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At Sticky Content we help our clients...
Create a content culture

Establish content strategy frameworks

Create effective digital content

Provide a complete content marketing service

Find out more at http://www.stickycontent.com

Introduction

Financial copy is boring, isn’t it?

It’s fun writing copy if you're a
Coca-Cola or a Red Bull. But what
if you're a pension provider or an
FX trader?

Not only do you need to make
potentially dull products sound
interesting, but you need to do it
in a way that complies with a very
strict set of rules and regulations.
And that can be tough.

But that’s precisely why

writing financial copy can be so
rewarding. At least, that’s what

we think here at Sticky Content.

Because as copywriters, it’s when
we're free to think laterally that
we usually find the best ideas.

This book collects some

of those copywriting ideas,
along with a few of our favourite
examples of interesting content
from financial companies.

You'll find tips for writing
engaging and helpful micro
content, suggestions of fun
content formats to help you
explain complex ideas, and

examples of classic copywriting
tactics - guaranteed to excite
your audience and inspire them
to take action.

They’ve certainly excited and
inspired us. | hope they have
the same effect on you.

Dan Brotzel
@DanBrotzel
content director, Sticky Content
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Investec: Trading on the
story-telling qualities of comics

FX and treasury risk
management can be tricky
areas of finance to understand.
How do you clearly demonstrate
the strength of one currency
against the other, for example?

Specialist banking and asset
management group Investec’s
solution is to use colourful
comic-book style illustrations.

In each comic strip, a cast

of regular characters - each
representing a key currency player
- are pitted against each other in
a range of sporting challenges to
gauge their current performance.

Will the USA’s Hank Dollar
overpower the UK’s Charles
Sterling in the Currency Strength
Test? Or will Jacques Euro be
the first to sink his ball into the
rate-hike hole in the golf-themed
Interest Rate Challenge?

The competition motif is elastic
enough to squeeze all sorts of
monetary facts and factors into
sporting metaphor, delivered
with a fun and friendly tone.

Key takeaway

Look at your content market: how
are your competitors formatting
and executing their ideas, and
what can you do differently?

Using an unexpected genre to
present your content is likely

to grab the attention of investors
weary of staring at whitepapers
and text-heavy analyses.

A company that packages things
in a fresh way promises fresh
ideas and perspectives on the
issues, too.

€6

How are your competitors
formatting and executing
their ideas? Can you do

it differently?

WELCOME TO THE
> INVESTEC INTEREST RATE
CHALLENGE, WHERE OUR COMPETITORS '\
ARE ALL VYING TO BE THE FIRST TO SINK WHO uILL BE
THEIR BALL INTO THEIR RATE-HIKE THE FIRST IN THE HOLE
HOLE AND BEGIN A POLICY AND BEGIN RAISING
NORMALISATION CYCLE. INTEREST RATESZ

THE BI& EASY SWING

JACQUES HAS TEEP OFF WITH SOME UNPRECEPENTED
EASY POLICY SINCE JUNE ZOIY. A BIG SWING FROM

HIS PRIVER AS THE ECB PROP RATES TO THEIR LOWER
BOUND, INCLUDING NEGATIVE PEPOSIT RATES, IN AN
ATTEMPT TO IMPROVE THE ELRO AREA AND MOVE
TOWARP THE HOLE. THE ECB HAVE ALSO KICK-STARTED
ADDITIONAL TARGETED LIQUIPITY PROGRAMS IN AN
ATTEMPT TO BOOST LENPING. THESE FACTORS HAVE ALL
CONTRIBUTED TO WEAKENING THE ELRO AGAINST MOST
MAJOR CURRENCIES THAT WILL HELP COMPETITIVENESS,
ANDP COULD BE THE FIRST STEPS TOWARDS RECOVERY.

FAIRWAY WOOP STILL IN THE BAG

HOWEVER, THE SENTIMENT IN THE CROWP IS THAT JACQUES STILL
REMAINS A LONG WAY OFF. A ELLL BLOWN QE PACKAGE REMAINS
AN OPTION AHEAD AS TACQUES STILL HAS HIS FAIRWAY WOOD IN
THE BAG IF HE NEEDS TO GIVE THE BALL ANOTHER BI6 WHACK OF
STIMULUS LIKE HANK AND CHARLES HAVE ALREADY PONE, NEGATIVE
DEPOSIT RATES CONTINUE TO HURT LARGE DEPOSIT HOLDERS AND
CAUSE SUSTAINED ELRO SUPPLY AND ONE THING 1S FOR CERTAIN

= JACQUES IS NOW LAGGING A LONG WAY BEHIND OLR OTHER
COMPETITORS. THE GREEN 1S SO FAR AWAY WE CAN'T EVEN SEE THE
FLAG, WITH 2017 NOW TOUTEP FOR A POTENTIAL FIRST RATE RISE!
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Legal & General: Sliding
past difficult subjects

Financial services company Legal

CALCULATOR_ & General has raised an issue that

a lot of people would prefer not to

how long would your money last if

How quickly would your money run out, if anything happened to you or your partner, as a result of long term sickness or som_ethmg u nexpected happened
injury, critical illness or the death of the main breadwinner? to either YOu Or your partner?

Use our calculator below to work out how many weeks breathing space you could have, in just a faw easy steps.

It does this by tackling the subject
head-on, using a simple slider
format. This focuses on the

MONTHLY HOUSEHOLD BILLS

Use the slider below to select how much you spend each month. Not sure? technical and financial aspects
Ehck here fo/foihie Sums: of the topic, removing a lot of the
v negative connotations around it,
V] while conveying enough warmth
£0 £2500 and humanity to keep the
m content accessible.
| VONTHLY LUXURIES

Use the slider below to select how much you spend each month. Not sure? Key takeaway

Click here to do the sums.

v Are there alternative ways to
present content that could
£0 £1000 otherwise be off-putting to

the customer? Even the most
Legal& disconcerting of topics can be
General made palatable by presenting
the more complex side of things
in a simple, accessible and easily
understandable way.
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unbiased.co.uk: Checking the
mortgage needs of first-time buyers

unbiased.co.uk defines itself as

a one-stop source of experienced,
regulated and independent
financial advisers and mortgage
brokers. To support these advisers,
it created a downloadable
checklist aimed at first-time
buyers who are unsure of what
they need to do to get the
mortgage they want.

The ultimate aim is to steer
young people towards seeking
financial or mortgage advice by
highlighting the questions they
may not realise they need to ask
- and then giving them a simple
solution: ask your adviser.

When faced with applying for a
mortgage, many people feel they
need direction, but don’t know
where to turn. This checklist
empowers them, providing the
guestions they need to ask in

an accessible way.

Key takeaway

Make life as easy as possible for
your potential consumers - don’t
give them any excuses to put off
making an appointment. Doing the
hard work for them means they

don’t have to do a lot of research
themselves to get started. They
can simply make an appointment
and take along the checklist.

Do the hard work for
your potential
consumers - so they
don’t have to do the
research for themselves.

*2 unbiased.couk

Your
mortgage-
survival kit

If you're about to set off in search
of the best mortgage deal, this
survival kit is great to have with
you. You can check off the key
steps as you go, and also use it as
a reference when meeting your
independent mortgage adviser.

Preparing for your mortgage application

Lenders will ask you searching questions about your job, income, expenditure and other financial

commitments, so be prepared

¢ Do you have three recent payslips and/or bank statements ready to show?

* Have you reduced or eliminated other liabilities (e.g. debts, non-essential outgoings)?

* Have you looked at your spending patterns to see if anything might cause lenders concern
(e.g. gambling, expensive holidays, luxury items) and reduced these if possible?

* Isyour deposit as large as you can make it? With a larger deposit you can get a lower interest

rate and a smaller mortgage, and so pay less overall

* Have you calculated your total regular monthly expenditure to see how much you can afford in

additional payments?

Have you taken steps to improve your credit rating? E.g.
*  Are you on the electoral roll at your current address?

Do your bills come direct to you at this address too?

Do you have a history of borrowing and repaying money on time? (If you don't use a
credit card, start doing so and repay the balance in full to create a solid credit history.)

Have you closed any unused credit card or store card accounts?

Have you broken any unwanted financial ties (e.g. joint bank accounts) with anyone

who might have a poor credit rating?

Ask

<
2

500
o500
o000
000
000

OO0 00O
OO0 00O
OO0 00O
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NATIONWIDE HOUSE PRICE PREMIER LEAGUE 2014

The new Premier League season is well and truly underway. But what would it look like if it was based on hause prices instead of match
results? We looked at whod be top and who'd be bottom bazed on house price changes between June 2013 and June 2014. Find your
team and see where it stands.

® ®

PREMIER LEAGUE POSITION HOUSE PRICE LEAGUE POSITION AVERAGE HOUSE PRICE
2013-2014 % change 2013-2014 2013 (£)

o— 3 0
Manchester City Tottenham Hotspur Chelsea
\ Tottenham, Londen £760,144

2%

2 1

Liverpool Queens Park Rangers
£760,144
= .
Chelsea T Arsenal
— £701,030
4
Arsenal Arse Tottenham Hotspur
Hallovaay, London £513,435
23%
5 ol
Everton ‘West Ham United West Ham United
Upton Park, East Landon £325413
2%
0 G 0
Tottenham Hotspur Crystal Palace Crystal Palace
South Norwsod, London £293,01
20%
7 ‘
Manchester United \} Swansea City Manchester United
l 18% £228,896
0 A——o 0
Southampton \ Southampton Southampton
A 13 £226,109
0 —©O
Stoke City f ¥ 4 Manchester City
\ /S £207,940
L7
10, 5 10}
Newcastle United P4 Aston Villa
/ £185719

11 \ B
Crystal Palace i 7 Newcastle United
\ 2% / £181473
12, & < 12
Swansea City Leicester City
% £168,689
13, 12, ) &
West Ham United Manchester United Swansea City

% f £166,107
4 / 14
Sunderland Everton
10% £160,454
14 14
Aston Villa Liverpool

Wiitton, Birmingham £160,454

Sunderland

Aston Villa

16,
Sunderland
£155,634

o \
Hull City 3y

17,
West Bromwich Albion Stoke City

Stoke-onTrent

West Bromwich Albion
£153,853

N/A 18
Burnley Newcastle United ‘Stoke City
3% £133,631
N/A \‘ 19 -

Leicester City N Burnley o Hull City
\ 2% =< £130,289

\ §

/A b H—

Queens Park Rangers Hull City Burnley
0% £112,868

h Nationwide

Nationwide: Kicking off
conversations on house prices

It can be hard keeping track

of house prices, and even harder
knowing if you're getting good
value in your area. To help UK
consumers keep abreast of the
latest changes, Nationwide used
football as a visual metaphor in a

House Price League infographic.

Exploring the dry topic of

house prices in the form of an
infographic immediately brings
the topic to life, and taps into the
sense of drama and suspense
that makes football so exciting.

It’s also effective due to its
unusual quality. It’s initially
mysterious (‘Football house
price league? How on earth
does that work?”) but once
you open the infographic, the
concept is easy to understand
thanks to its clear layout and
smart information design.

There’s also a bit of an ego
nudge going on here to generate
self-interest and prompt social
shares and online discussion. Is
your team (or local area) top of

the league? Where are your rivals?

Key takeaway

Can you use lateral thinking
to link your subject area to
something topically unrelated,
but with a similar process,
structure or form? What kinds
of visual analogy would fit your
data or your work? Choose
something widely known, but
different enough from your
own zone of expertise to
create surprise or humour.

Need help designing your data?
Call us on +44 (0)20 7963 7070
or email us.
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Experian: Making security details
simpler with straight-forward forms

Selecting the right letters from
the answer to your security
question or memorable word
can be a laborious process.
However, global information
services company Experian
employs a novel approach.
When asking for the last

letter in your password, that’s
exactly what it says - the ‘last
letter’ - which is much simpler
than asking for letter 10 in a
10-letter word, for example.

Key takeaway

Finance companies often have

to ask a lot of questions. So,
wherever possible, make it easier
for your customers to enter their
personal information. Experian has
only saved the user 1 or 2 seconds
here, but every little counts in a
lengthy and time-consuming form.

It takes a bit of technical

trickery, as the copy will be
dynamically generated
depending on the length of the
user’'s memorable word. But if
you can do it, it’s a good piece of
micro-content to make your own.

Experian

. e
CreditExpert

€6

Make sure your user’s
journey is as easy as
possible - from finding
the right content on your
site, to entering

personal information.

)9

Security details

Please type the specified letters of your memerable werd into the boxes below to gain access.

Memorable word

The reminder for your memorable werd is: going along nicely

Letter 2

» Forgotten your memorable word?
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HSBC «X» Planning @ snae @ P

‘Ways we can help Planning tools

What's happening in your life?

| Most popular m Home & lifestyle ‘ Work & retirement 252 View all
A

Planning your children's future  Dealing with bereavement Getting married Passing on your wealth

Prepare your finances to give your Get help sorting out the finances of the Finance your dream wedding and Plan how youll leave your estate to your
newborn the best start in ife one you have ust lost manage your finances as a parinership loved ones

Protecting what matters

Protect your income and safeguard
‘your family and ifestyle

Helping you get started

ToOL ARTICLE
Financial health check HSBC financial quotient Individual Review

Three quick steps to find out your financial Save the content you fice from our site —allin Take our quiz now to find out your financial Book your appointment for an Individual
heatth one place quotient Review today

Growing your wealth
'. ) Making the most of your money

Tools

Planning your children's future
@ Giving them a great start in life

HSBC: Targeting consumers with
content they’ll care about

Big banks normally structure
their content marketing around
the benefits of their products,

or towards particular target
audiences. But HSBC is different.
It groups content around major
events in a person’s life instead.
So, yoUu'll find no ‘This year’s best
ISAs’ articles here, but you will find
pieces like ‘Saving for a car?’ or
‘Saving for a wedding? - which
give all the information you

need to choose the right

HSBC product for you.

By packaging its content like this,
HSBC can side-step tricky issues
like which audience group is most
appropriate, or which products the
guides should be connected to.
For example, why should articles
about having a baby be pitched
at young couples? And if you are
planning to get married, would
you immediately associate that
with a loan or a savings account?

Key takeaway

There are many ways of grouping
financial advice content, and it

depends on what you're
producing. But grouping articles
by experience rather than user is
a handy way of avoiding tricky
segmentation issues while

still delivering relevant,

focused content.

And if someone is approaching
a big moment in their life,
they’re far more likely to be
searching for ‘saving for a
wedding’ rather than ‘savings
account’; or ‘having a baby’
rather than ‘financial content
for young couples’.

€6

Think about how

you might group your
content differently. What
do you know about your
users and their interests?

)9
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Nutmeg: Straight-talking,

shareable headlines

Nutmeg is an online
straight-talking investment
management company that
prides itself on being completely
transparent. Its content

reflects that same value.

Its articles have clickable and
shareable headlines that use
handy formats eg the listicle:

‘8 ways to.., or the Q&A: ISA
guide: All you need to know’.
The headlines really catch your
attention: ‘The shocking truth
about..” or ‘Amazing places to..”

Finally, the fun, bright imagery and
colour-coded topic icons further
guide your eye to the topic you're
interested in.

Key takeaway

Believe what you're writing is
interesting by giving it the impact
it deserves; whether that’s through
a bold/clickable headline, an
engaging picture, or making

it as easy as possible for your
readers to travel around the page
with colour-coded site furniture.
If you give your articles boring
headlines without images, don’t
be surprised when no-one clicks
through to your content.

Try colour-coded site
furniture to make it easy
for your readers to travel
around the page.

Latest articles

Tracking down your old
pension pots

ISA guide: All you need
to know to openan ISA

Comment from the FT:
Investors cut UK equities
over election worries

The Nutmeg pension is
going to transform the
industry

L 8 ways to boost your

investment returns

.

A
g

8

nutmeg

% Investment strategy
. update March 2015:
- Japan blossoms and
Europe bounces back

I5As

Who wants to be an ISA
millionaire?

The shocking truth about
investment fees

5 reasons to-transfer your
ISA

. 10 amazing places to
¢ retireto
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1 | News & Views

How o communicate pinancial resulrs withoat boring people

Posted by Unum Team on 25 November 2014

Most employees’ eyes glaze over when they're shown the
company's financial results. In many cases it's not because
they're not interested, it's because the information they're
presented with is too technical or detailed and it's not immediately
obvious fo the individual how it relates to their role.

Financial data is at times hugely complex and sensitive, but if
employees across all levels are shown how their roles fit into the
bigger picture, the likelihood is they'll be more productive and
engaged in their work.

By choosing your wards carefully you can help your employees
develop a better understanding of your business and the
challenges it faces. Even the great Warren Buffet uses simple
language and a smattering of humour when relaying his financial results, and if it's good enough for him..

So when the time comes to deliver your next quarterly financial performance update, how can you ensure your
employees understand what you're saying and, importantly, are inspired rather than bored by your presentation?
Here are some tips...

o0 o
vnum o

Employees Employers Advisers Blog Calendar

pplan | News & Views

Motivation methods por the modern pinance team

Posted by Unum Team on 10 March 2015

Finance professionals are not feeling the
love, according to research. That's perhaps
because they're pigecn-holed as a grey-suit

brigade with little or no personality.
Expenses management service a*
webexpenses found that as many as 60% of

finance professionals feel theyre
undervalued by their employer, with more
than half saying they don't get the same
respect as colleagues working in other
departments.

But the traditional view of the finance department is an outdated one as its importance and influence continue to
grow.

So what motivation methods work best for this group? We take a look at ways to perk up the team as well as
helping them increase their already important contribution to your business.

Unum: Addressing small business
issues with a big blog

Unum’s strength lies in being
open about the fact that its main
product - income protection
insurance - can be a bit dull. It
focuses on offering useful and
entertaining articles around small

business and financial issues which

affect its core customer base.

Headlines are often tongue

in cheek and the content is
gently humorous, illustrated
with cartoons or offbeat images.
It all comes together to create

a light-hearted, easy-going blog.

The content isn’t fluff though -
it's packed with real-life examples

from other businesses, useful ideas

and informative research.
Key takeaway

Content doesn’t have to be a hard
sell that’s purely focused on your
core products. Think about
complementary areas that your
target audience will be interested
in. The first step is to get them to
engage with your brand.

Need help filling your editorial
calendar? Have a chat with one
of our content strategists and
never miss another blog post.
Call us on +44 (0)20 7963 7070
or email us.
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Deloitte: Starting the debate
on controversial finance issues

How do you write about complex
and often controversial finance
issues while remaining neutral
and presenting all the facts?

Deloitte tackled these questions
by launching a Debate blog,
which takes complicated topics
and presents both sides of the
argument in a clear table format.
It also threw in some opinions
from Deloitte’s in-house experts
and a section where readers could
ask questions or leave comments.

Key takeaway ‘ ‘

Don't shy away from tackling ..a Debate blog, which

tough topics. Think carefully takes complicated topics
about the format you present and presents both sides of
the information in and make the argument.

sure it’s accessible and easy

to digest. No one wants to

read through pages and pages , ,

of dense copy online.

Deloitte.

Which is Better: Outsourcing or
Shared Services?
Deloitte Debates

DOWNLOAD »

in or out?

People have been arguing for years about the relative merits of outsoureing versus shared
services. Yetthe debate today is more relevant than ever. In some cases, organizations are
unhappy with their previous decisions and are looking for a new approach. But more often than
not, decision-makers are simply revisiting the subjectin light of changing business conditions,
such as new business strategies, new leadership, a major event such as a merger or
acquisition, or maturing business practices.

Given current and future trends in shared services and outsourcing, which approach makes
more sense? Is it better to outsource activities such as Finance, HR and IT to an outside
vendor? Consolidate them to an in-house shared services center? Or perhaps combine the two
approaches?

Here's the debate.

[~

Qutsourcing typically Qutsourcing vendors are not
produces greater cost the only organizations with
savings. Superior systems, access to world-class
pr Ltechr and . pr
economies of scale —aswell  technologies and talent.
as easier access to offshore Crganizations with sufficient
labor — often enable an capabilities and scale may
outside vendor to do the be able to save money — and
work more eficiently. In achieve better quality — by
Outs ource tO many cases, outsourcing keeping services in house.
= also delivers better quality by Also, the cost oftransitioning
a third party capitalizing on a vendor's to an outsourced model can
Contract with an outside specialized knowledge, be significant and must be
vendor that specializes experience and talent. factored into the decision.
in the work you need
done.

Outsourcing tends to be Although vendor self-interest
implemented faster. Itis in can be a useful tool, itcan
the vendor's best interest to also be a battering ram that
implement the services and produces the wrong results.
solutions as quickly as Make sure the vendor's
possible. Also, less time is actions align with your
wasted on internal politics organization’s objectives. It
and inertia might make sense to
optimize your processes and
systems before the transition,
even ifittakes a little longer.
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Saving and Spending in Your

Twenties

rful financial tool is time, and it is never too early to start saving. The financial
h\mle'n of retirement weighs heavily on most people’s minds as they approach later life, and with.
the government reforms putting the onus back onto the public to save for their own retirement,
coupled with escalating costs of care, it's easy to see why.

Pay off Expensive Debt!

Alot of debt can be picked up in your twenties; with ‘student debt hangover’ and the costs of
setting yourself up in life. The average consumer borrowing in the UK (including credit cards,
‘motor and retail finance deals, overdrafts and unsecured loans) is £3,176.

As a nation we spend the first 50 days of each working year paying off interest on

‘borrowed money.

Debt costs more than savings eam
Someone who has £5,000 in a fixed-rate savings
account will likely accrue around 2 per cent
interest over a 12 month period, earning £100.
If they also have £5,000 on a credit card charging
the average 13 per cent APR, they will pay £650
in interest over the same 12 month period.

00 Growing yonr savings with
O Jour srage will set you up for the farure

T TTTTTTTTITTIIT I I I T I I I I I I I

How to Save
T T TTTTITITT I I I I I I I I ISP I I IS

Sometimes it's hard to work out where this extra money for your savings is going to come from,
but there are plenty of little things that can be avoided which will quickly add up and unlock
that extra cash in your income.

Think about how much you could save if you quit these:

Smoking 20 1F B“)'mtzlunch K Playing the lottery |
cigarettes a week: (£2 pe week)

ry day
(€3.! 50 1 d )
L £4200 ‘ '“’i o

-/

qNF Dinner outand a

glass of wine once
a week:

oA L£780peryear“ [

) cldermore

A

Surbucks coffee en
route to work:

£520 per year 4

Aldermore: Investing in
images to tell the facts

Retail bank Aldermore often
applies an old-school journalism
approach to its copy, using lots
of hard facts and stats to make
an argument. That’s great, but
sometimes you need to think

visually to bring those facts to life.

In this example - all about saving
money - points are visualised in
the shape of an infographic - a
design tool that users are very
familiar with. The copy also
draws comparisons using
everyday things to give the

argument meaning and relevance.

Key takeaway

Take a step back from what you're
doing - in this case selling savings

products - and give some factual
advice about the subject instead.

With facts at their fingertips,

an audience can work out for
themselves the arguments you're
trying to make. You don’t need to
do all the selling. And presenting
it in the clear, accessible form of
an infographic just makes things
even easier.

Write better content for your
business. Learn how to think like
a journalist. Call us +44 (0)20
7963 7070 or email us.
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MoneySavingExpert.com: Sharing
bite-sized tips on social media

According to social media
analytics company Peerindex,
Martin Lewis of MoneySaving
Expert.com is the UK’s most
influential person writing about
money, personal finance and
banking. This is an enviable
position that many finance
brands would love to be in.

During the 2015 UK Budget
announcement he leveraged his
popularity on Twitter to share his
thoughts about the new financial
measures. But rather than just
offering commentary, he used
his simple straight-talking style
to spell out exactly what these
new measures would mean to his
legions of loyal supporters - real
consumers like you and me.

Key takeaway

Can you explain things to your
customers? Can you cut through
the noise with clarity, instead of
adding to the complexity? This
approach comes in especially
handy when there’s a big event
everyone is talking about,
typically via Twitter. Give helpful
and actionable information on
the topic and you can become
trusted, followed and shared.

Pl LIS W

gl et e % |
Remember Debt= total amount we owe.
Deficit=what we overspend In a year.
Eliminating deficit doesn't eliminate debt

VEETS FAVORITES -E@Jﬂl
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Premium Bonds: Cranking
up the storytelling machine

Why save withus How can we help? Login - Register

When National Savings and
Meet ERNIE Investments (NS&I) relaunched its
site to generate more interest in
‘ ° Premium Bonds, it wanted to
ad - \ prove to users that it was fair. But,
= instead of giving all sorts of boring
assurances and pledges it told

a story - about ERNIE, the

Who is ERNIE? -
Our Electronic Random Number Indicator Equipment, or ERNIE, was invented by one of the original Bletchley m_a c h ne t h a t g enera te S t h e
Park code breakers in 1956. Since then, he's generated the numbers for over 290 million tax-free prizes winning premium num bers.

worth approximately £15 billion.

ERNIE, or the Electronic Random
Number Indicator Equipment, if
you prefer, was bestowed with
fond, national-treasure status.
HINE gereraismumbenonpicidy doandoms, | Customers learned he was
. invented by one of the original

The genius of ERNIE

*

:

» Bletchley Park codebreakers in
pa— 1956, and that there have been
HR e 1 8 4 generations of ERNIESs since.

The clever bit Key takeaway
Ernie 4 generates Bond numbers completely at random, no
matter how long. So every Bond number, whether it has 8,
9, 10 or 11 digits has a separate and equal chance of
winning a prize.

Amid all the information about
what you do or sell, is there a
genuine story or backstory that
would extoll your brand values,
or explain what you do in a clear,
engaging way?

Learn how to tell better stories.
Have a chat with one of our

Drum roll please

When ERNIE has randomly generated a list of numbers hc SO, te” \t Peop\e V\/|H remem ber .
they're matched in order against eligible Bond numbers to . . CcO W ?’\terS Ca ‘ | us +44 O 20
determine the lucky winners. yOU- AMd |‘L<e aﬂy gOOd StOfy, ‘t p_\/ ( )

7963 7070 or email us.

will be retold.
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1 TSB: Making it easy

to get in touch

Why are phone menu systems
so slow? No one wants to
push 32 buttons and wait for
30 minutes before speaking
to a customer service person.

TSB makes the whole thing easier
by providing several numbers on
its website - each set up to deal
with a specific type of query. All
you have to do is click to select
the nature of your query -
Opening a mortgage? Credit
card enquiries? - and the correct
number will pop up. Hurrah, no
more hitting ‘O’ to repeat the

list of options.

This simple content tweak

should lead to shorter call times
as customers can now get through
to the right person on their first
attempt. This will boost customer
satisfaction for TSB and probably
cut down on the cost per

call as well.

Key takeaway

A bank’s contact page can
quickly go awry, with huge
scrolling pages featuring dozens
of different numbers - or worse,

a l-size-doesn’t-fit-all single
number. This solution makes the
whole process much simpler, as
only Tnumber is presented to the
customer when they make their
choice from the drop-down list.
Are there any simple methods you
could use to reduce effort for your
customers? Micro-content fixes
like this can pay dividends.

€6

Simple content tweaks
can reduce the effort

for your customers and
lead to shorter call times.

)

Personal Banking

Current Accounts Mortgages Savings

Personal Barking | Contact Us

Contact us

Find a phone number

If you have a specific enquiry please choose a category from the
list below, or see a list of contact details.

[

General Banking I
nal banking account.

If your card has been lost or stolen

Internet Banking

Credit card enquiries ad - 24/7)

Opening a mortgage -

4 3

Ways to bank with us

Your nearest branch

,E’%"‘“eﬁ - &N Map | Satelite
P .

/ / 5t James's Palace (= & HorseGua
<] | Ol

v nental .
LoNoowark Lane &

e Constitution ifl
1l
&

‘ 8 & Buckingham Palace (=)

Cray 3 - S
- o y " Tothillst.
EVESE‘;\mGﬂrd'en c}ﬁ"’% ﬁ:s} 2 Jam“ipﬁke Westmir

b ES i 2 2
SN O -

How we're different

Loans
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14 Tesco Bank: Navigating away
from standard labelling

Banks most commonly arrange
their websites by product: cards,
insurance and savings, for example.
Tesco takes a different approach
TESCO Bank & ONLINE BANKING v and uses verbs as its labels,

- == effectively asking the user what

it is they want to do, rather than

Bank Borrow Save Insure Tools & guides Support what they want to get at the
i o 5 > v s end of it.

Current accounts Save, borrow, bank and insure are

certainly more intuitive terms than
their associated products.

[ ]
W I n Key takeaway

Current accounts

Features and benefits

]
Get rewarded
Overdraﬁs W| n

lays ko bank when you spend when you don't

Switching service Navigation bars are not set in

ol Solk ard EXt: A Ehbend poink: 33{' AER"T"}TOZE stone, and just because everyone
Al RS HEARE else does it a certain way, it doesn’t

Charges, rates and fees debit card

mean you have to as well. Think
about rewording labels to best
describe all the constituent parts
of the section they link to, using
terms that are the most likely to
resonate with your customers.

APPLY NOW

Contact us
LEARN MORE

Protecting
your
money A £5 monthly fee - which you don't pay if you deposit £750 each month.

Find out more about how a Tesco Bank Current Account can help you.

Learn how small copy fixes can

drive engagement on your site.

Speak to one of our copywriters
now on +44 (0)20 7963 7070 or
email us.
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Halifax: Managing expectations
around switching banks

Halifax knows that one of its
biggest audiences is people who
are dissatisfied with their current
bank and are looking to switch.

To reach this audience, it’s created
content to make the changeover
process seem as simple

as possible.

Halifax has effectively demystified
switching accounts by laying out
the steps day-by-day, and also
committing to a firm timescale.

Key takeaway

Managing someone’s expectations
is good practice in digital content
- whether it’s telling a user it’ll
take 5 minutes to fill out a form

or 7 days to switch bank accounts,
as Halifax has done here.

Wherever you can, let the

user know what'’s in store and
prepare them for how long every
process or booking journey will
take. Never give the impression
they’ve reached the end of a
journey when they haven’t - for
example, by using calls to action
like ‘Complete’ or ‘Done’ that
appear to end the process, but
actually lead to the next stage.

=)

Switch to us in 7 working days

—
Day1
The switch begins...

Once you've asked us to switch you over and
chosen your switch date, we start by
contacting your old bank.

Day 6

If you're clearing a debit balance at your old
account, you'll need to make sure there are
enough funds in your Halifax account to cover
this transfer.

Make your customers happy.
Improve the user experience
on your site. Call us for advice
on +44 (0)20 7963 7070

or email us.

Day 2

we'll let you know that your old bank has
approved your request, and then we can start
transferring your payment arrangements
across to your Halifax current account.

Day 7
Congratulations - your switch is complete.

Your balance is transferred and your old bank
account is closed.

Day 3-5

it'll take a couple of days to switch over your
payment arrangements, and make sure your
Halifax account is ready to go for the switch
date.

Day 8 onwards

For 36 months after your switch, payments
sent to or requested from your old account
will be redirected to your new account.
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BEWN pe- 60T
This sketch came from a question I found myself asking clients on a regular basis. Why is money mmportant to you? I had no idea it would become a comerstone fora
book.

It surprised me how useful I found this question because it seems so touchv-feely. We'd expect to hear it from a therapist, not our financial advisor. But I think that’s the
point.

Traditional finance would have us believe it’s all about dollars and cents lining up in nice columns and rows. But we know the realitv is reallv something else_ It often

involves hard-to-navigate emotions, like hope, excitement, and even fear. Despite our best efforts, our emotions may end up trumping the clear, cool logic of the numbers.

Carl Richards: Establishing an

emotional connection on email

Financial emails often focus on
product promos or giveaways.
But this email newsletter from US

financial adviser Carl Richards has

a single central theme - people’s

emotional attitudes to money and

how these can confound logical
behaviour.

Each newsletter is usually
illustrated with a simple sketch,
and this simplicity is reflected in
the language. Richards never,

ever uses jargon.
Key takeaway

Think about subject lines. These
emails always command your
attention with subject lines like:
‘Doing nothing isn’t a financial
plan’, ‘Focus on what you can
control’ and ‘Why is money

important to you? Don’t be afraid

to talk about emotion, but be like
Richards - avoid the clichés.

Not sure how to inject emotion
into your finance copy? Speak
to our copywriters for help. Call
us on +44 (0)20 7963 7070

or email us.

Case studies
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M&G Investments: Bringing a
personal touch to blogging

It’s the quality of writing that
makes this blog by fund managers
from M&G Investments really
stand out. Aimed at investment
professionals, the content is
thoughtful and informed,

using thought-leadership

to stimulate discussion.

There’s also a touch of humour,
though - a rarity in this area. ‘It’s
been great to hear the views of
our readers, writes blog founder
Jim Leaviss. ‘In one week alone

| was accused of both being an
apologist for the US Tea Party
and a member of a Marxist
sleeper cell’.

Key takeaway

Bond Vigilantes is surprisingly
easy to read, proving that you
don’t have to hide behind jargon,
even when talking to professionals.
It also shows the value of expert
content - provided the experts
have something to say.

However, as this blog also
demonstrates, knowledge
alone isn’t enough to engage:
you also need a human touch.

Learn how to inject personality
into your tone of voice. Speak
to one of our content strategists
now on +44 (0)20 7963 7070
or email us.

BOND VIGILANTES

Inflation Surprises - what's driving the current increases in
market- and survey-based indicators of inflation expectations?

1 by Guest contributors: Grégory Claeys, Pia Hiittl and Thomas Walsh on 22/04/2015
(bleg criginally posted on www.bruegel.org) Euro area consumer price inflation, as measured by the
HICP, continues to undershoot the ECB's target of “close to, but below 2%", currently at -0.1% in

March. While it is still too early to tell if the ECB QE programme launched on March 9 will manage to
bring back inflation towards the target in the medium term, a look at market- and survey-based inf...

Read the article ©

Posted under inflation, O

Greece, the currency vigilantes and the Expulso solution

&' by Richard Woolnough on 17/04/2015 m 1

It has been a while since we have discussed the economics of the single currency, but cnce again the
issue of its suitability for all its members is at the forefront of economic concerns, as Greece faces
some difficult decisions. The financial crisis has taught us a number of lessons: fiscal policy works,
monetary policy works, better requlation is beneficial for the financial sector, confidenc...

Read the article ©

Posted unger macro and politics, Eurozone
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Barclays: Introducing serious
interactivity to personal finance

Financial Personality Assessment

Welcome

In this shortened version of the Assessment,
you will be measured on two out of six
personality dimensions

Your results will give you a snapshot of how
you score on Risk Tolerance and
Composure. It is designed to help you
understand how parts of your personality
can affect your investment decisions.

START

The Financial Personality Assessment and Investment Philosophy are designed for Investors with
more than £500k worth of Investable assets. However, whatever the size of your portfolie, we
believe there's value In taking the test In order to uncover your hidden Investment personality.

Your Financial Personality

Tailored Results

Building your profile

The following pages will help you understand
how your Financial Personality can affect your
success as an investor.

Your results will help you understand yourself
better so that you can potentially reduce the
effect that your emotions have on your
financial decision-making.

The understanding of your financial
personality that we hope these tailored results
will give you is not a substitute for investment
advice based on your individual
circumstances. It is only one aspect of your
circumstances that is taken account of when
advising you. You should nat rely on these
results alone but should seek advice based on
all your circumstances

Barclay’s Financial Personality
Assessment tool - which is

essentially a quiz to determine
your attitudes towards saving -

is a clever way of adding
interactivity without compromising
the site’s tonal gravitas.

Tapping into personal motivations
engages the user on a deeper level.
The data capture form is subtly
placed at the end of the process.

Key takeaway

Content like this needs to deliver,
which it does: there are several
screens of financial personality
profiling at the results stage,
enough to make the user feel
their time investment has paid off.

The focus on the individual helps
personalise what can be a dry
topic - and this is something that
can be emulated in copy, even
without a sophisticated tool.

Need help producing unusual
content formats? Speak to one
of our content strategists

on +44 (0)20 7963 7070

or email us.

Case studies 20



https://www.investmentphilosophy.com/fpa/
https://www.investmentphilosophy.com/fpa/
http://www.stickycontent.com/contact-us/
http://www.stickycontent.com/contact-us/
mailto:emailus%40stickycontent.com?subject=

Retiready: Gamifying
an online form

You've got some pension plans to
sell, you've got some retirement
advice to give - how can you tailor
what you offer to the individual
requirements of a potential
customer? Just ask them to

fill in another boring form?

Pension and ISA provider,
Retiready from Ageon, turned its
customer profiling form into a
game with the Retiready
planning tool. It invites users to
find out their score then nudges
them towards a dashboard as a
reward. It even asks a few fun
guestions along the way.

Key takeaway

Don’t stress out over the fact that
the data you need from users is
often the data they don’t want to
give. Gamify your profiling forms
and data capture tools. Throw in a
few small jokes. Make it fun.

: . o ~ '.0,‘

Retiready fom ‘EG_ON Es sp.%fp 555.395 C(c?n:h Support
Get your Retiready score E
Q> :

Let's get started

Your Retiready score will give you an idea of how ready you are for the retirement you
want. If you're not on track, our tools can help.

Getting your score is easy. All you need is some details of your current retirernent plans -

like how much you have in savings, any contributions you or your employer make.

Dan't warry if you don't have this information to hand now, you can change this later
through your digital dashboard.

Your plans for retirement

Dateofbirth | Day & Month & Year 3

Gender |m Female |

Age you plan to retire 2

Your current annual salary [El ] ®

If you were retiring today [i‘l ]
what yearly income would
you like to live off?

Do you plan to take a tax- | i R s |
e - | pecteow B
retirement?

How recently have you dene | Please Select & ®
anything to review or affect
your plans for retirement?

P

Save your score
Once you've got your score, you can save
it and create your Retiready dashboard.
That way you can easily manage your
retirement plans.

>
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Hargreaves Lansdown:
Increasing interaction with
decision-making tools

Ha
. 2 RGREAVES
2
Need more help choosing an investment account? GLANSDOWN
Answer these two questicns to see which accounts you might consider.
When do you want to access your money? Before age 55 |+|  After age 55 You've got a fund DrOdUCt, an ISA
product and a SIPP product. How
Have you used your full Stocks & Shares |SA allowance for the current tax year? Yes |+| No do you get a potential customer to
choose between them? You could
Vantage Fund & simply bullet out the benefits of
Share Account each product in a table. Or you
could ask the customer a whole
Yes, if you are a UK private .
Am | eligible? investor, company or investment |Oad Of qUeSt\OnS.
club

Or you could do what wealth
managers Hargreaves Landsdown
g has done and take the best of both

How much can
I contribute?

Unlimited

take the When you like approaches - a table whose
e ! t highlighted
elements are highlighte
Whenzcand Choose your own investments

from funds, shares, bonds, cash (OI’ ﬁOt) aCCOKdiﬂg tO the

?
RSt ETFs and more

answers to a couple of
critical tick-box questions.

Can | save

b No Key takeaway
It just goes to show that an

How much Free to set up, low cost to run interactive tool doesn’t have to be
oesiitbosts (full costs) complex or cost the earth. It can

~ Onlins simply be an amplified form of
How can | e ey ainatindod information design. It's great for
manage my apps . ; .
account? « Telephone the user, and all it takes is a bit of

o Post

Vantage Fund &
Share Account »

clear-headed thinking up-front.
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21 MintLife: Making
blogs relevant

MintLife, the personal finance blog
from online financial management
service Mint.com, proves that
financial brands can make money
interesting and non-salesy. It
creates content that’s shareable
and relevant to MintLife’s target
audience - young professionals.

By knowing what its target
audience is and writing specifically
for them, MintLife builds up its
users’ trust with helpful,

intelligent content.

Key takeaway

Know your audience and give
them the articles and guides
that they need. If it’s useful and
interesting to them, they’ll
share it with their peers.

Don’t try to write for everyone -
that’s a sure-fire way to end up
writing for no one.

Need help with your audience?
Speak to one of our strategists
about user personas. Call us

on +44 (0)20 7963 7070 or
email us.

Pmintiife

Hacks
5 Money Saving Music Festival
Hacks

Apr 10, 2015 / By Mint.com / Comments [l

For many, music festival season is just as anticipated as the holidays. Music lovers

have held onto their tickets tightly for manths, and now it's finally time to get outside,

enjoy the weather, and listen to the tunes. While the season for music festivals can
be a lot of fun, they often come with a hefty price tag when you factor in tickets,
travel and food.

With a few simple hacks, you can enjoy your favorite bands while not hitting a sour
note with your money.

Learn about Mint.com or ESELREEZEEN | Log In

Browse Categories Search Q

Connect With Us

171,683 people like this. Be the first of your
friends.

n Facebook , Twitter
RSS A Email
) |

BESTINVEST

Get more
from your new
£15,240 ISA

Read our FREE
Top ISA Investment
Ideas guide

DOWNLOAD NOW >
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13815

Bedbime stories e
Slespless niahts 23
Mizzed mestings 126
Monsters banished

Huas aiven

THAHES MU,

FOR BLL YOWUE DOHE

IO

2 NatWest: Tackling events
with style on social media

While its competitors posted
bland images on their Facebook
walls or ignored the event
altogether, Natwest showed

its Facebook followers that it
understood them on Mother’s Day.

By compiling a cute list in
the form of a receipt that
shows what it means to be
a mum, NatWest displayed
empathy for its customers.
And it was all conveyed in a
visual way associated with
money, and was therefore
relevant to a bank.

The post garnered over 25,000
likes and 4000 shares. Of the
hundreds of comments left
underneath the post, some
customers even went on to

tell their own stories of what
they did on Mother’s Day.

Key takeaway

Spend time tailoring your content
to an event. If you can make it
relevant to your brand you will
reap the rewards. Consider what
would matter most to your target
audience - the experiences they

might have had, and how you

can reflect these in an innovative,

engaging way.

€6

What matters most to
your target audience?
Empathise with their
needs by tailoring your
content around events
they care about.

)9
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Charles Stanley Direct: Putting
people front and centre

What distinguishes one
investment company from
another is the way they manage
investments for clients. And the
quality of their investment
decisions often depends on

the quality of their investment
managers. In the end, it all
comes down to people.

So, what'’s an effective way to
big up one of your investment
experts? An online CV, complete
with list of all the other firms
they’'ve worked for? Charles
Stanley Direct enables potential
clients to judge its experts for
themselves by reviewing the
articles and insight pieces
they’'ve written online.

Key takeaway

Being generous with your content
is a proven way of building trust
with potential customers. Getting
your experts to document some of
their thoughts and insights - even
if it's just a Tweet a week - can
really help to build customer
relationships, as well as help

to promote your brand.

Showcase your
employees’ expertise
and give them a voice
- it’s a great way of
building customer
relationships.

Home | Wiy 'We Are DNferent

GARRY WHITE

pom o2 3

FProduy

iz s RN

Seasch | Trade pow

Charge  MarketDam «  News, Feaures & . Get in Touch

¢ Back to News, Features & Research

Garry josned Charles Stanley Direct as Chigl Irvestment Commentatar in
Sep r 2013, Garry has been a well known ¢
for more than 13
at the Daily and Sunday Telagraph. He has previausly worked for stock market
tip sheats such as the Penny Share Guide and Fleet Sireet Latter and spent five

tor on equity markets
s, hawing spent the previous five years as the share tipster

years covering Eurppean equities for Standard & Poar’s

Filter nows stories by date or topic

Showme | 10 |Icmsntl"=\:|;e

Tell Sid to be realistic about Lioyds share sale

Kayaird

s an reliel but clowds remam

Recensy of antithes:

Testo shares rose ioday, despile posting a shocking = of annual Today

numbers. [s this invesior optimism pustshed? Read Aticke 4
Last thres days
Last week

Sugar sours AB Foods’ results Last month

i v Last year

If Associatd British Foods cidn't own its Primark operation. today's Specdic dates:

results would have baen shocking. But even its growth sngine is

being hampered by currency moves Read A Fram -
Until e

s will finally get a chance to buy govemment.owned
s B Group if the Consaraties ged back int
t supect 2 repeat of the Royal Mail profit

Pl 5 Unilever's valuation tea high
e

again = reported that a potential bidder wa g. But are the
fundamgrtals of its businass looking attractra? Road Aticls >
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Money on Toast: Making things
informal on social media

Money management is boring,
right? That's why people with
spare cash hire other people to
oy Money on Toast look after it. Well, no actually.
rllmrq‘ .
[ oo boast Increasingly, money management
has to appeal to a younger breed
Can you name who this famous finance face is? comment below of investor - an investor used to a
more informal tone and fun ways
of connecting with people online.

Money on Toast is an emerging
investment management
company, whose name alone
gives an indication of its laid-back
approach. It prefers to engage
customers with fun and games
on Facebook, rather than send
out long newsletters. It’s all about
sharing a similar attitude.

Key takeaway

The advantage of social media
campaigns over email campaigns

is that they can be faster, more React quickly on social
immediate, tonally more flexible media to show that you
and more on top of events. It

e e P , are on top of events.
LIkg - L0 =L - ahare - noolet shows customers you’'re alert,

fast on your feet and always on
the look-out for opportunities.
And it needn’t cost much.
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Credit Suisse: Providing expert
content, magazine style

R Y]  [in)

CREDIT SUISSE“

TheFinancialist

By Credit Suisse

The Financialist is Credit Suisse’s

finance magaziﬂe. Its clean World Affairs  Investing  Living Well ~ Special Reports

layout, magazine style and
industry-relevant stories make

itan exqellent (esource for Biosimilars Are Here.
anyone in the finance sector

: 2
- whether they’re a Credit Now What*
Suisse customer or not. For the first time,

biological drugs are
facing generic
competition in the world's

With this magazine, Credit

Newsletter  About

Featured Stories Daily Spark

More Daily Spark

largest pharmaceutical

Suisse adds value to its brand m:!kel. Depending_t ‘¥ Multimedia
. . . where a company sits, ! g

while also showcasing its that'seitt]eraphu;e

expertise and knowledge. sl

April 13, 2015

Key takeaway

People like quality and are
willing to go in-depth with
long-form content when the
pieces are well written. When it
comes to financial products,
having a trustworthy and reliable

World Affairs: Infographics Investing: Features Investing: Features

voice is hugely important. Make
sure your tone of voice is one that
your audience can get behind.

Need help producing
long-form content? Speak to
one of our copywriters on +44
(0)20 7963 7070 or email us.

Apr 08, 2015
Developing
Economies Graying
Faster

Investing: Features
Mar 31, 2015

Europe: The Land
that Yield Forgot

Apr 07,2015
Stick with the
Winners

World Affairs: Commentary
Mar 30, 2015

Robert J. Shiller: An
Age of Anxiety

Apr 06, 2015
Five Reasons To Be
Cautious about
Korea

World Affairs: Commentary
Mar 26, 2015

Richard W. Fisher on
the European
Economy

More Multimedia

World Affairs: Features
Apr 01, 2015

Latin America: No
More Abundance

Investing: Features
Mar 25, 2015
Utilities: From
Winning to Last
Place
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Cookies and privacy | Branch finder | Contactus
| b Nationwide |

On your side Products Guides v Support v About v @

Current accounts Savings ISAs Investments & Financial planning Loans Credit cards Mortgages Insurance

| Overview | First Time Buyers Moving home Borrowing more Remortgage to us Existing customer switching your deal

Find a mortgage you feel at
home with

ﬁ‘-‘-

Continue saved
application

Why choose

Nationwide?

Who we can help Search for a mortgage Tools and Calculators

Mortgage tools and calculators

Use our handy mortgage calculators to find out how much you could borrow, compare mortgage payments, or see how much it might cost you to move.

Quick Quote Full affordability calculator

« | want a quick idea of how much | may be able to borrow + | want a full calculation of what | may be able to borrow
+ | only have a few minutes to fill it in + | have up to 15 minutes to fill it in

« | have limited details of income and outgoings with me « | have full details of income and outgoings with me

Use our quick quote > See how much you could borrow >

Nationwide: Giving
consumers a choice

Nationwide’s mortgage calculator’s
welcome screen is a great example

of how to get people to use your
service. It offers honest and clear
options for a quick application or a
more detailed one, explaining in 3
bullet points what you'll need, how
long it will take and what kind of
outcome you'll get.

Key takeaway

Offering 2 options - an easy one
and a slightly less easy one - is

a great way to nudge people
through your site and encourage
them to return to it at a later date.

Letting people know what they're
getting upfront, and doing it as
clearly as possible, means they're
more likely to engage. If you don’t
prepare them, they’'ll get half

way through the application,

find out they need a certain

type of document, and have to
start again - nobody wants that.
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NatWest: Using social media
as a feedback tool

NatWest has identified Twitter

not just as a tool for getting

its message across, but also

as a quick and easy line of
communication between the bank
and any customers that need help.

@NatWest Help was set up to

give customers direct support. 212K 9852 477K 887
The account is active 8am-8pm
i Tweets Twests & replies Photos & videos
throughout the week, ensuring NatWest Help i :
that customers always have a ) NafiWest Help rehwosiod
. . ‘We're listening and ready to help, Mon- L Mike Simpson @ xeSmosonTV « 7 hes
direct line to the company. Sun, Sam-gom. Please don't twest * @DexterWindsor enjoying the sofa in Natwest.

jpersonal details and do follow the
NatWest House Rules at:
Key takeaway & natwest.comitwitier

(© Joined April 2011

Don’t make it hard for your I 753 Photos and videos

customers to get in touch with ﬂﬂ
ou. If their only options are . .
J S op Social media

expensive phone lines or a slow ——)
back-and-forth over email, they’re allows consumers e e
quickly going to become fed up to communicate with —— 2. K3 veidio i b
with your service. you directly. Respond to Rl
thelt’ quet’leS qU|Ck|y aﬁd E' Comea and meetTheS_afewShop team! At NatWest Gravesend branch

Give your Customers quick and until 3pm #Gravesend #S5tGeorgesDay #Coffee #Popln

easy access using the channels
they know and understand. They'll
be happier, and your retention
rates are less likely to waver.

honestly to build rapport.

3 a View move photos and videos
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HSBC: Getting into
the student mindset

» HSBC Students
HSBC g

Not again. One in six students will spend their entire
term’s loan within the first month of university

What group needs financial help
more than students? Not only are
these young adults usually starting

Source: telegraph.co.uk

eople like this Most Relevant~ . . .

. Am.er\caE\avenracLast}'earlwenttostud-,'m OUt n the WOI’|d On a Very “mlted
Fatas Royal e etumed o Canacain budget, they also have something
Bloched an ht 500 utos had e s | of a reputation for over-spending.
for MR Cen R e e HSBC identified students as likely
Like = ety (10 0EG 201 to be in need of extra guidance

HSBC Students Hello America, we
have responded to your original post aﬁd SO \aUﬁChed a Facebook Daqe
and we will be in touch soon . .
Like 17 Oclober 2014 s offering careers advice and
% View more replies a helping hand on all things
& - budget-related.

? 1 James West *DAYS* yeah entirely for my

e i T s i There’s time for some fun too with
a B the #myfutureselfie hashtag and
posts showcasing possible job
W HSEC Swdents options in the future - a career
e conserving the canopy in the

Galapagos, anyone?

It's the last week for you to take a #myfutureselfie
showing what you want to do when you leave

university and share it on Twitter. The best selfie will Key takeaway
win £3,000 to put towards your futurel

Terms & Conditions apply (T&Cs http://bit.ly/1z5x2NR)

If you can identify a particular

Like - Comment - Share group that may be in more need
Y 20 peaple like this. of your services than another, Think about your user
ﬁ s dormiteil don’t shy away from addressing personas. Can you

them directly. If that’s a younger

group, you have even more tailor content for

opportunities to try out more specific groups?
Sponsored F Create Advert ]Cum, accessible and dISDOSab‘e
e content than you would normally
) ~ be able to get away with on
s ‘ / your homepage.
o .
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MahiFX: Calculating the
value of an expert

MahiFX is a financial services
tech company focused on
creating tools for the trading
industry. To generate interest in
what might otherwise be a dull
topic, it created a calculator that
compares your salary with that
of financial trader and billionaire
John Paulson.

Want to know how many years
it would take you to earn John
Paulson’s annual salary? Or
what you could buy with John
Paulson’s salary?

... probably while
making you feel bad about
your own bank account.

The competition motif is elastic
enough to squeeze all sorts of
monetary facts and factors
into sporting metaphor.

Key takeaway

Numbers can be boring, but
rarely so when they’re related to
something as personal as your
salary. By linking the world of
finance to a concept as simple
and instantly understandable as
‘I want what he has’, MahiFX gets

you thinking about finance and
the world of trading in a new and
personally relatable way. Think
about ways to get your content
to speak to the user on a
personal level.

Make sure your content
speaks about the
issues your consumers
care about on a
personal level.

3-0 minutes.

John Paulson makes your
annual income

In the time you've been
here, John would have
made...

316,427

Things you could buy with $4.9b

Mahi
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3 Justin Wolfers: Giving finance
advice in 140 characters

Justin Wolfers is a finance
professor who writes for a number
of publications including the New
York Times. His Twitter feed and
articles take confusing finance

. data and transform them into
easy-to-read pieces.

4 Notifications

P4 Messages 3 Discover v Search Twitier

His style is plain yet amusing. And
his Twitter feed shows it’s possible
to cut to the core issue in just

140 characters.

Key takeaway
With the right angle and analysis,

18.3K 589 79K 7,983 2 e Follow financial stories can be interesting
and engaging. You don’t have to

. Tweets  Tweets & replies Photos & videos Who to follow - Refresh - View all .
Justin Wolfers _ i focus on endless data, but instead
@Ju.shan!fers . . Juistin Wolters @JustiniVolfers - 21 & Richard Osman & @richar h ) h h | d
i e There's never been a safer time to be a kid A Folow ome in on the human angle an
@UMichEcon & @FordSchol | in America. ﬂ Alexander Amstrong © & how it affects people. And it’s
3’@2?22”&12?;‘3;?.?&‘2’2?”%' washingtonpost.com/blogs/wonkblog... A ol always worth looking past the
@ Washington, DG cingraham Kernel Brewery (kemelbre. :
s @_cing zil . = Follow headlines to the real story beyond...
(® Joined July 2011 a thousands, 19037014

a0 Popular accounts - Find friends

F& Tweet to Justin Wolfers

66

Pick out key insights from
your data and try summing
them up in one sentence.

)9
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GlobalCollect:

UnionPay infographic

Payment service provider
GlobalCollect published this
infographic ‘The Global Impact of
Chinese E-commerce’ to highlight
its UnionPay service.

The infographic introduces the
reader to the rise of the Chinese
e-commerce market through a
set of informative charts.

Focus is then drawn to some

of GlobalCollect’s key market

sectors - retail, travel and gaming.

It concludes with a series of
easy-to-understand visuals that
show the growth of UnionPay.

The CTA visually explains the
UnionPay service provided by
GlobalCollect in a clear and
concise way, encouraging
readers to sign up.

Key takeaway

When commissioning an
infographic, consider having the
designer build it in a modular
format. Then you can either share
the whole infographic to tell the
full story, or use the modular
sections separately.

They could be shared via social
media (Twitter, LinkedIn, Facebook
etc) or used as separate
micro-graphics in related articles.
This way you can get the most

out of your infographic and really
make it work for your business.

Building your content in
a modular way will allow
you to share sections or
the whole story.

THE GLOBAL IMPACT OF CHINESE E-COMMERCE

‘With more than 600 million internet users and a whopping 120% revenue growth rate, the Chinese e-commerce market is
booming. But is your business ready to reap the benefits? Find out the state of play.

BILLION (RMB3,315 BILLION) BY 2015

VALUE OF E-COMMERCE TRANSACTIONS IN CHINA AND USA 2009-2015

$ billion
600
E-commerce transactions in China are
expected to hit $540 billion (RMB3,315
500 billion) by 2015. This would be around
10% of total retail transactions worldwide
400
KEY
30  china @ usa

2009 2010 201 2012 2013 2014 2015
Forecast

Source: KPMG

CHINESE E-COMMERCE TRANSACTIONS SET TO HIT A COLOSSAL $540

THE SPENDING POWER OF THE HAI TAO

Online cross-border shoppers are known as "hai tao" (literal translation: ocean search) in China. Hai tao spending is
expected to hit RMB140 billion ($22.68 billion) by 2014.

ONLINE CROSS. SHOPPER PURCHASE MARKET
RMB140
billion
($22.68 billion)
RMB74.4
billion
RMB48.3 (§12.5 bilion)
billion
RE_EZS.S (57.65 billion)
RMB12 o
bilion (8416 bilon)
(5181 bilion) [HREH
2010 201 2012 2013 2014

POPULAR PRODUCTS AMONG HAI TAO SHOPPERS

Cosmetic and Health supplement
skincare products products
Makeup
products
Perfume
- CHINA

Women’s

clothing
Milk powder and - Toys
food supplement

‘Sources: China Internet Watch, China E-Commerce Research Center 2014,

globalcollect™
]

international payment services
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Leeds Building Society Findabrancn Contact us

- EmE

Financial planning Other products

Choose your perfect ISA
to start saving tax-free

View our ISA accounts

1 Year Fixed Rate Cash ISA (Issue 70) 3 year Fees Assisted Fixed Rate Service Information
Mortgage

Our branches will be closed on Saturday

Rl Then changing to our SVR 18th April due to a planned upgrade of our
S systems. We will still be able to offer a
O/ . % 5 6 9 O/ limited service through our contact
L] O Fixed up to and inc. 31 Mar - o centre and website during Saturday 18th
2018

Thereatter April and Sunday 19th April.

Tax-free’ p.a./ AERT(fixed)

The overall cost for comparison is

Maximum loan to value 80% | Maximum loan £500.000 applies to loans
up t0.80% LTV | No Higher Lending Charge | Tapered Early Repayment
Charges apply up to and including 31 Mar 2018 | Free Standard

wvaluation upto £560 | Fees assisted in-house legal services for
standard rtgages | M: ! £500.000 | 10% ital H H
sttt bk e Building Futures Together.

a pay
Charge | Interest calculated daily| £1.000 Cashback upon completion|
Booking fee (0 - non refundable). redemption fee (€199). product

a d other fees willappl -l

i The results are in '

product details for ion| Tap:
Charges up to andincluding 31 Mar 2018,

View this 3 Year Fixed Rate Mortgage

Rates correctas at 31 Dec 2014

WARNING: YOUR HOME MAY BE REPOSSESSED IF YOU DO NOT KEEP UP REPAYMENTS ON YOUR MORTGAGE. |

Leeds Building Society: Putting
the small print up-front

Where exactly compliance copy
should go is always an issue. No
one wants content littered with
asterisks and footnotes, but that’s
how a lot of web pages seem to
end up. Leeds Building Society has
chosen a different path. They're
up-front about the small print,
making it an integral part of the
product promos on this page.

Key takeaway

This approach has a couple of
advantages. It answers readers’
questions before they need to ask
them. And it also gives a tonal
impression of transparency, which
can help build trust. If you're going
to take this approach, also make
language as plain and natural

as possible.

Get help with your copywriting.
Speak to us now on +44 (0)20
7963 7070 or email us.
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