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THE INSTITUTE OF BANKERS, BANGLADESH (IBB)
99" Banking Professional Examination, 2024
AIBB '
Marketing and Branding in Financial Services (MBFS)

Subject Code :

Time—3 hours

Full marks—100
Pass marks—45
[N.B. The figures in the right margin indicate full marks. Answer any five
questions.]
_ Marks

(@) Define market offerings. Outline the steps of marketing 10
process for a financial product/services.

(b) Explain the different types of marketing a financial 6

* institutions/service marketers must practice s:multaneously

to be successful.

(¢) Differentiate between service and-customer service with the 4
example of a financial product/service.

(@) “Managing service quality requires managing five 7
dimensions of services”—Discuss. '

() Discuss SERVQUAL/GAPS model in managing service 8
quality. '

(c) “Customer satisfaction depends on service perceived 5
performance relative to customer expectation”—Explain.

(@) What are the 3C’s of customer driven marketing strategy. 4

(b) “Sustainable marketing is a combination of environmental 10
and social marketing of a firm”—Explain with proper
arguments and example.

(c) Pick a banking product and discuss the relevant product 6

~ levels for it.

(a) What is product line? How does marketers manage existing 6
product line?

(b) Differentiate between product line stretching and product 8

line filling with example of banking products/services along
with the associated challenges with each.

(¢c) Recently BB issued circular on not to increase the 6
installment amount of the term loan and house building loan
of the customer due to liberating interest rate. How the
banks/FI’'s can accomodate this in their product/service
restructure/modification?
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What is channel management? How do financial marketers
manage and control multiple delivery channel?

How GIS can help banks to deliver market drwen financial
services to a specific location?

How the distribution of banking services differs for mass
(retail) and individual (corporate) market?

“Integrated marketing communication will help build brand
equity”—Discuss.

How does a bank use advertising campaign to achieve its
long term objective that is to build up its ‘Name’ ?

Suppose a bank is planning to reach the maximum target
group more competitively by offering detailed information

about the product/services. Which type of advertising tool is

most effective for it and why?

What are the key mgredlents of customer based brand
equity?
“A good brand positioning gu1de marketmg strategtes by
clarifying the brand’
How the strength of a brand is determined in BRANDZ
model?

What is value pricing?
Which factors should be considered at the lime of settmg
price.of financial service?

Describe the common methods of setting price. for Ioan
products. Which is move approprlate for credit card services,
Why?

What is portfolio analysis? Discuss the challenges in
developing SME product/services in banking?

What are your suggestions to overcome the obstacles in
promoting SME products/services?

Identify the opportunities and challenges of digital bank.

Write short notes (any five) :

(a)

(b)
(c)
(d)

(e)

0)
(8)
(h)

Target market strategy

Marketing information system
Integrated social media marketing
Alternative delivery channel
Customer co-production

Brand value

Native advertising

Cashless Bangladesh.
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