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PeknamHas kamnaHus:
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Kareropus:

®duHaHcoBbie OpraHusauum,
MpopykTtbl n Yenyru

Macuwitab npoekra:
O6LEeHALNOHANBHBIN

MapkeTuHroBsas uenb
BbiBeCTU HO POCCUICKMIT PHIHOK HOBBIM BP3HA
«OTI bakk», nocTpouTs 3HaHKME 6pP3HAA U fOo-
BUTLCS 0 Y3HABAEMOCTU HA YPOBHE OCHOBHBIX
KOHKYPEHTOB.
[loHecTtn po knueHToB HoBbIN MM barka
Moctpouts nonoxutensHoe socnpusatie baxka
LieneBsom ayamMTopuen
O6ecneuntb NOTOK NOTEHUMATHBIX KITMEHTOB B
oduchl knueHTckoro obcnyxusarms barka.

Mpeanocbinku n MonoxeHue 6anka

OTM bakk — o dpespans 2008 ropa Musectcbep-
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B mapre 2008 roga OTIN bawk sanyctun peknam-
HYIO KOMMAHHIO, HAMPABNEHHYIO HA NPOABMXKEHUE
6p3Haa 6AHKA, KOK Yepe3 UMMAXEBYIO KOMMYHMKA-
LMIO, TAK M 4EPEe3 KOMMYHHKALMIO TOKOMOTUBHbIX
MPORYKTOB — MMNOTEKM, OBTOKPEANUTOBAHMS, KPEAUTOB
HOMMYHBIMK, KDEAUTOB MANIOMY W CpeaHemMy GuaHecy,
sknapos. Kamnanus gomkHa 6eina npexae Bcero 3a-
TPOHYTb SMOLMM LIENEBOI AYAUTOPMM, OCHOBBIBAACH
HO MHCaNTE: B nocneaHee spems 6aHku 0cobeHHO
QKTUBHO CTAPQIOTCS MPUBNEYL BHUMAHUE BHIFOAHBIMM
YCIOBMAMM, PAZMELLAR CYLLECTBEHHYIO MHGOPMALMIO
MENKUM LUPUPTOM, Y4TO HA AieNe NPUBOJMT K TOMY,
4TO 7 HE NOYHAIO 3ASBAEHHBIX B PEKIIAME YCIOBMI.
9l oxMpaKo OT BAHKA KAYECTBEHHOTO CEPBHCA, YTO
MO3BOMMT MHE YETKO NPEACTABAATb, KAKME YCIyTH,
MO KAKO¥ LieHe 7 cmory nprnobpecti. MHe BaxHO
LOBEPATb CBOEMy H6AHKY, 4TOBbI BbiTb YBEPEHHbIM B
3QBTPALIHEM AHE.

KpeatusHas crparerus

B ocHOBe kpeaTWBHOM CTPATEM MM NEXUT Creayto-
LMW MHCAMT NOTEHLMONbHBIX KTMEHTOB: «BhiroaHbie
YCNOBMS, KOTOPLIE YACTO 3ASBAAIOT B CBOEH PeKIame
6aHKK, Ha aene 06oPAUUBAIOTCA HEKAUYECTBEHHBIM
cepsucom. [Noatomy s nMbo cornalwaiocs Ha Npea-
naraemsle ycnosus, mbo BuIHYXaeH 06paTUTLCA B
apyroi 6aHk. MHe KaxeTcs, 4To BbINOAHATL 06eLo-
HWS M OKA3bIBATL YCITYrH KAYECTBEHHO [OMXHO BbiTh
HOPMOM, O HE UCKITIOYEHWUEM U3 NPABMITY.

Bapbep uenesoi ayauTopUMN, KOTOPbIA Mbl
npeoponesaem

LleneBas ayautopusa Banka:
Aemorpaduueckmue napamerpbl

My>KUMHBI, XEHLLWHBI, SAPO LENEBOM AyaAUTOPUM
35-50 net v 56+ net, ¢ Bbicuem unu cpepHe-
cneunanbHeim obpasosarmem u goxogom ot 30 000
p. B mecau (ana Mockesl) u 15 000 p. 8 mecay (ans
PErvoHOB) HO OAHOTO YNEHa Cembu™.
NMcuxorpaduueckmne napamerpoi:
HpOFMOTMHHbIe TPAAMUMOHANUCTbI, OTBETCTBEHHbIE
30 NPUHATHE GUHOHCOBbIX PELLEHM U CEMEMHBIN
6iopxeT. OHK NPUBLIKIU PACCYUTLIBATL TOMBKO HA
COBCTBEHHBIE CHIIbI M COMM PELLATb, YTO OHM MOTYT
cebe no3BonuTb 1 kak ckopo. OHu 3HAIOT, KaK 1 B
KOKO# BAMIOTE XPAHUTL CBOM Hakonnerus. Jlioam ¢
4YBCTBOM COBCTBEHHOMO JOCTOMHCTBA, SHEPTUYHBIE,
06naRaIoWME XUTENCKON MyAPOCTHIO.
Motpe6HOCTL B HOBOM 6aHKe:

Mocne Toro kak 3a nocnegrue 15 net nioau nepe-
XM HECKOSBKO IKOHOMMYECKUX KPU3MCOB 1 MHOTHE
noTepsnu ceou chepexeHus, y MoAeh BO3HUKIA
noTPeBGHOCTL B HOAEXHOM W NPO3PAYHON CTPYKTYpE
6aHKa, KOTOPAS MOMOXET 1M COEpeUb U NPUYMHO-
XWTb feHexHbie HakonneHus. Kpome Toro, 6aHk

c HapexxHbiM EBponerickum napTepom v rocyaap-
CTBEHHOM NOAAEPXKOM BCEraa pacCMATPUBAETCS B
nep.yio ouepens Npu Bbibope 6aHKA Ans OTKPLITUS
BKNaaa.

Coseryere J:lpyahﬁM EcrecteenHo!
HagexHbii BaHk?

‘,',.’b".'

EcrecteenHo!

* NanHsle uccnegosanus Iupekumn MapkeTurra u crpateriye-
cxux kommyHmkaurin OAO «OTI bawk»



O6pauwasce 8 6aHku, npeanaraiowme ocobo BbIroa-
Hble YCIIOBUS B PEKNIAME, st MOMY4AI0 CEPBUC HM3KOTO
KQUECTBA, YTO MPUBOAMT K YBEIMUEHMIO 3ATPAT C
MOEW CTOPOHBI.

Mbi xoTMM, YTOGBI HALLA LieneBas ayAnTo-
pun

YyBCTBOBANA, YTO KAUECTBEHHbIM BAHKOBCKMI Cep-
BMC — 3TO €CTECTBEHHO.

CoobLyeHne, KOTOPOEe Mbl JOHOCHM A0 LENeBoM
ayaMTOpUM

B OTI bakke BbI, CTECTBEHHO, NONYUUTE KaUe-
CTBEHHbIN GAHKOBCKMI CepBuC.

Ha ypoBHe npoaykToB paHHOe coobuieHne
noaAep>XUBAETCS ClIeAYIOLWUMU XAPAKTEPU-
CTUKaMM

BoamoxHOCTb BLIGOPA OBTOKPEANTA, UCXOAS W3
COBCTBEHHBIX Lienei (OBTOKpeauThI)

BoamoxHOCTb XuTb B cCOBCTBEHHOM KBOPTHPE (MNOTE-
ka)

BoamoxHocTs nprobpectu xenaemyio el / ycnyry
(KpeamnTbl HanMuYHbIMK)

BosmoxHocTs 0becneunTts anntenbHbIi pocT GrusHe-
ca (kpeauTsl Manomy 1 cpeaHemy busHecy)
BO3MOXHOCTb HOBEXHO COXPAHUTB M MPEYMHOXMTL
cbepexerus (Bknags)

KpeaTtusHoe ucnonxnexue

Bronne ecrectsenHo, uto 8 OTI bawke Tbl nonyua-
€LUb KQYeCTBEHHbIN BAHKOBCKM CEPBMC U MONHbIN
HQBOP yCNyr, OTBEYAIOLLMX TBOMM NOTPEBHOCTSIM.

YpoBeHb 3HaHuA GpeHAaa, 18+ ner,

80

OuwyLieHne ecTecTBEHHOCTH KQYECTBEHHOTO 6aH-
KOBCKOTO CEPBMCA NEPEAAHO C MOMOLLBIO BMOJHE
y3HOBOEMbIX 06PA308B, KOTOPbIE MPOYHO ACCOLMMPY-
I0TCS Y LeNeBOMN ayAuTOPMM C KOHKPETHOM BaH-
KOBCKOWM yCIyroi (QBTOKPEanTl — 4OPOXKHbIN 3HAK;
MNOTEKA — NPA3AHNUYHBIA TOPT HA HOBOCENbE, Kpeau-
Thl HONIMYHBIMK — PEMOHT M MAAHUPYEMBIE MOKYMKM,
BKIIO/bl — 3€MEHbI POCTOK KOMHATHOTO LiBETKQ,
6GepexHo obeperaembiit Pykamu, KpeauTsl Mano-
My 1 cpenHemy busHecy — rpaduk pocta busHeca
B AECSTUNETHEN NEPCNEKTUBE), U AOMUHMPYIOLLErO
3e1eHOrO LBETA, KOTOPLIN SBNSETCH GUPMEHHbIM s
OTM bakka.
Meaua cTtparerus
TB kak OCHOBHO MeAna HOCUTENb A1 LUIMPOKOTO
nokpsitust LIA
TB nokpeiTve M pasmeLLeHne UMUIKEBOM HA-
PY>XHOM PEKNAMBI M3OUPATENBHO B KIIOYEBbIX
pervoHax npucyTcTemsa 6aHka
Peknama B pernoHansHoit npecce v B METPO —
ans 6onee NoapoBHOTO fOHeCeHHs UHDOPMALK
O NPOAYKTAX M YCNIOBMSIX
Peknama Ha paano — ans poHeceHus cneunans-
HbIX MPEASTOXEHUN U AKLMOHHbIX YCITOBMA.
MHTepHeT — TakTUueckui Meana HocuTens, obe-
CNeynBaloLLMi TOPreTMPOBAHHOE BO3AENCTBME
HO LieNeByio ayauMTopuio
Mpomo 1 ambient — TakTuyeckue meama HocuTe-
nm

Mepuoa kamnanuu: mapt — gekabps 2008 r.

Mo pesynsTaTam NPOBEAEHHbIX OKLMIA HA KOHEL,
2008 ropa pewntuHi yaHasaemoctn 6paHaa «OTI
Bank» no Poceun Haxopmtes Ha ypoewe 5,1%, no
Mockse Ha yposHe 6,4% u Omcky 39,2%. (nceneno-
saHue Gallup M’Index 2008).

B aerycre 2008 r. OTI bawk 3aHsn 15-e mecto B
peintuHre «MHpekc sneyatnerus knnentos — 2008»
komnawwit PricewaterhouseCoopers 1 Senteo (+8
nyHkToB no cpasHeruio ¢ 2007 r.): http://www.pwc.
com/extweb/pwcpublications.nsf/docid/6F4241A6
828527F4802574790043520F

B Hos6pe 2008 r. HaunoHansHoe areHTcTeo duHaH-
cosbix uccnegoearui (HADPK) e pamkax npoekta
«[loBepue GUHAHCOBBIM MHCTUTYTAM, NPUBAEKA-
TENbHOCTb GUHAHCOBBIX MHCTPYMEHTOB: MHAEKCHI 1
peiturruy npucsouno OTI bawky 8-e mecto no
NOSNBHOCTU CPEean POCCHSAH U 22-e MECTO MO y3Ha-
BaemocTun B Poccuu:
http://nacfin.ru/novosti-i-analitika/press/press/
single/10128.html
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Anba Bank

GE Money Bank
AbconioT 6aHk

OAO OTP Bank

Banking service for individuals and entities
Campaign title: Naturally. OTP Bank
Category: Financial Products and Services
Project scale: National

Marketing goal
to launch new OTP Bank brand into Russian mar-
ket, to build brand awareness, and to increase it
up fo the level of main competitors
to communicate bank’s new image to the cus-
tomers
to build positive perception of the brand by
target audience
to generate the flow of potential customers to
bank’s offices
Background
OTP Bank — Investsberbank before February 2008 —
was established in 1994
In 2006 bank entered one of the largest banking
groups of Europe — OTP Group. Investsberbank
was mainly focused on providing in-store consumer
loans. In order to become a universal bank special-
ized in retail products, a decision for re-branding
was taken.
By the end of 2007 Investsberbank held 39th posi-
tion in top-500 largest bank of Russia 2007 (www.

Bantuitickun BaHk
BaHk
BospoxaeHue
BaHk MockBbl
BaHk
[MeTpokommepLy
BaHk Pycckuit
CraHgapt
BuHbaHk
BTB
BTE 24
BHeluakoHOMGaHK
[a3npombaHk
mo6akc
KWUT ®uHaHc
KMB GaHk
MBPP
(MockoBcKuit

rbe.ru), 48th position in top-500 profitable banks of
Russia 2007 (www.rbc.ru), 47th positioning the best
deposit banks in rubles (www.rbc.ru).

Bank’s competitors at the beginning of re-branding:
Raiffeisenbank, Rosbank (Societe Generale S. A),
CitiBank, Sobinbank, Binbank, Russian Standart,
Home Credit and Finance bank.

To build awareness for the new brand, and increase
it up to 5% in overall Russia, 6% minimum in Moscow
and 30% minimum in Omsk.

Main idea of advertising campaign is to present new
brand of the bank, which will focus on long-term,
trustful relationships with clients, to the target audi-
ence.

Bank target audience:

Demographics

Men, women, core — 35-50 and 56+ y.o., education
higher or professional, monthly

income per family member min. 30 000 rubles (Mos-
cow), 15 000 rubles (regions)*.

Psychographics

Pragmatic traditionalists responsible for financial
decision making and family budget. They are used to

MOM BaHk
MockoBckuin
PeHeccaHc
Kpeaut
Poc6aHk
CbepbaHk
CobuHbaHk
Coto3
Ypancuo
Ypca baxk
OHWacTpym
BaHk

KpeauTtHbin 6aHk
MpomcesasbbaHk

only count on themselves and to make their own de-
cisions on what they can afford and how soon. They
know how to save their money, and it what currency.
Dignified people, energetic, sophisticated.

Why a new bank is needed:

In the last 15 years many people lived through
several periods of economy recession and many of
them lost their savings, sp they feel the need for a
reliable and transparent banking structure to help
them save and multiply their savings. Moreover, a
bank with state support or reliable European partner

is the first priority when choosing a bank for deposit.
* source: research by Marketing and strategic communications
department of OTP Bank

In March 2008 OTP Bank launched advertising
campaign to promote bank’s brand — both by
image communication and by flagship products
communication — mortgage, car loans, cash loans,
loans for small and middle business and deposits.
Campaign must in the first place touch target audi-
ence’s emotions, basing on insight: lately the banks
actively try fo aftract aftention by favorable offers,
while essential information is given in small print,

so | what | get is not what | expect. | expect quality
service that allows me to have a clear understanding
what services and at what price are available to me.
It's important o me to trust my bank in order to be
confident in my future.



Creative strategy

Creative strategy is based on the following insight:
“Favorable offers as seen in advertisements are often
frauds. So | either have to accept the terms, or have
to try another bank. | think keeping promises and
providing quality services is a must, not an excep-
tion”.

Target audience barrier to overcome

Favorable offers usually means bad service that
leads to extra expenses on my side.

We want our target audience

To feel that quality banking service is natural.
Message

In OTP Bank you naturally get quality banking
service.

Support

Possibility to choose terms of car loan (car loans)
Possibility to live in your own apartment (mortgage)
Possibility to purchase a desired thing or service
(cash loans)

Possibility to ensure a long-term growth for business
(loans to small and middle business)
Possibility to safely keep and multiply your savings
(deposits)
Media strategy
TV as main medium for wide coverage of target
audience
TV coverage and placement of image outdoor
advertisements in key regions of bank’s presence
Regional press and subway — for detailed infor-
mation on products and terms
Radio commercials to communicate special offers
and terms
Internet is a tactical medium for targeted impact
on target audience
Promo and ambient — tactical media
Campaign period: March—-December 2008

PocT BKJ/1a0B
noa HageXHow 3awmTtomn?

Due to activities taken, by the end of 2008 brand
awareness of OTP Bank in Russia overall - 5,1%, in
Moscow — 6,4%, in Omsk — 39,2% (Gallup M’Index
2008 research).

In august 2008 OTP Bank ranked 15th in “Index

of consumer impression” rating by PriceWater-
houseCoopers and Senteo (+8 points, as compared
to 2007):
http://www.pwc.com/extweb/pwcpublications.nsf/
docid/6F4241A6828527F4802574790043520F
November 2008, National agency for financial
research’s project “Trust to financial institutes, at-
tractiveness of financial instruments: indexes and
ratings”: OTP bank on the 8th position by loyalty and
on the 22nd position by brand awareness in Russia.
http://nacfin.ru/novosti-i-analitika/press/press/
single/10128.html
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