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The turmoil in the financial services sector has significantly affected consumers’ personal 
finances, their relationships with financial service providers, attitudes towards saving 
and borrowing and the value placed on different financial products. Attracting and 
retaining customers has never been more challenging.

Chaired by financial journalist Richard Young, this one-day conference brings together 
financial services researchers to examine how insight is being used to better understand 
and communicate with customers in a post-credit crunch world. 

How can the financial services sector regain trust? What new business and financial 
models will emerge after the recession? How will financial institutions redefine 
themselves? Attend this event to hear these questions answered and understand the role 
of research in revitalising the financial sector. 

Marc Brenner 
Editor, Research Magazine

Financial services research
Innovative brand and product repositioning  
to rebuild consumer trust 

Welcome

For booking information visit www.research-live.com/events
For sponsorship opportunities email jennifer.sproul@mrs.org.uk

This timely and stimulating programme 
includes cutting-edge case studies, 
practical advice, expert analysis and live 
debate designed to fuel your imagination 
and strengthen your strategy. Explore the 
role of research in:

l �Developing new models to fuel the green 
shoots of recovery

l �Rebranding and rebuilding broken trust 
with valued customer segments

l �Understanding and responding to 
customers’ drivers and inhibitors 

l �Communicating effectively using the 
right language and channel strategy

l �Improving customer acquisition and the 
loyalty of high net-worth customers

l �Developing detailed customer insights 
that translate into targeted service 
offerings

Who should attend?

Clientside and agency professionals 
involved in:

l �Customer research and insight

l �Marketing 

l �Planning and advertising 

l �Customer analytics and modelling 



08.30	 Registration and refreshments

09.00	 Chairman’s opening remarks

09.20 	� Green shoots and the post-credit-crunch market:  
How research should respond to new market conditions

	 l �The changing landscape of financial services over the past 12 months: How have providers, 
intermediaries and consumers been affected? 

	 l �A new type of customer is born: Understanding how the credit crunch and subsequent recession 
will change customer attitudes towards financial services 

	 l �Green shoots and the post-credit-crunch market: What should customer insight and marketing 
executives within financial institutions be looking for from market research suppliers?

	 l �What should market research suppliers have learnt from the banking sector crisis and how 
should they be adapting their proposition in future?

	 l �Developing unique, usable insights: Future perspectives for analytical research providers in the 
new financial services environment

 
09.55 	� Mending broken trust:  

Rebranding and repositioning to re-attract customers and investment
	 l �Understanding the changing relationship between financial institutions and consumers
	 l �Examining how consumers used to select brands and products and how this has changed
	 l �Measuring the willingness of consumers to trust intermediaries post-credit-crunch and 

understanding the implications for your channel strategies
	 l �Developing customer reassurance strategies that address the current trust inhibitors of merchant 

integrity and longevity
	 l �Assessing the role of research in determining rebranding and repositioning strategies
	 l �Leveraging customer insights to develop targeted customer loyalty strategies
 
10.30 	� PANEL SESSION 
	� Examining different consumer trust models:  

What part does trust play in selecting financial providers and products
	 l ��Analysing the trust propensity of different customer segments
	 l ��Evaluating the main influences on consumer trust when selecting financial providers 

and products and channels to market
	 l ��Assessing the trustworthiness of information provided by financial institutions
	 l ��Determining the value of being a mutual: Does mutuality equal trust anymore?

11.05	 Morning refreshments

11.35 	� Behavioural analysis: Understanding how customer segments  
respond to key economic indicators and financial terminology

	 l ��How has the recession affected spending patterns and attitude to spending, 
saving and borrowing?

	 l ��Understanding consumers’ reactions to key economic indicators like inflation and interest rates
	 l ��Evaluating what ‘government backing’ means to the average consumer and how important it is 

to different customer segments

Richard Young, 
financial journalist

Alan Leach,  
Director and Co-Founder, 
Finaccord 

For booking information visit www.research-live.com/events
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Roger Donbavand, 
Director, BDRC 

Roger Donbavand, 
Director, BDRC 
Professor Nigel Waite, 
Chair, Financial Services 
Research Forum, Nottingham 
University Business School

Nick Watkins,  
Managing Director,  
GfK Financial



12.10 	� Going direct:  
How Standard Life evolved its channel strategy to better meet the needs of customers 

	 l ��The current UK Life and Pensions distribution model is outdated and failing to meet the needs of 
consumers. There is a mismatch between consumer needs and the current distribution model: 
only 7% of consumers currently purchase direct but 28% state that they would be confident  
to go direct. 

	 l ��Examining the performance of the current intermediary-based distribution model in cost savings 
and benefits for insurers and transparency and benefits for consumers

	 l ��Identifying consumer requirements for a distribution model and evaluating new possibilities 
based on customer research

	 l ��Assessing how Standard Life translated its research into strategic business actions 

12.45	 Networking lunch
	
14.00 	� UBS Case Study:  

Understanding the motivations and drivers for people with high net worth 
	 l �Examining the scope of a UBS research project into attitudes of millionaires towards 

financial advisers and intermediaries
	 l �Understanding what relationships high net-worth  people want with their financial advisers
	 l �Evaluating how the relationship between customer and adviser is evolving 
	 l �Improving interactions with high net-worth customers and providing offerings that meet 

their needs

14.35  	 Treating customers fairly across the whole service life cycle
	 l �Assessing what constitutes treating customers fairly at different points of the customer journey
	 l �Determining key indicators of fairness across product and service life cycles
	 l �Examining relative merits of quantitative vs qualitative methodologies employed, 

and employee vs customer interviews
	 l �Why TCF should not be treated as a simple box-ticking exercise – advancing 

customer-closeness of the organisation and develop competitive advantage
	 l �How to translate key findings from TCF research into tangible commercial improvements

15.10	  Afternoon refreshments

15.40 	 PANEL SESSION 
	� Evaluating key research methodologies that can deliver low-budget  

high-return market research for recession-hit industries
	 l �Identifying low-budget research methodologies that yield good results in the financial 

services sector
	 l �Optimising existing resources and information to combine with bespoke research
	 l �Assessing the effectiveness of online panels for research into attitudes towards money, 

financial services and financial products
	 l �Evaluating the pros and cons of syndicated research

16.20	 Chairman’s closing remarks

16:30	 Close of conference
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For sponsorship opportunities email jennifer.sproul@mrs.org.uk



Sponsor

Financial services. Professional services. If there is one UK market research 
consultancy that truly understands your markets, your products and your customers 
it is Consensus. This is because we are totally focused on your sector and have been 
throughout our 25-year history.
We combine our knowledge of your markets with robust, intelligent and imaginative 
research solutions to help you address the challenges which you face and achieve 
real business advantage.
Whenever the major players need true market insight, we are their partner of choice. 
Now make us yours.
www.consensus-research.com 

Research Partner

Munro Global aims to be the leading provider of research-focused marketing services 
solutions. Five companies make up the Munro vision for research excellence with 
each individual company contributing their own unique facet. The five companies 
are: FDS International – Maven Research – M-Lab – acefieldwork – 3000ft.
www.munroglobal.net 

The organisers 

Research Conferences is the leading provider of high-level, quality events for the UK 
research industry – combining MRS excellence and the market expertise of Research 
magazine. Organised in association with MRS, these events take place throughout 
the year and offer a series of leading-edge one-day conferences, seminars, workshops 
and Research 2010: The Annual Conference on 23–24 March 2010, in London. 

Attendees at these events will be able to network with other agency heads, market 
research managers, young researchers, planners, marketing directors, advertising 
agency executives, brand consultants and academics.
www.research-live.com/events 

With members in more than 70 countries, MRS is the world’s largest association 
serving all those with professional equity in provision or use of market, social and 
opinion research, and in business intelligence, market analysis, customer insight and 
consultancy. All individual members and company partner organisations must comply 
with the MRS Code of Conduct.
www.mrs.org.uk

Sponsor, partner  
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Delegate details
First name	 Last name

Company	 Job title

Email address 	 Tel

Total fee       £	                         + VAT    £                                        =       £

Booking query contact 	 Company name

Email	 Tel

Address 

Postcode	 Country

Payment method Please tick as applicable

Payment  All fees are to be paid in pounds sterling and are subject to VAT at the standard rate of 15%, including international bookings.

 Cheque/banker’s draft (made payable to The Market Research Society)

 Bank transfer (MRS bank details: Barclays Bank PLC, 27 Soho Square, London W1D 3QR
     Sortcode 20-67-59. Account no. 20618357. Swift Code BARCGB22. IBAN no. GB23 BARC 2067 5920 6183 57)

 Invoice (Please note that all invoices must be settled prior to the event)

Address for invoice (if different)

Postcode	 Country

  Credit card Please charge my     Visa     Mastercard     Amex Maestro/Switch – issue no:

Start date	 Expiry date	 Amount (inc VAT) £

Card No	 Validation code (last 3 digits)

Cardholder’s name	 Signature

Cardholder’s address (if different)

	 Postcode

Booking conditions: Substitutions may be made in writing at any time. However, 

we are unable to make refunds or cancel invoices for cancellations received less than 

28 days before the conference is scheduled to take place. Payment must be received 

before the event to ensure entry. Please note that for overseas delegates payment is 

required with the booking.

Data Protection: The Market Research Society processes the information provided 

by members and non-members to enable it to carry out its activities in accordance 

with its objectives and for its administrative purposes. We may use the information  

to tell you about our other products and services. 

We may also make it available to any person on request to enable them to contact you for 

any purpose other than direct marketing. If you do not wish the information to be disclosed 

in this way, please notify us in writing. The Society is occasionally approached by other 

organisations who wish to engage in direct marketing to its customers. If you do not object 

to the Society disclosing the information it holds for these purposes, please tick this box. 

I accept booking conditions (please sign)

The Market Research Society, 15 Northburgh Street, London EC1V 0JR. 

Registered in England No 518685. VAT No. GB 239 8954 04.

Booking form
How to book
* Visit www.research-live.com/events  
* Or send this form to: Kulvir Dhillon, Research Conferences, MRS, 15 Northburgh Street, London EC1V 0JR
* Or fax it to +44 (0)20 7490 0608
* Company Partners – please call +44 (0)20 7566 1853 or email kulvir.dhillon@mrs.org.uk

Where did you hear about this conference? 
 Friend/colleague	  Email	  Direct mail

 Publication – which?	  Website – which?	  Other – please specify

Delegate fee	 Until 11 September	 From 11 September
MRS Member	 £345 (£396.75 inc VAT) 	 £395 (£454.25 inc VAT)
Non-Member	 £500 (£575.00 inc VAT) 	 £550 (£632.50 inc VAT)

Financial services research, 14 October 2009, Crowne Plaza London – The City, EC4V 6DB 

Please note. Early Bird fees 
must be paid in full by 11.9.09


