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An investment trust board meeting covering marketing or secondary market liquidity can prompt complex
questions as to objectives, measurement and what success is meant to look like.

At the top of the governance tree are traditional indicators
of performance, NAV returns, top decile aspirations and an
unsettled hope that institutional and wealth management
ownership will carry the day for structural stability and the
longer-term. Most boards nowadays are cognizant that
beyond performance, which is invariably cyclical, ownership
and buying and selling trends are not directly correlated.

Open-ended funds, in some regards, operate in a simpler
operating model. Their structure allows larger blocs of
demand or divestment to be adjusted daily to accommodate
capacity. Investment trusts, unless very large, can struggle
to meet the different volumes and types of investor on

the register. Corporate brokers typically engage with the
largest investors; with the loss of market-making functions
of old, other mechanisms are needed to engage investors
through retail sales platforms (RSPs). Routes to market are
complicated and employ different disciplines, from in-house

investor relations, sales and marketing departments, to client
directors and exist in a dualistic regulatory operating model,
that can alternate between listing rules at one end and the
conduct rules of financial promotion at the other. Many boards
still find such constraints to the manager an enigma.

With “marketing” top of AIC Conference agendas and
increasingly eating up time at board meetings, boards can be
frustrated by what they read. Marketing reporting can include
obscure digital metrics (click through rates, impressions) and
sheets of press cuttings.

So either the Chairman or the designated marketing expert
on the board is tasked to query the manager for Key
Performance Indicators (KPIs). Boards meet quarterly

in the main and have busy agendas, so these KPIs matter
hugely as a way of establishing marketing expectations and
monitoring performance.



Having worked on over 200 boards on such KPls, every board

sees their template often differently and many results are

activity-related, counting meetings, press coverage and visitor
levels. Yet responsibilities are like an orchestra, some are for
PR, some for the brokers, some for sales, some for advisers

and as a result can lose integration of findings and focus.

Activities can become dissociated with target outcomes,

the destination, which we see as the critical measure: what is

good health?

the balance of buyers and sellers on a rolling annual basis in

So the activity reporting needs to feed into the desired

outcomes. With clear KPlIs, it is possible to connect or at least
correlate which activities have meaning and significance,
competitively (rarely included in traditional reports), as opposed

to yet more weeds.
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KPI dashboard: Warhorse investment trust marketing and outcomes checklist
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