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CONTEXT & BRIEFING
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Goal: Improve
marketing effectiveness

to generate more
digital sales

Develop a strong
consolidated media strategy

with clear guidelines
For 2022



It goes
without saying

… but
It’s more efficient 
when you say it 

clearly

MEDIA GUIDELINES 
FOR 2022
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Invest in brand building Share of voice
80% branding 20% activation is the optimal 

mix in the financial sector
In the financial sector, brand growth is very 

sensitive to share of voice variation

Loss of effectiveness correlates strongly with the shift to short-term strategies 
Short-termism increased even further during the covid19 pandemic

Long term view
Short term strategies result in loss of 

media effectiveness

Source: “drivers of effectiveness in Financial Services” meta study* Les Binet

CONVINCE & REASSURE TOP MANAGEMENT
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Prioritize media which can convey emotion
(TV-Video) and reassurance (financial context, 

branding content, featuring ING experts)

Re-balance digital vs classical media
budget allocation

Monitor main KPIs evolution
with on-going studies

ING consideration decreased in past years
è Need for a change in media strategy

ING Pure brand awareness is high enough
è Branding campaign should focus on 

improving conversion

CONSIDERATION PREFERENCE EMOTION & TRUST

CLEAR MEDIA FOCUS & KPIs
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D E T A I L E D  M E D I A  F R A M E W O R K

Implemented throughout the year



EMOTION 
&

TRUST

Best reach & recognition among all ING campaigns since 2020 ING recognized as top 2 sponsor of Red Devils (ahead of Proximus)

Experts in the spotlight in trusted context
(Business TV programmes, podcasts, print dossiers, branded content) Best reach & recognition for investment products since 2020
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PRECISION
&

ACTIVATION

Reach affluent targets without waste: digital OOH & programmatic Digital sales x 5, Total sales x2
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Always-on layer: Display, Social, SEA

In-Market
Retargeting

Creative automation
On-going optimisation on lower funnel KPIs

Capture leads generated
by offline media

Drive quality traffic
towards ING’s website

Focus on Digital sales growth 
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Media Metrics (CPC, CPM, CTR)

Individual campaigns

Client / Supplier

Clicks

Pre-defined media budget

Lower funnel focus (activation)

Consistent strategy

Partners & Teams

Efficient reach

Brand KPIs

SOV based budget definition

Mid-funnel (consideration)

From To
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Short term Long term

Complicated position Back to the top



“In the end of 2021, We’ve globally chosen our media agency 
to deliver us competitive advantage through the use of smart 
data and technology to drive more effective and integrated 
media decisions in every occasion. And we are very happy 
that we were able to achieve this even in the first year of the 
relationship.” 

Hande YILDIZ, ING Belgium,
Head of Media, Marketing Intelligence & Production House




