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The trusted source of information on Banking 
since 1926.

The Banker has navigated its way through 85 
years of banking coverage from the Wall Street 
Crash of 1929 to the financial crisis of 2008 
with the same reputation for accuracy, 
authority and integrity. Read in more than 100 
countries around the world, The Banker strives 
to stimulate and inform, offering an 
unparalleled outlook with a wide range of news, 
features, analysis and interviews. Month by 
month it provides in-depth coverage of all the 
key issues facing the  financial sector.    

The Banker has unique access to the most 
influential decision makers in the financial 
world. With informed opinion, a platform for 
thought-leaders, big name interviews and a 
unique banking industry database, it provides 
one of the most comprehensive and respected 
voices in the financial media. The Banker 
delivers unique insights and analysis to the 
world’s leading CEOs, CFOs, CIOs, Corporate 
Treasurers and Central Bank Governors. 



Editorial profilE

The Banker is read by the world’s finance  community. Its news and analysis, informed 
opinion, big name interviews and industry data make it one of the most comprehensive and 
respected voices in the financial media. The Banker is essential reading for CEOs, CFOs, 
corporate treasurers and central bank governors.

mUSt rEad ContEnt inClUdES:

n  Bracken:  a think-tank in which senior financial 
sector participants offer a fresh perspective on how 
to improve the global financial system 

n  VIeWPOInT: a platform for industry leaders to 
share their inside views

n �regIOnal�rOunduP:�in-depth country and 
regional coverage show that The Banker is a truly 
global magazine that is committed to your region

n  caPITal�MarkeTs: insight and analysis of 
financial market trends and developments. 
Interviews with decision-takers, dealmakers and the 
world’s key issuers

n  enVIrOnMenT�and�resOurces: key 
developments in infrastructure and project finance, 
commodity and energy finance, and in climate 
change and sustainability-related issues 

n  Balance�sheeT: unrivalled coverage of the 
critical themes in the current environment, 
including asset and liability management, capital 
adequacy, debt restructuring, securitisation and 
structured finance

n  IslaMIc�FInance: continues to grow. Its 
alternative financing structures and approach to 
risk management have a lot to offer in the ongoing 
debate about financial markets. The Banker’s new, 
dedicated section will chart the trends in this 
rapidly maturing and innovative sector 

n  reTaIl�&�PrIVaTe�BankIng: an in-depth look at 
the technology, services and investment 
opportunities in the retail and high-net-worth 
sectors  

n  TechnOlOgY: we examine the key technologies 
that shape and support your business. Each month, 
CIOs reveal how they are using technology to 
increase efficiency, manage risk and drive their 
businesses forward
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WE ARE PLACING OUR

CONFIDENCE IN THE BANKING

COMMUNITY FOR THE

DELIVERY OF SEPA

Charlie McCreevy, European commis-

sioner for the internal market, p41
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THIS YEAR The Banker has revamped its
Investment Banking Awards to focus on
innovations – whether in products, struc-
tures or strategies.

Size of deal and league table position
have always provided a limited guide to the
true prowess of an investment bank. League
table position can be bought and large deals
do not necessarily mean effective or well-
executed deals. The Banker has always tried
to temper the claims of the biggest and best
with the more laudable qualities of client
service and innovation.

Now we have decided to follow through
and concentrate only on innovation as our
principle benchmark for the awards. And
since innovation is not the preserve of the
bulge bracket this means that all investment
banks – as well as banks with investment
banking divisions – can compete equally.

In a year when investment banking has
suffered more than celebrated, the chal-
lenge for our judges lay in distinguishing a
genuine innovation from a rebranding or
marketing spin. But as always our judging

panel was composed of experienced indus-
try professionals with an eye for the true
trailblazer.

Innovation is at the core of investment
banking and keeps the industry powering
ahead. There is no question that, in the cur-
rent cycle, it resulted in damaging excesses.
But even as the industry restructures in the
wake of events over the past year, innovation
will still be a prized asset that reveals itself
in many shapes and forms. Given the cir-
cumstances, our judges placed greater store
by innovations that brought transparency,
clarity and stability to markets, provided
genuine cost savings and risk management
solutions for clients, and offered appropri-
ate and value-creating products for
investors. Evidence that the innovation is
already transforming the relevant market
also carried extra weight. 

The next couple of years will not be easy
for banks; the world will be a much more
risk-averse place and market participants
will be wary of anything that looks over-
engineered – an attitude echoed by our
judges this year. But banks and bankers
have shown that they can rebuild and rein-
vent – even in the most difficult circum-
stances. By focusing on innovation, we
believe The Banker’s Investment Banking
Awards will provide a suitable showcase for
the ground-breaking achievements that can
help put the sector on the road to
recovery. TB

The Banker Investment
Banking Awards 2008

J Mawuli Ababio is managing
director of the African Venture
Capital Association (AVCA) and
is based in Johannesburg,
South Africa. Born in Ghana,
he has more than 20 years’
experience in the African
financial sector, including work
with the African Development
Bank, PricewaterhouseCoopers
and Intercontinental Bank of
Nigeria.

Philip Alexander is the
finance editor of The Banker.

Silvia Fazio is a partner and
head of international-legal at
Collyer Bristow, specialising in
cross-border investments,
international banking and

financial transactions, and tax
planning. Based in the UK and
with more than 15 years’
experience as a solicitor, she 
is also qualified to practice in
Brazil, Italy and Portugal.

Kenneth Ge is general
manager and CEO of Bank of
China’s London branch, and
director of Bank of China
International (UK). He has
worked for the bank in various
countries since 1993. He has
been the director of the
Association of Foreign Banks
since 2004, and is a member
of the EU Advisory Group.

Stephen Kingsley is a
director at global expert

testimony and analysis firm
LECG, where he specialises 
in risk management and
regulation. He has more than
30 years’ experience in the
financial sector, previously
working as the head of UK
financial services at
technology consultancy
Bearing Point.

Dawid Konotey-Ahulu
co-founded pensions and
insurance investment
advisory firm Redington
Partners in London in 2003.
He was previously the head of
Merrill Lynch’s insurance and
pensions solutions group for
the EMEA region, where he
implemented the first

liability-driven investment
hedge for a FTSE-100
company pension scheme.

Geraldine Lambe is the
investment banking and
capital markets editor of 
The Banker.

Francis Leung is senior
advisor to CVC Capital
Partners. He previously worked
for almost three decades in
investment banking in Hong
Kong, most recently as
chairman of Asia for Citigroup
Global Markets, and was a co-
founder of the Peregrine Group
in 1988, becoming CEO of BNP
Paribas Peregrine after a
merger in 1998.

Zia Mody is a senior partner of
law firm AZB, which has offices
in Mumbai, Delhi and Bangalore
in India. She has almost three
decades of experience working
in the US and India, where she
has practiced as a court
counsel for 15 years. She
specialises in mergers and
acquisitions, private equity,
securities law and litigation.

Graham Moyse has more
than 20 years’ experience as 
an investment bank equity
research analyst covering the
utilities and banking sectors,
most recently as a team leader
for Goldman Sachs, and
previously at Deutsche Bank
and Kleinwort Benson.

Raymond O’Neill is a
founding member of
investment and regulatory
consultancy Kinetic Partners.
He has 20 years’ experience in
the investment management
industry, including work for
Bank of Bermuda and as head
of the financial services
practice at RSM Robson
Rhodes. He advises on product
structuring, distribution and
regulation.

Roberto Paolelli is the head
of credit trading at Banca IMI,
the investment banking arm of
Intesa Sanpaolo, with
responsibilities for the bond
and derivatives operations. His
previous positions included

head of fixed income funds at
Capitalia Asset Management
and senior positions in bond
and option trading at
JPMorgan.

Silvia Pavoni is the
investment editor of 
The Banker.

Dr Mohamed Ramady is
currently visiting associate
professor in economics and
finance at King Fahd University
of Petroleum and Minerals in
Saudi Arabia, where he teaches
on subjects including banking
and Islamic finance. He has
previously held senior positions
in Europe, the Middle East and
the US with institutions

including Citi, Saudi American
Bank and Qatar International
Islamic Bank.

Osman Semerci is CEO 
and managing partner of
alternative asset manager Duet
Group. Prior to joining Duet in
April 2008, he worked for 16
years at Merrill Lynch in Europe
and Asia, most recently as
global head of the fixed
income, currencies and
commodities (FICC) group, and
as a member of the bank’s
global operating committee.

THE JUDGES

MOST INNOVATIVE BANK: 

WINNER: JPMORGAN

When Bear Sterns bankers arrived at JPMor-
gan some of them questioned whether they
could go from ‘an entrepreneurial company’ to
a more process-driven one. JPMorgan bankers
retorted that they aimed to be both entrepre-
neurial and solvent (a distressed Bear Sterns
was acquired by JPMorgan in May). 

That it is achieving this is attested to by our
judges’ choice of JPMorgan for our top invest-
ment banking award as the Most Innovative
Bank of the Year. And, as it turns out, JPMor-
gan’s emphasis on innovation may have saved
it from some of the worst excesses of the credit
crisis that befell the bank’s competitors.

“Innovation pushes finance forward and
makes new markets accessible, but over the
long term it’s only by combining innovation
and sound judgement that a firm is successful,”
says JP Morgan co-chief executive Bill Winter.

Head of global sales and member of the
investment bank’s executive committee Tony
Best adds: “The desire to innovate has taken us
away from some of the high-volume low-mar-
gin businesses that blew up during the crisis
such as collateralised debt obligations of asset-
backed securities. Our ability to come through
the crisis relatively unscathed was a combina-
tion of good decisions and also some good luck.”

Mr Best also attributes JPMorgan’s suc-
cess in innovation to the strength of its deriva-

tives business, where the focus is on finding
solutions to client problems rather than pro-
viding them with an off-the-shelf product.
“Engrained in the JPMorgan DNA is the deriv-
atives business and derivatives are not prod-
ucts, they are tools for a solution. Our bankers
have to understand a client’s problem and then
structure a solution,” he says.

A bank of JPMorgan’s size obviously has
processes and procedures to be followed – and
which seemed irksome to Bear Sterns bankers
used to a smaller firm – but, in fact, the desire to
innovate goes right to the top of the firm. The
bank likes to ensure that its off-sites for senior
staff are not just spent worrying about next
year’s numbers but in identifying and exploiting
long-term opportunities. Currently, JPMorgan
is busy staking out businesses in the areas of cli-
mate change and the longevity market. In

March the bank bought Climate Care, a pioneer
in carbon emissions reductions, with the aim of
originating carbon emission reduction projects
and trading the reduction credits so generated.
Blythe Masters, the head of commodities at
JPMorgan, is noted as a great innovator at the
bank who is driving this project ahead. 

In the same month, JPMorgan launched its
LifeMetrics Index, designed to benchmark and
trade longevity risk. With increases in longevity,
pension companies, actuaries and governments
are looking for financial products to hedge the
extra costs involved. JPMorgan plans to be a
leader in the field and is using its experience in
the development of the credit derivatives mar-
ket to speed things along. 

“Credit derivatives didn’t take off until there
were standardised indices and documentation,”
says Mr Best. “Up to that point every transaction
was bespoke. With that in mind we have made
LifeMetrics an ‘open architecture’ index that
other broker-dealers can use.”

Successful innovation involves never stand-
ing still and, while a pioneer in credit deriva-
tives, JPMorgan continues to come up with new
ideas in the sector. As a result the bank also won
awards in credit derivatives for restructuring the
entire Canadian asset-backed commercial
paper market and in bonds for a convertible
deal that overcame investors’ fears about ending
up with illiquid stock.

JPMorgan has demonstrated that innova-
tion is alive and well in banking and as essential
for bad times as for good ones. 

Tony Best,
head of
global sales,
JP Morgan

NEW THINKING
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NEW THINKING

WATER IMF WORLD BANK

D
espite knowing they face climate change,
many people remain unprepared to cut yearly
air-mileages, car trips or the number of
energy-inefficient gadgets they possess. Even

fewer of us would reduce the amount of time spent under
the shower.

Water scarcity has been on scientists’ minds and
humanitarian organisations’ agendas for some time, but
it seems that despite some daunting figures, the alarm
bells are just not loud enough.

According to data collected by Citigroup, precipita-
tion patterns are changing locations and are becoming
heavier, briefer and less frequent. Australia’s rainfall
trend is switching from west to east. Drought is increas-
ing as precipitation over land has marginally decreased
while evaporation has increased. Pollution is rising.
Water in most of China’s five major rivers is unsafe for

direct human contact and nearly two thirds of China’s
large cities are facing serious wastewater pollution.
Snow cover is decreasing and from the South American
Andes to the Asian Indus River basin, the area covered
by glaciers is shrinking.

“The picture is quite scary. There are regions like the
Mediterranean and northern Africa where all the expec-
tations, from both a climate-change point of view and an
economic and sociological point of view, head towards the
same direction, which is water stress, not within the next
100 years but within the next 15 years,” says Professor
Pavel Kabat, head of earth systems sciences and climate
studies at The Netherlands’ Wageningen University. 

SLOW PROGRESS
He points out how three years after the first discussions
at the 2003 World Water Forum in Kyoto, he attended

the 2006 meeting in Mexico ready to examine what had
been achieved. To his surprise, not much had been
done. “We had to start all over again,” he says. “Water is
a long-term issue and [should not be left] in the hands
of politicians that only look at the next election. The
water issue will have a big enough economic and finan-
cial impact in then next years [but] the cost hasn’t spi-
ralled enough in the minds of policy-makers. Water
issues should be taken out of the erratic character of the
political life.”

Even gloomier a picture is that of a water war
scenario. Almost half the world’s population lives in 263
international river basins. The Danube, Rhine, Congo,
Nile, Niger and Zambezi rivers all pass through nine or
more nations. But most of these basins have no treaties
to share the water. The two largest of these mega-
aquifers are both under threat from over-exploitation
and could become the subject of disputes. 

Although not necessarily believing that the world will
go to war for water, some think that we might witness the
phenomenon of water refugees as soon as in the next 15
years, due to droughts and glacier retreats. According to
the United Nations, about 50% of the world population
will live in water-stressed conditions in the next 15 years.

Furthermore, the very nature of water makes finding
a solution harder. Water is not fungible – unlike oil or
other natural resources: it is not easily or economically
transportable – it costs more to transport water than oil,
the latter being heavier than the former; freshwater
availability has been altered by climate change; and,
finally, water is essential not only to human life, but also
to pretty much all human activity, including agriculture
and industry.

“You can’t pipe water across Australia, water is heavy
and relatively low cost, so transportation costs are too
expensive,” says Edward Kerschner, chief investment
strategist at Citi Global Wealth Management, “while you
pipe oil across Alaska.”

INVESTMENT OPENINGS
While these predictions may have failed to scare politicians
into serious action, the corporate and financial worlds are
taking note. Water-related problems are close enough to hit
agriculture and industry and to offer new investment

opportunities to the ones that come up with solutions. 
The worldwide consumption of water per year,

including agriculture, industrial and household con-
sumption, is 5500 cubic kilometres. Agriculture
accounts for 70% of this, followed by industry. In partic-
ular, Asia’s economic growth is adding further stress to
water resources. The region is the world’s biggest con-
sumer and its wealthier middle classes’ demand for agri-
cultural produce and meat products keeps on growing.
Compared with a vegetarian diet, a diet containing 20%
meat doubles water consumption. 

As an example: a single orange needs 53 litres of
water to grow; 200 litres are required to make 1 kilo-
grammes of steel; 1500 litres to produce a kilogram of
grain and 16,000 litres for every kilogram of beef. And
yet water footprint is not a priority for policy-makers nor
is it being widely discussed.

Furthermore, water is essential for energy produc-
tion. A nuclear plant needs 3700 litres of water per
megawatt hour (MWh). Coal and gas are not far behind,
with 3400 litres per MWh and 2700 litres per MWh,
respectively. On the ‘green’ side, photovoltaic and wind
energy require little or no water, while US corn ethanol
production requires some 18 litres of water for every 4.5
litres of product – between three and four times more
water than conventional crude refining.

To make matters worse, the percentage of water lost
through pipe networks or simple inefficiency is even
more distressing. In a city such as London, where the
water pipeline network dates back to the 19th century,
almost 50% of water is lost in leaks before it reaches con-
sumers. Furthermore, only 5% of supplied water is actu-
ally used – whether for household or industrial
consumption - while the remaining 95% is literally
poured down the drain and not necessarily reclaimed.

Non-governmental organisations’ pressure on com-
panies such as Coca-Cola, Nestlé and Danone has helped
spurring corporates into action (see Viewpoint, page 10).
In developed countries, there has been a movement to
discourage consumers from drinking bottled water,
which has a high carbon foot print. Former London
mayor Ken Livingstone launched a ‘London on Tap’ blitz
earlier this year, urging consumers not to be embarrassed
about asking for tap water in restaurants, as some
imported brands travel from as far as New Zealand. In
June, the New York City Council announced that, like
other government agencies, it will stop buying bottled
water for its offices.

THE BUSINESS OF WATER
In response to such headline-grabbing announcements,
Nestlé Waters, a unit of Nestlé that sells brands Perrier,
Poland Spring and other spring waters, has communi-
cated to the public a reduction in its package weight and
instituted energy efficiencies and land conservation
projects. Coca-Cola, which makes Dasani purified water,
has increased recycling and water efficiency, reduced the
weight of plastic bottles and is working with the World
Wildlife Fund on projects to conserve seven freshwater
river basins.

In good corporate fashion, others are transform-

In true corporate fashion, many private companies are transforming the global water scarcity threat 
into an opportunity introducing new technology and financial products. WRITER Silvia Pavoni

OPTIONS FOR A
THIRSTY WORLD

Resource management

� Others (29%)
� Spain (18%)
� US (13%)
� UAE (9%)
� Saudi Arabia (8%)
� Australia (7%)
� China (6%)
� Libya (5%)
� India (5%)

%

Source: Global Water Intelligence

� Saudi Arabia 
 29.8 (30.5)
� United Arab Emirates 
 21.1 (21.7)
� Kuwait 9.5 (9.0)
� Bahrain 8.8 (8.2)

%

Source: Comp XYZ

%

Source: Comp XYZ

� ESG risk exposure 30%
� ESG due diligence 30%
� Strategic profit opportunities 15%
� Stakeholder capital 15%
� Human capital 10%

Current desalination projects by 
country as % of global total 

      



n  reg�rage:�How will the next piece of regulation affect you?

n  annual�TOP�1000�WOrld�Bank�rankIngs
The Annual Top 1000 World Bank Rankings is published in the July edition of  
The Banker. It ranks the world’s banks by Tier 1 capital globally, as well as by 
individual country, and is internationally recognised as the definitive guide to 
the soundness, strength and profitability of banks.

The Top 1000 World Banks survey is the global benchmark for bank analysis  
and rankings, and should be considered essential to any international  
advertising campaign.

As it is the industry’s most widely used index of global banking, its 
comprehensive listings and in-depth analysis ensures that the July edition of  
The Banker has a life span of at least 12 months. Our readers use the July  
issue as an up-to-date reference source that provides detailed and relevant 
information on the world’s banks.

A presence in this issue means that your message will be repeatedly seen by 
readers over the following 12 months.

thE BankEr mUltimEdia approaCh

In today’s world there is a growing need for a multimedia approach that can 
deliver pertinent insight and analysis on the issues that are affecting the global 
financial community, in a way that fulfills their needs. The Banker has launched 
an exclusive and innovative media platform that combines the best elements of 
the print and on-line channels.
 
Through a series of roundtables (The Banker Leadership Series) or one-to-one 
interviews (The Banker Masterclass) filmed exclusively for thebanker.com, we 
reach an audience of nearly 100,000 unique users monthly. The Banker’s 
multimedia approach therefore offers you an ideal platform to showcase your 
brand in association with a leading FT brand. The format allows you to adjust 
your participation to perfectly meet your digital, thought leadership and brand 
perception requirements.
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SOVEREIGNS
OTHER

*CORPORATIONS 
FINANCIAL INSTITUTIONS & 
INSTITUTIONAL INVESTORS 

55%
38%
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55%

The Banker has an ABC audited circulation of more than 28,771 and is read by  
senior level decision makers in financial institutions, corporations, investment 
management firms and central banks in more than 100 countries. With an 
average of three readers per copy, The Banker reaches an audience of more 
than 90,000 of the world’s most influential finance professionals.

The Banker is read widely in banks, financial institutions, multilateral 
corporations, central banks and finance ministries around the world. The 
category described as ‘other’ includes newsstand sales and subscribers  
as well as lawyers, consultancies and governing bodies.

 cIrculaTIOn�BY�OrganIsaTIOn

 geOgraPhIcal�dIsTrIBuTIOn

 cIrculaTIOn�BY�JOB�TITle

A truly global readership, The Banker is read in over 90 countries around the world

*In 2007, The Banker has CFOs and Treasurers at over 1,400 of the fastest growing corporations in the emerging 
markets as registered readers.

Europe - 50,572
Americas - 22,595

Australasia/Asia - 9,222
Africa & Middle east - 7,924

Total�90,313



an indUStrY lEadEr, aS SEEn BY GCmS

GCMS is the only independent media benchmarking study available in the capital 
markets industry and provides insight into what Media is used by the world’s leading 
decision makers in finance including 10,000 c suite executives. The most recent 
survey was concluded in May 2009. The Survey is conducted independently every 
three years by Think Media.

  TOTal�MOnThlIes�all�resPOndenTs
corporates, banks and financial institutions

 TOTal�MOnThlIes,�Banks�and�
FInancIal�InsTITuTIOns�glOBallY

 eMea,�all�TITles,�all�resPOndenTs
corporates, banks and financial institutions
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   awardS
The Banker seeks actively to promote 
innovation and best practice through its 
industry awards. Sponsorship opportunities are 
available at each of these high profile events:

Bank�OF�The�Year�aWards:  The Bank of  
the Year Awards is the most respected in the 
community. Winning provides extra media 
visibility for each institution throughout the  
year. Applications are sent out in June.

deals�OF�The�Year:� Selecting 10 winning 
deals in each of the five regions, judges 
examine hundreds of applications. They use a 
wide range of criteria in selecting the winning 
deals with an emphasis on the degree to which 
client objectives were met. The deal’s 
execution, appropriateness to the market, its 
pricing performance are also key metrics.

InVesTMenT�BankIng�aWards:�  
The Banker’s Investment Banking Awards are 
unique in the industry. An independent panel of 
expert judges - in conjunction with the editor, 
capital markets and investment banking editor, 
and finance editor - assesses each submission 
in detail. Partisan positions are not allowed and 
each decision has to be justified. No other 
magazine in the sector goes to such lengths to 
make its judging process so fair, independent 
and transparent.
 
TechnOlOgY�rankIngs:��
Each year The Banker celebrates the 
achievements of the financial services 
technology industry. In 2009, we introduced a 
brand new rankings programme, designed to 
recognise excellence across a range of 
technology areas, including global presence, 
service levels and innovation.

The Banker is a comprehensive marketing solution that allows you to target 
high-flying and hard-to-reach finance professionals with maximum impact.

promotional opportUnitiES

 SpECial proJECtS 
In response to the growing need for easily 
accessible and digestible information by 
senior decision makers and their clients, The 
Banker has designed bespoke media solutions 
for all platforms:

FInancIal��
InTellIgence�guIdes: 
Published regularly, they 
cover a wide range of topics, 
and provide  
clients with a powerful and  
relevant editorial forum in 
which to highlight their 
expertise in a particular 
area. As co-publishers, 

clients contribute 2 or 4 page chapters, which 
allows for a different perspective and way of 
conveying their marketing message in a subtle 
and sophisticated environment.

suPPleMenTs:� Supplements can be either 
bound-in or presented separately. 
Incorporating objective, in-depth analysis, they 
provide the ideal tailored marketing tool to 
promote your company. 

Alternative formats are available and 
depending on the content you can either 
exclusively sponsor the supplement or 
participate as one of a number of sponsors.

For further information please contact one of 
the sales team.

  rESEarCh
Each year The Banker’s research team collects 
and manages data from the world’s top 4000 
banks analysing their capital structure and 
performance. Thus, we are able to research 
specific queries which can be industry specific 
or global, regional or local in nature. 

The Banker’s research team guarantees 
unbiased answers and representative samples 
from financial professionals around the world. 
Their experience and The Banker’s editors 
guarantee a professional and thorough inquiry.

Please contact a member of the sales team 
with any queries. 

  CorporatE StatEmEntS
The Banker also publishes corporate 
statements. Published alongside particular 
features, these statements offer an ideal 
platform to communicate your expertise  
and to elaborate on products and services  
that reinforce your company’s profile in the 
market place.

Statements are available in 1 to 8 page 
formats. They can include: company logos, 
photos of the CEO, charts and contact details.

An in-house production team is available to 
assist in the layout of statements. Please ask 
about this when booking your position with the 
sales team.



   thEBankEr.Com
Completely redesigned and with many  
new features The Banker.com is the online 
resource for finance professionals. New, web-
based content is added regularly, while all our 
content is available in full and the archived 
section dates back to 1999. This means our 
visitors have free access to the full range of our 
independent, in-depth editorial. 
The Banker.com is unique. It is the only place 
on the internet where visitors can find 
comprehensive analysis of a region, a bank, or 
a technology. The website is growing very 
quickly and we currently deliver more than 
180,000 page impressions per month to nearly 
100,000 unique visitors 

The website itself has been optimized for 
performance and can be viewed from any 
device – ensuring that your campaign is 
displayed properly.

YoUr tarGEt aUdiEnCE
All campaigns can be geographically  
targeted which allow our clients to concentrate 
their marketing efforts. Our in-house traffic 
manager oversees each campaign and ensures 
that advertisements are being displayed at the 
time and date where they prove to be most 
effective.

onlinE opportUnitiES
advertising – Drive traffic to your websites 
and brand your company along with the most 
respected financial editorial whether online or 
offline. The available formats are;
• Banners
• Skyscrapers
• In-article-advertisements

sponsorships – We offer sponsorship of 
sections, emails, positions on the site or with 
specified key words. We also use our website to 
host webcasts and virtual roundtables. 

Sponsorships can be tailored to your particular 
needs. We are in a period of 
rapid expansion of the 
website – don’t hesitate to 
contact us for more 
information or ideas. 
Please contact a member 
of the advertising team 
for more details. 

intEraCtiVE mUlti-mEdia prodUCtS

   lEadErShip SEriES
A closed door roundtable debate hosted at the 
FT headquarters, involving a maximum of 7 key 
opinion formers and industry leaders invited to 
participate in a discussion on a specific subject.  
A clear agenda will be outlined beforehand so 
as to allow the debate to be edited into 
individual topic chapters.

The discussion will be filmed by a professional 
team of producers.  After recording, the debate 
is edited down to a 45 minute product that is 
then divided into individual five or six minute 
chapters which enable viewers to easily and 
quickly access the information they need. The 
subsequent print issue of The Banker carries 
an independent write-up of the roundtable, with 
the article also available on thebanker.com

 maStErClaSS
As an industry leader your firm will be 
interviewed by The Banker on a subject relating 
to the challenges and opportunities facing your 
particular business. A clear agenda will be 
outlined beforehand so as to allow for easy 
editing into individual topic chapters post 
recording.

The interview will be filmed by a professional 
team of producers. The interview will be edited 
down to a 30 minute product which is then 
divided into individual 6 minute chapters to 
allow viewers easy access to the information 
they need. The subsequent print issue of The 
Banker will carry an independent write-up of 
the interview with the article will also be 
available on thebanker.com 
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