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DIGITAL GUIDELINES

An addendum to:
2014 Brand Guidelines: Brand Guidelines.pdf (Jay Advertising)
Web design style guide: FirstNiagara_webdesign_styleguide_11-13-12.pdf (Catalyst)
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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). Itillustrates
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.

DIGITAL PLATFORM

MARKETING

Content and Tools for Campaign Display Ads
Research and Transaction Landing Pages )
Video
Home Page Home Page )
Heroes Mobile
Product Pages
SASO Search Copy
.DOT COM

Online Banking

Online Account Opening

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.
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The Digital Experience



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

\



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:
e |ntuitive navigation.
e Every page is approachable.
e Enough white space to give the visuals and copy a chance to breathe.
e Clean, crisp and short copy. In a word, scannable.
o 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.

INTRODUCTION

Ty trirg
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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:

e Confident

e Conversational
e Respectful

e Friendly

e Authoritative
e Approachable
e Understanding

Rules of Voice

e Talk to the customer, not at them
e Short, succinct sentences

e Expert, not arrogant

e Human

e 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.

TONE

\



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.

o Keep the paragraphs short.

e Use bullets when possible.

o Deliver information in bite-sized sentences.
Headlines should be interesting and lead into the copy.

EXAMPLE:

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.

TONE

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.

EXAMPLE:

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.
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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.

e They want to do great things.

e For themselves. Their family. Their business.

e First Niagara empowers its customers to thrive in life and in business.
e The digital experience helps them get there.

e We call it humanizing the digital experience.

e It's about respecting the customers.

e 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.

DIGITAL STRATEGY

\
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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.

DIGITAL STRATEGY

EXAMPLE: Rate calculator; information graphic; rate call out

Estimate your earnings
Opening deposit 500

I will save for 5¥ears 3

Estimated Earnings for 5 years

cD Money Market

1.75% APY 1.20% APY

*45.31 $30.73
$30K

$100K

W FidGara

Get more out
of your money

Maximize your savings growth with
one of the highest CD rates available

T o can 1-B00-B36-1008 tocpen a CO today.

How much will be made available to me?

‘Generally, you can borrow up 1o 855 of your home's value
{less first martgage halanca).

te: howw minch you iy be able to barraw

Questiorms about how misch you may be able o borrow?

1-800-836-1008

W Cutomer Service

\
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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.

HEX #0096d6

RGB: 0 149 213

Gray shades

HEX #333333

RGB: 51 51 51

VISUAL BASICS

HEX #99d1ed
RGB: 153 209 237

HEX # bee0f2
RGB: 190 224 242

HEX # dcedf6
RGB: 220 237 246

HEX # e5f3fa
RGB: 229 243 250

HEX #666666

RGB: 102 102 102

HEX #fec019
RGB: 254 192 25

HEX #fff2d1
RGB: 255 242 209

HEX #elelel
RGB: 225 225 225

\
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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.

Lato Type Weights

Regular
Grumpy wizards
make toxic brew

VISUAL BASICS

Regular Italic
Grumpy wizards
make toxic brew for

Bold
Grumpy wizards
make toxic brew

Black
Grumpy wizards
make toxic brew

\
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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).

The Gotham Family

abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

EXAMPLE: Landing Page with Rate Call out
T~

W e

o« 1-800-836-1008

to open a Pinnacle Money Market accauntor CD with this great rate

You have great financial goals, and we have two savings offers to help get you there. For a limited
time, earn an amazing 1.20% rate for 90 days® with a Pinnacle Money Market Account or invest in a Estimate your earnings
5-year CD yielding 1.75% APY"*,

Opening deposit 500
Pinnacle Money Market
You can easily access your Money Market funds at any time, whenever you need it. Plus, watch your Iwill save for il
savings grow even faster with optional automatic deposits and free Online and Mobile Banking
Estimated Earnings for 5 years

5-Year CD
To receive the great rate of 1.75% APY a minimurm deposit of $500 is required. There are na monthly f?s% T T;::’Ah;:rm
maintenance fees, and you can withdraw the interest you've earned fram your CD at any time. : )

' 45.31 #30.73

Inorder to open a Pinnacle Money Market account or CD, you must be a First Niagara Checking
Account customer. If you're not one already, sign up today.

orcall 1"'800“‘836" 1008 toopena

Pinnacle Money Market accountor CD with this great rate

ZipCode ‘Findabranch b

VISUAL BASICS
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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.

First Niagara logo

Marketing message

CalltoAction (CTA)

EHL/FDIC/Other legal requirements

First Niagara business line logo or call-out bar
My Thing/Image

Do Great Things
Bank/Borrow/Invest/Protect

NN E

BRAND ELEMENTS

\

18



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

FIRST

\

NIAGARA

180 Pixels x 43 Pixels

FIRST

NIAGARA

X
FIRST
\ NIAGA

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

First Niagara logo clear space

A\ NIAGARA

Financial Group

A\ NIAGARA

Benefits Consulting

N\ NIAGARA

Claims Managers

\

\

\

FIRST
NIAGARA

Insurance Agency

FIRST

NIAGARA

Risk Management

FIRST

NIAGARA

Foundation

\
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CALLTO 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.

CTABUTTONS

e 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
e Phone numbers should be prominent.

e 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

EXAMPLE: Adwith CTA Button

Getupto

when you open a First Niagara
checking account.

Mobile Check Deposit
One-Swipe Balance

Speed and simplicity

A\ Nidcara Erzmmn

EXAMPLE: Landing page with CTA Buttons and prominent phone number

UltraFlex Home Equity Line of Credit

WAt e o chs et e v
et

st URraFles Wome Eawity Line of
reed o

[ Tota Wiiue of Hooe 00K How much will be made available to me?

Generally, vou £an bor rov up 1o B5% of your homes vk
s hryt mortgege batamiet

T Yo Mk U Mty e BEID b borTow

Cuestions abaut Fow s vou may ba abie o torrom!

1-800-836-1008

ot et o rasiet I et Arcd hat's 3 good thing

A Fires Magars Ultrafiex Home Bguity Ling of Credie Money that's m 1-800-8346-1008

T

CREAT oo s
"['mm B NiaGara

\
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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

EXAMPLE: Landing page with disclosure type

FIRST
W Fidcara

'r ‘UltraFlex Home Equity Line of Credit

wih Linof

Apphy the

Tew maegies:

= Consolidating debit

» Muking herme ingreements

= Paying for college tuition
 Enjoying a wel-deserved vacation

Apply today. money
whion you reved it most.

(%) Chech out rates in your seea,

Aot Now ) 1-300-336-1008

Saturay-Sarday ¥ am w4 am £T

Exampie Total Vaiue of Home 206K How much will be made available to me?
$30K Generally. you can boerow up 1o B5% of your bome's value
- - {leax first mortgage balance].
Amourt fvailable to
$70K R “"J“:ﬁ; Estimate haw much yoa may be abie to borrow

uitarfing Moctage 100K Questiors about how much you may be abile to borrow?

$100K 1-800-836-1008

AFirst

il Equity Line of Credit. v that's -800- -100:
there when you need it most. And that's 3 good thirg. Apply Mow s 1-8 836-1008
Monday Fridaw; Tam o p €7
Sty Surciay # .. 124 ET

1 34t et varioble A5 ol 1 #2500 5 N
pr . ! ! >
et sretin s . Highar AP 308 sl APRtor
et ™ ; 3 &
P . e ik (1748 AP o L) 1599 APH 29 AP -
th haghes: Pime Ratn putiah  The Wall Sreet Aouemain 3 oy rates 1t Y o antbainess day i ol V14 129

Peginning with the 13th bing rycie aned every §31h biliog cycle afoer that, sl warisbie rate advances are svaitsbie, o §50 i b apoies i 2% the wad of the billing rycie the trtal of 48 cutetanding varisble rate.
v, h o 3 1]

Pty &
it r .
b Thewe fee sro gereraty ks, Coromctiad o Bl ek
$2INGE: Cer b sty Razes
11 #1he fne chosedt within our ywan of coening you: par i o 3380 for.
Pennayhania, Connects &, 1250000

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.

ING
sMALL BUSINESS LEND
ENDING
MMERCIAL BANKING&L
co
ING
LL BUSINESS CHECK

SMA

pERSONAL !

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.

Iy thing

Putting my maoney to work

il Lo

%‘?“_ z‘zﬁ? %3- ’f)”’ﬁ

i P oy in mork

IMpropsar uses

BRAND ELEMENTS

ny thing

More cortrol of my finances.

Akitchen we all want
to cook in.

Home improvement

UltraFlex Home Equity
Line of Credit

1-866-892-2961

A\ NiAGara
=

\
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PHOTOGRAPHY

EXAMPLE: Landing Page with top main image with clear copy space area

FIRST

We maintain a collection of photographs that reflect the brand’s tone-warm, RGARA

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. on closing costs ifyou are g d

approved to finance a hame.

R |

Tonufit byt

Our photographs are the heart and soul of the message. Each visual should Ons 4 1-877-T31-4646 ety et \gFI V{ If‘ .
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.

EXAMPLE: Adwithgolden hues and angle cut

More control
. . . . One-Swipe Balance™
While expressing our brand, we must recognize the breadth of our audience.

Diversity should be represented and reflected in our photography.

g™

pe o= _-—
e Getupto $250
when you opena
First Miagara
checking account.

A\ NidGara

Example: Photography with golden hues and angle cut

R

s s

r :L\V

\
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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.

00 GREAT FIRST
THINGS | & NiAcARa

a. Horizontal version

o0 GREAT
THINGS.

N\ NiaGAra

b. Stacked version

BRAND ELEMENTS

EXAMPLE: Landing Page with DGT lock up in lower right

e 1-800-836-1008

to open a Pinnacle Money Market accountor CD with this great rate

You have great financial goals, and we have two savings offers to help get you there. For a limited
time, earn an amazing 1.200 rate for 90 days® with a Pinnack Maney Market Acotunt or invest in
Soyear CD yinkding 1,75% AFY™"

Pinnacle Money Market

You can easity access your Money Market funds ot any time, whenever you need it. Phus, watch your
xavings proweven faster with optional automatic Seposits and frie Online and Mobile Banking
S5-¥ear CO

T receive the great rate of 1.75% APY a minimum deposit of $500 s required, There are no monthly
rringenance fees. and you can withdraw the interest you've armid from your CO at any time

Inarder to open 3 Pinnscle Maney Market sccount or 0, you must be 3 First Miagara Chacking
Account customer. I you're net one already, sign up today,

orcal 1-800-836-1008 1c5e:

Pinnacle Money Market accountor CE with this great rate

BANK BORROW INVEST PROTECT

Estimate your earnings

Dyerirg depnlt

1 il v kb

Eetimstsd Eaenings foc S years

= iomey Market
LITHAPY LIRAPY
45,31 *30.73

%"ﬁr{ﬂ i NixGara

\
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B/B/I/P

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

BANK BORROW INVEST

EXAMPLE: Landing page with B/B/I/P bar at bottom of page

-~y fl“"ff

~+1-800-836-1008 : =
1o open a P tar O N S ,-_'j

ou huave preat financls! goals, and wee have twe savings offers to help pet you there. For a limited

e, earm an amasiog 120% rate for 90 cays” with a Pinnacls Money Market Acoount or Ivest ina [Estimate your sarnings
5-year CD visiing 1. 75% APY="
Oy et
9rvuc|eMm=rM~ln
yoar Moy b ¢ ary time, e e . PRes st yosat e il
e dooasits snd froo Onl o .
Entimated Earning o S e
Svear CO el
To receivgth gratrtoof 755 A9Y i d ,wnlﬂliSDOaruwM:';l!nﬂ'!W by R i
o . ¥ at any tiwe.
4531 *30.73

I orler o em 3 Finnacls Maney Market account or €D, you st be 3 First Niagars Chesking
Actount cuntomet, I you'se nol one already, sk oo boday.

g+ 1:800-836-1008 ..

GREAT FwsT
THilies | & RiZoara

BANK BORROW INVEST PROTECT

BRAND ELEMENTS

PROTECT

\
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DIGITAL CAMPAIGN EXAMPLES



CAMPAIGN ECOSYSTEM

MOBILE

- - -
o s
 —al T
? Getupits er v =~
L WOER YR opEn
. NIAGARA First Miggars
I h thezking scesunt

A, B e e P bt
e S Pt Tt b

——

b A,

Mobile Ad

i

Caﬁipa[g'ri Landing Page

OWNED

H

Customer Contact Center

DESKTOP & TABLET

Paid Search

Campaign Landing Page

| Online Banking | |

Website ‘ ‘ Email

SASD OLB Chip

Mobile Banking Landing Page

=

Home Page Hero

R

& Cross Sell

Targeted
Audiences

===
Call to Action

\
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DISPLAY AD EXAMPLES

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

The Essentials:

o First Niagara logo

e Product and/or Line of Business

® Main benefit message

o CTA

e Evocative visual (of customer or product)
e Mandatory logos such as EHL

The Niceties:

e Product & service descriptions
o Multiple messages

o 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. Tosumitupin
three words: less is more.

EXAMPLES

Getupto

when you opena
First Niagara
checking account.

SINRAE _;-cﬂﬁ‘fﬁ"‘a

More
convenience
Mohile Check Deposit

Get Details >

)

FIRST
NIAGARA

b FIC

Ca
Mortgage

Consultant today
1-877-731-4646

Il a First Niagara

Save

on

closing costs if

you are approved to

fin.

ance a home.

A Niacara
idd

=

Residential Mortgage

sl Hearsivg Lercker
NMLSP 417059

o LT Learnmore b B e it

AV a5

Mkt FDIC More convenience

%% H"”%' ? More control

One-Swipe Balance™
More control

{ . "Ny
| N
— Get up to $250
Mobile Check when youopena
\ FIRST D it First Miagara
h . NIAGARA -.-n:‘;?.?mm. checking account.

A\ NidGara

Akitchen weall
want to cook in.

Heme improvement

UltraFlex Home UltraFlex Home
FIRST Equity Line of Credit FIRST Equity Line of Credit

h NIAGARA 1866-892-2961 h NIAGARA 18668922961

More

| FIRST g
& NIAGARA convenience
Mabile Check Deposit
i

Getupto when you open a
4 = First Niagara
checking account.
GetDetails  »

Barmber FDIC

One-Swipe Balance™

Preview your balance with
asimple swipe ob your Gei Details 4

smartphone

UltraFlex
Home Equity Line of Credit
1-866-892-2961

Learnmore

A NIAGARA
(E) Bt HowsirgLerede

\
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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:

o lllustrations/Infographics/Tools/Links that support
the advertising benefits and claims

o 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

b

W VIAGARA

FIRST

| .

UltraFlex Home Equity Line of Credit

MNew to home equity loans?
FIRST

NIAGARA

Urvimeteit ATM Bebates*
Molyie Chack Dapoet
o e O Siipe fatance™

 PINNAELE CHECKING

Bank anywhere easily,
with First Niagara

OpenAccount b

— pend le:
S 1 L SRR p— - B [0 b s et i i

How to get your $250 for opening an account™

[Enjoy More Control
One-Suripe Batanc
e S——————

\
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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:

e Max 3 lines;

e 50 Max Characters;

e Lato Type bold 30px (34px line height) at 72dpi

Description:

e Max 5 lines;

e 140 Max Characters;

o Lato Type bold 16px (19px line height) at 72dpi

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

FIRST - Rochester, Home Page Heroes are used in the
NIAGARA s Gpmsscount T L promotional slider on the home page.
An inviting image is paired with a short
headline, a brief description and a call-
to-action button.
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SASO

Image size: 835 x 382 pixels

SUGGESTED CHARACTER COUNT

Headline:

e Max 2 lines

e 70 Max Characters

e Lato Type bold 30px (34px line height) at 72dpi

Description:

o 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.
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CHIP

Image size: 202 x 195 pixels

Mo Available

Moabile Check Deposit
and One-Swipe Balance™

Go paperless, enroll
in eStatements
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