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CLOSE-UP

Banking on regaining the

trust of the general public

Trustin banksisatan all-time low, so how are the moneymen using ad
campaigns torevive consumers’ faith in the sector? By Matt Williams

fter a yearin which astring of

terrible financial decisions

plunged Britain into argua-

bly the most desperate eco-
nomic crisis in living memory, it's
no wonder that “banker” has be-
come a dirty word, rather than just
sounding like one.

Inan effort torestore some sense
of security and trust in the sector,
the Government last week issued a
white paper containing a number
of proposals designed to address
consumer concerns. Reactions
were not positive. So it falls to the
banks themselves to attempt to re-
establish some confidence in the
sector - a challenge they have al-
ready tried to meet through ad
campaigns eschewing song-and-
dance extravaganzas fora more se-
rious,measured approach.

Nationwide, for instance, pro-
duced a print and poster campaign
through Leagas Delaney that car-
ried the strapline: “Solid. Stable.
Dependable. Excitingaren't we?”

And a new US ad for Barclays,
created by Venables Bell & Part-
ners, depicts the bank standing
strong and firm as all of its sur-
roundings wither away.

“People have always been suspi-
cious of what financial brands are
doing,and the recentcrisis has only
confirmed that,” Antony Elliot,the
director of FairBanking, a new
charity set up to encourage people
tomanage theirmoney better,says.
“So there's now plenty of demand
for banks to relaunch themselves
asabrand that people can trust.”

FairBanking,in conjunction with
Iris Concise (Iris’ research arm),
has just released a study that sug-
gests the best way for banks to re-
store their tattered image is to
reinvent themselves around their
customersand hand thema greater
levelof control over their money.

“This is an opportunity for
banks," Elliot says. “They can
show that they have recognised the

situation and have enforced a cul-
tural change that consumers are
demanding.”

NatWest, in particular, has al-
tered its approach to how it mar-
kets itself after the downturn.
M&C Saatchi’s latest series of ads
stars the company's Money Sense
advisors,who are supposedly there
to make a customer’s banking ex-
perience more personal.

While the strategy is undoubted-
ly asensible one, the campaignhita
major stumbling block when the
Advertising Standards Authority
launched an investigation after
consumers and financial advisors
accused the brand of not putting its
claimsinto practice.

“In light of everything that has
happened, consumers have be-
come very savvy about the ins and
outs of the financial sector,” Keith
Moor, the director of brand and
communications at Abbey,says.

“Therefore, banks have got to be
extremely careful about what they
say. They just cannot be proven
wrong atatime like this.”

Like NatWest, Abbey has gone
down the marketing route that
aims to reassure consumers that
theycanbe trusted asa brand.

The company is now highlighting
its affiliation with Santander in
every piece of communication it
uses, as research, according to
Moor, has shown that consumers
feel that the partnership makesthe
brand stronger. Moor says that
in the six months that the cam-
paignshavebeenrunning,consum-
ertrustin Abbey hasrisen by about
56 percent.

The brand, like many of its coun-
terparts, has also made a very con-
scious decision to tone down the
humour in its ads. “We can’t just
show the company film; people still
need to be engaged,” Moor says.
“But banks need to take them-
selves a little more seriously at the
moment, because over the past
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year or so,life has just got that little
bit more serious.”

While the majority of brands
have taken this approach, some
have taken a different route. Ads
for Barclays, created by Bartle
Bogle Hegarty, may carry a similar
message to other banks - that it is
dedicated to helping consumers
have more control over their
money - but the execution is mark-
edlydifferent.

The light-hearted ads feature a
light and breezy voiceover from
Stephen Merchant, upbeat music
and some comicalsituations, which
include a woman using a ceramic
sheepdog to chase some uncom-
promising piggy banks.

“We recognised from day one
that it was the right thing to do to
place the power [over theirmoney]
back inthe hands of the consumer,”
Michelle McEttrick, the Barclays
accountdirectorat BBH,says.“But
we wanted to do something differ-
ent, that separated Barclays from
all the other similar ads that banks
arechurning out.

“The humorous approach gives
the brand a voice, that we think
consumers who are suffering from
recession fatigue will respond to.”

The ads certainly stand out, but
will people feel reassured by the
light and breezy glitz and glamour
that the ads provide?

“There's a real issue that con-
sumers could feel patronised by
this approach,” Chris Harris, the
managing director of Leagas Dela-
ney, says. “Banks can’t make the
mistake anymore of not realising

that they are in the services sector,

and notinthesalessector.
“Consumers have gone from
confident and affluent to scared
and out of control, so they need
their banks to be completely hon-
estand transparent with them.”
One bank that has reverted dras-
ticallyon thisissue is Halifax. Gone
are the days of Howard dancing
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“Banks have needed to realign
two agendas over the past few
months,” Richard Warren, the joint
chief executive of Delaney Lund
KnoxWarren. the agency responsi-
ble for the ads.says.

“They firstly need to reassur
consumers that theirmoney is safe
andsecondly assure them that the
will do the right thing by them. The
past 18monthshavespooked them.
and they need to be reassured tha
their bank is back in control an
keeping theirmone '

show th

ship marketing can offer. Nation-
wide has announced that during
the recession it would shun TV ad
vertising in favour of more direct
response media, such as press anc
poster work.

Harrissays:“It wasn'tnec
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a4 COnscCious
I'V ads), but in
is a real desire for banks t
to their customers more directly.
Consumers want what's relevant
to them at the moment, and they
can be targeted more
through other types of media.”
UK banks certainly cannot ig
nore what has happened over th
past 18 months, and as the sect
slowlyregainssome sort of normal-
ity, they still need to prove to the
public that they have learnt from
the situation and will not allow the
same mistakes to happen again
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