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THE RESULTS 
BRAND 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)

BUSINESS RESULTS

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.

Source: 2012 Google Finance BPOP



EXPOSURE RESULTS

• 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)



CONCLUSION 

How Planning Helped:

Here are six ways in which the contribution of strategy can be seen in this case;

1. Planning identified the problem very clearly; Banco Popular has the lion’s share of the 
banking market in Puerto Rico so it has to grow the market, not steal share from other 
banks. The only way to grow the market is to grow the country’s economy.  Note that this 
is a business problem, not a brand or communication problem.

2. Planning made a brand Discovery.  In a historical book about the bank there was a 
mission statement about the bank ‘over-coming poverty’.  Note that this is not a Discovery 
about consumers!

3. Planning re-interpreted the brand’s mission and made a creative leap to what it could 
mean.  Whilst Puerto Rico was not a country in poverty, there was a ‘new poverty’ that was 
holding back its development; welfare dependence.

4. Planning set a new ambition. Banco Popular would encourage a greater work ethic in 
the citizens; a cultural change that would influence the local economy, stimulate greater 
banking activity and the bank’s own business.

5. Planning invited a new creative solution. Whilst the creative answer was about 
music, Planning did not specifically suggest that.  Instead it simply invited the creative 
department to think about culture-changing channels and content, like art.  The creative 
leap then was to music.

6. Planning helped bring the thinking alive. The video included in this entry helped 
galvanise the agency and Client alike in a way that Powerpoint can never do. Note that 
Planning is not just about thinking, it also has responsibility to connect and touch people 
internally so the strategy is felt and not just heard.


