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DIGITAL PLATFORM MARKETING

Provides a hub of integrated 
marketing activity with a depth of 
information for researchers and a 

platform for conversion.

FOCUS:  SERVICE + CONVERSION

Communication of Brand 
and product benefits with 

opportunities for new prospects 
and upsell/cross-sell of existing 

customers.

FOCUS: CONVERSION

There are two basic aspects to 
our digital presentation:  

Our content elements. Mostly, this is 
comprised of the First Niagara website 
(or associated microsites). These 
represent the hub of integrated brand 
activity. They serve as our “home base” 
(with a large welcome mat) to both new 
and existing customers, a gateway to 
online banking, a rich content and tool 
resource to help empower customers 
and researchers alike fulfill their banking 
goals.  Digital expression in this context 
needs to ensure customer satisfaction 
– with information, navigability, 
functionality and look/feel.

Please see the Website Style Guide for 
specifics on digital expression in content 
presentation.

Our marketing elements.  These include 
paid-search and display ads. Or related 
promotional units placed on our owned 
properties. This also includes campaign 
landing pages, the goal of which is to 
move users who have entered the 
consideration funnel right on through to 
a conversion.  Digital expression in this 
context needs to focus and engage.

Please see the “Digital Marketing Design 
Guidelines” for specifics on digital expression 
within digital marketing communications.

DIGITAL STRATEGY

The Digital Expression document ensures we consistently deliver the brand through everything we do, 
whether it’s style, message, voice or function, across all our digital channels (or touchpoints).  It illustrates 
the integration of every digital engagement, because we know our customers expect their bank to make 
things simple, fast and easy, no matter where they engage with us.



3

CONTENTS

I N T R O D U C T I O N

Introduction  4

My thing  6

T O N E

Voice  8

Copy  9

D I G I TA L  S T R AT E G Y

Digital Strategy  11

V I S U A L  B A S I C S

Color  14

Typography  15 

B R A N D I N G  E L E M E N T S

Hierarchy of Brand Elements  18

First Niagara logo  19

Call to Action  20

Legal Requirements  21

Business Bars  22

My Thing Lockup  23

Photography  23

Do Great Things lock up  25

B/B/I/P  26

D I G I TA L  C A M PA I G N  E X A M P L E S

Campaign Ecosystem  28

Display Ads  29

Campaign Landing Pages  30

Mobile  31

Home Page Heroes  32

SASO, Chip  33

CONTENTS



INTRODUCTION
The Digital Experience



5

WHAT IS A DIGITAL EXPERIENCE?

A digital experience is any engagement with a brand (First Niagara) on a 
smartphone, laptop, tablet or personal computer. Simply put: We’re giving 
our customers more options to Do Great Things.

The purpose of this guide is to ensure the digital integration of our brand 
strategy, positioning and value proposition at every touch. The look/feel, 
tone/voice and personality of First Niagara must be cohesive at every click, 
visit, call and touch. 

The following pages will illustrate how we maintain that brand engagement 
in the digital world.

INTRODUCTION



6INTRODUCTION

MY THING.

My thing is a platform that allows us to talk to our customers about our products 
in a meaningful way. 

Think of it as a manifestation of Do Great Things. It’s a personal statement 
capturing a particular dream or desire that is realized by taking advantage of a 
featured product. 

My thing is many things.

Digital media has the inherent capability to make every experience feel as if it were 
designed specifically for that customer.  It is the embodiment of My thing. We are 
no longer saying we can help them do great things. Through the digital experience, 
we’re giving them the tools to do it themselves. It is the brand promise in motion. 
It’s truly the personification of what we do.  

Our thing. Making every digital experience simple, fast and easy. No matter what 
device is being used. 

We believe every experience should be satisfying and rewarding:
 • Intuitive navigation. 
 • Every page is approachable. 
 • Enough white space to give the visuals and copy a chance to breathe. 
 • Clean, crisp and short copy. In a word, scannable. 
 • Calls To Action (CTAs) are clear and succinct.
 
Understanding the customer and what they need is where it starts and ends. 

Our thing is making their thing the main thing.



TONE
Voice & Copy
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VOICE

A brand, like a person, has a voice. 
Unique. Recognizable. 
It’s part of our personality. 
Our brand voice is a vital part of our ongoing dialog that creates an emotional 
connection with our customers. 

The characteristic and tone of our brand voice is:

 
 • Confident
 • Conversational
 • Respectful
 • Friendly
 • Authoritative
 • Approachable 
 • Understanding

Rules of Voice

 • Talk to the customer, not at them
 • Short, succinct sentences
 • Expert, not arrogant
 • Human
 • Conversational, not colloquial 

When tone of voice is consistent it allows the consumer another means of 
recognizing the brand and being reassured of expectations.

It’s the unique connection between the brand and the customer.
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COPY

A voice has timbre, meter, rhythm and cadence. So does our copy.

All copy should be short, crisp and clear. To the eye: scannable. 

When a customer reads the copy they hear our voice in every syllable. It 
keeps the conversation moving. 

Our copy should be clever, not funny. We’re here to inform and educate. 
Not entertain. 

There are times when the topic can be complicated. Our main objective is 
to help the visitor understand our message. The copy should be crafted in 
simple, easy-to-understand language. Avoid acronyms and technical terms. 
Speak to them, not at them. We should break down any copy that could be 
perceived as legalese, wordy or technical. 

 • Keep the paragraphs short.
 • Use bullets when possible.
 • Deliver information in bite-sized sentences.

Headlines should be interesting and lead into the copy.

E X A M P L E :

 Home Page Hero
 Snap. Send. Done.

 Bank
 Create great balance, in your checkbook, and life

 Insure and Protect
 Your good life. Your bottom line. Your talent.

The digital experience is 100% about the customer.

Always lead with the customer’s wants and needs. 
The approach should always address the benefit to the customer.

E X A M P L E :

 Bank how you want, when you want. Our range of checking options makes it easy.

 Your business is unique. That’s exactly how we approach your individual needs.

 Your unique needs and goals drive your investment decisions.

How we look, sound and present ourselves gives us our personality.

We need to keep tone, copy and voice consistent in every channel. 

The more people can relate to the brand as a distinctive, trustworthy personality, 
the more approachable it will become and the deeper the customer relationship 
(loyalty and engagement) will get.



DIGITAL STRATEGY
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DIGITAL STRATEGY

In the digital space, how we design a page, create the journey and tell our story 
is focused on one thing: the customers.

 • They want to do great things. 
 • For themselves. Their family. Their business.
 • First Niagara empowers its customers to thrive in life and in business.
 • The digital experience helps them get there.
 • We call it humanizing the digital experience. 
 • It’s about respecting the customers. 
 • Their time. Their intelligence. Their needs.

We accomplish this by designing an experience that is fast, simple and easy. 

Technology powers the experience.
The digital medium can simplify complicated processes. It can make them quicker 
to navigate and easier to understand by leveraging technology. This could take the 
form of “bells and whistles,” such as personalization, regionalization, split logic, 
prepopulated information, chat functionality, to name a few. By leveraging the 
unique capabilities of digital, we’re not only saving the customer time and effort, 
but also creating an experience that feels uniquely designed for each customer.
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DIGITAL STRATEGY

A visual is worth a thousand words:

Where there are wordy disclosures with bank jargon and legalese, digital content 
can help break it down, visually, with infographics, charts, or interactive tools to 
make it easy to understand.

Make their virtual visit more rewarding. Instead of having to get in the car, go to 
a branch and wait in line, give them an opportunity to do what they want to do, 
when they want to do it and where they are most comfortable doing it by creating 
consistent and satisfying experiences across all channels. 

The digital channel has the ability to CREATE experiences that present relevant 
information, encourage dialogue, display video engagements and enable instant 
chat. This opportunity only strengthens the customer’s perception of our brand 
value proposition and makes the brand promise easier for them to understand.

The digital experience should also reflect such attributes as friendly, positive and 
helpful.

E X A M P L E :   Rate calculator; information graphic; rate call out



VISUAL BASICS
Color & Typography
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COLOR

Color used throughout the site is derived from the First Niagara logo colors plus some 
tints to add depth and visual differentiation. These color values should be strictly fol-
lowed during the design and implementation stages to ensure that the logo is displayed 
consistently, and to its greatest advantage at all times. 

Gray shades

HEX #0096d6

RGB:  0  149  213

HEX # bee0f2

RGB: 190 224 242  

HEX #fec019

RGB:  254  192  25

HEX #fff2d1

RGB:  255  242  209

HEX #333333

RGB:  51  51  51

HEX #666666

RGB:  102  102  102

HEX #e1e1e1

RGB:  225  225  225

HEX #99d1ed

RGB:  153  209  237

HEX # dcedf6

RGB:   220  237  246

HEX # e5f3fa

RGB:   229  243  250

VISUAL BASICS
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TYPOGRAPHY

LATO: USE FOR LIVE TEXT

The font used throughout the First Niagara website is Lato, a Google web font. 
In instances when Lato is not available, Arial is the preferred substitute.

VISUAL BASICS
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TYPOGRAPHY

GOTHAM FONT FAMILY

Gotham font may be used for emphasis when set in an image (Photoshop) or as 
a vector graphic (.swf).

VISUAL BASICS

E X A M P L E :   Landing Page with Rate Call out



BRAND ELEMENTS
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HIERARCHY OF BRAND ELEMENTS

Digital media has an amazing variety of format options. However, not all brand 
elements can be communicated in all of them. Let’s take a look at a display ad. 
It can accommodate more than a few elements, but size limits your options. A 
mobile ad? Even fewer. A campaign can offer more but should understand the 
possibility of being too cluttered and, as a result, detracting from the primary 
conversion goals. Each execution should have the same page presence as all 
other visual communication: open and approachable. 

Space, message and placement are to be considered when creating digital 
media. While it would be ideal if every marketing execution could present all of 
the branding elements, the reality is, very few executions have that much space 
or time. 

1.       First Niagara logo
2.       Marketing message
3.       CalltoAction (CTA)
4.       EHL/FDIC/Other legal requirements
5.       First Niagara business line logo or call-out bar
6.       My Thing/Image
7.       Do Great Things
8.       Bank/Borrow/Invest/Protect

BRAND ELEMENTS
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FIRST NIAGARA LOGO

The brand style guide should be strictly followed when cre-
ating or updating website materials. The First Niagara logo 
should be placed in the upper left corner of the First Niagara 
website with proper clear space. The color logo (RGB version) 
should be sized at 180 pixels x 43 pixels. Clear space parame-
ters are displayed above

DBA LOGOS

First Niagara does business across a variety of market and 
business segments. For business and compliance reasons, 
those legal entities may require a variation of the standard 
logo. To accommodate those needs, subsidiary and DBA names 
are handled as extensions to the standard logo. Only those 
“extended” versions of the logo depicted here may be used.

BRAND ELEMENTS
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CALL TO ACTION

All digital ads and promotional landing pages should have a clear call to action 
that invites the reader to click or make a phone call.

CTA BUTTONS

•  CTA buttons are typically a non-brand color to encourage conversion (green is a com-
mon choice). Typical CTA button text includes:

 - Learn More

 - Get Details

 - Apply Now

PHONE NUMBERS

• Phone numbers should be prominent. 

•  For emphasis and readability, the phone number should be at least two and a half times 
larger than the body copy

•  Landing pages should have the phone number listed prominently at least two times. On 
longer pages that require scrolling, the phone number should be listed three times.

BRAND ELEMENTS

E X A M P L E :   Ad with  CTA Button

E X A M P L E :   Landing page  with  CTA Buttons and prominent phone number
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EHL/FDIC/Other legal requirements

Disclosure text should appear at the bottom of the landing pages in 10/12px 
Lato Regular and in the color #666

E X A M P L E :   Landing page with disclosure type

BRAND ELEMENTS
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BUSINESS CALLOUT BARS  

The line of business callout bars (g) should be used when trying to identify the 
type of product or service. The line of business should be placed within the angled 
yellow bar and set on Gotham Bold type.

The callout bars should be used when needed to define a specific line of business.

BRAND ELEMENTS
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MY THING + TAGLINE

The “My Thing” angular graphic element was created using the font Jenna Sue. 
This lockup should not be changed or altered in any way. It should be displayed 
consistently and to its greatest advantage at all times. For example, when imple-
menting the “My Thing” graphic, make sure it’s placed over a subtle background 
free and clear of dark or confusing photography, text or graphic elements. 

Make sure the lockup is presented very well, free of conflicting elements. Black 
and reversed are the only two variations of the “My Thing” graphic that should 
be used. No other color variations are acceptable. Various subheads can be 
used when necessary (as seen above). Black or reversed are suitable options 
for subheads. When implementing subheads make note that placing primary 
focus on the “My Thing” graphic is essential. The subheads are usually a smaller, 
lowercase secondary element fitting nicely under the main “My Thing” graphic 
helping to support the message.

BRAND ELEMENTS
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PHOTOGRAPHY

We maintain a collection of photographs that reflect the brand’s tone-warm, 
inviting and genuine, conveying a sense of authenticity to help connect with 
our audience. In order to create the signature gold hue, the photography can be 
adjusted in Photoshop by altering the brightness and adding more golden tones 
using the First Niagara yellow as reference.

Our photographs are the heart and soul of the message. Each visual should 
capture the energy, hope and spirit of the people featured. Every picture should 
be a story unto itself. Not posed or trite. Photography that connects with our 
customers and prospects. Scenes that catch them in the moment. Living their 
lives. Pursuing their dreams. Doing great things. Doing their thing. 

While expressing our brand, we must recognize the breadth of our audience. 
Diversity should be represented and reflected in our photography. 

BRAND ELEMENTS

E X A M P L E :   Landing Page with top main image with clear copy space area

Example:  Photography with golden hues and angle cut

E X A M P L E :   Ad with golden hues and angle cut
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DO GREAT THINGS LOCKUP

The Do Great Things lockup should be on all communication whenever room 
allows. It’s a constant reminder of us taking a stand on things that matter – a 
statement of our belief about how we all should live our lives.

BRAND ELEMENTS

E X A M P L E :   Landing Page with DGT lock up in lower right



26

B/B/I/P  

The bank/borrow/invest/protect lockup should be used where possible.

BRAND ELEMENTS

E X A M P L E :   Landing page with B/B/I/P bar at bottom of page



DIGITAL CAMPAIGN EXAMPLES
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CAMPAIGN ECOSYSTEM
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DISPLAY AD EXAMPLES

In the world of Banner Ads, the format you’re 
working with dictates the priorities.

The Essentials:
• First Niagara logo
• Product and/or Line of Business
• Main benefit message
• CTA
• Evocative visual (of customer or product)
• Mandatory logos such as EHL

The Niceties:
• Product & service descriptions
• Multiple messages
• Storytelling

Avoid the trap of trying to fit too much in too little 
space. And remember, viewers may not watch 
the entirety of an animated ad so the final frame 
needs to “say it all.”

Brevity and clarity are the rule.  To sum it up in 
three words: less is more.

EXAMPLES
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CAMPAIGN LANDING PAGE EXAMPLES

This is where our customers come for more informa-
tion to explore, sign up for an offer or to get more in-
formation. The same visual and copy rules apply. But 
depending on the campaign and objective, you can 
use the additional real estate of a landing page to go 
beyond the “essentials” to better serve business and 
customer goals alike. 

Landing Page elements can include:

•  Illustrations/Infographics/Tools/Links that support 
the advertising benefits and claims

•  Disclosures and Disclaimers that must remain only 
a click away from the advertising

Campaign landing pages differ from content pages in 
that they are typically more single-mindedly focused 
on the campaign objective (which is typically a con-
version action of some kind).

EXAMPLES
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MOBILE EXAMPLES

There’s no other experience that defines “instant gratification” more than 
mobile. The form and function has to be fast, simple and easy. In mobile, our 
unit is an appetizer, not the entire meal. People don’t spend time looking for ads 
on their mobile device. So your message has to incorporate quick, to-the-point 
copy. No clutter. The message focused and succinct. Little room for much more. 

With mobile ads, we often need to consider what is “essential.” In the smallest 
units, Logo, Product name and call to action may be all that can legibly fit (which 
may mean extra dialog with Legal and Compliance to prioritize).    
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HOME PAGE HERO (HPH)

Image size: 567  x  275 pixels

SUGGESTED CHARACTER COUNT

Headline: 
• Max 3 lines; 
• 50 Max Characters; 
• Lato Type  bold 30px (34px line height) at 72dpi

Description: 
• Max 5 lines;
• 140 Max Characters; 
• Lato Type  bold 16px (19px line height) at 72dpi

Headline can be longer, but description would have to shorten to compensate (and vise-versa)

EXAMPLES

Home Page Heroes are used in the 
promotional slider on the home page. 
An inviting image is paired with a short 
headline, a brief description and a call-
to-action button. 

Please pay close attention to the line and 
character counts for this space.
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SASO 

Image size: 835  x  382 pixels

SUGGESTED CHARACTER COUNT

Headline: 
• Max 2 lines
• 70 Max Characters
• Lato Type bold 30px (34px line height) at 72dpi

Description: 
• Max 5 lines
• 400 Max Characters
• Lato Type normal-weight 14px (20px line height) at 72dpi

Depending on length of headline, it can stretch full width of blue box, pushing the yellow button down and 

aligning it with the description.

CHIP

Image size: 202  x  195 pixels

EXAMPLES




