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THE INSTITUTE OF BANKERS, BANGLADESH (IBB)
97th Banking Professional Examination, 2023
AIBB
Marketing And Branding In Financial Service (MBFS)

Subject Code: | 2 | .1

Time—3 hours
Full marks—100
Pass marks—45
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What is customer driven marketing strategy? -

Discuss the steps involved in designing customer driven marketing
strategy for credit or loan product of a bank?

What are the 3c’s of customer driven service marketing strategy?
Discuss the elements of customer driven marketing strategy?

Define portfolio analysis?

How a bank can analyze its current businesses to take necessary
actions? »

How does value chain and value delivery network play role in
building customer relationship?

What are the dimensions of managing service quality?

What is marketing research?
Discuss various types of marketing research?
Discuss the reasons for growing importance of marketing research

- in service marketing?

What type of marketing research is most suitable in financial
market to launch a new financial product? Why?

What factors a financial institution must consider in developing a
new product/service? :
Mobile financial service is comparatively a new service in
Bangladesh. Pick any two MFS providers of Bangladesh and
compare hotv they have created competitive edge in the market
through their product design? :
List the reasons associated with the failure of new financial services?
How technological and digital advancement play significant role
in banking project development?

Define Online Banking?

Discuss online banking’s importance in capturing competitive
edge in the market? .

Explain the determinants to be considered while opening a new
bank branch?

What initiatives a bank manager can take to make a newly
established bank branch commercially successful?
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6. (a) What is app based banking? Give two examples of app based 3
banking in Bangladesh?
(b) Discuss the steps in developing effective marketmg communication 6
program for a bank?
(c) Advertising is nothing but salesmanship in print—Discuss? How 6
this promotion is most cost effective to the bank?
(d) Why and how “financial marketers go beyond selling services 5
rather creating ‘Bank brand’ for that service”?
7. (a) What is service expectation? 3
(b) What factors influence desired service expectation of financial 7
institutions? How pandemic has affected those factors?
(c) How does a marketer of financial institution convert customer d
expectation into customer satisfaction?
(d) How does the marketing mix of corporate banking and retail 5
banking differ? Give example.
8. (a) Elaborate the factors related to pricing. 5
(b) Marketing decisions are generally influenced by pricing—explain 5
with example.
(c) Why price adjustments are important for banking services? 5
(d) What is value pricing? Can a bank use value pricing for its 5
product? How?
9. (a) Define market positioning. Why it is important? 4
(b) Discuss the positioning strategies available to a financial institution. 5
(c) Differentiate between positioning product and positioning strategy. 5
(d) A bank/financial institution has identified a couple of ‘differences’ 6
criteria that can position its product in the market. How it can
select the best difference criteria that w111 position its product
strongly in the long run?
10. Write short notes (any five) : . - 4x5=20
(a) Total Quality Management (TQM) ' '
(b) Co-Branding
(c) Digital Bank

(d) M-Commerce Banking

(e) Brand Equity

() Niche Marketing and Mass Marketing
(g) Agent Banking

(h) Marketing Environment

(i) CRM.
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