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The Challenge
ING’s financial services communication had historically focused on high interest savings accounts. It had successfully 
delivered its message using its longtime spokesperson Dutch actor Frederik de Groot. He was well recognized and the ads 
had worked to provide the initial lift to the brand. Now with a new agency, John St., and a mandate to highlight its growth 
into a full portfolio of products (including RSPs, GICs, index-based mutual funds, mortgages and a home equity line of 
credit) a new initiative was required. 

The Objective
To create a new ad campaign that built on the strength of the brand while highlighting its evolution into new areas. To do 
this, the brand would move on from de Groot, highlight a new tag line (“Forward banking” replacing “Save your money”) 
while maintaining its connection with its powerful orange colour which is a key element of its branding. 
   
The Plan
The goal was to break-through from the mundane and really stand out. Consumers needed to be presented with the new 
positioning in strong ‘can’t miss’ way.

Newspapers can deliver an affluent, educated audience that is open to information such as a better ways of doing things – 
particularly when it comes to managing their money. In addition, newspapers allow for long copy (to explain the changes), 
colour (i.e. orange) and impactful message delivery. To showcase the new branding, a one-day domination was undertaken 
using an impressive 4-page wrap of the front section of newspapers (covering the front, page 2, the inside back cover and 
the back cover). A similar take-over occurred on newspaper sites combined with a follow up TV campaign one month later.

The Creative
The creative used charming messaging, that fit the medium, to ensure it was noted by readers. A visual hallmark of “old 
banking”, pens attached to teller counters, was blown up. Key points about ING’s game changing philosophies were 
provided as well as an attractive offer of $50 to change banks. 
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The Results
Totum Research undertook a study to determine the impact of the newspaper advertising. It found that ING’s newspaper 
ads were very effective especially for approximately half of readers that were so interested in the message that they read 
more pages of it. 

The newspaper ads helped reinforce ING’s positioning with Canadians. This chart shows that the belief that ING has 
modern ideas about banking grew even more significantly with increased readership of the ad pages.
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One of the key enticements, to ensure that readers would take action, is the offer of $50 to begin doing business with ING. 
This message is effectively delivered through the newspaper communication.
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Finally, and most importantly, exposure to the newspaper advertising increased the likelihood of opening a new chequing 
or savings account with ING by 34%! 
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This newspaper campaign was both breakthrough and compelling. And the initiative worked –  
with consideration of opening an account jumping dramatically! 
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