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THE INSTITUTE OF BANKERS, BANGLADESH (IBB)
98th Banking Professional Examination, 2024
S nATBR
Marketing and Branding in Financial Services (MBFS)

Subject Code: | 2 | 1

Time—3 hours
Full marks—100

Pass marks—45
[N.B. The figures in the right margin indicate full marks. Answer any five queslt\:;clm.si.( ¥
arks
Define service. What are the characteristics of service? 4
Explain different categories of services? 4
Explain the expanded marketing mix for financial services? 6
Pick a service offered by your financial institution and discuss howto 6
apply customer driven marketing strategy for the picked services?
Describe the followings in your own words interms of financial 6
service marketing—
(@) Demand (b) Need (¢) Want
with example.

Compare between selling and marketing. Which concept ismore S
relevant to financial service marketing, why?
Discuss the modern marketing system. 5
Relationship marketing is crucial for retail banking, not for 4
corporate banking—Do you agree? Show your reasons.
What growth strategies are available to financial institutions? 7
Differentiate between market penetration and diversification with
example?
A bank partnered. with some shop to offer discount on product 4
purchase through the bank’s credit card. What short of partnering
is this? Can it help the bank to grow it’s customer base?
Define customer relationship management? What are the 5
responsibilities of relationship manager in a bank?
How does business environment affect marketing strategies of a bank? 4
What is called promotion? What factors need to be considered for 5
promoting financial services?
What are the differences between advertising and promotion? 5
What are the channels and method of digital marketing? 5
How can banks and financial institutions make their services 5
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more visible on digital platform?
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Why does branch location important in distributing banking services?
What does it mean by Alternative Delivery Channels (ADC’s)?
Can a call centre be considered as ADC?

What factors should a bank consider for selecting an appropriate
location to open a SME banking branch/ sub-branch?

What are the challenges for online banking?

Define segmentation? What are the bases of market segmentation?
How the segmentation of a bank’s retail and corporate markets differ?
Select a service of your financial institution and describe the
available target market strategies for it?

Differentiate between differentiation and positioning with
examples of financial services.

What is branding?
Discuss different branding strategies.

CSR Contribution and bank branding have a positive relationship.

—Do you agree? Give your arguments. :
Diversified product, quality service and customer satisfaction are
the need of the day in banking industry.—Discuss the statement
according to current banking scenario. '

What is promotion mix?

Social media has added new dimension to existing marketing
communication channel and messages.—Discuss.

What is the implication of technologies, like Al (artificial
intelligence), Big data etc in designing marketing communication
strategies? Discuss.

Do you see the emergence of mobile financial services as
competitor to traditional banking products or new ways to create
value for potential clients?

What are the factors influencing clients choice of financial
services? Give example along with.

In global open market system, why market information is very
important for banking business?

A Shariah bank is considering introducing a new deposit product.

Discuss the product development process the bank should follow.
Recently Bangladesh Bank has issued a circular on maintaining
foreign currency account termed as International Banking
Account by resident Bangladeshi and corporate entities with
Off-shore banking operation. Do you think this can be a potential
product for a bank? Show your reasons.

Fintech ' (b) e-wallet

Strategic Business Unit (SBU)  (d) Marketing Research
Customer Loyalty Program Pay Per Click Ads
Zone of Tolerance (h) Micromarketing
Social Concept of Marketing.

4
6
6
4
6
4
6
4

(=) (= WV, IS

4x5=20



ol

-

R E

8|

(

Y|

[RB7 ¢ GIF S0 AT QTR T @i | (@ @At #Aofe evy od faw 1]

(¥)
(2)
Q)
()

)
)

Q)
)

S
S

Q)

()
=)
(2

Q)
®

()

()

Q)

Q)

()
Q)

Q)
)

3
[ARE S[iml

@RI @9 et 7 | TR @ e iRretEt JF Fe

RSy @ e w3 341 e |

i G (L rarey Afds et e afqat we |

S SRR AR FF emge @ G 15T T aR BT
TR & it o fRttey RP=IeT S{Tatet <ol T2 ST <65 |

FRE: (F) SIRW (}) weR () QT |

Rer ¢ IoEEesEE TR A W SRR GRr e
AT ARSI AGS SO F | |
TG AEereTa RIBRT YRR AT & wwp I, T’
IR @7 T TN I qITe? TERA T IEIIR
TAZAT T |

Wil efSdtmz I I ayfa @ JIRT FACO A2 IS AT
R (RADWFACIT TG SRR AR AT T |

GTTG PRT SR (@FTE FICT TG TIPS ST LT T -G
AT Gy g TR SOt A Jfe Twva I | Sty
T FE @ TR TG FRIOA ARFIRAT a1 7892
Sre! 7=F BT (CRM) a7 7iegat e | @3fe e oot
AIZT TE YA Wi 2 |

TN AR Frei 96 IR AN @Freiee e 2
BT TCS Y QRIT? WA G epRe o Ft I [ag Koo
@I 8 BT TF ARy Jh?

ERBIT ATRETSFAER TRIT (SIIeT) @ SARPTR 2
FeiT IRT 8 FFE efSdi wima e ERE fBfEoe Anw
TS AN FICS ANCL?

refam ORT Reaet =R Sg ewed @2

foe ez T (ADC’s) <60 U RI? T (o 1 {70! [Rowe gy

OB @aN3 ARRFL TCOCEs/ ST (RETT By TAFFE I
fdivtag cvem @t JREET I | {77 [wear w4t hve?
SRETIEA PR GF SR I J12

e etem Ji? e Reres fofeR S s |

s IR WA (Retail) @ 13 e @7 CFd @ Ko
ST RT?

W efeBieT OIfe ERY e F@ 9T & SuEey @R T
i@t @t (Target market strategies) IR WITAGAT T |

i cRE Bwereg Ebaead/ foqer SEm ¢ swgH Frsead
a7 AT fory |

@@-oooog

g

® A

8

[*7 *oT 5833



9| (¥) e Iy
() RSy ifr @R wesaT e |
(o) Fosficas it Wi (CSR) A @R RS Fifer 97 @6
WWWP—W@GWWGW?Wﬁm@
TAFMAT T |
() CafbarE sfcly, WTe G| O SRS FEfE IR Few ' R v
eFP ST iR I fow et Rgfoft Seamoat T |

v (F) oo e F
() T P Tow ebfee @it MgT 8 ISR (Fe b
IO TP AT @ FEACR H—ANCAIB! T |
() o @t e e $har e, ot ot Fonfn egfes b
AT St 2 SACAGAT T |
(8) AR wifde GrRr (MFS) @9 e ofere i orm afsat ¢
m%mwwwmvﬁa@wﬁmﬁﬁmﬂwv

TG F |
51 (as) Az e Wi @t Fdvee [eal @w @ fffae T gefe 8
T ? CRIRFAAR ST T |
() fegrdt S @ I, Waswwwwﬁw 8
' (@ Y32 eFA?

€)) aaﬁﬁmf—ﬁwwafmﬁmﬁﬁmmqmﬁﬁm Y
TR | IRIOT G S{TAIEy Gt elerm ferais <o e |

(@) TS IRATH JRE  FEE IREAT@R 8 G AV T Y
A T AR SRS R S e w0 | e B e
FEA afﬁ‘wwmw«ﬂﬁﬁ? FEIRAINT AT TS ANA?

IETLIII A T |
So | (¥ AT Afo f[acy biwet o1y - 8XE=R0
() fFoe (}) -6
(*) @S AT @I (SBU) (V)  Jeiaeredsa sieagelt
(8) a=T SISy (AT (®) - fFF-ae
(®) (& & e (®) WRCFTR

@) e AreTETeTae IR |

2R94H



