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Peter Van Bloem

Copywriter
McCann-Erickson New York

I give my money to complete strangers. That’s the reality
called banking. Like most people, I want these strangers
holding my money to be honest and easy to understand.
Which is pretty much the polar opposite of these ads.
They're tricky and complicated. So, do I trust Bank of
America? No. Granted, this singular visual, long head-
line and, ultimately four body copies are unusual. A neat
gimmick. But you know what? There’s nothing here
compelling, motivating or persuading.

As an ad guy, I'm disappointed. This is a missed oppor-
tunity. But then again, who am I? I give my money to
complete strangers.

SEPTEMBER 4, 2000

Don Turner
President and Creative Director
Don Turner Advertising, New York City

When I first saw these ads — the two on the left — out

of focus and actually out of context, I said to myself,
“Another obscure banking campaign. Imagine how

long it takes the average reader to figure this one out.
Too long, since the blurry photos don’t have enough
interest to stop the ‘page flipper’ and the partial
headlines look like a production error.”

However, when I saw all four together, and was
informed that they ran as a spread across the bottom

of two facing newspaper pages, I saw how clever the
concept really was. The photo does get your interest and
you do read the headline, right across the grouping. It
also makes you curious enough to read each one as an
individual ad. The name of the bank and logo, reinforced
four times, adds a subliminal touch that is not lost on
the reader. All in all? A good piece of communication.
But I still can't see the two on the left standing alone.

you can do your banking by p online f Bank of America ATMs coast 1o coast af
o iditional charge. I fact, just sbout amywhene you g0, Exp g from Bank of America goes.
right along with you. And you don't have 1o pary cxis for the privilege. Good things happen when you
stant with the right checking account. Stop by, visit s on the Web or call 1.800.900.9000.
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Kevin Groome

Creative Director

Welch Nehlen Groome Advertising
New York City

My initial response to the campaign is a question mark.
Actually, several question marks. What is the apparently
run-on headline supposed to be doing here? What con-
nection does the headline have to the beach visual? Why
are there four BofA logos on the two pages? What's
going on here?

I have to confess. The ads have me so confused, I won-
der if I'm being a bit dense. But then, I'd think most con-
sumers would spend even less time trying to decipher
this device. In my experience, bank advertising often errs
on the side of painfully obvious. This execution errs in
exactly the opposite direction.
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Gary Zenker

Vice President of Marketing

Atlantic Employees Federal Credit Union
Newton Square, Pa.

The person who thought this series up probably thought
they were pretty damn clever. They made one ad look
like four ads, each section with a different focus.
Interlocking headlines that work on their own, with the
body copy and together as a super-headline across all
the sections. Cool idea in concept. But the Frankenstein
monster’s parts probably looked good on their original
owners, too. The consistent message of “Just start with
the right checking account”is a good one, and tying the
solid benefits of other products to it is the banker’s
dream. The logos on every section and the diminutive
benefit bar attempt to create a four-piece identity, but it
doesn't really work: The benefit bars get lost. The inter-
locking headlines confuse the heck out of readers as
they attempt to read the run-on headline and under-
stand it. These ads are no day at the beach... they are
more like watching a drowning idea.

Just Start With The RIGHPCHERR!n NECOUNt
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Rick Ender

Executive Creative Director/Managing Partner
The Star Group
Cherry Hill, N.J.

I have to give them credit. At least the ads are clean and sim-
ple. They have a visual concept and they don't try to sell every-
thing in the ad. In a category that is dominated by big honking
rates and headlines that talk to bank presidents and not con-
sumers, these ads do a fine job of communicating a simple
benefit to real people. I don’t think these ads are great ads, but
they are good for the category. I recently looked

Have we made banking too easy?

Your finances can gat complicatad Especially with the overwhekming
‘amount of financial infcemation out thera, Thar's why we work hard bo maki

through back issues of The One Show and Communication
Arts Advertising Annual to see what kind of bank advertising
was winning awards. I was hard pressed to find a bank ad in
any issue going back five years. The last time I saw any work
that won in these shows, was Continental Bank back in the
late 80’s. Let’s face it, bank advertising is not the hotbed of cre-
ativity. So when I look at an ad that is at least clean and sim-
ple, I have to applaud the work. If these are the ads that made
it to the publication, I'm sure the folks at the agency had even
better work that was rejected. And for that work, I'm sure they
deserve even greater applause.

Paul F. Mahoney

VP/Associate Creative Director
Veduccio & Partners

Boston, Mass.

Hank Seiden, author of the indispensable
“Advertising Pure and Simple,” argues that
“believability ... is simply the single most
important word in advertising.” Which is
the single biggest problem with these ads -
they lack credibility. They take a serious
subject, i.e., finances, and trivialize it.

Has Old Kent really made banking so easy
that even a child can do it? I don’t think
so, and I doubt Old Kent’s customers will
either. I mean, when was the last time your

toddler got on the cellular to open a Roth
IRA?

The copy begins with the premise that
your finances can get complicated, but
Old Kent will work hard to make things
simple and straightforward.
Unfortunately, they never tell us how. We
only have the copywriter’s word that
banking with Old Kent is easier than
banking with the competition.

Which can mean one of two things: 1. The
art director didn’t want to mess up the
layout with long sell copy, or, 2. Old Kent
is just another parity bank with media
money to spend and nothing to say.

things simple and straightiorsard. To bank with sasa, call 1300, 0LD KENT
foday of awbywdubrnrﬂm_Fndo\l ore Bt www,Cidkert.com.

OLD KENT
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Gary Zenker, Vice President of Marketing

Atlantic Employees Federal Credit Union, Newton Square, Pa.

Old Kent uses a tongue-in-cheek approach to illustrate how easy ~ While the Baby Buggy ad gives you an idea of how the bank
it is to bank rather than emphasizing the banking services them-  made it easy for the customer (telephone banking), the Big-

selves. The ads focus attention on common scenes with a twist, Wheel ad doesn’t — making the latter a weaker implementa-
but a few items may diminish the effectiveness of the clever tion. The idea of a child banking could be effective, bui the
ideas. The headline type is too small, being more of a caption question remains whether the adulis get the point. The Baby
than a headline. As it conveys the main and only point of the Buggy works much better than the Big Wheel ad, but overall,
ads, the entire ad would benefit from the headline being given neither delivers the promise to make things simple if the head-
more emphasis. This is especially true as there’s the chance that line is buried and we have to search the tiny text for the phone

the illustration twists may be subtle enough (i.e., a thin antenna)  number or Web site address to contact the bank.
that readers would miss the “twist.”

Scott Crawford

Senior VP/Creative Director
Howard, Merrell & Partners
Raleigh, N.C.

In the words of my 7-year-old daughter,
“Since when did banking become so hard?”
1t’s true that there is, as the ad copy says, a
lot of financial information out there. But if
you listen to bank customers, what you hear
is their complaints about the scarcity of
tellers at lunchtime, their outrage over the
increase of nickel-and-dime fees, their sad-
ness over the decline of basic human
respect in day-to-day relationships. This is
the stuff of real frustration. And not the
kind of sentiments that are going to be
assuaged by the suggestion that “a baby
could do i.” On the positive side, the Big
Wheel in the parking lot did conjure up a
humorous image: I could just picture a
passel of little tykes clutching teddy bears
as they wind their way along the velvet-
roped line, with Barney waiting behind the
counter. Boy, did I get up on the wrong

side of the bed, or what?

Have we made banking by phone too easy?

Your financos can get complicated, Esecially with the overwhaiming
mdwmmmﬂuh ity we work hasd o make
wmmwmmmmnmkwmmncmm.mcm
foday or stop by one of our branches, Fined out more &t www.olckant com.

OLD KENT
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Steve Culton Charlie Hopper
Creative Director Creative Director
KGA Advertising Young & Laramore
Middletown, Conn. Indianapolis, Ind.

Good advertising always gets you to notice it; its next, and perhaps more ~ My overall reaction to the Human Voice
difficult task, is to invite you in. These ads do that in a variety of ways:  ad: Well, strategically I'm not convinced. I
Generous use of white space. Strong, smart headlines. A border that breaks  feel like I can pretty much call any busi-
a few rules, frames the ad, and takes you full circle to the logo. ness the size of Diners Club and get
somebody by pressing “0”. Doesn’t seem
Great creative? Not quite. The typeface and use of all caps makes for a  that hard for me to talk to someone about
stark feeling that doesn’t quite match the humorous tone of the headlines. ~ my card. Wouldn’t read the copy. Nothing
Neither visual scores highly, particularly the tin-can telephone. Shorter  suggests my time would be “rewarded” by
copy would have been nicer, and three consecutive sentences starting with  either gripping facts or humor.
“and” is two too many.
The Airline ad, overall: Works better. I'm
This is good, solid work, but it doesn’t make me say, “I wish I'd done that.”  not a frequent mile deal searcher-outer,
but some are. Having all 23 airlines is
good. People might skim for details.

My reaction to the creative/branding:
It's tough to completely re-brand a
lapsed and nearly imageless credit card
name like Diners Club when your
assignment is to create an ad about air-

line miles and an ad about service. But
["'IH HEWAIHIS FH“EHAM “FFEHS these seem so very, very plain. And not
23 MAJ“H MNANTAEES I]UEH T“E just simple and clean, but somehow, I
ﬂ““PET"l“H don’t know, drained.

THEY'RE CALLED MHUNES, That big hunk of text — I've been forced

to tick off copy points in a big copy
block in my life before, so I'm profes-
sionally sympathetic, but the world is

cruel and moves too fast. I don’t suspect
R . . ; anyone but the client and whoever
Some card rewards programs ellow you to esm miles on one sirling or just

fo, Buk ol our award-winning rewords progrom Gves you th froscom proofs it will read that text.
0 usa your miles on every major LLS. sidine, with no miladge cap and
0o expiration date. So now you can eam free travel in mone: frequent fiyer

progroms fastar, An th difierence doesnt end theve. Therels hways @ el Not to be brutal, but these don’t make me
person to enswer your calls and help you, 24 hours @ day. Should your business . e 3 &

PR e T R il P o SR AP connect with Diner’s Club, or like them
PT84t i ek oy WpeLaotr e bcerogtirme. A, of oorsey more, or change my mind that they’re not
the Diners Club Card 15 welcomed by sirlines, hatels, car rental companiss _ S .
an ifions o other paces you go. Give us a cal o 1 800 2 DINERS. just another (Citibank-owned) credit

“¥ou'll find the corversation, ke the Card, vary rewsrding.

card doing an ad campaign. On the
upside, nice use of white space and the
airline mile deal is clearly presented.

R LT

BREAKING THE PLASTIC MDLD."
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Gary Zenker

Vice President of Marketing
Atlantic Employees Federal
Credit Union

Newton Square, Pa.

It’s probably hard being Diners Club
International in a world with Visa and
MasterCard. My preconception is that
it’s probably accepted in less places
than the three Visa cards that are cur-
rently in my wallet. That’s a tough
thought to battle.

CALL US AND YOU'LL HEAR
A STRANGE SOUND ON
THE OTHER END.

IT'S CALLED A HUMAN VOIGE.

The ads themselves aren’t very sexy
looking. But there’s a ton of white
space giving them a clean look. Clear
benefits presented in (gulp!) four line
headlines. The points come through
easily though; I'm interested enough
to read on.

I'm not sure why I would call Diners
Club on the phone if the card worked the
way I expect. (And honestly I want the
companies to stop calling me. Who
named an outgoing telemarketing call to
sell me something a “courtesy call,” any-
way?) But it is a difference that gives me
a kind of a warm feeling. A person. What
a novel idea. I even tested it out of
curiosity,and a real person does answer!
Advertising promise fulfilled.

‘W do things differently then tha avarage card company. Like meking
sure 8 real person anewers the phone, rady to help you when you call,
24 hours & dey. And providing an award-winning rewards program
with miles you can use on all major 5. sirfines, not just one or o fow.
And if your businesg trip runs longer then axpected, unkie other cards,
e hweys give you up to B2 deys to pay your bill, interest-free.

Aind of course, the Diners Club Card is welcomed by airfines, hotels,
car rental companies and rralions of other places you go. You won't find
anothar cond company that doos &l this, Call us st 1 BO0 2 DINERS.

A rel [ive person will give you all the details.

The ads work together and support
each other, backing up the benefit
points. Headlines parallel. It's a cam-
paign that makes each ad stronger for
being part of it. The weakest part is the
illustration for the human voice. The
cans should have been canned: they
work counter to the statement. A per-
son’s picture would have been obvious
but better.

4 BREAKING THE PLASTIC MOLD:
What I like best about the ads is that

the logo is the card. It's smart moves
like that which show the difference
between advertising and marketing.
This campaign may not win design
awards, but these are what good mar-
keting is all about.
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Jonathan Schoenberg
Creative Director

TDA Advenrtising & Design
Boulder, Colo.

Why do the men and woman in these ads look like they
are going to fight me? 1 don’t want to fight. I'm a Smith
Barney customer and nobody there ever picks a fight
with me. [ know bankers should be serious but these
people look like they are trying to intimidate me. Using
cmployees is a popular way to humanize a company,
but it will not work if the employees look like they
want to kick my butt.

Rick Ender

Executive Creative Director/Managing Partner
The Star Group

Cherry Hill, N.J.

The clients’ fingerprints are all over these ads. 1 can hear
it now:”1 want a testimonial. [ want to show our people
in the ads. I want to show how big, strong and solid we
are. T want us to look important! “The perfect formula for
boring. The agency that created this work is a great shop.
I know, 1 used to work at its office in Boston. They're
capable of much better work than this. And I'm sure
they offered that kind of work in round one. But in
round 10, they probably just got tired of fighting.

QCTOBER 30, 20460

Gary Zenker

Vice President of Marketing

Atlantic Employeas Federal Credit Union
Newton Square, Pa.

Serious people with serious facial expressions. That's
how Smith Barney is selling these mutual funds. And, at
least, to an extent, it seems to work.

The white type on halftone photo makes it more ditfi-
cult to read. The single large paragraph-column on the
right creates reading problems, too. Has anyone at the
agency read”Ogilvy on Advertising”? Still, the layouts
are visually attractive and interesting. For that reason, |
struggle through the reading of the copy. The subheads
indicating the fund being advertised, instead of burying
it in the body copy, is a good detail,

1 don't know who these people are: I've never heard

of them before. But for some reason [ belicve theyre
competent. [ would like to see a performance of the
funds themselves, instead of general market statements,
but I'm guessing these arc new funds without a track
record.

Make no mistake... this ad is targeted toward a

Wall Street Journal reader... and probably to a 40s-plus
audience. But for that group, in that context, they
seem to work.

Kapil Kachru
Copywriter
Fiction
Boston

The usual fare. [ like the type in the headlines. Wow,
“Growth " has bigger ears than I do. But wait a second,
these guys must be cool. They've got that scannable bar
code thing.
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