	Category 
	Corporate & Public Category : Financial

	Title of Project
	Bank Rakyat Indonesia (BRI) IPO Communications

	Client
	Bank Rakyat Indonesia (BRI)

	Budget
	Rupiah  42,122,700,000.- or   equivalent to USD 5,075,024.- 



	People
	Liya Djajadisastra (Group Head), Indah Soepraba (Media Relations), Mauritz Nainggolan (Production & Logistics), Jany Asha (Event Manager), Richie Adhiyat (Graphics), Iwan Ramelan (Creative), Syafrizal Sikumbang (Media Placement), Ulfi Lafifi (Employee Communications), Liz Andi (Public Opinion Former Relations).


The long wait from June 17, 2003 finally ended when on September 2, 2003 the Government of Indonesia appointed Fortune PR as its PR Consultant to assist Bank Rakyat Indonesia (BRI) in the bank’s Initial Public Offering.  The target date of the listing was November 10, 2003 hence Fortune PR had practically only two and a half month to plan, execute and measure the program.  Fortune PR would work closely with the appointed Global Underwriters, PT Bahana Securities and PT UBS Securities Indonesia as well as a score of legal and financial advisors.  BRI had a tough task to match or in that case perform better than previously privatized, state-owned Bank Mandiri, whose IPO took place 2 months earlier.

Objectives 

IPO Program Objective :

To privatize Bank Rakyat Indonesia (BRI) through listing in and placement of as many as 35% of its capital at both Jakarta and Surabaya Stock Exchanges.  The sale would be divided into national and international tranches.  

Communication Objective :

According to the brief, Fortune PR was to prepare a Communication Program covering pre, during and post IPO stages.  The Program should enhance the image of the company; obtain positive feedback from potential investors and support from its stakeholders. Internally it should prepare the employees on the upcoming IPO and provide understanding to them as well as the general public, while considering the socio-political aspects surrounding the IPO.

Strategy

Fortune PR proposed the following strategy, i.e. 

-Doing research on potential retail investors and amongst financial community to determine perception on  

  corporate BRI and their investment interests, 

-Employing the power of the media (publicity and advertisement) and public opinion formers,

-Involving the bank’s 30,000 employees in the stages of IPO to ensure transparency and support,

-Utilizing tailored messages for each of the stakeholders group.

Method deployed

Research showed that BRI was perceived as “financially solid bank as it managed to survive the monetary and financial crises”, “less sophisticated bank”, “bank for villagers with wide network” as the name implies.  Little the public knew that it was the leading micro banking institution in the world, one of the most profitable banks with very low loan-to-deposit ratio, had around 3000 branches and sub branches all over Indonesia, had advantage in high margin, low default micro finance businesses and was focusing on the high growth areas of retail and SME.  The underwriters understood that the key to an effective marketing program was to position BRI investment story to investors and convincing them to place an order.  Together with the underwriters, Fortune PR disseminated the positioning as such and the research-based positioning proved to be effective.  To create the buzz, Fortune PR put a tagline on all advertising and promotion materials : “BRI Memang Lebih Baik”  (“BRI is indeed better”).  The tag line was deliberately created to differentiate BRI’s with Bank Mandiri’s IPO which was launched 2 months earlier and equally successful.

To carry out the plan of actions within the 2.5 month period which covered Internal Communications, Press Relations, media training for company spokespersons, Print, Radio and TV Advertisements, Below-the-Line & Outdoors, Event Organizing in /Road shows at 6 cities, training the trainers for bank branch marketing, developing manuals for ESOP (Employee Share Ownership Program), MSOP (Management Share Ownership Program) and organizing a National Toll-Free Call Centre, Fortune PR cooperated with 3 other sister companies within the Fortune group of communication companies, i.e. Fortune Advertising, Fortune Adwicipta Strategic Designs and Fortune Travel.  

Fortune PR was challenged to produce publicity, advertising and outdoor ad materials within the corridors allowable by the Capital Market Laws and guideline from Indonesian Security Exchange Commission.  The biggest challenges are short time-frame (2.5 months to listing day) and logistic affairs. Print and outdoor materials had to be distributed to around 180 cities and towns around the archipelago to meet the deadline following submission date, deadlines of offering period and listing date, all with different graphics and designs.

Outcome

Earned print media coverage (AVE) during the 3 month period was Rupiah 22.5 billion (= USD 2.6 mio), and Radio & TV another Rupiah 12 billion (= USD 1.4 mio).  All the publicity apparently had created market frenzy. When BRI opened the offering phase for customers, it had to stop in the first 1 hour for allocation was depleted.  Customers queued up until the street.  During the 6-city-road shows, early indications showed that the shares were 7 times oversubscribed.  On the last day of offering, the tally was 14 times oversubscribed in both international and national markets.  The price of the shares on the listing day was shot up to 137% of the nominal.  Total uptake was USD 486 million.

Relation to objectives and cost effectiveness

The program implementation met both program and communication objectives, i.e. enhanced company image, positive input from potential investors proven by the oversubscription, smooth IPO process internally and externally considering the then socio-political environment.  The exercise was efficient with ratio of communication expenses to sales of 1.04%.

Creativity and originality

The originality of the campaign was ensured thanks to competition; when you had 2 launches in a row in 2 months period, you could not afford to be an imitator.  The creativity was outstanding that top-of-mind recall was pretty high on the execution, i.e. readers could recall the ad portraying honey bottle and the bees, the symbol of wealth and comfort.

Outside contractors 

Noted vendors are Cinggar and Beeang for all outdoor advertising materials, Trend Dinamika for all printings and 6 local stage contractors in each of 6 road shows city.  Other agencies included Fortune Advertising (media planning & buying), Fortune Adwicipta Strategic Designs (advertising designs) and Fortune Travel (travel arrangement for different teams to all 6-city-road shows).  


Budget

	No
	Activities
	Cost Rp 000

	 
	PRELIMINARY EVENT
	 

	1
	Research
	                        77,000 

	2
	Logo Design & Development
	                        33,000 

	3
	Media training
	                        35,675 

	4
	Public Opinion Former relations
	                        28,000 

	 
	                                                 sub total
	                      173,675 

	5
	ROAD SHOWS to 6 cities + PROMOTIONAL MATERIALS
	                 10,863,804 

	7
	LISTING DAY
	                   1,299,835 

	8
	ADVERTISING
	                 29,448,435 

	 
	                                               Total
	                 41,785,749 

	9
	Fortune PR fee
	                      336,951 

	10
	Grand Total
	                 42,122,700 

	 
	 
	 


Attachment : Support Materials in CD-Rom format containing BRI-IPO branding manual, Advertising, Outdoor Ad, Events Organizing, Promotional Materials, Listing Day event.

