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Tiivistelma

Tama opinnaytetyd perustuu finanssitoimialan yrityksestd annettuun toimeksiantoon, jossa halutaan tehostaa ra-
hastosaastésopimuksien myyntid. Tyon aihe on markkinointiviestintdsuunnitelma nuorten saannéllisesta sdastami-
sesta rahastoon. Tyon teoreettinen viitekehys toteutuu markkinointiviestintdsuunnitelmana ja se késittelee finans-
sialaa, sdanndllistad rahastosdastamista seka suunnitteluprosessia markkinointiviestinnassa.

Opinnaytetydn tavoitteena on tunnistaa tyokalut, joilla voidaan parantaa jatkuvien rahastosdastésopimuksien
myyntid nuorille aikuisille sekd herattimaan tdméan kohderyhman mielenkiinto rahastoista yhtena sdastamisen tuot-
teena. Yksi tavoitteista on myos 16ytaa keinot, joilla nuoret aikuiset tavoitetaan parhaiten seka se, etta palveluiden
ja tiedon saatavuus olisivat mahdollisimman helposti heidan kaytettavissaan.

Tutkimuksen otantana ovat 18-30 -vuotiaat Savonia-ammattikorkeakoulun opiskelijat. Tutkimus toteutui Webropol-
kyselynd, jonka linkki valitettiin opiskelijoille s&hkdpostitse. Kyselyn vastaamisaika sijoittui ajankohdalle 2.2—
20.2.2015 ja kyselyyn osallistui yhteensé 501 opiskelijaa, joista 432:n vastauksia hyddynnettiin opinndytetydn tut-
kimukseen. Yli 30-vuotiaiden opiskelijoiden vastauksia ei otettu huomioon tutkimustuloksissa.

Kyselyn tuloksissa ilmeni, etté nuoret aikuiset ovat paasaantoisesti tyytyvaisia pankkiasiointiinsa, mutta vastauksis-
sa toistui toivomus selkedammalle ja yksinkertaisemmalle asioinnille. Niin ikd&n, mobiiliasiointi koettiin hyvéana alus-
tana pankkipalveluille. Kyselyn perusteella oli ndhtévissa, ettd nuoret olivat hyvin perilla sdastdémisen tarkeydesta
seka tilisadstamisestd, mutta useammalle vastaajalle rahastot ja sijoittaminen olivat vield vieraita asioita. Toisaalta
moni totesi haluavansa kokeilla rahastoja tulevaisuudessa, ja suhtautuminen rahastoihin yhtend saastaémisen muo-
tona oli avointa. Liséksi kyselyn avulla selvisi, ettéd nuoret haluaisivat jatkossa saada nykyistd enemman tietoa
pankkipalveluista sosiaalisen median kautta, mutta myods edelleen suoraan pankin toimihenkil6lIta.

Tutkimuksen lopputuloksena on ehdotelmallinen markkinointiviestintdsuunnitelma, josta toimeksiantaja voi poimia
tehokkaimmat ideat ja sovittaa ne kaytdnnon toimintaan. Suunnitelmassa paadyttiin kayttamaan tehostetusti ny-
kyisid markkinointiviestintdkanavia sek& painottaen digitaalisia medioita. Sdannéllisen rahastoséaastamisen markki-
nointiviestintdsuunnitelma rakentuu valikoitujen viestintékeinojen kautta pienimuotoisena intensiivikampanjana,
joka keskittdd huomionsa nuoriin aikuisiin. Kampanjan pdamaaréana on tuoda nakyvyytta jo olemassa olevalle tuot-
teelle, saavuttaa nuoret asiakkaat, seka tarjota heille selkedé tietoa ja siten samanaikaisesti luoda kiinnostusta
sdanndllisesta sadstamisesta ja rahastoista.
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Abstract

This thesis is based on an assignment given from a company which operates in the financial sector. The goal of the
company was to increase the sales of contracts of mutual fund savings. The thesis deals with a marketing commu-
nication plan for continuous mutual fund savings of young adults. The theoretical framework discusses financial
sector, continuous mutual fund savings, as well as the process of planning in marketing communications and re-
sults in a marketing communication plan.

The aim of the thesis was to identify tools that can be used to improve the sales of contracts of continuous mutual
fund saving to young adults, as well as to raise interest among this target group in mutual fund savings as one of
the key products for saving purposes. Another objective was also to find the ways in which young adults can be
reached the best and ensure that the services and information would be as easily accessible as possible.

The sampling of the research is 18-30 -year-old students from Savonia University of Applied Sciences. The re-
search was conducted as a Webropol survey, which was forwarded to the students via e-mail with a link. The sur-
vey was open during 2.2-20.2.2015 and a total of 501 students participated in the survey, of whom 432 responses
were used in the thesis. Responses from students over 30 years old were not taken into account in the results.

The survey results showed that young adults are generally satisfied with their bank services, but wish for clearer
and simpler services. In addition, mobile services were seen as a good platform for banking services. According to
the survey, young people are well aware of the importance of saving and saving to an account, but for several
participants mutual fund savings and investment were still foreign concepts. On the other hand, many respondents
stated a desire to try mutual fund savings in the future, and the attitude towards mutual fund savings as one of
the saving forms was positive. In addition, the survey revealed that young people would like to receive more in-
formation about banking services through social media in the future, but also continue to get information directly
from the bank's clerk.

The study resulted in a suggestive marketing communication plan, from which the client can pick up the most ef-
fective ideas and implement them. In the plan it was decided to use the existing marketing communication chan-
nels intensively, as well as to put an emphasis on digital media. The marketing communication plan for continuous
mutual fund saving is built on selected communication channels and is conducted as a small-scale intensive cam-
paign, which focuses on young adults. The campaign aims to bring visibility to the existing product to reach young
customers, as well as to provide them with distinct information and thus simultaneously to create interest in both
continuous saving and mutual fund saving.
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