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Editor’s
Note

Innurmrrhnudm‘mmmmﬂﬂﬂndhmndp:mdMnmLmﬂadmmw'-
TWWWENLWMFFMWﬂMHIMNMWMMHMMW _
fratarnity for its heart-felt concept, unique execution and individiality. Wﬁmnmmhaﬂﬂurw
advertising approach which forms the basic core philasopty of our Soner brand, ' .

Dear Pk,

The chalange now & 1o continug this phicsophical thread in all communications of our bank to ahlmlnuitpmﬂ}‘
inlegrate our communication with reak-ime experience anrmu.mrnﬂf'nﬂnhmtnpmﬁamm or
customers,

With conséstent presence of both Corporate and Product communication on the Electronic media. we are optimistic at
strong recall faclor in the banking realm. On behall of the Marketing feam, we would like 1o congratulate the Mana,
&nd the Marketing team for thew endeavors and suppe in making the campasgn a success. Also, we woul

ellorts extended by our arvertising agency Adcom (Pvt.) Lid; our newly anboard digital agency Cre

integeating the Campalgn on the social platform, and our media & eutdoor partners for good adve

Ir the holy monll ol Bamacan, we isonched our [slams banking urminedla brasd undes e riame of !
print &nd managed 8 Rameadan Ifan for all our valued customers and 1eam members. MMM
Product of "Mahnat Wasool which translated inlo a 25% growth in overall fransactions, With consistent awar
business and conlinued efforts in sales & mar‘rmﬂng, mmmmwwm

By mid-year, wir have successiully launched three major products and by end af Iirrw,iﬁﬂ
mMmammmlmwwunmmmmmwmm =

A v have shown ineremental growth in our social media presence, MWHMMﬁ hiig 7
‘showcase s rapid progress a5 we coninue with our efforts to market the Bank.

With alt the above challenges hfmmmuw Htﬁﬁhhﬂhsmﬁ
mamhmmhm?ntﬁuamm hwmanﬂ&mdamm'

sales calls you make that counts, i's the quaity of the retationships yo




Design
Talks

Soneri Roshni
October Edition 2014

The oovar |||'_-:';.g'1 raflecis Sonen Bank's brand

philogophy of ‘Hoshan Har Qadam’. 1t ia inspired
Iren tha evar inbriguing and limilless realrm of the
Mmesmenzing Kaleldosoose — symimetng yat dynamse
wilh endless possibililiss st like the Soneri Sum's
profmese ol universally shining and spreading e light

of poeiivily and prosperity, equally on all.

The Soned Sun {omme the heart of the design
suppaied with a syrnmeatric patiem ol vanous

elarmenis capturing the farpet audence, the local
lfavor and the bank's aspirations. The pattern of

lefirvigion sels demcts Sonen Bank's currant

endeavors to Increase s expasure through the
alatironic madia, Tha suils and scooters raprasant

Soner's equal approach 1o varous cusiomerns
Inom all walks of Be.

(7] Sonen Roshni October 2014
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Markeling dapartment of Sonan B

fime whera | god to witness and conlibuie o

i the unconvenbonal style of marketing during

the product laench of Soneri Ikhiiar Business

FAccount. Our team &lso launched the [samic

Banking brand. named “Soner Mustagesem”
in the hioly month of Remeden and promoted the Remittance umbneda
brand “Sonan Mehnat Wasool” in pant, radic and social media for local
and the internabongl marka!
Iy miC-yaEar, wa has Iy aurnched Bhnse nrajor products
m e rermaining months of 3Ar, using the degial o Itbarm, v wlll
inroducaa by Reed ol 1he bank wilh a iy and mprosed corporabe
wiahsile, U aim s A rRED e rac v wolsile

which can lurther provide conveniancs to our customans

Wi, as Bonarians accepbad the challengs of being wm arkianal in
this tradiional market and by the grace of God we ha neved greal
succeasand apprecation which shows our audience’s acceplance o
the "oul-af-the-box® approach. Growith of an individual is dependent on
ihe growth of the organization. therefore, we all should join hands and
winrk together for the mubual bensfits of both.

Happy Reading,

The Team
Behind Sonen Roshni

Marketing Team - Soneri Bank
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The Numbers
ame

Soneri Bank announces 2nd Quarter 2014 results

Somin Bank Liriles postiod a pre-tax profit of s, 1,068,286 milkon 1or the Tes] halt-year @nded 30 Jung 2014, The Board in #@s
138th meeting held on 13 Augusat 2014, approved the Bank's half yeary financial statements. On this occasion, the Chalman,
Mr. Alauddin Fearasia appreciabed the Bank's contmued positive parformance during the second quardss and expressed
satisfaction on the overall scale of growth.

Lhurimg the lersd halt-vaar, thie Bank's 1ofal revenes amounted 1o B, 4 324 68 milllon, siich is up by 24,06 peroant Frorm Bst year's
comparative figure of Rz, 3 48575 million. The deposits momentum condineed, registenng growth of 1076 percent ovar 2013,
1o close at Bs, 185,71 bdlion 131 Decamber 2013; Bs 14058 billion), Adhvancds (nel] were down dug 1o the saasaral faciorn,

The Board was brigfed [Bal the Bank's strabegy of strong focus on the ovenall kaan book and prosciive managsmeanl of
non-perfonming loang is proving fruiful, and provisions are also down in fiest hatf-year 3014 ps compared 1o last year's
comparative figure

Soneri Bank has a umgue market position in trade-financa and fransaciional banking ssnicea, and boasts & loyal and sahsfied
cliant-base in all ils 240 branchas across the country, The Bank is commillad 1o mas tha increasing expeclalions of #s customears
and continue to provide them par-excellence serdces, for which the Bank has been investing prodently in infosmation technobogy,
human resources, markeling and nfrasinecturs

Saneri Roshni October 2014 @
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The Launch of Soneri Ikhtiar Business Account

O the 17ih of Juns 2014, Soneri Bank launchead a campasgn lor fkivliar Businees Account across the 3&0-degree media spectrum.
Theechillenge was 1o caplund tha athialon of thae fangal asdionce el comprised of small and modicm Dusiness ownons, and stand
out from the chched banking communication in pracice.

Changing the Conversation

seamingly, bank offerings Tor business customers heve fallen info 8 mundane tone, Advers are, neverthalass, on-larget, communicating
benafis such as tailonsd servicea’ and ‘unfmiled fee services’. However, it is the delivary of that meszags thal has grown unexciting
consicenng e pre-conceivwed nobion of husiness offerings o Derather Tormal tened’, The markeling team at Sonea emiraced the

challenge of presenting an ordingry offenng vie en extraordnary edweriising approach;
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