Young Cannes Lions Brief
OTP Bank
OTP Mobibank

One liner. Brief in a tweet.
How can we use creative media solutions to show people how innovative are the OTP MobilBank’s
features?

Background / Context
OTP MobilBank is a comprehensive financial application that allows you to quickly handle daily
banking matters. It has many fintech-like, modern features:

Persely — a digital “savings jar” feature. It allows users to set aside money automatically for
specific goals or as part of a regular saving habit. Users can choose to round up their transactions
with the difference being saved in their Persely account. The feature is designed to encourage
saving in a simple, almost unnoticed way, allowing users to build up savings gradually.

Arfolyam+ - this feature is designed to give users access to real-time, competitive currency
exchange rates. This feature is particulary useful for travelers. If activated the user can buy
anything with their creditcard on middle exchange rate.

Qvik-kérelem — with this feature an immediate transfer order can be initiated by the recipient of the
request, who can freely decide whether to initiate the requested transfer by accepting the request.
Since the transfer initiated by accepting the qvik request can only be completed through the
instant payment system, after approval by the paying party, the initiating party receives the amount
approved by the recipient within seconds.

Pénzkérés siman - this new NFC-based feature makes it easier to make payments between parties
who do not know each other's account numbers or who are unsure about entering account
numbers. The feature can only be used in person. OTP Bank customers can initiate money
requests, and the payer can be any customer of any bank that offers mobile banking. Requests
can be made for up to HUF 500,000, up to 20 times a day, on both iOS and Android systems.

The Challenge

OTP Bank would like to build awareness and enhance trial for the OTP MobilBank’s modern
features using out of the box, creative media solutions. OTP MobilBank has many innovative
features which need more awareness among users. Many of these features are unique or offered
only by fintech companies not other banks.

The challenge is that users do not know or understand fully the features and generally OTP Bank is
not considered as an innovative brand. We would like to change that among our own customers
and competitor clients alike.



Target Audience

All individuals 18+

Our primary target group is OTP Bank customers. We would like to raise their awareness of the
features and encourage the usage of it.

The secondary target is the non-OTP Bank customer base. We also would like to raise awareness
among them and draw their attention to the innovative solutions of OTP Bank.

Insight
| like to take care of my daily finances as smooth as possible, even on the go, anytime, anywhere in
a cost-effective way.

Strategy

OTP would like to communicate the OTP MobilBank’s features separately, dedicating unique media
solutions, which bring great awareness to each of them. We would like to bring the functions
closer to the users. Our main goal is to raise awareness and encourage the usage of the fintech-
like modern features.

Key message
OTP MobilBank has many modern, fintech-like solutions to make your life easy.

Task

Develop an innovative media strategy based on compelling insights, showing how you’ll use
different media channels and encourage engagement in response to the brief. Plan out of the box,
creative media solutions with execution ideas to show the OTP MobilBank’s features.

- 10 slide Power Point

- The written explanation (450 words)

- Describe the creative idea/insights (150 words) Research and data gathering. Describe the
strategy (150 words) Target audience, media planning and approach

- Describe the execution (150 words) Implementation, media channels and integration, timeline
and scale.

Mandatories

The brand personality of OTP Bank Hungary

An innovative and caring leader, ensuring safety day by- day and constantly showing the way
ahead and the new opportunities.

It wants to remain the first but knows that it must pay attention to all of us in order to achieve
this.

Has an influence on our lives.



Building on its expertise and know-how, it continuously innovates and develops and is
committed to finding out how it can perform better and give more, while ensuring that all this is
useful and valuable to the people around.

What style suits it best?

e Polite

e To the point
e Confident

e Dynamic

e Service provider

e Understanding (empathetic)

e Able to relax but never overly personal

e Authentic

e Keeps abreast of the times but does not try to seem something it is not.

Our most important brand values imbue the organisation and our corporate culture, reflecting
how we work, what we offer people and how we do so:

- Competency + Responsibility for our society
+ Wealth of knowledge and our environment
» We know, recognise and understand » Traditions
what is important + Values
« Communities

+ Dynamic growth
* Innovation

* Helpful, caring +Solid capitalisation
+ Personal *Reliable

- Tailored + Available

» Flexible - Responsible

» Reinvention
+ Ambition, success
« International expansion

Supporting materials
See attached design guide






