment we’ve seen it help produce rankings improvements and 
more leads. In many cases the return has far exceeded investment. 
It’s easy to track success with analytics platforms, too. With a bit of 
set-up and measuring, you can see clearly what you’ve got back from 
that investment and what worked best so you know for next time.

Richard Cartey 
Content manager 
Edit 
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Although on average 69% of people are using internet banking in the UK, it is 
important to note this varies significantly by age group: the number drops to 
14% for those over 80 years old.

A large part of this is based in confidence with the technology, but there is 
also a lack of desire to interact with these channels. 57% of non-internet 
users above 55 stated their reason for not using the internet is that “it just 
isn’t for them”.

Increased digitisation undoubtedly brings huge efficiencies. However 
we must acknowledge that those who are less financially confident 
are likely to have heightened concerns around interacting digitally. 
We must consider what we can do from a CRM perspective to 
identify customers attitudinally so that we can provide appropriate 
reassurance and encouragement to engage.

“

”

Don’t leave people behind

Internet banking by age group, 2018
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Having CRM communications focusing on why new technology is relevant 
and how it can help will help overcome these confidence issues, but for 
those who are simply not invested then you need to ensure that you are 
keeping your offline experience just as seamless as your new digital platform.

Source: ONS

67% of millennials prefer to receive financial advice and services from a 
digital platform according to Telstra figures. They’re going online to learn 
what to do and how. If your brand isn’t there to provide the answer, you’re 
missing a clear marketing opportunity. One of the ways they’ll be looking for 
this information is through long-tail search (specific queries of a few words 
or more). 

Brands also need to bear in mind how their customers browse and search 
online. If you’re getting more mobile visitors than desktop (and many sectors 
are) your content needs to be perfectly suited for the small screen and short 
attention span that can come with mobile browsing. If you think your users 
are likely to use voice search for queries you can answer, you’ll need to 
ensure your copy is optimised so it’s easy to understand for the systems that 
underpin voice assistants. 

For a brand to be successful and create a truly omni-channel experience, 
they should be present at all parts of the user journey. Progress in 
automation through AI will allow for a smoother journey, but it’s important 
to implement the human touch when possible. This is especially true with 
transactional activity, in a recent Edit study on AI usage in the travel sector 
87% of people felt uncomfortable making purchases through a chatbot.  

Julie Neilson 
Head of planning

https://www.ons.gov.uk/peoplepopulationandcommunity/householdcharacteristics/homeinternetandsocialmediausage/bulletins/internetaccesshouseholdsandindividuals/2018
https://www.ofcom.org.uk/research-and-data/media-literacy-research/adults/adults-media-use-and-attitudes
https://www.ofcom.org.uk/research-and-data/media-literacy-research/adults/adults-media-use-and-attitudes
https://www.ons.gov.uk/peoplepopulationandcommunity/householdcharacteristics/homeinternetandsocialmediausage/adhocs/009078internetbankingbyagegroup2018
https://www.telstraglobal.com/millennials/assets/gated-content-millennials-mobiles-money.pdf
https://www.telstraglobal.com/millennials/assets/gated-content-millennials-mobiles-money.pdf
https://edit.co.uk/blog/ai-in-the-travel-sector/
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The likelihood of the UK developing 
into a society without hard money 
has been a matter of heated debate 
in the financial sector. The use of 
cash has been in decline in recent 
years, with 2017 being the first 
year where there were more card 
payments than cash.

With a growing number of payment 
architectures such as Apple Pay 
and Google Pay, and contactless 
payments being up 30% in the last 

year overtaking Chip and PIN, it 
shows shoppers are moving towards 
more convenient forms of payment. 

73% of Brits reckon they’d hate a 
cashless UK, with only 15% saying 
they’d love it. So it seems unlikely a 
cash-free society will be happening 
anytime soon, but if spending trends 
continue then financial providers 
should at least be preparing for a 
cash-reduced world over the next 
few years.

G O I N G  C A S H L E S S

Source: UK Finance

32% of parents let their 
children use contactless

17% of people make 
more impulsive purchases 

than they did before 
contactless

16% of people often 
forget what they’ve 

bought when shopping 
with contactless

28% of people find it 
harder to track their 

spending

Source: Progressive Money

As we move increasingly towards a 
cashless society and money becomes 
even less tangible, we don’t yet know 
what long-term impact this could 
have on spending habits and how we 
manage our finances.
Jane Tully - Director of external 
affairs, Money Advice Trust

The different methods of payment 
are changing the way people buy, 
and all the signs point to it being 
more reckless by people losing track 
of spending through contactless 
payments. But do financial institutions 
have an obligation to try and help 
their customers manage their finances 
responsibly?

Guidance on saving has always been 
a key part of a building society’s 
offering, but disruptors such as Monzo 
and Atom are already adapting to 
help customers in a changing market 
by providing a clear breakdown of 
customer spending and alerts of 
expenditure. New AI technologies, 
such as budgeting service Cleo, are 
also supporting digital customers in a 
more accessible way to help curb new 
spending behaviors. 

Fintech (financial technology) start-
ups and cashless solution providers 
are typically more nimble than high 
street banks and will be able to 
implement changes and adapt to 
changes in the SEO landscape faster 
than other providers.

Dealing with new purchase 
behaviour

“
”

https://www.moneywise.co.uk/news/2018-10-16/contactless-payments-overtake-chip-and-pin-the-first-time
https://www.moneywise.co.uk/news/2018-10-16/contactless-payments-overtake-chip-and-pin-the-first-time
https://www.moneywise.co.uk/news/2018-10-16/contactless-payments-overtake-chip-and-pin-the-first-time
https://www.moneywise.co.uk/news/2018-10-16/contactless-payments-overtake-chip-and-pin-the-first-time
https://www.moneywise.co.uk/news/2018-10-16/contactless-payments-overtake-chip-and-pin-the-first-time
https://www.progressivemoney.co.uk/money-blog/saving-tips/managing-contactless-spending
https://www.progressivemoney.co.uk/money-blog/saving-tips/managing-contactless-spending
https://www.ukfinance.org.uk/area-of-expertise/payments
https://www.progressivemoney.co.uk/money-blog/saving-tips/managing-contactless-spending
https://www.heraldscotland.com/news/15051657.do-contactless-payments-lead-to-bad-spending-habits/
https://www.heraldscotland.com/news/15051657.do-contactless-payments-lead-to-bad-spending-habits/
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T R A N S PA R E N C Y

Despite it being a decade since the 2008 Financial Crisis, 66% of adults in 
the UK do not trust banks are working in the best interests of society, with 
63% worried that they will cause another financial crisis. This is not all that 
surprising as the public are still feeling the effects of the crash, so financial 
institutions have a long way to go if they want to gain true loyal customers.

One way to build trust is by responding to the public demand for greater 
transparency of banking practices (65%). Initiatives such as the FCA’s recent 
mandate for banks to provide information on their APIs and customer 
satisfaction will help but there is still a way to go.

To build an effective customer relationship 
principle planner Josh Hull suggests the 4 Rs:

• Reassure nervous consumers•  
Josh: “Make sure you’re speaking to customers in their own language 
and explaining the value exchange for their personal information 
and what you’re doing with their data. It can make the thought of 
entering your marketing funnel less daunting for the customer.”

• 

• Recognise who calls the shots

• Josh: “The balance of power has shifted towards customers, who 
are now more selective in terms of brands with which they engage 
and share data. Avoiding short-term wins and removing compulsory 
registration results in better communication from the start.”

• 

• Relevance builds effective communications

• Josh: “Relevance is no new trick for marketers. However, using data 
to pinpoint the right customers with compelling communications will 
only grow in importance. Research suggests 70% of respondents like 
receiving tailored offers based on past purchases, and twice as many 
people prefer tailored communications to non-tailored.”

• 

• Reframe the communication

• Josh: “Make sure comms are relevant and, above all, convenient. 
The relationship between brands and customers is changing in light 
of GDPR, but this presents a huge chance to change CRM for the 
better. They call the shots in the value exchange, thus reframing 
communications and serving them in a relevant and convenient 
manner is crucial.”

Don’t make it a singular message

In a post-GDPR world, the right message at the right time is vital if you are 
wanting to build trust effectively. It is also important to remember trust 
comes with time and shouldn’t be a one-time message, but instead be an 
integral part of your customer communication strategy.

https://uk.reuters.com/article/uk-britain-banks/british-public-dont-trust-banks-10-years-after-crisis-survey-finds-idUKKBN1L11EL
https://uk.reuters.com/article/uk-britain-banks/british-public-dont-trust-banks-10-years-after-crisis-survey-finds-idUKKBN1L11EL
https://www.theweek.co.uk/95887/two-thirds-of-brits-still-don-t-trust-banks
http://cdn.yougov.com/cumulus_uploads/document/ylf7gpof19/Public_Trust_in_Banking_Final.pdf
http://cdn.yougov.com/cumulus_uploads/document/ylf7gpof19/Public_Trust_in_Banking_Final.pdf
https://www.fca.org.uk/firms/fca-mandated-and-voluntary-information-current-account-services
https://www.fca.org.uk/firms/fca-mandated-and-voluntary-information-current-account-services


1918 M a r k e t i n g  i n  t h e  b a n k i n g  s e c t o r

Transparency, GDPR, and all-round data privacy is becoming the norm 
for consumers. They’re more aware of what could be tracked, and it’s 
up to them to decide if it should be tracked.

What is now a known fact is that you will create ‘bottlenecks’ in data 
customer collection by asking for unneeded data – so don’t collect any 
data that you apply any risk to and that you will never act upon. Think 
of the data’s value, what it’s value is, and how genuinely insightful it 
is to know.

When asking to collect customer data, customers now know this is a 
two-way street to customer experience, so you should always think 
of value exchange. The incentive will need be clear around relevant 
offers or a better experience.

Now, really do something with the data: you work hard at earning 
trust, now keep it by creating tailored experiences. People like to be 
marketed to not as someone who is part of a demographic but as an 
individual, and one that’s worth listening to.

”

“
Say what you’re doing, and respond to criticism

It’s more than just transparency that’ll help build trust, it’s also listening 
and responding to your customers when they feel there needs to be 
improvement.

Companies like Royal London and Promis Life have been challenged 
to ‘put the human touch’ back into customer relationships.

Listening to their customer and engaging in direct dialogue with 
consumers is a strong first step. Both companies changed tact from 
being a ‘digital’ over-50s provider through a very transactional 
website towards a site that gave greater prominence to their 
phone number so call centre staff can engage and ‘listen’ and 
help people navigate ‘the moments that matter’ – giving their 
customers the reassurance and guidance they needed.

Though this must have been an incredibly difficult thing to have 
to do, as it would have no doubt affected their immediate bottom 
line sales, in an age where consumer trust and uncertainty is 
hugely prominent and publicised, listening to your customers and 
providing greater clarity in the creation of a new product was a 
very smart thing to do. Engaging with their audience, listening to 
them, and then acting off it.

“

”
Josh Hull 
Principal planner 
Edit

Ben Briggs 
Associate director of media strategy
Edit

https://www.slideshare.net/AccentureInsurance/financial-services-companies-need-to-bring-a-human-touch-back-to-their-customer-relationships-95949232
https://www.accenture.com/gb-en/insights/financial-services/transforming-customer-conversation-uk-customer-survey
https://www.accenture.com/gb-en/insights/financial-services/transforming-customer-conversation-uk-customer-survey
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Though the market is constantly shifting and more trends are 
appearing, they all stem from the same issue: people feel 
uncertain about the financial future and they want help. 

So, in order to respond effectively to the trends being seen in the 
market, banks should be focusing on balancing the balancing 
the two Cs: convenience and confidence. 

C o n v e n i e n c e
To make a brand more convenient to interact with, customer experience 
is key. How do you remove points of friction from a customer’s interaction 
with your brand? The first thing here is to recognise this is bigger than 
marketing.

It’s product, it’s customer service, it’s sales, it’s operations - and it’s marketing. 
Banks will need to align cross-functional teams around this customer 
experience goal. That means re-thinking structures, ways of working, and 
bridging functional silos. 

T H E  T WO  C s  I N  C O N C L U S I O N
Recent changes in legislation and technology outlined in this paper will 
hopefully spur the industry into much needed action.

Dan Schulman, CEO of PayPal, is quoted as saying: ‘The biggest impediment 
to a company’s future success is its past success.’ This is very relevant 
to the consumer banking sector. No consumer has ever said they want a 
service that is inconvenient to use, structured around the business itself 
rather than their life, inflexible and lacking in real choice. But this is exactly 
what legacy banking services have evolved in to – a lack of innovation or 
regulatory change meant they created inward-focussed services that do 
much less then they could to serve real consumer need.

A focus on ease, speed, and value from the new players in the market 
will force change within more established institutions. For this to deliver 
real benefit, however, requires transformation in the truest sense, 
encompassing all areas of the business and influencing all products and 
services.

“

”
Rob McGowan 
Chief Strategy Officer
Edit
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• Ensure that customers have a voice and that voice is heard  
This needs to be more than market research. It requires the 
investment in the technology to manage and link customer data from 
complaints and opinions to the user experience.

• 
• Invest in team skills and structure 

Appropriate coaching to drive agile principles and make customer 
convenience a strategic goal with senior sponsorship. It should actually 
be adopted as part of the organisation’s goals, values, and mission. 
There’s also a need to create an empowered decision-making function 
that can interpret customer voice and make changes

• 
• Make sure you are measuring correctly 

Ensure you can plot resultant change initiatives against the 
convenience goal. Prioritise activities and progress as quickly as 
possible.

The newcomers don’t necessarily have legacy structures and are therefore more 
empowered to deliver change in the market. The established businesses may 
have the credibility that the newer brands lack, but they must now invest in 
change management and developing new skills and ways of working.

C o n f i d e n c e
When it comes to confidence, established brands can use their history, 
brand, and gravitas to fight back against the newcomers. But how do they do 
that in a way that appeals to a population that is less trusting of ‘corporate’ 
entities?

Heritage has a big part to play, especially in the UK market, but it will be the 
product and how they deliver the service that will separate the best from the 
rest of the pack. 

H o w  t o  d o  t h i s  i s  t h ro u g h  d a t a

The best way to build customer confidence is to use machine learning and AI 
tech to spot trends that can protect customers against fraud and their own 
spending, and to develop a brand story rooted in transparency. 

Most crucially, a customer-first, convenience-focused service that joins 
product, service, marketing, and sales will be the number-one response a 
business can make to address or exploit the changing financial market.

If you want to take your first steps on how to do this, then get in touch with 
us at Edit at hello@edit.co.uk. We’d love to hear from you. 

The advice and recommendations provided by Edit as part of this “Cashing in on the trends: 
Marketing in the Banking Sector “ guide are based on Edit’s interpretation of UK laws and 
Information Commissioner’s Office (“ICO”) guidance at the time of creation. Whilst Edit’s 
interpretation of such laws and guidance is based on a reasonable knowledge and understanding 
of the subject matter, Edit is not a provider of legal services and its advice and recommendations 
do not constitute legal advice. Edit accepts no liability for losses that arise as a result of the 
provision of false, misleading, inaccurate or incomplete information or documents. Followers of 
the guide agree that it remains responsible for applying its independent business judgement to 
evaluate any advice or recommendations provided by Edit as part of the campaign process and for 
obtaining appropriate legal advice where necessary.

This is also where challengers can play on social factors, transparency, and 
use clever marketing to manufacture a ‘heritage’. Fundamentally, confidence 
a consumer feels around that finance brand can drive a significant amount 
of decision making about which brand to choose, which is why the push 
for transparency here is key, but so is a brand really shouting about how it 
secures the services it provides and what makes it different.

The FCA and its regulations ensure a certain baseline exists. Financial brands 
need to focus on some of the key risks faced by consumers and focus on 
developing parts of their proposition to differentiate themselves from their 
competitors. 
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