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About Raiffeisen Bank: Raiffeisen
Bank in Slovakia builds on the
foundations of more than 130 years
of banking services provided by the
strongest Austrian banking group,
RBI Group. It's a young and
dynamic retail bank, which has

during its five-year existence built a

nationwide network of 63 branches

and oﬁcers products and services FOF

a simpler life. That's one of the

reasons it had the highest client
satisfaction in Slovakia for three
consecutive years.

(zdroj: prieskum KANTAR TNS TRI*M retail)

About Zenithmedia: Zenithmedia
Agency is responsible for purchasing
media ad p|acements, creating
communication strategies, and WHY Co NTENT MAR KETI NG?
campaign planning and
implementation on behalf of Tatra
and Raiffeisen Bank. Zenithmedia
has 250 branches in 74 countries,

which allows them to offer to clients

Challenge: Customer acquisition in the financial sector is getting increasingly hard.
The competitive struggle of 27 banks in Slovakia raised the cost per click in search
above 2 euro. It's one of the most expensive sectors in auction bids.

their international know-how and

coordinate campaigns across In this environment, Raiffeisen Bank wants to run creative acquisition campaigns,
countries and regions. using new channels and tools. The online marketing goal is to get leads, raise

awareness of the company’s products and their benefits, and engage the target group.

Strossle offers a product suitable for all types of clients, no
matter their size. | particularly like the progressive pricing
rates, where the cost per click reflects the qua|ity of the
content. | appreciate not only the platform itself but even
more the people who spread awareness of native advertising
through various activities.

Miroslav Paga¢
digital director Zenith
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Innovative Video Format: That's why the Zenithmedia

Idioti vokol tahaju Jailko daleko o siromu:  Ked péZicka, tak s

on|ine team, WI’\ICh is reSpOnSible ‘For tl’]e bank’s mec“a ekonomiku ku dnu: Pat Co by stee mali urokit aoy odmenou. Zistite, aku
. . . . . zékladnych cha_raktenstik ste svoje ﬁn:xn(’:r}é odmenu by ste dostali vy.
purchases, likes to experiment with innovative fudskej hlaposti iivoollgyky nepreniesli na

communication formats. They believe that video is an
excellent tool to deliver the campaign message. Raiffeisen
Bank has been concerned about the effectivity of classic

formats, like pre-ro||s, for a while now. They see them as

an annoying feature with a poor user experience, as the

3 . . Skutoény pribeh: Milionar, Nezamestnanost vo Zakladom uspechu je

viewers on[y wait for the Sl(lp Ad button to appear. ktory predal svoju firmu,  Svajéiarsku sa drzi na diverzifikacia: Sustredit sa
aby mohol poméoct nizkej Grovni, u mladych  na jediny ciel nie je dobra
problémovej mladezi klesla pod 3 % stratégia

These are the reasons why the company decided to try
the new video overlay format from Strossle. It's a
placement in recommendation boxes appearing on

premium publishers’ websites. After finishing an article,

the readers are in the mood to consume more content. An

a|gorithm which determines the users’ interests

()

recommends related content on the site. A link to the N— e

When the user clicks the link, a pop-up window starts autoplaying the
video. As required by the client, the creative design also included an
accompanying text and a button link to the bank’s contact form. This

format draws high engagement because the users are in the mood to

Odmena

consume content, the content is marked as sponsored and fits the
context, and the users don't leave the pub|isher's site. When compared
with classic rolls, this format achieves above*average results in terms of

video completion rate as well as in other interactions with the ad, which

- means the c|ic|<—through—rate.

neprehliadnite

Pézi¢ka v Raiffeisen so Stedrou
odmenou kazdy rok

Poizaite s v Raiffisen banke @ ziskcite odmeny o do 400 eur kazdy rok. Sta, ok
budate pazicku riadne a vas splica. PéZicku u nds vybavite jednoducho,
superRYCHLO a vyhodne, bez akychkolvek poplatkov.

b "R

Vypoéilaie si teraz vyiku vaiej odmeny

]
¢ | '

b wlas
Duka si za dopisem Pozicka s odmenou za Pro¢ je Polsko $patné a Bojovna aktivistka
Okamurovi stoji pry az riadne splacanie kazdy Spanélsko dobie? Angelina, ktera oznacila
do hrobu. Do hrobu své 10k .daniel Kaiser Zemana za Putinovu
cirkv... reklama dévku >
jan Jandourek jakub Cemy

3
oo - e B — E
Tri scendre "Captho Fedor Gal sa vracia .nepriame efekty: Dane, Juncker otevte vystavu o
ODMENU KAZDY ROK T & hnizda" konecne domov smrt a cukor Marxovia odhali mu
- oy i n ] N jiti Sezemsky .eugen Korda richard Kali sochu. A co miliony
-y - Obéti...
.pavel Safr
i
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Goals: The goal of Raiffeisen Bank's
brand awareness campaign was to
raise the awareness of its credit
product. Key performance indicators
included the click-through-rate to the
|anding page, visit duration, and
bounce rate, that is, the proportion of
visitors who left the site immediately.
An additional indicator was the
number of leads, meaning submitted

contact forms.

Results: As to the website traffic
quality, the average time on site was
130% longer and the bounce rate was
17% lower when compared with
banner ads. At the same time, in
comparison with all other monitored
disp|ay formats, more than twice as
many viewers filled in their contact
details.
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Looking at the key performance indicators, we're more

than satisfied with the results - in terms of brand
awareness as well as submitted contact forms. The
campaign was a success because it targeted users in their
‘reading mode’, so they were willing to click the ad. When
you offer quality content, your audience builds a positive
perception of the brand behind it. That’s the added value
of content marketing

Miroslav Pagé¢

digital director Zenith
Vysledky
% 2 17%
+130% x >217%
time on site more contact lower bounce rate

(compared to banners) forms submitted
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