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Bxknaapbi

PeknamHas kamnaHms:

Bknap, «Xopolime HOBOCTU»
Kareropwus:
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Macuutab npoekra:
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aKme
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«KAOpPOLWNe HOBOCTN»

T—-3710 15 OBLIX

Llenbin BaroH
«XOPOLLMX »

oBOCTEM»

Uenb:

1. BblBOA HO PLIHOK HOBOTO KOHKYPEHTOCNOCOBHOrO
NPOAYKTA B KATErOPWM BKAAAI.

2. YBenuueHue NpuToKa AEHEXHbIX CPEACTB B bakk.

3. TMosblwenune gosepws k barky co cTopoHs
BKJIGAYMKOB B TEKYLLEN CUTYAUMM rMOBAnbHOro
bHHAHCOBOTO KPU3KCQ.

3anaun:

1. CosnaHue NpoaykTa, NPUBEKATENLHOTO AN
noTpebuTenei, 3a CYET BLIFTOAHOTO COMETAHMS
NPOLEHTHOM CTOBKM, PA3MEPA NEPBOHAYANBHOTO
B3HOCA M BO3MOXHOCTU AOCTYNA K CPEACTBAM.

2. UMndopmmposarue notpebuteneit 0 HOBOM
npoaykte baHka nocpencTBOM MynbTUKAHANBHOM
PEKIAMHOM KAMMAHUM.

3. PR noaaepxxa, packpblBaioLLas HOAEXHOCTb
Barka ans Bknagumkos.

Kpurepun ycnexa:

Cpounsie sknaasl 8 Home Credit Bank 6binv sHeape-

Hbl Tonbko B aekabpe 2007 roaa u Tonsko B Mockse.

Ha ToT MOMEHT BKnazbl MOXHO 6bi10 0POPMUTL

nmwb B 6-Tr 6aHkoBckux oducax. B tevenne 2008

rofa PacLMpPSNach pernoHanbHas cets barka —

OTKPbIBANIMCb HOBbIE ¢MﬂMOﬂb|, 1 yBEITNYMBANOCH

4UCNO BAHKOBCKMX OPUCOB, OPOPMISIOLLMX CPOYHBIE

sknagsl. A B okts6pe 2008 rona 6bin BHeapeH HOBbINA

YHUKQNbHbIA MPOAYKT - CPOUHBIN BKNA «XOpoLure

HOBOCTHW». DTOT BKNIOA CPA3Y CTAS MOMYNSPHBIM, U B

pesynbtaTe 30 nepmoga ¢ 15 oktabps no 31 gekabps

2008 ropa KONMYECTBO BKNOAYMKOB YBENUUMIOCH

npubnuautensHo 8 30 pas. A 06bem NpuBReYEHHBIX

CPeacTe 30 3TOT Xe NEPHOL BLIPOC B 22 pasa u

coctasun 797 mnH. pybnei. CpenHss cymma eknana

NPAKTUYECKM HE MBMEHMIACH U3-3a Bonee NosNbHbIX

YCNOBWI BKIOAA «XOPOLUKME HOBOCTHY, €€ Pasmep

cocrasnset 122 Toic.pybnen.

TekyLias pLIHOYHAS CUTYALUS MO KATEeropmm

«Bxknagbi»:

B TreueHne nocneaHux HECKOMbKUX NET OCHOBHBIM

MCTOYHMKOM AOXOAA POCCUICKMX 6AHKOB Bbinu kpe-

IUTHbIE NPOAYKTLI. [N06ANbHbI GUHAHCOBBIN KPU3NC

HEeraTtMBHO NOBNUAN HA JIMKBMAHOCTb KPEOMUTOB U

pesKko U3MeHnn cutyaumio. Y GaHKOB BO3HWKIA

HEOBXOAMMOCTb B MPMUBIEYEHNUN CPEACTB HACENEHMS.

B cBssu ¢ 3Tum nepen GAHKAMW BCTANM BE 30AAQ4M:

NOBbLICUTb AOBEPNE HACENEHUA, NEPEXMBLLETO LLeﬂblﬂ

Pl SKOHOMUUECKHX KPH3NMCOB, HaunHas ¢ 90-x ropos

¥ pa3paboTaTh YHUKAMbHbIE AEMO3UTHLIE MPOAYKTI,

OTBEYAIOLLME CUTYALMM U BLIGENSIOLLMECS HO POHE

LOCTATOYHO XECTKOM KOHKypeHuuu. Bknag, pas-

pabotanHbii Home Credit Bank, otseuan o6enm

30404aM.

Uenu:
1. IHdopmrpoBaTh Lenesyio ayauTopmio O HOBOM
npoaykte barka
Kpurepum sdpbextusroctu (3a neprog oktabps —
nekabps 2008 roaa):
konnuecTso obpatienmin 8 bark — 32596 (koH-
cynbTaumm);
KONMYECTBO 3BOHKOB HA ropsvyto nnHuio — 601;
KONMYECTBO Nepexoaos Ha cant barka no
nosogy Bknafa «Xopolume HosocTuy — 9 854
YHUKQbHbBIX MOCELLEHUA PA3AENA NPO BKIAA.

2. [loHecTv [o uenesoit ayauTopmm, 4To BKNAA «XO-
poluue HosocTu» senseTcs npoayktom Nel s ceoeit
KaTeropmm
Kpurepumu adpdpexktusHocTu:
0019 OTKPbITbIX BKNAJOB ((XOpOLLIMe HOBOCTU»
K OBLLEeMY KONMYECTBY OTKPHITLIX BKNAAOB 30
nepuog oktabpb-gekabps 2008 r. — 98%.

O6wuii mepgua-6ioaer:
10 500 Toicay ponnapoe CLUA

HecmoTtps Ha obuiee HebnaronpuaTHoe 3kOHO-
Muueckoe coctosHne B mupe, Home Credit Bank
NPOAOIIXAET PAROBATH CBOMX BKIOAYMKOB XOPO-
UMMM HOBOCTSIMM, W KOXABIN iEHb YBENUUMBAET WX
chepexeHus.

MpoaykT M3HAUYANEHO PA3PABATLIBANCA UCXOASA M3
HOBOM PbIHOYHOM cHTyaunn. OH NO3UMLMOHUPOBANCS
KQK pelueHue, nossonaioliee HaceneHuio obecne-
4UTb GUHAHCOBYIO CTABUABHOCTb B CUTYALMM O-
6ansHoro kpusuca. MNostomy Co3aaBas KPEATUBHYIO
KOHLLENUMIO, Mbl CTPEMMAUCb CBA3ATH YHUKAMbHbIE
CBOMCTBA NPOAYKTA C SKOHOMUYECKMM KOHTEKCTOM
€ro NOsIBAEHU HA PbIHKE.

[TOMMMO BLICOKOW NPOLEHTHOM CTABKM, BKnag Home
Credit Bank npegnonaraer exemecauHoe Hauncne-
HUE NMPOLEHTOB U BO3MOXHOCTb B M0G0 MOMEHT
3a6paTh CBOM AeHbU. TakMM 06pPA3OM, Mbl BOMXKHSI
6binu ckazats notpebutenio, 4to 8 Home Credit
Bank ero geHbrvt pacTyT geHb OTO aHs, HE CMOTPA HU
Ha 4To. Ha poHE NNoxXmx SKOHOMUYECKMX HOBOCTEN,
exefHeBHO 0B6PYLUMBAIOLLMXCA HA MOAEN, 3TO,
HECOMHEHHO, XOPOLLAsi HOBOCTb. TAK pOAMNOChH
HA3BAHKME BKNAAA M OCHOBHAS MAEsS PEKIAMHOM
KOMMyHVIKOLIMl/I.

Mpu paspaboTtke CTPATENMM KOMMYHWUKALMK, B
NEepPBYIO OYepPefb, YUUTHIBAIUCE OCOBEHHOCTH
LeneBoi ayanTopmu. HU3KMIN MUHUMOTbHBIA pa3Mep
NEepPBOHAYABHOMO B3HOCA AENAET BKIAA AOCTY-
HbIM 0151 TIOAEN CO CPEAHUM JOCTATKOM. DTO JIoaM,
KOTOPLIE XMBYT B MHOTOKBOPTUPHbIX JOMAX, UC-
NOMb3YIOT OBLLECTBEHHbIN TPAHCMOPT M BHUMATENLHO
CNEAsT 30 CBOUMM PACXOAAaMK. [To3aTomy nommnmo
TPAAMUMOHHOM Anst Barka peknamHom kamnaHum e
Kpeantho-Kaccosbix Oducax (nnakats u nuctosku)
6bina sanyuweHa ambient-media kamnawms. Beinu
30[,eHMCTBOBAHbI BATOHBI METPO, AYEMKM KaMEP
XPOHEHUS CYNEPMAPKETOB, NNAKATLI HA ABEPSX
CynepMapKeTos, MUQThI B XMIbIX AOMOX 1 NPecca.
Kaxnoe coobuieHne chopmMynmpoBaHoO ¢ yueTom
HocuTens u paboTaeT ToMbKO € Him. [Tpwn sTom BCe
MATEepPUAnbl BbIMOJSIHEHbI B €0MHOM CTUE KU NO3TOMY
BLICTPAMBAIOTCA B €AMHYIO CUCTEMY.

Mpu BEIGOPE PEKNAMHbBIX CPEACTB MPEANOYTEHNE
6bINO OTAAHO LWPHGTOBbLIM PELLEHUAM. DTO, C

OfIHOM CTOPOHbI, NO3BONMNO CHOKYCHMPOBATLCA HA
KOHKPETHbBIX TPEUMYLLECTBAX AOCTATOYHO CIIOXHOTO
NPOAYKTA W B MPOCTOM M MOHSTHOM pOpPME LOHECTH
MX O noTpebuTenei, a C APYron, — ONepaTUBHO
CPEearMpoBaTh Ha CUTyaLMio, BLICTPO PaspaboTaTs 1
Peanu30BAaTh TBOPYECKOE PeLIeHUE.

MOMMMO PEKNAMHOM OKTMBHOCTH MCMOMb3OBANACH
PR-noanepxka — MHTEPBbIO C 3KCNEPTaMK 6AHKA Ha
paanoctaHumsx. Mcnonssosarme PR nossonuno 6o-
nee noapobHO PACKPLITL MHPOPMALMIO O MPOAYKTE
1 6aHKe B LeNoMm, CGOPMUPOBATE Er0 MO3UTUBHbINA
06pas v JONOMHUTENBHO NPHBIEYb MOTEHLMASbHBIX
KIIMEHTOB B OPMChl HAHKA.

MeuarHbie CMU:
[aseTsl

HapyxHas:
TOPOACKOM TPAHCNOPT (BAroHs METPO)

Po3HunuHbIE Npoaxu:
Peknama & mectax npogax (oducs barka)

MapTusaHckas peknama:
HapyxHbie meana (noctepsl B nudTax xumnbix
3ﬂOHMFI, CTUKEepPbI Ha Ayenkax KAMep XpaHeHus
CynepmapKeTos)

P.S. Meauittas kamnanus 6eina nogaepxaxa PR-
QKTMBHOCTBIO HO PAAMO: MHTEPBBIO C SKCNEPTAMM
Barka Ha paanocTarumax Hawe paano, Pagrno
Poccum, Ixo Mockesl, Busnec PM, PCH, Paamno
M.

LleHoBas nonutuka

Ycnosus 8knaaa «XopoLume HOBOCTHY SIBSIKOTCA
NPUBNEKATENbHBIMKU A KTMEHTOB MO PSAY MPUUMH:
1. Craska 15% rogosbix — 0fiHQ M3 CAMBIX BLICOKMX
HQ pbIHKE



2. MNpenycMOTPEHSbI: eXEeMeciuHas BLINIATA
NPOLEHTOB MO BKNGAY, MOMOHEHUE 1 YACTUYHOE
CHATWE BKNOAA B NEPUOA AENMCTBUA [OrOBOPA 6e3
NOTEPU NPOLEHTOB — 5TO MO3BONAET KIMEHTY
nony4aTh GbICTPYIO NPUGLITL OT CBOMX COEPEXEHM
1 NONB30BATLCS CPEACTBAMMN PASMELLEHHBIMU BO
Bknane

3. Mpn BOCPOYHOM PACTOPKEHNM AOTOBOPA CTABKA
15% roposbix coxpaHaeTca — 310 obecneunsaeT
BLICOKYIO JOXOAHOCTb BKNAAA Ans knnenTos banka

15%

n MOCTOAHHDbIN
AOCTVYIN « cpeacream

B bXxemecAdyHan BbirnnaTa NPoUEHTOB Mo cTaBke 15% roaosbix B pyonax PO.

4. MUHMManbHAs CyMMQ NEPBOHAYANBHOTO

1 pononHutensHoro BaHocos — 1000 py6nei

- [enaeT BkIAA 4OCTYMHBIM M NMO3BONSIET
BOCMOMb30BATLCA MM JIIOASAM CO CPEAHUM YPOBHEM
LOXOAQ, YTO CYLLECTBEHHO PACLIMPAET AYAUTOPUIO
NOTEHUMAMbHbIX BKIGAYMKOB

OgHoM n3 BaxHbIx CTpaTernyeckmx sagay barka,
HaunHas ¢ 2007 roga, aenseTcs 304040 PA3BUTUSA

OT «MOHO 6AHKQA», CNELMANM3MPYIOLLErOCs HA Kpe-
IUTHBIX MPOAYKTAX, IO YHUBEPCANBHOTO PO3HUYHOTO
6aHka. A ans 3Toro HeobxoaMMO pPa3pabaTLIBATL U
BHEAPATb cHeperaTensbHbie MPOAYKThI, MPUYEM OHM
LOMKHbI BbITH TAKXE Y3HOBAEMBI M NOMYASAPHBI, KAK 1
XOPOLWO W3BECTHBIE - KpEaUTHbIE. [locne BHeApeHMs
BKNOAQ «XOPOLUME HOBOCTM» PE3KO YBENUUHIOCH,
KQK YMCNO BKNOAYMKOB, TAK OBBEMbI MPUBAEYEHHBIX
cpencTe — 06 3Tom O6bEKTUBHO CBMAETENLCTBYET
6aHKOBCKAs OTHETHOCTb. B yacTHOCTH 0BbEM Npu-
BIEYEHHbIX B AAHHbI BKNag cpeacts Ha koHew, 2008

SKnan
,» XOPOLLVIE
HOBOCTN

rO0OBbIX

B MuvH/uManbHas CymMMa nepBoHa4asibHOro 1 AOnoJIHUTENbHOIO B3HOCOB —

1000 py6nen PQO.

B BO3MOXHOCTb MOMOMHEHNA U YaCTUYHOIO CHATKA BKIaAa B Noboe Bpemsa
B TEUEHVEe CPOKa AeCTBUA AOroBopa 6e3 noTepu NPOLEHTOB.

B Bbinnata MPOLEHTOB MNMPw 4OCROYHOM PaCTORMEHWIK AOTrOBOPAa Mo CTaBKe

15% roposbix.

bnunskunm
BO BCeX RELU
OTHOLIEHMAX

Y

Brnap «Xopouwwe HosocTus: [puHUMaeTca B pyBnax PO Ha cpok & mecaues. MUHMManbHaa cymma nepeoHadansHoro eaHoca — 1 000 pybnei. MNpouenT-
Haf CTaBka No BKNafy COCTaBnAET 15% ronosbix. HauncnedHbIe NPOUEHTEI EXEMECAYHO NPUYNCNAIDTCA K CYMME BKNada (yBennynsaT cymmy Bxnagal.

Honyckaetca nononkede BKNafa B TeueHWe Cpoka AencTenA forosopa. MuHuManbHana cymma AoNoNHATENBHOTO B3HOCa

1000 pybnen. Bknaguux

BNpase NoNy4aTbh YacTo BKNada (BKNOYAA NPKUNCIEHHBIE NPOUEHTLI) B TEYEHKUE CPOKa AEACTBMA Aorosopa. B Chydae CHATWA OCTaTka Co CYeTa no
CPOUHOMY BKNagy LENWMKOM AOMOBOP COOYHOrO BKNaAa pacTopraeTca.

000 «Xoym Kpeput 31 OunaHc Banks (Bank). OTPH — 1027700280937. Nuuensna Banka Poccun NP 316 o1 31.03.2003 (Geccpounan). Hactoawmi
UHGOPMALMOHHEIN MAaTEPMan He ABNASTCA OOEPTOM 3aKNIONNTE LOTOBOP,



roaa coctasnan 797 mnu. pybneit (Ha TOT MOMEHT
NPORYKT AeNCTBOBAN HA phiHKe 2.5 mecaua). Ona
cpaeHerns 3a 10 mecsues, NPOLIEALLMX C MOMEHTA
3QMyCKa NIMHENKM BKIALOB M 0 MOMEHTA BLIBOAA HA
PBIHOK BKNQAA «XOpOLIME HOBOCTUY, OBbEM NpuBne-
YeHHbIX CPeacTs coctasun 36 mnH. pybne.

Poct cpenHepblHOUHOM NPOLEHTHOM CTABKM NPUBEN
K TOMY, 4TO BKNQAbl CTANK NO-HACTOALLEMY NPUBIE-
KOTENbHbIM MPOAYKTOM A5 NOTpebuTene.
Peknamnas aktmeHocTs 6AHKOB NOBLICUG O6-

LI YPOBEHb MHPOPMUPOBAHHOCTU HACENEHMS.
Bknagamu ctanu uHTepecoBsaThcs oM Co CpesHum
yposHem goxoaa. Cerogrs Bce GonbLuee uncno
NIoAEN PACCMATPUBAIOT CEOs KaK MOTEHLMANbHBIX
BKIQQ4YMKOB.

B cBA3M CO CnoXUBLUIENCSA CIIOXHON 3KOHOMMYECKOM
CUTYAUMEN U MOLLHBIM OTTOKOM

OEHEXHbIX Cpe,ElCTB n3 6OHKOB HQ HAOYANIbHOM 3TANEe
bUHAHCOBOTO KPU3NCA, NPABUTENLCTBO BLINO Bbi-
HY>XAEHO MPUHSTb MEPbI U YBENUUMTE CYMMY BbINAAT
YOCTHBIM BKIIGAYMKAM 30 cyeT [oCyaapCTBEHHOM
CuCcTeMBl CTPAXOBAHMSA BKIIAAO0B. DTO 3HAUMTENLHO
NOBBICMNO HAAEXHOCTb YOCTHBIX BAHKOB B FNA3aX
eknagumkos. Jlioau crany yawe nosepsTs csom cbe-
PEXEHMs HEroCyAAPCTBEHHBIM BAHKAM, B TOM umncne
n Home Credit Bank.

Home Credit Bank

Deposits

Campaign title: Deposit «Good news»
Category: Financial Products and Services
Project scale: National

Goal:

1. Introduction of a new competitive product in the
deposits’ category

2. Increase in inflow of money to the Bank

3. Trust and credibility increase to Bank from
outside investors in a current situation of global
financial crisis

Tasks:

1. Creation of a product atftractive to customers, via
a mix of: an interest rate, size of the initial pay-
ment and possibility of access to the deposit.

2. Informing customers of a new product of the
Bank by means of a multichannel advertising
campaign.

3. PR support, delivering reliability of the Bank for
investors.

Criteria of efficiency:

“Time deposits” at Home Credit Bank were intro-

duced in December 2007 only in Moscow. At that

point only 6 bank branches could provide customers
with time deposits. Within 2008 regional network of
the Bank extended — new branches opened, and
number of the bank offices making out time deposits
increased. And in October 2008 a new unique prod-
uct — time deposit «Good news» was introduced.

The deposit became popular at once, and as a result

starting from October 15 to December, 31, 2008

the amount of investors increased approximately

30 times. And the volume of involved means for the

same period grew 22 times and became 797 million

roubles. The average sum of the deposit practically

did not change because of more favorable condi-

tions of the deposit «Good newsy, its size is 122

thousand roubles.

Current market situation in category «Depos-

its»:

Within the last several years credit products (loans)

were the basic source of income for Russian banks.

Global financial crisis negatively affected liquidity of

loans and changed the situation significantly. Banks

face a necessity to atftract financial resources of the
population. Banks face two problems: to increase
confidence of the population that faced a series of
economic crises since 90th years, and to develop
unique depositary products suitable for the situation

and competitive in the communication clutter. The
deposit developed by Home Credit Bank, answers
both tasks.

Godals:
1. To inform target audience of a new product of
Bank
Criteria of efficiency (for the period October — De-
cember 2008):
amount of appeals to the Bank — 32596 (consul-
tations);
amount of calls at the hotline — 601;
amount of visits fo the web site of the Bank
regarding the deposit «Good news» — 9 854
unique visits of the deposit section.

2. Inform the target audience, that the deposit
«Good newsy is product Nel in its category.
Criteria of efficiency:
amount of the opened «Good news» deposits to
the total amount of the deposits opened at the
period October-December 2008 — 98 %.

Total media budget:
Under $500 thousand

In spite of the overall bad economic situation in the
world, Home Credit Bank continues to bring good
news to its investors, and increases their financial
resources every day.

From the very beginning the product was developed
taking into account the new market situation. It was
positioned as a solution, that allows to bring stable
financial situation to customers during the global
economic crisis. That’s why developing the creative
concept we tried to link unique qualities of the
product with the economic context of its launch in the
market.

Apart from the high interest rate, Home Credit Bank
deposit implies monthly charge of percentage and a
possibility to withdraw money at any time. Thus we
were supposed to show the customers, that despite
anything their money grows everyday at Home
Credit Bank. In the situation of bad economic news
that people hear every day, it is definitely good
news. This is how the name of the deposit was born
as well as the main idea of its communication.

When developing the strategy of the communication,
peculiarities of the target audience were the most
important thing. Low minimum size of the initial pay-
ment makes the deposit accessible for people with
an average income. Those are the people that live

in apartment houses, use public transport & closely
monitor their expenses. Therefore apart from a tradi-
tional for the Bank advertising campaign at Credit-
cash Offices (posters and leaflets) an ambient-media
campaign has been done. It involved such public
channels as: metro, storage lockers of supermarkets,
posters on supermarket doors, elevators in apart-
ment houses & press. Each message was tailored-
made developed with due consideration of a media
carrier. All the materials were executed in uniform
style and make a consistent system.

When choosing advertising means, the copy-based
solution was chosen. On the one hand it allowed to
focus on specific advantages of a complicated bank-
ing product & to inform the customers in a simple

& clear form, on the other — it allowed to react
promptly to the situation and develop campaign in
the short timings.

Besides advertising activity, PR support was used

— interview with bank experts at radio stations. PR
instrument allowed to deliver more information
regarding the product and the bank, generate its
positive image & attract potential clients to the bank
offices.

Print:
Newspaper

Ovutdoors:
Transit: metro stickers
Other: posters on supermarket door

Retail experience:
POP: Bank offices

Guerilla:
Ambient Media: storage boxes of supermarkets,
elevators in apartment houses

P.S. Media campaign was supported by PR-activity
in Radio: interview with Bank experts on radio
stations: Nashe Radio, Echo Moskvy, Radio
Rossii, Business FM, Radio M, PCH.

Pricing Changes

Conditions of the deposit «Good news» are attrac-
tive for the clients due to reasons:

1. Rate 15% per annum — one of the highest on the
market

2. Additional: monthly deposit percentage payment,
replenish or fractional withdrawal of the deposit
during the validity period of the agreement without
losing interests, which lets the client get a quick profit
from his savings & use the money he placed in the
deposit.

3. If the agreement is annulled, a 15% per annum
rate remains — this provides a high profitability of the
deposit for clients of the Bank

4. Small sum of the initial & additional payment —
1000 roubles — makes the deposit affordable &

lets people with a middle level income use it, which
significantly expands the audience of potential
investors.

One of the important strategic tasks of the Bank,
starting from 2007, is developing from a «mono
bank», specializing in loan products, to a universal
retail bank. It is important to develop & introduce
saving products into the Bank range. The saving
products must be as recognizable & popular as the
credit (loan) ones. After the deposit «Good news»
was introduced, the amount of investors as well

as the amount of the attracted financial resources
increased significantly, which is obvious in the Bank
reports.

The amount of the atftracted financial resources for
the “Good news’ deposit at the end of 2008 was
797 min. roubles (the product was on the market for
2.5 months) Vs 36 min roubles — the total amount of
financial resources attracted by the Bank during the
10-months period since the range of deposits was
initially intfroduced in the Bank and till the «Good
news» deposit was launched.

Growth of the mid-market interest rate led to the fact
that deposits became a really attractive product for
the customers.

Advertising activity of the banks increased the
awareness level of the population. People with a
middle level income became interested in deposits.
Now more and more people see themselves as
potential investors.

Due to the tough economic situation & a strong
outflow of monetary resources from the banks at the
beginning of the financial crisis, the Government was
forced to increase the sum of payments to private
investors at the expense of a State System of depos-
its insurance. It significantly increased reliability of
private banks in the eyes of investors. People started
choosing private Banks for their savings more often,
including Home Credit Bank.



