
Market consistency ς Local vs Global 

ω Nominated brands continue to be consistent across global markets 

ωMajority of creative rolled out on market-by-market basis 

 

Media Channels  

ω Print is primary media platform, coherent with previous quarter 

ωOnline is secondary, again reflective of 2010 activity 

ω TV growing with Credit Suisse, Deutsche Bank and HSBC all running new executions in Q1 2011 

 

Brand vs Sponsorship vs CSR 

ωOnly HSBC ran no corporate advertising this quarter, instead relying on sponsorship 

ω Deutsche Bank and JP Morgan Chase only brands to run dedicated CSR promotional campaign  

 
 

 

Overview ς Corporate Trends 



Barclays 

ω Sponsorship: English Premier League sponsorship dominates corporate comms in Q1 

ωMarket Focus: While hosted in the UK, universal appeal demonstrated through activation in Australia 

ωMedia Strategy: Both TV and print employed, with no online 

 

Credit Suisse 

ω Creative Approach: Shift in creative approach monitored in Q1, more image-led strategy with minimal copy 
as brand appears more lifestyle focused 

ωMedia Strategy: Print and internet only media employed across all markets ς no TV 

ω Brand ambassador: Roger Federer fronts new international lifestyle campaign from January 

ω Sponsorship: Activity continues to focus on the arts and music 

 

Deutsche Bank 

ωMarket Focus: Corporate brand advertising concentrated in home German market, as well as UK 

ω Sponsorship: Wide range of properties, from art to music, activated in given time period 

ω CSR: ŎŀƳǇŀƛƎƴ ŎƻƴǘƛƴǳŜǎ ǘƻ ŘŜƳƻƴǎǘǊŀǘŜ ōŀƴƪΩǎ ŎƻƳƳƛǘƳŜƴǘ ǘƻ ŦǳǘǳǊŜ ƎŜƴŜǊŀǘƛƻƴǎ ŀƴŘ ŘƻƳŜǎǘƛŎ ǘŀƭŜƴǘ 
 

 

Overview ς Brand Summaries  



ω/ƻƳǇǊŜƘŜƴǎƛǾŜ ǇǊƛƴǘ ŀƴŘ ¢± ŎŀƳǇŀƛƎƴ ǊǳƴƴƛƴƎ ƛƴ !ǳǎǘǊŀƭƛŀ ōŀŎƪƛƴƎ .ŀǊŎƭŀȅǎΩ ƭƻƴƎ-term sponsorship of the English 
Premier League 

ω!Řǎ ǳǎŜ ŜƳƻǘƛǾŜ ƭŀƴƎǳŀƎŜ ƭƛƪŜ ΨǇŀǎǎƛƻƴΩ ŀƴŘ ΨŎƻƳƳƛǘƳŜƴǘΩ ǘƻ ŀƭƛƎƴ ōǊŀƴŘ ǿƛǘƘ ŎƻǊŜ Ŧƻƻǘōŀƭƭ-loving audience and 
evoke sense of familiarity among fans 

ω Images of world-renowned footballers from range of top clubs take centre stage ς ǇƭŀŎŜƳŜƴǘ ǎǳƎƎŜǎǘǎ .ŀǊŎƭŀȅǎΩ 
focus is on the game itself rather than the brand 

ωΨ/ƘŀƳǇƛƻƴƛƴƎ {ǳŎŎŜǎǎΩ ǘŀƎƭƛƴŜ Ǉǳǘǎ ǎǳŎŎŜǎǎ ŀǘ ǘƘŜ ŦƻǊŜŦǊƻƴǘ ƻŦ ǘƘŜ ŎŀƳǇŀƛƎƴ ŀƴŘ ǊŜƛǘŜǊŀǘŜǎ .ŀǊŎƭŀȅǎΩ ŎƻƳƳƛǘƳŜƴǘ ǘƻ 
exceeding expectations as seen in wider brand creative 
 

Barclays ς Sponsorship ς Football  

Title: Championing 
Success 

Markets: Australia 

Media: Print, TV 



Title: Roger Federer 

Markets: Pan-Asia, Pan-European, Australia, 
Canada, USA 

Media: Press, Internet 

ω International press and digital campaign starring long running ambassador Roger Federer broke in January  
ωStark departure from previous Federer creative ς almost no emphasis on sport and much more lifestyle focus. 
!ǳǘƘŜƴǘƛŎ ǇƻǊǘǊŀȅŀƭ ƻŦ Ƙƛǎ ΨǊŜŀƭΩ ƭƛŦŜ ŀǿŀȅ ŦǊƻƳ ǘƘŜ ŎƻǳǊǘ 

ωCampaign shot by Mario Testino ς lends an air of sophistication and professionalism to the drive 
ωwŜƳƻǾŀƭ ƻŦ ǘƘŜ ΨhƴŜ .ŀƴƪ κ hƴŜ /ǊŜŘƛǘ {ǳƛǎǎŜΩ ǘŀƎƭƛƴŜ ς beginning of a new direction for the brand? 
ω{ǳǇǇƻǊǘƛƴƎ ǾƛŘŜƻǎ ƻƴ CŀŎŜōƻƻƪ ŀƴŘ ¸ƻǳ¢ǳōŜ  ǇǊƻǾƛŘŜ ΨōŜƘƛƴŘ ǘƘŜ ǎŎŜƴŜǎΩ ŦƻƻǘŀƎŜς clear attempt from brand to 

extend beyond ATL into social media and allow customers to get intimate knowledge of the sportsman 
ωΨIŜƭǇƛƴƎ wƻƎŜǊ wŜƭŀȄΩ ǘŀƎƭƛƴŜ ǎƻƳŜǿƘŀǘ ǳƴŜȄǇŜŎǘŜŘ ŦƻǊ ǘƘƛǎ ǎŜŎǘƻǊΣ ŀǊŜ ōŀƴƪǎ ǇŜǊŎŜƛǾŜŘ ŀǎ ōǊŀƴŘǎ ǘƘŀǘ ǇǊƻǾƛŘŜ ǇŜŀŎŜ 

of mind or reassurance? 
ωSince 1981 ς in 1981 only a few weeks after he was born, his parents opened Roger's first savings account. His 
ƘƛǎǘƻǊȅ ƴƻǘ ǘƘŜ ōŀƴƪΩǎ 

Credit Suisse ς Brand ς Roger Federer  



Credit Suisse ς Brand ς Roger Federer  



Title: Supporting Young Artists 

Markets: Germany 

Media: Press 

ωtǊŜǎǎ ŘǊƛǾŜ ǇǊƻƳƻǘƛƴƎ ǘƘŜ ōŀƴƪΩǎ ŎƻƳƳƛǘƳŜƴǘ ǘƻ ƎǊƻǿƛƴƎ ȅƻǳƴƎ ŀǊǘƛǎǘǎ ς All talents given a fair chance 
ωThe bank donates funds to over 1,300 schools for literacy and music programs ς something seen as positive in 

Germany as a genuine investment in future generations in the home market 
ω/ŀƳǇŀƛƎƴ ŎƻƴǘƛƴǳŜǎ ƘƛǎǘƻǊȅ ƻŦ ǎǘǊƻƴƎ ǇǊƛƴǘ ŀŘǎ ƛƴ ǘƘŜ ōǊŀƴŘΩǎ ŎƻǳƴǘǊȅ ƻŦ ƻǊƛƎƛƴ 
ωYoung people in the ad carry instruments, computers and artistic materials, showing their passion for chosen subjects 
ωLocation resembles a university or library ς clear emphasis on education and support 
ωWebsite at www.deutsche-bank.de/csr ƻŦŦŜǊǎ Ŧǳƭƭ ƛƴŦƻǊƳŀǘƛƻƴ ƻƴ ǘƘŜ ŦƛǊƳΩǎ /{w ǇǊƻƧŜŎǘǎ 
ωFans encouraged to promote site on a host of social media networks 

 

Deutsche Bank ς CSR ς Supporting Young Artists 

http://www.deutsche-bank.de/csr
http://www.deutsche-bank.de/csr
http://www.deutsche-bank.de/csr


ωLƴǘŜƎǊŀǘŜŘ ŘǊƛǾŜ ǇǊƻƳƻǘƛƴƎ ǘƘŜ I{./ ²ƻƳŜƴΩǎ 
Champions golf tournament 

ωCampaign site at 
www.hsbc.com.sg/womensgolf , as well as 
dedicated Facebook and Twitter channels 
make up digital presence 

ωPrint and TV ads aim to show another side to 
the sports stars (20% Popstar, 20% 
Fashionista) ς ŎǊŜŀǘƛƴƎ ŀ ŦŜŜƭƛƴƎ ƻŦ ΨƛƴǎƛŘŜǊ 
ƪƴƻǿƭŜŘƎŜΩ ǿƛǘƘ ŀǳŘƛŜƴŎŜ 

ωBacked up with mobile competition allowing 
people to play eight rounds of virtual golf on 
their phone to win S$10,000 

ωVibrant eye-catching creative retains common 
HSBC branding elements  to ensure 
consistency 

Title: I{./ ²ƻƳŜƴΩǎ /ƘŀƳǇƛƻƴǎ 

Markets: Singapore 

Media: Press, TV, Mobile 

HSBC ς Sponsorship ς Golf 


