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Marketing: A Forgotten Function

In 19901 was engaged by the Tanzania Housing Bank QTB) to assist its
managers formulate g five-year Corporate Plap for their dear company,
One of my many questions posed to lhesy Mmanagers was whether THB
needed a marketing man to help 'MPprove its performance, The answer 1o
this question was quick andblunt: “No Sir, we donotneed an “A 1 man,
We need more engineers, instead ”

This answer, which came from 5 Senior Manager of THB, possibly an
engineer by training, was chilling, 1o say the least, ¢ Probably demop.
strated the contempt Lhat. Some bankers haye On marketing a5 being
merely a useless “arts” discipline, Ho

wever, g subsequent discussion
with this manager, as wel] a5 Olhers revealed thy; Mmost Managers
did not know what really market!ng Wasall about, Ang
could not easily conceptualizes jyg Place ang importan
banking operations, Thig prqblem. appeared (o hay, been
those managers with an engineering backgroung than those wih com-
merce or economics degrees and/or diplomag, However, after Pressing
hard on the importance of 5 marketing oriengeq Pproach g Strategic
planning, most managers started agprep' i keting” a6 an impor-
lant and possibly inescapable funcigp i allbusin OPerations, incy.
ing banking operations,

The objective of this paper, .ther.efqre, isto and impregg uDOn the Chiof
Executives of our financial institutions on he iy, and place of gy
marketing function m en{tancn_ng the OPerationg of their fim, The
importance of marketmg in lhl§ regard js parﬁcu]aﬂy 50 during this
decade(l990s)duelothe1mpendmglxberal i

ization of gp financia]
following the recent €nactment of the Banking and Fingpe;, ! lnstituu‘o,;
Act, (which, in princ iple allows Creation of Private hop +the Tanzgp;y
Postal Bank, the Loans and Advanceg Realizqyjy,, Trustang the Nagi,, "
Investment (Promotion and Protectipn Act) of 1 989. This “Openin :a”
of the financial sector and the €conomy 35 5 whole xpecteq g up
intensified, partly through the Testructuring of

8 of the Nay; o be
’ aliong] g
Commerce (NBC) and the Nat.lonal. Insurance Orporatiop (N]C)anl:m
the lines proposed by the Presidentia] Commission of inqy; .

al
i o

etary and Banking System, " Mon
1.3 Furthermore, it is the Objective of this Per 1o po out '

briefly some of the necessary 10ols and skijjg Ny dea“d :Xll:llam

Professionally, mark.eung ac_uvu.les.at the brap, COrpora le\:'e] :“:‘

our financial institutions, It is our sincere hope thag g the cong usion of
28
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this paper and subsequent discussions on the issue raised i

the Chief Excutives ifnotal, wil be marketing or P o
in t'heir thinking and operations. In other words, they should go bacn]:io
their work stations and professionally market their products (services)
more purposively, scientifically and effectively.

In this presentation, we first explore the Tanzanian financial Marketin
Sceneinabidto determine its adequacy or inadequacy in the applicati oﬁ
of the marketing concept in our financial institutions. The exploratory
survey is achieved in Section Two of this paper. The following Section
Jooks at what marketing and the marketing concept is. The aim here is to
look at an “ideal” marketing philosophy and contrast it with the “prac-
tice” as seen in the preceding Section. Possible reasons for the failure of
our banks 10 apply the marketing concept in their operations follows in
Section Four, Section Five, then proceeds o justify the need for a
marketing arientation of our financial institutions in general, and banks,

in particular. Section Six then Jooks at the tools of marketing and their

application in the marketing of financial services.
Bank Marketing: The Tanzanian Style
The opening paragraph of this paper is probably an extreme case of the
way THB views marketing n.egat}vely. {’tftef all THB knows about
advertising and actually advertiscs ils services vide the radio and news-
papers. It has a'fully fledged Public Relations Department. But that
isall. This natio mpany witha branch inevery region does not have
a marketing department, let alone a marketing officer! It would appear
that marketing research, one of the corner stones of marketing is com-
pletcly unknown to THB!
The Co-operative and Rural Development Bank (CRDB) is not much
petter than , either. Marketing is a diffused section within the
Directoralc of Banking. Buteven here, it does not use the name “market-
ing”. Instcad itis termed “business development”, whatever its meaning.
Our jargestand oldestcommercialbank, theN:iuional Bank of Commerce
C) should give us @ more complete picture about the level of
marketing activities among Ot banks. The Daily News edition of
73 1990 carried the following bizarre news about the

MondaYo Apﬂ > "1 464 S P
collapsing of two C customers while “trying” to collect their money
ch in Dar €S Salaam

at the city Bran

wTwo people collapsed wrrmmmesresssess as they’qucued for their money
............................. s A Tanzania News Agency Shihata
the incident said the two fellows had allegedly

messed
re than four hours at the DAMK wecvuuesssscussmmmssrsseseneass

t the same branch, tell :
another devel ta branch, teflers were shouti
In «hose with cheques with big amounts of money :ftt::,

customers that

4w ac the bank had not enough “
- ime” 8s : ugh cash. “Mwenye Cheki
kubwa aondokes nakuna fedha” one teller was quoted as telling custc:?n(l
e rs”.

VoHN”
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This story reminds us of the many de-marketing practices which were
typical of the Tanzanian Marketing scene during the 1974-1984 deca(}e
of scarcity of consumer goods and service, price controls and controls in
the distribution of goods and services through the policy of “confine-
ment”. At that time it was usual to spend the whole day trying to buy a
kilogram of sugar, apair of khanga, a bar of soap or abus ticket to Songea.
But whereas trade liberalization seems to have forced many Tanzanian
producers, importers and other middlemen (wholesalers and retailers) to
be consumer or marketing-oriented in their business undertakings, our
banks continue to operate in the traditional fashion of “selling” rather
than marketing.

The NBC Annual Reportand Accounts for the yearended 30th June, 1988
has 57 (English) pages, but it does not carry asingle word of “marketing”.
This is despite the fact that the Chairman and Managing Director of NBC
repeats his Company’s “Credo” of offering services to customers which
are “qualitatively of the highest degree, prompt, efficient, courtcous and
personalized”. This, indeed, is paying lip service to marketing and it is no
wonder that the same report shows a decline in demand, time and savings
depositors by 14.3%, 7.6% and 7.0%, respectively from 1986/87 to 1987/
88 period. It is also not surprising for the bank to treat its customers with
ulter contempt and indifference as reported above!

The limited application of the marketing concept (to be explained in the
next Section) is demonstrated by the way the marketing function is
treated in NBC’s organizational sct-up. As carly as 1973 this company
seems to have appreciated the importance of the marketing function by
placing it under a Chicf Manager, although the title of this function was
“Development”, rather than “Marketing”. In subsequent years we have
seen this department being stripped off of its powers, and rclegated 1o a
mere section,and again lifted toadivision, etc. For instance in 1984 it was
a full department under the functional name of “Development”; In 1986
the department was relegated and placed under Planning and Research
and in 1987 it was again upgraded to a division but placed under the
Directorate of Domestic Banking. This Directorate deals with loans and
overdrafts. In the circumstances it is so busy with borrowers that i
has sufficient time to think about marketing. As a matter of fact the
Department is over-shadowed by other seemingly more importang func-
tions. Thus the marketing function’s uncertainty about its “position” in
the organizational set-up of NBC renders it ineffective and subject to
ridicule. Appendix 1 shows the present (1989) organizational set-up of
NBC.

rarely

While organizationally, NBC does not seem to have recognized and
accepted Marketing as an important function, it has slowly and painfully
been improving its marketing practices. A notable area in thig regard is
marketing research as a key input in marketing plannin

. nnng. Prior to 1983
market research for the Company was limited to socio-economic surveys
which were, in essence an exercise of resource taking. However crude as

they might have been, they accounted for many branches opened between
1967 and 1983. These surveys were accompanied with past data on the
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dsondeposits.
rmance of the economy as well asdataon growth n:en .
p'I;tfisoinfonnation was used to determine market potentials, an important
ingredient of a marketing plant.

Beginning 1984/85 NBC introduced perfgtmance budgeting based on
some limited market analysis. This analysis was based on demographic
data and data on economic activities. The problem here is that most.of
these surveys were hurriedly carried out, and were done by people with
litile or no knowledge at all of marketing and marketing research.
However, the most serious deficiency in most of these surveys was the
absence of research on customer attitudes towards banking services, the
driving forces that determine customer’s decision to bank with NBC or
with other banks, and a study of unsatisfied needs in respect of financial
services. In other words NBC as well as other banks in the country have
not bothered to know their markets in terms of characteristics and
consumer behavior. They have taken them for granted,

The National Insurance Corporation (NIC) appears to be the only
financial institution in the country with a fully fledged marketing func-
tion. This function is highly placed within the company’s organizational
set-up (Directorate level). This set-up, plus the company’s country-wide
“marketing agency” system has contributeq Signiﬁcamly to NIC's sav-
ings mobilization (Ref. to Appendix 2 whj

¢en 1978 and 19:
of this increase can be atiributed to the 88), although part
Insurance schemes.

isthe nature of banking tobe ar. o 0% e delay ) oussed topic in
is ; nal lr:p ankmh' gﬁt? dnscussedlater.'l'heillusiono[ha ingaf
to face relationship \Yl .customus, (o) the sen ) Vmg'a ?ce
has mafle the financial msqmtions flounder i, th::e : f l;!lc".“ed‘mes'
marketing concem whose Important pillyy i . PPlication of the
satisfaction. onsumer service and

The Marketing Concept: A Reflection

Companies can desigt! great products, by ;¢ th

Customers, or if potential buyers Temain yng, ISy cannot reach their
for naught. Marketing is an essential bygjp, Mivinced

company’s product or service agaj

ess discrrns 2W- then all is
. ' 0t the cygtr. C PHRE that tests the
at a price that is not only accep

table 1o u\?n'? °rS" willingness 10 buy
acceptableproﬁttothecompany.']’hecenmplace “f aLSO gencrates an
consumerin the
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success of a firm has led to the development of the so-called “marketing
concept”.

3.1 The way the marketing concept is interpreted varies quite considerably
as almost every text-book of marketing has its own definition. However,
there seems to be a common thread cutting across authors, practitioners
and politicians alike. Probably the best way of understanding the market-
ing concept is to contrast it with the sales concept (“selling” or “product
concept” or orientation).

Twoeminent scholars of marketing have made an excellent distinction of
the two, almost opposing concepts: Theodore Levitt and Phillip Kotler.
Thus according to Levitt:

“Selling focuses on the needs of the seller, marketing on the
needs of the buyer. Selling is pre-occupied with the seller’s
necd to convert his product into cash; marketing with the idea
of satisfying the needs of the customer by means of the
produce and the whole cluster of things associated with
creating, delivering and finally consuming it™

Thus the distinction between the two concepts is stark clear: The
markeling concept is outward-looking towards customer needs; selling,
on the other hand is inward-looking toward products or services. It is

myopic.

32 The figure below further illustrates the differcnce between the sales
concept and the marketing concept. Companics pursuing the ‘sales
concept or product orientation, as is the case with most of our financial
institutions, will dircct their attcntion on producing or creating a scrvice,
the goal being to achieve profits through sales volumes. This would be
achieved through very high pressure selling and heavy advertising
campaigns. The company pursuing the marketing concept, on the other
hand, works differcntly. It cannot afford to rely on its products (services)
or those technical skills it possesses. Instcad it puts the customer in focus
since “thc customer is the business’. To this company, the goal is to
achicve profits through customer satisfaction, thereby using integrated
marketing as a means to achieve this end. The concept of integrated
marketing refers (o @ situation whereby customer needs become the
guiding force for all activities in the company.

33 The implication’s of the marketing approach are many. First, with this
approach there is need to have broad corporate objective or mission, one
that is based on the present and potential needs of the market and not one
that is based on current products. Such a corporate mission will enable
acompany tobe dynamic and kecp abreast of the changing environment

in the market.

An example here are the commercial banks which traditionally have
thought of themselves as being in the “banking business” Instead of

1Theodore Levit, “Markeling Myopia" . Harvard BuSineSS, July-August 1960
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being inthe business of “providing financial services” for their depositors

and borrowers.

SALES CONCEPT

RAISE MONEY

l

PRODUCE A
PRODUCT/SERVICE

l

SELL THE PRODUCT
(PROFIT VIA INCREASED
VOLUME)

MARKETING CONCEPT

RAISE MONEY

_

PRODUCE A PRODUCT/
SERVICE

MARKETING THE
PRODUCT (PROFIT VIA
CUSTOMER SATISFAC-

TION)

34

34

The former is sales orientation and 3 .

. CC
“marketing of financial services” ig bmadgdmgly myop
and in line with the marketj

o ic. The latter -
) "B COMCEDL Wit i g NS, dynamic
bank’s “services” become widenegq 0 in

ude s Uve in mind, the
investment of funds, making money gya: e-keeping of funds,
records and giving expert advice Allable when n

eeded, keepi
on ) ping
management. In the case of THR oo - 22 and co

. 0se o . “Ofporate financial
of housing finance” it could widen jig sCo ther function i the “provision
finance including advice on low-cogt h0llsing cl(l)i::r all housing-related
* % Purchage, ey,
pursuance of the Marketing Concepy rQuires exqenc; ‘
nsive an,

Secondly,

July 1992
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scientific use of marketing researchto assess the presentand future needs
of customers, the objective being to identify and concentrate on most
profitable markets now and in the future. Marketing studies and analyses
should ideally precede the opening up of new bank or insurance branches
or agencies, or the introduction of a new savings mobilization scheme.
Like-wise, before THB decides tobuild low-cost houses for hire purchase
it should ideally study the market potential for those houses.

Marketing research covers many areas including product or service
research, advertising, distribution, etc.

35 The third,and probably the most important implication of the marketing
concept concems the place or position of the marketing function in the
organizational setup of acompany. If indeed, acompany’s objectives are
to be directed out of customer needs, and if marketing is to become a
central function at all levels, it is natural that this function be elevated
vertically. Inthe sales-oriented company the marketing function more or
less serves the production people. In the case of banking operations these
are managers in the directorates of Domestic and Intemnational Banking.

In the customer or marketing-oriented company it should be the other
way round. The initiative should, instead, come from the marketing
people. The production and other functions inthe Company have to adjust
production schedules, product or service quality, materials, personnel,
finances, elc., according to signals from the marketing people.

Organizationally, therefore, it might appear that all functions of a
marketing-oriented firm should be brought under marketing, although
the conventional approach is to give each function an equal status in the
organizational hierarchy.

tive of the organizational structure being used, the marketing
concept can still be applied. The most important thing is the practice of
marketing rather than the organization perse. Marketing, irrespective of
its positioning, should come into the picture right from the time a new
productor scrvice isbeing contemplated, and it should remain the driving
force in subsequent devclopments such as designing the product/service,
introducing it, phasing itout, etc. Of course the amount of this “influence”
would, under normal circumstances, depend on the level and seniority of
the person who heads this function. The higher his level the more
effective he will be in making the company marketing-oriented.

3.6

37 Ttisour hope that this exposition of the marketing concept has helped
expose the inadequacy of our financial institutions in the application of
this concept. In all faimess they are far from being marketing-oriented.
But is it necessary that they should? This question is pursued in the next

Secction.

40 The Marketing of Financial Services in a Seller’s Market

Itis necessary to point out here that application of the marketing conce
by business firms is more rclevant and compelling under certain ecm
Q-

(]
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nomic conditions usually referred to as ?buyer’s market. Characteristics
of a buyer’s market include the following:-

- Free supply of goods and services, particularly w..v.hen supply
exceeds demand. This gives rise to intense competitions among
product or service suppliers. In this situation the consumer has a
choice of many almost equally well-matched brands or services.

- Competition at distribution point: there are 1o bottlenecks in the
distribution chain and all brands are well represented at all
relevant distribution outlets in the entire market,

- Increase in personal disposable income, leading 1o greater mass
market opportunity which in turn contributes to intense competi-
tion among suppliers in the market,

A rapid change in technology in the economy, contributing to
more and more technological “sameness” among compcting
products and services ¢.8. electronic funds transfe
automatic teller equipment, ete. In circumstanceg where compet-
ing products may be more or Jesg alike e.g. sofy drinks, deodor-
ants, checking accounts €1c., marketing tengs 10 emerge as the
only opportunity to distinguish one firm from jig competition. For
example, even though Bank Dmaype unable to markeq asuperior
checking account from a“technica]” Point of vj

may still achieve a disproportig

nately high ew, the same bank
. y ¢of i
checking accounts by undertaking crossgselling,(‘)1;1}:;(::I;:Ikg‘?'t ::;"
Suchaccounts withotherservices, sensitive pricing practices, well
executed advertising, ec, »
- Changing in the SOCial, €Conomjc and lit .
> ti

affecting the shape angd nature of markeyg, PA(; m:?ln;:::r oh':: ent

SO must ﬂ\cbfupl that serves iy, 1 isa Marketer's jop, o “nclanagzs”

the market by initiating ¢ ich i xoten «

firm. y 8 change which 1S within he control of the
Companies in a Seller’ s Market, o the other
less on marketing in carrying out thejr activi::'s‘fls'ﬁ:g 1o rely les§ and
1974-84 decade of scarcity which rockeg Tanzanig, g, & Market is the
teristics of a seller’s market are: Ome of the chargg.
- Scarcity of goods, and rationing,
- Price control and control of diStribyg;

. L ;

. Monopoly or cartel (j.e. absence of WNle:ifjuncuon
- Low margins for marketing, on),

Business in a market like this thus o
AR, m

“marketers” and their inability 1o Measure fy, Placency o the part of

a product or service on its own merit, Q.

seller’s market are hi

the succegg
. . . T prob
gh pricing and inability 0,? th 1oms rejateq
know the real size of the market since demang o o Marketers 1
exaggerated in a shortage situation, Nds
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42 This appears to have been the behavior of our financial institutions as
observed in Section Two of this paper. The rcason for lack of marketing
orientation for most of our financial institutions is partly the seller’s
market in which they have been operating. A closer look at the markets
of financial institutions shows this to be true.

43  The Market of a financial institution has three dimensions, and these are
shown in Figure Two below. First and foremost is the

Credit
Mobilization
SAVINGS MARKET CREDIT/LOAN
e - MARKET
___——————‘_.—__—__
N

e

«EXTENDED” FINANCIAL
SERVICES MARKET  |¢

“EXTENDED” FINANCIAL
_1  SERVICES MARKET

I

The three Dimensions of a Bank’s Market

Savings Market - people and organizations whose current resources
exceed their planncd expenditure and have a need of “saving” this excess
in a bank or another financial institution. The financial institution must
attract this market in order to serve the credit or loan market, on the one
hand, and the market for the extended “financial services, on the other. In
other words the «Savings Market” provides money which can beequated
{0 “raw materials” on which credit as well as other financial services are
pased. Itistrue that the banking industry can “buy” a proportion of its raw
materials (moncy) in the money market (equity capital, loan, etc.); butan
important proportion of its raw materials has to be gained by persuading
individuals or corporate organizations to deposit their funds with it. And
persuasion is a marketing function. Appendix 3 shows that private
savings have for the last 18 years (1970-18=987) stood at an average of
70 percent of total savings. This is the market that financial institutions

should concentrate on.
44 The «gavings Market” prefers more cash (i.e. higher intrest rate) to less

cash; cash sooner rather than later (i.e. a shorter investment period) and
minimal risk of cash inflows. In short:

price = f (amount, timing, risk of cashflows).

4.5. On the other hand the .banker has another market (0 serve: the credit
market or those individuals or grgamzations whose spending plan
excecd their current resources. This market is usually the largest SOurcz

Vol 1 N*1 July 1992
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of a bank’s revenue, realizable through interest charged on the credit
consumer. These prefer lower interest rates and longer borrowing times.

46 The characteristics of the Markets of financial institutions classified

above have since the late 70’s (after the Arusha Declaration) exhibited the
culture of a seller’s market. Some of the reasons for this situation are:

- Shortage of financial services
- Limited competition

- Government control

Low disposable income.

4.7  Tanzania is currently facing a shortage of financia]
Savings and Credit markets as well

services for both the
asforthe extended financial services,

M overloaded in their
and poor service,
4.8  For most banks the shortage of bankin S
shortage pf “raw rr]ateﬂa]s” or funds mgets?:::: ctﬁ:i;sl::gi‘ll:‘m“ded P)’ a
resultingmfms}ralmg thecreditor/loan market. Forexampj g Operations,
Company, a hire purchase financing company beP;e,lheKar.adha
decreasing number of unitg financeq, Thisisalsg i, N recording ’a
mortgage loans. For example thig company’s Joap dis%specwf THB’s
gone dowp from Shs. 190 million jp 1983784 ¢ Shs. 130 ‘fll's.emt?ms has
90, adecline of 39 percent. During (he decade of 19.79~131 illion in 19.89/
by our commercial banks has declineg by about § Perce:zg real lending
49  Another factor contributing to the mip; fonts
concept in the financial services sector js jyg m:;tgpg:?“?l} of the marketing
clear cut “allocation” of services to each financj insﬁl:l}uon resulting from
shows the demarcation of the saving Market,on the e an(tllon. Table 3 below
market among our financial institutions, op (e other, Iy »a0d the loan/cregiq
Marketis concerned we have only four bap, compe, ? S0 far 3 the Savings
depositors. These arc the National Bank of Comm ergc eOl'the $avingsang time
Tanzania Housing Bank (THB), and the pog flice So. (PBZ gor Zanzibar),
Current accounts, on the other hand, are offereq only vVings B (TPOSB),
CRDB) although THB has plans to enter inyq this m arky two banks, (NBC and
are not enough to offer the compeyig N

Sment, |
. FVUUVE Dressure rag Our Banks
consumer-oriented. This problem is COmpoundcq 1, P

facilities and money as explained in Section 46, abgv:,he shortage

4.10 The Credit Market, on the other hang j
specialization to make competition gy,
almost meaningless. The Bank of Tanzap; asy Nancia] inStitagions
institutions, THB, Building CO“Slrucu‘On and Xll(l)i

OPoly of financ:
ed indusu_ilu:\ncml

$100 Stryctyreg
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SAVINGS MARKET CREDIT MARKET
INSTITUTIO SAVINGS MOBILIZATION MATURITY & SECTORAL FOCUS
N SCHEME TYPE OF FACILITY
: Currency issues Short, medium and Government, financial
Bank of Tanzania ney long-term credit institution
i edium term Productive and
JNBGand Peoples Demand, Time Savings Short, medium T
! its credit and equity Distributive sectors
Bank of Zanzibar (PBZ) | Deposi Government
and Savings Deposits | Medium and long- Building Construction
THB Time nes term credit and allied industries
. 1as and Time Deposts Medium and long- Government
|Post Office Savings | Savings P term credit
CRD Demand, Time and Savings  [Short, medium and Rural Programmes
B deposits Now. credit
Medium and Long-term |Industry and
TB None credit, equity Commercial Agricuiture
(Scale)
Medum and Long- Industry
Tangamyia None term credit, edity
Company (TOFL)
None Hire purchase finance |Transport and
Karadha Company for machinery production
. Short, medium and Government
INasonat lnst;ﬁlrg Premiums long-term credit
Corporation
. , Contribution  |Short, medium and Government
Nasonal Provident Provident Fund long-term credit
Fund (NPF)
Table 3: The Markels of Financlal [nstitutions
Vol 1N 1 July 1992







Shs.
Company Demand
Company Potential
FosssssssseseTTT "  (assumes a given
marketing environment)
Company Forecast
! Company Marketing
Planned; Level Efforts
'
Shs.
(Assumes a given level

Competitors marketing effort)

Figure 3: Demand as a Function of a Company’s Marketing Efforts

Applied to the financial industry the message is clear: well executed
g?kcting efforts will lead to an increase ina bank’s or insurer’s share in
:;:e “gavings” and “credit” markets as well as the market of “extended”

financial services.

The “Savings Market” potential of financial institutions is large and
52 urated as evidenced by the growth of money supply (m,) which had
unsat wing at a rate of 21% per annum form 1980-1987. In 1987
bee:cgr:uppl y which as outside banks represented 35% of total money
mo! lY n.), and this has been increasing at an annual rate of 46% from
supply (l ¢87. The increase in money supply outside banks is indicative
1980 to rtb.nna"ce of our banks in savings mobilization, and this is
m ﬁzed by unsatisfactory marketing efforts on the part of our banks,

hasize here that other factors have contributed to the

5.3 .We haSlei"“ ‘:1;'“'“01; supply outside financial institutions. These include
n:u:l'&::;let frauds, forgery and thefts taking placie in our banks, Others are
gl‘:qnegative interest rates and the general decline of people’s confidence

i our banks. On the other hand, improving ffiiency in financig
institutions isone of the most important factors in savings mobilizationg,

sBank of Tanzania, Economic and Operations Report (Various Years)
a
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Speedy customer service,

enough cash balances at bank branch counters,
etc., should

go a long way in improving the situation.

i i i th of deposits
i t there is a remarkable increas in grow
e conwr;g‘?:“ﬂ;: be illusory. Whercas in nominal l'erms the uend sccm‘i
hasbt;w:)gd real deposits have tremendously declined. This picture
::(:caﬂf dcp:lcted by the statistics in Appendix 5, 6 and 7.

54  The Marketing of financial services differ from the marketing of con-

mer or industrial goods and services. These unique char?cu;risucs
suake it more compclling for banks and other financial institutions t’o
mractice marketing scriously even when they are operating in a scller’s

market. The following are some of the unique characteristics of financial
services which complicate marketing,

(@)

()  The fiduciary responsibility of a banker, and
©

The intangibility, inscparability and the individualized nature of
these scrvices.

The special role of financial institutions in the economy of a
country.

5.5  Financial scrvices cannot be seen, touched, tasted, felt or heard. Hence
the customer cannot inspect it or ascertain jis

purchasc. For example, the credit a bank offers i

S represented by its acceptance
of demand and time deposits and by making loans. The individual depositor
actually buys the bam‘g's credit by depositing cash or cheques and allowing the
bank 10 owe him until he requests Payment through his checking account or
savings account. The individual borrower offe
requesting a toan, 1f the bank
borrower, usually by makin

attributes before the actual

13 his credit 10 the bank when
£a deposit 1o » it makes credit available to ﬂ;e
. , SIL1O his account, §j ank is usual
selling an idea, notaphysical product itmus, Ince a bank is u Y
do.

tell the buyer what the service will

3.0

N CS marketin,
Operauons is the “fidycj B¢

b Thilite”
insurers who persuad, ¢ theip "'SDOnsxblluy

of the banker. Bankers or
y custom, trus .
funds to their care or to oS 1o en

L personal or corporate
. accept advi i . .
responsibility than say the seller of c%u?in fvestment incur a heavier
manufacturer of consumer "

L Ol cl - "NIS is not 10 say that the
. oo Or industria) goods ig Without rcspgnsibilily.
p::pgl; rcspolpsmlmy In thege Other cageq is limileq of
» Quality and valuc for e mongy of to the fluness
cemed. Ttis mconvcmcntbulscldomca troppJuct or o oes COm
refngeralorbrcaksdown.Butabank iroph
Tesponsibility for safegu

e o ophicif the milk is sour or the
! Cr's failyre lodi
arding Customey’g

: scharge his fiduciary
funds or provide responsi-
42 July 1992
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ble advice on financial matters can bankrupt acompany. All these points
10 the fact that marketing of financial services should be carried out by
skilled marketers and preferably those with financial knowledge and

ethics. : : :

5.8 Financialoperationshavca “special” rolc toplay in the national economy
for they help provide real resources to finance economic development.
Private resource mobilization is particularly important in Tanzania as the
government and parastatal scctor has been saving about 70% of all
savings donc through financial institutions. Unfortunately, as has already
been pointed out resource mobilization by our financial institutions is far
from being satisfactory. Onc of the reasons for this abysmal performance
is the failure of these firms to market their services effectively.

59 InScctiononc we pointed out about the impending liberalization of the
financial sector and the resultant intensification of competition by banks
and other financial institutions for the savers and borrower’s shilling. We
forecast intensification of inter-company and intra-company competition
(inlcr-branch) in lhis rcgard.‘

5.10 Allinallthe likely result of these changes will be the crcation of abuyer’s
 market and all that gocs with it in the arca of marketing. This change is
going to be cnhanced by an invasion of modem banking technology
including computers. Thus in the ncarest (uturc our banks’ and insurcr’s

" competitive tools-arc likely to.be found in “marketing” rather than in

banking or insurancc perse. -

60 The Tools of Marketing of Financial Services

' Let us NOW complctc our paper by looking at what one might call “tools”
of marketing, and how they can be uscd by our financial institutions to
enhance operations. A clear reference is made to the THB although most
of these cxamples could be applicd to other financial institutions. I darc
say that this subject mattcr js cx.tcnsivc and would idcally require a
separatc paper of 1wo to treat it satisfactorily. Accordingly we are forced

10 be sketchy for fear of being too long.

61 As pointed out in the preceding seclions, a financial institution performs
three major functions. It mustattract deposits from the “savings market”
and altract borrowers from the “credit market”. Furthermorc, a financial

~ jnstitution must attract uscrs of extended financial services which are
 indircctly related with the {irst two functions. This function of “attract-
ing” dcpositors and borrowers can be considered as a “demand creating™
function which can be achicved by using certain marketing tools includ-
ing promolion- Once the demand has.been created it has to be serviced
using certain demand scrvicing tools including distribution.
The Marketing Manage ment Process

marketing can be casily conceptualized if we link them 1o

urer’s marketing management process. This process or stcpz

the marketing activitics appears in Figur :
» | gurec SWe have pointed

62 . Thetoolsof
pank’sorins
inmanaging

Ne T
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6.3

64

6.5

6.6

44

i eding sections that success of a financial institution
g&l:@m;g?MUygon the marketer’s knowledge of his markets. Atc-
cordingly the marketing management process should ideally start with
thistask: the task of knowing the market. Itisthrough this knowledge that
the marketer will be able to determine the market segment or secgments
he wants to concentrate on (market segmentation) and then design an
appropriate marketing program 10 serve it (stage2). This program will
include both demand creating and demand serving

activities, Stage three
of this process is control, including performance

evaluation,
Market Analysis

The subject matter of market analysis is beyond the Scope of this paper
asitincludes, among other things determination of the present and future
market potential or size of the markets (s) of a product(s) or servic o(s).
Appendix 8 itemizes some the elements of th

' € Scope of a market analysis.
These revolve around consumer’s buyer behavior, market

! characteristics
. (size, location, etc.) and the Marketing Environmeng

Market Analysis includes market segmentation, The pruhise of segmen-
tation is that markets are far from being ho

. MOgenous with respect to
buyer needs and responsestoa given product, price, Promotion and place
offerings. The power of the concept of market Segmentation is thag jn an
age of intense competit.lon for the mass markey, individua] marketers can
prosper through creatively serving specific market segments whose
needsare imperfectly satisfied by mass-market offerings, Conversely the
danger in not basing marketing programs on 3 carefyl g, y
differences and similarities amon

udy of
B market segments is ayery y o the
tion of many nceds, and thus vulncrabilj

1y 0 compeg ge satisfac-
. . tors .
marketing programs (0 satisfy the specific needs of sclecm;h:; ‘::Sclgn
more effectively. gments
Possible bases for segmenting markets are:-

- geographical segmentation

- demographic segmentation

- psycho graphic segmentation

- volume segmentation, and

- benefit segmentation

Appendix 9 is an example of bencfit Segmentation Wiliz;

principal benefits sought by cach benefit segmeny g o8, only the
market. THB might wish to study its mortgage loan Savings”
determine major market segmen

: ts therein, evalygge :’stell;n bid to
finally select those ones it is capable of serving effectiyey an gments and

Yand profitaly,
Tools of Market Analysis

In modemn business management,

successful management of an organ :
isimportant in the successful management of the marketing funcg“almn
a mauer of fact its importance is 10 be found at every Stage on. As

g management process. There is thus a need of formg); - of the

1Zing anq

information g a vi

. . tal i :
ization. Thug ma'kelinglii:\l:-zt In the
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6.7

6.8

6.9

6.10

6.11

46

facilitating the flow of information both from intemal and external
sources.

The Accounting System is the traditional way of generating an orderly
flow of vital information for decision making and is part and parcel of the
Marketing Information System (MIS). For example in the case of THB
it can be used to collect data on deposits, morigage loan payable and
receivables and the cost of a bank’s operations,

Another tool of market analysis is marketing intelligence which should
serve as the “eyes and ears” of a financial institution. The function of
marketing intelligence activity is two-fold.

(@)  toidentify unknown environmental and competitive factors into
known ones, and

(b)  to interpret and predict how and when those faciors will alter
market demand.

: uons of the Bank of
: Nierest rates and credit ang the GOvcmmcm’s
plans in respect of policy on residential housing the Work d
Farmers Housing Devel » rkers an

opment Fund (W& FHD and .
Fund (SEF). Sccondly, it would interpret justhow and \:,h C Special Forces
forces for change will cventual

henifatall, hese
Iy affect the abil;i !
accomplish its marketing objectives, bility of the pank to

tics, information which might not
ing or marketing intclligence Systems can be obtained g,
research. Markct%ng rescarch is Particularly peg ind ari
market charactf:nslics of a financia] institution’g Drodun Clermining (he
§ consumer altitudes about a given service, new of °“(‘:él‘wis¢mg aswell
We have a fecling that THR does not know
mortgage loan markets. It shoylq

therefore savings” or
inter-alia, market characteristics, market s:'g?]:ma Stdy 1o determine,
situation of thesc markets, | s

indings of thi the Competitive
3 o s
invaluable as input in future plann: . > Stud

mllch aboul it.s s

Developing a Marketing Pign

The second stage of the marketin

g g Mang .
Marketing Objcctives and Developj ECment proceg

S1Sthe Sey
n : Clling of
tives and plans would normally blt". bmmkelmg Plan, &0
characteristics of targey m

Cs¢ objec-
: n the ¢ !
s of 1z arkets Wdentifieq i th esed neog and
process. Most bankers see the spgici. marketin lage of thig
thosc related v.vﬂh InCreasing the proﬁlability an 8o as being
mcmandIcndmgaswellasincmasingmarkclsharcs?wh oot invest.
arket
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6.12

6.13

6.14

6.15

sJ Donnely,
(Eds), Marke

Manggemenl

segments. Others are to incrcase commissions and
g attract funds for

A Marketing Plan describes the proposed Marketing mix needed
to achieve the defined marketing objectives. Thcg fouroélt:rz:s of a
marketing mix arc product, place, promotionand price. The uniqueneeds
and characteristics of sclected target markets should determine tfeenature
and “blending” of this mix. Figure 5 below summarizes a marketing mix

of a Banking organization.

Product stratcgy involves decisions about developing the ri roduct
for the target market, where product refersto mcansporiapacitsh t:) grcmde
asolution toconsumer problems or satisfaction of needs. A product could
be new, as THB's idca of “Housing Estates” or it could be an improve-
ment over existing products. The concept of the product as potential
satisfactions, or problcm solutions is vital to the firm’s ability to generate
a Mow of product offerings that truly provide rcal and important bencfits
to the consumer. It also forces the recognition that customer service is as
important as the physical product itself in terms of potential need
satisfaction. For a bank, this mcans, for cxample, that, convenicnce
benefits created by the automatic cash dispensing and teller machines is
only one of the consumer’s potential perccption of the total product. In
addition 10 convenicnce benefits, the consumer’s imagine or ac{ual
expericnces with the machine are a vital part of the product. If aconsumer

rccives the machine as (oo complex to use, impersonal, or not to be
yrusted in making important bank transactions then the fact that the
hardware offers convenicnce value may not be enough to get market
acceptance. The product for a bank is never simply the availability of
credit, checking accounts, savings programs, dcposit boxes or machines;
instead it incudes the quality of the consumer’s experience each time hé

interacts with the bank.

Place strategy concems itsclf with the necessary actions to make the
product available at the time and location desired by the target market.
The ideaof achannel of distributing is easily comprehended if one thinks

cal products. However, the unique characteristics of

in terms of physi Dot )
banking services described in Scction S of this paper dictate direct

channels of distribution.

The distribution function of banking services has been defined as fol-

lows:

cansof increasing the availability and/or convenience of a service
reases itsusc or the revenucs from its usc (either by maintainin
increasing its use among existing uscrs or attracting ne\%:

uany m
whichinc
exisling uscrs,
users™
Examples here is m.c Crcdi} Card which is an innovation in the dictr:
tion of a bank’s major scrvice, credit. Another one is packag:o(}}:l?bu-
ing -

offcring 8 grouping of bank services to retail or corporate customers Thi
- Uimg

Jr. “Distributing Bank Services” in Berry L L. & C
ting for the Bank Executive, Leviathan HOus;: LOn‘;Palalin, LA
’ on, 1974 )
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6.16

6.17

6.18

6.19

serves to increase the availability and convenience

services. For example, a package might include advice o:fmsgr‘::mmarbink
1!|vest.mems, the right to obtain bank credit, foreign exchangeytrans::\el
tions in return for substantial demand deposit balances. Yet an thc-
examplcare automatic cash dispensersand Bank by Mail. V;'ith the B:m](:r
by-mailfscl’.rvice offered by some banks, the banking industry has beer;
successful in locating a middleman, the id i ilitati
B e of fnds. post office, to aid in facilitating

It should be made clcar, however, that the location of banking facilitie

is the most important channel of distribution of banking services Ban]sc
management may have the right product for the right people at th;a right
price, but they will remain vulnerable if someonc else offers the safne
satisfactions at a beticr place. Thus if THB wants to seriously compete
with NBC, CRDB and the Post Office Savings Bank it must reach more
of its savings market cither by opening more branches, operating agenc

schemesorby running mobilc banking services. Furthermore processiny
of mortgage loans at the branch level will increase the availability andg/
or conveniencc of this product, leading to enhance consumer satisfaction
and increase in such loans. THB should strive to strengthen its distribu-
tion systcm so as (0 generate ncw accounts, increase average balances
reduce labor costs and income from service charge. Furthermore the:
improved channels of distributing should be capable of generating more

mortgage loans and incrcasing customer scrvice.

Promotion refer to activitics designed to informing customers about a
bank’s product offcrings features and benefits that they can derive from
consuming the product. A typical promotion-mix consists of advertising
porsonal sclling, publicity and sales promotion. Most Tanzania banke,
including THB, undertake onc form or another of promotion. Howeve‘r:

we doubt whether thesc communications arc well designed and executed

to win identifiable target markcts.

Although uniquencss of a product, creative promotion and simple avail-
ability of the product may be important in sclling a product, price
pecomes the qualifying variable in detcrmining ultimate purchases.
Unlike the first three clements of the marketing mix, pricing of banking
services in Tanzania, have, until recently not been “controllable” by
management as intercst rates were centrally fixed by the Government.
Following the price decontrol announced recently by the Bank of Tanza-
nia, and with increased competition, it i§ conceivable that in future,
prospective depositors (and borroyvcr§) will be dictating what rates of

banks should fix. This situation is alrcady happening in

interest the shou
countries such as Nigera.

11 is also important for our bankers to rcalize that price includes not only
moncy paids butalso }hc ampunt of time and physical and psychological
discomfort involved in buying and consuming the product. Thus a bank
may find that although staying open from 9.00 a.m. until 6.00 p.m. cau:
adm inistrative and Opemuonal problems and added expenses, Closinzesal

1.00 p.m. ON the other hand, causcs the consumer inconvenience
and

Nt
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72

50

therefore is part of the price people pay for using the bank’s scrvices: As
such, the banks should carcfully analyze the marginal revenue that might
be generated by offering the consumer extra convenicnce,

Conclusions

We would like to conclude our paper by repeating what we said in Section
5 that marketing oricntation should start governing our banks and other
financial institutions which have, since their creal

tion, been sclling rather
than marketing their invaluable services, The need for this re-orientation

is particularly urgent for those financial institutions whose share in the
“Savings Market” is very small. The “power” of marketing to raise sales,
the specific characteristics of the financial

industry, its role and impor-
tance in the national economy, and the impending transformation of the
bank market from a seller’s m

arket into a buyer’s market arc some of the
factors which support our call for these firms to be marketing oricnted,
Accordingly all Managers at Branch and
with consider themselves not mercly asba
of financial serviccs. They should also S|
improve their operations. Marketing re
stage of the re-oricntation exercise, S
pertaining to your marketsin bid to

Corporate level should forth-
nkers or insurers but providers
lart using the marketing tools 1o
search is Particularly import at this
tart collecting data and information
understand them. The resy will follow.

Organizationally the Marketing

Function should be institutionalized,
either as a staff function of

providing management with specialisg

July 1992 The IFM Journal of Finance
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APPENDIX 2: POSITION OF INSURANCE SCHEMES OF THENIC
(IN MILLION SHS.)
LIFE GENERAL TOTAL TOTAL REAL
YEAR INSURANCE INSURANCE PPF NOMINAL NCPi (1977=100)
1978 82.7 170.61 - 253.3 103.3 237.6
1979 94.5 211.1 97.8 4034 120.3 335.3
1980 06.6 286.3 109.3 4922 156.7 314.1
1981 124.0 318.7 155.9 598.6 196.9 304.0
1982 132.8 389.2 236.5 758.5 253.9 208.7
1983 158.3 41741 226.7 802.1 3226 248.6
1984 174.0 512.9 319.8 1,006.7 4392 2292
- 1985 230.8 592.3 274.2 1,097.3 585.4 178.4
1986 300.3 963.1 323.6 1,587.0 775.2 204.7
1987 386.3 1,321.8 326.9 2,035.0 1,007.4 202.0
1088 390.0 2,626.0 450.0 3,666.0 1,238.8 2959
————
SOURCE:  The Natlonal Insurance Corporation (NIC)
Vol 1N®1 July 1992
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APPENDIX 3

RESOURCE MOBILIZATION BY FINANCIAL INSTITUTIONS

DURING THE 1980s
{Millions of Shs.)
Deposlits with Financial Total Total
YEAR Insthitutions Contractual Resource Private %
Savings Mobllization Savings of Private
PUBLIC PRIVATE TOTAL (4) (5 (5)

(1) (2 (3) 4 (5) (6) ) (8)
1970 814.0 1,041.0 1,855.0 319.0 2,174.0 1,260.0 62.6
1971 1,095.0 1,156.5 2,251.9 398.0 2,649.9 1,554.5 58.7
1972 1,173.7 1,431.9 2,605.6 479.0 3,084.6 1,910.9 61.9
1973 1,366.5 1,788.7 3,155.2 597.0 3,752.2 2,385.7 63.6
1974 1,423.0 2,249.0 3,672.2 733.0 4,405.0 2,982.0 67.7
1975 1,954.0 2,796.4 4,750.4 954.0 5,704.4 3,750.4 65.7
1976 2,496.4 3,372.9 5,860.3 1,166.0 7,035.3 4,538.9 64.5
1977 2,5685.3 4,200.1 6,875.4 1,435.0 8,310.4 5,835.1 67.8
1978 3,148.2 4,826.6 7,974.8 1,550.0 9,524.8 6,576.6 66.9
1979 3,550.0 7,512.8 11,062.8 1,928.0 12,990.8 9,840.8 72.8
1980 3,650.8 8,378.9 12,029.7 3,813.0 14,842.7 11,191.9 75.4
1981 3,976.6 10,891.1 14,867.7 803.7 15,671.4 11,694.8 74.6
1982 6,975.0 11,202.8 18,1778 858.4 19,036.2 12,061.2 83.4
1983 6,209.5 15,588.8 21,798.3 1,042.5 22,840.8 16,631.3 72.8
1984 9,031.6 16,720.2 25,751.8 1,195.4 26,947.2 17,915.6 66.5
1985 13,942.3 13,892.5 27,834.8 1,377.8 29,212.6 15,270.3 523
1986 13,143.0 19,304.8 32,447.8 1,771.5 34,219.3 21,076.3 61.6
1987 20,416.7 22,8226 43,239.3 1,923.5 36,162.8 24,7461 68.4

SOURCE: BOT Annual Report




APPENDIX4:  AVERAGE POPULATION PER EXISTING BANKING OFFICERS:
RATIO OF
REGIONS BRANCHES AGENCIES POI:IstaAs'I'ION :g:ual.:&m
FIGURES
nec | cros| THB | PBZ | TOTAL| NBC | CRDB| TOTAL
ARUSHA 71 ] . IR 's| oo 70725
COAST 8 1 20 7] 1 8| 1,360,850 68.045
DARESsaLAAM 16 2| 2 71 15 15| 1237819 176,832
Doboma sf 4 1! | B 1] 1208914 86,351
IRINGA 12 1 1 5| 14 14| 1,326,183 88,412
KAGERA 14 y : sl o 9 854,817 142,470
Kicoma 5 N 1 12 17 17 1,108,699 92,392
KILIMANJARO 10 1 8 13 13 646,550 80,819
LINDI 6 1 1 7l 12 12 970,942 38,706
MARA 6 |1 1 |l 13 13| 1,476,189 113,553
MBEYA 12 4 1 11 9 9| 1222737 111,158
MOROGORO of 1 1 il 7 7 889,494 127,071
MTWARA 6 |1 1 14| 17 17| 1,878271 134,162
MWANZA 12 1 1 5 6 6 694,974 138,995
RUKWA 4 - 1 sl 12 12 783,347 130,555
RUVUMA 5 - 1 ol 8 8| 1772549 196,950
SHINYANGA 7 1 1 s{ 10 10 791,814 158,363
SINGIDA 3 1 1 ol 1 11| 1,036,293 103,629
TABORA 9 - 1 6] 13 13| 1,283,636 80,227
TANGA 14 1 1 2 4 ] 0 604,578 160,145
[ZANZIBAR 1 Z !
ol 23] 20| 1| 21| 2:138347| 2,393,067
TOTAL | 1) A
sloner
SOURCE: Reports of respective Banks to the Commissicne!
COMMERCIAL BANKING:
APPENDIX 5: DEPOSITS VS AGREGATE LENDING
DEPOSITS LENDING
NOMINAL |__REAL | NOMINAL | REAL
YEAR NCPI
6.500.4 6,500.4 4,401.2 4,401.2
1977 100.0 7503.8 7,039.2 6,249.2 5,862.3
1978 1066 eon4 8,747.6 6,865.8 5,707.2
1979 1203) 1o 8,239.2 7,400.1 47225
1980 156.7 149859 7,610.9 8,551.0 43428
1981 196.9 b 8'650.8 7,345.7 9,579.3 3,772.9
1982 2539 oS 6,758.1]  10,642.8 3,299.1
1983 3228 Zooiya|  sesas| 127118 2.894.3
1984 4392 Thoog|  48878| 17.4308| 29776
1985 5854)  Coaos2|  42348| 27.6896 35719
1986 77;-":’ 43.545.7 43226 550425 54638
1,007. 101.9 35600  65121.2 5,256,
1988 10388] 4 8
__..__-—--;"-.uc and Operations ReP°“h(1 983') N T
Y nol ose from
'SqotURCE: gg:oﬁ,‘z and Lendingfigures include t BC,CRDB ang PBZ.
ote:
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APPENDIX 6:

DEPOSIT MOBLIZATION BY THE THB

DEPOSITS IN MILL. SHS %
YEAR NCPI TOTAL  TOTAL REAL| GROWTH IN
NOMINAL (1977 = 100) |REAL TERM
1977 100.0 116.9 1169 .
1978 106.6 150.3 141.0 20.6
1979 1203 187.3 155.7 10.4
1980 156.7 2243 143.1 -8.1
1981 196.9 531.4 269.9 88.6
1082 253.9 530.4 208.9 226
1983 322.6 633.5 196.4 6.0
1984 439.2 700.3 159.4 -18.8
1085 585.4 794.8 135.8 -14.8
1986 775.2 1,077.2 139.0 24
1087 1,007.4 1,148.6 114.0 -18.0
1988 1,238.8 1,506.2 114.0 0.0
SOUACE: _ THB Annual Repors
APPENDIX 7: DEPOSIT MOBLIZATION BY THE TPoSB
DEPOSITS IN 000 Shs, %
YEAR NCPI TOTAL — TOTAL REAL] GROWTH IN D"E‘.',“ggﬁ‘;g
NOMINAL _ (1977 = 100) |REAL TERMY] (00)
1977 100.0 80,623|  80,623.0 .
1978 106.6 110999]  104,126.6 14.9 :;2
1079 120.3 138840 1154115 108| s o
1980 1567  163058| 104,057.4 08| oo
1981 196.9 204,424|  103,821.2 0.2 5.,8
1982 2539  214302| 84,4041 187] e
1983 a26|  245685|  76,157.8 98| oo
1684 439.2 67.058| 152682 798| 657
19885 585.4 45,219 7,7245 -49.4 681
1986 775.2 59,084 7.621.8 13| 708
1987 1,007.4 82370| 81765 73| 733
1988 1,238.8 105,517 7,984.0 24|  og7
SOURCE: TPOSB Reports to BOT

|
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Appendix 8: Market Analysis: The Pertinent Questions
L Consumer Behavior
(a)  What they buy
- A savings, Time or Demand deposits.
(b) Whobuys
- Everybody? Women only? Teenagers (i.e. demographic, geo-
graphic, psychographic classification)?
(c) Where they buy?
- which banks?
(d) Why they buy? .
- Motivations, perception of product and needs, influences of
rs, prestige, influence of advertising, media.
(e) How they buy .
- On impulse, by shopping (i.c. the process theygo through in
purchasing).
i) When they buy
- Once a week? Every day? Seasonal changes?
(g) How much they buy at @ time?
(h) Anticipated change L
- Incidcnce of new products, shifts in consumers’ preferences,
needs.
2. Market Characteristics
(a) Size
Potential market, actual market, selected segments of market.
(®) Location
Competition
© Whogzucompelition, what are their characteristics, what is their
Jikely behavior in marketing activities (promotion, pricing, Rew
roducts, elc)?md
d cOmpe,(jnve p ucts
@ Their nature and pumbcr
© Economic conditions
3 Marketing Environment
. @ Technology _ )
‘What new technology will emerge:
Culture .
® What is becoming fashionable?
© Economic trends.
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