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Tour of selected bank landing pages promoting 
3% or higher savings rates 
Found on BankRate.com July 15, 2005 
 
MyBankingDirect.com (New York Community Bank) 
Links displayed on BankRate.com, but not a major advertiser 
https://www.mybankingdirect.com/ 
 

 
 
Comments: 
• Awesome focus on its high-rate account 
• Great rate plus $25 bonus 
• “Earn>more. Do less.” slogan is a nice touch  
• Using secure page (https) 
• The main image is animated with the arrow shooting into the bulls-eye along with a 
subtle audio track; while this is cool and grabs your attention, it creates problems for 
those on lower bandwidth connections or who do not have Flash; the bank should create 
a link to an alternative page that does not use Flash 
 
Grade: 
A 
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ING Direct 
One of three primary sponsors in BankRate.com’s deposit area 
http://www.ingdirect.com/osa_work/ 
 

 
 
Comments: 
• Focuses not just on the rate, but how much more you can earn compared to national 

averages; highlighted with bright orange bar 
• Good use of orange color, synonymous with the ING Direct brand 
• Excellent quote from Money Magazine; would be slightly more credible with link to 
the article reprint or at least the publication date  
• Five orange bullets highlight benefits including no fees and 5-minute opening 
• Uses “Open Now” button, which is better than “Apply” which gives the impression 
that there might be some reason we wouldn’t qualify  
 
Grade: 
A 
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Emigrant Direct  
One of three primary sponsors in BankRate.com’s deposit area; and the one that 
usually has the premier presence on most pages 
http://www.emigrant-direct.com/ 
 

 
 
Comments: 
• Can’t miss the rate 
• America’s highest rate is an impressive slogan, even if it does come with the 

ubiquitous asterisk  
• Reinforces its safety and soundness by mentioning that it’s a division of bank 

founded in 1850 
• Good use of orange color, synonymous with the ING Direct brand 
• Excellent quote from Barron’s including the January 24, 2005 publication date 
• Stresses no fees, but does not provide an estimated time to open the account 
• Good graphics and red, white and blue color scheme, especially for the summer 

months 
 
Grade: 
A- 
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MetLife Bank 
One of three primary sponsors in BankRate.com’s deposit area 
http://www.mettrack.com/MMA050106/ 
 

 
Comments: 
• The rate is bold and the $50 bonus is an excellent incentive (although perhaps a bit 

higher than necessary) 
• Link to a calculator is a good way for user’s to see what return their deposit would 

earn 
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• The significant amount of fine print at the bottom reduces the credibility of the offer 
• The white type inside the blue background is not visually striking, the rate does not 

stand out like it does on the other landing pages 
• The account opening calls to action are buried within the top and bottom bars; much 

harder to see than a button 
• Copy is inappropriate for the audience and downright silly, for example “courtside 

seats instead of nosebleed” implies that the customer is going to take their hard 
earned savings and blow it on a pair of $500 courtside seats, hardly the typical 
behavior of someone socking away major cash in an FDIC savings account (not to 
mention that is would take just about all the interest earned on $50,000 for a whole 
year to buy one pair of courtside seats)  

• After lingering on the calculator page for awhile, a popup callme window is displayed 
(see screenshot below) 
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• The bank also launches a popup reinforcing the $50 bonus when leaving the site 

 
 
• Then if that doesn’t work, the popup changes to a soft-sell “keep in touch” email list 

(see screenshot below) 

 
Grade: 
C for landing page 
B+ for tenacity 
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Western Financial Bank 
Third highest U.S. money-market yield on BankRate.com on July 15 
http://www.wfb.com/promos/mm2005.htm 
 

 
 
Comments: 
• Can’t miss the rate 
• Nice blue color with a spotlight effect to draw the eye 
• The prominent “good through Dec. 31, 2005” may not be the best selling point; 

reminds the prospective buyer that it may be a teaser rate; it might be better to give 
that caveat a less obtrusive presence 

• Uses “Open an Account” button, which is better than “Apply” which gives the 
impression that there might be some reason we wouldn’t qualify  

• “Current rates” button seems redundant and potentially confusing (Isn’t 3.4% the 
current rate?) 
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• This is not the time to be scaring customers with a “Security Advisory” (bottom of 
screen) 

• Overall layout is a bit odd, with the left third of the page blank with just a “terms and 
conditions link at the top 

• No ancillary benefits listed such as No Fees or Fast Online Account Opening 
• It’s probably not a good idea to provide so many navigation choices on a landing 

page; tends to distract users and/or take them in other directions 
 
Grade: 
C 
 
 


