
How UBA and Trustmedia built a new leading B2B medium 
in 18 months

VOICES,
NOT LOGOS



UBA Belgium supports brand builders through 
connections, knowledge sharing and continuous 
learning.

With CMO voices, UBA wanted to:

Increase awareness

Strengthen brand positioning

Make its added value tangible

Activate the B2B community

Reach new audiences across the Belgian brand 
ecosystem

The initiative also supported UBA’s evolution toward 
a broader role within the business community, 
including CEOs and CFOs.

Context & Challenge

CMO voices > AMMA Awards



UBA Belgium

Leading professional association in the Belgian brand 
and communication landscape

400+ brands

Strong ambition in knowledge sharing and 
community building

Trustmedia

Belgium’s leading B2B media sales house

A powerful multi-touchpoint media ecosystem

The right partner to produce, distribute and scale the 
platform

Together, we combined strategic ambition, sector 
credibility and media power.

The power of the partnership

CMO voices > AMMA Awards



The core insight

CMO voices > AMMA Awards

Behind strong brands are strong people.

Creative choice: CMO voices puts people, not 
brands, at the center.

This is reflected across the execution: title, guest 
selection, host selection, visual identity and creative 
assets.

The podcast shows the strategic power of marketing 
and communication through real experiences, 
convictions and lessons.

This gave the platform relevance, credibility and 
distinction in a crowded content landscape.
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A format built for Belgian B2B

CMO voices > AMMA Awards

Podcast was the natural lead channel because 
it combines depth, reach and human 
connection.

Trustmedia’s The Power of Podcast research 
confirms that fit:

42% of Belgians listen to podcasts

76% within the B2B community

Nearly 1 in 3 De Tijd and L’Echo readers is 
a heavy podcast listener

A monthly bilingual format in Dutch and 
French gave the platform national relevance 
and made it accessible across Belgium’s B2B 
landscape.
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The stars
Keep on spreading their love 
for CMO voices



A full media platform designed to 
scale

Premium monthly podcast 
production

Dedicated storytelling on 
tijd.be and lecho.be

More than a podcast

https://www.tijd.be/connect/uba/cmo-voices.html ; https://www.lecho.be/connect/uba/cmo-voices 

CMO voices > AMMA Awards

https://www.tijd.be/connect/uba/cmo-voices.html
https://www.lecho.be/connect/uba/cmo-voices


“On me dit souvent 
que je suis un vrai 
produit FMCG. Et cela 
me va parfaitement!”

CMO voices > AMMA Awards

Banners

Native positions

Newsletter

A full media platform designed to 
scale

Premium monthly podcast 
production

Dedicated storytelling on 
tijd.be and lecho.be

More than a podcast

Branding and audience 
development

First-party-data-driven 
activation and optimization
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More than a podcast

Branding and audience 
development

First-party-data-driven 
activation and optimization

Distribution through De Tijd 
and L’Echo
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More than a podcast



The B2B community became a 
communication channel.

And the followers of the podcast became a 
community.

As a result, CMO voices evolved into more 
than content:

a platform where the sector sees itself, 
follows itself and strengthens itself.

At this scale, that is a real innovation in 
Belgian B2B media.

CMO voices created a double dynamic

CMO voices > AMMA Awards



Engagement at scale

CMO voices > AMMA Awards

32 episodes produced: 16 Dutch + 16 French

40,000+ listening sessions, 8,500+ hours of engaged 
listening, 350+ days of listening time

68,000 article pageviews, 2,400+ hours of engaged 
reading, 100 days of reading time

Brand impact: +28.2pp direct brand lift; +6.7pp indirect 
brand lift; 49.5% of exposed audiences now familiar with 
UBA

Full-funnel uplift: Awareness +6.4pp; Consideration 
+7.8pp; Preference +7.6pp; Action intent +6.4pp

UBA awareness rose from 26.4% in season one to 64% in 
season two.

Reaches 40%+ of logged-in users on tijd.be and lecho.be

The platform also gained strong organic credibility, with 
spontaneous participation requests from CMOs.

18 months after launch, UBA was already 
welcoming on average one new member per week.



Why this case 
deserves an AMMA

A powerful partnership between two 
complementary leaders

A clear and distinctive idea: voices, 
not logos

A smart, scalable B2B media platform

Exceptional measurable brand and 
business impact

A credible new reference medium in 
Belgian B2B

CMO voices proves that when strategic fit, 
creative clarity and media execution come 
together, branded content can become a 

category-shaping medium.



Thank you

Trustmedia, part of Mediafin – Tour & Taxis, 
Havenlaan 86c b309 Avenue du Port, 

Brussel 1000 Bruxelles
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