
      
 
Title of campaign: The Generation T 

Brand / advertiser: Akbank 

Media Agency: Hype 

Creative Agency: Hype 

Awards:  

• Games & E-Sports - Bronze 

Campaign video: https://youtu.be/aXwGIWXlDTw  

 

Campaign Summary 

Tosla is an electronic money transfer platform targeting generations Y and Z who aren't bank 

customers yet. Gamers are the largest segment in this audience that Tosla App is targeting with its 

campaigns such as the E-pin 10% Discount Campaign. The most exciting part of the project was to 

target the gamers without using the traditional media. However, this audience is rather “blind” to ads 

because they are always bombarded by ads of many competing brands, causing our unit costs to 

increase. Considering these facts, we divided our strategy into four parts for getting to know and 

understanding our target audience better: Observation, Teaching, Practice and Fun. The idea here 

was to approach to the challenge in a scientific way. In the Observation part, we analysed the digital 

behaviour of the gamers. In the Teaching part, we introduced them to the benefits of the E-Pin game 

purchases on the Tosla App. In the Practice part, we invited them to experience the money 

transferring movement in Tosla before they even install the app. In the Fun part, we linked the idea of 

having fun with the benefits of Tosla in the target’s mind referring both to the emotional and functional 

benefits. 

 

Objectives and Strategy 

In parallel with a vision of building a brand from a performance marketing perspective, our goal was to 

reach out to a digital-savvy nation of gamers being one of the main targets of Tosla at the right time 

and with the right creative asset in such a way that the interaction rate would be maximised. Our first 

objective with this strategy was to both convey the Tosla App’s campaign messages to the target 

audience for their best understanding from a branding perspective. Our second objective with this 

established strategy was to increase the registration or action volume taken by the gamers with low 

CPAs. These two objectives explain why we called our project “Brandformance”, a mix of Branding 

and Performance Marketing, proven by both successful branding and performance metrics at the end 

of the project. 

 

Execution and Media 

In the observation phase we analysed the digital footprint of our target audience for 1 week on 

Facebook and Google Ads. We found that the interaction rate of the target audience with ads was 

higher between the hours of 08:00-12:00 and 18:00-24:00(assumption: hours after from school). 

Aligned with this, we used the marketing automation tool called Smartly, for decreasing the bids of our 

ads in these hours and shaped the machine learning, letting us to decrease our unit costs.  

In the teaching phase we ran personalised programmatic ads by communicating the E-pin Discount 

Campaign of the video games the target was watching on Twitch and YouTube.  

During the practice phase we launched our ads in the Playable Ads format on Facebook which is like 

a simulation of the money sending movement in Tosla.  

During the fun phase, the last phase, we ran performance marketing ads on Tiktok and in gaming 

apps which are heavily used by the target for fun. Thus, we made them association Tosla with the 

idea of fun. 

 

Creative 

In parallel with our Brandformance strategy, conveying both the functional and emotional benefits was 

one of our creative asset objectives. Considering this, we tried to increase the ad’s relevancy for the 

target audience and the platform. For instance, on Facebook, the Playable Ads format was the ideal 

creative type for targeting an audience already interested in playing games. On Twitch and YouTube, 

we ran personalised programmatic ads by communicating the E-pin Discount Campaign of the video 
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games the target was watching. Both of these creatives helped us to both increase the Register/Install 

rates and to the E-Pin purchases. 

 

Innovation 

As the Performance Marketing team of Akbank, we were the first bank to use the marketing 

automation tool (MAT) Smartly in Turkey. This tool helped us to adapt a scientific approach to our 

project. Knowing that the creatives play a huge role for conveying messages and inviting users to take 

action, MATs are also very crucial for saving time and shaping the platforms’ Machine Learning. In 

this competitive digital environment, going beyond finance with targeting techniques is also very 

important for differentiation from our rivals. The Playable Ads solution of Facebook which was a Beta 

when we used, helped us a lot. We were in fact the first bank to use this solution and went beyond 

finance by acting just like a gaming app. 

 

Results 

If we take the 1-week long of observation in the beginning of our project, we decreased our 

registration CPA by 20% and increased our CTR by 5 times. Thanks to our investment in digital 

media, in only 3 months, we entered trending lists of GooglePlay and AppStore in the finance 

category twice. As a result of this success, we triggered an 11% of uplift effect in organic installs. 

Thanks to this strategy, we decreased our install costs to 50 cents. On Facebook and Google Ads, we 

obtained respectively a Brandlift of 8% and of 5% with our ads. In only 3 moths, by the beginning of 

2020, we obtained 1,000,000 installs and 250,000 registered new users. 


