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Business Case and Campaign Objectives 
 
Like all financial institutions in the current environment, it is important for Bank of America to deepen 
relationships with its customers.  We believe we can accomplish this by understanding our customers’ 
financial needs and mindset and addressing those needs by either improving our existing products or 
innovating new ones.  This is an ongoing process that is heavily supported by marketing research.  At 
the end of 2010 we started our research journey to determine our messaging strategy for the second 
half of 2011.  We quickly learned how the economy was influencing the consumer mindset, no matter 
what his or her economic situation.  There was an urgency and desperation for consumers to change 
their behavior and save money.  They looked for ways to save in every purchase they made, 
particularly the everyday necessities. 
 
The BankAmericard Cash Rewards (1- 2- 3) Card was created to address consumers' desire to save 
money in this challenging economic environment.  It accomplished this by providing them with benefits 
they desired from a rewards card -- more cash back for things they buy most and for the biggest 
necessities (gas and groceries).  Providing cash back on the things they ALREADY spend on also 
helped to challenge the perception that credit cards only exist to encourage spending.  However, the 
card needed to be marketed in a way that would differentiate it from other cards in a crowded 
marketplace while conveying a complex offer in a simple and straightforward manner. 
 
The BankAmericard Cash Rewards Card was introduced in September of 2011 through a national 
cross-media campaign (TV, print, and digital) and extensive associate engagement in all 5,700 Bank of 
America banking centers.     
 
The campaign included three key brand and business objectives:  
 

• Increase the number of outstanding credit card accounts and deepen existing customer 
relationships. 
 

• Differentiate BAC’s credit card offering amid an abundance of cash back credit cards in the 
market.  The perception is that they are all the same, so it was important to demonstrate that we 
could break through the competitive clutter.   
 

• Build brand equity in being "simple and straightforward" to meet the demands of the consumer 
to provide simple banking products. 
 

Our marketing strategy was built around three primary pillars:  
 

 Deliver a relevant product by aligning it with consumers’ financial needs, principally to save 
money on the things they buy most.   



 Differentiate Bank of America by addressing consumer frustration with the perception that all 
rewards cards have complex rules. 

 Drive the message in the most compelling way possible.  This was accomplished through a 
powerful value proposition -- more cash back on the things you buy most -- combined with the 
“no hoops” positioning. 

 
 
 
 
 
 
Research Story 
 
Research was an integral part of the development, execution and measurement of the BankAmericard 
Cash Rewards Card campaign. The types of research designed and executed during the development 
of the campaign included: 

 

 Qualitative 1:1 interviews 

 “White label” research  

 Quantitative survey research  

 Instant Response Dial sessions  

 Copy Testing  
●  Neuroscience research  

 Virtual Mailbox 

 Quantitative Ad Tracking 
 
Each of these different initiatives made major contributions to the campaign, as this chronological 
summary of the research process demonstrates. 
 
Consumers Want To Save On Everyday Purchases And Need Solutions 
 
We started our research journey in November-December 2010, with extensive qualitative research to 
delve into the consumer mindset with regards to his/her financial needs, how these needs have 
evolved, what his/her financial goals are and how they can be achieved, where help was needed and 
how the bank could play a role.  This included a combination of 45 1:1 interviews across 3 markets 
and 4 days of on-line chat rooms.  In both cases, the respondents agreed to do a series of homework 
assignments in advance of the interview such as collages and timelines of key events in their lives.  
These were helpful in getting past the rational answers and underneath the emotions.  From this 
research it became clear that: 
 

 Consumers were passionate about changing their behavior so that they could save more 
money.  Consumers at all income levels talked about cutting back, clipping coupons, finding 
deals, etc. and a desire to save more money on the things they needed most like gas and 
groceries. 

 Consumers wanted to be in control of their financial lives but were open to advice, ideas and 
tools to save more.  While they were eager for solutions to help them, the bank was not a 
favored or top-of-mind resource, restricting our role.   

 
From this research, we recognized a market demand: consumers’ desire for an intuitive solution and, 
importantly, one that made sense coming from a bank. 
 

 



 “White Label” Testing Showed our Original Cash Back Product (1% only) was just an Average 
Performer in the Marketplace, Motivating us to Develop a More Differentiated Cash Rewards 
Credit Card  
 
Simultaneous to the qualitative research, we assessed the competitiveness of our existing cash back 
credit card product (a 1% only card) using white label testing in which we exposed 4,313 consumers to 
the unbranded value proposition and positioning of our own cash back card as well as those of our 
competitors.  We discovered that our existing product was just “in the pack” among cards in the cash 
rewards category.  By deconstructing elements that were working and not working, the research 
pointed to opportunities to better differentiate by: 
 

 Tying cash rewards to important, relevant consumer spending behavior (e.g. groceries and gas) 

 ● Positioning the product in a clear, straightforward manner that could stand apart from the 
perceived complexity of other cash reward cards 

 
 
The Need To Save When Shopping Is Validated And BankAmericard Cash Rewards Card Is A 
Winning Product 

In January 2011, we conducted quantitative research among 1,300 customers with the objective of 
determining which products to market in the second half of 2011.  The product(s) would need to:           
1) meet primary needs; and 2) garner strong acquisition consideration. 
 
The research objectives were twofold: 

 Validate and prioritize 17 needs that were identified in the earlier qualitative research 

 Evaluate 40 viable product/service combinations in terms of how well each did at helping 
to meet our customers’ top needs and the likelihood of considering them. 

 
Two important findings confirmed that the BankAmericard Cash Rewards Card was the right product for 
us to market:  

 Results of the research supported our hypothesis that there was a compelling consumer 
desire to “save money while shopping.”  This need ranked second of 17 discrete 
consumer needs and trailed only “having convenient access to their money” (upon which 
we were already perceived as delivering).  The research also validated that this 
consumer need was not driven by one’s economic situation as two-thirds of both Mass 
Market and Mass Affluent customers ranked this at the top of the list. 

 

 The BankAmericard Cash Rewards Card (with the 1%, 2%, 3% functionality) was rated 
relatively highly for both acquisition consideration and helping to meet the need to “save 
while shopping.”  

 
 
The Right Language And The “No Hoops” Positioning Are Identified 
 
In April 2011, we worked with maslansky luntz + partners to explore the best positioning and language 
to use in creative for the BankAmericard Cash Rewards Card.  
 
The research was conducted in two markets and combined 11 video dial sessions to get feedback, 
word-for-word, on various alternatives to articulate the messages, along with 4 focus groups to dive 
deeper into understanding the language.  The objective of the research was to develop language that 
would maximize the understanding, appeal and differentiation of the card. 
 
  



Key Learnings: 

 Reinforcing that 2% and 3% were for groceries and gas, respectively, was key as these 
are the categories with the greatest value to consumers and are what differentiate the 
card from other cash back cards with rotating categories. 

 Talking about the cash back benefit in ascending order (1%, 2%, 3%) was important as it 
built excitement as opposed to getting to 1% and being let down. 

 Relaying simplicity could be accomplished by communicating automatic enrollment for 
the gas and grocery cash back; and “no hoops”—another key differentiator from other 
rewards cards. 

 Talking about cash back “every time you use your card” as opposed to “on everyday 
purchases” removed a perception of limitation to things one buys most.  

 
 
TV Ads Outperform Our Internal Benchmark And Competitive Advertising 
 
In September 2011, we copy tested two of the final ads (“Surfing” and “Waltz”) as they hit the air.  The 
copy testing was being used to test, learn and revise in real time.   
 
Key Learnings: 

 Both ads performed strongly in terms of breakthrough and persuasion.  High persuasion 
scores were produced by the spots’ ability to provide relevant and believable information to 
customers.  

 

 The ‘Waltz’ spot produced the highest engagement scores for the bank with customers finding 
the ads 'unique', 'involving' and 'interesting'.  This was attributed to the different creative 
approach taken with this ad (in lieu of the music used in other Bank of America ads, this one 
was set to a Waltz-based score). 

 

 However, research also surfaced a decline in interest as the ad repeated the 1-2-3 “counting” 
more than a few times.  Once the repetition ceased, interest was regained.  Additionally, 
extensive repetition also resulted in reduced levels of recall for the specifics of the offer.  Recall 
of 1%, 2%, 3% generically was high but recall of the specifics around the categories was lower.  
This needed to be addressed since we knew from our previous research that 2% on groceries 
and 3% on gas were the critical features to address the consumer need and differentiated us 
from the competitive cards in the market.  

 
The copy testing results reflected a high degree of potential for this ad.  Revisions regarding repetition 
were made to the ad upfront thereby freeing up space to better explain the value proposition.  This is a 
powerful example of the actionability of marketing research. 
 
The BankAmericard Cash Back Card Ad Had Positive Neurological Results As Well 
 
In December 2011, we tested one of our BankAmericard Cash Back Card ads for neurological 
resonance using a neuroscience technique.  The ad performed very well on all key neurological 
metrics: overall effectiveness, attention, memory and emotion.  Scores ranged from 6.9-7.4, well above 
the 5.0 median NeuroFocus uses as its norm. 
 
Additionally, respondents had an exceptionally positive lift in the resonance of the “partner” attribute 
after seeing the ad. 
 
Further evaluation of the brain’s response to the ad demonstrated: 
 



 A good use of multisensory integration, combining visuals and voice-overs helped to command 
attention and communicate the “1-2-3” message. 

 

 Use of multiple contexts and the right amount of repetition (1-2-3) to reinforce the message 
increased the likelihood of recall later.  

 
 
 
 
 
 
 
 
 
 
Our Direct Mail Offer Had Higher Levels Of Response Interest Than Competitive Offers In A   
Virtual Mailbox  
 
We tested multiple variations of Cash Back 1-2-3 Direct Mail pieces against competitive cash reward 
card offers in the “Virtual Mailbox” – an online research tool that mimics the experience consumers 
have handling and deciding what to do with their mail.  Virtual Mailbox evaluates how a mail piece 
should rank-order against other pieces and it provides diagnostics about open rate, value proposition, 
positioning, and creative quality and how to improve performance.  Like each of the methods described 
here, this test incrementally built our confidence that we had developed a product and messaging that 
would succeed in the marketplace.     
 
Key Learnings: 

 
• BankAmericard Cash Rewards Card appealed to all respondent groups (Mass Affluent, Mass 

Market; Customer and Prospect), whereas other offers were not as universally appealing. 
• Elements of the card that resonated well were: no opt-in requirements, no annual fee and no 

limits/expiration. 
• Especially catchy tags were “Earn more cash back” and “Everywhere, Every Time.” 

 
Improvements Were Seen In Ad Awareness, Brand Metrics and Customer Satisfaction  
 
Our on-going Ad and Brand tracking survey allowed us to observe the performance of the 
BankAmericard Cash Rewards Card campaign over time.  Results to date show a 19% increase over 
baseline for awareness of the BankAmericard Cash Rewards Card and a 70% lift in awareness of the 
specific value proposition (1% back on all, 2% back on groceries and 3% back on gas).  Research also 
confirmed significantly higher brand metrics -- favorability, brand consideration, card consideration and 
emotional connection-- among those who recall seeing the ads versus those who did not. 
 
Overall, these positive results were very consistent across channels.  For example, Digital results for 
the campaign also showed a statistically significant lift in value proposition awareness among the 
general market as well as Bank of America customers and prospects. 
 
Additionally, customer satisfaction with the product is monitored and we are finding high levels of 
satisfaction with: 

• The ease of earning cash back rewards. 
• The gas/grocery bonus categories, which are driving regular, habit-forming usage. 

 
 



Business Results 
 
The campaign has also yielded positive business results in overall acquisitions, quality of acquisitions 
and spends behavior: 

 92% lift over prior value proposition in those applying with very high FICO scores. 

 Account production lifts (vs. plan) across all major channels: 

 23% lift in Banking Centers 

 45% lift in E Commerce 
● 22% lift in Direct Mail 

 Test vs. Control testing showed an increase in card spending on the 1-2-3 card.  
 
 
 


