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Planning ap-inst) utional elier marketing strategy
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How do you market to institutional clients in a region as diverse and dynamic as Europe?

That% the ongoing challenge for the European Marketing Management Committee. Here /3 |

explain

the ﬁvew t how they approach their demanding role.

Planners are doers

“We don’t have any full-time planners. That, we believe, is a real competitive advantage.
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The /\ who do planning also have real jobs doing the work, and that’s what keeps us
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grounded. That'fs a difference.” i W
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A longer planning horizon

@ “Within the marketing aregapur time horizon for planning is different than at other firms.
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We look out much further. We don’t operate on short-term revenue or revenue targets.

Rather, we think of building a durable franchise. We believe that having a longer horizon
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Entering a new phase
@ - “We’ve had a period of fantastic growth in Europe from the mid-1990s through last year

L mostly in the , but also on the continent. We made good decisions, such as
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deciding in the early 1990s to focus on consultants, who are the for U.K.

institutional business. We rode a wave of success that lasted 10 yearsiand saw huge
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growth The plannmg cuse n how to capture those opportumtles Now i1t

o
About
Amore-related-to oonsohdatmg our franchise and diversifying beyond the market segment
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AddreSsing a multi-country environment

“In Europe, Capital is J Aa different point in the development of our markets thal}\ in the

United States, which is a much more mature market. We also look at our world on a
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country-by-country basis, because each is %uite distinc
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“We’rellucky that we’re 1n different markegs Aat different StagesAThat provides
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