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THE RESULTS

* The bank’s overall Image and Reputation Index reached a record-high 81%.
* Intention to do business with the bank also reached a high record 76%
* Intention to continue being a client reached 80%

(Source:2011, BPPR Customer Service Measure Study)

According to the client’s analytics department, the months in which the campaign was
aired, the Bank experienced organic growth for the first time in three years.
The price share also showed a 30% recovery.

Feb 18, 2011 - Jul 26, 2012 -18.88 (-56.7%)

Source: 2012 Google Finance BPOP



* Over $300,000 of free publicity.

* Over 57,000 song petitions

* The song reached the top of the charts of 13 radio stations. Each of the thousands of
times the song played meant 3 minutes of free publicity for the bank.

* Over 125,000 video views online
* 75,000 new fans on Facebook page
* More than 80,000 visits to the blog echarpalante.com

* The song’s overnight success encourage Banco Popular to organize a free concert
Featuring El Gran Combo for over 60,000 spectators.

* The song quickly became part of Puerto Rican culture, instantly becoming associated
with the bank’s brand without even mentioning its name.

(Source: 2011, MediaNet Study)
(Source: 2011 Social Media Campaign Integration Study, Contactica Group)



How Planning Helped:




