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BACKGROUND 

Source: Millward Brown Research. Fieldwork - Pre: 31st May - 27th June 2010. 
During: w/c 19th July, w/c 2nd Aug, w/c16 Aug 2010. Santander ‘Switch’ campaign.  

MEDIA APPROACH: 

Heavyweight TV backbone to deliver stature  

and impact. Complemented by cinema to cost 

effectively provide incremental coverage and  

young upmarket audiences 

 

 

RESEARCH OBJECTIVES: 

To understand what contribution the cinema 

element of the campaign had on: 

•  Brand health metrics 

•  Response to advertising creative 

 

 

METHODOLOGY:  

Pre and post cinemagoer booster (n=150 per  

week) onto Santander’s existing online brand  

tracker to compare & contrast results 

 

 

PACKAGE: 

• Package : AGP 

• Dates : 16th July – Aug 2010 (3 weeks) 

 



METHODOLOGY: EXISTING SANTANDER TRACKER WAS BOOSTED WITH 
CONSUMERS WHO HAD ALSO BEEN TO THE CINEMA DURING THE 
CAMPAIGN PERIOD 

PRE- CAMPAIGN SUMMER BANKING CAMPAIGN 

31st May -27th June 
(Sample 600) 

Exposed pre 
 

Those who go the cinema 
regularly (at least once a 

month) prior to the start of 
the activity 

Unexposed pre 
 

Those who do not go to the 
cinema regularly (at least 
once a month) prior to the 

start of the activity 

w/c 19th July 
(Boost 150) 

w/c 2nd Aug  
(Boost 150) 

w/c 16th Aug 
(Boost 150) 

Exposed post 
 

Those who have been to the cinema in the relevant week 
of the campaign either from the main tracking sample or 
the boost. They must have seen one of the relevant films 

at one of the relevant cinemas 

Unexposed post 
 

Those who have NOT been to the cinema in the relevant 
week of the campaign either from the main sample or the 
boost. They have NOT seen one of the relevant films at 

the relevant cinemas 

The exposed pre and 

exposed post can be 

compared to each 

other to establish the 

uplift achieved among 

a cinema going 

audience 

This uplift can be 

compared to the 

pre/post comparison 

among a non-

exposed group to 

determine what 

additional impact could 

be attributed to the 

cinema material. 

Source: Millward Brown Research. Fieldwork - Pre: 31st May - 27th June 2010. During: w/c 19th July, w/c 2nd Aug, w/c16 Aug 2010. Santander ‘Switch’ campaign.  



HOW DOES 
RESPONSE TO THE 
AV CREATIVE DIFFER 
AMONG THOSE 
EXPOSED TO IT IN 
THE CINEMA? 



THOSE EXPOSED TO THE AD IN CINEMA FIND IT 
PARTICULARLY ENJOYABLE AND MORE ARE LIKELY TO 
TALK ABOUT IT WITH FRIENDS 
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Buzz* 

TV only  
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MB Financial 
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Addition of  

cinema exposure 

-/+ 

=  equals statistically  

    significant against  

    financial norm at 95% 

 

=  Would talk about with     

    friends 

ADVERTISING IMPACT 

Source: Millward Brown. Santander 2010. Questions - Recognition: Have you seen this advert before today? Enjoyment: Thinking about the advert for Santander, 

please indicate whether you agree or disagree with each of these statements. Base: TV only exposure: (224)  |  Exposed sample: (75) 

* 



STRONG CUT THROUGH OF THE SWITCH PROPOSITION IS 
FURTHER DEEPENED BY EXPOSURE IN CINEMA 

Source: Millward Brown. Santander 2010. Q33. How strongly do you think the advertising gave you these impressions? % Strongly suggests. Base: TV only 
exposure: (224)  |  Exposed sample: (75). Nom 40%.  
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=  equals statistically  

    significant against  
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It pays to switch my current 

account to Santander 

Santander’s switching service 

makes it easy to switch/move 

your current account 

Santander is offering a reward 

of £100 for switching your 

current account 

In order to receive the £100 

reward you need to deposit 

£1000 each month 

Q. STRONGLY AGREE THE ADVERTISING GAVE YOU THE IMPRESSION… 
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THE CINEMA AD GENERATED A STRONGER, MORE POSITIVE 
CONSUMER RESPONSE, NOTABLY FOR BRAND REAPPRAISAL & 
PURCHASE INTENT 
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=  equals statistically  

    significant against  

    financial norm at 95% 

Q. STRONGLY AGREE THE ADVERTISING GAVE YOU…. 
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(made me more likely 
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Encouraging 

brand re-

appraisal and 

prompting an 

increase in 

purchase intent 

for over two-

thirds of 

consumers 

Source: Millward Brown. Santander 2010. Q33. How strongly do you think the advertising gave you these impressions? % Strongly suggests. Base: TV only 
exposure: (224)  |  Exposed sample: (75). Nom 40%.  



UPLIFT IN PERCEPTIONS OF SANTANDER AS A STRONG, SOLID, 
CUSTOMER-ORIENTED & TRUST-WORTHY BANK AMONGST CINEMA CELL 
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Straightforward and clear 

Are International banks 

Trust to manage your money 

Have advertising you really like 

PRODUCT 

Have innovative products and services 

SERVICES 

Really care about their customers old and new 

Manage your finances without error 

Understand financial needs and treats you like an 

individual 
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Source: Millward Brown. Santander 2010. Which of these Banks and building societies do you think…? Santander answers. Base: Main sample Post (691) | 
Unexposed Pre (500) |  Unexposed Post (648) | Exposed Pre (100) | Exposed Post (256) 
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IMAGE – Q. DO YOU THINK SANTANDER… 
 



CINEMA IS SUCCESSFUL IN REACHING A RECEPTIVE YOUNG 
AND AFFLUENT AUDIENCE, WHO ARE INCLINED TO SWITCH 
THEIR CURRENT ACCOUNT 
DEMOGRAPHIC REACH 
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Source: Millward Brown. Santander 2010. Base: Total sample: (691)  |  Cinema exposed: (256) 

 



ADVERT HAS GENERATED A SIGNIFICANT INCREASED 
INTEREST IN SANTANDER COMPARED TO THOSE 
UNEXPOSED TO THE CINEMA 
IMPACT OF COMMUNICATION – Q. INTEREST IN FINDING OUT ABOUT SANTANDER… 
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It makes me a lot / 

little more interested 

in finding out about 

Santander 

Top 2 Box 

Response 

Source: Millward Brown. Santander 2010. Q26. Please think of everything you have seen, heard or read recently about Santander. How does it leave you feeling 
overall? Base: Total Sample (691) 



CONCLUSION 



TOPLINE FINDINGS 

USING CINEMA WITHIN THE MIX OF 

SANTANDER’S ‘SWITCH’ CAMPAIGN 

HAD AN INCREMENTAL EFFECT ON 

CONSUMER RESPONSE IN A NUMBER 

OF KEY AREAS: 

 

CREATIVELY: More likely to generate buzz 
than just on TV alone, generating an even 
stronger emotional response & rational call to 
action. 

 

TARGETING: It has helped reach a 
particularly receptive audience who are more 
than twice as likely than average to be in the 
market for a current account. 

 

DRIVING BRAND FAMILIARITY: Extending 
consumer’s sense of relationship with the 
brand, a previously static metric & building 
associations around key metrics such as 
customer care. 

 

PROMPTING CALL TO ACTION:  Exposure 
to cinema succeeds in prompting increased 
interest in finding out about the bank as a 
result of communication. 

 
 Source: Millward Brown Research. Fieldwork - Pre: 31st May - 27th June 2010. 

During: w/c 19th July, w/c 2nd Aug, w/c16 Aug 2010. Santander ‘Switch’ campaign.  


