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RBC MOBILE STUDENT EDITION1 

 

 

Royal Bank of Canada (RBC) is Canada’s largest bank and one of the largest banks in the 

world, per market capitalization. With over 86,000 employees across the globe, RBC 

provides products and services to over 17 million clients across Canada, the United 

States, and 34 other countries. RBC products and services span across multiple lines of 

business, including Personal and Commercial Banking, Wealth Management, Insurance, 

Investor and Treasury Services, Capital Markets, and Corporate Support products.  

 

With more and more consumers leaning into a mobile and digital first mindset, RBC has 

been on a transformational journey, leveraging new technologies to both reimagine and 

create new and compelling digital client experiences. A key insight across segments is 

that clients increasingly expect digital banking to move beyond simple transactions to a 

more holistic interaction focused on advice and financial wellness. 

 

 “We fundamentally believe,” RBC says, “that in order to stay connected with our 

customers and maintain relevance, we need to continuously reimagine the role we play in 

our clients’ lives.” 

 

 

RBC & Canadian Youth   
 

Supporting Canadian youth has always been a strategic priority for RBC.  
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“Our goal is to help students learn about money management and gain confidence,” said 

Erica Nielsen, Vice-President, Payments and Banking, RBC. “Banking with RBC is more 

than managing money. We empower young people to confidently take on the challenges 

they face by supporting them in understanding their financial future”. 

 

The organization’s commitment to Canadian youth is reflected across a number of 

innovative RBC programs:  

 

RBC On Campus: RBC has opened unique branches at post-secondary campuses, On 

Campus advisors are ready to help students prepare for their financial future and the 

future of work. 

 

Money IRL: Money is considered a taboo topic, and often isn’t openly discussed. 

Through Money IRL, RBC is encouraging and empowering youth to open up 

conversations around financial literacy.  

 

RBC Future Launch: Focused on “empowering the youth of today for the jobs of 

tomorrow,” Future Launch increases access to skill development, networking, work 

experiences and mental well-being supports & services.  

 

RBCxMusic: Through RBCxMusic, RBC clients get access to exclusive perks, 

connecting youth to one of their biggest passion points.  
 

 

The Mobile Student Edition  
 

RBC’s commitments to digital transformation and to Canadian youth coalesce in the form 

of the RBC Mobile Student Edition of the RBC Mobile app, launched in 2019.  

 

Built within the RBC Mobile app, the RBC Mobile Student Edition is a customized 

mobile banking experience for students that is designed to their preferences and supports 

student efforts to build a strong financial future. Developed specifically for young people, 

the RBC Mobile Student Edition has features that are unique only to this version of the 

RBC Mobile app.  

With easy access, customizable features, familiar design and quick touch definitions, the 

Student Edition was designed in collaboration with students and tailored to their digital 

preferences. Through its thoughtful design and features, RBC youth clients will be 

empowered to take control of their money for a strong financial future.  
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"Gen Zers are true digital natives, and it was essential that their input lead the 

development of the Student Edition," Sean Amato-Gauci, Executive Vice-President, 

Cards, Payments and Banking at RBC, said at 

the time. "We worked closely with a group of 

young Canadians throughout the entire process 

– from the initial research phase through to final 

testing. With their insights on how they engage 

with content and interact with money, we were 

able to deliver a mobile banking experience 

that's in line with the apps that they know and 

love." 

 
Features  
 
It gets how you like to send your money 

 Quickly send money to family and friends, 

right from your home screen  

 Interac e-Transfer transactions are one of 

the most used functions by G 

 Redesigned functionality for easier, faster 

and more streamlined user experience  

 Pulled entry point flow right into the home 

screen for quick access – easy to find 

 Customizable: add photos to your contacts 

for quick identification & personalization 

 

It gets how you want to make it your own 

 Make the app your own by choosing 

different nicknames and colours for each of 

your accounts 

 Ability to personalize and customize the app 

so it is unique to you 

 Nickname accounts make it easy to 

differentiate and manage chequing/savings 

accounts 

 Choose different colours for accounts for easy identification 

 Add photos to Interac e-Transfer contacts 

 

Tap for help when you need it with built-in definitions and helpful content  

 Educate, empower and enable youth to demystify banking terms within the app 

ecosystem 

 Simplified, plain speak financial literacy glossary terms, FAQs and intelligent 

response – removed the bank jargon. The terms are the same as the 2.0 app, but 
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worded in clear, understandable language so students are prepared when they age out 

of the student app 

 

RBC clients 24 years of age or younger can download the RBC Mobile App and toggle to 

the Student Edition.  

 

The Challenge  
 

As part of the RBC bank account acquisition team, your task is to develop a new and 

innovative strategy and marketing plan to acquire new RBC youth clients. Knowing that 

youth under the age of 24 are digital and mobile natives, you know the RBC Mobile 

Student Edition and its unique features is something that young people will value and be 

interested in when they are looking for a new bank. You are confident that you can 

leverage and hero the RBC Mobile Student Edition and its features to drive new student 

bank account opens.  

 

Guiding Question 

 

How can RBC leverage the RBC Mobile Student Edition and its unique features in a 

campaign to acquire new student bank account clients?   

 

Scope 

 

You have a budget of $1.2 million for an eight-week national campaign to drive new 

client acquisition. You decide when, where, and how to place your campaign in the 

market. You must feature the RBC Mobile Student Edition.  

 

Campaign Mandatories: 

• Audience – anyone under the age of 24 

o High school and post-secondary school students (note: these audiences 

may have unique characteristics) 

• You must feature the RBC Mobile Student Edition 

• If you feel that it will benefit the campaign, you may add additional or new 

features to the RBC Mobile Student Edition 

 

 

 

Submission Details 
 
Round 1 – The concept/brief – February 14, 2021 – 2 weeks 
        First round deliverables due – 2 page Concept/Brief 

• Strategic approach (1 page) 

• Tactical approach (1 page) 

• Extra page for references if needed 
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• Email submissions to alexandra.ho@theqma.ca by 11:59 EST on 
February 14th, 2021 

Round 2 – The Detailed Plan –– 12 slides 
             February 25th, 2021 
Round 3 – Final Presentations –March, 2021 

      Final Presentations will be a 15 minute live at Development Day 
 
Note: You may work in teams of two 
 
 

®/TM Trademarks of Royal Bank of Canada. RBC and Royal Bank are registered 

trademarks of Royal Bank of Canada. 

1 RBC Mobile is operated by Royal Bank of Canada, RBC Direct Investing Inc. and RBC 

Dominion Securities Inc. RBC Mobile Student Edition is intended for clients under the age of 22. 
RBC Online Banking is operated by Royal Bank of Canada. 

 

 
Appendix:  

 
 
 

mailto:alexandra.ho@theqma.ca


 

 
6 

 

 

 
 

 



 

 
7 

 

 

 


