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Award Designation and Category:  
Financial Services and Insurance 
 
Campaign Title:  
‘Better Big Bank’ 
 
Year the campaign took place: 2018 – 2019 
 

 
 

Brand: Bendigo Bank 
Creative Agency: AJF GrowthOps 
Media Company/Agency: AJF GrowthOps 
Research Company: Forethought 
Additional Affiliated Companies: none 
 
 
Summary of the marketing challenge, methodology, insight discovered, 
creative execution and business impact. 
 
‘Better Big Bank’ was built on a communications blueprint identified using the Forethought Prophecy 
Thoughts & Feelings methodology. AJF Growth Ops used blueprint to shape the communications. 
The campaign launched into a challenging market when banks were under tight scrutiny and 
consumer pessimism due to a Royal Commission.  
 
Despite these challenges, the campaign delivered significant market share growth for Bendigo Bank 
which grew faster than the major bank competitors. 
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Consumer Insight  
Amplify the brand position with a strong Capability proposition to catalyze trust in the market and 
disrupt category inertia. 
 
 
 
Marketing Challenge 
In Australian banking there exists four major competitors known as the ‘Big Four’: Commonwealth 
Bank, National Australia Bank (NAB), ANZ and Westpac.  Following years of suspected misconduct, 
the personal banking category had become synonymous with untrustworthiness.  This sentiment 
was amplified by a Royal Commission into Misconduct in the Banking, Superannuation and Financial 
Services Industry which unearthed unethical behavior and criminal misdemeanors by the major 
institutions. 
 
Despite this climate, Bendigo Bank - the fifth counterpart to Australia’s big bank landscape - 
remained steadfast in its position as a trustworthy, reliable institution with a competitive product 
offering. Bendigo Bank was the metaphorical ‘David’ playing in a ‘Goliath’ arena. 
 
The brand’s position was evidenced in product holdings, Bendigo Bank held ~under 5% penetration 
in transaction accounts relative to the combined ~90% of the ‘Big Four’1, and share of voice was a 
mere 3%2 of the majors.   
 
Thwarted by its competitors, Bendigo Bank’s ‘strong brand’ struggled to achieve growth in customer 
numbers or product holdings.  In fact, the brand’s growth had stagnated, specifically with uptake in 
home-loans in a 10% YoY decline3.  At the same time Government and importantly, consumer 
sentiment towards the ‘Big Four’ banks became even more disillusioned.  
 
No matter how unsatisfied consumers were with the four major banks, significant barriers to 
switching and inertia to change, meant Bendigo Bank was unable to encourage switching behavior, 
and place itself on the map as a real alternative to the ‘Big Four’. 
 
With a focus on continued growth, Bendigo Bank became acutely focused on addressing its 
acquisition challenges, disarming customer inertia and positioning itself as a more formidable 
competitor in Australian banking. 
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Methodology  
 
To develop a strategy for growth, Forethought undertook a national study to identify the relative 
importance of how consumers choose, both rationally and emotionally, between financial 
institutions. For 25 years Forethought has undertaken multivariate modeling to understand what 
dependent variable is predictive of in-market behavior.  It is not just that the scales are cognitive 
(to identify the hierarchy of reasons to believe) but also implicit (to identify the hierarchy of 
category emotion) but it is also the advanced analytics which is applied.  
 
Quantitative Methodology: Prophecy Thoughts & Feelings®  
Prophecy Thoughts - Measuring the rational: The Prophecy Thoughts (rational) model 
evaluates the importance of quality and price by modeling them onto the overall dependent of 
‘worth what is paid’ (value for money), which is an established framework that has demonstrated 
strong predictive links to market share changes.  These constructs are then further deconstructed 
into performance, reputation and price dimensions, which in turn are linked to a subset of 
actionable attributes.  
 
Prophecy Feelings - Measuring the emotional: A gamified scale using metaphors applied to 
measure implicit emotional responses, and identify the relative importance of discrete emotion in 
driving brand choice. The scale is unique in its ability to measure pre-cognitive responses to brand 
and stimuli on nine discrete emotions linked to consumption behavior.  The 10-point sliding scale is 
a dynamic metaphor-based visual instrument, able to elicit responses that minimize cognitive 
interference, with over 85% of responses being recorded in under a second.  

 
Bayesian analysis: Bayesian and nested multivariate techniques provided a predictive consumer 
choice model which Bendigo Bank and its creative partners embraced as providing bumper rails for 
the creative brief and execution. 
 
The result: A strategy for communications effectiveness 
A Triple Play Strategy was developed to reposition Bendigo Bank for growth. Spanning a Price, 
Quality and Emotional message, key drivers were carefully selected, considering the relative impact 
on driving consumer choice, as well as the brand’s performance relative to competitors. 
 
The key finding was the need to amplify trust towards Bendigo Bank amongst consumers and 
ensuring a balanced narrative across the three drivers of Trust: Character, Benevolence and 
Capability.  Trust, represented 26% of the importance of reputation4. 
 
Historically, perceptions of Bendigo Bank as a trustworthy brand had been influenced via its 
community banking model, through which the bank has returned more than $229 million back into 
communities across Australia since 19985 – in most years, the bank’s community investments 
surpassed advertising spend by +150%. Whilst these efforts were valued by the bank, they were 
not driving choice in the market or positioning Bendigo Bank for growth. A Capability proposition 
was required to truly compete against the ‘Big Four’. 
 
Opportunities to balance the narrative by communicating Capability through putting customers first 
and demonstrating the size of the bank, were critical to re-positioning the bank as a real alternative 
to the ‘Big Four’. 
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Combining this Capability message with a Price and Emotional proposition guided by the 
scientifically-validated drivers of choice delivered a brand platform to align executive and inform 
creative execution. 
 
 
Creative Execution 
 
Challenging the status quo 
Based on the creative brief outlining the Triple Play Strategy (Price, Quality and Emotions 
proposition), advertising agency AJF GrowthOps developed the ‘Better Big Bank’ campaign. 
 
To capitalize on the growing disillusion with the ‘Big Four’ – of which 90% of the market had some 
relationship or product holding and 60% had used a ‘Big 4’ bank as their main financial institution 
for over 10 years6, the campaign was designed to position Bendigo Bank as a real alternative to the 
‘Big Four’.   
 
The executions encouraged audiences to question their loyalty to a big bank and consider Bendigo 
Bank, the ‘Better Big Bank’. 
 
Communicating Trust 
The campaign was focused to leverage the key insight of being trustworthy, and specifically honing 
in on the Capability dimension of Trust. 
 
Building the Capability perceptions amongst Non-customers, and specifically those who were 
considering defection from their existing bank / or likely to consider Bendigo Bank, was established 
as the core focus of the campaign. 
 
Tackling perceptions that the brand was a small, regional bank (and therefore lacking Capability), 
were critical.  As such, executions focused on spotlighting Bendigo Bank’s accolade as Australia’s 
most trusted bank7 (a trustworthy institution), presence as Australia’s 5th largest bank and 
communicating its extensive brand network (500+ nationwide) (size). These Capability elements 
served as effective proxies to bolster the capability of Bendigo Bank and assert itself as a real 
alternative to the ‘Big Four’. 
 
Timing and channels 
Timed to coincide with the release of the Royal Commission into Misconduct in the Banking, 
Superannuation and Financial Services Industry results which were anticipated to scrutinize the 
behaviors of banking competitors, the ‘Better Big Bank’ campaign was rolled out across Australia to 
capitalize on a climaxing disillusion with legacy banks.  
 
A series of executions across a television ad spots, online video and digital display were rolled out 
nationwide.  Additionally, the campaign also focused on in-store communications across the 500+ 
Bendigo Bank branch network to communicate where audiences were already primed to the brand. 
 
The campaign launched November 2018. 
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Business Results/Lessons Learned  
 
Creative Effectiveness 
Forethought conducted creative testing across a number of executions to identify the impact of 
creative on lifting brand performance across the scientifically-validated choice drivers and business 
outcomes8. 
 
Specifically, on the First Choice9 outcome, executions which resulted in a significant uplift in brand 
performance, were expected to yield in a positive gain in market share for the brand post-launch. 
 
While some specific executions outperformed others, generally there was a positive uplift on  

• Likelihood of Bendigo bank as First Choice – generally and specifically amongst the 
opportunity segment; 

• Significant improvements in Non-customer perceptions of the brand on Triple Play Strategy 
drivers: Account Fees (+0.66), Putting customers first (+0.62), Being a trustworthy financial 
institution (+0.54) and Pride (+1.3); and  

• Perception of ‘Bendigo Bank is a real alternative to the Big Four’. 
 
Following the creative testing, the campaign was refined to optimize in-market results for Bendigo 
Bank. 
 
Campaign success 
The campaign increased Bendigo Bank’s salience in the market, as measured by raised unprompted 
awareness +16%10 and consideration +19%11 for Bendigo Bank. Notably, consideration for the bank 
grew in the same period that intention to purchase in the category was in decline12. 
 
Additionally, by improving Non-customers’ perceptions of Bendigo Bank across key Capability 
(Trust) drivers, putting customers first and size of presence, the campaign also achieved 12% YoY 
lift in the likelihood of Bendigo Bank being Non-customers’ First Choice for a banking institution13. 
Importantly, the re-position shifted consumer perceptions of Bendigo Bank from a ‘small’, ‘regional’ 
bank’, to ‘a real alternative to the ‘Big Four’14.  
 
Most significantly, the campaign period resulted in growth across key product areas.  Bendigo 
outperformed the ‘Big Four’ on Mortgages 15.2% compared to 0.4%) and Deposits (10.9% to 
2.1%).  
 
 Baseline Measure 

Oct 2018 
During / Post 
Campaign 

% Change 

Raised Unprompted Awareness15 16% 18.5% (Dec 2019) +16% 
Increased brand consideration16 29.5% 35.1% (Dec 2019) +19% 
Growth in Mortgages (Residential 
& Investment)17 

37,100 ($mil) 42,736 ($mil) (Dec 
2019) 

+15.2% 
‘Big Four’ 0.4% 
(Aggregated) 

Growth in Deposits 
(Household)18 

26,787 ($mil) 29,712 ($mil) +10.9% 
‘Big Four’ 2.1% 
(Aggregated) 

Non-customers’ First Choice of 
bank19 

4.75 5.32 (Sep 2019) +12% 
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1 ‘Drivers of Acquisition in Banking’, Forethought, June 2018 (sample = 989 people) 
2 AQX Monthly data, media split amongst Australia’s major banks, 2018 
3 Bendigo Bank data, average YoY growth, home loans for new customers, Dec 17 – Jan 19 
4 ‘Drivers of Acquisition in Banking’, Forethought, June 2018 (sample = 989 people) 
5 Bendigo Bank website, 2020 
6 ‘Drivers of Acquisition in Banking’, Forethought, June 2018 (sample = 989 people) 
7 Roy Morgan Net Trust Score Survey, July 2018 
8 Forethought Pre-Testing for Bendigo Bank, Sept 2018 
9 Forethought First Choice question wording: How likely would Bendigo Bank be your first choice to select?  
10 Bendigo Bank Evolve Brand Tracker 
11 Bendigo Bank Evolve Brand Tracker 
12 Drivers of Acquisition_ One Year On_ interim Report, September 2019. 
13 Drivers of Acquisition_One Year On_Interim Report, August 2019, Pg. 23 
14 Forethought Pre-Testing for Bendigo Bank, Sept 2018 
15 Bendigo Bank Evolve Brand Tracker 
16 Bendigo Bank Evolve Brand Tracker 
17 APRA Monthly ADI Statistics 
18 APRA Monthly ADI Statistics 
19 Drivers of Acquisition_One Year On_Interim Report, August 2019, Pg. 23 
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1. Andrew Twaits - Executive, Customer and Partner Engagement, Bendigo Bank 
2. Leigh Jeffery - Head of Research & Performance Optimisation, Bendigo Bank 
3. Stacie Wright – Head of Brand, Media and Content, Bendigo Bank 
4. Janet Thompson - Senior Manager, Brand and Creative Services, Bendigo Bank 
5. Melissa Yow, Principal Consultant, Forethought 
6. Richard Tran, Principal Analyst, Forethought 
7. Julia Bentley, Senior Consultant, Forethought 
8. Andrew Foote, Executive Creative Director, AJF Partnership 
9. Glenn Dalton, Creative Director, AJF Partnership 
10. Dillon McKenna, Senior Art Director, AJF Partnership 
11. Sandra Galiazzo, Senior Copywriter, AJF Partnership 
12. Jayne Brady, General Manager, AJF Partnership 
13. Sarah Dalli, Senior Account Director, AJF Partnership 
14. Emily Howat, Account Manager, AJF Partnership 
15. Liesel Haug, TV Production, AJF Partnership 
16. Jacqueline Witts, Strategy, AJF Partnership  
17. Christine O’Keefe, Strategy, AJF Partnership 

 


