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“We know what we have to do. We know how to do it. 
All that’s left is to do it.”

Frank Jensen, Lord Mayor of Copenhagen, C40 World Mayors Summit, October 2019

Source: NASA. http://climate.nasa.gov

http://climate.nasa.gov/
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Bank financing of 
fossil fuels* between 

2016-2018
GDP of 
Mexico 

$1.15 trillion

Valuation of 
Apple 

$1.3 trillion

Net worth of 11 
wealthiest 

people

$897 billion
$1.9 trillion

HOW MUCH DO BANKS LEND TO FOSSIL FUEL 
COMPANIES? 

http://www.ran.org/bankingonclimatechange2019
https://www.investopedia.com/news/apple-now-bigger-these-5-things/
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THE FOSSIL FUEL INDUSTRY IS INTRICATELY LINKED 
WITH THE FINANCE SECTOR

Customers put money 
in a bank account 
(globally, there is 

$111 trillion in retail 
bank deposits!)1.

Banks invest some of 
these deposits in fossil 
fuel projects as loans 

and underwriting.

Fossil fuel companies 
use this money to 

develop and expand 
coal, oil and gas 

projects.

1. William & Flora Hewlett Climate Finance Strategy, 2018-2023.
https://www.hewlett.org/library/climate-finance-strategy-2018-2023/

https://www.hewlett.org/library/climate-finance-strategy-2018-2023/
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Consumers move 
to sustainable 

deposit accounts

Banks quit fossil fuels 
and support transition 
to sustainable economy

Prove business case for 
sustainable banking

Make reputational risk salient

OUR THEORY OF CHANGE

Awareness Consideration Action

INSIGHTS-DRIVEN CAMPAIGN

Make 
options 

salient and 
attractive

Align 
identity, 

need, and 
options

Ease the 
path to 
action

Learning-driven 
ad campaign

Web experience to 
facilitate action
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OUR THEORY OF CHANGE

Bank for Good lives at the 
intersection of racial, climate 
and economic justice. 

Climate 
justice

Economic 
justice

Racial 
justice
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OUR GOALS

Build a piece of 
infrastructure for the 
greater ecosystem

Learn about effective 
messaging, channel, and 
audience combinations

Address the three phases of 
behavior: awareness, 

consideration, and action 
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THE BANK FOR GOOD COALITION
ideas42 is a non-profit that uses insights
from behavioral science to improve lives,
build better systems and policies, and
drive social change.

Purpose builds and supports movements to
advance the fight for an open, just, and
habitable world through public mobilization
and storytelling.

Grow Brooklyn’s mission is to
enable families to grow and
preserve their assets, thereby
securing their economic future.

Sol Nation is a nationally and globally recognized
organization that provides direct pathways to a just
transition, resiliency, and revitalization as we move to a
Green Economy.

Fernandez Advisors is a campaign
strategy and advisory firm that builds
infrastructure that the progressive
community can rely on to make change.

Mighty Deposits analyzes millions of
pages of public data so you can look up
any bank or credit union in the U.S. &
learn how it uses your money to impact
communities.

Presente supports the creation
of a massive, multi-issue,
grassroots Latinx movement
calling for freedom, dignity,
equity, and justice for all.

nclud is a digital-first creative agency
focused on imagining and building highly-
interactive websites that push the limits of
design and development.
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THIS IS PART OF A LARGER MOVEMENT
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BANK FOR GOOD BY THE NUMBERS 

21.8 MILLION
Ad impressions served

29
Participating financial institutions

7
Message territories tested

$1.73
Cost per click

91,500
Site sessions

2
Target geographies

10
Weeks of paid media

72,700
Unique visitors
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CAMPAIGN DEVELOPMENT

SOCIAL LISTENING
Monitoring of social 
media channels to follow 
conversations around 
ethical finance 

QUAL BOARDS

Digital focus groups that 
engage participants in 
online surveys, interviews, 
and conversations over 
three days about banking 
habits and decision-
making

STRATEGY CONVENING

Convening in Oakland in 
early 2020 with key 
stakeholders from 
philanthropy, academia, 
advocacy, and the financial 
industry 
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BRAND ID: THE UNAPOLOGETIC REVOLUTIONARY
We approach RACIAL JUSTICE by using blunt language and hard truths. 

We approach CLIMATE JUSTICE by unapologetically exposing banking’s connection to fossil fuels. 

We approach ETHICAL BANKING by framing your banking choice as part of the revolution for good banking.
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WEBSITE DEVELOPMENT
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WEBSITE FEATURES

Opt-in text or email reminders to 
return later 

Easy to use, intuitive search 
function

Ability to send a message to a 
financial institution via BfG

Language that uplifts good 
institutions and emphasizes aligning 
your values with your banking 
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FOSSIL-FREE PLEDGE

We do not finance fossil fuel extraction or 
infrastructure via loans, or share or bond 

underwriting to any fossil fuel extraction or 
infrastructure companies or projects. 

All financial institutions participating in Bank for Good have agreed to the following fossil-free pledge: 



© 2021 ideas42 17

Economic Incentives Community Power The Future Green Recovery

Voting Social Justice Hoodwink

MESSAGE TERRITORIES
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THE CAMPAIGN TIMELINE

Flight 1: Partner Influencer Messaging

Flight 3:
Direct Placements, Retargeting, 

and Paid Influencers

Flight 2: Paid Social
Phase 3

September October November

Flight 2: Paid Social
Phase 2

Flight 2: Paid Social
Phase 1

December
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FLIGHT 1: PARTNER INFLUENCER MESSAGING

financial institutions
5
and
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FLIGHT 2: PAID SOCIAL MEDIA
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FLIGHT 3: PAID MEDIA BUY  
Direct Placements, Paid Influencers, and Retargeting
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CONTEXT MATTERS.
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NUTS AND BOLTS



© 2021 ideas42 25

The most engaging messages were about people and place.

Social Justice
38.7%

Community
42.5%

Voting
5.7%

Hoodwink
7.5%

Green
0.5%

Future
4.7%

Economy
0.4%

Percentage of total site sessions driven by each message territory
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Twitter ads drove the most traffic, but Facebook users 
engaged the most.

Twitter

Instagram

Facebook

Direct Placements

Direct Traffic

Twitter

Instagram

Facebook

Google Search

NYT

Jezebel

The Root

Vox

Teen Vogue

Traffic from Bank for Good to FI 
Sites by ChannelBank for Good Traffic by Channel
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Performance in New York outstripped performance in Charlotte. 
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Financial institutions had very different experiences during the 
campaign. 
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VALUE OVER TIME 
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Return 
sessions
20%

Single 
sessions
80%

Return 
visitors
12%

Single 
visitors
88%

Gen X 

Black

Gen Z

Total: 91,576 
sessions

Total: 72,777 
unique visitors

Highest returning 
audiences 

Returning user rates indicate a persistent interest. 
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Retargeted ads provided an opportunity to reach users who hadn’t 
converted. 

2.77%

Winning message from Flight 2

Retargeted creative 

Total clickthrough rate

7.44%
Twitter clickthrough rate

930,844
Impressions

25,784 
Clicks
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Relational organizing pushes resulted in high engagement. 

Users on the 
BfG website

Clicks out to 
FI websites

Stop the Money Pipeline Presente
10.3% conversion rate 1.7% conversion rate
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MARATHON ALLYSHIP
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CHALLENGE: A SHORT AND TOUGH TIME TO PLEDGE 

June JulyMayApril August September

Pledge period Campaign launch

Deadline to apply for 
first round of PPP 

loans

COVID cases rise 
rapidly; lockdowns go 

into effect

…

Black Lives 
Matter 
protests
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BRAND ALIGNMENT VS. BRAND ALLYSHIP
2020 Brand Strategy 2021+ Brand Strategy

Partner with financial institutions and grassroots 
organizations to serve as messengers. 

Continue to partner with grassroots organizations; establish 
Bank for Good as a brand and messenger.

Financial Institution Financial Institution
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AN INCOMPLETE FLOW OF DATA

Data sharing as a 
requirement to 

participate in BfG.

Low barriers to entry 
and no data 

requirements.

Risk of fewer FIs but more 
comprehensive and 
consistent data.

More FIs but risk of 
inconsistent data shared 
on a voluntary basis.
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AN INCOMPLETE FLOW OF DATA

Data sharing as a 
requirement to participate in BfG. Low barriers to entry 

and no data 
requirements.

Risk of fewer FIs but more comprehensive and consistent data. More FIs but risk of inconsistent data shared on a voluntary basis.
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ALLYSHIP FOR THE LONG RUN

Advocacy 
groups

Regulators

Financial 
institutions

Advocacy 
campaigns

Industry 
organizations
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THIS IS PART OF A LARGER MOVEMENT
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THE MOVEMENT CONTINUES
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GROW THE MOVEMENT 

Improve experiences 
for prospective 
members and 

customers 

Expand the BfG
coalition to include 

diverse stakeholders 
across sectors

Pursue a wider 
range of 

coordinated 
organizing actions

Bank for Good
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DEVELOP THE PLATFORM 

• Develop API 
embed tool

• Create BfG
badge

• Grow the FI 
network 

• Add and improve 
web features

• Improve data 
infrastructure

• Add rigor to the 
pledge process

Foundations DisseminationUsability
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SPREAD THE IDEA

CHANGE THE NARRATIVE

Support policy 
change

Strategically target 
people in specific 
times & contexts

Demonstrate 
demand for 
sustainable 

accounts

Emphasize the 
relationship between 
movements for justice
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WE WANT TO HEAR FROM YOU!
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QUESTIONS? 

Website 
development & 

behavioral design

Brand identity & 
asset development; 

paid media

Grassroots 
campaigning & 

digital organizing

Overall 
campaign 

management


