
 

 
 
 
CASE STUDY: 
A SOCIAL MEDIA MARKETING PLAN FOR  
UT BANK 

 

 
 

 

 

 

 

 

 

 

 

 



 is Canada’s largest international bank with over a 100 
branches in 43 cities and has been in operations since 1942. 

Rooted in a customer-centric service philosophy, UT leverages its global capabilities and 
vast local knowledge to provide a wide-range of products and services to meet the 
needs of their individual and business customers. 
 
With the bank wanting to strike a chord with the youth, they needed to increase the 
awareness and engagement of the brand with their younger audience. Keeping this 
vision in mind, the #smarterwithUT campaign was developed to invite young adults to 
bank with UT and break the stereotypes associated with traditional banking. 

 

 

                                                                                                         

 

 

 

 

 

 

 

 

The #smarterwithUT campaign is targeted 

at young adults in the age group of 16-24 

years.  

 

They fall in the category of high-school, college and 

university students who earn money through part-

time jobs or normally a monthly allowance from 

their parents. They represent Gen Z who are 

typically highly active users of social media. They 

rank high on the technographic ladder and are 

usually ‘creators’ and ‘conversationalists’. 

The goal of the campaign is to increase the engagement of young adults with the bank and in turn 

convert them into customers... 

The broad strategy to achieve this goal is to leverage social media to insert brand messages and 

related content on prominent social media channels (Snapchat, Instagram and Facebook) which are  

most favoured by Gen Z. And, position UT Bank as the smarter banking partner for young adults... 

 The objective of the campaign is to increase the engagement of the brand by 60% on the 

identified social media channels (Snapchat, Instagram and Facebook) and convert 30% of the traffic 

to the corporate website to sign up for accounts...  

The tactics employed to achieve the campaign objectives include developing content on- 

1. Instagram to increase engagement with the brand by inviting UGC 

2. Snapchat and Facebook to educate the target audience on how to get smarter about their money 

3. Facebook to promote the new Youth+ Accounts and drive conversions 

 



 

 

 

 

 

 

 

    

 

 

 

 

 

              

MONTH 
MINDSET OF THE 

CONSUMER 

TRADITIONAL/ 
NON-TRADITIONAL 

EVENTS & 
HOLIDAYS 

BRAND RELATED 
ACTIVITIES 

July 

-Relaxed 
-Time With Loved 
Ones 
-Looking to try new 
things 
-Making plans for a 
new term/ the future 

-Summer break  
-Prelude to the 

celebrations of 150 
years of Canada 

Launch of Youth+ 
Account 

The social media platforms to be used as part of the 

campaign are Facebook, Instagram and Snapchat. 

 

Apart from being the most favoured and used by the centennials, these 

platforms cater to the three most important considerations to be taken 

into account while marketing to this generation: 

1. They host videos which is the most preferred type of content by 

the target audience 

2. It’s easier to gain and manage user generated content on these 

platforms that help with better engagement 

3. Platforms like Snapchat and Instagram require no more than a 10 

second view of their content which is perfect for Gen Z who have 

a very small attention span.  

The voice of the brand and the campaign can be thought of as – Forward Thinking. Secure. Smart 

The brand assumes the character of a ‘partner’ who is there every step of the way in the financial 

journey of a young adult, helping them make smarter choices. Hence, it closely parallels the 

‘Caregiver’ in the archetype wheel... 

 

The #smarterwithUT campaign is set to roll out mid-year in the month of July. 

   

The target audience of the campaign is at ease and completely relaxed during this time of the year. With 

schools and colleges closed for summer break they are looking to try out new things, travel with friends 

and family and start their internships. They mostly use this time to regroup and refocus on their goals 

and ambitions and gain a fresh perspective before heading back to school.  

During this time, UT Bank is also set to add the new Youth+ Accounts in its portfolio. The accounts are 

targeted towards young adults in the age group of 16-23 and is meant to encourage the generation to 

start early with their finance goals.  

 



 

 

 

 

 

 

A total of 4 social media posts have been created for each content bucket across 

Instagram, Snapchat and Facebook. The content calendar for each are as illustrated below and 

mock-up images of the creatives are provided after the content calendar.  

 

CONTENT 
BUCKET 

DATE 
DAY/ 
TIME 

PLATFORM POST COPY CREATIVE NOTES 

 
Product 
Launch 

 
3nd July, 
2017 

 
Monday, 
11 AM 

 
Facebook 

 
“Nothing says 
‘Welcome’ like 
$100!  
Open a free 
Youth+ savings 
account and get 
$100 on us. 
#smarterwithUT
” 

 
Video featuring a young girl 
with a financial advisor at the 
UT Bank. The girl is seen 
smiling as she signs up for the 
Youth+ account. When she 
signs the form there is the 
signature cash register ‘cha-
ching!’ sound that is made. The 
scene shifts to an over-head, 
long shot of several UT 
branches from where the 
same ‘Cha-ching!’ noise comes 
to indicate a lot of young 
people signing up for the 
account and getting a free 
$100 signing bonus. 
The ad ends with the website 
link to sign up along with the 
hashtag #smarterwithUT 

 
30 

second 
video 

The 4 main content buckets around which the campaigns have been developed, have been 

identified to make the most of the consumer mindset during the month of July, in order to 

leverage the new product offering of the bank and increase their youth engagement. 



Summer 
Break 

5th July, 
2017 

Wednesd
ay,  
12 PM 

Facebook “Kick start your 
career with the 
right moves 
during your 
internship this 
summer! 
#smarterwithUT
” 

Blog post titled ‘How to Make 
the Best of Your Summer 
Internship’. The blog 
enumerates the do’s and 
don’ts for students looking to 
get the most out of their 
summer internships. The 
article is embedded with a soft 
sell of the Youth+ savings 
account, as the article 
highlights the importance of 
being professional and 
financially savvy by having a 
personal bank account to 
which companies can make 
direct remittances for paid 
internships. 
 

10 
pointers 

in the 
article 
with a 
total of 

500 
words 

Finance 
Tips 

7th July, 
2017 

Friday,  
4 PM 

Snapchat “Top 10 tips to 
get 
#smarterwithUT
” 

PART 1- Popular influencer 
Lilly Singh aka Super Woman 
tells her audience (on her 
account) that she’s taking over 
UT’s Snapchat account for the 
day to tell her followers about 
her top 10 finance tips.  
 
(The % of audience that adds 
UT Bank on Snapchat will see 
the rest of the Snapchat story 
on UT’s account) 
 
PART 2 – Lilly Singh shares 
her top 10 pro tips on finance 
and tells the audience the 
importance on jumping on the 
finance bandwagon early. 
 

Each tip 
is 
captured 
in a 10 
second 
Snapchat 
video 
and 
shared in 
the Snap 
story 
with the 
audience 

 

150 Years 
of Canada 

9th July, 
2017 

Sunday,  
11 AM 

Instagram “On Canada’s 150th 
birthday, we would 
love to know some of 
your favourite spots 
in this country we 
love to call home. 
Post a picture of 
your most loved 
hangout, on your 
Instagram account 
with the hashtag 
#150withUT, to 
stand a chance to 
win 2 tickets on 
Viarail to discover 
Canada! 
#Canada150 
#smarterwithUT” 

Instagram post with a picture 
of Yonge-Dundas Square at 

night 

High Res 
250 X 
250 

version 

 



CREATIVES 

1. Facebook Video for the Product Launch Bucket 

 

 

 

 

 

 

 

 

 



2. Facebook Post linked to the blog for the Summer Break Bucket 

 

 

 

 

 

 



3. Snapchat Story for the Finance Tips Bucket 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 



4. Instagram Post for the 150 Days of Canada Bucket 

 

 

 


