








CHAPTER 5
Metaphor Implications

To enable our fi ndings to achieve impact in 
the fi nancial services space, D2D must subject 
them to the scrutiny of experienced industry 
professionals and disseminate what is learned 
in a form that will invite others to apply it.
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Given the fi ndings of these two research studies, D2D believes an 

opportunity exists in the credit union industry to expand the use of 

metaphors in marketing imagery and messaging. Th e assessment of 

marketing materials reveals the limited range of metaphors in use 

today; the industry focuses on two primary categorical areas—utili-

tarian and aspirations/attainment. More importantly, the images 

depicted in the sizable aspirations/attainment category refl ect 

goals that may seem unattainable, unrealistic, or irrelevant to LMI 

families.

Credit unions have an opportunity to explore both positive and 

negative metaphors as a way to reach LMI families. Many of the 

positive metaphors are captured in Figure 14, yielding messages such 

as “money keeps you safe” or “money makes you a winner.” Negative 

metaphors can either (1) show empathy with the plight LMI families 

face (“We know it’s hard to fi nd the right path, but take the fi rst step 

with us”), or (2) instill fear as a motivator in key moments to spur 

action around savings and fi nancial planning (“With the right sav-

ings plan, you’ll be ready”).

Current industry metaphors
Proposed metaphors from 

research fi ndings

 I Utilitarian
 II Growth
 III Games
 IV Journeys
 V Protection
 VI Aspirations/Attainment
 A Short-term satisfaction
 B Education
 C Calm, cool, control
 D Physical closeness
 E Worry-free retirement

 VII  Movement/Transfer (running a race, free 
movement)

 VIII Parenting/Child-rearing  
 IX Liquids (destructive force, contained)
 X Food/Drink
 XI  Money and identity (makes me strong, 

calm)
 XII  Connection to others (allows me special 

moments)
 XIII  Mother metaphors (be ready, journey of 

saving)

Figure 14: Expanding the Use of Metaphors
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Filene Research Council Meeting
On October 4, 2007 Representatives from D2D and Olson Zalt-

man Associates presented the initial research fi ndings of the project 

described in this report to the Filene Research Council. Examples 

of marketing imagery and messaging based on these research results 

were presented (see Figure 15). Th ese examples arise from the 

research fi ndings and an eff ort to appeal to an audience of primarily 

female parents. Th e objective is to present a dream (e.g., homeown-

ership) in a way that feels accessible, not too complex, and not too 

far away. Another goal is to link parenthood to the dream—that is, 

saving is about family and children. Th e message acknowledges that 

saving is hard work but that one must take a fi rst step on the savings 

“journey.”

At the end of a 90-minute presentation, council members had ques-

tions and comments. A representative question and comment are 

provided here:

Question: How can you say that an image has the same meaning 

for two (or more) people? For instance, how can you tell us that many 

people who would look at the image of the little girl peering into the 

forest expresses the fear of beginning a precarious journey?

Answer: Th is is an understandable source of confusion. ZMET does 

not rely on the pictures as much as the language that is used by the 

participants to describe the image. Th e actual words of the partici-

pant are transcribed and these are compared to all other participants 

in the study group to derive common themes. So, it is correct that each 

Figure 15: New Marketing Material Example
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individual may interpret similar pictures in vastly diff erent ways, but 

it is the interpretation, the actual wording, which is used to tease out 

meaning and search for similarities among participants.

Reaction: In looking at the aspiration/attainment images from the 

credit union sample, it is striking how many seemingly “stock photos” 

one sees. Th e images of people seem fake, not genuine. Th ey look like 

models, not our actual customers. I can see how some of our customers 

might have trouble identifying with the advertisements.

The Path Forward
D2D believes this research can have an important impact for the 

credit union industry and for  hard- working LMI families. In the cor-

porate world, ZMET studies inform product designs, suggest ways to 

position or reframe products, reveal themes and imagery for market-

ing campaigns, and generate raw consumer feedback from which to 

develop new business strategies. To enable our fi ndings to achieve 

impact in the fi nancial services space, D2D must subject them to the 

scrutiny of experienced industry professionals and disseminate what 

is learned in a form that will invite others to apply it. Th e ultimate 

learning opportunity, we believe, will be to apply our fi ndings to a 

 real- world marketing campaign designed to attract savings deposits 

by LMI credit union members and prospective members.
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