BaHKOBCKUE ycnyru

PeknamHas kamnaHms:

Coszpaem 6yayuiee Bmecte ¢ Bamu!
Kareropwus:

®DuHaHcoBblie OpraHusauum,
MpoaykTbl u Yenyru

Macwrab npoekra:
O6LEeHALMOHANbHbIN

Lleny KOMMYHUKALMOHHOrO NPOEKTa:
BuiBecTvt HO pbIHOK HOBBIM 6p3HA,
[lo6uTbcs ypoBHs 3HaHWA 6paHaa k koHuy 2008
r. na yposHe 10% (uenesas ayautopus 25-45,
[OXO0f CPEHMI 1 BhILLE).
CoxpaHuts knnentos MMB u yeennumts uncno
HOBbIX KnneHToB Ha 40%.
CnpaBka 0 KOMNAHUMU.
IOnuKpenut bark pabotaet 8 Poccun ¢ 1989 roaa,
no koHua 2007 ropa nop HassaHnem MexayHa-
poaHbit Mockosckuit bark (MMB). Bark meert
nmuensmio LIB Nel. Mms «MexayHapopatsiit Mockos-
ckmit baHky cBA3aHO € LEnom 3NoXoM CTAHOBNEHMS
1 passuTUa BaHkosckoro cektopa crpansl. Cras
NepPBbLIM POCCUICKMM BAHKOM C y4aCTUEM MHOCTPAH-
Horo kanutana, MMBb scerna aeiicteosan Ha ocHose
NPUHUMMNOB HAAEXHOCTHU, KAYECTBA, YECTHOTO Befe-
HUst BU3HECA U BBICOKOM KOPMOPATUBHOM KyNbTypbl.
3a 18 net paboTsl HO POCCHICKOM DUHAHCOBOM
pbiHke 6AHKY YAANOCh 30BOEBATH IOBEPUE COTEH Thi-
csy knnentos. C 2005 roga bark BxoauT B KpynHei-
wyto esponeickyio duHarcosyio rpynny - UniCredit.
Pelerne o nepeMmeHoBaHMM GbINO NPUHATO B MOE
2007 r., 20 pexabpsa 2007 r. MexayHapoaHsiit Mo-
ckoeckui bark (MMB) oduumansHo usmennn ceoe
HaumerosaHue Ha IOHKpeant bark.
B 2006-2008 rogy npoucxoauT aKTUBHAS SKCMAH-
CH1s B PErnoOHbI, 3Q 2 rofa KoONMn4eCTBO PO3HUYHbBIX
oducos Beipocro ¢ 33 (8 cepeaunre 2006 1) no 67 (B
koHue 2008 r.).
0630p pbIHOYHOW CUTYyALUMN.
2007 rop 6bin A8 POCCHAH FOOM CTABUALHOCTH
u 6narononyuws. [loxoasl HaCENeHUs yBENMUMANCH
noutn B 2 pasa (no cpasrermio ¢ 2004 r., lockom-
crar), 70% HaceneHus cunTaioT CBOE MATEPUAsb-
HOE MOSIOXEHNE CPEAHUM 1 Aaxe xopoLunm, 18%
OLEHUBAIOT SKOHOMMYECKYIO CUTYALMIO B CTPAHE KaK
crabunbHyio, 26% cumtaioT cTabUnbHOM NOAMTUYE-
ckyto eutyaumio (BUMOM,).
Ha konew 2007 r. cnpoc Ha 6aHKOBCKME KpeaunT-
HbIE NPOAYKTHI MPOAOXAET PACTH, YTO HAMPAMYIO
CBA3AHO C POCTOM 61AroCOCTOAHMSA HOCENEeHNS
1 YNPOYEHMEM YBEPEHHOCTH B 3ABTPALLHEM AHE.
PoccuaHe Bce Gonblue CPeacTs TpATAT HA Pa3BneYe-
HUA: MyTEeLWeCTBUA, CNOPT, NOCELLEHUE PECTOPAHOB,
CTPEMSTCA XOPOLLO BLIMARETS, BbiTh yCNELWHbIMM.
B duHaHCOBOM cekTope aKTUBHO MAET yKpyMHEHue
6aHkoB: 06beanHEHUE, MOKYNKA POCCUIMCKUX BAHKOB
MHOCTPAHHbIMU, MECTHBIX 6AHKOB — denepansHbIMM.
BonbLMHCTBO BAHKOB CTPEMATCA PACLUMPUTL CBOM
BU3HEC, NPUMEHSS SKCTEHCHBHBIE METOABI PA3BUTHA:
reorpadprueckas SKCNaHCHs, PAcLUMPeHne Npo-
AYKTOBOTO PAAa.
Takum 0BPA3OM, PeLLeHIe O NePEUMEHOBAHMM
6aHKA M NPOBEAEHMA KOMMYHWUKALMOHHOM KAMMNAHUM
no pebpeHanHry 6bino NpUHATO B Nepuoa, Hanbonee
6naronpusTHLIA ANs PA3BUTUA BAHKA W yBENUYEHUS
NPOACXK KPEANTHBIX MPOAYKTOB.

Llenu:
COXPAHEHUE [OMM PLIHKA HA YPOBHE HE HUXE
01.01.2008.
yBENMYEHUE MPOJAX OCHOBHbIX KPEANUTHBIX MPO-
LNyKTOB

IOnKpeanT Bark 3apsxaet niogen onTUMU3MOM K
NOMOraeT UM CTPoUTh Nyyliee Gyayuiee!

AHanus uHTepecos notpebuteneit
Jliopy xoTaT, 4TobbI BCE NPOU3OLLIO UMEHHO TAK, KAK
OHM 3AMNNAHUPOBANM, TAK, KOK OHM XOTST.
Ponb 6aHka B 3TOM BEnuka: 6epst KPEANT Uiu OTKPbI-
BASH CYET, NIOAM CBA3LIBAIOT CBOE GNArOCOCTOAHME C
6aHKOM Ha roasl. [o3ToMy HaREXHbIN BAHK rapaHTH-
PYeT OCYyLLECTBIEHME TUX MNAHOB.
Knuent, o6patmswmcs B KOHMKpeaut bank, nonyua-
€T HOAEXHbIA GUHAHCOBBIM MHCTPYMEHT, MOMOTQIO-
LLlMl‘;1 BOMNOTUTL MJIAHbLI U NPOEKTbI B XM3Hb.
CounansHo-aemorpaduyeckuii Tpodunb Leneson
ayamtopum IOHKpeant Banka — monopsie (25-45
NIET) COBPEMEHHBIE NIOAM, C BBICOKUM COLMAMbHBIM

CTATYCOM M YPOBHEM AOXOAA, OHW SPYAUPOBAHI,
XOPOLO OCBEAOMNEHbI B OTHOLLEHWUM BAHKOBCKMX
ycnyr. [oatomy anst HUX HauBoNee BAKHbIM aCnek-
TOM SIBNIAIETCS HE CTONMBKO KOHKPETHOE LIEHOBOE
NPEANOXEHUE, CKONBKO PenyTauus GAaHKa 1 BO3MOX-
HOCTb BLICTPO M KOYECTBEHHO PELLNTL CBOM Npobrne-
Mbl TPM MOMOLL BAHKOBCKMX NPOAYKTOB.

BoamosxHocTH Toprosoit Mapku
Heobxoammo co3aaTh CUmbHbIA SMOLMOHANLHBIN
06pas, YeM Mbl CMOXEM MPUBNEYL HOBBIX KIIMEHTOB
1 OTCTPOUTBLCS OT KOHKYPEHTOB, YCUIWB NPENMYyLLE-
cTBa 6P3HAQ 30 CYET AHOHCUPOBAHMS TOTO, 4TO BAHK
BXOQMT B MEXAYHAPOAHYIO GUHAHCOBYIO rpynny, 4TO
OBTOMATUYECKH CBUAETENLCTBYET O BONbLIEH HAAEX-
HOCTW PUHAHCOBOW Oprannaaumu. Momumo 3toro
MEXAYHAPOAHbIA OP3HLA MOXET NPUBIEYL KITMEHTOB,
OPUEHTMPOBAHHBIX HE TOMBKO HA HAAEXHOCTb, HO M
HQ CTATYCHOCT.

Kak BosHukna ocHoBHAA Maes:
B 2007 r. — 1 nonosure 2008 r. pocno owyiieHue
crabunsHocTv B8 Poccum, uto nossonano sce 6onb-
LIEMY YMCITY NIOAEN MEYTATb O Nyyliem ByayLem.
Bo BCcex KommyHMKaLmax B GAHKOBCKOM CEKTOpE B
2008 rogy B ocHoBHOM Npeobnananu NPoayKTo-
BbIE NPeanoxeHus. bonblMHCTBO Mrpokos rosopaT
MCKIIOYUTENBHO O MPOAYKTAX M CBA3AHHBIX C HUMM
SMmoumax noTpebuTenei. MmMmaxesas KOMMYHMKALMSA
CYLLLECTBEHHO CcHUaunack no cpaeHermio ¢ 2005 r.
(13% no aanHbm TNS Gallup).
Ham HyxeH 6aHkoBckui 6paHL, KOTOPLIN HE NPOCTO
NOMOrQeT OCYLLECTBUTh XENAHUs (4TO HE YHUKAb-
HO), O CTPEMUTCS BBICTPOMTb C KTIMEHTOM MPOYHBIE
Tennble OTHOLWEHMS. TaKUE OTHOLIEHMS CTPOMT C Kiu-
entom OHuKpeaunt Bakk, Tem cameim, npogonxas
Tpaamumm MMB - «Pabotaem ¢ durancamu. [ymaem
o nogax». Cyts 6paHpa UniCredit — «<Empowering
optimism», BBIPOXEHO B €70 NO3ULMOHUPOBAHMM:
«Shape your tomorrow, today». MNomowus niogsm
B NPABMNLHOM BbIGOPE ANA CO3AAHMA NyYLLErO
GyayLiero.

«Cospaem 6yaylee BMmecTe c BAOMU»

Mog cnoraHom «Cospaem Byayliee BMeCTe C BOMMY

noau yseperHo crpost ceoe byaywee. Cosnara

yetkas ceasb mexay OHuKpeaut Barkom u nocrpoe-

Huem Byayliero ¢ nomoLsio cumsona «chepay. C

NOMOLLBIO 3TUX «Cdep» xenaHus noaei obpetaioT

peanbHbie GOPMBI, O C PYroi CTOPOHbI «Cdepbl»

HanomuHaioT norotn «lkOHuKpeaut bankay.

Bo BCex peknamHbix MATEPUANAX 3AsIBIEHbI TPENUMY-

wectsa 6AHKA, OHM e «OCHOBAHWE Ans fosepus» /

bAKTOPBI HAAEXHOCTU: MEXAYHAPOAHBIN CTATYC, KO-

FIMYECTBO KIIMEHTOB, TEPPUTOPHS NPUCYTCTBUS U T.4.

Mepaua-crparerus:

OcHOBHOM Lenbio Meana-cTpaTtern Buino NnocTpoe-

HME 3HAHWS BPIHAA C LENbIO BKNIOYEHMS BAHK B «KO-

poTkuit cnncok» (short-list) noTeHuManbHbIX KMeHTos.

Megwma-cTpaterus genunacs Ha 2 Gassi: UMMAXEBASs

KOMMaHKs ¢ GONbLION AONEN HAUMOHAMBHOM pekna-

Mbl (AHBAPL-MAPT), C anpens no Hosbps NposoaK-

NOCh NPOAYKTOBAS PEKNAMHASA KAOMMAHMS € GOnbLIEV

fonev PerMoHasNbHbIX PA3MELLLEHMN.

1. TB peknama 6bina HEOTbEMNEMO YOCTBIO MEANA-
CTPATErWH, IBASSCL €AMHCTBEHHBIM MHCTPYMEH-
TOM, NO3BONSIOLMM AOCTUYL MAKCUMATBHOTO
OXBATA LENEBOM AYAUTOPHMM B KOPOTKME CPOKM
1 NOCTPOEHMS 3HAHMS BP3HAA, NOATOTABIM-
BAIOLLIMM MOYBY AN OKTUBHOWM PErMOHANbHOM
SKCMAHCHM.

2. B 2007 — 2008 rr. ysenuumsaeTcs uteHue raset
1 XYPHQIOB, NOABNSETCA GOMNbLIKI MHTEPEC K
life-style nsparmam. MaccupoearHas peknamHas
KOMMQHKS B HOLMOHANBHOM npecce - Gonblumne
dopmarsi (1/1; 2/1), ucnonbsosaHue HecTaH-
LAPTHBIX PA3MELLEHMH (HAaKUAHbIE OBNOXKM,
cynep-o6r0XKH, NAOTHbIE BCTABKM U TA.) B
nepmog C AHBAPSA MO MAPT NO3BOAMNA OBPATUTL
BHUMOHME LIENEBON AyAUTOPUM HA NOSIBNIEHWE
HOBOro 6P3HAQA, O3HAKOMMTb MOTEHLMANLHOTO
noTPEBUTENS C UCTOPUEN 1 MPEUMYLLECTBAMM
6p3Haa.

[lns npoasmxeHms KakAOro NPOoAyKTa Bbin
onpeaeneH CBOM MUKC U3AAHMMI C 6GonbLwoit fonen
CneunanmM3MpoOBaHHOM NPECChI.



B HapysxHo# pekname MCnonb3oBaHb! WuThl 6x3,
NEePETSIXKM, KPLILLHBIE YCTAHOBKM 1 GPAHAMAY3PbI
B ropofax npucytcreus baxka: cumeon peknam-
HOM KOMMNOHKUKU — «CHEPa», B HAPYKHOM PeKIame
6bIN0 NPEACTABNEHA B KAYECTBE SKCTEHAEPA,
MOACBEUYMBAIOLLLETrO B BEYEPHEE / HOYHOE BPEMS,
4TO MO3BOMMUIO NPUBIEYL BHUMAHWE LIENEBOM
QYAUTOPMM U OBECTIEUNIIO HETKYIO CBSI3b MEXAY
HapYXHOI peknamoin, TB-kamnaxmeit 1 kamnaxu-
el B npecce.

Ona UntepreT-kamnarmm 6binn BeibpaHsl beae-
PabHbIE MIOLLAAKM C BEICOKOW MOCELLIAEMOCTHIO
AN MOKCUMMQTIbHOTO OXBATA LIENEBOM QyAUTOPUM
C MCMOMb30BAHUEM PETMOHANBHOTO TAPrETUHIA.
OcrosHon TpeHg 2008 roga — passutue permo-
HanbHoro Mutepreta npunec soicokuit ROI He
TONBKO B CTOMMLE, HO U B PETUOHAX.

B o6LwiecTBeHHOM TPAHCMOPTE B KAYECTBE HOCU-
Tenei Gbink BBIBPAHLI MOCTEPLI, PA3MELLAEMbIE

B noesnax metpononureHa. JaHHas KamnaHms
npoxoamna k Mockee, C.-[Netepbypre, Exate-
puHbypre u Hosocubupcke.

[To naHHbIM MccnenoBaHms SPPeKTUBHOCTH
peknamsl B Mockosckom meTpo TNS Gallup (mai-
niorb 2008) IOHKKpeanT bark samsn 4 mecto
cpeny 6AHKOB MO CMOHTAHHOMY M MOHOMY
BCMOMWHAHMIO.

Mepuna-muKc shimsagen cneayioLm o6pa3om:

TB-peknama. . . . . . . 38%
HapyxHas pexnama . . 27%
Mpecca . .. ... .. 26%
Metpo. . . . ... ... 5%
MutepHeT . . . . .. .. 4%

Ha npotaxermu scei csoeit uctopun KOHUKpe-
a1t BaHk BCcerna noanepxxuBan coumansHsie,
KysbTypHbIE 1 BIArOTBOPUTENBHbIE MPOEKTEI.

B 2008 ropy Hanbonee sapkummu cobbITUsIMM
cranu: poToBICTaBKA AdHLLA-MUP, Npembepa
cnektakns «Pacckassl LykwuHa» 8 Teatpe Ha-
unit, GecTuBanb 3MMHUX BUAOB criopTa «bonbLune
roHkw xypHana «Beibupar» 8 Marnutoropceke,
dectusans Nu Note Lounge Fest B ycapsbe
ApxaHrensckoe.

OTaentHO HEOBXOANMO OTMETUTb CNIELMANBHYIO
akumio «B EBpone kak goma» noceaLeHHyto
OTMEHEe KOMUCCHM 30 CHATUE HanuyHbix B 15 000
6arkomarax Mpynnsl UniCredit.
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Mpamas paccbinka:
B NeYyYaTHbIX U3OAHUAX

PR:
Meponpustus

Auvanorosas:
Online-pexnama
MHTepHeT caiTsl
CaiTbl coumarnbHbIx ceTem
Mo6unbHbie TenedoHbl

Hapy>xHas:
AsponopTsl
Peknamusie s
lopopnckom TpaHcnopT
3naHua

BbictaBku:
Hepnsmxmumocts 2008
Hom3Ikecno 2008
«MOCKOBCKMIT MEXAYHAPOAHbIN ABTOMOOGMIbHbIN
canon» UutepAsto 2008
5-5 MmexayHapoaHas seicTaska «[ocTynHbii
astomobuns 2008», Camapa
«[erbrn Ypana — 2008»
«AsTto + AsTomexanuka. Cankr-lNetepbypr
2008», Cankr-lNetepbypr
«9pmapka Heasmxumoctu» Cankr-lNetepbypr
«[locrynHoe xunbe», Camapa
«Kpeaut.Musectmumm.Crpaxosanme — 20085,
Mepmb

CnoHcopcTBO:
dotoseictaska ACGULLIA MNP
bectmBanb 3uMHUX BUaOE cnopta «bonblumne
FOHKM XypHana «Beibrpai»
dectusans Nu Note Lounge Fest B ycaasbe
ApxaHrensckoe
cnektakns «Pacckass WykwuHay Teatp Haumi
lpywmHckui pectusans 6APAOBCKOM NecHM
XYLOXECTBEHHAS BLICTABKA «TpammLymm u cospe-
MEHHOCTb»

MexayHapoaHbiit 3umruin CHoybopa Pectusans

s CI1b.
napycHas perata «Kybok A. MagyunHa»
npemus «ocenok loga»

[opHONbIXHbIA NPA3aHKK Ha Bopobbesbix ropax
2.02.08

Po3HuuHbIE Npoacxu:

Peknama B mectax npogasx
Bugeo

padouk 1.

Loans to Private Individuals

Feb Mar Apr May Jun Jul

2008

Lenu:

BbiBecTn HO pbIHOK HOBbIN BP3HA,

No6utbca yposHs 3Harus 6psHaa (10% cpeam
Lenesoi ayauTopum)

Mo panHbm Gallup sHanme 6psrHpa UniCredit
Ha Havano 2008 r. pasro 0

Ha anpens 2008 - 7,9 % (ana ayautopum sce
18+); 10,6 % (ans ayautopuun 25-45, noxon cpean-
HWIA W BbILLE).

Ha okTabpb 2008 - 9,8 % (ans ayantopum Bce
18+); 13,6 (ana ayantopum 25-45, noxon cpen-
HUA W BbILLE).

CoxpaHutb knmentos MMB 1 yBennuuts umncno
HOBbIX KnneHToB Ha 40%.

Konunuectso yactHbix knnentos 3AO IOHKpeaut
Bank Boipocno 8 2008 roay Ha 50% no cpasre-
Huto ¢ 2007 .

CoxpaHeH1e oMM PbIHKA HA YPOBHE HE HUXe
01.01.2008.

Mo paHHbM LIB PD pons peiHka no aktveam
IOHuKpeaut barka Ha 01.01.2008 - 1,8% (Tpa-
buk 3.), Ha 01.12.2008 - 2,1% (Tpaduk 4.).

Mo panHbm LB PD nona peiHka no o6bemy
kpeautHoro noptdens OnKpeant barka 3a
2008r. no KpeanTam GrU3UMYECKUM NIULAM BEIPOC-
nac1,61% po 1,94% (Tpadwk 1.)u ¢ 2,26% no
2,52% (fpaduk 2.)Jno kpeanTam KOpnopaTUBHBLIM
KNUEHTAM.

Takum 06pa3om, 6AHKy yAANOCh He TONLKO CO-
XPOHUTL CBOKO OO0 PbIHKA, HO AOXEe YBENNYUTL
ee K KOHLY roaa.

YBeﬂquHMe npoOACXK OCHOBHbIX KPEOAMUTHbLIX NPO-
LyKTOB.

Mo parHbim LIB PD u ctatuctnueckum aax-

Heim 3AO IOHMKpeanT Bark 0bbem BbaaHHbIX
KpeamnToB 4acTHbiM nnuam eeipoc 3a 2008 rog no
cpaeHermio ¢ 2007 Ha 28%. O6wmit kpeauTHIA
nopteens KOHKpeaut Barka seipoc 3a 2008 .
Ha 73%

HeraTtueHele pakTops!:

Beicokuit yposeHb meama-urbnsumm Ha Ha4ano
2008 r.

YBenuuenue umcna opucos 0gHOrO u3 Ganxan-
wnx koHkypeHTos Panddaisen barka B pesyns-
Tate obbeanHeHus ¢ Mimnekcbarkom.
OrpaH1yeHHbI N0 CPABHEHMIO C APYTMMI KPYM-
HBIMM UTPOKAaMK BAHKOBCKOTO pbiHKa Bioaxer. o
aanHem TNS Gallup gons satpat KOHuKpeant
Banka 8 1 nonyrogmmn 2008 r. — 4,2%, BTb-24 —
6,1%, Céepbark — 5,1%.

o 1.86% 1.89% 1.94% 1.94%

Dec



padouk 2.

Loans to Corporates
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Sherbark

VTB Group

UniCredit Bank

Banking

Campaign title: We shape tomorrow with you!
Category: Financial Products and Services
Project scale: National

Goals of the communication:
to launch a new brand in the market,
to achieve a 10% awareness of the brand by the
end of 2008 (target audience aged 25-45, aver-
age and above average income).
to retain customers of International Moscow
Bank and increase the number of new ones by

40%.

Gazprombank  Rossalhozbenk  Bankof Moscow Alfe-bank UniCradit Bank RZB Group

About the company.

UniCredit Bank has been operating in Russia since
1989, until the end of 2007 — under the name of
International Moscow Bank (IMB). The bank has the
General License for banking operations Ne1 issued
by the Bank of Russia. The name of IMB is connected
with the whole epoch of establishment and develop-
ment of the Russian banking sector. Having become
the first Russian bank to operate in the international
financial markets, IMB has always stuck to the
principles of reliability, quality and honesty, and set
high standards of corporate conduct. Eighteen years
of operation in the Russian financial market enabled
the bank to gain trust of hundreds of thousands of
customers. Since 2005, the bank has been a part

of the largest European financial group — UniCredit
Group. Decision as to renaming was taken in May
2007; on December 20th, 2007 International
Moscow Bank (IMB) officially gained the name of
UniCredit Bank.

Rosbank Uralsib

In 2006 — 2008, active expansion to regions took
place and resulted in growth of retail offices from 33
(in the middle of 2006) up to 67 (at the end of 2008).
Market environment overview.

The year of 2007 was marked by sustainability and
prosperity for Russian citizens. People’s income level
had grown almost twice (vs. 2004, Goskomstat),
70% of the population describe their material well-
being as average or even good, 18% regard the
economic situation in Russia stable, 26% consider
the political situation sustainable (VCIOM,).

As of end of 2007, demand for bank lending
products is still going up, which derives directly from
people’s prosperity growth and more confidence
about tomorrow. Russians spend more and more
money on entertainment: travelling, sport, restau-
rants, they care for looking good, being successful.
Financial sector witnesses active extension of banks:
merger, acquisition of Russian banks by foreign ones
and local banks — by federal ones. Most banks seek
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to expand their business applying extensive methods
of development: geographical spread, product line
widening.

Thus, the decision on renaming of the bank and
rebranding campaign launch was taken at the time
favorable for the bank development and sales
increase.

UbiCredit Bank empowers people with optimism
helping them shape a better tomorrow!

Analysis of customers’ needs
People want things to happen in their lives the way
they have planned.
The role of a bank in this case is important: taking
a loan or opening an account people bind their
welfare with the bank for many years. That is why
a trustworthy bank guarantees implementation of
these plans.
When dealing with UniCredit Bank, customers get a
reliable financial tool to help them realize their plans
and projects.
Socio-demographic profile of the TA of UniCredit
Bank is young (aged 25-45) people with a high so-
cial status and income level; they are well-read and
well aware of banking services. Therefore it is not
price that matters most to them but a bank’s reputa-
tion and opportunity to quickly and properly solve
their problems with the help of banking products.

Brand opportunities
It is necessary to create a strong emotional image
to attract new customers and to differentiate oneself
from competitors, having amplified the brand advan-
tages due to the message that the bank is a part of
an international financial group, which is a sign of a
high financial reliability of the bank. Apart from this,
an international brand can draw customers who are
not only trust- but also status-oriented.

What the big idea originated from:
In 2007 - first half of 2008 sustainability seemed
to be growing in Russia allowing more people to
dream of a better tomorrow. It was product offers
which dominated all banking communications in
2008. Most players spoke of products and custom-
ers’ emotions attached to them only. Image commu-
nication went down considerably, vs. 2005 (by 13%,
as per data from TNS Gallup).
We need a banking brand which not only helps
realize plans and hopes (which is not unique) but
also focuses on building firm and friendly relations.
Such relations are to be found between UniCredt
Bank and their customers, which is a tradition started
by IMB — “We deal with finance. We care about
people”. The core principle of UniCredit Bank — “Em-
powering optimism”, is expressed in its positioning:
“Shape your tomorrow, today”. We help people
make a right choice to shape a better tomorrow.

“We shape tomorrow with you”

Under the slogan “We shape tomorrow with you”
people build their tomorrow with confidence. There
is a clear link between UniCredit Bank and building
one’s future, due to the “sphere” symbol. These
“spheres” make people’s wishes come true; on the
other hand, the “spheres” resemble the logotype of
UnitCredit Bank.

All advertising materials speak of the bank’s advan-
tages which are at the same time “reasons for trust”
/ reliability factors: international status, number of
customers, territory of presence efc.

Media strategy:

The media strategy was mainly aimed at creation of
the brand awareness in order to get the bank into
potential customers” “short-list”.

The media strategy consisted of two phases: image
campaign mainly by national advertising (January
— March); from April till November the product ad-
vertising campaign was being held, predominantly
in regions.

1. TV advertising was an integral part of the media
strategy being the only medium to reach a maximum
coverage of the TA in a short period of time and
awareness of the brand, which paved the way for
active regional expansion.

2.1n 2007 - 2008, there is an increase in reading
newspapers and magazines, life-style publications
are of particular interest to people. Mass advertising
campaign in the national press - large sheets (1/1;
2/1), unconventional placements (throw-over covers,
super covers, hard paper inserts efc.) in January —
March helped draw TA's attention to the new brand
and inform potential customers of the history and
advantages of the brand.

To promote each product, a particular mix of edi-
tions with a large share of professional press was
determined.

3. Outdoor advertising applied billboards 6x3,
cross-street banners, boards on roofs and brand-
mavers in the cities of the bank’s presence: the sym-
bol of the advertising campaign — the red sphere,
was made as an extender illuminated in the evening
and at night, which helped draw people’s attention
and provided a clear connection of outdoor adver-
tising, TV and press campaigns.

4.The Internet campaign used federal sites for

a maximum coverage of the TA using regional
targeting. The main trend of 2008 — development of
regional Internet resulted in a high ROl not only in
Moscow but also in regions.

5. As for mass transit, posters placed in subwa trains
were chosen to be the primary media. The campaign
was carried out in Moscow, St.-Petersburg, Yekater-
inburg and Novosibirsk.

According to TNS Gallup research on advertising
performance in the Moscow subway (May — June,
2008), UniCredit Bank ranks 4th among banks with
regard to spontaneous and direct recall.

Media Mix looked as follows:

AdvertisingonTV. ... 38%
Outdoor advertising .. .................... 27%
Press ..o 26%
Subway ... 5%
Infernet ... 4%

6. UniCredit Bank has always supported social, cul-
tural and charity projects. In 2008, the most impres-
sive events were: photo exhibition “Afisha-world”,
opening night of the “Shukshin’s Short Stories” play
at the Theatre of Nations, “BGV” winter extreme fest
in Magnitogorsk, Nu Note Lounge Fest in Arkhan-
gelskoye.

7. Particular attention should be paid to the special
promo “Feel at home in Europe” to back up abolition
of commission for getting cash at 15,000 ATMs of
UniCredit Bank.

TV:
Spots
Sponsorship

Print:
Consumer Magazine
Newspaper

Direct:
Mail

PR:
Events

Interactive:
Online Ads
Web site
Social Networking sites

Outdoors:
Airport
Billboard
Transit
Place Based

Trade shows:
ExpoRealty 2008
HomeExpo 2008
Moscow International Auto Show Room
“InterAuto 2008”
The 5th International Trade Show “Affordable
Auto 2008», Samara
«Money of the Urals — 2008»

«Auto + Automechanics. St.-Petersburg 20085,
St.-Petersburg

«Real Estate Fair», St.-Petersburg

«Affordable Housing», Samara

«Loan. Investment. Insurance — 2008», Perm

Sponsorship:
photo exhibition Afisha World
BGV winter extreme fest
Nu Note Lounge Fest in Arkhangelskoye
play “Shukshin’s Short Stories”, the Theatre of
Nations
Bard Song Festival named after Grushin
Art exhibition “Traditions and Contemproraneity”
International Winter Snowboard Festival in St.-
Petersburg
Sale regatta “Paduchin’s Cup”
award “Village of the Year”
Down-hill skiing fest at Vorobyovy Gory on
February 29, 2008

Retail experience:
POP
Video

Goals:
to launch a new brand in the market,
to achieve the awareness of the brand (10%
among the TA)
According to Gallup, the brand awareness as of
beginning of 2008 is zero,
In April, 2008 - itis 7.9 % (for TA of all 18+); 10.6 %
(for TA 25-45, average and above average income).
In October, 2008 — it is 9.8 % (for all 18+); 13.6 (for
TA 25-45, average and above average income).
to keep customers of International Moscow Bank
and increase the number of new ones by 40%.
In 2008, the number of private customers of ZAO
UniCredit Bank grew by 50%, vs.2007.
to retain the market share not lower than as of
January 1st, 2008.
According to the Bank of Russia, the market share
with regard to assets of UnitCredi Bank as of Janu-
ary 1st, 2008 is 1.8% (Chart 3), as of December 1st,
2008 is 2.1% (Chart 4).
According to the Bank of Russia, the market share
with regard to advance portfolio of UnitCredi Bank
in 2008 as to credits to individuals grew from 1.61%
up to 1.94% (Chart 1) and from 2.26% up to 2.52%
(Chart 2) as to credits to corporate customers.
Thus, the bank managed not only to retain its market
share but also to increase it by the end of the year.
sales increase of the main loan products.
According to the Bank of Russia and statistics by
ZAQO UniCredit Bank, the volume of credits to
individuals rose by 28% 2008 vs. 2007. Overall
advance portfolio of the bank increased by 73% in
2008.

Negative factors:
high level of media inflation at the beginning of
2008
increase in number of offices of one of the main
competitors — Raiffeisen Bank as a result of their
integration with Impexbank
limited budget as compared to other large play-
ers in the banking market. As per TNS Gallup
data, UniCredit Bank’s expenditure share in
the first half of 2008 was 4.2%, VTB-24 — 6.1%,
Sberbank — 5.1%.




