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Bank branch
openings
typically
don’t grab
attention.

So when
AltaOne

Federal Credit
Union was ex-
panding into
Bakersfield,CA,
it wanted to in-

trigue resi-
dents.“We

wanted to give people a
reason to care,”saysWendy
Cleveland,VP of market-
ing/business development
atAltaOne.

AltaOne wanted to build
suspense by not announc-
ing its name initially.After
issuing an RFP, it selected
Bouchard Communica-
tions Group to help give a
dose of excitement.

STRATEGY
AltaOneknewthat inorder tomakeabankopeningpop, itneededsomething
innovative.
“Wedidn’twant todosomething typical,” saysKristyGarza, accountexecutive

atBouchard.
So theagencycreatedacan’t-miss, 6-foot redquestion-markstatue toposition

aroundthearea, aswell as anaccompanyingWebsite, tobuildcuriosity.

TACTICS
Bouchardplaced the statueat three locations inBakersfield foraweekata time.
Thestatuedirectedpeople to the interactive site,www.guesstheanswer.org,
where residents receivedcluesaboutwhatwascomingandwereable to submit
guesses towinweeklyprizes. It also streamed interviewswith locals aboutwhat
theybelievedwascoming toBakersfield.
The teamsentquestion-markcookiesandadvisories to localmedia. Inaddi-

tion, it sent fourmailers to residents tobuildbuzz, andan invitationwas sentout
fourdaysbefore theopening.
Bouchardalsohad local country radio stationKUZZstreamliveat theopening

tohelppromote.

RESULTS
More than800peopleattendedthegrandopening,whereAltaOnesignedup
more than40newmembers.AltaOneopened133accounts inFebruary.
Also, theWebsitegarneredmore than18,000visits,with200-plusguesses

entered.

FUTURE
BouchardandAltaOnecontinue topromote theBakersfield location.
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