
ON THE MONEY



The what, how, when, where 
and why of effective financial 
services marketing & video 
advertising in 2021



Hit the re-set button

https://www.apra.gov.au/quarterly-authorised-deposit-taking-institution-statistics
https://www.abs.gov.au/statistics/labour/employment-and-unemployment/labour-force-australia/latest-release


When to advertise?



The first rule of marketing in 
a crisis is keep advertising

The time 
to advertise 
is now



Youi boosts 
brand by 
carrying on 
during COVID



Australians 
need your 
support

And they turn to TV 

in times of crisis



St.George
boosts its 
brand with 
the help of TV





Be brand focused: 
build brands to build 
business growth





Say it with 
feeling



Say it with feeling 



WHERE TO SAY IT?
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Reach a broad audience. Brands grow 
when video advertising targets 
broadly to reach all potential buyers
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Reach is the biggest 
driver of video advertising 
effectiveness and nothing 
beats the mass reach of TV
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TV SHARE OF BUDGET

History shows TV investment works 
harder than any other media 





Total TV delivers the greatest immediate 
business impact for finance brands



Total TV delivers the greatest long-term ROI 
of all media channels for finance brands



Total TV delivers 2x the business impact 
of the next best channel



In the short-term, 
Total TV delivers 
financial brands 
$5.80 for every $1 
invested…

…which is $1.20 
more than OOH…

…and $1.20 more 
than search



…which is $2.30 
more than OOH…

…and $1.90 more 
than social

In the long-term, 
Total TV delivers 
financial brands 
$10.30 for every $1 
invested…



Investment in Total TV generates more 
incremental sales than any other channel



Be on the money with TV




