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An advertising campaign introducing the Alior Bank brand on the market was run

throughout November and December of 2008 .

The aim of this research study was to define the influence the campaign had on the

bankôsimage and the awareness of the brand among internet users aged

between 25 and 49 and also to gain knowledge about respondent opinions on

the ad creatives they were exposed to .

The specific aims of this research included the measurement of the following

indicators :

Å awareness of the bankôsbrand,

Å usage of the bankôsservices,

Å intent to use the bankôsservices in the future,

Å image of the bank,

Å recognition and assessment of ad creatives .

Aim
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The research study was conducted in two stages : (1) before the launching

campaign and (2) after it was completed .

The first stage (or the ópretestô) was run between 12 and 14 November 2008, the 

second (óposttestô) ïfrom 9 to 16 January 2009. The target group included 

internet users aged be tween 25 and 49.

Both stages were carried out with the use of the CAWI method, with

questionnaires randomly displayed on web sites employing the free version of

stat 24 or free site -centric stat .pl/PBI audit .

The research focused on the analysis of 1,694 answers from internet users aged

25 -49 who filled in the displayed questionnaire in full . In the pretest stage, 536

questionnaires were collected from the target group, in the posttest ï1,158 .

Method (1)
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In order to ensure the representativeness of target group data, responses from

individuals were analysed with an analytical weight created on the basis of the

gender and age of internet users as well as data pertaining to the frequency of

their internet usage obtained with the Omnibus PBS study (Aug -Sept 2008 ) .

Differences between the groups were assessed using the ózôfraction difference

significance test . The significance level was set at 0.05 . Statistically significant

differences were marked in the charts with rectangles : green for an increasing

trend of an indicator after the campaign and red for a downward trend .

Moreover, provided in the coloured rectangles are percentage values

representing an indicatorôsfluctuation .

Method (2)
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Recognition of the campaign

The Alior Bank launching campaign that was run throughout November and December

2008 was widely noticed and clearly remembered by 25 -49 year old internet users : in

January it was spontaneously recalled from among the best - remembered bank

advertisements (Top of Mind indicator (first entered answer, TOM) with a result of 8% ,

spontaneous awareness indicator ï14 % ), whereas the aided awareness of Alior Bank

ads reached a value of 42 % .

The campaignôsgraphic components effectively foster recognition of the brand : the

image of a bank clerk wearing a bowler hat is associated with Alior Bank by 45 % of the

target group .

Summary (1)
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Recognition of the bankôsbrand name after the campaign

Measured after the launching campaign, spontaneous and aided awareness indicators

concerning the bank itself (not the advertisements) are slightly lower though still

relatively high : TOM at 1% , spontaneous awareness at 3% , aided awareness at 44 % .

Recognition of the Alior Bank name and the ability to remember its campaign are

positively correlated with level of education and the size of population of the place of

living, while the correlation is reversed with the age of respondents (younger

individuals remembered the Alior Bank campaign better) .

Summary (2)
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Alior Bankôsimage after the campaign

Those of the target group who were familiar with the Alior Bank name most often regard

the bank as innovative and ódifferentfrom othersô. With these categories in mind, the

image is close to that of mBank and dissimilar to ING Bank ślŃskiand BZ WBK, which

are seen as traditional, solid and trustworthy banks .

Summary (3)
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Assessment of ad creatives

Most importantly, the internet ad creatives were assessed as comprehensible and well

executed ; they were rated higher by women and individuals with secondary and post -

secondary level of education . Respondents over 35 more often than younger individuals

indicated that the ads convinced them to use the services of Alior Bank .

Summary ( 4)
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Recognition of Alior Bank 
and competitive banks
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TOM, spontaneous and aided awareness of Alior Bank
and competitive banks (posttest).

N=1158 ïwhole posttest sample
Source: gemiusBrandingEffect, 

Jan2009  

Q1. What banks do you 
know, or have heard 
of? 

Q3. Indicate the banks 
you know from the list 
below, even if you have 
only heard of them . 
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Individuals from the 
target group most often 
indicated PKO BP as the 
best known bank; the 
indicators were also 
high regarding mBank, 
ING Bank ślŃski, Pekao 
SA, BZWBK and 
Millennium.

For Alior Bank, the TOM 
indicator after the 
launching campaign 
reached a value of 1%; 
similar results were 
noted for Getin Bank 
and Multibank.

The chart presents only those banks which reached a 1% minimum of indications in at least one of the research waves.

*

* For respondents who stated ñPKOò it is not possible to determine if they meant PKO BP or Pekao SA, hence these 
answers were encoded in a separate category (òPKOò ).
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