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trust via simplicity
Closely aligned to rebuilding trust through transparency and openness is the trend and 
requirement for financial services brands to simplify their brands for consumers and 
enable a greater sense of control between consumers and their bank.

Datamonitor research from 2009 and 2010 showed that 50% of consumers do not know 
whether to invest, or which products to now choose when making investment decisions. 
A high majority of consumers (70%) claim they wish to manage their finances in more 
detail ongoing and 40% are paying much more attention to banking information. Finally, 
the research showed the most frequent consumer request was for simple, factual infor-
mation. On average 43% wanted increased information to drive a feeling of control over 
their finances, as long as it was simple.

This creates communication opportunities for financial service brands with online being 
a key driver to capitalise on this need for simple financial information provision. 

Communication and media strategies for financial service brands can benefit from this 
trend by providing information across paid, earned and owned media spaces which:

1. Is simple and clear.

2. Enables multiple touch points for customers and prospective  
 customers to source information and clarify questions.

3. Transparently works within social spaces to answer questions  
 and provide information.

4. Develops tools to facilitate answers to questions across key  
 consumer touch points.

TBanc’s central idea and consumer proposition is about simplicity in choice 
and information promoted through its slogan “Everything Simpler”. With the 
backing of Bci Corporation, TBanc offers banking 24 hours a day 7 days a week 
from where you need it. Differentiating themselves from traditional banks, 
instead of branches they offer full-service banking online made simple. 

Consumer trends: retail banking
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Trust via feeling small again
One final trend which may provide a communication opportunity for financial services 
brands is the sentiment of “Too big to fail”. This term was used extensively throughout 
the financial crisis to designate the reality of needing to maintain liquidity within the 
banking sector, and support it to ensure banks did not fail as the larger economic and 
social ramifications would be catastrophic. This sentiment has largely not been received 
well by the general public, viewing that banks who acted flagrantly were ‘forgiven’ and 
recapitalised at the tax payer’s expense. 

The communication opportunity this creates is one of making LARGE banks, feel small 
again. It is easier for banks with a smaller feel to have a human face and get closer to the 
consumer, again, building trust. This is especially important in LATAM, where there is an 
extensive contrast between domestic and international banks, and where locals have put 
out a strong battle.

Clearly this is a difficult communication strategy to undertake. 

The reality of authentically communicating this positioning is fraught with issues as it 
calls for a more thorough examination of a bank´s strategy, process, people and tech-
nology approaches for it to be genuine. 

Merely communicating a ‘small bank feel’ without actually delivering could be poten-
tially more harmful than beneficial.

Datamonitor does see this is a key trend in 2010 and beyond however. “The successful 
banks of 2010 will be those that effectively remove the stain of ‘too big to fail’ from their 
brand image and re-engage the jaded customer. This is easier for smaller, local banks 
that can more effectively convey a human face to the consumer.”

These views are also being seen within the sector. Peregrine Banbury, former boss of 
Coutts Private Bank stating, “After the financial collapse, people want to know that banks 
are really, really boring again – but trustworthy. They also want to see a bank manager 
again, get advice and all those basic things which are sadly lacking in banks today.”

Consumer trends: retail banking
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Financial Management  
via Social Spaces Online
With online social networks increasingly outgrowing physical networks, the role of 
earned, or media via social spaces will become increasingly important for financial serv-
ices in LATAM. Across all sectors, this is being driven by two major factors:

1. More People with online Access:

• +23% Internet Access at home growth ’09-‘10

• Highest expected worldwide CAGR at +15.4%, peaking in Mexico at +29.37%

2. More social tools being developed to facilitate sharing in Spanish and Portuguese. 
With increased access and demand, brands have had to adjust to meet consumer 
preferences. In LATAM, over 93% of the population prefer and demand content to be 
in their local languages; Spanish and Portuguese, forcing the availability of tools for 
sharing in these languages.

At the same time as trust in financial services is tenuous, connection to peers has never 
been so easy. Social Media has exploded in LATAM, gaining 88% of online users. In 2011 
(and beyond) consumers will use the experiences of their peers in order to evaluate their 
spending and saving decisions which will increasingly flow into their broader financial 
decisions. 

We agree with a Datamonitor observation that as consumers are already using social 
media for their financial needs, they will increasingly find (or build) their own tools to 
meet these requirements if they are not offered by the financial services industry. While 
these trends are more obvious in the US, UK and advanced European markets, LATAM 
is not far behind.

Growth in peer driven financial communities abounds and will increase with venture 
capital chasing investment in this area, only fuelling continued growth. These spaces 
are actively being sought after by more forward thinking financial brands who are either 
partnering with existing financial communities or building their own. 

Globally, we see this trend becoming a reality. For instance Bundle.com, a collabora-
tion between Citi, Microsoft and Morningstar, enables people to plan, manage and 

Consumer trends: retail banking

HSBC has this idea at the core 
of its communication worldwide 
and in Latin America.
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make decisions on all aspects of their finances through leveraging financial tools, expert 
information and aggregating the financial decisions of it’s many thousands of users. 
On a simpler level, BBVA Compass in the US recently became the depository bank for 
smartypig.com users, a community to assist people in planning and achieving individual 
savings goals.

In LATAM, we are beginning to see these social spaces form and expect to see more arise. 
Unience is a social investment community that allows members access to each other, and 
most importantly to each other knowledge. Additionally, it provides for advice, price 
quotes and a one-stop site where members can link the sites of the institutions where 
they hold investments, all under the community setting.

The power of this trend, and the importance of it for financial service brands, is undeni-
able. As people, in general, are using their digital tribes as key sources of information 
(tribes which they often trust more than brands) financial services companies must effec-
tively plan these earned spaces into their communication strategies.

“The next stage of the web won’t have destinations, it will 
be a distributed network of content and people that will get 
reassembled depending on context and relationships. The 
increase in people interactions on the web will mean that 
building and managing communities will be important for 
responding to customer suggestions, queries, and complaints. 
Communities will need to be embedded in consumer 
experiences and not built at a new destination.” 
Paul Adams, Lead User Experience Researcher, Google, July 2010

Bundle is a collaboration between Citi, Microsoft and Morningstar.
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BBVA Compass recently became the depository bank for smartypig users.

Unience has several partners involved in its creation including Reuters and Morningstar.

Consumer trends: retail banking
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The last five years has seen, in some LATAM countries, triple diget growth in internet 
penetration. While internet penetration rates are typically lower than developed econo-
mies, given the large size of many LATAM countries and the propensity for higher socio 
economic classes to be connected first, the market opportunity in real and dollar terms 
is significant. 

Given this, it is no surprise that online media spend across LATAM is forecast to grow 
from $1.7 billion USD in 2009 to $4.2 billion USD in 2014 (eMarketer, 2010).

Across the markets and brands investigated, 
there was broad digital activity amongst 
retail financial services brands. Most activity 
is centered in display and search, with some 
limited examples of mobile, social media and 
other digital media related activities. 

All brands have definite scope to increase 
spending in digital media to maintain 
competitiveness and SOV. Given the generally 
low levels of digital spend across LATAM in 
the sector, there is also an opportunity to take 
a competitive lead. 

We see the most relevant digital media in 
relation to financial services and retail banking 
in LATAM being: Display, Onlive Video,  
SEM, SEO, Social Media, Affiliation and 
Performance, eCRM and Mobile. 

media overview 6

Note: includes banner ads, search, rich media, video, classified sponsorships, lead generation and email. 
Excludes mobile ad spending. Source: eMarketer, June 2010

	      2009	 2010	 2011	 2012	 2013	 2014

Spend	      $1.7	 $2.0	 $2.5	 $3.1	 $3.6	 $4.2

% change	     13.3%	 23.1%	 21.2%	 24.6%	 16.2%	 16.2%

Key Publisher Sites Finance (LATAM)

• MSN Money

• Yahoo! Finance

• CNNExpansion

• Administradores.com (BR)

• REUTERS

• El Economista 

• El Financiero

• Forbes Property

• AmbitoWeb

LATAM Online Advertsing Spending Metrics 2009-2014. Billions USD and % change

Source: Havas Digital, 2010
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driving digital media success in retail banking
With growing online maturity across LATAM, there is clear growth in the effectiveness of 
using digital channels to drive influence within retail banking. Havas CONNECT® analysis 
across key LATAM markets has shown that digital channels are high drivers of influence for 
consumer choice in retail banking.

Unsurprisingly personal and expert recommendation are also highly influential drivers in 
brand choice within the sector. Equally as important are brand websites and online expert 
opinion. Given this, any retail banking digital strategy should closely look at search, display 
and content strategies within their media mix to ensure they fall within the consideration 
set of a prospective customer’s search.

Regional analysis of three key markets (Argentina, Chile and Mexico) shows that even 
though there is increasing importance of digital within the sector, there is significant 
underinvestment in this channel by all players. On average, for the companies analysed, 
there was on average only 4% spend dedicated to online.  This presents opportunities 
for brands to take a leadership position to drive increased awareness, consideration, 
customers and loyalty.

Media overview

TV	 33%	

Pay TV	 2%

Press	 35%

Magazines	 3%	

Outdoor	 23%	

Internet	 4%	

	 Average

Average level of spend by channel for Banking Brands in selected  
LATAM Markets (Q1, Q2 Argentina, Mexico and Chile, 2009)

Source: IBOPE, IAB y Havas Digital estimations

Brand website	 71%	 74%	 71%	 70%

Friends and Family	 69%	 NA	 74%	 68%

Financial Expert Website	 68%	 74%	 71%	 67%

Expert Reccommendation	 NA	 71%	 NA	 68%

	 Argentina	C hile	C olombia	 Mexico

Most influential channels for retail banking brand choice in LATAM (selected countries)

Source: Havas Digital, 2010

Maximising efficiencies in digital takes a considered approach. Each channel needs to 
work together over time to build increasing efficiencies and results. Pan-Regional media 
can clearly play an important role in helping to drive these efficiencies for retail banking 
brands. Properly understanding each channel and its role is crucial. 
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strategic use of digital media in retail banking
Given the increasing maturity, penetration and role that digital channels are playing for 
consumers in LATAM it is crucial that brands within this space look at an integrated and 
ongoing digital media strategy across all major channels.

While display and search are establishing themselves as the cornerstones of any digital 
strategy, effectively integrating affiliate, social, mobile and email are recommended to 
drive awareness, consideration (lead generation), trial and loyalty.

Continuity messaging with increased weighting on specific campaigns 
should form the basis of digital media thinking for brands in this sector.

Strategic Approach and Objectives

Maintain presence with continuity based campaigns. Flight with specific 
campaigns to support awareness and optimise CTR. Ensure coverage is 
between 50-60% (effective rate for sector). Utilise retargeting technologies 
to drive effectiveness.

Test and learn with rich media. Experiment and optimise VDO based 
campaigns. Focus on specific banking retail product areas and allocate 
budgets accordingly. Optimise over medium to long term.

Focus on continuity campaigns. Optimise affiliates based on CPL. Decrease 
CPL over time.

Develop owned social media spaces and encourage followers. Develop 
engaging content and share to drive earned media. Learn through buzz 
monitoring.

Experiment with mobile display for awareness and performance. Develop 
tactical and long term mobile properties to build awareness and loyalty.

Use third party lists for acquisition. Optimise based on CPL. Use own lists to 
drive up sell, cross sell and member get member programs.

Digital Channel

Display	

Search	  
 

Affiliate 

Social Media

 
 
Mobile

 
Email

Media overview

Digital channel approach across purchase funnel

DISPLAY (CPM, CPC, 
CPA, awareness, VDO)

Differentiate TrafficPreference Registrants Ongoing loyalty

AWARENESS ATTITITUE LOYALTYTRIAL / EXPERIENCE

SEARCH (SEO, SEM)

AFFILIATE

SOCIAL MEDIA

MOBILE

EMAIL (3rd party and own)
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In a LATAM retail banking environment where trust needs to be built and communica-
tion advantage maintained as competitive forces intensifies, the role that digital plays 
cannot be underestimated.

Initially simple digital communication optimisation through continuity campaigns 
focusing on search and display are a clear first step to achieve this. Once overall sophisti-
cation and efficiencies in these channels are achieved, where we see a clear opportunity 
in Pan-Regional media, more advance digital communication activity can take place to 
deepen the consumer experience with the brand and drive loyalty.

Growing penetration of the internet in LATAM and growing complexity in the behaviours 
of retail banking consumers online bode well for brands that are willing to move most 
decisively. The benefits, are clear. 

conclusion 7
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• Globalisation Winds in Latin American Banking Industries  
(Economist Intelligence Unit, 2008)

• Global Payments 2011: Winning After the Storm  
(BCG, 2011)

• What’s Next for Global Banks  
(McKinsey Quarterly, 2010)

• The Banker  
(Various Articles)

• World Economic Outlook: Recovery, Risk and Rebalancing  
(IMF, 2010)

Resources and  
Suggested Reading   8
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We encourage you to contact us directly to discuss, in more details, any concerns you 
may have regarding this Havas Digital Insight issue. We will be happy to assist you.

· fernando.monedero@havasdigital.com

· andrea.isaac@havasmedia.com

· ricardo.reis@havasdigital.com

Or contact your Havas Digital LOCAL OFFICE:

CONTACT DETAILS

HAVAS DIGITAL ARGENTINA

address Humberto Primo 101, Capital Federal.  
C1103ACC, Ciudad Buenos Aires, Argentina.	 
Office phone +54 11 5777 7400 
fax +54 11 5777 7401

country manager Germán Abaroa 
email german.abaroa@ar.mediacontacts.com 

HAVAS DIGITAL AUSTRALIA

address 1 Level 16, Town Hall House. 
456 Kent Street, Sydney NSW 2000. 
Office phone +61 2 8094 7517  
fax +61 2 9283 9024

address 2 113 York Street South,  
Melbourne VIC 3205. 
Office phone +61 3 9693 8107 
fax +61 3 9690 5706

country manager Nick Behr 
email nick.behr@au.mediacontacts.com

HAVAS DIGITAL belgium

address Rue Maurice Charlent, 53. 
1160 Auderghem, Belgium. 
Office phone +32 2 349 1560 
fax +32 2 349 1570

country manager Julie Tinant 
email julie.tinant@be.havasdigital.com

HAVAS DIGITAL BRAZIL

address Rua Luigi Galvani 42,  
11º Andar. Conj. 115. Brooklin 04575-020.  
São Paulo, Brazil. 
Office phone +55 11 2889 5650  
fax +55 11 5506 4753

country manager André Zimmermann 
email andre.zimmermann@havasdigital.com

HAVAS DIGITAL canada

address 473 Adelaide Street West,  
Suite 300, Toronto. Ontario, M5V1T1. 
Office phone +1 416 487 9393  
fax +1 416 480 6666 

country manager Chris Williams 
email chris.williams@ca.mediacontacts.com

9
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HAVAS DIGITAL CHINA

address 1 Room 8011-8012, 8/F,  
Novel Building No. 887, Huaihai Zhong Road.  
Shanghai, China, 200020. 
Office phone +86 21 6467 6368 
fax +86 21 6467 6369 

address 2 Room 2001, 20/F, Tower B,  
Global Trade Center No.36, Dong San  
Huan Road, Dongcheng District. 
Beijing, China, 100013. 
Office phone +86 10 5923 2702  
fax +86 10 5825 6173 

country manager Leon Lu 
email leon.lu@cn.mediacontacts.com

HAVAS DIGITAL COLOMBIA

address Carrera 7, No. 71-21, Torre A,  
Piso 12. Edificio Avenida Chile. 
Bogotá, D.C. Colombia.	  
Office phone +57 1 325 8341  
fax +57 1 317 3464

country manager David Posada 
email david.posada@havasdigital.com 

HAVAS DIGITAL DENMARK

address Jagtvej 169B, DK 2100.  
Copenhagen O Denmark.	  
Office phone +45 7733 4300  
fax +45 7733 4433

country manager Soren Bronee 
email soren.bronee@mediacontacts.com

HAVAS DIGITAL ESTONIA

address Maakri 19/21, 10145, Tallinn. Estonia  
Office phone +372 669 1000  
fax +372 669 1001

country manager Kaarel Oja 
email kareel.oja@ee.mediacontacts.com

HAVAS DIGITAL FINLAND

address Arabiankatu 12, 00560 Helsinki. Finland  
Office phone +358 4 0746 1441

country manager Ismo Tenkanen 
email ismo.tenkanen@mediacontacts.com

HAVAS DIGITAL FRANCE

address 11 Square Leon Blum,  
Puteaux Cedex, F92806 France. 	  
Office phone +33 1 46 93 33 33 
fax +33 1 46 93 35 37

country manager Pascal Dasseux 
email pascal.dasseux@havasdigital.com

HAVAS DIGITAL GERMANY

address Hedderichstrasse 49.  
60594 Frankfurt, Germany.	  
Office phone +49 69 603 292 410  
fax +49 69 603 292 470

country manager Joerg Manthey  
email joerg.manthey@de.mediacontacts.com 

HAVAS DIGITAL HONG KONG

address 32 Floor, Chinachem Building.  
Exchange Square, 338 Kings Rd, Northpoint.  
Hong Kong, China.	  
Office phone +852 2590 1814 
fax +852 2516 5411

country manager Jason Kwong 
email jason.kwong@hk.mediacontacts.com

HAVAS DIGITAL CHILE

address Almirante Pastene 333,  
Floor 7, Of. 701. 
7500506 - Providencia, Santiago, Chile.  
Office phone +56 2 714 8000  
FAX +56 9 865 3083 

country manager Gonzalo Parra 
email gonzalo.parra@havasdigital.com 

Contact details
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HAVAS DIGITAL INDIA

address 1 5th Floor, Tower A, Building 9,  
Dlf Cyber City, Phase III. Gurgaon-122 002 India  
Office phone +91 11 398 444 00/11  
fax +91 222 491 5766 

address 2 Brady Glady’s Plaza, Unit 1,  
2nd Floor. Senapati Bapat Marg,  
Lower Parel, Mumbai - 400 013 India. 
Office phone +91 22 300 364 00/33 

address 3 6-3-899/I, Second Floor, R.V.’s Kamala  
Castle. Somajiguda, Hyderabad - 500 082 India. 
Office phone +91 40 66417880/ 81  

country manager Arnab Mitra 
email arnab.mitra@mediacontacts.com

REGIONAl manager Rajeev Balasubrahmanyam 
email rajeev.bala@sg.mediacontacts.com

HAVAS DIGITAL italy

address Via San Vito, 7. 20123, Milano. Italy  
Office phone +39 02 6744 3201 
fax +39 02 6744 3222

country manager Cosimo Ferrara 
email cosimo.ferrara@it.mediacontacts.com

HAVAS DIGITAL latvia

address Kr. Barona Street 36-9.  
LV 1011 Riga, Latvia.	  
Office phone +371 67 504585  
fax +371 6728 5666

country manager Jevgenijs Kazanins 
email jevgenijs.kazanins@mediacontacts.lv

HAVAS DIGITAL malaysia

address 3A-22 & 3A-22A, Janlan Pju 8/3,  
Perdana Business Centre, Damansara  
Perdana. 47820 Petaling Jaya, Selangor  
Darul Ehsan, Malaysia  
Office phone +603 7728 4134  
fax +603 7728 5067 

country manager Dinesh Sandhu  
email dinesh.sandhu@mediacontacts.com

REGIONAl manager Rajeev Balasubrahmanyam 
email rajeev.bala@sg.mediacontacts.com

HAVAS DIGITAL mexico

address Prolongación Paseo de la Reforma 
1015, Torre A, Piso 24. Col. Desarrollo Santa Fé. 
01376 México DF. 
Office phone +52 55 9177 6081 
fax +52 55 9177 6005

country manager Arnaldo Hernández 
email arnaldo.hernandez@havasdigital.com

HAVAS DIGITAL HUNGARY

address 1117 Budapest, Alíz u.1  
(hrsz.3990/5) Office Garden Building  
5th Floor (Szerémi; u-Hengermalom  
u.corner) Hungary.	  
Office phone +36 1 799 1820 
fax +36 1 799 1821

country manager Ágnes Kovács  
email agnes.kovacs@havasdigital.com

HAVAS DIGITAL LITHUANIA

address Savanoriu ave. 1 
03116 Vilnius. Lithuania  
Office phone +370 5 213 23 54  
fax +370 5 213 11 25

country manager Vytautas Kubilius 
email vytautas.kubilius@lt.mediacontacts.com 

Contact details
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HAVAS DIGITAL spain

address 1 Avda. General Perón, 38, 14ª.  
28020 Madrid, Spain. 
Office phone +34 91 456 90 50 
fax +34 91 770 15 86 

address 2 Dr. Fleming, 17. 
08017 Barcelona, Spain. 
Office phone +34 93 205 87 71 
fax +34 93 414 72 13  

address 3 C/ Roger de Lauria, 19-4c. 
46002 Valencia, Spain. 
Office phone +34 96 353 08 74 
fax +34 96 353 08 74 

country manager Javier Navarro 
email javier.navarro@havasdigital.com  

HAVAS DIGITAL Poland

address Marynarska 15 str,  
02-674 Warszaw, Poland 
Office phone +48 22 843 66 60 
fax +48 22 843 66 61

country manager Robert Bernaciak 
email robert.bernaciak@mediacontacts.com 

HAVAS DIGITAL Portugal

address Avenida Duque de Ávila, 46 - 5ºAv. 
1050-083 Lisboa, Portugal. 
Office phone +351 21 791 3388 
fax + 351 21 791 3340

country manager José Frade 
email jose.frade@mediacontacts.com

HAVAS DIGITAL singapore

address 137 Amoy Street, #02-02  
Far East Square, Singapore 0499065  
Office phone +65 6645 4700 
fax +65 6645 4701

country manager Gautam Dutt 
email gautam.dutt@sg.mediacontacts.com

REGIONAl manager Rajeev Balasubrahmanyam 
email rajeev.bala@sg.mediacontacts.com

HAVAS DIGITAL PHILIPPINES

address Yehey.com 38/F Discovery Center.  
25 ADB Avenue Ortigas Complex, Pasig City, 
Philippines.	  
Office phone +632 910 6387 
fax +632 910 6420

country manager Eduardo Mapa 
email eduardo.mapa@ph.mediacontacts.com

HAVAS DIGITAL peru

address Av. Victor Andrés Belaunde 147,  
Torre Real Uno, Oficina 902.  
Centro Empresarial San Isidro, Lima - Perú. 
Office phone +511 611 8800 
fax +511 611 8803

country manager Gonzalo Parra 
email gonzalo.parra@mediacontacts.com

HAVAS DIGITAL NETHERLANDS

address Burg. A. Colijnweg 2.  
1182 AL Amstelveen, Netherlands. 
Office phone +31 (0) 20 408 90 00 
fax +31 (0) 20 408 90 01

country manager Freek de Steenwinkel 
email freek.de.Steenwinkel@mediacontacts.com

Contact details
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HAVAS DIGITAL USA

address 1 101 Huntington Avenue,  
16th Floor. Boston MA 02199 USA. 
Office phone +1 617 425 4100 
fax +1 617 425 4101  
CONTACT Tom Penque 
email tom.penque@mediacontacts.com 

address 2 195 Broadway, 12th Floor. 
New York, NY 10007. 
Office phone +1 646 587 5000 
fax +1 646 587 5005 
CONTACT Andrea Millet 
email andrea.millet@mediacontacts.com 

address 3 5301 Blue Lagoon Drive,  
Suite 850, Miami, FL 33126. 
Office phone +1 305 377 1907 
fax +1 305 377 1906 
CONTACT Fernando Monedero 
email fernando.monedero@mediacontacts.com

address 4 36 East Grand, 5th Floor.
Chicago, IL 60611. 
Office phone +1 312 337 4400 
fax +1 312 337 3898 
CONTACT Chris Costello 
email chris.costello@mediacontacts.com

HAVAS DIGITAL uk

address 11 Great Newport Street,  
WC2H 7JA London, UK.	  
Office phone +44 (0) 20 7393 9000 
fax +44 (0) 20 7393 2525

country manager John McLoughlin 
email john.mcloughlin@mediacontacts.com

HAVAS DIGITAL thailand

address Jasmine City Bldg, 19th Fl.,  
2 Sukuhumvit 23 Klongtoey_nue, Wattana,  
Bangkok 10110 - Thailand. 
Office phone +66 2 259 9030 
fax +66 2 259 9499

country manager Sanjeev Saluja  
email sanjeev.saluja@mediacontacts.com

REGIONAl manager Rajeev Balasubrahmanyam 
email rajeev.bala@sg.mediacontacts.com

HAVAS DIGITAL uae

address Dubai Media City, CNN Building. 
Number 2, Office 511, 5th floor.  
PO Box 21448 Dubai, UAE. 
Office phone +971 4366 4100 
fax +971 4391 8001

country manager Joe Hanoun 
email joe.hanoun@mediacontacts.com 

Contact details
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