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Brief and objectives: 

Bank of Ireland UK (BOI) tasked Smarts Communicate (Smarts) with creating an integrated 

campaign that would:  

1. Deliver growth in consumer consideration of BOI's mortgage offerings, focusing on 

First-Time Buyers 

2. Adopt a digital-first approach to engage consumers – seeking to surpass industry 

benchmarks for ROI metrics 

Rationale behind campaign, including research and planning: 

BOI identified their primary audience as first-time buyers in their 20s in Northern Ireland. 

Smarts conducted desktop research and spoke with consumers in the target age group to 

see what influences their decision on a mortgage. Main insights were: 

 People are skeptical of lenders and there’s a general lack of trust in financial 

institutions. Consumers think banks don’t have their best interest at heart 

(Financial Conduct Authority, 2015) 

 Nearly a fifth of people are afraid they will be turned down for a mortgage (Yorkshire 

Building Society, 2017) 

 Through qualitative interviews with NI consumers, Smarts discovered: 

o Some people, especially first-time buyers, are confused about what a mortgage is 

and how the process works, and they find it overwhelming  

o When people are looking for a mortgage, they reach out to trusted circle of family and 

friends, not a bank. They see the bank as a facilitator of funds, not a trusted partner 

o Digital is a key channel for first-time buyers as millennials now make up 66% of the 

market and 99% of those looking for homes use the internet to research properties 

(AdWeek, 2018) 

 



Strategy and tactics, including creativity and innovation: 

STRATEGY 

To reach first-time buyers, the bank needed to be within the circle of trusted advisors, and 

instead of people thinking ‘I don’t know where to start with getting a mortgage - banks are 

formal and won’t give me advice’, there needed to be a shift in consumer mindset to ‘BOI 

really get me and they can help me get my first mortgage’. 

To deliver this change, BOI needed to 1) show they understand the importance of buying 

that first home, and 2) give functional solutions to first-time buyers. The campaign would 

have to show BOI as a place to find real people who want to help other real people buy their 

first home. 

With these points in mind, Smarts developed an overarching campaign ‘We know it’s more 

than a mortgage’ to show the real journey of buying a home. 

CREATIVITY & INNOVATION 

When creating content for the campaign, Smarts researched people’s online behaviour and 

posts on social media when they buy their first home, then recreated those situations to 

capture realistic imagery/videos/copy to communicate that BOI understands the customer’s 

journey. Smarts used extras instead of models to ensure the images were not too 

aspirational and that consumers could relate to the people featured in the campaign. 

 

Smarts created a suite of content to engage consumers: 

1. As a digital-first campaign, video was the best platform to showcase the journey of 

buying a home and to educate consumers about getting a mortgage. The following 

video assets were created: 

 Wall Taps, Drive Bys – featuring people in their 20s, doing what people do 

when they buy a house: driving by for a sneak peek and tapping on walls 

 Mortgage Face – humorous approach which showed people giving confused 

faces to show what most first-time buyers think of mortgages  

 Explainer videos – video series featuring real BOI mortgage advisors 

explaining the mortgage process to help first-time buyers 

2. Suite of images – Four treatments of the real life journey people go through when 

they are buying their first home. These were recreated in multiple formats for different 

media channels.  

 

TACTICS 

The fully integrated campaign included: 

 Digital-first approach to target first-time buyers including: 

o Paid and organic social media campaign across Facebook, Twitter, Instagram and 

YouTube 

o VOD campaign on ITV Hub and All4 

o Targeted Pay-per-click and Google Display campaign including detailed tracking and 

retargeting 



o Digital media partnerships – high impact homepage-takeovers, display advertising, 

social posts and native content across Belfast Telegraph, Johnston Press, Belfast 

Live and Property News 

 Outdoor advertising (OOH): 48 sheets, 6 sheets, Adshel Live and T-sides across 

Northern Ireland 

 New first-time buyers landing page on Bank of Ireland’s website 

 Imagery on Bank of Ireland’s owned channels: branch posters, ATMs and building 

wrap 

 Internal communications strategy (launch event, staff emails and team briefings) to 

encourage current bank staff to buy-in to the campaign 

 

 

Implementation of tactics: 
Research, Planning & Strategy Development: January 2018 – February 2018 
Content creation: February – April 2018 
Campaign launch: 23rd April 2018 
M&E: May – June 2018 
 

Pre-launch: 
• We began with internal engagement activity to secure staff buy-in, followed by a six-

week consumer facing media-led campaign.  

Week 1 (w/c 23 April): 

• OOH, VOD, social media advertising and digital media partnerships went live  

• Targeted Google search (PPC) and display activity, as well as YouTube advertising, 

also went live on launch day. 

Weeks 2-6 (April/May) 

• Continued VOD, PPC, Google Display and Digital media partnerships activity  

• Continued paid and organic social media 

• To keep content fresh on social media, we introduced the Mortgage Face creative 

assets in Week 4. 

• Native content went live in the second half of the campaign to keep up momentum 

• Ongoing real-time monitoring and optimisation of activity 

 

 

Measurement and evaluation: 
• Following the campaign, BOI saw an increase in mortgage applications compared to 

the previous two quarters 

• Average search CTR, display CTR and video view rates throughout the campaign 

were consistently above industry benchmarks 

• Campaign videos received 250,000 views on YouTube alone  

• Digital display partnerships with Belfast Live and Belfast Telegraph delivered an 

average CTR of 0.18% 

• The targeting campaign (Google Adwords and PPC) delivered 6,000 clicks and more 

than 187k impressions, leading to over 400 conversions 



 

Budget and cost effectiveness: 

Smarts promoted cost effectiveness by using the same imagery across all platforms, and by 

using the same people for photography and video content.  

 


