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From November 2020 to October 2021, the Big 5 Canadian banks saw a +28% increase in 
average digital spends YoY. 
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From November 2020 to October 2021, BMO saw the highest ad spend at $75M while RBC 
saw the highest growth in ad spend with an +118% increase YoY. 
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In November 2020 to October 2021, Search ads saw the highest allocation in spend across 
the Big 5 yielding a +44% spend increase over Facebook, Display and YouTube combined. 
However, YoY YouTube has seen the largest increase (+161%) in spend while Display has 
seen a -6% decrease. 
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Product & Benefits, Welcome Promotions and Investment creatives are the largest 
themes seen throughout ads across the Big 5. 
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BMO saw a +44% increase in ad spend YoY. From Nov. ‘19 to Oct. ‘21, YouTube saw the 
highest spend increase (+838%) and Display saw the lowest (-4%).
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Display Site Spend Impressions

Top 10 Display Sites Nov. ‘20 - Oct. ‘21

finance.yahoo.com $189.2K

investopedia.com $116.1K

theweathernetwork.com $77.9K

kijiji.ca $53.2K

meteomedia.com $39.4K

ca.yahoo.com $33.5K

moneysense.ca $26.1K

amazon.ca $24.3K

nhl.com $23.9K

kitco.com $22.7K

66.2M

8.4M

9.3M

20.7M

5.1M

7.6M

1.9M

7.3M

4.5M

1.1M

+529%

-437%

2021 TOP 
PERFORMER

2021 TOP 
PERFORMER

From November 2020 to October 2021, BMO allocated it’s top 10 spend to eight new sites. 
Only finance.yahoo.com and kitco.com were maintained YoY with a +529% and -437% 
respective changed in ad spend. 

BMOSpend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

Display Site Spend

theglobeandmail.com $156.5K

forbes.com $149.1K

kitco.com $122.1K

centris.ca $110.5K

theguardian.com $101.9K

washingtonpost.com $82K

marketwatch.com $47.6K

morningstar.ca $46.1K

news.yahoo.com $31.2K

finance.yahoo.com $30.1K

Impressions
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http://finance.yahoo.com
http://investopedia.com
http://theweathernetwork.com
http://kijiji.ca
http://meteomedia.com
http://ca.yahoo.com
http://moneysense.ca
http://amazon.ca
http://nhl.com
http://kitco.com
http://theglobeandmail.com
http://forbes.com
http://kitco.com
http://centris.ca
http://theguardian.com
http://washingtonpost.com
http://marketwatch.com
http://morningstar.ca
http://news.yahoo.com
http://finance.yahoo.com
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Over the past two years, BMO has allocated 54% of their Search budget towards mobile devices. 
Into 2021, mobile still garners the primary spend over desktop with a +9% increase YoY.

BMOSpend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21
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From November 2020 to October 2021, BMO’s highest ad theme across all channels was 
Welcome Promotions at 31%, followed by Product & Benefits (23%) and Investment (18%).
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Search ad content accounts for September 2021 only due to higher creative volumes compared to other channels.
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This category features incentives BMO is 
offering to convert new customers. They 
usually offer something in return for opening 
a bank account or credit card. These ads 
make up 31% of BMO’s creatives from Nov. 
‘20 to Oct. ‘21.

See below for examples of BMO’s top ad spends under the following creative themes:

BMOSpend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

Spend: $453K  | Impressions: 34.3M
CPM: $13.21 

Click to view

Spend: $168K  | Impressions: 12.7M
CPM: $13.22 

Click to view

Spend: $309K  | Impressions: 23.4M
CPM: $13.21

Click to view

Welcome Promotion Product & Benefits
This category features BMO’s different 
product offerings and their benefits without 
an overt call to action to sign up. These ads 
make up 23% of BMO’s creatives from Nov. 
‘20 to Oct. ‘21.

Investment
This category features any content related to 
investing with BMO whether through their 
advisor program or specific ETFs and funds. 
These ads make up 18% of BMO’s creatives 
from Nov. ‘20 to Oct. ‘21.

https://s3.amazonaws.com/YM_Ads/5nvnJ3fW86b80RVI-eDKpg.mp4
https://s3.amazonaws.com/YM_Ads/xqce9cfWGguWwss44lUhEw.mp4
https://s3.amazonaws.com/YM_Ads/qc8a1nxTk_lNtZMj0EzfcQ.mp4
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See below for examples of BMO’s top ad spends under the following creative themes:

BMOSpend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

Spend: $67.2K  | Impressions: 5M
CPM: $13.21

Click to view

Spend: $24.9K 
Impressions: 4.3M

CPM: $5.83

Click to view

Family Bundles
This category features BMO’s family bundle 
incentive program. These ads make up 4% of 
BMO’s creatives from Nov. ‘20 to Oct. ‘21. Social Initiatives

This category features 
initiatives that BMO is focusing 
on to help give back to their 
community and does not focus 
on selling a specific product or 
service. These ads make up 4% 
of BMO’s creatives from Nov. 
‘20 to Oct. ‘21.

https://s3.amazonaws.com/YM_Ads/5xDphifBo1IGRWL3uF6Q4g.mp4
https://s3.amazonaws.com/YM_Ads/4468252109855118.png
https://s3.amazonaws.com/YM_Ads/4468252109855118.png
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See below for examples of BMO’s top ad spends under the following creative themes:

BMOSpend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

Spend: $13K 
Impressions: 2.2M

CPM: $5.83

Click to view

Spend: $3.4K 
Impressions: 584K

CPM: $5.83

Click to view

Business

This category features options 
for commercial or business 
partners prospects for BMO. This 
category makes up 3% of 
creative from Nov. ‘20 to Oct. ‘21.

Mortgages

This category features incentives 
and product knowledge of 

mortgage options with BMO. This 
category makes up 5% of creative 

from Nov. ‘20 to Oct. ‘21. 

https://s3.amazonaws.com/YM_Ads/4510099555670373.png
https://s3.amazonaws.com/YM_Ads/3934026749960941.png
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From Q4 2019 to Q3 2021, BMO has seen an average of 500 creatives running per 
quarter.* Q1 2021 saw the largest amount of unique ads run at 807 creatives.
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BMO

To incentivize new clients, BMO offers a variety of perks that prospects can attain by 
opening an account or starting a service. BMO’s top spends from November 2020 to 
October 2021 indicate a focus on earning points and no annual fees as well as cash 
values, ie. “Get $300”. 

Spend: $894K 
Impressions: 67.7M

CPM: $13.21

Click to view

Spend: $477K 
Impressions: 36M

CPM: $13.21

Click to view

Spend: $88.7K 
Impressions: 6.7M

CPM: $13.22

Click to view

https://s3.amazonaws.com/YM_Ads/5nvnJ3fW86b80RVI-eDKpg.mp4
https://imgur.com/qigA7Hj
https://imgur.com/qigA7Hj
https://imgur.com/R9iQwsG
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TD

TD saw an +6% increase in ad spend YoY. From Nov. ‘19 to Oct. ‘21, Display saw the highest 
spend increase (+72%) and YouTube saw the lowest (-38%).
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TD

Display Site Spend Impressions

Top 10 Display Sites Nov. ‘20 - Oct. ‘21

From November 2020 to October 2021, TD reduced ad spend on one site autotrader.ca by 
-58%. The highest increase was for the site 51.ca at +657%. 

Display Site Spend

redflagdeals.com $1.56M

kijiji.ca $495.1K

autotrader.ca $308.8K

investopedia.com $190.8K

cbc.ca $119.3K

theweathernetwork.com $97.4K

nhl.com $74.7K

51.ca $61.1K

msn.com $54.2K

bbc.com $52.3K

Impressions

91M

82.8M

28.4M

10.6M

6.2M

8.2M

11.4M

6M

13.2M

3.1M

redflagdeals.com $3.65M

51.ca $462.7K

cbc.ca $443.3K

investopedia.com $204.4K

theweathernetwork.com $181K

autotrader.ca $128.2K

bbc.com $111.8K

ratemds.com $107.3K

msn.com $96.7K

nhl.com $78.9K

196.6M

48.3M

27.1M

21M

11.7M

20M

14.8M

7.2M

28M

14.1M

Top 10 Display Sites Nov. ‘19 - Oct. ‘20

+135%

+657%

+272%

+7%

+52%

-58%

+114%

+78%

+6%

YoY Spend 
Change

http://redflagdeals.com
http://kijiji.ca
http://autotrader.ca
http://investopedia.com
http://cbc.ca
http://theweathernetwork.com
http://nhl.com
http://51.ca
http://msn.com
http://bbc.com
http://redflagdeals.com
http://51.ca
http://cbc.ca
http://investopedia.com
http://theweathernetwork.com
http://autotrader.ca
http://bbc.com
http://ratemds.com
http://msn.com
http://nhl.com
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TD

Over the past two years, TD has allocated 53% of their Search budget towards desktop devices. 
However into 2021, desktop has seen a -5% decrease in spend while mobile has seen a +6% 
increase in spend. 

Spend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21
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TD
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From November 2020 to October 2021, TD’s highest ad theme across all channels  was 
Welcome Promotion at 24%, followed by Product & Benefits (22%) and Investment (21%).
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Welcome Promotion Mortgage
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Search ad content accounts for September 2021 only due to higher creative volumes compared to other channels.
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This category features incentives TD is 
offering to convert new customers. They 
usually offer something in return for opening 
a bank account or credit card. These ads 
make up 24% of TD’s creatives from Nov. ‘20 
to Oct. ‘21.

See below for examples of TD’s top ad spends under the following creative themes:

Spend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

Spend: $858K  | Impressions: 64.9M
CPM: $13.22 

Click to view

Spend: $693K  | Impressions: 136M
CPM: $5.09 

Click to view

Spend: $109K  | Impressions: 8.2M
CPM: $13.21

Click to view

Product & BenefitsWelcome Promotion
This category features TD’s different 
product offerings and their benefits 
without an overt call to action to sign up. 
These ads make up 22% of TD’s creatives 
from Nov. ‘20 to Oct. ‘21.

Investment
This category features any content related to 
investing with TD whether through their 
advisor program or specific ETFs and funds. 
These ads make up 21% of TD’s creatives 
from Nov. ‘20 to Oct. ‘21.

TD

https://imgur.com/zC9nTVe
https://www.facebook.com/6695079125/posts/4521200934600422/
https://s3.amazonaws.com/YM_Ads/Ttvv8n6OsbMtYScYyXfMUQ.mp4
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See below for examples of TD’s top ad spends under the following creative themes:

Spend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

Spend: $61K 
Impressions: 10.5M

CPM: $5.83

Click to view

Mortgage

This category features incentives 
and product knowledge of 
mortgage options with TD. These 
ads make up 6% of TD’s creatives 
from Nov. ‘20 to Oct. ‘21.

TD

Spend: $572.8K 
Impressions: 104M

CPM: $5.52

Click to view

Insurance

This category features 
information on a range of TD’s 
insurance offerings. These ads 
make up 19% of TD’s creatives 

from Nov. ‘20 to Oct. ‘21.

https://s3.amazonaws.com/YM_Ads/10160930035424126.png
https://s3.amazonaws.com/YM_Ads/2722002991407868.png
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See below for examples of TD’s top ad spends under the following creative themes:

Spend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

Spend: $18.6K 
Impressions: 3.7M

CPM: $5.03

Click to view

Spend: $474K 
Impressions: 97M

CPM: $4.87

Click to view

Financial Health

This category features ways that 
TD clients can receive financial 
advice. This category makes up 
4% of creative from Nov. ‘20 to 
Oct. ‘21.

Business

This category features options 
for commercial or business 

partners prospects for TD. This 
category makes up 4% of 

creative from Nov. ‘20 to Oct. ‘21. 

TD

https://s3.amazonaws.com/YM_Ads/10160707827624126.png
https://www.facebook.com/TDCanada/posts/10161103016294126
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TD

From Q4 2019 to Q3 2021, TD has seen an average of 1.7K creatives running per quarter.* 
Q2 2021 saw the largest amount of unique ads run at 2K creatives.
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To incentivize new clients, TD offers a variety of perks that prospects can attain by 
opening an account or starting a service. TD’s top spends from November 2020 to 
October 2021 indicate a focus on cash values, ie. “Get $300”, savings “pay no annual fee” 
and travel perks with Aeroplan. 

TD

Spend: $692.9K 
Impressions: 136M

CPM: $5.09

Click to view

Spend: $349.3K 
Impressions: 15.6M

CPM: $22.37

Click to view

Spend: $203K 
Impressions: 39.6M

CPM: $5.13

Click to view

Spend: $103.3K 
Impressions: 21.3M

CPM: $4.86

Click to view

Spend: $89.4K 
Impressions: 17.7M

CPM: $5.04

Click to view

Spend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

https://www.facebook.com/4521200934600422
https://imgur.com/0mtuzJm
https://www.facebook.com/10161382659189126
https://www.facebook.com/10160733777014126
https://www.facebook.com/10160473593469126
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SCOTIABANK
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Spend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

$31.4M Spend
Nov. ‘19 - Oct. ‘20
$32.1M Spend

+2%

YoY % Change

+85%

-57%

+526%

-20%

Scotiabank saw an +2% increase in ad spend YoY. From Nov. ‘19 to Oct. ‘21, YouTube saw the 
highest spend increase (+526%) and Display saw the lowest (-57%).
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SCOTIABANK

Display Site Spend Impressions

Top 10 Display Sites Nov. ‘20 - Oct. ‘21

From November 2020 to October 2021, Scotiabank decreased it’s spend on four sites nhl.com 
(-31%), goodhousekeeping.com (-84%), delish.com (-82%) and healthline.com (-89%).

Display Site Spend

nhl.com $877.5K

goodhousekeeping.com $739.6K

countryliving.com $525.2K

investopedia.com $517.8K

delish.com $501.2K

marieclaire.com $207.6K

mlb.com $165.7K

cbc.ca $164K

harpersbazaar.com $143.5K

elle.com $88.8K

Impressions

72.5M

19.5M

15.2M

23.1M

16.1M

6M

5.2M

6.3M

4.5M

2.8M

nhl.com $603.2K

cineplex.com $589K

goodhousekeeping.com $119.8K

delish.com $88.5K

moneysense.ca $81.1K

bbc.com $72.9K

countryliving.com $55.5K

healthline.com $54.7K

bestproducts.com $30.4K

kijiji.ca $27.7K

51.2M

44.6M

3.6M

3.5M

8.2M

2.5M

1.9M

14.9M

2.5M

10.8M

Top 10 Display Sites Nov. ‘19 - Oct. ‘20

-31%

YoY Spend 
Change

-84%

-82%

-89%

2021 TOP 
PERFORMER

2021 TOP 
PERFORMER

http://nhl.com
http://goodhousekeeping.com
http://countryliving.com
http://investopedia.com
http://delish.com
http://marieclaire.com
http://mlb.com
http://cbc.ca
http://harpersbazaar.com
http://elle.com
http://nhl.com
http://cineplex.com
http://goodhousekeeping.com
http://delish.com
http://moneysense.ca
http://bbc.com
http://countryliving.com
http://healthline.com
http://bestproducts.com
http://kijiji.ca
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SCOTIABANK

Over the past two years, Scotiabank has allocated 51% of their Search budget towards desktop 
devices. Into 2021, both desktop and mobile search ads have seen decreases in spend by -5% 
and -33% respectively. 

Spend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21
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SCOTIABANK

Facebook
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33% 6% 5% 4%

Business Immigrants

23%
Local Branches

Welcome Promotion

From November 2020 to October 2021, Scotiabank’s highest ad theme across all channels  
was Product & Benefits at 38%, followed by Welcome Promotions (35%) and Business (6%).
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Search ad content accounts for September 2021 only due to higher creative 
volumes compared to other channels.
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SCOTIABANK

This category features different product 
offerings and their benefits without an 
overt call to action to sign up. These ads 
make up 38% of Scotiabank’s creatives from 
Nov. ‘20 to Oct. ‘21.

See below for examples of Scotiabank’s top ad spends under the following creative themes:

Spend: $474.1K  | Impressions: 99.6M
CPM: $4.76 

Click to view

Spend: $548.4K  | Impressions: 106.9M
CPM: $4.99 

Click to view

Spend: $72K  | Impressions: 15.8M
CPM: $4.54

Click to view

Welcome PromotionProduct & Benefits
This category features incentives Scotiabank 
is offering to convert new customers. They 
usually offer something in return for opening 
a bank account or credit card. These ads 
make up 35% of Scotiabank’s creatives from 
Nov. ‘20 to Oct. ‘21.

Business
This category features options for 
commercial or business partners 
prospects for Scotiabank. These ads 
make up 6% of Scotiabank’s creatives 
from Nov. ‘20 to Oct. ‘21.

https://www.facebook.com/4743519495664609
https://www.facebook.com/4258385384178025
https://s3.amazonaws.com/YM_Ads/4891301764219714.png
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SCOTIABANKSpend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

See below for examples of Scotiabank’s top ad spends under the following creative themes:

Spend: $781K 
Impressions: 59M

CPM: $13.22

Click to view

Investment

This category features any content 
related to investing with Scotiabank 
whether through their advisor program 
or specific ETFs and funds.These ads 
make up 4% of Scotiabank’s creatives 
from Nov. ‘20 to Oct. ‘21.

Spend: $1.6M 
Impressions: 331M

CPM: $5.03

Click to view

Financial Health

This category features ways that 
Scotiabank clients can receive 

financial advice. These ads make 
up 6% of Scotiabank’s creatives 

from Nov. ‘20 to Oct. ‘21.

https://imgur.com/o8zYkDJ
https://www.facebook.com/4410859662263929
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SCOTIABANKSpend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

See below for examples of Scotiabank’s top ad spends under the following creative themes:

Spend: $35.4K 
Impressions: 6M

CPM: $5.82

Click to view

Canadian Immigrants

This category targets newcomers to 
Canada to help them decide on 
where to start their banking 
journey. These ads make up 2% of 
Scotabank’s creatives from Nov. ‘20 
to Oct. ‘21.

Spend: $12.3K 
Impressions: 2.2M

CPM: $5.83

Click to view

Mortgage
This category features incentives 

and product knowledge of 
mortgage options with 

Scotiabank. These ads make up 
3% of Scotiabank’s creatives 

from Nov. ‘20 to Oct. ‘21.

https://s3.amazonaws.com/YM_Ads/4689588551057704.png
https://s3.amazonaws.com/YM_Ads/4743632078986684.png
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SCOTIABANK

From Q4 2019 to Q3 2021, Scotiabank has seen an average of 428 creatives running per 
quarter.* Q4 2019 saw the largest amount of unique ads run at 693 creatives.
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To incentivize new clients, Scotiabank offers a variety of perks. Scotiabank’s top spends 
from November 2020 to October 2021 indicate a focus on cash values, ie. “Get $300”, 
savings, ie. “pay no annual fee” and extra cash back and rewards.

Spend: $474.1K  | 
Impressions: 99.6M

CPM: $4.76 

Click to view

Spend: $376K 
Impressions: 74.7M

CPM: $5.02

Click to view

Spend: $254K 
Impressions: 45.3M

CPM: $5.61

Click to view

Spend: $160.4K 
Impressions: 31.6M

CPM: $5.06

Click to view

Spend: $120.6K 
Impressions: 24.8M

CPM: $4.85

Click to view

SCOTIABANK

https://www.facebook.com/4743519495664609
https://www.facebook.com/4392886340727928
https://www.facebook.com/4635225563160670
https://www.facebook.com/5114820318534523
https://www.facebook.com/5118170201532868
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CIBC saw an +8% increase in ad spend YoY. From Nov. ‘19 to Oct. ‘21, YouTube saw the highest 
spend increase (+140%) and Facebook saw the lowest (-21%).
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Spend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21
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CIBC

Display Site Spend Impressions

Top 10 Display Sites Nov. ‘20 - Oct. ‘21

From November 2020 to October 2021, CIBC increased it’s spend on top four sites from 
2020. Only timesofindia.indiatimes.com saw a spend decrease by -84%. 

Display Site Spend

timesofindia.indiatimes.com $314.2K

indiatimes.com $238K

theglobeandmail.com $179K

theguardian.com $102.1K

amazon.ca $46.9K

forbes.com $45.1K

yorkbbs.ca $43.5K

marketwatch.com $36.5K

washingtonpost.com $26.2K

redflagdeals.com $24K

Impressions

20.6M

25.9M

8M

6.8M

4.2M

3.8M

3.3M

1.4M

1.5M

3.3M

theglobeandmail.com $214.1K

nationalpost.com $161.5K

theguardian.com $142.7K

ratehub.ca $126.6K

marketwatch.com $103.5K

washingtonpost.com $92.8K

moneysense.ca $66.2K

timesofindia.indiatimes.com $50.5K

51.ca $47.2K

goodhousekeeping.com $42.7K

11.7M

17.9M

14.5M

24.1M

7.5M

7.6M

12.1M

3.5M

4.7M

1.4M

Top 10 Display Sites Nov. ‘19 - Oct. ‘20

+20%

YoY Spend 
Change

+40%

+184%

-84%

2021 TOP 
PERFORMER

+254%

http://timesofindia.indiatimes.com
http://indiatimes.com
http://theglobeandmail.com
http://theguardian.com
http://amazon.ca
http://forbes.com
http://yorkbbs.ca
http://marketwatch.com
http://washingtonpost.com
http://redflagdeals.com
http://theglobeandmail.com
http://nationalpost.com
http://theguardian.com
http://ratehub.ca
http://marketwatch.com
http://washingtonpost.com
http://moneysense.ca
http://timesofindia.indiatimes.com
http://51.ca
http://goodhousekeeping.com
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CIBC

Over the past two years, CIBC has allocated 56% of their Search budget towards desktop 
devices. Into 2021, desktop saw a higher spend increase of +5% YoY.

Spend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21
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Desktop & Mobile Search Spend YoY
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CIBC

Facebook

46% 36% 8% 5% 4%
Welcome Promotion Product & Benefits Social 

Initiative Business Mortgage

46%
Welcome Promotion

52% 21%
Welcome Promotion Product & 

Benefits

5%13%
Financial 
Health

9%

Display

YouTube

Search

55%
Product & Benefits

24% 8%

Rebrand Business

35%
Product & Benefits

Mortgage

19%
Rebrand

From November 2020 to October 2021, CIBC’s highest ad theme across all channels  was 
Product & Benefits at 40%, followed by Welcome Promotions (23%) and Mortgage (14%).

7% 6%

Welco
me

Pro
motio

n
Busin

ess

Investm
ent

Search ad content accounts for September 2021 only due to higher creative 
volumes compared to other channels.
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This category features CIBC’s different 
product offerings and their benefits without 
an overt call to action to sign up. These ads 
make up 40% of CIBC’s creatives from Nov. 
‘20 to Oct. ‘21.

See below for examples of CIBC’s top ad spends under the following creative themes:

Spend: $927.2K  | Impressions: 70.1M
CPM: $13.22 

Click to view

Spend: $247.6K  | Impressions: 18.7M
CPM: $13.21

Click to view

Spend: $23.9K  | Impressions: 5.3M
CPM: $4.54

Click to view

Welcome PromotionProduct & Benefits
This category features incentives CIBC is 
offering to convert new customers. They 
usually offer something in return for 
opening a bank account or credit card.  
These ads make up 23% of CIBC’s creatives 
from Nov. ‘20 to Oct. ‘21.

Mortgage

This category features incentives and 
product knowledge of mortgage options 
with CIBC. These ads make up 14% of 
CIBC’s creatives from Nov. ‘20 to Oct. ‘21.

CIBC

https://imgur.com/hIMlnMB
https://imgur.com/QgVJYC7
https://s3.amazonaws.com/YM_Ads/4453314084688351.png
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Spend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

See below for examples of CIBC’s top ad spends under the following creative themes:

Spend: $44.3K 
Impressions: 1.7M

CPM: $25.30

Click to view

Investment

This category features any content 
related to investing with CIBC whether 
through their advisor program or 
specific ETFs and funds.These ads make 
up 4% of CIBC’s creatives from Nov. ‘20 
to Oct. ‘21.

Spend: $28.7K 
Impressions: 4.9M

CPM: $5.83

Click to view

Business

This category features options for 
commercial or business partners 

prospects for CIBC. These ads 
make up 6% of CIBC’s creatives 

from Nov. ‘20 to Oct. ‘21.

CIBC

https://s3.amazonaws.com/YM_Ads/yFR4tUZ7TDkzxfytPqUQSg.jpg
https://s3.amazonaws.com/YM_Ads/5332623593477777.png
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Spend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

See below for examples of CIBC’s top ad spends under the following creative themes:

Spend: $470 
Impressions: 93K

CPM: $5.02

Click to view

Student

This category targets students to 
help them save money while they 
study. These ads make up 3% of 
CIBC’s creatives from Nov. ‘20 to 
Oct. ‘21.

Spend: $868 
Impressions: 200.7K

CPM: $4.32

Click to view

Financial Health

This category features ways 
that CIBC clients can receive 

financial advice. These ads 
make up 4% of CIBC’s creatives 

from Nov. ‘20 to Oct. ‘21.

CIBC

https://s3.amazonaws.com/YM_Ads/3324332514361955.png
https://s3.amazonaws.com/YM_Ads/33VxgpcelUz42XFZuu4yUA.jpg
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CIBC

From Q4 2019 to Q3 2021, CIBC has seen an average of 624 creatives running per 
quarter.* Q4 2019 saw the largest amount of unique ads run at 762 creatives.
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CIBCSpend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

To incentivize new clients, CIBC offers a variety of perks. CIBC’s top spends from 
November 2020 to October 2021 indicate a focus on redeemable values, ie. “$1,200 when 
you join”, as well as tangible gifts such as $100 Amazon gift cards.

Spend: $227.9K 
Impressions: 13.5M

CPM: $16.93

Click to view

Spend: $14.7K
Impressions: 2.9M

CPM: $5.05

Click to view

Spend: $927K 
Impressions: 70.1M

CPM: $13.21

Click to view

https://imgur.com/ipR01NK
https://imgur.com/ipR01NK
https://www.facebook.com/3258939054232728
https://imgur.com/hIMlnMB
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RBC

RBC saw an +118% increase in ad spend YoY. From Nov. ‘19 to Oct. ‘21, Search saw the highest 
spend increase (+240%) and Display saw the lowest (-46%).
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RBC

Display Site Spend Impressions

Top 10 Display Sites Nov. ‘20 - Oct. ‘21

From November 2020 to October 2021, RBC reduced it’s spend on 4 top display sites and 
increased it’s spend on finance.yahoo.com by +22%.

Display Site Spend

tripadvisor.ca $873.6K

globalnews.ca $425.9K

tvanouvelles.ca $257.4K

complexmag.ca $219.4K

morningstar.ca $144.4K

ticketmaster.ca $110K

nationalpost.com $64.2K

lapresse.ca $52.8K

foodnetwork.ca $50.1K

finance.yahoo.com $43.1K

Impressions

27M

19.1M

6.2M

47.8M

4.4M

5.8M

4M

3.2M

3M

9.5M

cbc.ca $583.2K

morningstar.ca $111.6K

tvanouvelles.ca $79.5K

kijiji.ca $77.5K

globalnews.ca $62.9K

finance.yahoo.com $52.4K

lapresse.ca $47.2K

twitch.tv $46K

journaldemontreal.com $45.7K

buzzfeed.com $35.4K

52.9M

4.1M

5.1M

30.7M

8.4M

18.4M

6.7M

2.9M

3.6M

11.3M

Top 10 Display Sites Nov. ‘19 - Oct. ‘20
YoY Spend 
Change

-85%

-11%

2021 TOP 
PERFORMER

+22%

-23%

-69%

http://tripadvisor.ca
http://globalnews.ca
http://tvanouvelles.ca
http://complexmag.ca
http://morningstar.ca
http://ticketmaster.ca
http://nationalpost.com
http://lapresse.ca
http://foodnetwork.ca
http://finance.yahoo.com
http://cbc.ca
http://morningstar.ca
http://tvanouvelles.ca
http://kijiji.ca
http://globalnews.ca
http://finance.yahoo.com
http://lapresse.ca
http://twitch.tv
http://journaldemontreal.com
http://buzzfeed.com
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RBC

Over the past two years, RBC has allocated 57% of their Search budget towards mobile devices. 
Into 2021, mobile still garners the primary spend over desktop with a +260% increase YoY.

Spend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21
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RBC

Facebook

28% 28% 22% 12% 10%
Welcome Promotion Business Product & Benefits Budgeting Social Initiatives

47%
Business

40% 26%
Welcome Promotion Investment

7%20%
Budgeting

7%

Display

YouTube

Search

45%
Product & Benefits

26% 11%

Product & 
Benefit

Business

32%
Social Initiatives

Welcome Promotion

21%
Welcome Promotion

From November 2020 to October 2021, RBC’s highest ad theme across all channels was 
Welcome Promotions at 27%, followed by Product & Benefits (23%) and Investment (13%).

10% 8%
Student Investment Business

Search ad content accounts for September 2021 only due to higher creative volumes compared to other channels.
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RBC

This category features incentives RBC is 
offering to convert new customers. They 
usually offer something in return for 
opening a bank account or credit card.  
These ads make up 27% of RBC’s creatives 
from Nov. ‘20 to Oct. ‘21.

See below for examples of RBC’s top ad spends under the following creative themes:

Spend: $41.1K  | Impressions: 9M
CPM: $4.53 

Click to view

Spend: $587.9K  | Impressions: 44.5M
CPM: $13.21

Click to view

Spend: $124.8K  | Impressions: 24M
CPM: $5.03

Click to view

Product & BenefitsWelcome Promotion

This category features RBCs different 
product offerings and their benefits 
without an overt call to action to sign up.   
These ads make up 23% of RBC’s creatives 
from Nov. ‘20 to Oct. ‘21.

Investment
This category features any content related to 
investing with RBC whether through their 
advisor program or specific ETFs and funds. 
These ads make up 13% of RBC’s creatives 
from Nov. ‘20 to Oct. ‘21.

https://www.facebook.com/6357720340906465
https://imgur.com/mYFqWlI
https://s3.amazonaws.com/YM_Ads/5637412336270606.png
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See below for examples of RBC’s top ad spends under the following creative themes:

Spend: $67.8K 
Impressions: 11M

CPM: $5.83

Click to view

Budgeting

This category features content RBC 
spent on to promote their new 
budgeting product “Ampli”. These ads 
make up 7% of RBC’s creatives from 
Nov. ‘20 to Oct. ‘21.

Spend: $324.5K 
Impressions: 58M

CPM: $5.52

Click to view

Business

This category features options for 
commercial or business partners 

prospects for RBC. These ads 
make up 11% of RBC’s creatives 

from Nov. ‘20 to Oct. ‘21.

https://s3.amazonaws.com/YM_Ads/1368023843563821.png
https://s3.amazonaws.com/YM_Ads/6720692204609275.png
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See below for examples of RBC’s top ad spends under the following creative themes:

Spend: $458K 
Impressions: 91M

CPM: $5.02

Click to view

Social Initiative

This category features initiatives that 
RBC is focusing on to help give back to 
their community and does not focus 
on selling a specific product or service. 
These ads make up 3% of RBC’s 
creatives from Nov. ‘20 to Oct. ‘21.

Spend: $30.5K 
Impressions: 6.7M

CPM: $4.54

Click to view

Student

This category targets students to 
help them save money while they 
study.  These ads make up 7% of 

RBC’s creatives from Nov. ‘20 to 
Oct. ‘21.

https://www.facebook.com/5391239920887850
https://s3.amazonaws.com/YM_Ads/6340746519270514.png
https://s3.amazonaws.com/YM_Ads/6340746519270514.png
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RBC

From Q4 2019 to Q3 2021, RBC has seen an average of 925 creatives running per 
quarter.* Q4 2019 saw the largest amount of unique ads run at 1.2K creatives.
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RBCSpend is a directional approximation and does not include retargeting, or behavioural targeting. *Nov. ‘19 - Oct. ‘21

To incentivize new clients, RBC offers a variety of perks. RBC’s top spends from November 
2020 to October 2021 indicate a focus on tangible products such as an iPad or Airpods as 
well as cash values, ie. “Get $300”.

Spend: $296K 
Impressions: 51M

CPM: $5.83

Click to view

Spend: $206K 
Impressions: 41M

CPM: $5.03

Click to view

Spend: $587.9K  
Impressions: 44.5M

CPM: $13.21

Click to view

https://www.facebook.com/5885362878142216
https://www.facebook.com/5885362878142216
https://www.facebook.com/5409647859047056
https://www.facebook.com/5409647859047056
https://imgur.com/mYFqWlI
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From November 2020 to October 2021, the Big 5 Canadian banks saw a +28% increase in average digital spends YoY. Into November 2020 to 
October 2021, BMO saw the highest ad spend at $75M while RBC saw the highest growth in ad spend with an +118% increase YoY. 

● Digital Ad Trends: 
○ Spending: In November 2020 to October 2021, Search ads saw the highest allocation in spend across the Big 5 yielding a +44% 

spend increase over Facebook, Display and YouTube combined. However, YoY YouTube has seen the largest increase (+161%) 
in spend while Display has seen a -6% decrease. 

○ Mobile vs Desktop: As of October 2021, only BMO and RBC are allocating over 50% of their search spend budget to mobile 
over desktop. TD, Scotiabank and CIBC are still contributing over 50% of search spends to desktop.

○ Creative Volume: On average, the Big 5 are testing 831 creatives at a time per month. 
○ Creative Themes: From November 2020 to October 2021, the Big 5 Banks have used a variety of content themes to 

communicate different messages such as Product & Benefits, Welcome Promotions, Investments, Insurance and Mortgage. 
○ Promotion: All Big Five Banks except RBC’s top promotion spends have pushed cash value or reward earnings when creating 

new accounts. Only RBC’s top promotion spend features the use of iPads and Airpods to incentivize new customers.

Key Takeaways


