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Let's Get Started —>
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Introduction to the company -
RBC (Royal Bank of Canada) It is one of the largest

Is a financial services brand banks in Canada and
headquartered in Toronto, among the largest in the
Canada. world based on market

capitalization.

The bank was founded in
1864.
It has 97,000+ full / part-
time employees who serve
Global brand, offering a 17 million clients in Canada,

wide range of financial the U.S. and 27 other
products and services, countries.
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Customer-Based Brand Equity (CBBE)

"It reflects the extent to which customers are willing to pay more for a
product or service because of the brand name. "
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Customer-Based Brand Equity (CBBE) |
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PERCEIVED
QUALITY

e RBC has a strong brand awareness @

BRAND
LOYALTY

e The bank's advertising campaigns and sponsorships of events, such as the RBC
Heritage Golf Tournament and the RBC Canadian Open, have helped to increase its \ m‘
brand visibility.

BRAND
PERSONALITY
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Customer-Based Brand Equity (CBBE) i
BRAND
AWARENESS
. . : Market Capitalisation
Bank Ranking Incorporated in Employee Base Client Base .
(USD Billion) S
N o
RBC Ist 1864 97,000 17 million 186.10 b
BRAND
. ASSOCIATIONS
TD 2nd 1855 95,000 25 million 166.00
BMO 3rd 1817 45,000 12 million 88.97 ; ¥
ScotiaBank 4th 1832 90,000 10 million 81.54 PERCEIVED
QUALITY
CiBC 5th 1867 40,000 10 million 56.086
e RBC has built strong associations
BRAND
LOYALTY
TRUST, RELIABILITY, AND STABILITY
e Long history of financial strength, and commitment to providing excellent |
customer service. BRAND
PERSONALITY
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Customer-Based Brand Equity (CBBE)
AWARENESS

B ek eathg Rating agency Rating (out of 5 stars) -~

=y
1 RBC 629 Consumer Affairs (796 reviews) 3.7
9 CIBC 615 Glassdoor (13,281 reviews) 41 ASS%%?‘ET?ONS
; — o1b Wallet Hub (278 reviews) 3.3

e Customers perceive RBC's products and services as of high quality.

e The perceived quality can also be understood with the help of the 2022 Retail

banking satisfaction study

BRAND
LOYALTY

BRAND
PERSONALITY
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Customer-Based Brand Equity (CBBE) ™

BRAND
AWARENESS
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RBC HAS A LOYAL CUSTOMER BASE DUE TO
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PERCEIVED
QUALITY

®

CUSTOMER SERVICE

EXCELLENT PERSONALISED INNOVATIVE AR
CUSTOMER SERVICE PRODUCTS SERVICES
hel IS

BRAND
PERSONALITY
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Customer-Based Brand Equity (CBBE) i

BRAND
AWARENESS

Wt Finding and &
funding future .

BRAND

Free unlimited ASSOCIATIONS

Lr\[}L‘_wI]L-xg!:amgL' Olympiﬂns

and translers

- W "

N\, PERCEIVED
: QUALITY
Royal Bank of Canada’s Cross-Border Marketing Campaign Finding and funding potential Canadian Olympic athlete’s campaign ——
RBC's brand personality is : BRAND
LOYALTY

CUSTOMER-FIRST, TRUSTWORTHY, AND INNOVATIVE.

BRAND
PERSONALITY
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Brand Positioning

"Brand positioning is the process of establishing a unique image and identity for a brand in the minds of
its target audience which is crucial for building a strong brand that resonates with customers. "
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IMAGE AND TARGET FRAME OF
IDENTITY AUDIENCE REFERENCE PODS & POPS




S%@ ROYAL BANK OF CANADA BRAND AUDIT
14:]@

Brand Positioning

IMAGE AND
. IDENTITY
o~ TRUST AND RELIABILITY:
e Commitment to providing high-quality financial products and services that s al
meet the needs of its customers.
e The bank is known for its commitment to customer service is reflected in its = gl
award-winning call center and online banking services. TARGET
AUDIENCE
INNOVATION =
e Focus on digital transformation @
e RBC was one of the first banks in Canada to launch mobile banking () j
e leader in digital banking with products like RBC Wallet and RBC Virtual Visa FRAME OF
: REFERENCE
Debit.
SOCIAL RESPONSIBILITY
e Positive impact in the communities it serves.
e RBC has committed to achieving net-zero emissions by 2050 PODS & POPS
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Brand Positioning

RBC targets consumers across different
age groups, including baby boomers, Gen X,
millennials, and Gen Z.

RBC caters to consumers with different

income levels, ranging from high-net-worth
individuals to middle-class families.

RBC targets different occupational
segments, including entrepreneurs,
professionals, and business owners.

RBC targets consumers with different
lifestyles, including active and affluent
individuals, as well as those who prioritize
convenience and digital banking.

RBC targets consumers who value
financial stability, security, and reliability.

RBC operates in several countries,
including Canada, the United States, and the
Caribbean.

RBC targets consumers across different
regions within Canada and the US, such as
urban, suburban, and rural areas.

RBC targets consumers who
seek different benefits from financial products
and services, such as investment returns,
cashback rewards, and low fees.

RBC targets consumers who use
financial products and services frequently, as
well as those who are occasional users.

BRAND AUDIT
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IMAGE AND
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TARGET
AUDIENCE

FRAME OF
REFERENCE

PODS & POPS
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Brand Positioning

BANK

i i

INDUSTRY
ANALYSIS

COMPETITIVE
ANALYSIS

MACRO-

ENVIRONMENTAL

ANALYSIS

RBC operates in the financial services industry
Highly regulated

Competition is intense

Technological innovation has disrupted the industry

Large banks and financial institutions, including TD Bank, Bank of
Montreal, Scotiabank, and CIBC

New fintech players such as Wealthsimple & Borrowell providing
simple and easy banking

e Complex macro-environmental
e Demographic shifts

BRAND AUDIT

IMAGE AND
IDENTITY

TARGET
AUDIENCE

FRAME OF
REFERENCE

PODS & POPS




ROYAL BANK OF CANADA
14:]@

Brand Positioning

DIGITAL INNOVATION
POINTS-OF-PARITY

CUSTOMER SERVICE

SOCIAL RESPONSIBILITY

UNIQUE SOCIAL
MEDIA STRATEGY POINTS-OF-DIFFERENCE

BRANCH NETWORK

PRODUCT FEATURES

BRAND AUDIT

IMAGE AND
IDENTITY

TARGET
AUDIENCE

FRAME OF
REFERENCE

PODS & POPS
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Brand Inventory

"A brand inventory is a comprehensive assessment of all the
elements that make up a brand, including its visual identity,
messaging, brand personality, values, and positioning "

N C

PRODUCT VISUAL
PROFILE REPRESENTATION

el

DIGITAL
ASSETS
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Brand Inventory

A
o - ACCOUNT
ke ., AND SERVICE

b
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m CREDIT CARD

.
MORTGAGE
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LINES OF CREDIT
AND LOANS

INVESTMENT

TRAVELING INSURANCE
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PRODUCT

PROFILE
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VISUAL
REPRESENTATION

INHERENT
ATTRIBUTES

P.C.D
POLICY

DIGITAL
ASSETS
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Brand Inventory

PRODUCT
PROFILE

C

RBC’s Logo Through the Ages

REPRESENTATION

INHERENT
ATTRIBUTES

®

- ®
® 0~
ullji

P.C.D
POLICY

2001 = Present

DIGITAL
ASSETS
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Brand Inventory ey

PRODUCT
PROFILE

| .
REPUTATION AND - GLOBAL PRESENCE (
TRUSTWORTHINESS |

VISUAL
REPRESENTATION

DIVERSE PRODUCT (@ Fo :] STRONG

PORTFOLIO 0 CUSTOMER SUPPORT

P.C.D
POLICY

COMPETITIVE
PRICING

INNOVATION

DIGITAL
ASSETS
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Brand Invento I
PRODUCT
PROFILE
4
$ i
\/ D VISUAL
- REPRESENTATION
PRICING POLICY COMMUNICATIONS POLICY DISTRIBUTION POLICY
INHERENT
Competitive pricing Clear and effective Easily accessible ATTRIBUTES
Fair and transparent Timely and accurate Wide network of . h_o
branches and ATMs EI.
Customer feedback Variety of channels P.C.D
Mobile banking and POLICY
Flexibility telephone banking
DIGITAL
ASSETS
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Brand Inventory

YOUTUBE VIDEOS

WHITE PAPERS

BLOG POSTS

LICENSED NEWS ARTICLES

|
s

PRODUCT
PROFILE

(=

VISUAL
REPRESENTATION

INHERENT
ATTRIBUTES

P.C.D
POLICY

DIGITAL
ASSETS




% ROYAL BANK OF CANADA BRAND AUDIT
RBC

Brand Exploratory

"From our brand positioning and brand inventory we realised that though RBC's demographic converge
includes customers from all age-groups but, it is most popular among baby boomers. So we conducted

an analysis to understand the strengths and weaknesses of RBC bank among the younger generation
between the age group 18-28."
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Brand Exploratory

DEMOGRAPHIC COVERAGE

CULTURE AND DIVERSITY

According to People Pattern Report, 2016 other high-valued customers were

e 27% Mainstays (or Major Sports Aficionados)
¢ 20% Female Millennials

® 12% younger Gen Z persona

Marketing and public reiations spending of Royal Bank of Canada (RBC) in iscal
years 2021 and 2022 (in million Canadian dolkars)

LA\

PRIOR
RESEARCH
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ANALYSIS
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Brand Exploratory

Embracing Digital

ScotiaBank and Royal Bank of Canada scored highest for fintech readiness

BeMo MciBC HMRBC M Scotia

5

SUPERIOR DIGITAL
BANKING CAPABILITIES

Innovation

Readiness Scale

Taking
Steps
to
Change
Culture

V7

INNOVATOR IN
BANKING INDUSTRY

Scotiabank Helps ©
i, v e S0y 1o hear this and appreciate your feedback. If thare i anything
OU Nl SSSSLENCE withi kindly 2end US & DM 1o chat furthes. “MM

Q-

I just want you to take what | said and make changes! |
would also like what RBC does and has a free service
that is called NOMI that saves money for you. | think it's
time Scotiabank starts doing something for their
customers and also lower service fees.

m

Funding

Established
External Digital
FinTech Development
Research Hubs

NOMI Is extending engagement

. Catym

s
I've seen the mobile app evolve over the years.
One of my favourite things is how useful NOMI has
become - starting from activity visualization to trend
analysis & now asking engaging questions for better
planning. Kudos to the NOMI team and | am excited 1o
see what's next!

8
That NOMI find and save addition to the RBC app was a
great idea

o]

Digital Overall
Focus Readiness
on Rating

Revenue

"As of 2017, Bloomberg

Jh Jer Maharaj Singh
% 3 moos hard yoars 1o being debt fres with

rigiht Pow cluring this pandermic, and | Stress over payments, but
m Erying o look af the end gosl. Debt free

o=

Being on odsp, makes it nearly impossible, covid help
from government for 2 multiply disabled, $1400

Total costs during covid 19 (11 months) $11.745 as of
Jan 11

Credit cards maxed as of Dec 21.

So all in, $22K in debt.

I'm with RBC also, love the Nomi.

PRIOR
RESEARCH

L
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ANALYSIS
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Brand Exploratory
QUALITATIVE RESEARCH \
PRIOR
FREE ASSOCIATION RESEARCH
We conducted a survey to better «
understand the Brand Awareness e
and Brand Image of RBC among
the younger generation within OUR
the age group of 18-28. RESEARCH

£
.-.II

ANALYSIS
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Brand Exploratory

QUALITATIVE RESEARCH

FREE ASSOCIATION

1. Word Association: Asked them to

provide the first word or phrase that

comes to mind when they think of the bank and which bank they use.

Conclusion:

When you think of a bank, what comes to your mind first?

Answered: 10  Skipped: O

RESPONSES (10)

Q

Showing 10 responses

Scotiabank

26/03/2023 15:02

Complicating

26/03/2023 14:41

View respondent's answers

View respondent's answers

canada
Investment,Investment Smart-Money

SEELIFiEL) - SNgEsE

Scotiabank EESIEF
Bank

Friendly  Helpful
Complicating Never Mobile

Good Investment Loan Loan

ReliableM Banking
Loan, l r-] e chought
Loan, Security . Effective

quick  gafety

borpapﬁgumtg trustworthy .loan

Convenience
Customer-service

Smart-Money.lnvestment
Loan, Loan, Security

functional

safe

BRAND AUDIT
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QUALITATIVE RESEARCH \
PRIOR
FREE ASSOCIATION RESEARCH

2.  Image Association: The images included visual representations of the
bank's products, its brand elements such as logo and color scheme to
Identify how the bank's visual identity is perceived by customers and non- <

customers. o

Conclusion:

OUR
This tagline "Let's Make Someday Happen" reminds you of which bank?
Do these colours remind you of a bank? Answered: 9 Skipped: RESEARCH

Answered: 10 Skipped: 0

L
h I I
. L

CIBC

0% 10%  20%  30%  40%  50%  60%  TO%  BO%  90% 100% ANALYSIS
0% 0% 20% 30% 40% 50% 60% T0% 80%  90% 100%

Yes

No
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Brand Exploratory

QUALITATIVE RESEARCH \
PRIOR
FREE ASSOCIATION RESEARCH

3. Emotion Association: Asked participants to describe the emotions that
they associate with the bank. The emotions could be both positive and
negative. <
-
Conclusion: How do. you feel about banks using Al technology to get customer insights? A

Answered: 10 Skipped: 0

OUR
Very RESEARCH

satisfied

Neither
satisfied no.

L
Dissatisfied
Very o I
dissatisfied '
1o 0% 20% 30% 40%: 50 T0% 90% D02

ANALYSIS
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Brand Exploratory

QUALITATIVE RESEARCH \
PRIOR
FREE ASSOCIATION RESEARCH

4, Brand Personality Association: The traits included adjectives such as
reliable, innovative, trustworthy, friendly, and professional.

«
Which of these factors can you relate a bank with? (Please select all that

Conclusion: e

Answered: 10 Skipped: 0

&>
! \
Y
,

Trustworthy

" OUR
RESEARCH

£
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ANALYSIS

Security

Smart
Money

Client First

Customer
service

Convenience
Reliable
Innovative

Friendly

Other (pleas
specify)
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B
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Brand Exploratory

QUALITATIVE RESEARCH \
PRIOR
BUBBLE DRAWING RESEARCH

Traditional methods may not
capture the complexity and

<

Interconnectedness of various
aspects of a bank's brand. OUR
Therefore, this research proposes
the use of bubble drawing as a RESEARCH

visual and interactive tool to
conduct a comprehensive brand
audit for a bank.

Vs
_-.II

ANALYSIS
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QUALITATIVE RESEARCH
BUBBLE DRAWING

Research Questions:

How much are consumers willing to pay for bank services?

O v == -

=
e
BAMNK "A" BANK "B” BANK "B”
- 4.05% Interest rate .+ 2.5 % Interest rate « 1.5 % Interestrate
Unlimited in-branch « No transactions included . Nane for in-branch
transactions transactions
Mo self-serve »  Unlimited self-serve
transactions transactions
o ©®
I will go to “ Because
[
BANK ____________
. AGE: Q6 GENDER: _________ To be used in assignments only

BRAND AUDIT
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Brand Exploratory

QUANTITATIVE RESEARCH \
PRIOR
RESEARCH
Media Coverage
TWITTER INSTAGRAM FACEBOOK
-
+2900% - +419% - +2908% g
OUR
_ : , RESEARCH
+6600%  _ o +4700% - +3350% -
© 67 ., 192 — 5, 1104 N
PODCASTS FORUMS BLOGS
+3565%
< 2602 - .
WEB
*According to a report generated using Brand24, March 2023 RBC covers most of the online formats / l I

ANALYSIS
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Brand Exploratory

QUANTITATIVE RESEARCH \

PRIOR
RESEARCH

Media Coverage

Where do you connect with you bank the most?

Answered: 10 Skipped: 0 L

g [N a2
banking .
Phone Call OUR
bl RESEARCH

services

&>
L
Y
,

Social
Media

ATMs

L
Do not
connect. wit
Other (pleas / . I

specify)
ANALYSIS

0% 10% 20% 30% 40% 50 60%: T0% B0% 90% 100%
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Brand Exploratory

QUANTITATIVE RESEARCH

© Top public profiles

PROFILE *! SOURCE
1 l\ Bloomberg Markets and Finance [
2 (&) CNBC Television S
. 3 (a RBC | 2
O ﬂ | I ﬂ e p rese n Ce 4 (&) CNBC International TV >
5 :.I.. Style n tips by puja [
T -
=] Summary of mentions
a 11K = 322K bt 94 M & 447
+11 K (+2667%) +282 K (+704%) +90 M (+2029%) +427 (+2135%)

*According to a report generated using Brand24, March 2023

@& VOICE SHARE W INFLUENCE
45.511% 146 700
42.315% 136 400

4.988% 16 080
3.971% 12 800
2.11% 6800

% 150

+147 (+4900%)

BRAND AUDIT
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Brand Exploratory
ANALYSIS

Mental map

: User-
Reliable friendly

Convenience

S

Workplace Mobile banking

@ — Innovative
frustwerthy R B C \
/ ’ \ .
Stability Banking
Customer
Secure First Baby Boomers

£
.-.II

BRAND AUDIT

\

PRIOR
RESEARCH

<

&>
! \
1 \
|

" OUR
RESEARCH

ANALYSIS




% ROYAL BANK OF CANADA BRAND AUDIT
14:]@

Brand Exploratory

ANALYSIS . \
POPULARITY PRIOR
Perceptua| Mmap (Engagement Rate and following) RESEARCH

Higher
INNOVATION RESEARCH
L
| |

F' Y

D

<

o’
|
| &
|

e

> Lower OU R

INNOVATION I@

Lower
POPULARITY

(Engagement Rate and following) ANALYSIS
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Brand Exploratory

ANALYSIS

Captured perfectly

BRAND RECALL

BRAND LOYALTY

COMPETITIVE PRICES

ONLINE PRESENCE

Need focus

BRAND LOYALTY

CONTENT MARKETING

SOCIAL MEDIA ADS

YOUTH-FOCUSED
LINE EXTENSION

BRAND AUDIT
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THANK YOU!




