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Axos / Nationwide Partnership Cobrand Voice 
 

OVERVIEW 

The Nationwide partnership creates the need for approximately 85 new webpages specifically designed for Nationwide Bank 
members.  

Content Requirements 

 Develop a distinct voice and tone for these cobranded pages that is a blend of Axos and Nationwide brands. 
 The content of the pages will be reviewed by Nationwide and must meet their branding standards. 

Audience  

 Existing Nationwide Bank customers, referred to as “members” by Nationwide. 

Content Goals 

 Retention of existing Nationwide members 
 Cross-selling Axos products to members which were not previously available through Nationwide Bank 

Google Ranking 

Google ranks webpages by what they consider relevant and useful content. They look for content that is duplicated across domains, 
regarding it as an attempt to manipulate search engine rankings or win more traffic. Duplicate content generally refers to similar 
phrases, large blocks of identical or appreciably similar content.  

For this reason, the cobranded pages need to contain 70% original content when compared to the matching Nationwide or Axos 
Bank product pages.  
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ADJUSTMENTS TO AXOS BANK KEY MESSAGING 

Axos Bank’s key messaging is central to “Banking Evolved” and includes: 

 Technology-driven financial services 
 Evolved for modern life 
 Convenient, flexible and customized 

However, the message for Nationwide members needs to be revised slightly in light of our goals of retention and cross-selling. The 
following three key messaging strategies are suggested:  

Stable, full-service bank 

Using phrases like “challenging the status quo” and “liberation from traditional banking” would not appear to fully align with our 
need to convey stability and an easy transition for Nationwide members.  
 
Instead, it’s important to highlight that we are a stable, full-service bank with a suite of products and services that were not 
previously available to members through Nationwide bank.  
 
Simple, convenient online banking 

While “digital expertise” and “technology-driven” may be appealing to our savvy partners and business owners, it could lead 
Nationwide members to feel banking with Axos may be “complicated” and too advance for them.  
 
By focusing our content on the results of our digital expertise — a simple, convenient online banking experience, we can put 
Nationwide member at ease. Although we make online banking better for them because we are technology-driven financial 
institution, the focus is on the results we provide. 
 
Personalized and award-winning service 

This message aligns with our goals and is consistent with both the Axos and Nationwide brands. It reassures the Nationwide 
members that they will continue to receive the superior service they had previously under Nationwide Bank. 
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EXAMINATION OF BRAND ATTRIBUTES 

A majority of Nationwide and Axos Bank brand attributes overlap. The overlapping attributes can be used in the development of 
cobranded content. 

Overlapping Brand Attributes 

Engaging 
Energetic  /  Enthusiastic 
Confident  /  Bold  /  Optimistic 
Authentic  /  Honest  /  Genuine 
Sincere  /  Direct 
Knowledgeable  /  Insightful 
Friendly  /  Human 

Diverging Brand Attributes 

Nationwide  Axos Bank 
Inspiring  vs Supportive 
Professional  vs Clear 
Expert  vs Concise 
Proactive   
Purposeful 
Goal-Oriented 

 

There are a number of instances where our brands do diverge. These are areas where we will need to find a middle ground where 
the cobranded content will be acceptable to Nationwide, but doesn’t deviate too far from the Axos brand.  

Three Key Adjustments for Cobranded Content 

The following adjustment will likely be instrumental in achieving Nationwide’s approval for cobranded content: 

 A voice that is slightly more formal and a little less direct than Axos. 
 Content that is more proactive, purposeful and goal-oriented. 
 Avoiding content that sounds insincere, self-flattering or arrogant. 
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A voice that is slightly more formal and a little less direct than Axos. 

Although Nationwide’s voice is friendly, it is slightly more formal than the Axos voice. They may use a sentence fragment 
occasionally, but don’t embrace it like we do with the Axos voice. Our voice is more concise than Nationwide’s voice. The middle 
ground is to add slightly more text than we would normally do and avoid sentence fragments. 

Example: Benefits heading on a Savings Account page 

Nationwide: Enjoy great benefits with a Nationwide online savings account 
Axos Bank: Features 
Cobrand: Enjoy great savings account benefits 

Content that is more proactive, purposeful and goal-oriented. 

Nationwide will consistently promote product features along with a resulting benefit. Although we do this too, their resulting benefit 
is a little more specific. Content that focuses more on the customer’s goal with the resulting benefit would be familiar to the 
Nationwide members and likely enhance our image as a credible, stable bank. 

Example: Savings Account page headline 

Nationwide: Build your savings with our convenient online banking. 
Axos Bank: Save smarter, compound faster. This is savings, evolved. 
Cobrand: Build your savings faster with a high interest savings account. 

Avoiding content that sounds insincere, self-flattering or arrogant. 

Nationwide prefers a voice that is credible, consistent and straightforward. They strive to always be correct. This will be a delicate 
balance against a bold, confident Axos voice.  Nationwide avoids the “hard sell” and language that is “salesy”. 

The suggested path is the voice of a knowledgeable professionals with expertise who promotes the features of a product or service 
versus pressuring the customer with limited time offers or immediate action requests. 

Example: One of our Mortgage Headlines 

Axos Bank: $0 Lender Fee on Home Loans. Our best offer ever on home loans. Don’t miss this limited time offer! 
Cobrand: Our $0 Lender Fee Promotion could save you an average of $1,500 - $2,000 on your home loan. 
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Nationwide Guidelines to Embrace in Cobranded Content 

Many of the Nationwide’s content “Do’s” and “Don’ts” are similar to ours and it would be easy for us to align with them. It would 
also be reassuring to Nationwide members to see content presented in a similar way. 

 

Do’s 

“Member”: A member is anyone who owns a Nationwide product.  

Lists and bullets: Use list format with bullets and subheads to make 
content easier to scan. 

Contractions: Contractions and common expressions can help 
create a conversational tone. 

Gets to the point: Respects the reader’s time. 

Questions: Uses questions sparingly when writing, especially in 
headlines. 

Utilize repetition sparingly for emphasis:  

“We care deeply about doing what’s right for each other, our 
members, our partners and our communities.” 

Don’ts 

Ellipses (…)  and Oxford commas (serial commas)  

Exclamation points: Use them rarely, if at all. 

Using Nationwide in the third person: When possible use “we” or 
“our” instead.  

Unnecessary capitalization: Use sentence caps, not title case. 

Acronyms: Don’t assume your audience will understand acronyms, 
abbreviations or other company-specific phrases.  If you must use 
an acronym, always spelled out in the first mention.  

Corporate-speak: Avoid it and stay away from words such as 
actionable, functionality, value stream and recontextualize. 

Hard Sell:  Instead, frame the message as a suggestion. Stay away 
from language that is “salesy” (i.e., act now, free trial, don’t delay)  

Avoid misleading, overpromising or making unwarranted 
guarantees: focus on features, real benefits and statistics to avoid 
exaggeration and marketing hype. 

 

 

 



 

Axos / Nationwide Partnership Cobrand Voice (10.11.2018)    7 
 

Key Messages for Cobranding of “Powered by Axos” 

 

Stable, full-service bank Simple, convenient online banking Personalized and award-winning service 

Serving consumers and businesses for 
nearly two decades. 

Better banking is on the way Specializing in convenience and 
personalized service. 

Offering a full suite of financial products 
and services, including personal checking 

and savings, home loans, unsecured 
personal loans, and auto financing. 

The ability to deposit cash at any 
participating retailer and checks 

anytime using our mobile app 

A personalized online banking 
experience designed to help you 
manage your money with ease. 

Banking that is honest and transparent. An even better banking experience A customized online banking experience 
to help you easily manage your money 

Many features and benefits Putting you in charge of your finances Achieve your financial goals without 
hidden fees 
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Common Words and Phrases for Cobranding of “Provided by Axos” 

member simple (not easy) low or lower fees “right for you” 

convenience affordable grow your savings “most out of…” 

fits value  smart or smarter “money working harder” 

right complimentary (not free) personalized service shared values 

enjoy we/our exceptional service  

challenges solutions award-winning service  

tailored  real-time access anytime access 

knowledgeable expert experienced professionals 
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Nationwide Reference Materials 
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