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A Successful Marketing Communication Case Study of IBK
(Industrial Bank of Korea) Using Persuasive
Communications and Source Credibility
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The IBK(Industrial Bank of Korea) has been deployed lots of marketing campaigns in the past
few years, not only to maintain essential business scope and brand management but to expand
individual banking. In spite of many marketing communication campaigns, the perceptual barrier
of brand name ; bank for enterprises and industry has been affected negative influence on consumers
to visit branches of IBK.

The recent campaigns named "Bank for all people” tums this perennial perceptual barrier dramatically
and IBK can breakthrough the negative association of brand name by emphasizing the relevance
of consumers.

Because of worldwide economic recessions, the consumers are very keen to acquire occupations,
consumers clearly realize the aid to company beneficial to them.

By emphasizing the mutual relevance of customer and the Bank, the age-old negative association
of brand name changed as a positive linking pin between consumer and the Bank. The IBK
is also perceived as a important catalyst of these two parties.

For the purpose of effective penetration of this sincere and frank message, the agency Daehong
communication and IBK decide to simplify campaign structure; brief and logical copy, lecture
type, and persuasive celebrity endorser.

The IBK could acquire the highest brand recognition and recall among the major banks in
Korea. The campaign also escort many individual customers to the branches of IBK. As a results,
the incremental individual deposit of IBK reaches to almost 100million KRW.

Keywords : Celebrity endorser, Brand, Credibility, Corporate advertising, Brand personality,
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