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ABSTRACT

This study addresses the brand repositioning of Banco Intermedium. The objective of
the study was to understand what the brand positioning was like for some years and
how it has been working its repositioning since 2017. We also seek to investigate how
the repositioning contributed to the improvement of the institution's image and
performance in the marketplace. As a methodology, secondary data searches were
adopted through the Internet, through the brand's websites and online social networks,
and as a method for obtaining primary data, interviews were conducted with clients,
and with a branding specialist and employee of Banco Inter, in order to understand the
internal and external perception of the brand.
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INTRODUCTION

The brand redesign and management (rebranding) project involves tangible and intangible
values, and has several stages which contemplate conducting interviews and research that
consider economic, political and social factors. Rebranding is a strategy that allows a company
to modify its denomination, its visual identity, language, values, among other identifying
elements, or to make more than one modification at the same time to form a new identity. The
rebranding process also makes possible to correct failures, adapt better to the market and
further align the positioning with the company's culture (KOTLER AND KELLER, 2006).

Given the context presented, the object chosen for this study was Banco Intermedium, created
in 1994 in Brazil. The institution, from Minas Gerais, started its career as a financial company
of the MRV group, and in 2008, became a multiple bank recognized by the Central Bank of
Brazil. Banco Intermedium has always been a consolidated institution however, even with a
great technological and digital aspect to it, the bank remained with the same old presentation
of its origin, which conveyed the idea of being conservative and not at all jovial. Given this, it
underwent a repositioning process and, in 2017, adopted a new name and has been standing
out in the segment for offering 100% digital and totally free banking services.

In this sense, the problem of this study is to answer the following question: How has the
repositioning of Banco Inter's brand changed its strategic visibility in its market segment? For
this reason, its general objective is to analyze the changes that occurred inside and outside the
institution, with brand repositioning. For this analysis, changes related to the recognition of
Intermedium and Inter brands are considered; the communication of the institution; the
relationship with customers and employees; physical structures; and the relationship with the
market. And, as specific objectives: describe the history of the brands both Intermedium and
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Inter; identify the reasons that led to the repositioning process, raise the first actions adopted
during the implementation of the new positioning; and perform analysis of primary and
secondary data in order to survey the results achieved and whether the institution's values are
being conveyed by its communication to gain market visibility.

BRANDING: BRAND ELEMENTS
According to Keller and Machado (2006), brand elements are the resources it possesses that
serve to identify and differentiate it. There are six criteria for choosing brand elements, which
are identified as: Significance, Memorability, Attractiveness, Transferability, Adaptability and
Protection. Such elements can be chosen to build as much brand equity as possible.

Significance, memorability, and attractiveness are criteria that can be considered as a brand
building process, and refer to the way brand equity is built when choosing brand elements.
Transferability, adaptability, and protection are more defensive in nature, and are related to
how a brand element can be protected.

According to the authors Keller and Machado (2006), significance is related to the meanings
that brand elements convey in relation to the formation of brand associations. The meanings of
these elements can take on different meanings, both in descriptive and persuasive content.

Memorability, for Keller and Machado (2006), within the brand context, has become an
essential requirement for building brand equity and achieving brand recall. Brand elements
should be striking for ease of recognition at the time of purchase. Names, symbols and logos
are important in this process, so that visual impressions attract more consumer attention and
are marked in their memory.

Attractiveness is related to how attractive the brand is. For Keller Machado (2006), consumers
are not focused on analyzing a lot of information when making purchase decisions; they are
based on the attractiveness of the brand and its constituent elements. Transferability explains
that the less specific brand name contributes to its transferability between different categories.
That is, the name can be used to identify product brands in different segments.

For the authors Keller and Machado (2006), adaptability of the brand element happens
constantly over time, and lead into changes. In this context, it can be argued that brand
elements must be adaptable and flexible to change so that they are easier to update. Protection
is related to the extent to which the brand element can be protected, both legally and
competitively.

KAPFERER IDENTITY PRISM
Understanding some concepts helps increasing rigor in the analysis of brand repositioning. A
very important concept for building brand equity is brand identity - a collection of defining
characteristics, as a kind of “brand DNA”. The Brand Identity Prism, created by the Frenchman
Jean-Noél Kapferer (1991), is based on the premise that the strategic construction of a brand
identity can lead to increased brand equity.

Kapferer (apud PEREIRA, 2017) suggests that identity would be composed of six facets that
relate to one of two dimensions of the vertical level of the model structure: Exteriorization and
Interiorization. And to understand how the prism works, it is important to examine what each
facet represents.
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The facets of exteriorization are: (a) Physical - refers to the set of physical characteristics that a
brand carries, such as the raw material, logo, colors, design, attributes strongly associated with
the brand; that is, the physical aspect is functional and tangible. This is usually the most
obvious aspect of the brand, and the most remembered by the consumer. (b) Relationship - is
the ability of a brand to become a source of relationship, providing the opportunity for
intangible exchanges, ie refers to the experience that the brand provides the consumer. (c)
Reflex - the brand reflects the consumer's image. As it is often mistaken by consumers, it is
important to note that the reflection is the image the target audience has of the brand to which
it relates. Proper management of this reflex makes the brand most desired for consumers.

In turn, those of interiorization are: (d) Personality - refers to the humanization of the brand.
According to Kapferer (apud PEREIRA, 2017, p.31) is the “type of persona to which the brand
could be compared, as archetypes and their intimate characteristics, as their values and
character”. In this respect, the brand is described through adjectives normally attributed to
people, making the psychology approach to describe the personality of the brand in the
perception of consumers appropriate. (e) Culture - refers to the culture of the brand itself. This
facet can be described as a value system, a source of inspiration and brand energy. Culture is
responsible for guiding all forms of brand manifestation (products, services and
communication). This is because culture reinforces the behavioral side of the brand and is thus
able to connect it with the organization, maintaining strong links with the products and
services offered; and establishing guidelines for the entire process of brand communication
with its consumers. (f) Mindset - refers to the consumer's internal mirror. According to
Kapferer (apud PEREIRA, 2017) through the consumption of certain brands, the consumer
creates an image of himself. From this point, the consumer projects his image to the outside
through the brand and creates a form of dependence on it; This facilitates communication
between them.

The model also considers two more dimensions of the horizontal level of the structure, which
reflect the way these facets of the brand are transmitted to its audiences: Constructed Issuer
and Constructed Recipient.

Thus, according to Kumar and Srivastava (apud PEREIRA, 2017), the Physical and Personality
facets are totally controlled by the issuer. The Reflection and Mindset facets are controlled by
the brand recipient. And finally, the Relationship and Culture facets are mediators and
therefore controlled by both. Thus, the brand should aim to articulate all dimensions in order
to identify their strengths and weaknesses; “Manipulating” facets in ways that enhance their
tangible and intangible values.

According to Kotler and Keller (2006), the repositioning of a brand is important, because
through it, it will be possible to reach new markets, overcome a crisis, or even adapt to changes
in consumer preferences and habits, as well as the emergence of new competitors and
technologies, for example, that can greatly affect a brand's success rate.

Within the marketplace it is possible to find consolidated brands that have experienced
difficulties at some point. Some have disappeared, and others have recovered by restoring or
establishing the sources of brand equity (KOTLER and KELLER, 2006). The process is
considered positive because it shows that the brand is willing to attract new audiences or
renew its product portfolio, for example.
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METHODOLOGICAL PROCEDURES
This item describes the methodological process that was developed for the study. Laville and
Dionne (1999, p.11) state that the methodology is fundamental, and that it is important to
"work rigorously, with method, to assure yourself and others that research results are reliable,
valid". In this part of the research, we demonstrate the methods and procedures that are used
to search and analyze the data. For this, it is important to highlight that, at first, the
contextualization of the themes, concepts and approaches was performed, aiming at
understanding Banco Inter's brand positioning, but it was also necessary to search for
information related to the brand history and its current coverage.

The present study has as methodological proposal to explore and analyze the empirical object,
through the case study of the actions taken in the last years (2016 to 2019). This period
includes the change of the brand positioning. Considering case study, Laville and Dionne
(1999) report that, for a better understanding of the case, it is necessary to conduct in-depth
interviews with the people who were protagonists of the event studied, who followed the
decisions and actions taken, for example. In addition, you should also do shorter interviews
with people who have been affected by the same event. Given this, after understanding the
empirical object and the corpus of analysis, with the objective of deepening the knowledge of
the concepts and applications of the chosen theme, a reading and analysis of existing
bibliographic materials and secondary data about the institution was made available on the
Internet. In addition, a study of comments and interactions on Banco Inter's online social
networks was conducted to gain initial insight into the relationship between the brand and its
customers.

Observational research identified the possibility of more in-depth information on the
repositioning of Banco Inter's brand. Thus, the primary data analysis became essential to
continue the development and understanding of the study, as it provided important
information, which helped in understanding the problem, generating new questions and
perceptions. Thus, it is understood that it was necessary to perform exploratory analyzes with
clients of the institution and with a communication professional.

Unstructured interviews were also conducted: a focus group - held on May 22, 2019 -
discussed and explored customers' perceptions of the Intermedium and Inter brands;
Furthermore the were interviews conducted on October 18, 2018 and April 29, 2019 - with
professional Noele Karime, branding specialist and employee of Banco Inter. She was chosen
for the interview because she was one of the people directly involved in the repositioning
process, with the objective of obtaining the vision the institution itself about its brands and the
process of change. The interviews lasted an average of 1 hour and, to ensure better use of the
information obtained, all were duly captured in audio with the permission of the interviewees.

THE INTER BRAND AND ITS REPLACEMENT
According to information obtained on the institution's official websites, Banco Inter began its
financial activities in 1994, under the name of Intermedium Financeira, based in Belo
Horizonte / MG,Brazil and was founded by members of the Menin family, owner of the MRV
Engenharia group. The institution's initial purpose was to boost real estate seling operations,
but it eventually strengthened in the banking loan market.

In 2008, it became a multiple bank recognized by BACEN. From that moment on, the bank
proposed some changes in its products and services offered. One of the most impactful and,
which is part of the brand image today, is the availability of its 100% digital free of charge
checking account in 2015. With all the changes that occurred during its history, the institution
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felt the need to reformulate its image. before the public, deciding in 2016 to start its brand
repositioning process, and after much research in June 2017 the institution changed its name
from Intermedium to Inter. This process will be discussed later.

ANALYSIS: INTERVIEWS WITH INTER'S MARKETING PROFESSIONAL

Interviews with marketing professional Noele Karime, an employee of Banco Inter and a
Branding specialist, were to discuss the institution's own view of its brands - Intermedium and
Inter -, its repositioning process and its communication. Regarding the new positioning, the
professional stated that the brand had the launch of the digital account in 2015, as the main
reason. The idea of the change came from the board with the support of the institution's
marketing department who saw a gigantic growth opportunity, but which at that time would
not be successful without a change of position. The goal was to show the market and people in
general the shift in the bank’s purpose and business. The bank had transformed isteslf become
since the launch of the account turning into the first 100% digital and free in Brazil. In this
sense, the brand, which had been created more than 20 years ago, did not match the future
projected by the institution.

According to Karime, the Intermedium Bank had a "Latin name, a long name, (...) black mark,
heavy, serious, it had the look of something conservative, traditional, even old"; and although
the bank had a consolidated history, this image no longer talked to the public of the institution,
which lived a digital reality. At that moment, the bank went into an identity crisis: “(...) we were
one thing and our appearance said it was something else”. Thus, the repositioning process
began in 2016, when the bank had about 50,000 account holders. And after a diagnosis -
internal and external - made by a consulting firm in Sao Paulo, the construction of the new
brand really began in January 2017.

The whole process was based on the idea of what the institution called the Banking Revolution,
a way of verbalizing all the transformation that the institution advocated in its speech. The
professional reported that the banking market has been maintained for over 500 years in the
same way, since the emergence of the first bank in Italy, being considered something
untouchable, because, after all, worked and took care of something very important and
delicate: people's money . And although banks have become somewhat more modern, with the
presence of ATMs, computers and applications, for example, it was still not possible to
completely eliminate the branch structure, the need to move to a physical structure and face-
to-face service. The purpose of this revolution was nothing more than a break in the
marketplace and the way people related to financial institutions.

Asked about aspects of the new positioning, Karime said it was necessary to build a new
identity, a new tone of voice; in order to break the serious and traditional image that banks had
until then, and at the same time convey the pillars that underpin the institution - simplicity,
transparency, partnership, experience and security.

The process, she said, took place in a very natural, fluid and comfortable way for her audiences.
The name “Inter” was considered the best choice because it has the meaning of connection and
connection, reinforcing the concept of digital and a close relationship with its customers. Being
the prefix of the name Intermedium and being an affectionate nickname already used,
maintains a relationship with the old name and brought the institution even closer to its
audiences. Moreover, simplicity, being one of the pillars of the bank, should also be present in
its name, so there would be no reason to keep a bureaucratic name and often difficult to speak.
Like the name, the logo was changed, replacing the old-fashioned and rigid typography with a
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more relaxed and more rounded shape; the dark colors for a brighter one which today is a
striking feature orange, as shown in Figure 1.

Figure 1 - Brand Change (Repositioning)

ad

BANCO INTERMEDIUM
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Source: Brazilian Website Designers. Accessed on: 14 Oct 2018

The color was already used, even in the days of Banco Intermedium, as a secondary color, and
because it is vibrant, cheerful and warm, it was kept to convey the idea of closeness to people,
of welcoming, of humanized care; As mentioned by the professional: “there is no such distance,
we are the bank and they are the customers, we talk toe to toe”. The different gradients and
shades used bring out feelings, such as dynamism and movement, which can be translated into
the constant changes and innovations that the bank is committed to delivering.

This transformation, too, needed to be reflected in the institution's tone of voice, both in
written and verbal form; and despite adapting to each situation, the tone used has become
lighter, close, friendly and easy to understand; once again, applying the pillars of the
institution.

The implementation of the new positioning was another agenda discussed. On June 8, 2017,
within 24 hours, the new brand was implemented and communicated to all stakeholders. The
process was executed quickly, and attracted much attention from the market and the press. For
the internal audience, a large one-day launch event was held, with various presentations and
the distribution of various educational materials. They presented the reasons for the change,
the new guidelines and the brand. During this same period, physical changes were made at the
headquarters such as changing the nameplate of the institution and other endless
substitutions, such as computer wallpapers and email addresses (@ bancointer.com.br). For
the external public, advertising vehicles and the strong press disclosure about rebranding were
used.

In another stage of the interviews, questions were addressed about the media used by the
bank. As expected, the bank's performance is focused on the digital environment - application,
email, websites and social media. You can actively see it on your pages and online social
networks, where there are a large number of posts and interactions in comments and inbox.
According to the professional, 80% of new customers come to the bank through digital media;
Therefore, for the communication to work, there are teams dedicated to lead capture,
performance, cross-selling, among others. Furthermore the institution has been expanding its
communication offline, especially in urban media, such as subway wrapping, bus shelters and
airport fingers. The partnership with the Sao Paulo football club also helped Banco Inter gain
greater offline visibility, helping to boost brand awareness and increase its exposure.

Karime also highlights the growth of the institution after the repositioning, both in terms of
structure - occupied 2 properties in the Cidade Jardim neighborhood and today there are 6
properties occupied by the bank - and number of employees - from 300 to about 1,300
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employees, as well as market visibility. and number of customers - increased from 50,000
(2016) to over 2 million (2019), as can be seen in the celebration post on Instagram on April
11, 2019.

All this growth proves that a brand need not go to the bottom to reposition itself, but must
have the ability to identify an opportunity to better connect with people and the market.

ANALYSIS: FOCUS GROUP
Through the analysis of the official information of the institution and interviews with Noele
Karime, it was noticed that, with the launch of the Digital Account, the bank started to have as
main public Switchers, Millennials and Unbanked, therefore, to During the focus group, people
who fit these characteristics were selected and are currently clients of Banco Inter.

The questions (APPENDIX E) to the focus group - consisting of five people of both sexes aged
23 to 38 - were aimed at discussing and further exploring customers' perceptions of the
Intermedium and Inter brands. In addition to obtaining confirmation of the perception gained
through the study of comments and interactions on online social networks.

Regarding the Intermedium brand, it was possible to identify that the brand was recognized by
the majority of respondents. About how they got to know Banco Inter, 4 of the 5 participants in
the group said it was through online social networks and account disclosures.

It was also argued about the advantages of being a customer, but some have not made any
association with Intermedium Bank. It can be identified that everyone became clients
approximately 1 or 2 years ago, ie, shortly after the change of brand, which took place in 2017,
suggesting that the repositioning took effect and made the institution more recognized. When
asked what motivated them to be customers, the group cited as main points: the exemption of
fees; ease of account opening process and financial transactions; and the absence of the need
for face-to-face care in solving various situations; that is, the fact that it is digital.

Regarding brand values, respondents who had prior knowledge of Banco Intermedium stated
that there were no major changes, only improvements. They said, however, that the image the
bank conveyed before the change did not speak to its reality, as it was an extremely modern,
digital, simple and practical bank, but it it still carried the image of a traditional, serious and
elite bank. In conclusion, repositioning made the institution's values more visible to the public.

When asked what was most striking about Inter's image, the group highlighted aspects such as
innovation, confidence, safety and agility. In addition, the image of a bank thinking about its
future, taking care of its image from the inside out, and this care is noticeable by the
commitment and pride shown by its employees - verbalized through the expression “orange
blood”.

The increased visibility of the brand in the market after repositioning was noticeable to
everyone, especially in the last two years, as some of them did not make any connection
between the names Intermedium and Inter, or even knew the institution under the old name.
Thus, despite offering the digital account since 2015, Banco Inter's recognition came mainly
after the rebranding process.

When asked about the strengths and weaknesses of Banco Inter's recognition in the market,
the interviewees highlighted the strength of the institution as strong - having been in the

URL: http://dx.doi.org/10.14738/abr.710.7233. 138



Archives of Business Research (ABR) Vol.7, Issue 10, Oct-2019

financial market for over 20 years and being in charge of a family that has several other
successful businesses - and the elimination of bureaucracy in financial procedures - strongly
present in traditional banks.

As a weakness, they stressed the "entry" into the market dominated by five other major
financial institutions that currently hold most of the existing accounts. Even after the change,
they consider the presence of the institution small compared to other banks.

Many interwiees believe that, despite being on the right track, much work will still be needed
to gain a larger share of this digital banking market.

About the communication made by the bank, respondents rated it as very good. They cited care
situations in which problems were resolved with agility and practicality. They consider it to be
non-invasive communication without excessive promotion of services and products such as
those of other banks; to them, Inter seems to understand and respect the digital customer
profile; Therefore, it has made its communication light, relaxed, objective and easy to
understand.

After repositioning it was identified from the group's reports that the way the bank
communicates with its audiences seems to have changed; not only in relation to verbal
contacts, which became friendlier, simpler and with less technical language, but also in visual
communication, which through changing the primary color of the institution, the logo and the
positioning of the company, became more cheerful, fun and dynamic. This change, which has
happened in recent years, has led people to see the Inter brand and the possibility of becoming
customers.

Regarding online social networks, most respondents follow the bank and describe the content
as "interesting." They highlighted the presence of application tips and economy. One of the
respondents (Edson) pointed out that the networks are very well worked, that the contents are
segmented and planned for each profile, and are not published randomly, without a specific
purpose.

BANCO INTER: THE NEW POSITIONING
Brands work from a positioning perspective, which boils down to branding strategies. Thus,
the following are the brand elements, positioning and prism of identity perceived during the
analysis of the Inter brand.

According to Keller and Machado (2006), the process of building a brand must consider six
criteria: significance, memorability, attractiveness, transferability, adaptability and protection.
Such elements can be worked on to increase brand equity as much as possible. Banco Inter has
grown and strengthened in the financial market through branding strategies and their brand
elements.

Significance of brand, the institution has its own name: the choice of the word “inter” was made
in order to bring a meaning of connection to reinforce the partnership pillar, the digital
concept and the good relationship with clients. The word is also the prefix of the name
Intermedium and a loving way in which the public, especially the employees, already called the
bank, creating a greater emotional bond.

Regarding the memorability of the brand it can be exemplified by the usability of the
expressions "banking revolution" and the slogan "complete, digital and free". Throughout this
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study, these expressions and characteristics were translated into various forms in the
interviews and researched media, and constantly remembered as a point of difference, in their
position, in relation to the other banks.

Using elements of attractiveness, Inter presents in its campaigns, simple language to deal with
a normally complicated subject and, thus, seeks to strengthen the relationship with the
customer. Its communication is mainly focused on the light and relaxed digital environment,
and even uses up-and-coming memes and their employees in publications to achieve a
stronger interaction with their customers. In addition, the use of orange color, a warm tone
that refers to creativity, joy, determination, attraction and success, is also pointed as a visual
appeal of the brand.

Transferability is another brand element that Banco Inter has. This element refers to the ability
to share brand elements across brand extensions such as Inter Seguros and Inter DTVM. The
absence of a fixed meaning for the word “inter” can also be considered to be a transferability
aspect as it allows the name to be easily transferred to other sectors, categories, or across
geographical and cultural boundaries.

In terms of adaptability, due to changes in customer opinions, institution values or simply the
need to stay current, the brand has become more flexible to change. Its elements have become
more adaptable to changes in color, shapes and applications, making them easier to update.

Regarding the protection criterion, the Inter brand is protected both in the legal sense - as it is
a registered trademark - and in the competitive sense, since in the market there is no analogy
to other companies with the characteristics of the brand.

BANCO INTER BRAND POSITIONING
The repositioning of a brand is important because it makes it possible to reach new markets,
adapt to changes and preferences of consumers, and technological changes that can
considerably affect the success of a company. In all market segments, it is possible to find
consolidated brands that have experienced difficulties at some point. Some have disappeared,
and others have recovered by restoring or establishing the sources of brand equity (KOTLER
and KELLER, 2006).

As a competitive reference, we can highlight its young and modern positioning, applied in its
points of difference. Banco Inter has a different mindset than other banks - Itat, Bradesco,
Caixa Economica Federal, Banco do Brasil and Santander - which makes it often compared to
fintechs such as Nubank and Neon. This innovative mindset enabled it to identify a new need in
society, generating a differentiated experience, a 100% digital experience. However, according
to the article published by the site EXAME, its main attraction is the fact that it is free, because
although large banks have more resources to invest, they retreated in the strategy and stopped
offering their digital accounts for free.

Between 2016 and 2017, Inter underwent a positioning update process, during which it
managed to adapt it, maintaining its brand essence, but in a current context, which really
represented what the institution had become. The construction of a new identity was made in
order to break the serious and traditional image, consolidated by a history of more than 20
years in the marketplace.
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Among the core values of the brand can be cited: simplicity, transparency, partnership,
experience and security. On the other hand, it is noticeable the transmission of other values to
customers, who see it as an extremely modern, innovative, light and practical bank. In
conclusion, repositioning made the institution's values more visible. There have also been
transformations in communication, both graphically and verbally, making it more friendly,
relaxed and colorful.

It is also noticed that the expressions “banking revolution” and “complete, digital and free”
really became the representation of brand positioning.

BANCO INTER PARITY POINTS AND DIFFERENCE POINTS
For Keller and Machado (2006), in order to establish a strong and competitive brand
positioning, it is necessary to identify correct parity and difference points.

Competition parity points are attributes designed to deny competitors' points of difference.
This means that the brand somehow manages to offset points of difference from the
competition, giving it a stronger competitive position that is equivalent to its competitors. The
points of difference are attributes with strong, favorable and exclusive associations with the
brand, which are based on any type of bond or benefit made by customers.

In the case of Banco Inter, its portfolio of products and services was identified as a parity point.
In order to remain competitive in the market, the institution seeks to offer in its portfolio
products and services that are the same or similar to those offered by other traditional banks.
Regarding the points of difference, Banco Inter offers digital platforms and accounts, without
the need for face-to-face service, which makes the institution advanced compared to other
banks that do not yet offer this facility to customers. Another point is the exemption of fees for
any financial movement. In addition, its new positioning, which made its identity more relaxed
and light, makes the institution more associated with fintechs than with traditional banks,
making it a differential, especially for younger audiences.

Kapferer's prism of identity (apud PEREIRA, 2017) is a model that seeks to characterize the
brand through six facets: Physical, Relationship, Reflection, Personality, Culture and
Mentalisation; divided into four dimensions, in vertical and horizontal levels: Issuer and
Recipient (vertical); Exteriorization and Interiorization (horizontal). This model is a unique
and inseparable system that considers the aspects emitted by the brand and the interpretation
of these aspects by the recipients, that is, their audiences.

The act of communicating can be considered the basis of the identity prism. The
communication of a brand results in the construction of representations, both under the
perception of the issuer (the brand itself) and under the perception of the receiver (the
customers); and the establishment of a relationship between both parties.

After analyzing the primary and secondary data obtained during this study, it was possible to
construct Banco Inter's identity prism, which to took into account the identified by the brand
itself and its customers.

The Physical aspect refers to the tangible aspects of the brand that customers remember when
the brand is mentioned. Through the analysis of the focus group and online social networks,
the following aspects were identified: adoption of orange as an institutional color; the younger
and more rounded logo; the complete portfolio of services and products; the shirt of the Sao
Paulo football club, which acts as a reinforcement for brand visibility; and Interpig, the
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institution's mascot and used in the form of gifts, is strongly remembered and requested
among customers.

The facet of the Relationship symbolizes the relationship that can arise between the brand and
its audiences. It reflects the style of behavior that emerges from Banco Inter's way of acting, its
delivery of products and services and its interaction with customers. The main aspects were
highlighted: the service was defined as good, agile; and behavior as innovative, close, and
partner - also in the suitability of verbal and textual language.

Reflex is related to how Inter is perceived by its customers. The main features mentioned are:
practicality and its modern positioning, especially compared to existing traditional banks.

Personality appeals to the subjective characteristics of the institution. Brand communication,
when well done, causes the attribution of human personality traits to the brand itself.
Regarding this facet, the following characteristics were highlighted: balanced; dedicated;
young; dynamics; Friendly and fun. The communication is made to the right extent, neither too
formal nor too informal, respecting the customer's digital profile, with the concern of providing
good service and adjusting the communication to make the understanding of the financial area
easier and more enjoyable.

Culture is the direct link between the brand and the organization, it concerns the set of values
and principles that govern Banco Inter's behavior. In this aspect, through the analysis of
interviews and online social networks, values were identified as: simplicity; connectivity;
transparency; safety; and innovation.

Some of these values are officially defined by the institution itself as the pillars of its
positioning, as can be seen in various publications on Inter's website and social networks.

The facet of Mentalization reflects how customers feel about Banco Inter. This aspect is
essential in building a brand, as it allows you to understand what really motivates customers
about your brand. The outstanding characteristics were: independent and modern, that is, the
feeling of independence in self-service associated with the modern and innovative aspect of
digital access and service offerings. It is noted that both perceptions are similar, meaning that
the brand is able to adequately convey the expected identity, which enables the search for
coherence, in a unity between the brand, communication and positioning.

FINAL CONSIDERATIONS

Faced with a world undergoing constant transformations - technological, social, cultural,
economic and political - for brands, the use of branding strategies became indispensable. The
success or failure of a brand depends on its ability to understand how these transformations
affect the market and people, and thus find ways to adapt to them. Today, consumers seek not
only to consume products and services, but also to know the essence of the brand, its discourse
and its positioning. Thus, this study aimed to problematize the relationship of a brand's
positioning and its visibility in the market, an essential aspect for its growth.

Based on the information obtained, it was possible to realize that Banco Inter's managers had
the ability to fully and comprehensively analyze the internal scenarios - a position that did not
speak with their values and publics - and external to the institution - an opportunity to grow in
the Banking market -; coming to the conclusion that it was time for a change. From the analysis
of the institution's history, it was concluded that the change did not imply that the brand had
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made mistakes or had no market strength. Thus, it was only used as a strategy for its evolution
and strengthening.

Most of the specific objectives were achieved through interviews and focus group. Through
interviews with the branding professional, Noele Karime, it was identified that the
repositioning process happened spontaneously and gradually, through the identification of a
marketing opportunity, having as its main motivator the goal of translating, through its image,
the values already adopted by the institution in an attempt to show its audiences the changes
that occurred internally and in the products and services offered. In addition, it was possible to
survey the first actions and strategies - event; physical changes in headquarters, distribution of
educational and promotional materials; massive dissemination in the press; among others -
carried out during the implementation and dissemination of Banco Inter's new brand.

The focus group application broadly aggregated perceptions about customers' view of the
Intermedium and Inter brands. The opinions and comments made by the participants were
extremely important and relevant in understanding, especially regarding the recognition of
brands, presence in the market and the results obtained after repositioning. For the group's
participants, who only became clients of Banco Inter after the repositioning, it is noticeable the
increase of the institution's visibility over the last years.

It can be seen from the results of this study that branding strategies are essential for
positioning a brand in front of its public. Banco Inter has been working very well on its image
after the change, making the institution's growth noticeable, both in terms of structure and
number of employees, as well as market recognition and number of customers.

It is believed that this work is important, in the current context, where brands need to review
their positioning in order to be closer to their customers and adapt to the changing market and
their demands. However, much remains to be studied on this topic. The importance of
following the strategies and actions carried out by Banco Inter is stressed. Society and the
market certainly undergo several transformations, and this influences both brands and
consumers. In this sense, the strategies and actions employed by brands may not be effective in
the future, making a new positioning necessary.
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