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MAPKETUHI

MARKETING

®PAIrMEHTbI
MAPKETUHIOBOW NPOrPAMMbI

NMPOrPAMMA ®OPMUPOBAHUA U
PA3BUTUA PENYTALIUN N-BAHKA KAK
CTPATEIrmsd NOCTPOEHUA
OOBEPUTEJNbHbIX OTHOLWEHWA BAHKA U
Ero KIMMEHTOB, CNMTOCOBHAA OBECIEYUTb
YCMNELWUHOE PASBUTUE B CUTYALIUN
BCEOBLIEro KPU3UCA

PA3BUTUE BAHKOBCKOUW CUCTEMbI
POCCHUUN U 3BOJTIOLINA OCHOBHbIX
KOMMYHUKALIMOHHbIX MOEWN.

MepBble poccunckne koMMmep4eckme GaHkm
BO3HWKIM ABeHagLuaTh neT Hasad. B 1999 rogy mx
6110 nonTopsbl Teica4n. OgHAKO MO NokasaTesto
HacblweHHoCcTn 6aHKkoBCKkMMK yecrnyramm Poccust
ellle BeCcbMa farneka oT MUPOBbIX CTaH4apTOB,
rae HopMasnbHbIM CYUTaeTCs HanM4mMe OfHOro
D©aHKOBCKOro yupexaeHus (Bkroyasa punuans n

oTAeneHns) Ha 2,5 TbICAYN XUTENEN.

[MepBble poccunckne kKOMMep4eckme GaHkm

C030aBanvcb U3 OTpacneBbiX COBETCKMX DaHKOB

EXTRACTS FROM THE TRANSLATION OF A
MARKETING PROGRAMME

A PROGRAMME FOR A BANK’S REPUTATION
ESTABLISHMENT AND STRENGTHENING:
ENSURING BETTER CUSTOMER EXPERIENCE
IN A CRISIS ENVIRONMENT

DEVELOPMENT OF THE RUSSIAN BANKING
SYSTEM AND EVOLUTION OF BASIC
COMMUNICATIONS CONCEPTS

The first Russian commercial banks were set up
twelve years ago. In 1999 there were 1,500
banking companies in Russia. However, in terms
of banking coverage Russia is not yet in line with
an internationally accepted standard of 1 bank
(including affiliates and branches) per 2.5

thousand people.

The first domestic private banking companies

were the successors of USSR banks or were
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W OpPraHM30BbIBAIUCH KPYMHBLIMU
npeanpusaTUsaSMu n oobeanHeHusamMu. Havano mx
OesaTenbHOoCTU BbINo CBA3aHO, B MEPBYIO
oyepenb, C 00CNY>XMBAHNEM aKLIMOHEPOB.
PaclumpeHue KnneHTckon 6askbl B 3TOT Nepuos
NMPOUCXOAMUITO HAa OCHOBE JTUYHLIX CBSA3EN.
MosTomMy BONpPOCHI KOMMYHUKALMOHHOM NMOSTUTUKN,
pa3BUTUS UMMXKA U YNPOYEeHNst penyTauum B
KoHue 80-x — Ha4yane 90-x roqoB He MMeNun

0ocobol akTyanbHOCTU Ans 6aHKOoB.

Mo mepe pocta 6GaHKOB M pacLLUMPEHUS UX
OEesaTenbHOCTN CUTyaumst U3MeHunach, NocTaBuB
Hanbonee KpynHble U NepeaoBble 6GaHkK nepen
HeobGXoAMMOCTbIO pa3pabaTbiBaTb CBOHO
KOMMYHWKaLMOHHYI0 cTpaTteruto. MNpu aTom
poccuickasa 6aHKkoBCKkasi KOMMYHUKaUUS He
KonupoBana MHoCTpaHHble obpasubl, a uckana
cneumdundeckne naen anga obLieHus ¢ Lenesomn

ayouTopuen.

B 1994 — 1995 r.r. BeayLlen naeen,
SIBISIBLLENCS OCHOBOW HAHKOBCKMX
KOMMYHUMKauuin, 6bina naesa HagexHocTu. baHkn
3asBMANM O CBOEN HageXHOCTM KakK o
npuoputeTe. B 1996 rogy Ha nepBoe MecTo
Bbilwa nges 6nmsoctu k Bnactu. B 1997 rogy
LeHTpanbHON cTana uaes MexayHapogHoro
npusHaHus. baHkn nogpobHO pacckasbiBanu B
CMMW 06 yuactum B npoektax EBponerickoro
GaHKa PEKOHCTPYKLUN U pasBuTusi, coobLianu o
MOMyYeHUN CUHANLMPOBAHHBIX MHOCTPAHHbIX

KpeauToB.

ABrycTOBCKMI (bHaHCOBbIN Kprauc 1998
roga cran TSKenblM UCTbITaHeM s
pPOCCUIACKMI BaHKOBCKOWM cucTeMbl. Ho
baHkoBckas cuctema Boictosna. C 1 aerycra
1998 roga no 1 mapta 1999 roga coBOKyMHbLIN
Kanutan 6aHKOBCKOWN CUCTEMbI COKPATUIICS CO

102,1 mnpa. py6. go 41,2 mnpg. pyo. (To ectb

Examples of translations. MARKETING

founded by large Russian enterprises or
organisations. They aimed primarily to provide
services to their shareholders. It was personal
relationships that allowed customer acquisition at
that time. That’s why in the late 1980s and early
1990s the issues of formulating a communications
policy, corporate brand development and market
reputation strengthening were not so acute as

today.

As Russian commercial banks grew in size and
expanded their business the situation changed:
the largest and most advanced banking
companies were facing the need to design their
communications strategy. Noteworthy, domestic
banks sought to design their own solutions rather
than copy foreign patterns to influence target

audiences.

In 1994-95, the leading idea for banking
communications was that of safety. Russian
banks emphasised safety as their top priority. In
1996, that idea was replaced by prioritising close
relations with government authorities. In 1997, the
emphasis shifted towards international
recognition. In mass media publications Russian
banks emphasised their participation in EBRD-
supported projects and the foreign syndicated
loans they had received.

The financial crisis that erupted in August 1998
became a severe trial for the domestic banking
system. But it managed to survive. From 1 August
1998 to 1 March 1999 the banking system’s total
capital reduced by nearly 60% from RUR 102.1
bin to RUR 41.2 bin. However, despite all

unfavourable predictions, 1999 saw neither a
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noyTn Ha 60%). OgHako, HeCcMOTps Ha
npeackasaHus, 1999-i He ctan roqgoM MaccoBOro
0T3bIBa NULEH3NI 1 GaHkpoTcTB. OTO3BaHO ObINO
HeMHorum 6onee 100 6aHKOBCKMX NULEH3NN (B
1998-m - 229, a B 1997-m - 334). BaHkpoTCcTB
0Ka3anochb eLle MeHbLLe, YeM OTO3BaHHbIX

NULIEH3UA.

C BecHbl 1999 roga Havarnocb oXxusneHve
huHaHCoBOM *U3HK. 3a nepuog ¢ MapTa no
OKTSIGpb COBOKYMHbIV KanuTan 6aHKOBCKON
CUCTEeMbI yBOWUIICS U B OKTSAOpe cocTaBun yxe
okoro 86 mnpg. py6. FloBopuTb 0 cTabunusaumm
GaHKOBCKOWM CUCTEMbI, MO MHEHUIO 3KCMEPTOB,
npexaeBpeMeHHo. Ho no3nTuBHbIE TEHAEHLMM
yXe npocmaTpuBaloTcs: No AaHHbIM LIB Ha
CEeHTAOPb, AoNsA (OMHAHCOBO YCTONYMBLIX BaHKOB
C Havyana roga yesenuumnacbe ¢ 66 go 77% (torga
kak Ha 1.08.98 ux 6bino 61,5%).

Kpuanc ctan He Tonbko NpoBepKkon 6aHKoB
Ha NPOYHOCTb, HO M NoKasan LeHy penyTauum
Kaxxgoro n3 H1x. OH No3Bonumn no-HOBOMYy
B3rMSHYTb HA X KOMMYHUKALMOHHYO MOMUTUKY U
NPOAEMOHCTPMPOBAn 3Ha4YeHNe penyTauMoHHOro
KanuTana kak gpakropa ycTon4meocTu 6aHka B

KPU3UCHbIX YCIOBUAX.

YCTAHOBJIEHUE / @OPMUPOBAHUE
SAOAYUN

1. Chepa peATenibHOCTU KOMNaHUW, Ans

KoTopou 6bina npoeeneHa MP-kamnaHuA

N-BaHk aBngeTca ogHMM U3 cTapenLlmx
POCCUIACKMX KOMMepYecknx 6aHkoB. OH Obir
co3gaH B 1988 rogy. Yucno akunoHepoB GaHka B
HacTosLlee Bpemsi npebiwaeT 800. Cpegn HMX
KpynHerLmne poccMmnckue npeanpusatus
(aBTO3aBOg "A3), cTpaxoBble KOMNAHWK

(MHrocctpax), dupmbl-akcnoptepbl (BAO

Examples of translations. MARKETING

mass revocation of banking licenses, nor an
overall collapse. A little more than 100 banking
licences were revoked by the Bank of Russia, as
compared to 229 in 1998 and 334 in 1997; and

the number of bankruptcies was even smaller.

The spring of 1999 witnessed increased financial
market activity. From March to October 1999, the
banking system’s total capital was close to RUR
86 bIn. According to experts, it is still too early to
speak of stabilisation. Yet some positive trends
are already seen: the Bank of Russia reported
that the share of financially stable credit
institutions at September 1999, as compared with
the start of the year, rose from 66% to 77%
(61.5% at 1 August 1998).

The crisis not only became a reliability test for
domestic banks, but also showed the actual value
of their reputation. This adversity necessitated
them to look at their communications policy and
demonstrated the significance of communications

capital as a stability factor under crisis conditions.

FORMULATING THE TASK

1. The Client’s Profile

N-Bank is one of the pioneers of commercial
banking in Russia. It was set up in 1988. Today,
the bank has over 800 shareholders of record.
Among them are major Russian enterprises (e.qg.
GAZ Automobile), insurance companies
(Ingosstrakh), and domestic exporters
(Autoexport). At the beginning of 2000, the bank’s
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«ABTO3KCMOPT»). YCTaBHbIN hoHA, GaHka Ha
Hayano 2000 roga coctaenseT 972 mnH. pyo6.,
cobCTBEHHbIV KanuTan — 1,3 mnpg. py6. Jons
HepesnaeHToB B ycTaBHOM Kanutarne N-baHka
npesbiwaeT 30%. OgHUM U3 ero akuMoHepPOoB
aBnsieTca EBponerickunii 6aHK PEKOHCTPYKLMK U

pasBUTUSA.

N-BaHk sBnsieTca ogHMM M3 KpyNMHENLWNX
YHMBEpPCarnbHbIX pOoCcCUCKNX BaHKoB. AKTMBBLI N-
BbaHka Ha 1 okTa6ps 1999 roga coctaensnu 11,1
MIpg. pyo., NpeBbLICMB aHaNoOrM4YHLIN NoKasaTenb

Ha Ha4ano roga Ha 42%.

N-BaHk paboTaeT Kak ¢ KopnopaTUBHbLIMU
KNUeHTamu, Tak u ¢ ouandeckmumm nuuamm. baHk
OTHOCUTCS K YMcry Hanboree MHTErpUpoBaHHbIX
B POCCUIACKYIO S3KOHOMUKY (PMHAHCOBbLIX CTPYKTYP,
Ubsi eATENbHOCTb OXBaThiBaeT HOMbLUMHCTBO
PErnoHoOB CTpaHbl. ATOMY CnocobCcTByeT Hannyne
y N-BaHka pa3suton permoHansHon cetu (78

OoTAENeHn 1 unmarnos No BCEW CTpaHe).

Bonblune cpeactsa Ha NPOTSHKEHUM
ANUTenbHOro BpeMeHu Bknageisatotcst N-baHkom
B pa3BuTME nepenoBbiXx GAHKOBCKUX TEXHOMOIMN,
YTO MO3BOMISIET EMY 3aHMMaTb B 3TOM cdepe

nuaupyoLne nosuLum.

Cpeau npepgnaraemMbix 6aHKOM ycnyr

cnepyrowme rpynnbi:

" OTKPbITME U BEOEHNE CHETOB B PyOSisx u
WHOCTpPaHHOW BanioTe,

* [OKyMEHTapHbIE onepauuu,

= paboTa c yekamu,

" KOHBEPCWOHHbIE Onepauuu,

" rapaHTUWHbIE Oonepauuu,

= onepawluu C HarM4yHOW BanoToNn,

" KOpMOpaTMBHbIE MNACTMKOBLIE KapThl,

* BKMagHble onepauuu,

* KpeOuTHble onepaLuu,

Examples of translations. MARKETING

share capital was RUR 972 miIn, and its
shareholders’ funds averaged RUR 1.3 bIn. The
share of non-residents in the shareholders’ funds
now exceeds 30%. One of the bank’s
shareholders is the European Bank for

Reconstruction and Development (EBRD).

N-Bank is one of the largest full-service banks in
the Russian Federation. The bank’s assets at 1
October 1999 totalled RUR 11.1 bin, or a 42% rise
against the comparable figure reported at the start

of the year.

N-Bank provides banking services both to
corporates and individuals. The bank is one of
those financial institutions that are the most
integrated into the Russian economy, serving
customers in the majority of Russia’s regions

though a 78-strong regional branch network.

For a long period of time N-Bank has been
investing heavily in IT products to automate its
banking operations, and is currently one of the

leaders in this respect.

The bank offers the following services:

Current accounts in roubles and foreign
currencies

Trade finance

Cheque transactions

Forex transactions

Guarantee operations

Cash foreign exchange

Corporate payment cards

Deposits

Loans
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* 0OCNY>XMBAHNE KITMEHTOB Ha PbIHKE LEHHbIX
Oymar,

* [enosvnTapHble ycryru,

" QCYLLECTBNEHME Onepauni ¢ obnuraymamm
BHYTPEHHEro BantoTHOroO 3aima,

" npegocTaBleHne B apeHdy UHAMBUOYanbHbIX
CendoBbIX SYEEK,

» 0OCNyXUBaHWE KITMEHTOB B CUCTEME
3NEKTPOHHbIX PacyeToB,

* cuctema «HTepHET-cepBUC GaHK.

2. Cneuucduka npobnemsi / 3apgaum

CoTtpygHu4ecTBo «KOMMYHMKaLIMOHHON

rpynnel AMK» ¢ N-BaHkom Havanock B 1994 roay.

Mepen areHTCTBOM Obifa NocTaBreHa
3apava pa3paboTku JONTOBPEMEHHON CTpaTermm
N OCYLLIECTBINEHMS NocrenoBaTenbHON
KOMMYHUKaLNOHHOW AEATENBbHOCTU C LIENbIo
co3gaHua N-baHky npoyHon penyTaumm,
CNocobHOM cTaTb HAAEXHbIM KanuTanom,
NMO3BOMSOLLNM YCrELHO NPOTUBOCTOATh
nepuoanyeckn Bo3HukaroLwmnm B Poccum

OKOHOMWUYECKUM U d)VIHaHCOBbIM Kpusuncam.

OTa 3agadva oTnn4anacb HOBU3HON,
MOCKOJSIbKY, KaK MpaBuso, gaxe cenvac
poccuiickme GaHKM He CTaBAT 4OSTTOCPOYHbIX
KOMMYHMKaLWOHHbIX 3ada4, oTaaBasi
npegnoyteHme pasoBbiM [NP-akuuam,
NMPUYPOYEHHBIM K Ba&XKHBIM CODBITUSIM >KN3HU
0aHkKa, UnNn KpaTKoCPOYHbIM NporpaMmmMa,
HarnpaBfeHHbIM Ha UHOPMALIMOHHYIO MOAAEPXKKY
B X04€ NPOABMXEHMS HOBbIX OAaHKOBCKMX
NpoAyKToB. A B TO BPEMS BOMPOC O ponu
«penyTaumoHHOro» kanutana 6bin HOB Aaxe Ans
Hanbonee pas3BUTbIX CTPaH — OH TONbKO Ha4YMHan

pa3pabatbiBaTbCsl.

PelueHne 3agayn 6bino BO3MOXHbLIM TONBKO

Examples of translations. MARKETING

Securities trading on customers’ behalf

Custody services
Transactions with MinFins (domestic foreign
currency bonds)

Safe deposit boxes

Electronic funds transfers

Internet banking

2. Assignment Description

We began our co-operation with N-Bank in 1994.

The task was to develop a long-term strategy and
carry out communications activities on a steady
basis with the objective of establishing such a
strong reputation of the bank that would become
its instrument for withstanding economic and

financial crises regularly occurring in Russia.

The task was somewhat innovative because even
now Russian banks typically do not have long-
term communications plans, preferring one-off PR
actions related to significant events or short-term
information support programmes when promoting
new banking products. Furthermore, at the time of
launching this initiative the concept of
communications capital was not widely

recognised even in the most developed countries.

Implementation of the programme was possible
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nocpeacTBOM COBMECTHbIX YCUIMUIN Hallen
KOMMYHUKaLNOHHOW KOMNaHU 1 YnpasneHus no
cBszaM co CMU N-BaHka npy Hanuumm
ONUTENbHOro KpeauTa JoBepUst CO CTOPOHbI
pykoBoAcTBa 6aHka 1 NMIMYHOM y4acTuUn ero Ton-
MeHe)XepoB B peanusaunn Hame4YeHHON

nporpaMmbi.

3. Neorpacmyeckas 3oHa npoBeaeHUsi

nporpaMmbI

Mockonbky MHTEpeckl N-baHka
pacnpoCTPaHANUCL N PAcNpOCTPaHSOTCA He
TONbKO Ha MoCKBY, HO 1 Ha HENPEPLIBHO
PacLUMPSIOLNACS KPYr PErMMOHOB, TO
KOMMYHWKaLMOHHas AeaTenbHOCTb 6aHka
oxBaTblBaeT, kpome MocCKBbI, Te pervoHbl, B

KOTOPbIX NMEKTCA ero (*)I/IJ'II/IaJ'IbI.

UCCNEOOBAHUE

N-BaHk akTMBM3MpoBasn CBO
KOMMYHUKALIMOHHYO MONUTKKY B TOT nepuos,
Korga B pekrnamMmHo-nHopMaL“OHHOM
MPOCTPaHCTBE rocnoACTBYHOLLME NO3NLUK

3aHUManu «onurapxmyeckme» 6aHkn — CBC-Arpo,

MHkombBaHK, «Poccuiickuin kpeant», «mnepuany.

B 0CHOBY MX KOMMYHWKALMOHHBIX KOHLIEMNL M
ObINK 3anoXeHbl 06LmMe NpUHLMNBI (MPY HanM4Mm
HE CINULLKOM CYLLIECTBEHHbIX MHAMBUAYANbHbLIX
pasnuyni). AKLEHT B MO3ULIMOHNPOBAHUK
Aenancs Ha (OUHaHCOBYO MOLLb, CBSI3b C
NPaBUTENbCTBEHHBIMU CTPYKTYpaMy,
MeXayHapo4Hoe npu3HaHue (3a nokasaTerb
KOTOPOro NpuMHUManach BenuyinHa
MeXOyHapoAHbIX 3aiMoB HaHka).
KoMMyHMKaLNOHHas eaTenbHOCTb
nepeyYncrieHHbIx 6aHKoOB, SBNSASCL SNIEMEHTOM
«onurapxm4yeckoro Habopay, BKNOYaBLUErO
cobcTBEHHbIE NpeanpuaTusi, cobcteeHHble CMU,

cobcTBEHHYO peknamy u NP, He pewana

Examples of translations. MARKETING

only through putting joint efforts by us and the
bank’s Press Media Relations Department. Nor
would it have been possible without the long-term
participation of the bank’s top managers in

carrying out the programme.

3. Geographical Coverage

As N-Bank delivers its services not only in the
Moscow Metropolitan Area but also in the
constantly growing number of Russian regions,
the bank’s communications activity should be
nation-wide, with special focus on the regions

where the bank has its branches.

MARKETING COMMUNICATIONS STUDY

N-Bank intensified its communications efforts in
the period when most of the advertising and
information support actions were associated with
oligarchic banks, such as SBS-Agro, Rossiysky
Kredit and Imperial. The principles of their
communications activity were very similar, with
small differences. In market positioning, those
banks stressed their financial strength, close
relations with the government authorities, and
international recognition (in terms of foreign loans
received). Their communications activity was
within their ‘oligarchic holdings’ of bank-owned
enterprises, mass media companies, and
advertising and PR firms, not being aimed to

achieve clearly defined marketing objectives.
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KOHKPETHbIX MapKeTUHIoBbIX 3aau.

Ha momeHT pa3paboTkm ONrocpoYHON
nporpamMmebl No passutuio penyTtaumm N-BaHk He
BXOQMN B YMCNO Hanbonee M3BeCTHbIX
hnHaHcoBbIX CTPYKTYp Poccuu. Mo gaHHbIM
Nnpecc-penTuHra aHannTU4YeCcKoro areHTcTea
«Ton-KOHTEHT», pa3paboTaHHOro Ansi aHanusa
nvnaxa 6aHkoB B npecce, baHk He nmen cBoero
«nuuay. OcBegOMNEHHOCTb O €ro ycnyrax obina
HeBbICcOKa. VIMeHa pykoBoauTENEN U3BECTHbI
TOSNBLKO B Y3KOM Kpyry choMHaHCUCTOB. YPOBEHb
npodpeccrmoHannama coTpygHukoB 6aHka He
nogaasarncs OUeHKe, MOCKOMbKY OHM NOYTU
Hukorga He BbicTynanu B CMU ¢ kommeHTapusamm

no Bonpocam oMHaAHCOBOW XXWU3HM.

NMAHUPOBAHUE

A. 3agaum nporpamMmmbl

BaxkHenwmm, ocHoBomnonaratLmm
3M1EMEHTOM KOMMYHUKaLIMOHHON NONTUKKL Nto60omn
KOMMaHuM sIBMsieTcs ee No3nunoHMpoBaHue.
MpoaykTnBHasa naes (MM KOMNIEKC naen)
MO3MLNOHMPOBAHNS SABMSETCA TEM CTEPXKHEM, Ha
KOTOPOM CTPOUTCH BCSI KOMMYHUKaALIMOHHAs
NonuTUKa OUHAHCOBOW CTPYKTYpbI. [1oaTomy
Ba)XKHOM 3afayen aBunack paspaboTtka ngen

nosuumoHmpoBaHusi N-baHka.

XoTs penyTaums KOMAaHuM 3aBUCUT OT TOTO,
4YTO OHa AenaeTt, a He OT TOro, YTo oHa o cebe
roBOpUT, OOHAKO camu no cebe pesynbTaThl
OEeaTeNnbHOCTU HE rapaHTUpYT hOpMMPOBaHNE
BbICOKOW penyTauum — HeoOXoauMo akTUBHOE
npogswkeHne komnaHum B CMW. Moatomy
3apgaya co3gaHua N-baHky npoyHon penyTtaumu,
MO3BOMSIOLLEN YCMELIHO NPOTUBOCTOSATH
(PMHAHCOBbLIM Kpuaucam, npegnonarana peLleHune

LLeJioro psaaa KOHKpEeTHbIX 3agad.

Examples of translations. MARKETING

At the moment of designing its long-term
reputation strengthening programme, N-Bank was
not ranked among the most widely known
financial institutions in Russia. According to a
press coverage rating prepared by TopContent
Analytical Agency, N-Bank had no ‘face of its
own’. Only a limited number of people knew about
the services the bank was offering, and the names
of its top managers were known only by few
bankers. The professional level of the bank’s
management could be hardly assessed as they
too rarely gave their comments on financial

issues.

PLANNING

A. Programme Tasks

The most important, basic component of a
company’s communications activity is positioning.
Itis the core of a financial institution’s overall
communications policy. Thus a significant task
was to develop ideas as to how to do the

positioning of N-Bank.

Though a company’s reputation usually depends
rather on what they do than on what they say
about themselves, strong performance does not
guarantee that a strong reputation will follow.
Establishing a good reputation requires
promotional publications in the mass media. So
the task included developing solutions to a

number of specific problems.
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1. NoBbilleHWe YPOBHA U3BECTHOCTU MapKu N-
BaHka

OTa 3ajava peluanacb NocpeacTsom
yBenuyeHusi npucytctemsa 6aHka B CMIA.
OueHWTb KonM4ecTBo MHopMaLm o 6aHKkax B
npecce No3BonseT NPeCcc-pPenTuHr
AHanNUTUYecKoro LeHTpa (oMHaAHCOBOM
nHdopmauum (ALPN), ¢ 1995 roga B
eXXeMECAYHOM peXxrMe aHanusnpyoLLmMn

mMmaTtepuanbl O GaHkax B npecce.

2. PaboTta Hag umuaxem N-BaHka
CdopmynumpoBaHHasa M3HavanbHoO naes
NMO3MLNOHMPOBaHWSI CTara OCHOBOW Afsi pa3BUTUS
nmmaka 6aHka, KOTopbIi, Kak U3BECTHO, ABMNSAETCS

BaXXHbIM (pakTopom (bopMUPOBaHUS penyTauuu.

OpaHako, NOCKOMbKY KOMMYHMKaLMOHHas
nporpamma N-baHka 6bina paccumMTaHa Ha
ONUTENbHYI0 NepCnekTuBy, Heobxoanmo GbINo
OCYLLECTBNATb NEPUOANYECKYHO KOPPEKLMIO
UMmnaKa B CBSI3M C U3MEHEHNEM BHELLHMX
yCrnoBui n 3agadyamum camoro 6aHka. [ns
koHTpons umuaxa N-baHka B npecce
ncnonb3oBarncs npecc-penTnHr ALLOW,
ny6numkyemblin B xxypHane «bionneteHb

PMHAHCOBOW MHAOPMALNY.

3. UHdbopmmpoBaHue 06 ycnyrax N-BaHka

Kak nokasanu gaHHble yNOMUHaBLLErocs
BbILLIE OMpOCa, NPOBEAEHHOrO COTPYAHUKAMU
MpkyTCKkon rocyaapCTBEHHON 3KOHOMUYECKON
akagemuu, 69% pecrnoHAEHTOB CYMUTAET, YTO
0©aHKM HEAOCTaTOYHO MHAPOPMUPYIOT LLENEBYHO

ay[MTOPUIO O CBOWIX YCryrax.

®rHaHCOoBbIE YCINYrM OTHOCATCS K YMCHy

CINOXHbIX A4 NTOHMMaHUA POCCUAH, NOCKOJIbKY B

Examples of translations. MARKETING

1. N-Bank’s brand communication

This was done through increasing the press
coverage of the bank’s activities and performance.
For banks, the level of press coverage can be
seen in the ratings which are prepared by the
Centre for Financial Information Analysis (CFIA).
The CFIA publishes such data on a monthly basis
since 1995.

2. Development of N-Bank’s image

The initially formulated concept of market
positioning became the basis of developing the
bank’s brand image, an important factor to
establish a good reputation. However, as N-
Bank’s communications programme had been
designed as a long-term undertaking, it was
necessary to regularly adjust the image to the
challenging banking environment and the
changing aims and objectives of the bank. The
monitoring of N-Bank’s brand image in the press
was based on the press coverage ratings issued
by the CFIA in The Financial Information Bulletin.

3. Informing the target audience of N-Bank’s
products and services

According to a survey by Irkutsk State Economics
Academy, 69% of the respondents think that
banks do not communicate sufficient information
on their products and services to the target

audiences.

Financial services are among those that are not

yet adequately perceived by the general public as
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COBETCKOE BPEMSsI OHU UMENM AENO TOMbKO C
ogHuM 6aHkom (CHepbaHkoM), nepeyeHb ycnyr
KOTOPOro Obin 04YeHb orpaHuyeH. Peskoe
paclumpeHmne cdepbl 6aHKOBCKUX YCIyr C
nosiBNeHNeM KoMMep4yeckmx 6aHkoB noTpebGoBano
OT HUX Pa3bACHUTENbHON paboTbl. [MoaTomy
pa3suTUe nMuaxka u penytaumm N-baHka 66110
HEeBO3MOXHO 6e3 nybrvkauum ctaTenHbIx
MaTepuanoB O PasnnyHbIX CTOPOHAX ero
(hMHaHCOBOW AesTENBHOCTU M Npeanaraembix

KNMneHTam Ct)MHaHCOBbIX npoaykrax.

4. Heobxoammo Takxe Oblno o0dUTbCs Toro,
4T0OLI N-BaHKk MOCMOSIHHO YNOMUHAJICS 8
o630pax, pelimuHaax, mabnuyax u opyaux
UHGhopMayuoHHbIX NPodykmax Aes108020
xapakmepa. Takas popma MHHOPMaLMOHHOro
npucyTcTBusA TpeboBana KponoTnMeon paboThl,
OflHaKo, OHa BecbMa [elNCTBEHHA, NOCKObKY
paccuyuTaHa, Npexae BCero, Ha paLMoHanbHoe
BOCMNpUSATME MHDOPMALMN NMIOObMMU,
npuHMMatoLW MK peleHuns. Kak nokasanu
nccnenoBaHusi, NPoBeAEeHHbIE MO PYKOBOACTBOM
npod. J1.J1. AHTOHOBa, pykoBOAUTENN
npeanpusiTui Npu Boibope 6aHka napTHepa Takomn
“BHELUHEN” MHCpopMaLUK yaoensaoT ocoboe

BHMMaHMe.

5. PacwupeHne KOMNEeTeHTHOro NpucyTCTBUSA
B CMU

[nsa pa3suTus penyTaumm BaxHa
YBEPEHHOCTb LIeNIEBON ayaMTOPMUN B BbICOKOM
ypOBHe creuynanunctoB 6aHka. MNoatomy 6bino
BaXKHO, 4TObbI cneumanucTtbl N-BaHka ctanu
MOCTOSIHHBIM MCTOYHUKOM KOMMETEHTHOMN
KOMMeHTapuiiHon nHdpopmauum 8 CMU no
pasnuyHbIM NpobrieMamM 3KOHOMUKN U
domHaHCOBOro pblHKa. KonmyecTBeHHO OLEHNUTD
KOMMETEHTHOE NPUCYTCTBME CNeLmManncToB GaHka
B npecce No3BonsieT yNOMVHAaBLUUACS Bbille

npecc-pentnHr ALUPU, a Takke penTuHr,

Examples of translations. MARKETING

in the Soviet era they had only one bank (the
Savings Bank of the Soviet Union), and the list of
banking services was very short. The increased
number of services attributable to the emergence
of commercial banks required a lot of effort to
increase customer awareness. So the
development of N-Bank’s brand image and
reputation was impossible without publications on
the wide range of the bank’s financial activities

and the products the bank was offering.

4. Also, it was necessary to ensure that N-Bank is
mentioned regularly in reviews, ratings,
rankings, comparative tables, etc. This form of
ensuring a strong media presence requires hard
work, but such efforts are usually justified as they
are targeted primarily at potential corporate
customers. The analysis conducted by Prof. L.
Antonov shows that corporate managers pay
particular attention to this “external” information

when selecting a banker.

5. Strengthening the media presence of the
Bank’s managers

To strengthen a bank’s reputation, it is important
that the target audience are sure of a high
professional level of its managers. So it was
significant that N-Bank’s managers should
become a permanent source of professional
comments on various economic and financial
issues in the press. To quantitatively measure the
bank’s experts’ presence there, the
aforementioned CFIA ratings were used, as well
as those published by Komsomolskaya Pravda, a

daily widely-read newspaper.

10



lMpumepsbi nepesodos. MAPKETUHI™

ny6nukyembin razeton «Komcomonbckas

npasgan.

6. MpooBwkeHne nepBoro nuua 6aHka

OcC0BEeHHOCTLIO MEeHTanNUTeTa POCCHUSIH,
oTMeYaeMoWn rncuxonoramu, iBNAeTcs
MOBbILLEHHbIW, NO CPAaBHEHMIO C 3anagHbIMu
CTaHJapTamMu, UHTEPEC K NepBbIM NepcoHamM
OEenoBbIX, MOMUTUYECKUX U KYNbTYPHbIX
opraHusauumi. lNogyac oTHOLEHUE K opraHu3auum
Hanpsmyto onpegenseTcs OTHOLEHNEM K ee
pykosoautento. Noatomy BcemepHoe
npoaBMKeHUe 1 “packpyTka” NnepBoro nuua 6aHka
ABNAeTCs a(pPEKTUBHLIM CPEACTBOM MNOBbLILLEHUS
WHTEepeca n goBepus K Hemy. PelueHne aTon
3agayv 6bino BecbMa akTyanbHbiM Ans N-baHka.
Kpome npecc-pentuHra ALLIOW, naBecTHOCTL U
BNUATENBHOCTb pyKoBoauTens 6aHka no3sonseT
OLEHUTb NYBNNKyeMbIn XXypHanom «KcnepT»
«PenTtunHr Hanbonee BANATENBHbIX

(PUHAHCUCTOBY.

b. LleneBas ayautopus

MosnumoHnpoBaHme N-baHka npegnonaratoT
OXBaT MPOMbILLIEHHOCTH, TPaHCNopTa, CBA3M,
oMHaHCOBOW chephbl, rocyaapCTBEHHbIX
yupexaeHui n npeanpusatui. Nostomy Lenesas
ayauTopus, Ha KOTOPYH AOMmkKHa ObiTb
paccunTaHa KOMMYHUKaLMOHHAs aKTUBHOCTb
6aHKka ABMNAeTCs MakCUMarnbHO LUMPOKON 1
BKIOYAET:

" rOCy[apCTBEHHbLIN annapart u

YMHOBHUNYECTBO,

" KPYMHbIX KOPNOPATUBHbLIX KITMEHTOB,
" npeAcTaBUTENEN MENKOro U CPELHEro
bu3Heca,

" YaCTHbIX rpaXXgaH.

Mockonbky MHTepeckl N-baHka

Examples of translations. MARKETING

6. Strengthening the media presence of the
Bank’s CEO

According to psychologists, a peculiarity of
Russian mentality is increased focus, as
compared to Western standards, on what and
how chief executive officers of commercial,
political and cultural organisations say and do.
Sometimes the attitude towards an organisation is
directly determined by the attitude towards its
CEO. This is why strengthening the media
presence of a bank’s CEO is an effective tool for
increasing the interest and confidence in him/her.
And this was so with N-Bank as well. In addition to
the press coverage ratings published by the CFIA,
we have the Rating of the Most Influential
Financiers that is periodically published by Expert
magazine to show the level of popularity of CEOs

from banking and financial companies.

B. Target Audience

Our brand positioning project is aimed primarily at
the manufacturing, transport, communication and
financial services sectors, as well as government

institutions and enterprises. The target audience

is thus made up of:

= Government officials

= |arge corporate customers

= Small and mid-sized businesses

= Private individuals

As N-Bank’s activity covers geographically not

11
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pacnpoCTpaHsTCA He ToNbKo Ha MockBy, HO 1
Ha POCCUIACKME PETrNOHBI, M HEKOTOPbIe CTpaHbI
CHI, To uenesas ayautopus BKro4YaeT B cebs He
TONbKO MOCKBUYEN, HO Takke XuTenen psaa

PErMOHOB 1 HEKOTOPLIX CTpaH bbiBlwero CCCP.

B. ®opMbl MH(pOPMaALMOHHOrO BO3OENCTBUSA

[nsa peanusaumn HaMeyYeHHOWM NporpamMmbl
MCnonb3oBanuncb pasHoobpasHble CpeacTea
KOMMYHMKaLMK, Cpeamn KOTOPbIX BaXXHENLLUMM
Obinu:

1. PazbsicHuTenbHoe npucytcteme B CMU,
Lienb KOTOPOro NPOCTLIM, MOHATHBLIM SI3bIKOM
pa3bsCHUTL LIENEBOW ayguTopun, 4To
npeacrtaBndaeT u3 cebs 6aHk unun npeanaraemMblie
um ycnyrn. [locturaeTcs 310 nyTem pasMmeLleHms
B 9NEKTPOHHbIX U nevaTHeix CMW matepuanos
TMna “advertorial”’, npeacTaBnsLWMX CMELLIAHHYO
dopmMy 06bABNEHNS, COAEPXKALLErO SMIEMEHTHI
NPsIMON pekrambl, HO CMaKETUPOBAHHOIO U
NoAaHHOro Kak pefaKkLuMOoHHbIA MaTepuan. B
oTnn4me oT “3aKkasHbiX” cTaTen, maTepuansl TMNa
“advertorial” He NpeTeHAYT Ha OO BLEKTMBHOCTb,
pasMeLLaTCs Ha npaBax peknamMbl U MPU3BaHbl
pacckasaTtb 0 6aHKe “OT nepBoro nuua” nnm
BblCKa3aTb €ro no3uumio no Tomy Unu MHOMy
BOMNpOCY.

2. UHpopmaumoHHoe npucyrtcreue B CMU,
npeacTaBnAoLLEee Knaccnu4eckuin nabnuk
punenwHs. Llenb ero - obecneveHne
perynspHoro, kak Mo>xHo 6oree 4acToro,
nosiernexHms B CMW/ maTtepmanoB 0 pas3nuyHbIX
CTOPOHaxX AeATenbHOCTM BaHKa, 4EMOHCTpauus
aKTMBHOW XWN3HEOEeATeNbHOCTHW, AONOMHUTENBbHOE
NpvBNeYeHne BHUMaHUA K GaHky.

3. KomneteHTHOE npucytcTBue B CMU

4. baHK Yepes nepBoe NULO

5. CneuunanbHble MeponpuATUA - 6pndnHrK,
npecc-KoHdepeHuun, npecc-obenbl, CEMMHaphbI 1

TA.

Examples of translations. MARKETING

only the Moscow Metropolitan Area but also
Russian regions and some of the CIS countries,
the target audience includes not only Muscovites
but also those living in the target Russian regions

and in the ‘near abroad’.

C. Information Influence Techniques

To implement the programme, we used a set of
communications tools, the most important of

which were as follows:

1. Use of advertorials to inform the target
audience in plain language of the bank and the
services it offers. This is achieved through
publishing advertorials in the electronic and print
media. Unlike ‘ordered’ (promotional) articles,
advertorials do not pretend to be objective, and
are published as ads to inform readers of an
organisation from the first person point of view of
its CEO or to express his/her opinion on a

particular problem.

2. Regular media presence, a component of
traditional public relations. The aim is to ensure
that information about the bank’s activities and
initiatives is reflected in the media regularly and
as frequently as possible to attract additional

attention to the bank.

3. Management’s media presence
4. CEO’s media presence
5. Marketing events: briefings, press

conferences, press lunches, workshops, etc.

12
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. BbI6op KOMMYHUKALMOHHbLIX KaHasnoB

Mpecca

Mo paHHbIM HesaBucKMMON aKkcnepTHOM
CnyX0bl COLMONOrMYECcKNX nccnenoBaHnn
(H.9.C.C.WN.), kaxxgblh YeTBEPTLIN ONPOLLEHHbIN
13 Yncna YacTHbIX KNMEHTOB cYnTaeT npeccy
Hanbonee NpeanoYTUTENbHBIM KaHanom Ans
6aHKoBCKOM koOMMyHMKauun. Cpean
KOprnopaTMBHbIX KIMEHTOB peknama B npecce

ele 6onee nonynspHa.

["naBHbIMU OOCTOMHCTBaMU npecchbl
ABNAKTCA ANUTENBHOCTb BO3JENCTBUSA, CO3aHne
BTOPWYHOW ayauUTOpUM, BO3MOXHOCTb
NMoCcpeaCcTBOM COOTBETCTBYHOLLLErO noabopa
n3gaHun Hambonee nonHO OXBaTUTL LENEBYHO
ayautoputo N-bBaHka. Kpome Toro, kak
nokasbiBatoT uccrnegosanms Gallup Media (BecHa
1999 r.), npecca nonb3yeTcsi HAaNboONbLLUM
JoBepueM poccusiH. NMoaToMy MMEHHO npecca
cTana BegyLUMM KaHarloM B XO4e peanusaumm

KOMMYHMKaLNOHHOM nporpammbl N-BaHka.

TeneBngeHue

B Poccun TeneBugeHune aBnsetcs
€0MHCTBEHHbIM ObLLeHaLMOHaNbHbIM CPeaCTBOM
MaccoBOM MHpopmauun. ATo 06 BACHAET
nogaensowee npeobnagaHue TeneBnaeHns Kak
peKriaMoHOCUTENSA Had APYrMMU KaHanamm
pacnpocTpaHeHnsa nHdopMauuu.
lMpeBanvpoBaHne TeNeBMOEHNS B pekname Hag,
pagmo 1 Npeccon ABnAeTca OTNIMYUTENbHON

0COBEHHOCTBIO POCCUIACKOrO PhiHKA.

TeneBuaeHvie akTVBHO MCMONb30Banoch u
NPOAOIKAeT UCMOSb30BaTLCSA B PEKIaMHOM

nestenbHocTn 6aHkoB. OgHAKO OHO ropasgo

Examples of translations. MARKETING

D. Selection of Communications Channels

The press

According to a survey by Independent Expert
Social Research Service (1.E.S.R.S.), one fourth
of the interviewed individuals believe the press is
the most preferable channel for communicating
bank information. Corporate customers still prefer

press advertising to all other channels.

Major advantages are a long duration of influence,
creation of a pass-along audience, and the
capability of reaching the target people using a set
of selected publications. Besides, the survey by
Gallup Media as of spring 1999 showed that most
Russians see the press as the most reliable
source of information. So it was the press that
was selected as the main channel to implement

N-Bank’s communications programme.

Television

In Russia, television is the largest advertising
medium having an overwhelming dominance over
other mass media. This dominance of TV over the
radio and the press is a distinctive feature of the

Russian information services market.

Communication via television has been actively
used within banks’ advertising campaigns.

However, it is far too seldom that episodes about

13
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pexe nokasbiBaeT CIOXeTbl 0 paboTe 6aHKoB 1
KOMMEHTapuu Ux crneumanuctoB. CBA3aHO 3TO C
OpUeHTauuen TeNEBUAEHNS HA MacCOBOTO
3puTENS Y HE3HAYUTENBHBIM YXACTIOM NPOrPamMm
[lenoBoro xapakrepa. HecMoTpsi Ha aTo B xoae
peanusauum HaMe4YeHHoN NporpaMmel Ha
TENEeBUAEHNN B MHGOPMALIMOHHbLIX Nepeaayax u
nporpaMmax, NocBsILLEeHHbIX (PUHAHCOBOMY
PbIHKY, EMOHCTPUPOBanuch ctoxeTbl 06 N-BaHke

N KOMMEeHTapun ero cneunanuncTos.

Pagwno

Paguo, koTopoe poccusiHe crnyLuatoT, B
OCHOBHOM, B MalLMHe 1 Ha paboTe, no3BonseT
pacwmnputb ayautoputo MNMP-kamnaHum n oxeaTuTb
AonornHuTenbHble uenesble rpynnbl. [loatomy
paamno perynsipHO UCMonbL30Banoch Ans
MHOPMUPOBAHMSA ayaUTOPUN O NONOXEHUU Aen
B N-BaHke 1 kak TpubyHa ANns BbICTYMMAEHUS ero

pyKOBOAUTENEMN.

Examples of translations. MARKETING

banks’ activities and bankers’ comments are
broadcast on television as the TV channels focus
mainly on general audience, allocating little time
to business-focused TV programmes. That
notwithstanding, episodes about N-Bank and its
experts’ comments were broadcast on TV during

the marketing campaign.

The radio

With many Russians listening to the radio mostly
in their cars and at their workplaces,
communication over the radio enables broadening
the coverage of a PR campaign and winning
additional target groups. So it was used as a
channel to inform the target audience of the
bank’s performance and customer services as
well as that for its top managers’ to comment on

current issues.

14
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Examples of translations. MARKETING

AN EXAMPLE OF A TRANSLATION FROM ENGLISH INTO RUSSIAN |
IPUMEP INIEPEBOJIA C AHI'JIMMCKOI'O HA PYCCKHI

MARKETING

MAPKETUHI

AN ARTICLE ON PUBLIC RELATIONS

MEASURING THE IMPACT OF
PUBLIC RELATIONS

Deborah Hauss

president of In-Hauss Strategies,
NJ-based marketing communications firm

New electronic research methods improve

campaign evaluation

NEPEBOJ CNELMAITM3NPOBAHHON
CTATbU

OLIEHKA 3®®EKTUBHOCTMU
NMUAP-KAMMAHUNA

He6opa Xaycc

MPE3UICHT MapKETHHIOBO-KOMMYHHUKAIIMOHHOM (pUpMBI
In-Hauss Strategies, mrat Heto-Ixepcu, CIITA

HoBble MeTOAbLI NMap-UccregoBaHUs C
MCMOJIb30BaHMEM KOMMbIOTEPHbLIX CUCTEM

MOBLIWAKT Ka4eCTBO OLEeHKN nNuap-

The latest technological advances, computer
software programs and other state-of-the-art
applications in public relations research and
evaluation have added a vital twist to the age-old
media clip book. Because research information
has never been so accessible to public relations
firms and corporate clients alike, venerable
techniques such as article content analysis, phone
and mail surveys, focus groups and before-and-

after attitude studies are being looked at in a new

KamMnaHumn
Camble nocnegHue TexXHornorn4yeckume
pa3paboTku, KOMMbIOTEPHOE nporpaMmMHoe

obecneyeHve 7 apyrne COBpPEMEHHbIe
npvknagHole MeToAbl MNWap-UccnedoBaHus U
OLEHKN SABMSAOTCA BECOMbIM [OMOMHEHNEM K
NCMNOMNb30BaHUIO TPaAOVULMNOHHBIX nogbopok
U3BIEYEHUN W3 MaTepuanoB, pasMeLlaeMbiX B
cpeacTBax mMaccoBow MHgopmauun. B cuny Toro
yTO eule HuKorga nccrnegoBarerbckas

WHdopmaumss He Obina CToMb LOCTYNHOW Kak

15
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light. The days of mainly clipping articles for the

decision maker to review are gone.

Purveyors of research services have taken public
relations campaign results to the “nth” degree by
introducing on-line, personalized information
systems, issues management to take the pulse of
the public, and charting tools to help calculate the
Inquiry

management services can even account for the

most cost-effective  marketing mix.
number of leads that come in via a public relations
campaign, including how much is spent on each

inquiry and how many leads turn into actual sales.

Several new types of research and evaluation
techniques are in their infant stages. Before
integrating them into everyday practice, public
relations researchers are testing the waters on
factor analysis and linking attitudes to behavior.
Measuring “active versus passive” attitudes, and

focusing on those interested in a message is

Examples of translations. MARKETING

nuap-cpupmaMm, Tak W UX  KOPMOPATUBHbLIM
KNWeHTaMm, no-ApyroMmy paccMaTpuBaloTcs Takue
NMpoBepeHHble BPEMEHEM MeToAbl, Kak aHanus
coaepXaHust ony6rnMKoBaHHbIX cTaTen,
TenedoHHble M MNo4YToBble Onpockl, pabota ¢
dookyc-rpynnamn U uccriegoBaHWe OTHOLLEHUS
noTeHuManbHbIX NOTpebuTenen kK npegMeTy nuap-
KamMnaHum o v nocne ee npoBegeHus. Mpowinm
Te BpeMeHa, Korga

OCHOBHbIM  CpeaCTBOM

aHanusa SBnSAnca  NPocMOTp  MOAGOPOK ¢

OHyGJ'II/IKOBaHHbIMM OTKITNKaMMW.

MocTaBLuukn ycnyr no nposegeHuo  nuap-
nccnenoBaHuii MHOIOKpaTHO pacwupunun
BO3MOXHOCTU aHanunsa I'II/IaDOBCKOIZ

OeAaATernlbHOCTU nyTeM BHeOpeHUA OHMaNHOBbIX

nepcoHanu3vpoBaHHbIX MHOPMaLMOHHbIX

cuctem gnst obpaboTku onpeaeneHHbIX BUOOB

AaHHbIX, cucremMm ynpaBneHua aHanm3om

CBA3aHHbIX C  MWapoM  BOMPOCOB  AJIS

«MpOoLLYNbIBaHUS Mynbca» LEeneson ayautopuu, a
cnocob6os,

TakKke Pa3nnNYHbIX

npeaycMaTpuBaloWmMX — NPUMEHEHME CXEM U

rpacdukoB ANt KONIMYECTBEHHOIO OnpeaeneHus

Hanbonee acpbekTnBHOIO Habopa
MapPKETUHIOBbIX ~ MHCTPYMEHTOB.  Ycnyrm  no
yrpaBneHnio  onpocamMu  MO3BOMSAT  Jaxe

YYnTbIBaTb YNCITO NOTEHUMalbHbIX I'IOTpe6VITeJ'Iel7I

B paMKax KOHKPETHOM Muap-kammnaHuu, BKro4vast

pacyeT pacxodOB Ha  Kaxabli  onpoc M
onpedeneHne  KonuyecTea  npegnonaraembix
notpebuTenen, KoTopble moryT cTaTb

noKynartenamu npeanaraemMbiX NPOoaYyKTOB.

Psn HOBbIX TWUMOB MMap-UCCNENOBaHUS U OLIEHKM

HaxogATca B cTaauu paspaboTku. [o Havana ux

MpaKkTU4eckoro MPUMEHEHMSI  MUCCregoBaTenu,
pabotaowme B obnactm  opMMpoBaHMUS
06LLeCTBEHHOro MHEHWUS, npoBepsitoT

BO3MOXHOCTU (DaKTOPHOrO aHanusa, a Takke

KOoppenAuno OTHOLUEeHUA Luenesomn aygutopum m
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attitude
according to Lloyd Curbid, Ph.D., director of

another new frontier in research,

research for Burson-Marsteller in New York City.

A growing climate of accountability has
emphasizded the need to use these and other
research evaluation techniques. Most of the
experts interviewed stressed that defining
strategic objectives and supporting them with
research from the onset can help clients
determine whether they actually achieved their

return on investment (ROI).

“Basically, you can’t do evaluations unless you set
goals and objectives in advance of your content
analysis,” said Dr. Walter K. Lindenmann, APR,
senior vice president and director of research for
Ketchum Public Relations in New York City. “For
example, if this year you did a survey where 50%
of the respondents were familiar with your
company, next year, you should plan to reach

60%. That is a measurable goal.”

Examples of translations. MARKETING

ee noeefeHunss B KadyecTBe notpebutenen. [lo

mMHeHuto  Jlnompga KepbuHa (Lloyd Curbin),
JOKTOpa  HayK, [OupeKkTopa  HbH-NOPKCKON
komnaHu1  Burson-Marsteller, ewe  ogHum

nepcnekTuBHbiM  BMOOM NPOBOAUMbBIX CerogHs
nccrnegoBaHUn ABNSETCH OLEeHKa, uenb KOTOpOIZ =
pasgennte noTeHunarbHbIX I'IOTp66I/ITeJ'Iel7I Ha
adKTMBHbIX W NaCCUBHbIX W CKOHLUEHTpUpoBaTb

BHMMaHME Ha TeX, KTO MNpodABAE€T UHTepecC K

3anoXeHHoMy B NMapoBCKOWN KamnaHum
““meccnoxy’.

Poct TpeboBaHui K y4yeTy pacxogoB U
pacrnpegeneHnto cdep OTBETCTBEHHOCTM 3a
pasnuyHble BUObl OEATENbHOCTU  Bbi3biBaeT
HeobxoaMMoCTb ncrnonbL3oBaTb

BbILLENEPEUNCNEHHbIE U MPOYNE WHCTPYMEHTbI

OLEHOYHbIX nccrnegoBaHui. BonblunHCTBO

crneuvanucToB, Yy4acTBOBaBLUMX B OMpOCE,
npoBegeHHOM

Public

WMHOPMALIMOHHBIM ~ U3AaHNEM

Relation Journal, oTmeTunu, 4TO

onpeneneHne cTpaTermyeckmx uenem "

nogaepka WX  OOCTMXKEHUS  MocpedcTBOM

COOTBETCTBYIOLIMX MWCCNEdoBaHUA C  camoro

Hayana peanu3auuM  NUap-npoeKTa  MOXeT
MOMOYb KIMEHTaM yBuOeTb, Kakum 6ygeT ux
peanbHbli [0XO4 Ha BIIOXEHHble B MPOEKT

cpencrea.

«Boobule roeops, Bbl He MOXETe BbINOSHUTD

Kakyto-nMbo OUEHKY, €ecrnu He MoCTaBunu

onpederieHHbIX  Uenenm W 3agad  nepea
npoBeAeHNEM KOHTEHTHOro aHanmsa», — roBOpuT
Banbtep K. Jlnngenmanu (Walter K. Lindenmann),
BULIE-NPE3NOEHT " OuVpeKTop oTgena
nccrnegoBaHun Hblo-MOpKCKon koMnaHum Ketchum
Public Relations. — K npumepy, ecnu B Tekyiem
rogy Bbl MPOBENM OMPOC, M3 KOTOPOro cregyer,
yTo 50 NPOLEHTOB PECNOHOEHTOB 3HAOT O BaLleNn
KOMMaHWK;

Ha cnegylowWwwWid rog BaM  HYXHO

nnaHnpoBaThb MNoJly4yeHne pesylbrtaTta, paBHOIo 60
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To set measurable objectives, many practitioners
are now strongly suggesting the inclusion of
research as part of a campaign’s overall strategy
from the outset. This is good news for supplier of
research and evaluation counsel and services. In
the past, they have often been overlooked until
the last minute, when research would be
incorporated into a campaign if there was enough

time, money and management interest.

Overabundance of data

Until about five years ago, the overabundance of
research data called from campaigns could not be
effectively tabulated and easily implemented by
clients. But new computer technologies have
changed that pattrn. “In the old days, data was
filed away in clip books, files and databases that
weren’t doing anyone any good”, said Katharine
D. Paine, president of the Delahaye Group, in
Hampton Falls, NH. “We wanted to transform that
information into an on-line interactive database
from which clients could continually draw

conclusions.”

The Delahaye/Desktop™  software

allows Delahaye clients to easily retrieve data

package

about their programs at their own desktop

Examples of translations. MARKETING

npoueHTaMm. OT0 ”n ecTb Uenb, CTeneHb
OOCTUXeHUA KOTOpOIZ MOXHO OUEHUTb».
Onsa onpeaeneHunda cTeneHn OOCTUXeHUA

noggaroLmnxcs usMepeHuto Lenen MHorne ompmeol

cerogHd HacCtamBakT Ha BKIMKOYeHUUM nuap-

nccnenoBaHuini B Ka4yecTtBe oaHOoro n3
KOMMOHEHTOB 0obLLiel CTpaTterum nmap-kamnaHmm c
caMoro Ha4vana ee nposeaeHu4. OTO HE MOXET He
pagoBaTtb MNOCTAaBLUMKOB KOHCYJIbTALMOHHBIX W
ncenenoBarternibCkux ycnyr B [aHHoMn obnactun. B
npowsiom C I'IO.EI,O6HbIMM 3aKka3aMn K HUM
O6paLLLaJ'II/ICb nuwb B nocnegHnn MOMEHT, Aa u
TO, €CJ11 Ha 3TO eLlle OCTaBalsioCb BpeMA U AEeHbIn
N nNpucyTcrTteoBalia 3anHTepeCOBaHHOCTb B 3TOM

CO CTOPOHbI PYKOBOACTBA (PMPMbI-KINNEHTA.

MNMepeunsbbITOk MHhopMmauumn

Ewe natb netr Hasag O nbwas  4actb

ncenegoBaTternibCkKUX  AOaHHbIX, MNOJTy4YeHHbIX B

pesynbTaTe MPOBEAEHUs Muap-kamnaHuu, He

mMorna ObITb JOMKHbIM obpasom
knaccmndumumpoBaHa 7 acppekTnBHO
MCnonb3oBaHa KnuneHTamu. Cutyauus
n3MeHunach c NosiBNeHNEM HOBBbIX
KOMMbIOTEPHBIX ~ TexHororvh.  «B  mpowwnom
cBegeHus  cobupanmucb B nogbopkax  C

Bblpeskamn, darnnax M 6asax AaHHbIX, KOTopble
HEe MPVHOCUNN HUKOMY HWKAKOMW MOnb3bl, —
rosopuT KatapuHa [. MNewnH (Katharine D. Paine),
npesngeHT  amMepukaHCKoM  KomnaHum  The
Delahaye Group m3 wTtarta Hbeto-Iamnwwup. — Mbl
XxoTenu npeobpasoBatb 3Ty MWHGOpMaUMi B
OHNNAMHOBYID  WMHTEPaKTMBHy0 6asy AdaHHbIX,
MCMNOMb3ys KOTOPYI, HalM KITMEHTbl MOCTOSHHO
MOrnu Obl AenaTtb HeobXxoaAnMble BbIBOAbI».

MporpammHbIi naket Delahaye/Desktop™
No3BOMNSAET KIMEHTAM 3TOM KOMMNAHMU ObICTPO

HaxXoOuUTb HYXHbl€ MM [OaHHblE, 0To6pa>|<aeMb|e
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computer. They can then chart and tabulate that
data to spot trends, identify areas of opportunity or
problems and summarize results. The user's own
database thus becomes an interactive front end to
Delahaye’s comprehensive

press coverage

analysis service.

Just like Delahaye’s interactive software program,
the CARMAS"

incorporates a client’s customized data, giving the

“Search” software program
client the opportunity to have information on
trends at his or her fingertips. “Someone can learn
to use this menu-driven program in five minutes,”
said Albert CARMA

International, in Washington, DC.

Barr, president of

Barr outlined how the program works: “You are
sitting at your desk and a reporter calls you. While
you are speaking to him or her, the program can
pinpoint where that reporter stands on a product
or issue. It also shows you the percentage of
favourable, negative or neutral coverage he or
she has given your company. From a strategic
point of view you can look at thousands of

journalists this way,” he explained.

Examples of translations. MARKETING

Ha 3KpaHax KOMMbKTEPOB. 3ateM Ha OCHOBaHWUK

3TUX OaHHbIX OHU MOTyT COCTaBlIATb rpacbleM n

Tabnuupl ans BbISIBNEHNsI TeHOeHUMN,
BO3MOXHOCTEM wunuM npobnem wn ob6obwaTb
nonydeHHble pesynbTatbl. Takum  06pasom,
cobctBeHHas 6Gasa QaHHbIX  MOnb3oBaTens
CTaHOBUTCH WHTEPaKTUBHLIM CpencTBOM
OTKpPbLITOrO  JOCTyna K ycrnyram  KOMMaHuu
Delahaye no  nposBegeHWio  KOMMMEKCHOrO
aHanusa OTKIMKOB B Nnpecce.

MopobHo WHTEPaKTUBHON KOMMNbIOTEPHON

nporpamme ot komnaHun Delahaye, npuknagHas
nporpamma CARMA3" “Search BknioyaeT B cebs
afjanTMpoBaHHble aons MCMnonb30BaHUSA

KnueHTamm OaHHble, npeaocTaenss UM
BO3MOXHOCTb Mofy4aTb UHOPMALMIO O TEKYLLIMX
TeHOeHUMsX C MOHUTOpa KoMnbloTepa. «PaboTe ¢
3TOM MpPOrpaMMoN MOXHO HayyUTbCs 3a NATb
MUHYT», — yTBepxgaeTr Anbbept Bapp (Albert
Barr), npeangeHt komnanunm CARMA International

13 BawumHrrona.

Anbbept bapp ob6bscHsieT, Kak OHa paboTaer:
«Bbl cugute 3a cBoum paboynm CTONOM, N Bam
3BOHUT XypHanucT. Moka Bbl pasroBapuBaeTe C
HUM, KOMMbIOTEPHAs nporpaMmMa MOXEeT BaMm

noackasaTthb, Kakon TOYKN 3peHnda OH

npuaepxvBaeTcs MO MoBogy OnpeaerieHHoro

npogykta wunu Bonpoca. [lporpamma Takke
0TOOpa3nT Ha 9KpaHe KOMMbTepa MPOLIEHTHYHO
JOono  BrnaronpuATHbIX, OTpUUATENbHbIX  WUIKX
HEeNTparnbHbIX OT3bIBOB O BalleW KOMMaHuu. IOTO
Nno3BonsgeT BaM «uMAeHTUMUMpoBaTb» ThICAYU
obpalLalLLmXcsa B Bally KOMMAHUIO >XYpPHaNmncToB
B CMbICrie Lenecoobpa3HoCTM nopaepXaHus C
OTHOLLIEHUI B

HUMN cTpaTern4yeckomn

nepcnekTnee».
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Expanding content analysis

Public relations researchers provide quantitative
and qualitative measures of what the media is
saying about a client’s products and issues. One
of the key measurement buzzwords among these

researchers is “content analysis”.

“Content analysis is getting more sophisticated
versus just picking up clips,” said Lindermann of
Ketchum. “When we do content analyses for our
clients, we build 36 to 40 variables into the

computer program.”

In the past, practitioners could arrange for clipping
services but had to do much of the content
analysis via qualitative rather than quantitative
methods, researchers noted. Now Dialog, and
Mead Data Central's Nexis® and Lexis®

automatically download the articles into a

database.

“All data is loaded into a computer so we can
uncover certain nuances such as in which section
of the country the media is more favourable,: said
Lindenmann. “We can also do a byline analysis to
see who is predisposed negatively or positively (to
the client’'s key messages).” When you have that
many variables, they have to be computerized.
You end up with fascinating data to better plan

publicity efforts.”

Examples of translations. MARKETING

PacwmpeHue aHanusa cogepxxaHusi OT3bIBOB

Wccneposatenn B obnactm nuapa npoBogsATt
KONMMYECTBEHHYKO M Ka4eCTBEHHYK OLEHKY TOrO,
4YyTO roBOPUTCA B  CpeacTtBax  MacCoBOW
MHdopMaLUun 0 NpogyKTax KIMEHTOB M MO NoBoay
BOMPOCOB, CBSA3@HHLIX C WX [OESATENbHOCTLHO.
OfHMM 13 caMbiX pacnpoCTPaHEHHbIX TEPMUHOB
CEerofHs cTan «aHanms copepXaHusi OT3bIBOBY,
UIn «KOHTEHTHbIV aHanu3y» (content analysis).

«KOHTEHTHbIN ~ aHanu3  cTaHoBuTCs  Gonee
KOMMMEKCHbIM MHCTPYMEHTOM MO CpaBHEHWIO C
cobuvpaHvem noabopoK OTKMMKOB, — TOBOPUT
Banbtep JlvHgeHmaHH n3 komnavum Ketchum. —
Korma mMbl npoBoAMM aHanvM3 CoAaepXKaHus
OTKIMMKOB CBOWX KIWEHTOB, Mbl BCTpavBaeMm B
36 po 40

nepemMeHHbIX 3Ha4YeHun Oona onpepneneHna Toro

KOMMbIOTEPHYD  nporpaMmMmy  OT

N1 NHOIo NokKasaTtena».

Kak oTmevatoT cneumnanuctbl, B MUHYBLLNE roabl

du1pmbI
nogrotoBke nogdbopok ot3bisoB B CMW, npu atom

YyacTo opraHusoBbiBanyM paboTy no
Jernasi MHOroe M3 TOoro, YTo Ternepb HasblBaeTcs

KOHTEHTHbIM aHanm3oM, no OGonbwen Mepe

NpMMEHAs  MeToAbl  KayeCTBEHHOW, a He
KONMUYECTBEHHOW OLEeHKW. Tenepb nNpuKnagHble
nporpammbl Dialog, Mead Data Central’'s Nexis®
M Lexis® B aBTOMaTtU4eCKOM pexume 3arpyxaroT
HY>XHble cTaTby B 623y AaHHbIX.

«Bce paHHble 3arpyxalTcs B KOMMNbIOTEP,
MoSTOMYy Mbl MOXEM aHanM3npoBaTb HEKOTOpble
HIO@HCbl, B TOM u4ucrne onpeaensaTb, B KakoMm
CMN «

roBOpuT

pernmoHe ©narocknoHHOCTb KINMeHTy

Hanbonee  BbiCOKa, — Banbtep

JInHgeHmaHH. — Mbl Takke MOXET MpOBECTU

bonee noapo6HbI aHanus TOro, KTO

oTpuuaTesibHO, a KTO NOJIoXNUTernMbHO HacTpoeH no
OTHOLLUEHUIO K

KIMO4EeBbIM «MeccunaXxam»
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Identifying database criteria

Ketchum, Delahaye, CARMA and other firms
providing research services all identify variables to
profile media coverage for their clients on a
computer database. For each article or transcript,
researchers may identify some or all of the

following:

¢ name of the media outlet;

o outlet’s city of origin;

o type of publication (daily or weekly newspaper,
magazine, trade publication, wire service, and so
on);

e type of coverage (news, editorial, opinion or

letter-to-the-editor);

o favourability, in terms of the client’'s point of

view;

¢ ranking of articles as favourable, unfavourable

or neutral compared to the client’s position;

e sources quoted from the client’'s side compared

to the competitor’s side;

e name of journalist / writer;

Examples of translations. MARKETING

knneHToB». -H JlnHoeHmaHH gobasnseT: «Korga
y BaC TaK MHOM0 JaHHbIX C MepeMeHHbIMU
ObITb

3Ha4YeHNAMMN, OHU OOJKHbI

KOMMbIOTEPU3OBAHHbI M UCMONb30BaHbl AN
bonee ahdeKTMBHOrO NIaHUPOBaHUSA Ballewn

nnap-0eAaTenibHOCTU».

Onpe.qeneHMe cogepxatenbHbIX

XapaKTepuCTUK 6a3 AaHHbIX

Komnanun Ketchum, Delahaye, CARMA n gpyrue
opraHusauuu, npegocTaBnsawowmne ycnyrm no
NPOBEAEHMIO NUap-uccnegoBaHWKn, onpeaensawoT
nepeyeHb

cogepXxarteribHbIX XapakTepucTtuk

KOMMNbIOTEPHON 0asbl OaHHbIX, KoTopas
ncnonb3yeTcsa NS aHanu3a OT3bIBOB O KIIMEeHTax
B CpeAcTBax mMaccoBon MHdopmauun. Mo kaxgon
cratbe unuM noabopke nuap-uccnegoBatenu
MOryT OnpedenuTb HeKoTopble unuM BCe U3

HIKENepeYNCrneHHbIX NapaMmeTpoB U CBONCTB:

® HaVMeHOBaHue cpeacTea MacCcOBOW
WMHpopmauuu;
e ropog  peructpauuMu  cpeactea  MaccoBOW
WMHpopmauuu;

o TN nybnukauumn (exxegHeBHas / exeHenernbHas

raseta, JKypHan, KOprnopaTuBHOE  M3gaHue,
TenerpadHoe areHTCTBO U T.4.);

e TN MaTepuana (cocTaBHasi YacTb HOBOCTHOIO
6roka, pegakuMoHHan cTaTbs, MHEHWE pefakumn
U NUCbMO PeaaKkTopy);

CMUN  «k

nokasarterslib, XapaKTepVI3YIOU.I,VIl7I OMOLUNOHAlbHYIO

e BNaroCkNoHHOCTb KIMWEHTY  Kak
oKpacky nyonvkaumm;

® OLEHOYHas  MpuHagNexHocTen cratem cC
pa3buBKOM Ha MONIOXUTENbHbIE, OTpUUAaTENbHbIE
N HENTPanbHbIE MO OTHOLLEHWIO K KITUEHTY;

® VHPOPMALMOHHbIE UCTOYHMKK, YMOMUHAKOLME
KNWeHTa, B CPaBHEHUM C  WUCTOYHMKaMMU,
YNOMMHAIOLLMMM €70 KOHKYPEHTA;

® Ms XypHanucta / obo3peBaTens;
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e pertinent issues that appear in the story

including pro- or anti-client arguments or

messages,;

e all news sources that may appear in an article
(public officials, company spokespeople, products,

others);

e points the client was trying to communicate;

e impact competitors’ quotes had in
communicating or hindering the coverage of

client’s points;

e how the client company and the competition are
positioned by the media on key issues;

e which audiences are being reached and what
messages they are receiving: and

e what subjects the media are following most

closely.

Many firms can also exptrapolate details by cross-
tabulating geographic coverage, favourability,
circulation reports and reporters’ attitudes or

biases.

In many ways, CARMA'’s comprehensive research
service is similar to survey research. Instead of
CARMA

coverage. “We address the information in both

interviewing people, ‘polls’ media
strategic and tactical ways, and predict a lot of
trends and do forecasts,” CARMA’s Barr said.
Whether dealing with 500 or 5,000 articles,
tactical information — such as names of favourable
or unfavourable journalists and positive, negative
or neutral coverage — is cross-tabulated in an
electronic database,” Barr explained. “We can

look at issues, nationally, regionally, by reporter or

Examples of translations. MARKETING

® OCHOBHbIE MOJIOXEHUA, OTpaeHHble B

mMmaTtepuane, BKM4Yad aprymeHtbl WUnm wuaeu,

6naronp|/|;|THb|e nnn He6ﬂar0ﬂpI/IﬂTHble ana

KIMWEHTa;
e BCE MHOPMAaLIMOHHbIE  OGBEKTbI nnu
WCTOYHMKM, KOTOpble MOryT OGHapyXuTbCcs B

cTatbe (MMeHa roCUYMHOBHMKOB, NpeacTaBuTene
Koprnopavuii, HauMeHoBaHWSA NPOAYKTOB 1 T.4.);

e MOEn W MPearioXKeHusl, KoTopble  KIMEHT
nbiTancs AOHeCTU 40 ayauTopuu;

® BIMSIHME CBEOEHUn O KOHKYpeHTax B CMbICle

cnocobcTBOBaHMSA unu NpPensiTCTBOBaHMUS
pacnpocTpaHeHuio  ugen u  npennoxeHumn
KIUEHTa;

® MO3MLUMM KOMMNAHUU-KMNEHTA N €€ KOHKYPEHTOB
no Kno4eBbIM Bonpocam B oTknnkax CMU;

® OXBa4€HHble ayautopum " nepeveHb
BOCMPUHMMAEMbIX UMUN «MECCUOXKEN» KNNEHTA;
Hanbonee

® CMUCOK Tem, nogpo6bHo

onucbiBaembix CMW.

MHorve dupmbl, K TOMY Xe, yYUTbIBAOT Takue
XapaKTEPUCTMKW, KaK HanmuMuMe OTKIIUKOB B
pasnuuHbIX reorpauyecknx pervoHax, cTeneHb
oT4yeTbl O

OnaroxenarenbHOCTH, TUpaxax

neyaTHbIX n3gaHui, a TaKke
©naropacnonoXeHHOCTb UNn NpeaybexneHHOCTb

XYpPHarnucToB Mo OTHOLUEHUIO K KIMUEHTY.

Bo MHOrom komnnekcHoe uccnegoBaTenbckoe
obcnyxuBaHue,
CARMA,
NMOMOLLbIO  onpoca.
CARMA

MaccoBor MHGOPMaLMK C LeSblo BbIACHEHUS KX
«Mbl

MHOpMaUMeENn Kak C TaKTUYeckonW, Tak U Cco

npegocTtaBnsemMoe KomMmnaHuemn
CXOXe C nuap-uccriegoBaHmem C
Tonbko BMeCTO ornpoca

nogen, «onpawuBaeT»  cpeacTtea

OTHOLWIEHMSI K  KIUEHTY. pabotaem c
CTpaTerMyeckon TOYKM 3peHusi, npegyragbiBaem
PS4 pas3nuyHble TEHAEHUMM U Aenaem MporHo3abl,
— roBoput r-H bapp u3 komnaHum CARMA. —

Mmeem nu mbl geno ¢ 500 unu 5 000 ctaten, mbl
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by media,” he said. cobvpaem nHOpMaLUMO TaKTUYECKOTO 3HAYEHWS
1 BBOOMM ee B hopMe TabnuL ¢ NepekpecTHbIMM
CCbIfTKamMK B 3MEKTPOHHYI0 6a3y AaHHbIX, BKIOYas
umeHa nobpoxenaTtensHo unu
HegobpoxenaTtenbHO OTHOCALUUXCA K KITUEHTY
XKypHanucToB, a Takke  MONOXMUTENbHbIE,
oTpuuaTenbHble U HenTpanbHble OTKNUKK. Mol
MOXEeM paccMmaTpuBaTb onpefeneHHble BONpPoChI
1 Npobrnembl B obLLeHaLMOHaNbLHOM MacLuTabe u
B pa3buBke No OTAEeNbHbIM reorpadnyecknm
pervoHam, XypHanuctam u cpeactsaM MacCOBOW

WHopMaLUny.

23



