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Introduction

AA heavy investment in marketing (especially advertising) is
Increasingly seen as a critical component for a successful branchless

banking (BB) service

AHowever, some services have invested millions in advertising with
minimal results and low awareness

AMobile money is a new concept that is being introduced in cash-based
economies where people are not familiar with checks, debit/credit cards
or even bank accounts as an alternative to cash for storing value

AEffectively communicating what the service is, why the customer

should use it and how they can use it is not easy and will take multiple
steps

(@CGAP



Some Basic Definitions

Above the Line (ATL) advertising

AAdvertising to a mass audience

AUsually done via mass media like TV, radio, newspaper and

billboards

AOften used to establish brand identity and general concepts

AEffective when the target group is large and difficult to define

Below the Line (BTL) advertising

AAdvertising that is targeted at individuals according to their needs
and preferences and is driving towards a specific sale.

AUsually done via direct means of communication (e.g., direct SMS
or in person) as well as road shows, street theater, etc. It includes all
activities once a customer has entered into a retail outlet.

AEffective when targeting specific customer segments with unique
value proposition.
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Some lessons learned from early marketing strategies

Aroo much reliance on above-the-line (ATL) activities like TV, radio
and billboards without enough below-the line (BTL) interaction and
customer education, especially face-to-face.

AMague ads about having a 6ébank in
who did not understand the product. They also portrayed mobile
money as a premium service for high-end users.

AMNO-led implementations often just focused on the brand since
airtime competition is brand-based. However, while customers
already know what airtime 1 s
and so the brand-based marketing was not very effective.

, t hey
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BB implementations have revised their strategy and tactics

APi ck one key message to start with and
several messages into one ad!

AUse ATL strategically to raise awareness of the brand and service

AAdverts should drive customers to people (e.g., agents) who are motivated and
trained to patiently explain the product to customers

AUse real-life examples to communicate practically what the product is and how
it might be used. These usage scenarios should be applicable to unbanked
people.

Begment your target customers and focu
experiences with cash

AExplain what the service is, why a customer should use it and how they can use
it 7 this will take time and money

(@CGAP



Sample Progression of BB Marketing Stages

Raise awareness on Persuade customers Make sure to guide
WHAT product is WHY they should use customers on HOW
product to use service

Introduce basic concept Identify customer pain \ | Customers will need
of moving money points and create help, especially at the
around on your phone adverts that begi’nning before

_ _ communicate directly it
Use simple, real-life to these pain points gggfc?rlnrgrisc?a?lf teach
examples and and Why thIS SeI’Vice each Other_ AgentS
messages (€.g., buy will help their daily should be well-trained
airtime with your phone lives 0 offer customers

or send money home) support

And dondot f or get_ <l
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Providers are increasingly prioritizing BTL activities,

especially in poorer and less educated countries

AATL plays an important role in raising awareness and introducing a
brand to the public

AHowever, providers are learning that millions spent on TV and radio
advertising may not be enough to get customers signed up and
transacting

Alnstead, customers in many markets (especially those with a less
educated population and an oral tradition) need face-to-face interaction
AProviders believe it takes 157 30 minutes of personal interaction
before a customer understands mobile money

Al wish It was as easy as putting up |¢
But 1 tos Ta tloost ahbaoruderguys wal ki ngshigr o
saying, AHAsKEBA!a@bawntd Mt ri ki ng ug
| t6s about canopies in front of agent
potenti al customer at a t
- Jacques Voogt, Head of Vodafone M-PESA in Tanzania
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Variety of Below-the-Line Activities

Variety of Below-the-Line activities
are in use today such as:

ARegistration tents/canopies at
local events or in front of agent
shops

ASponsoring local events

AStreet Theater

AAudiovisual van accompanied by
music and drama

ARoving Oeducator s
focused on training people

(@CGAP
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Proper branding/merchandising at agents is

an important part of BTL marketing

All agents should be
consistently branded. At a
minimum:

1. Signage that clearly
identifies that agent
belongs to certain serv)ice

AGENT NUMBER / NAMBA YA WAKAL/

1. Official agent # or ID
<€

1. Official price sheet clearly
displayed

>
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easypaisa

easypaisa

Context: 1 n December 2008, Paki st an 0 sTelener¢2d.vnd ar
active SIM connections, 22% market share) purchased a 51% stake in Tameer
Microfinance Bank. The two created a branchless banking joint venture called easypaisa.

Easypaisa offers both over the counter (OTC) bill payment and money transfer services
as well as a mobile wallet with which customers can do a wide range of transactions
including deposits, transfers, bill payments, airtime top-ups and withdrawals. A phased
approach was adopted with OTC services rolled out first followed by the mobile wallet.

Tel enor has handled easypaisabds mar keting ¢c:¢
dollars in marketing and produced high-quality advertisements. First, easypaisa OTC was
rolled out using general brand-building ads coupled with functional ads explaining the
product. The approach was successful in establishing the brand and creating high usage
of OTC services. Next, the mobile wallet was launched with a view to leverage the
existing OTC product. However, it was harder than anticipated to switch customers from
OTC to mobile wallet based on general ads and customers needed more information
explaining the functionality of the product.

(@CGAP



Easypai sads Marketing: Stage 1

The Launch: Build the Brand & OTC Product Portfolio easypaisa

For the launch of easypaisa, Telenor focused on promoting and establishing the brand coupled
with explaining the functionality of the OTC products. This was important in establishing
awareness and trust in the new brand.

+ pos - 3,220

http://youtu.be/jl11t2me4p8 .. = ANSACTIONS
The video above is supposed to show the Easypaisa launched print ads at the same
challenges of everyday life in Pakistan. A man time showing the same man on a very straight
is in a maze but there are lots of barriers and path with no obstacles. The point is that
obstacles he encounters. easypaisa simplifies your life and makes it

easier.

(@CGAP


http://www.youtube.com/watch?v=jl11t2me4p8
http://youtu.be/jl11t2me4p8

Easypai sads Mar keting: Stage 1

The Launch: Build the Brand & OTC Product Portfolio easypaisa

The second component of the launch campaign involved establishing the functional aspects of

the OTC products (giving solutions to the problems). The Utility Bill Payments and Money
Transfer advertisements are illustrated below.

http://youtu.be/BS4RXzGdemY

http://yvoutu.be/s4h70iOC3kA



http://youtu.be/sy3PgLNaO8Q
http://youtu.be/3S4RXzGdemY
http://youtu.be/2uNQOLovgj8
http://youtu.be/2uNQOLovgj8
http://youtu.be/2uNQOLovgj8
http://youtu.be/s4h7oiOC3kA
http://youtu.be/2uNQOLovgj8
http://youtu.be/s4h7oiOC3kA

Easypal saos
Launch Mobile Wallet

Mar keti ng

easypaisa

After Stage 1, mobile wallets were introduced and a thematic campaign was rolled out
to leverage upon the functionality established on the OTC products. This campaign
focused around the ease, simplicity and convenience of Mobile Wallets.

» 4) | oo0ar103 360p || =3

http://www.youtube.com/watch?v=sy3PgLNaO80

' easypaisa

Ever paid utility bills or transferred money
while cooking? &%
0% .

= "R X

2 v iiinens LICLCAlly

easypaisa

The Problem? The ads are very general. Most customers did not understand what the
Mobile Wallet was or how they could use it and so the customers did not relate to

these ads.

(@CGAP


http://youtu.be/sy3PgLNaO8Q
http://youtu.be/sy3PgLNaO8Q
http://www.youtube.com/watch?v=sy3PgLNaO8Q

Easypai sados Marketing: St

Re-aligning the approach for Mobile Wallet easypaisa

AEasypaisa realized that, despite a very creative ad and significant
marketing spend, most people did not understand what the mobile
wallet was or how to use it

AThey are now going back to the approach followed for OTC
products and describing the functionality of the Mobile Wallet to
the customers

AOnce customers understand the mobile wallet, easypaisa can

again reinforce the benefits and convenience of Mobile Wallet to
strengthen the brand.

(@CGAP



E K O Msirketing Strategy

Context: EKO started as a company in September 2007 in India. It provides BC (banking
correspondent) services to several banks such as the State Bank of India (begun in Feb
2009). Unlike most of the other provides featured in this deck, EKO is a start-up and does
not have the same resources for marketing as larger organizations have. Therefore it has
had to be very strategic and innovative to make the most of every dollar spent.

EKO has focused on three themes in its marketing strategy:

1. Market Research 1 EKO did extensive market research in order to establish which
pain points were most important to customers and what they should focus on. The
market research revealed that safety/security and ease/convenience were the most
important issues.

2. Awareness Raising through BTLT Since EKO did not have enough funds for ATL, it
focused on a lot of BTL such as street theater, canopies in front of agent locations,
etc.

3. Focus on quality above quantityi EKO cannot afford to pay for customers to
register who do not then regularly transact. The emphasis has always been on getting
the 6rightodo customers who will transact.
sign-ups and emphasize customer education.

GAP
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E K O @Bslow-the-Line Marketing Activities

Snakes and Ladders Game

EKO has developed a strategy for group customer
education. First, a strategic location is chosen and
marketing materials are set up, including a snakes
and ladders game to create awareness about
financial services and catch the attention of people
passing by. Participants move up in the game and
learn about positive attributes of EKO and move
down when a customer pain point is mentioned.

Drama

Once a sizable group (40-50 people) has
gathered, a street theater ensues. The subject is
a young man who is about to get married but
does not have a bank account. He is told by a
wise older man about the importance of a bank
account now that he will have many
responsibilities and the ease of accessing an
account through EKO.

(@CGAP




Importance of branding for EKO

State Bank of India
logo and name In contrast to several

prominently displayed other providers
featured here, EKO is
a start-up with almost
no brand recognition
of its own.

It is also operating a
bank-based service
and encouraging
customer savings.

As a result, it features
the brand of its partner
banks prominently to
facilitate customer
trust.

(@CGAP



EKO Lessons Learned

Al mportance of gai ni@rgughcust orr
appropriate branded material at agents, getting customers to trial the
product and verify it works, etc.)

AChallenges of gaining trust without any ATL i
Although BTL is very useful, ATL helps to build the brand and raise
awareness and trust as a product that is legitimate

AMaking Product Physical i EKO found that customers
wanted something tangible as it creates a sense of value and so
Issues a kit with a User Manual and a booklet

APricing promotions broadcast by direct SMS worked
very well to drive transactions

(@CGAP



k¢ Orange Money

Orange Money Malil 6s Mar ket |

Context: Orange Money in Mali is the youngest of the four services featured in this case
study as it launched less than one year ago in May 2010. It followed the launch of Orange
Money in Clte doélvoire. Although the Orange

i s responsible for its own marketing. Ma || |
more rural and the people are less educated. Orange needs to invest a lot more in basic
awareness building and explaining what the

Orange Money has a 3-step approach to marketing:

1. Big ATL campaign to describe what the product isi In the first stage, Orange
Money invested heavily in TV/press/radio/billboards to focus on what the product is
and what vyou can do with it. The simple m
your mobile phone. & Very importantly, the
points where they would get assistance.

2. Different marketing medium to explain how product worksi Orange Mali has
achieved a 60% awareness of mobile money but people do not understand how to
use the product. The current focus is on a mix of ATL and BTL to educate customers.

3. More autonomy to distributorsi In the future, Orange Mali will give distributors
budgets to market locally in their regions most effectively.

(@DCGAP



k¢ Orange Money

Or ange MoneyhedindBveatketimg Activities

Road Shows
Orange Money Mali has an audiovisual truck which it uses to go around the country
with music and animation to conduct road shows. This raises awareness and interest.

Direct SMS, especially for promotions
Orange Money has had success with
promotions such as free transfers during
Ramadan or double bonus on airtime purchased
through the phone. The primary way they
communicate this to customers is Direct SMS.
The number of active customers roughly
doubles during these promaotions.

(@CGAP



k¢ Orange Money

Orange Money Mali Lessons Learned

Almportance of face-to-face customer education -

Although Orange Mali developed a leaflet with lots of illustrations to
explain the product, theyove found
interaction. Mali has an oral culture and Orange Money has now

depl oyed 6Boys and Girlsoé to move
customers and help them get started.

Almportance of driving customers to these Boys and

Girls i All other marketing medium (TV, radio, etc.) needs to drive
customers to a person who can explain the product to them and
convince them to sign up. Otherwise, nothing will happen. For
example, they found that the route and stops of the audiovisual truck
were not carefully aligned with distribution points. This has now been
fixed and customers are now directed to Boys and Girls or other
agents.

(@CGAP



Vodafone M-PESAOs Mar keti ng O v

vodacom | M-pesa

Context: Vodafone M-PESA launched in April 2008. After the huge success of Kenya next door,
there were high expectations for M-PESA in Tanzania and significant amounts pumped into
marketing and agent acquisition. Initially, growth was lower than expected and after millions of
dollars, less than half of Vodacom customers were aware of what M-PESA does. It has since
significantly retooled its marketing strategy.

Vodafone M-PESA has gone through at least three different stages of marketing:

1. Brand Awareness 1 Primarily above-the-line marketing to introduce customers to the new
brand and focus on M-PESA as a money transfer service

2. Usage Scenarios i M-PESA developed usage scenarios that applied to average
Tanzanians. These scenarios conveyed the message that M-PESA is not just about sending
money home, it can help in all sorts of situations. For example, if you are a truck driver and
stuck in a remote town, you can use M-PESA to buy more fuel (see examples on slides 56-
58).

3. Convenience through extensive agent networki A MM ES A 1 s e vieThglatdste r e 0
marketing push was focused on expanding the agent network. M-PESA increased agent
commissions so that they are viable at lower numbers of transactions. Agents are also
better trained to offer increased customer support and education. This has greatly increased
M-P E S Aféosprint throughout Tanzania.

(@CGAP



Examples of successful Vodafone M-PESA

marketing initiatives

Radio Shows

Vodafone M-PESA does radio shows where
the promoter explains how M-PESA is used
and invites people to call in and send money
to/from promoter. Listeners can hear real-time
how fast the transfers occur. These turn into
testimonials as the radio announcer asks the
callers when they last used M-PESA and what
they used it for.

O Vodafone M-PESA : _
Recharge airtimeandwina & nd end o iy Rech arge an d Win

y T Vodacom thought that it would be easier for

customers to quickly understand and use airtime top-
up via M-PESA rather than money transfer. So, it
introduced a promotion called 6 Re ¢ h andghMd n
where customers get a chance to win prizes based
on how much airtime they buy. This was a highly
effective campaign and increased exponentially the
amount of airtime purchased with M-PESA.

(@)




Vodafone M-PESA: Lessons Learned 0 v

vodacom | M-pesa

Key lesson learned has been the importance of below-the-
line marketing and education-based marketing, as
opposed to just brand building.

In a country where 72% of the population live in rural
environments like Tanzania, people learn and come to trust a
service through face-to-face personal interactions, rather
than billboards. The low literacy rates means that verbal
communication is the preferred marketing channel.

If Vodafone M-PESA could start over again, it would dedicate
many more resources to BTL to support the ATL call to
action.

(@CGAP
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Provider: Tameer Bank/Telenor Country: Pakistan

Service: easypaisa

Services offered: Airtime top-up, bill payment,
easypaisa money transfer, international remittance

Tagline: No consistent tagline

Message/ Various ads focus on specific functionality, most notably anytime, easy
positioning: transfer and wutility bildl payment .
and imagery)

Target customer: For mobile wallet - upscale urban users, likely existing bank account
holders who would be familiar with basic banking 1 i.e., focus on additive
vs. transformational. For OTC - wider range of users featured.

Media: TV, print, billboards, and other innovative outdoor.
Analysis: Focus on existing bank account holders with upscale imagery (hip female

dressers, jeans, light skin) and ads in English; limited unbanked relevance.
Very high quality production value with range of creative.

NOTE: New ads to be released shortly will focus more on
functionality and reflect e a s y p arevisesdl tnarketing strategy.

(@CGAP




easypaisa ads easypaisa

NOW PAY UTILITY
BILLS & TRANSFER MONEY

EASILY FROM
YOUR OWN MOBILE!

easypaisa




easypaisa ads easypaisa




easypaisa video easypaisa

142

easypaisa Bill Payment easypaisa Bill Payment



http://www.youtube.com/watch?v=SUAaGE3UXS0
http://www.youtube.com/watch?v=SUAaGE3UXS0
http://www.youtube.com/watch?v=SUAaGE3UXS0
http://www.youtube.com/watch?v=9Ay1XLu_RPU
http://www.youtube.com/watch?v=9Ay1XLu_RPU
http://www.youtube.com/watch?v=9Ay1XLu_RPU
http://www.youtube.com/watch?v=SUAaGE3UXS0
http://www.youtube.com/watch?v=9Ay1XLu_RPU

Provider: Globe Telecom Country: Philippines

Service: GCash

Services offered: Airtime top-up, Bill payment,
Domestic and international money transfer

Message/ Use humor, celebrities, and brand imagery/color to focus on accessible
positioning: outlets, cheap and easy remittances, and discounted airtime load.

Target customer: Upscale, hip urban consumer. Appeal to young, tech-savvy customers with
social media (Facebook, etc.), partnerships with online gaming, and reality
TV and movie stars.

Media: TV, print.

Analysis: Seems to primarily focus on domestic remittances; not as much about
other range of banking products. TV ads and serials create cool factor with
celebrities, fashionable sets, outfits, and color. Trying to create aura of
neighborhood accessibility.

(@CGAP



Using GCash for Facebook games




Gcash TV advert with celebrity Eugene
Domingo

EUGENEDOMI NGO ( Fi | i pi wau haveea newbmiemberyin your neighborhood. It has the most no.
of outlets and cheapest remittance fees. Send money using GCASH Remit! GCASH Remit, your new neighbor!

CG Ap Now, GCASH Remit, has domestic remittance services! It has the most no. of outlets, cheapest remittance fees,
wi t h Send

and free airtime | oad t ext al ert! mo


http://www.youtube.com/watch?v=of0CDcvtUsA
http://www.youtube.com/watch?v=of0CDcvtUsA
http://www.youtube.com/watch?v=of0CDcvtUsA
http://www.youtube.com/watch?v=of0CDcvtUsA

Provider: Equity Bank and Safaricom Country: Kenya

Service: M-Kesho

Vi-+KESHO Services offered: Primarily savings with link to

M-PESA EQUITY ACCOUNT

Tagline:

Message/
positioning:

Target customer:

Media:

Analysis:

(@CGAP

M-PESA account for money transfers and other
services

No consistent tagline

Better, safer way to save than traditional methods

Focused on existing Equity customer profile (i.e., lower/middle income,
people coming to banks for the first time).

Banners and TV.

Clearly focus on comparisons agains
inefficiency, risks, etc.), with clever, humorous, and engaging stories i
however, never really spells out product and relies on existing knowledge.
Highly relevant to poor and unbanked. Does not clearly spell out benefits
(pricing, interest rate, etc.) or functionality of products.



~+{ESHO
M'Kes h O TV AdvertS M-PESA EQUITY ACCOUNT

M-Kesho Headgear M-Kesho Hole



http://www.youtube.com/watch?v=EBA4DC-zmeA
http://www.youtube.com/watch?v=fJqJsvKZpco
http://youtu.be/fJqJsvKZpco
http://youtu.be/fJqJsvKZpco
http://www.youtube.com/watch?v=EBA4DC-zmeA
http://www.youtube.com/watch?v=EBA4DC-zmeA
http://www.youtube.com/watch?v=EBA4DC-zmeA
http://www.youtube.com/watch?v=EBA4DC-zmeA
http://www.youtube.com/watch?v=EBA4DC-zmeA

+C(ESHO

Other M_KeShO adS M-PESA EQUITY ACCOUNT

“M-KESHO IS THE NEW
WAY TO BANK FOR ME
Vi+KESHO : SO I CAN LOOK AFTER
: MY BUSINESS”

M->PESA ﬁ

“M-KESHO IS THE NEW
WAY TO BANK FOR ME

f}ﬂ{KESHQ/ Saias. SO /| CAN LOOK AFTER
A R, MY FAMILY”

m=Pesh (A

“M-KESHO IS THE NEW
WAY TO BANK FOR ME
SO I CAN LOOK AFTER
MY FUTURE”

M-*PESA A




Provider: Vodafone Fiji Country: Fiji

Service: M-Paisa

,. # > Services offered: Airtime top-up, bill payment,
‘ l M PAISA salary payment, domestic money transfer

Tagline:. A" Power to youo

Message/positio Focus on empowerment of being able to pay/transfer anywhere, anytime.
ning: Some ads focused on airtime promaotions.

Target customer: General audience, no particular demographic focus.
Media: TV, print.
Analysis: Clever use of everyday situations (paying a taxi driver, getting school fees,
need to send money to parents) to illustrate empowerment benefits of

mobile money. Generally upbeat, accessible, and fun with images and
characters. Focus on solving real problems in easy way.

(@CGAP



& | M-PAiSA

M-PAISA TV adverts

http://www.youtube.com/watch?v=pS5FCbHZmxQ http://youtu.be/cKLboKMcdCE

Transfer Money Buy goods and services



http://youtu.be/cKLboKMcdCE
http://www.youtube.com/watch?v=pS5FCbHZmxQ
http://www.youtube.com/watch?v=pS5FCbHZmxQ
http://www.youtube.com/watch?v=pS5FCbHZmxQ
http://www.youtube.com/watch?v=pS5FCbHZmxQ
http://www.youtube.com/watch?v=cKLboKMcdCE

Provider: Safaricom Country: Kenya

Service: M-Pesa

mJP ESﬂ Services offered: Airtime top-up, bill payment,
domestic and international money transfer,

merchant payments, link to bank account

Send money homeo initially; now | e
Changing Liveso)

Tagline: i
A

Message/ Faster, easier way to transfer money was initial focus; now messaging
positioning: hope, aspiration, and other intangible benefits.

Target customer: Working class/Middle class focus (with some aspirational images of upper
middle)

Media: TV, print, etc.

Analysis: |Initially focused squarely and obsessively on easy transfer, with print ads
featuring narratives around send money home. Now, with increasing
awareness, focus is shifting towards general brand sentiments and
aspirations, including messages about family, love, etc.

(@CGAP



M-PESA Kenya: The beginning

http://www.youtube.com/watch?v=nEZ30K5dBWU

M-PESA started with a very simple propositioni i1 Send Money by
(AFMESA Iis the new, easy and aff onodabl

describe the service to customers
CGAP



http://www.youtube.com/watch?v=nEZ30K5dBWU
http://www.youtube.com/watch?v=nEZ30K5dBWU
http://www.youtube.com/watch?v=nEZ30K5dBWU
http://www.youtube.com/watch?v=nEZ30K5dBWU

M-PESA Kenya:
Marketing additional services

You can now pay salanes As the use
with M PESA. S of M-PESA
2 T spread, it
started
marketing
different
features
such as
paying
salaries
and bills




M-PESA Kenya: Changing Brand Image

Once M-PESA
became a household 3
name, its marketing m E,E?gqg .?Qd opportunities

changed dramatically

The adverts were no
longer teaching
customers about
specific product
functi onal

ébut focused of building an W

aspirational brand around

concepts like love and mgPESﬂ and love _'

opportunity and included a new Changing lives.
&

ﬁ | i ne: O0Changing I|ves.6'.::..

Mi4PESA and relief

Changing lives.




Provider: MTN Country: Coted 601 voi r e

Service: MTN Mobile Money

_ Services offered: Airtime top-up, money
@ Mobiie Money transfer

Tagline: A Your money, with 6iedd]) veveeywherebo
Message/ Mix of messages across TV and print. Print focuses on convenience and
positioning: anytime airtime purchase and anytime banking. TV focuses on ease of
transfers and security.

Target customer: Range from higher end restaurant goers and businessmen to apparently
poorer and low-tech villagers (i.e., unbanked)

Media: TV, print.

Analysis: Mix of quality and clarity.

(@CGAP



MTN Mobile Money i Coted 01 v o |

—

"/\ \;/) / ¢ \/<’ A\

Transférez de I'argent en toute simplicité.
MTN

Votre argent, avec vous, partout.

Achetez du crédit a tout moment.
MTN Mobile Money

Votre argent, avec vous, partout

e S S S A T = 4 2
— ——t J AT . —
= A = s

t aﬁtTranysfer money

NBuy airtime credi an . .
Ssimplicityo

moment O




MTN Mobile Money i Coted 6 1 v o i MaMN_

Beaoin d,'e/rm»oye/v de ¥ 'G/L?Q/n.t?
U&,&% Mo&,z’/ Mow:/y« Gagnez

100 Kits
Scolaires

chaque
semaine

AR N BT R S— a—
5 Bomr £ iomis Lo e s e s S Nl S
Envoyer de I'argent en Cote d'lvoire
pour 150 FCFA, c'est possible !

PROMOTIONT Send money with Mobile Money and win a school kit
(100 given away each week)




MTN Mobile Money - Ghana

http://www.youtube.com/watch?v=vFuwTF1BSWo

Transfer money from your phone!
Introducing MTN Mobile Money

MTN Mobile Money

Transfer Ad



http://www.youtube.com/watch?v=vFuwTF1BSWo
http://www.youtube.com/watch?v=vFuwTF1BSWo
http://www.youtube.com/watch?v=vFuwTF1BSWo
http://www.youtube.com/watch?v=vFuwTF1BSWo

Provider: Orange (France Telecom) Country: Coted 0 | v

Service: Orange Money

zz Oram-ge V] oney Services offered: Airtime top-up, bill payment,

Tagline:

Message/
positioning:

Target customer:

Media:

Analysis:

(@CGAP

money transfer, merchant payment

No consistent tagline

Focus on range of functions, including bill pay and purchases. Also ads featuring time-
bound promotion for free transfers and withdrawals. Attempts to create general sense
of ease and approachability with fun car

Focus on fneveryoneo. Cartoon i mages depi
aged males. One image features upscale surroundings (recliner, halogen lamp, TV)
suggesting more upscale focus, at least for bill pay.

Billboards and print. (Not able to locate other.)

Various ads focus on particular function, but little technical explanation of product
functionality.



Orange Money Coted 0| volil r e

&
un compte pour ehacux:ﬁ

rez gratuiterment votre compte &t jusu'au 31 déce
x‘f ctuez tous vos transferts et retraits sans frals

AAn account f3&EVESYLPIMNIo
Wi

th "your m




Orange Money Coted 0| voi r e

palement de facture

plus besoin de se déplacer
pour payer ses factures

" o

Or@{\,ge rV‘lO!".B’)'
tout s'achéte avec votre mobile

Merchant Payments: Bill Payments:
ABuy everything wiNd moue meébdl €0

CCAP bill so




Provider: Digicel Country: Haiti

Service: TchoTcho Mobile

fchoTcho Services offered: Airtime top-up, bill payment,
Mobile, money transfer
Tagline: AMy phone is my walleto

Message/ Focus on range of functions, including transfers and storing value.
positioning:

Target customer: Middle income people including minibus driver, elderly woman and housewife with
daughter. All are well-dressed and exude confidence and fun.

Media: TV ads (Not able to locate other.)
Analysis: Upbeat and accessible ads focusing on using mobile money to solve practical

problems like sending money home or keeping money out of reach of the grandsons.
Seems to target unbanked people who are currently storing money in informal ways.

(@CGAP



TchoTcho Mobile Haiti ads

http://youtu.be/KZP9C2Zsl2c http://youtu.be/QWMDUFIN9PQ

TchoTcho Mobile Overview Ad TchoTcho Ad focusing on Security



http://youtu.be/KZP9C2Zsl2c
http://youtu.be/KZP9C2Zsl2c
http://youtu.be/QwMDUFjN9PQ
http://youtu.be/QwMDUFjN9PQ

Provider: Vodacom Tanzania Country: Tanzania

Service: Vodafone M-PESA

Services offered: Airtime top-up, bill payment,
money transfer

aunched wResalbyin Pohrocheo, but |[|iapereaps | ¢
Send, spend, receive cash on your

Tagline: L
A

Message/ Focus on range of services: send, spend, receive cash on your mobile.
positioning: Tone of happy, upbeat, colorful images. Also select co-branding ads (with
electric utility) and use-based sweepstakes.
Target customer: Range of middle class workers: shopkeeper, truck driver, business man
Media: Focus on outdoor; some radio/TV.
Analysis: Colorful, happy imagery lends brand accessibility, with particular focus on

working class. Possible confusion with brands and logos between Vodacom
(the MNO provider) and Vodafone M-PESA.

(@CGAP



9 VodafoneM

*Please see ad

Vodafone M-Pesa

L N .. Tagline for original
'PESA SEEE adverti semenPesa we
Send PESA by phone by phonedé and cl

M-PESA is the new, easy and affordable way to send money M-PESA Kenya Imagery Of
Register FREE at any authorised M-PESA agent* money flylng N and OUt Of

For more information call free: 0763 300009 p h O n eS

)

for a st of uthorised M-PESA agents. Experience the difference.




Vodafone M-Pesa

Money Transfer:
ASign up now to g
cheaper service t

Bill Pay
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Vodafone M-Pesa o ‘ mY‘m

<
Airtime Top-Up:
A Wi t-PESAlou never run out of
airtime during a

9
Money Storage:
ATravel anywhere

your money sa:




Vodafone M-Pesa Promotions

~

NUs e t ioEaditimedyou use M-PESA you are entered
CGAP into a sweepstakes to win about $27,000




Provider: ANZ Bank Country: Cambodia

Service: WING Money

A

Services offered: Airtime top-up, bill payment,
money transfer, salary payments

Tagline: Unknown

Message/ Send and receive money easily; emphasize lack of intimidation, potential
positioning: for use even for unsophisticated, low-tech customers.

Target customer: Ads show full range of potential users, from upper middle class urban youth
to older farmers.

Media: Outdoor, print, TV.
Analysis: Campaign is light-hearted, uplifting, and even humorous i particularly the

TV spot with the farmer and cow. Succeeds in making product seem
accessible.

(@CGAP



WING Money

<€

Lots of Below-the-Line
activities

Promotions/prizes i free
motorbikes, cell phones,

etc.




WING Money: Advert for Money Transfer

http://www.youtube.com/watch?v=CNiXOIFXgRQ

WING Money transfer ad




