


Objectives 

Africa is our home; we drive her growth. 

This is what Standard Bank represents; this is the 
cornerstone of their business ethos and the root  
of their purpose. 

2021 saw the bank working to continue to land their 
Dream.Do. proposition where a robust always-on 
strategy was created to engage with Africa’s young 
talent and demonstrate their brand promise of 
finding new ways to make dreams possible. 

We ran a focused campaign targeting ambitious, 
talented youth who were looking for access  
to quality education, career growth and 
advancement opportunities at the bank.  
 
Our aim was to inspire, connect and build 
relationships with Africa’s young talent. 



Concept

Africa is a continent bursting with possibilities. We 
believe we have the potential to create greatness for 
all her people, but we can’t do it alone. To achieve 
this, we need to collaborate with dreamers and 
talented young people who are passionate about 
their futures and the advancement of Africa. 

To make Standard Bank more relevant to young 
Africans, we realised we needed to create a 
campaign that reflected the youth’s professional 
aspirations and inspired them to act toward making 
their dreams possible. 

The Dream.Do. proposition is about following and 
realising your dreams by taking the necessary  
action to make them come true. This is not just 
about having dreams. It’s about being ready to  
start living them. 



Execution

To make Standard Bank more relevant to young Africans, we shared content on topics that were important to them so that we could 
engage with them rather than talk at them. We created a series of content executions focused on tactical topics that the youth might 
be passionate about. We also used our social media platforms to effectively create awareness regarding youth development and 
employment opportunities within the bank. 



Instagram Grid

To create a cohesive content experience on 
Instagram, we made use of the grid format.   

When seen as a whole, the audience would take 
in the eye-catching illustration style, which 
represents the ‘Dream’, the internal starting point 
for a journey, and the ‘Do’, the action necessary to 
make dreams a reality. 



Instagram Grid

Here are a few ways we executed the Dream.
Do. style on the grid. We used tactical days and 
content themes that resonated with our audience 
to ensure that our content was relevant. 

View the Instagram grid here.

https://www.instagram.com/standardbankgraduates/?hl=en




Insta Novel

One of the best ways to excite and inspire young talent is to show them examples of others who were once just like them 
but are now soaring: people stories that focus on individuals within the bank who are living their dreams and doing amazing 
things, showing the potential and possibilities ahead of our audience, if they’re willing to show up and put in the work. 



Insta Novel

We used animation to tell the story of a young 
graduate who rose through the ranks within 
Standard Bank. Branding it with ‘Dreamers that 
do’ gave it an identity and became the name for all 
‘people story’ related content within the campaign. 

View the Insta Novel here.

https://www.instagram.com/tv/CP-yb2kjP_d/
https://www.instagram.com/tv/CP-yb2kjP_d/


Facebook

We used creative formats, 
namely, static posts, GIFs and 
video content to promote career 
opportunities at the bank, with the 
goal of bringing young grads and 
students back to our website. 

We also used Facebook quizzes 
and polls in our stories to 
encourage engagement and  
gain a better understanding of  
our audience. 

View the Facebook page here.

https://www.facebook.com/StandardBankGraduateProgrammes


Stories

We published content on Facebook Stories to increase visibility, reach and interaction with our audience. We also used this 
platform to repurpose some of our most notable content from Instagram. 



Spotify

As part of the wider campaign, we designed 
Spotify playlists that benefited the audience in two 
different ways: one for ‘Dream’, which is filled with 
songs to inspire young people to dream big, and 
one for ‘Do’, with heart-pumping, upbeat songs to 
get young people hyped up to take action.  



Career Series 2021

As part of our goal to become Africa’s top 
employer by 2025, we hosted a career series  
where students and young graduates could  
learn more about our Young Talent offerings  
and market themselves. 

We invited Standard Bank speakers to explain 
about the bank’s different career prospects, as  
well as alumni to share their experiences.

This year’s event was hosted virtually, due to 
lockdown restrictions, and participants had to 
register online.
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Top Performing

• Videos and GIFs delivered the highest 
engagement compared to static creative.   

• The high engagement can be attributed to 
the content type as the Facebook creative 
spoke to the graduate season, which is a big 
conversational topic each end of year.   

• The Instagram post was the only motion 
creative under the September to November 
campaign, which led to a higher engagement as 
the rest of the posts were static creative.   
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Top Performing Facebook Content

A paid video post on 5 August about alumni sharing their life lessons during their time 
in the programme accounted for 53% of impressions and 59% of interactions. 
Comments were very positive, with people commenting about their experience with  
the programme and shouting out to the alumni featured in the copy. 

An organic post on 17 August prompting graduates to register for the Career Series 
accounted for 21% of link clicks and 32% of shares. The CTA seemed to have driven 
interest, and the higher number of shares and clicks indicates relevance with the theme. 



FACEBOOK  performance: July 2020 - August 2021

Month Impressions Reach Cost per result Clicks Link Clicks CTR Engagements Engagement Rate Spent

July 2020 – Aug 2021 21,188,409 4,712,798 R4.46 222,445 1,478 1.05% 979,895 20.79% R1,349.52

Grand Total 21,188,409 4,712,798 R4.46 222,445 1,478 1.05% 979,895 20.79% R1,349.52

Insights:

• The posts ran under the engagement objective from September to December 2020 which contributed to a high engagement compared to the rest of the 
months which ran purely awareness. 

• October and November 2020 were allocated the most budget and as a result achieved the highest engagement compared to the rest of the months which 
as a result of being on screen more. 

• The career fair campaign which ran between July and August 2020 resonated well with our audience despite spending the least budget and delivered the 
2nd highest post engagements. 

• Majority of the ad units were static creative with the best performing being videos and Gifs as it they are most engaging on the platform and we 
recommend incorporating more video content as it drives more awareness and engagement.
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