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Award Designation and Category:  
GOLD Best Brand Transformation 
GOLD Financial Services & Insurance 
SILVER Brand Purpose 
SILVER Social Responsibility  
 
Campaign Title: Financial Fairness 
Year the campaign took place: 2019 

 

 
 
Brand: BMO (Bank of Montreal) 
Creative Agency: FCB Canada 
Media Company/Agency:  
Research Company:  
Additional Affiliated Companies:  
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
Most banks talk about women’s lack of financial confidence, but don’t 
address its root cause. Banks typically turn to so called female-focused 
financial literacy and tailored financial planning to address women’s lack of 
financial confidence - but fail to ask why they lack confidence in the first 
place. Rather than just helping women “overcome” their lack of confidence, 
Bank of Montreal (BMO) wanted to uncover the real drivers behind it. Using 
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industry data and primary qualitative research, BMO would expose the 
financial stereotypes that erode women’s financial confidence in order to 
rewrite women’s relationships with money and close the confidence gap.  
 
Our goal was to launch BMO’s new purpose-driven brand through the lens of 
female empowerment for International Women’s Day, in order to build brand 
affinity and engagement in a category that consumers tend to tune out.  
 
BMO wanted to position itself as a bank that uses financial services as a 
force for good. Support for women’s initiatives was a key part of BMO’s new 
strategy, as the bank has a strong history of championing women’s 
advancement – from their long-standing support of women-led businesses to 
achieving over 40% female leadership within the bank. 
 
Consumer Insight 
Financial gender bias is prevalent in society. We had to expose this cultural 
conditioning to close the financial confidence gap.  
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Marketing Challenge 
 
BMO’s purpose is to boldly grow the good in business and in life, with a key 
driver being support for women’s initiatives. BMO has a strong track record 
of being a champion of women’s equality and advancement, standing out as 
a bank that invests in them. 
 
Internally, BMO’s senior leadership has achieved 40% female representation 
and plans to reach 50% by 2025. Externally, BMO has pledged $3 billion to 
fund female entrepreneurs. The problem was that BMO hadn’t aligned its 
brand with the cause of female equality in the minds of consumers, who 
weren’t aware of how deep the bank’s commitment ran. 
 

• In 2018, BMO announced its commitment to advancing $3 billion in 
capital to women-owned businesses across Canada. Since making this 
commitment in 2018, BMO’s women-led small business clients have 
grown by almost 10 per cent.  

• In 2019, BMO became the first bank in Canada to sign the UN 
Women’s Empowerment Principles – which offer guidance on how to 
promote gender equality and women’s empowerment in the workplace, 
marketplace, and community.  

• BMO’s Celebrating Women initiative has recognized 170 women in 
communities across North America for their achievements in business 
growth, philanthropy, and community involvement.    
 

In an industry that’s traditionally run by men, for men, BMO stands out as 
the bank that invests in women. BMO has set out to fight gender bias in the 
financial system by addressing the root causes of women’s financial 
disempowerment, highlighting a critical need for change. 
 
Today, only 31% of women believe they’re financially knowledgeable; the 
financial industry has long acknowledged women’s lack of confidence, but 
our goal was to finally address the root causes of this marginalization.  
 
Women grow up in a culture that tells them they are bad with money and 
ignorant around finances. To create change, we needed to build an 
emotional connection in a low-engagement category. So, BMO started a 
conversation that was long overdue. We told the story of one woman’s 
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lifelong experiences with negative cultural programming when it came to 
finances, and its end result.  
 
We targeted a mass audience across North America, between the ages of 
22-49, as our core demographic. By targeting at a broader scale, we were 
able to reach a larger audience to highlight our purpose and shift 
perceptions that banking can be a force for good.  
 
While the campaign highlighted gender bias against women, we knew it was 
important to include males within the targeting to allow them to relate to the 
issue - whether it be themselves who have participated in this behaviour 
previously, or to change behaviour moving forward for women in their lives 
such as their wife, daughter, or sister.  
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Methodology  
 
Financial confidence is the next frontier of female empowerment. Banking is 
still an industry that’s run by men, for men, and the ever-present financial 
gender bias isn’t a conversation we’re having as a society. The tropes of 
women being bad with money may seem like a thing of the past, but 
continuous cultural conditioning creates a vicious cycle that disempowers 
women financially over time and erodes their financial confidence.  
 
We needed to dig into the data to support our positioning and bring 
attention to the issue. Once we started looking, the data illustrated a 
situation worse than we had imagined.  
Through our research, we found that this cultural conditioning isn’t 
changing at the rate we might expect: 71% of millennial women, 
despite earning more money than ever before, are still relying on their male 
partners to manage their finances.  
 
Our desktop research revealed our story: cultural conditioning creates a 
vicious cycle that disempowers women financially. We wanted to validate our 
story with focus groups that included women of all ages, financial 
backgrounds, and cultural identities. Our qualitative research confirmed that 
when it comes to finances, gender bias is pervasive throughout society, 
across generations, and is damaging to women’s financial self-belief and, 
ultimately, security.  
 
Women now control 40% of global wealth, but while they are financially 
more empowered than ever before, their financial confidence hasn’t kept 
pace. They have been culturally primed to believe that they don’t have the 
knowledge to manage their own finances. 
 

• 55% of female investors believe they know less than the average 
investor, compared to only 27% of male investors 

• 58% of married women defer financial planning decisions to their 
husbands, even if they are the primary breadwinner 

• Women are 80% more likely than men to retire in poverty as a lack 
of financial engagement leaves women vulnerable 

• A media study found that 65% of the articles aimed at women 
define them as “excessive spenders” 

 



 

     |  2021 ARF David Ogilvy Awards - Winning Case Summary 6 

 
We further supported this data through a social listening analysis on 
Facebook, Instagram, and LinkedIn. This reinforced our findings and 
made the issue clear: women are surrounded by insidious financial 
stereotypes. Labels like “trophy wife”, “gold diggers”, “shopaholics” and 
gender norms that encourage “retail therapy.” Even in the classroom, young 
girls receive unconscious cues that make them doubt their math skills. 
 
Women aren’t inherently less confident or competent with money, they’re 
just conditioned to feel that way. From “retail therapy” to “marry rich,” 
women are surrounded by a cultural narrative that paints them as reckless, 
incapable, and inferior around finances. The more society tells women 
they’re bad with money, the more they believe it.  
 
This cultural dynamic defined our strategy: to expose the ingrained financial 
stereotypes that hurt women’s financial confidence in order to rewrite 
women’s relationships with their finances.  
 
This purpose-driven initiative aimed to build an emotional connection in a 
low-engagement category by bringing a cultural issue to light and 
highlighting a critical need for change. Our research findings directly 
impacted the creative as we used situations that were recounted to us in 
our film and other campaign elements. While the campaign showcased 
gender bias against women, we knew it was important to also target males 
in a way that highlighted their common cultural behaviour, behaviour that 
continually reinforced these biases. 
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Creative Execution  
 
Most women experience financial bias, but few are aware of the impact. For 
International Women’s Day, BMO started a conversation that was long 
overdue, telling the story of one woman’s lifelong experiences with negative 
cultural programming and its result. This story told every woman’s story.   
 
The campaign launched with the film ‘Jane’s Story’, which showed how a 
lifetime of negative stereotyping erodes a woman’s confidence with money. 
The story spotlights seemingly small and harmless moments to demonstrate 
their cumulative impact on Jane. She leaves financial planning to her 
husband and faces financial insecurity as a result. But rather than ending 
there, the video flips the script, showing that if we can #bankruptthebias we 
can help dismantle the myth that women are bad with money and build 
women’s confidence.  
 
Short-format videos also highlighted these labels in a social-first way, and 
the campaign was amplified by women financial influencers. The campaign’s 
media budget was $1.2 million (Canadian $). 
 
Expose the Bias  
The use of social listening uncovered financial stereotypes that flood our 
feeds every day. In order to change the conversation, we had to be on the 
platforms where these stereotypes exist. The film, short-form social videos, 
and influencer content exposed the issue and all assets drove to our content 
hub https://bmoforwomen.com/ourcommitment/ to learn more about this 
unconscious but harmful bias and further deepen understanding of the 
societal issue.  
 
YouTube targeting allowed us to place our videos ahead of biased content, 
so we could magnify the problem. For example, a reality show video that 
showed “trophy wives” or the “Gold Digger” music video. We also used 
keywords and interests on Twitter that surrounded the same problematic 
terms.  
 
Our message was amplified by a coalition of female financial influencers, 
Mrs. Dow Jones, The Fiscal Femme, and Jamila Souffrant, who shared Jane’s 
story to drive organic engagement with their followers. 
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We also targeted audiences who are more likely to advocate and share 
BMO’s message by using keywords and interests on twitter that support the 
solution. 
 
Rewrite the Bias 
The next phase was to rewrite the biased narrative that Jane, and all 
women, encounter. We rewrote the bias labels with a series of GIFs that 
flipped the meaning of common stereotypes from harmful to empowering, 
intercepting anyone about to use the label with a new, positive meaning. 
“Shopaholic” turned to “Stockaholic”, and “Gold Digger” flipped to “Goal 
Digger”.   
   
These labels aren’t just found in mainstream media, they’re still present in 
dictionaries to date: “Gold Digger: Someone, usually a woman, who tries to 
attract a rich person, usually a man, in order to get presents or money”. To 
create real, lasting change, we created a petition on change.org that 
empowers people to advocate to remove biased language from dictionaries.   
 
Finally, we rewrote the model of what a financial expert is. We launched the 
Chief Allowance Officer, making a young girl BMO’s financial expert who 
taught other girls financial basics with online videos.  
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Business Results/Lessons Learned  
 
The Financial Fairness campaign created the first conversation about 
financial bias, in a low-engagement category, by bringing a cultural issue to 
light, revealing a critical need for change.  
 
Anecdotally, we have started numerous dinner table conversations, changing 
the way parents talk to not only their daughters, but also their sons. An 
important step in changing this inherent, and often unrecognized, bias that 
has direct repercussions on the vast majority of women.  
 
By challenging the cultural inequity of women’s financial confidence, BMO 
built an emotionally charged campaign that dominated the conversation on 
International Women’s Day that far exceeded its goals: 
 
Brand Reach and Recall:  
• Ad Recall +19.8 pts (compared to a financial norm of +6.1)   
• 90MM+ impressions 
• 50MM views of Jane videos  
 
Brand Favourability:  
• Brand Favourability +7.1 pts while financial services norm is only +0.7 
pts  
• 99.3% positive/neutral social sentiment  
 
Brand Engagement:  
• Drove 83,400 customers to BMOForWomen.com a 348% increase in 
visits  

compared to our campaign objective, demonstrating interest in the 
campaign  
• 42% of users spent more than 15 seconds on the campaign’s content 
page  

up from 33% during last year’s campaign, showing deepened 
engagement to understand the problem 

• 109% increase in the use of #BMOforWomen compared to 2019 
campaign,  

proving that we had sparked a meaningful conversation  
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Internal Engagement:  
• 783% increase in use of #proudtoworkatBMO proving the campaign 
served  

as an internal rallying cry 
 
 


