
ALL CONTENT © 2010, LEISURETHEORY.COM AND RESPECTIVE BRANDS. ALL RIGHTS RESERVED.

LENDINGTREE
BANNERS
2011

BY

PRESENTED TO

1



ALL CONTENT © 2010, LEISURETHEORY.COM AND RESPECTIVE BRANDS. ALL RIGHTS RESERVED.

LENDINGTREE BANNERS 2011
TABLE OF CONTENTS

•FOCUS GROUP..................................................
•WHAT WE ASKED.........................................
•WHAT WE HEARD........................................
•SUMMARY...................................................

•INSIGHT............................................................
•CAMPAIGN.......................................................
•BANNER 01......................................................
•BANNER 02......................................................
•BANNER 03......................................................
•RICH MEDIA.....................................................
•LENDINGTREE.COM..........................................
•ESTIMATES......................................................
•CONTACT..........................................................

03
03
04
06
07
08
09
10
11
12
13
14
15

2



ALL CONTENT © 2010, LEISURETHEORY.COM AND RESPECTIVE BRANDS. ALL RIGHTS RESERVED.

FOCUS GROUPS
WHAT WE ASKED

When you refinanced or if you were considering refinancing, what did/would be the most 

important factor in your decision?

For those of you who have refinanced, how was the process different from the financial 

process when you first bought?

What part of buying do you love? What is difficult or needs improvement with the whole 

process?

Would a lender talking to you like a real person make you happy, or would you be worried that 

they weren't sounding as serious as a financial institution should?

How much of your process was online? Did you go to a bank or lender and ask questions, call, 

or Google around?
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FOCUS GROUPS
WHAT WE HEARD

WHAT PEOPLE DON’T LIKE:

[My lender] treated me like I was just another loan when I am the center of my universe, and I 
better have your rapt attention. (Caitlin C., 28)

They weren't aimed at helping me or satisfactorily issuing me the loan, but getting me out the 
door. (Cristiana M., 33)

I’m usually turned off, because there are a lot of gimmicks. (Kristen P., 29)

Perhaps the most infuriating thing about the whole bank/loan process is they are such 
salespeople at the beginning. They are dying to give you a loan! But as soon as they start 
reviewing your case, they treat you like you are trying to steal from them. (Graham T., 24)

…sounded like just something they learned at class for lenders. (Mike P., 63)

It’s hard to explain but I hate feeling scammed. I’m always trying to figure out if it really does 
save money or if they are just socking those fees. (Debora R., 57)

You're constantly wondering how the person you're dealing with is trying to screw you out of more 
money…With differing loan amounts, their inability to quote you a rate until it's time to lock in, the 
staggering amount of endless paperwork they demand, it all seems so unorganized and...well, 
shady. (Carlos R., 30)

They seem to be disorganized…There always seem to be some other fees. (Jeff T., 55)

It’s hard to find a "dependable" outfit. (Olena S., 47)
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FOCUS GROUPS
WHAT WE HEARD

WHAT PEOPLE WANT AND LIKE: 

Getting a house is serious; I want the bottom line. If you think I'm a risk, just say that. 
(Kristen P., 29)

The number. It is always about the number…I love saving money. (Jeff T., 55)

Point out only the relevant things: rate, payment, prepayment of principal reduction of payments 
size. (Mike P., 63)

I want to get what I’m advertised. (Carlos R., 30)

Be really upfront about the steps in the process.  What paper do you need from me? Keep it 
simple, and don’t ask for more stuff after I give you the first list. (Olena S., 57)

Tell me what the process is from beginning to end. At every conversation they implied this was 
the last step. 1 month later and 100 steps later I was beginning to feel strung along. It was almost 
like it was their first time going through the process and they were learning as they went along. 
Every time I asked what the next steps were, I got a very vague and dismissive answer. 
(Caitlin C., 28)

A lender talking to me like I was a real person would make me freakin' ecstatic. I would trust 
them WAY more and have way more respect and faith in them. (Cristiana M., 33)

Recently, I explored refinancing – again – and the lender just was very honest. At the end of the 
day, we decided it was not worth it. He agreed. I would go to them again. (Debora R., 57)

Be human, be honest, sell me a loan. (Kristen P., 29)
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FOCUS GROUPS
WHAT WE HEARD

SUMMARY:

People want to be treated with respect, and they want their lenders to 
be knowledgeable and incredibly straightforward.
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INSIGHT
WHAT DOES THIS MEAN FOR LENDING TREE

There are lots of lenders and lots of good rates out there. We need to 
differentiate LendingTree by making them the most definitively honest 
option available to people. 
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HONESTY CAMPAIGN
OVERVIEW

Of course LendingTree is already honest, but how can we be more transparent, more upfront, and 
ultimately even more straightforward? Certainly not everyone can qualify for the lowest rate. What 

if we said that?  And to discover if you qualify at all, you have to take time to fill out a form. Well, 
how much time exactly? 

The old belief is that consumers don’t want to see the sausage making. But when it comes to the 
finances of their houses, it turns out they really do. Because whether they’re wrapped up in the 
big, emotional torrent of first-time ownership or simply looking to refinance their second vacation 

house, a home is a big investment and a source of real pride. With all that financial concern and, 
more importantly, emotion on the line and when everyone has low rates and special deals, we 
want to be the ones who are absolutely and totally honest. 

LendingTree is not cheap tricks. LendingTree is not empty promises. 

LendingTree is Honesty
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HONESTY CAMPAIGN
CREATIVE EXECUTION 01
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HONESTY CAMPAIGN
CREATIVE EXECUTION 02
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HONESTY CAMPAIGN
CREATIVE EXECUTION 01
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HONESTY CAMPAIGN
RICH MEDIA

ROADBLOCK 

TOP BANNER

frame 1 

For a limited time, get 3.12% APR. 

frame 2

For a limited time, some of you can 
get 3.12% APR. 
(On average, about 1 in 3 of you, in 

fact)

frame 3

LendingTree is Honesty.
Click here to see if you qualify for 
3.12% APR
(Clicking will take you to a form that 
generally takes 8 minutes to 

complete)

  

BOTTOM BANNER

frame 1 

When you clear away the clever talk 
and the not quite truths 
and the empty promises,
Most of the page falls away. All adjectives and pictures and gossip and 
other ads disappear. All that’s left is our rate and the above copy which 
transitions to say:

frame 2

All that’s left is the truth.

frame 3

For a limited time, some of you can get 3.12% APR. 
(On average, about 1 in 3 of you, in fact)

frame 4

LendingTree is Honesty.
Click here to see if you qualify for 3.12% APR
(Clicking will take you to a form that generally takes 8 
minutes to complete)
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LENDINGTREE.COM
THOUGHT STARTERS

To create consistent messaging, the Honesty Campaign would also be applied to 
LendingTree.com – especially on the landing pages to unify the messaging from the banners.

WHERE WE ADD MESSAGING:
[i.e. Get up to 5 online offers fast.]
For example, if users are going to get up to 5 online offers “fast,” what if we told them how fast? 1 
hour? 2 days? Can they get a coffee? Should they check back next week? Wherever there’s an 
opportunity to be more transparent, we do so with honest messaging and a friendly tone.

WHERE WE MODIFY AND UNIFY MESSAGING:
[i.e. Note to Borrowers: The ranges provided below for first mortgage balance and additional cash 
allow for a maximum Loan-to-Value ratio of 90%. If your mortgage balance exceeds 90% of the 
value of your home (or 80% if you're requesting additional cash), we may be unable to match you 
with lenders at this time.]
In the places where you already apply a straightforward answer, we create a consistent look and 
feel for the Honesty Campaign messages, so we’re calling attention to all the ways we’re being 
upfront. It could potentially be iconographic.
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ESTIMATE
SCHEDULING AND PRICING

The estimate below is based on the following assumptions. Final costs are subject to change 
based on the final number of deliverables:

Concept Development: 2 wks
- Up to two (2) standard banner campaign concepts
- Two (2) rounds of review

Creative Development: 2 wks
- Up to two (2) executions per concept
- Up to three (3) units per execution 
- Two (2) rounds of review

Technical Development/QA: 3 wks
- Flash development
- Two (2) rounds of review

Final Deliverables: 6 standard banners

The below estimated figure includes concept, creative, technical and review phases. A full 
schedule and itemized breakdown will be provided upon awarding of the job.

TOTAL  38-42K
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CONTACT
THANK YOU

Thank you for your reviewing our proposal.

Nikos Sola
nikos@leisuretheory.com
917.370.0390

Hilary Hudgins
hilary@leisuretheory.com
917.817.5455

Please feel free to reach out to either of us with any questions. We look forward to hearing 
from you.
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