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	Brief Title
	2022 BRAND THEMATIC CAMPAIGN

	


	Background
	Zanaco is a financial services institution that has been in operations for 52 years. The Bank has made tremendous strides in transforming its brand and enhancing its customer value proposition by introducing new segments and new products and services to become a more appealing brand. The Bank has also taken to driving its digital solutions in order to decongest its branches and increase uptake of its digital solutions. 

Some of the Banks efforts over the years have been:

· Refurbishment of our branches

· Segmentation of our customer base as follows;

· Retail- Private Premium, Private Priority & Preferred and Preferred Plus for the HNWI and progressive segments

· Digital- Mass market

· Corporate and investment Banking

· Business Banking 

Despite the Banks transformation and marketing efforts, Zanaco is still considered to be;

· Sluggish and unresponsive to customers changing needs

· Having poor security around electronic banking services 

· A bank that cannot meet the demands of high-profile customers 

· An old school bank 

· The ‘peoples’ bank

· Big Strong and Reliable, a slogan that has stuck in the minds of the general public 
This perception has in the recent post resulted in an increase in the  negative sentiments, affecting uptake of our products. Zanaco seeks to become the top transactional Bank by 2025 and key to achieving this is ensuring the delivery and uptake of improved products and improved service on all fronts. In order to do so, the perception of the bank, its products, services and brand as a whole will an overhaul.


	Expectations & Objectives 
	1) To come up with a new brand thematic campaign for the bank 
2) To come up with a slogan that speaks to the Banks Vision and Mission https://www.zanaco.co.zm/about-us.php
3) To change the current market perception as this is a key driver for the bank
4) To increase brand affinity and brand awareness
5) To drive patriotism among Zambians

	Competitor Landscape 
	To be shared by the agency 
What current brand thematic campaigns in the market and the markets response to them?

	Target Audience 


	Primary – Lower income (K100 to K5,000 earnings per month) 
Secondary – Mid income (K5,001 to K20,000 earnings per month)
Age – 18 to 65
Other audiences to consider – SMEs and Corporates 

	What Do We Know About This market? 


	1. The primary target market tends to have idle accounts
2. The primary target market is a very vibrant community with very little deposable income 

3. Most of their funds are kept in cash or in mobile money accounts 

4. Cash is still king therefore; the use of visa cards is not high

5. The conversation of having ways of earning extra income still lingers among many

6. The ‘New Dawn’/Government that has brought about a positive wave.



	What’s the Main Idea We Need to Convey?


	In terms of brand campaigns, we have gone from Big, Strong & Reliable to Grow in Your Greatness to Zambia Our Home all aimed at positioning ourselves as a local partner for growth with international standards. We still need to tell the story of being the best partner for growth, a local partner that offers international standards when it comes to products and services.  A trustworthy brand that is here for good. 


	Creative Considerations
	1. Bright

2. Bold 

3. A bit of emotion 
4. Big sister kind of tone 

5. The need to manage negative sentiments

	Deliverables 
	An end to end campaign  which should include

1. Creative  and digital direction 
2. TV (scripts) 

3. Radio Mentions (scripts) 
4. Radio Ads (scripts) 
5. SMS (160 characters) 

6. Jingle (scripts) 
7. Flyers (creative)
8. Posters (creative)
9. T-shirts, pens, lanyards etc (creative)
10. Activations (how will this be driven to drive some form of engagement)
The revert should have a clear marketing plan as well as social media plan. Further the campaign plan must include a proposed sentiment management component as and when they happen on social media

	Internal Channels 
	Staff are a key component of service delivery as they constantly engage with customers. The Campaign must consider the need for the staff to be aligned and on board with the campaign. The Campaign proposal must therefore include a staff engagement plan and provide best steps and concept to implement the same. 

	The Deadline

	TBA

	Budget

	K 1,500,000 – A breakdown of the budget should be included along with a roadmap/rollout plan of the campaign over a period of 12 months. 


