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Abstract: This study was an attempt to investigate whetherafinance institutions (MFIs)
operating within Akwa lbom State have knowledgemaifrketing or adopt marketing
strategies in their drive for savings and servidesvery as well as examined the relationship
between marketing orientation and the performancmarketing functions by microfinance
Banks. Both primary and secondary sources of datee used. The instrument used was
marketing knowledge inventory Questionnaire (MKI@9veloped by the researchers.
Descriptive and inferential statistics were usedimalyzing the data. A major finding of this
study was that there was poor knowledge of margediimong microfinance banks in Akwa
Ibom State. The result of the hypothesis revealsmr@ificant positive relationship between
marketing orientation and performance of marketingctions .Based on these findings, we
recommend that microfinance institutions in AkwantbState be more proactive in marketing
their services by creating marketing departmentpéoheaded by a seasoned professional
marketer, among other recommendations.
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INTRODUCTION

This study investigated the level of marketing otaions among microfinance institutions
operating in Akwa Ibom State. Banking is traditibywane sector that is noted with high
reform regimes. One of the main characteristicgshed sector is its impressive drive for
deposit mobilization. The Nigerian banking industhigplays one of the highest level of
marketing resource utilization but when investigagxhibits a high degree of marketing
myopia in their activities (Osakwe,2003). This leened level of poor marketing knowledge
and orientation in the sector is said to partialtgount for the low quality of service delivery
(Cravens, 2001; Robinson, 2004; Kotler, 2004 anah@s 2000).

The concept of micro banking is dated back to theifive age, carrying different names
like Osusu, Esusu, Etibe etc. (Brafu-Insaidoo amiakpor, (2011). Although these banks
were created with the objective of mobilizing rufahds, it failed to achieve its purpose
almost after a decade. However, although, it iselyidhiccepted that microfinance banks play
a very important role in improving the living cotidns of the rural people by making it
possible for the rural people to have access tdymtive resources, it seems these banks in
Nigeria are yet to achieve this mandate. This islenced by the number of licenses with
drawn recently from these banks by the central lmdmkigeria.
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The culture of savings, whether by individual orrpmrate organizations, is widely
recognized as part of human nature. People sawafus reasons; perhaps they want to
provide security against unpredicted happeningsetmeontingent social obligations,
accumulate funds for investment or meet future gonion challenges.But no matter what
ever may be the reasons, the poor particularlyhan rural areas were constrained from
accessing the services of the conventional comaldbeinks owing to various reasons such
as being too expensive, unattractive or highlyyrigl operate. The micro finance banks
therefore became the only avenue by which ruratisucould be mobbed up to accelerate
economic development of the society.

Thus, these banks become the main source of funtinghe rural poor and micro
enterprises.(Braffu-Insaidoo and Ahiakpor, 2011owedver, despite the important role
played by these institutions in mobilizing rurah@is, the industry has been faced with many
challenges and constraints which partly accountshi® slow growth and development of the
sector. One of such basic challenges is the ipldi reach a greater number of the poor in
rural areas. One recent study indicated that o@€r million people worldwide demand
financial services, but only a small portion of $bgpeople actually have access to financial
institutions (Brafu — Insaidoo and Ahiakpor, 201Therefore, the task of building strong and
sustainable micro finance institutions that will ehethis massive demand is exciting,
challenging, and imperative. It is against thiskdgaound that this study attempts to assess the
level of marketing orientation among micro finat@nks in Akwa Ibom State as a necessary
prerequisite for any rational effort towards builglia viable micro finance institution in the
state.

Objectives of the study
The general purpose of this study is to examinelakiel of marketing orientation among
micro finance banks operating within Akwa lbom 8Btd#lore specifically, the study aims at:
I. assessing the level of marketing orientation amamgyo finance banks in the
state
il. examining the relationship between marketing daton and performance of
marketing functions by MFB
iii. Providing recommendations on the way forward foe thanks in terms of
marketing its services for results.

Resear ch Question:
One major research question was asked to guidstdidy. Thus the study sought answer to
this research question:
0] What is the level of marketing orientation amongnmifinance banks in Akwa
Ibom State?
(i) Is there any significant relationship between mtnke orientation and the
performance of marketing functions by MFB?
(i)  In what way (s) can the banks improve their sessicerough marketing
knowledge and orientation?

Hypothesis:
One hypothesis was developed to guide the studtated as follows:

58



European Journal of Business and Innovation Relsearc
Vol.1 No.2, pp.57-69, June 2013

Published by European Centre for Research TrammgDevelopment, UK (www.ea-journals.org)

HO: There is no significant relationship between mankge orientation of micro finance
banks and their performance of marketing functions.

THEORITICAL NEXUS

The concept of microfinance banking and marketiegret new to Nigerians but the practice
seems to be more formalized in recent years wahverious financial sector reforms and the
liberalization of the financial sector. However, ngastudies have made efforts at identifying
the key issues that a marketing oriented comparmyganization must possess. For example;
Kohli and Jawroski (2000) asserts that a marketmgnted organization must have:

€)) One or more units or department that must engagetivities geared towards
indentifying customer’s needs and wants

(b) Sharing of marketing understanding across variodgpartments of the
organization and that

(© The various departments engaging in marge#ctivities are designed to

meet customers’ needs at a profit.

Accordingly, Naver and Slater (2000) highlighte@ ttharacteristics of a marketing oriented
company to include:

(1) An understanding of long term profits as againstisterm orientation.

(i) An entrenchment of organizational culture thatlfetes organizational learning.

(i) Aninter functional coordination of activities gedrtowards creating value.

(iv)  An awareness of competitors capabilities and

(v) An orientation of the customers towards better uvstdading their needs and
wants in the market.

The starting point for the discipline of marketihgs in understanding human needs and
wants. This owes its mandate to the marketing qanelich holds that the key to achieving
sustainable organizational goals and objectivesifialetermining the needs and wants of the
target market and then delivering the desiredfsatisn more effectively and efficiently than
competitors. This concept has three main oriematiwhich should guide marketing practice,
namely:
(@) Customer orientation: This emphasizes that everything done in an
organization or supposed to be done should beteddnward the customers.
(b) Profitable sales volume: This orientation has it that organizations mustst
for long term profit rather than just sales.
(©) Coordinated marketing effort: This implies everything done or supposed to
be done should be organizationally coordinated.

In essence, Kotler (2004) summarized this conceptaacustomers’ needs and wants
orientation backed by integrated marketing effomead at generating customer satisfaction
as the key to achieving organizational goals. Tioeee for any selling activity to be
effective, the activity must be preceded by sevenalrketing functions, such as needs
assessment, marketing research, segmentation, gorodsearch, product development,
pricing and distribution. Thus, if a good job isngoby identifying customers’ needs, then
developing appropriate product, pricing, distribgtand promoting them effectively, will not
be a problem to the business firms. According taurChill (2000), the organization’s
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objectives and missions must only be consideredr go the preparation and design of
marketing strategy. Drucker (2004) on his part sseseffective corporate mission to be
market focused rather than product. This impli@$ grganization’s mission statement should
focus on the needs of the market which the firneragits to fill or satisfy. Accordingly,
Drucker (2004), Kotler and Keller (2006) have alreed that the mission and purpose of
every business concern should be to satisfy theomess and not vice versa. More so, such
objectives must be expressed in terms of markets @oducts. Kotler (2004) further
indicated that such marketing strategies be lintieelctly with the marketing approaches or
programs which the firm wants to adopt. This furthigggests that unless corporate strategies
are crafted and translated into concrete markegtimmgjrams, then marketing Vis-a-vis the
corporate objectives of the firm will not be realiz

Several authors (see for example: Cravens, 200terk®004; Kotler and Keller, 2006;

Robinson, 2004 and Ibok, 2008) have all given imsignto a firm’s way of being marketing

oriented through adopting several marketing apgresic Thus, marketing approach is
concerned with the planning and implementationpafcgfic marketing actions in the market
place.

However, specific marketing actions revolve arotimel 4ps or marketing mix made up of
the following key elements;
(@) Product: which consists of developing products in termsqaflity, features,

privileges.
(b) Promotion: which involves the firms promotional elements @ols such as
advertising, personal selling, sales promotion @unalicity.
(c) Prices Which consists of decisions in such areas agtise, discounts, allowances,
payment period and credit terms.
(d) Place: This involves taking decisions in terms of locatip channels, coverage,
inventory and accessibility or transportation.
(e)
According to Robinson, (2004), the product poliaxééshe firm should be the foundation for
their marketing strategy. This is because, if thapct fails to offer the desired satisfaction,
in this case competitive interest rate and custaseevice coupled with creative promotion
and well articulated distribution strategies, anent nothing will be sufficient to compensate
for this weakness. Robinson (2004) considers pgriointhe selection of a pricing policy as a
function of three key factors; namely; the demaindcsure, competitor prices as well as the
firm’s costs structure. Thus, several pricing alégives are open to any organization.These
pricing options include; geographic pricing, cosisp breakeven and profit impact target
pricing, value in use pricing, market rate pricingglationship pricing, zone pricing,
penetration and even cream skimming strategies.

Gronroos (2000) also highlighted on the firm’s pational need as the most visible of all the
marketing mix ingredients and identified the usead¥ertising in reaching mass audiences
through the paid media such as radio, televisi@wspapers etc. Personal selling by staff
through communicating face to face with customeis dahe use of supporting materials for
presentation and demonstration. Sales promotioorteffinclude such short term tactical
incentives that can induce sales such as reduofianmterest on borrowing, giving away to
encourage more target deposits etc, and the upabdiCity in creating additional value or
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image with various stakeholders through sponsorshgpecial events, games, news stories,
community development efforts like scholarship algaretc. Gronroos (2000) further
maintained that a firm’s distribution policy shoudé concerned with how to distribute and
deliver products to the customers as at when dbes,Tthe distribution concern of any
organization should be based on network distriloytio these case branches on the one hand
and logistics on the other.

However, marketing of financial services cannotbmplete without mention to the issue of
relationship marketing, which consists of buildiagd maintaining long term relationship
with the customers into the foreseeable futureedsence, this concept implies customer for
life.

Therefore, we must understand that, the purposeanketing is to establish, maintain, build,
enhance and commercialize relationships so thatothjectives of both parties can be
mutually achieved. Levitt (1991) summarized relasioip marketing thus: “When an
organization is loyal to its customers, and is cottan to providing valuable and improved
services in response to changing needs of its mes®) there is the tendency for its
customers to repay the former in the form of a rallyubeneficial long term relationship,
cemented by bonding, trust, reciprocity and empathy

(a) Trust: this is the ultimate glue that holds a relatiopstogether for a long term.
Thus, trust is the extent of one party’s confideticat it can rely on another’s
integrity.

(b) Bonding: Two parties are bonded together as a result ofuahuinterests or
dependencies between the parties which must begsaoough to tie them together.
Thus, if the bonds are weak, then the relationshim imminent danger of failing
apart, whereas stronger bonds increase the parbeghitment to each other.

(c) Empathy: This refers to the ability of someone to see sitna from the perspective
of the other. Thus, it is key in developing emoébrelationship among parties.

(d) Reciprocity: This involves some give and take approaches betwke parties
involved in any relationship. Therefore, parties stnmake allowances or grant
favours in exchange for the same treatment whenteeneed arises. This give and
take process, also known as reciprocity is a weboaimitment among the parties,
binding them ever closer.

(e)

Therefore, in forming strong customer bonds, Bemg Parasuraman (2006) have offered
some tips on how to connect with the customersyTientified three retention building
strategies as follows:

(i) Providing financial benefits: This comprises fregeye programmes and club
marketing programs. Frequency programmes are da$igo provide rewards to
customers who buy frequently and in substantial & Club marketing on the
other hand is open to everyone who purchases aigrad service or can be limited
to an affinity group or to those willing to pay mall fee and become members of the
club. These clubs attract, and keep those customesare responsible for the largest
portion of the business
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(ii) Providing social benefits: This consists of indivédizing and personalizing customer
relationships; by turning their customers into mige Donnelly, Beery and Thompson
(2005) draw this distinction between customers @rohts as follows:

Customers may be nameless to the institution;

client cannot be nameless. Customers are served

as part of the mass or as part of larger segments;
clients are served on an individual basis. Custemer

are served by anyone who happens to be available;
clients are served by the professional assignéueim P.113

(iii) Providing structural ties: This involves increasitige consumer’s proclivity to
repurchase a company’s product. Therefore, creatingtural ties calls for creating
long term contacts with the customer, chargingveeloprice to customers who buy
larger qualities and turning the product into agloéerm service.

Relationship between marketing orientation and the performance of marketing
functions.

A number of scholars have discussed about theoesdtip between marketing orientation or
knowledge and performance of marketing functiongdrporate organizations. For example;
Cravens (2001) established that there is positlegionship between marketing orientation
and corporate performance of marketing functions.obdserved that this relationship is also
mediated through proficiency in launching marketiagtics. In addition, Kotler (2004)
suggested that to improve a firm’s marketing penfance is by enhancing the flow and
utilization of marketing intelligence. Moreover, Bg and Parasuraman (2006) shows an
impact of marketing orientation on new product perfance of service firms, whereas no
significant link was found by Osakwe (2003). Thesemingly contradictory results have
stimulated several studies in this area, see famgke: (Jaworski and Kohli, 1993; Kohli and
Jaworski, 2000 Baker and Sinkula, 1999; Bennett@Goaper, 2001).

METHODLOGY

This study is a cross sectional survey of micrarfice banks in Akwa Ibom State. Primary
data was obtained through self administered Questice and were administered to the
branch managers, and marketing officers where tiseamy and where none existed, credit
officers of the banks were served with the instramé@ direct method of distribution and
collection of Questionnaire was applied. First,npssion to distribute the questionnaire was
obtained from the organization’s managements. Skcemployees were asked by the
researchers to cooperate in the study, and it \eas to the employees that participation was
completely voluntary. The employees were also tblat a certain degree of identification
was needed and that their answers would be matataitist other important data obtained
from the managers. Therefore, for this purpose,leyepes were assigned a code known
only to the researchers, and not to the organizatimanagement. Thus, the employees were
assured of anonymity.

Questions asked cover; marketing structure of ttgarozation, segmentation strategies,
product innovation, marketing research effortsategyic marketing plan, customer service,
customer complaints and incident managements giestamong others. Purposive

sampling method was adopted to get all the respuad@&hirteen licensed micro — finance
institutions were chosen based on their geogrdpbations. Thus, four micro finance banks
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were selected from each senatorial district of AkbMam State except in Uyo, where five
were selected. Thus, giving a total of 13 micrafice banks. From each of the microfinance
banks, two people were selected, the manager #mer éhe marketing officer, if available or
the credit officer of the bank. Descriptive anderantial statistical analyses were employed
in analyzing the data. The hypothesis was test&s 41.05.

Between December, 2010 and June, 2011, 26 copidsajuestionnaire were handed out
across the state and collected directly by thearebers. The overall response rate was 100
percent, and 26 copies of the questionnaire wezd tg data processing in order to identify
the marketing approaches and strategies adoptedhdybanks. Questions relating to
marketing practices and overall judgments of thedrtance attached to marketing in the
micro finance banks were asked. Also a five poikert scale of questions was used in
measuring the variables under investigation.

DATA ANALYSIS, RESULTS AND DISCUSSION OF FINDINGS

This section presents the findings from the fialdvey. 13 licensed micro finance banks in
the state participated in the study. In each bdrkmanager and either the marketing officer
or the credit officer or customer service officegre served with the instrument. Altogether,
twenty six respondents participated in the studpsscthe state. Thus, 26 returned copies of
the questionnaire representing 100 percent of resgas formed the basis of our analysis.

Table 1: Respondents’ characteristics in terms of positiothe bank

Staff category Freguency Per centage
Management Staff 13 50
Credit officers/marketing of 13 50
customer service officer
Total 26 100

Source: Field Survey, 2011.

In Table one, 13 respondents representing 50 peveenre bank managers while another 13
or 50 percent were either marketing officers, deedificers or customer service officers.

Thus this sample represents a cross section oktids are holding key positions in

delivering the desired satisfaction to the cust@ndmwenty respondents representing 77
percent of them had one form of university eduecatiothe other. Of the 26 of them, only 6
did not have a University level education (Tablg 2)

Table 2: Educational level of Respondents

Educational level Frequency per centage
Primary / Secondary 1 3.85
Education
University Education 20 76.92
Others 5 19.23
Total 26 100

Source: Field Survey, 2011.
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In Table 3, respondents’ sex characteristics wbseiwed.
Table 3: Gender characteristics of respondents

Sex Frequency Per centage
Male 16 61.54
Female 10 38.46
Total 26 100
Source: Field Survey 2011.

From Table 3 , 16 representing 61.54 percent ef rtisspondents were male while 10
representing 38.46 percent of the respondents f@arale. This indicates that both males and
females were adequately represented in the study.

In Table 4, respondents were asked to indicate hendheir qualifications were related to

marketing.

Table 4: Relatedness of qualification to marketing

Variables Frequency Per centage
Qualifications related to marketing 4 15.38
Degree Qualifications but not related tg 20 76.92
marketing
Others 2 7.70
Total 26 100

Source: Field Survey, 2011.

From Table 4, it was observed that only 4 respotsdespresenting 15.38 percent have
gualifications relating to marketing, 20 represegtr6.92 percent have degree qualifications
but not relevant to marketing, while 2 represenfinig) percent had one form of professional
gualification or the other.

On whether their banks have any marketing depatintesaded by a qualified marketing

professional, it was found out that only four of thanks claim to have a marketing structure,
the remaining twenty two have no marketing struetur existence. Table 5 indicates as
follows:

Table5: Bank’s Marketing Structure well developed/ entiestt

Respondents Frequency Per centage
Have organizational structure with 4 15.38
marketing clearly defined.
Have organizational structure but 22 84.62

marketing not well defined.
Total 26 100
Source: Field Survey, 2011.

Respondents were further asked to indicate whetiey have ever conducted marketing
research before or not or hope to conduct onearfuture, their responses are indicated on
Table 6 below;
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Table 6: Knowledge and the use of marketing research byoktiks

Respondents Frequency Per centage
Conducted Marketing research before. 2 697
Hope to conduct one in the future. 24 392.
Total 26 100

Source: Field Survey 2011

In the Table 6, 7.69 percent of the respondentsated that they have conducted marketing
research before, 24 representing 92.31 percentr@Meut hope to do one in the future. This
lack of marketing research insight is very likabydffect strategic planning as no meaningful
marketing effort can be achieved without marketeggarch.

Respondents were further asked how often they mionit go after managing customers’
incidents in their organizations. Their responsesavas presented in Table 7.

Table 7: Frequency at which preferences are monitored reidents managed

Responses Freguency Per centage
Very often 4 15.38
Sometimes 18 69.24
Often 4 15.38
Total 26 100

Source: Field Survey, 2011.

From the Table 7, 18 respondents representing G%2dent said they sometimes monitor
customer preferences and manage customer incid&mgoften and often were indicated by
15.38 percent respectively. This finding indicatattmicro finance banks are giving very
little or no attention to tracking down their Cusiers’ preferences. This low level of
monitoring and managing customer incidents is aislicative of a low level of marketing
orientation of the banks.

On the use of advertising or any other promotiana in promoting their products, their
responses are presented in Table 8

Table 8: Most commonly used form of advertising

Responses Frequency Per centage
Word of mouth 14 53.85
Information Brochures 7 26.92
Newspapers, Radio and Television 5 2309.
Total 26 100

Source: Field Survey, 2011.

From the Table, findings indicate that word of ntoig the most commonly used form of
advertising representing 53.85 percent. Informatiwachures closely follow with 26.92
percent, while the use of newspapers, radio aeditébn were used by few representing only
19.23 percent. These findings further suggestttabanks have not adequately utilized the
benefits of advertising in projecting its produatsl services in the market place.
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On perception of the role or objective of marketimgselling financial products, their

responses were presented in Table 9 below:

Table 9: Perceptions of the role or objective of markeimfjnancial services

Responses Frequency | Percentage
To increase revenue for the bank 18 69.23
To enhance the sales of the bank services 5 19.23
To provide maximum satisfaction to the customers 3 11.54
Total 26 100

Source: Field Survey, 2011.

Responses from the Table indicate that 69.23 peaged for increased revenue. However,
19.23 percent went for enhanced sales of servifiesed by the bank, only a few (3)
representing 11.54 percent indicated that the moajective of marketing is to maximize
customers’ satisfaction. This result again is aeotBvidence of misrepresentation or
misperception of the role of marketing. The maineotive of marketing is to maximize
customers’ satisfaction at a profit and not vicesae Thus this evidence is further suggesting
that micro finance banks are not having adequaté @dear knowledge of the role of
marketing in the marketing of their financial sees.

TEST OF HYPOTHESIS

One hypothesis was developed and tested in thily.sfine hypothesis states that, there is no
significant relationship between marketing orieiotatof micro finance banks and their
performance of marketing functions.

In order to test this hypothesis two variables weeatified as follows:

0] Marketing orientation — independent variable.

(i) Marketing performance — dependent variable.
Model specification: Marketing performance is estied as a function of marketing
orientation. Expressed in an equation form as:
Y =1 (X)
Where Y = marketing performance

X = marketing orientation.

Using the above model, the two variables were sidjeto simple regression analysis in
order to generate the predicted (Y) value of Y atang performance) for X as the value of
X (marketing orientation). Please see Table 1@falysis.

Table 10: Model summary of linear regression analysis ofragate marketing function
performance against marketing orientation.

Model R R-square Adjusted R —square Standard | F- statistics
Error
Total 0.627 0.393 0.392 2.38469 19.139

P< 0.05; df = 24; critical R-value = 0.195 criti¢at 1.96

The relationship between marketing orientation padormance of marketing functions by
micro finance banks is found to be positively sigaint. This indicates that marketing
orientation contributes to the prediction of mankgtperformance. The finding shows a
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positive relationship between the two variables eodcludes that the independent variable
(marketing orientation) does affect marketing pemfance of micro finance banks. This
result is consistent with Baker and Sinkula (19®&8pse contribution established a positive
relationship between market orientation and firpesformance. This also agrees with Kholi
and Jawoski (1990), Narver and Slater (2000) whiortheir respective studies suggested a
market oriented culture as a way of stimulatingnecoic and competitive performance. The
implication of these findings is that micro finanlbanks should constantly make efforts to
improve their marketing orientation if they mustnia@n competitive by reconfiguration their
capabilities through marketing knowledge acquisitiddy training and manpower
development, employment of marketing professiomalsvell as keeping abreast of notable
changes in the marketing environment.

Theoretical implications

This study has implications both for existing acadetheory as well as future research. The
study adds new understanding to the literatureiquéatly in the area of marketing
microfinance bank operations in a developing econoontext. This study also shed more
light on the factors that influence successful ratirlg specifically in micro banking
industry. The major contribution of this studyts operational framework, which adds to the
methodological aspect of marketing under a micronemic context. The findings of this
study also have implication for future researchthéligh Nigerian banking industry is
undergoing a transition, microfinance banks shalifect its resources at creating a balanced
marketing strategy that would help them gain comipetadvantage. Besides, future research
should examine marketing orientation from the pecsige of both developed and developing
economies to be able to build a balanced theorfutare researchers.

SUMMARY, CONCLUSION AND RECOMMENDATION

As would be recalled, the main purpose of thisgtuds to investigate whether microfinance
banks in Akwa Ibom State are marketing orientediair Findings from the study identified
four key issues, the first is that building and maining a customer base requires a bank to
be marketing or market focused, this is lackinglimost all the microfinance banks in the
state. Secondly, is the difficulty of getting eveng in the bank to be marketing oriented and
to use the available marketing information? Effextmarketing orientation would require
managing and training employees on the basic piesiof marketing practice. The third
issue from these findings is that the banks mustdieerned about customers’ attitudes,
preferences, and complaints, including privacy seclrity. Finally, microfinance bank must
know their customers as knowledge of the custoneeralmost lacking in most of the
microfinance banks.

However, it can be deduced that marketing actwiiee poorly organized in microfinance

banks and there seems to be little or no focus arketing as there is little or no evidence of
a demonstrated commitment to marketing in the had&sed on all these, we concluded that
microfinance banks in the state are having poorketarg orientations, and there is

significant positive relationship between marketiagentation and the performance of

marketing functions by MFB.

Therefore we recommend the following:

0] That the starting point for the bank to be marlgoniented is to have a structure
with marketing department clearly entrenched in subordinate position and
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headed by a Professional marketer, who will crafan and design marketing
policies, strategies and programmes for the bank.

(i) The need to strengthen their competitive positidso arequires sustainable
marketing research effort, therefore marketing aede and intelligence
information should be done periodically.

(i) Marketing insight that makes customer satisfact@ priority and gives
employees wide latitude to satisfy customers, mtion about relationship
including the quality of relevant customer data aimel systems for sharing this
information across the firm should be stepped upuiph regular seminars,
workshops and conferences.

(iv)  The need to differentiate a service defines a qddr goal for promotional
strategy. Therefore, micro finance banks must waanlefully to identify specific
features and benefits that will set their compaajt from the competition. This
can be achieved by adopting personal service gtestehat continue to rely on
branch networks. This is important since purchakdinancial services often
require customers to buy on trust.

(v) Finally, micro finance service marketers must avamrérselling the service, since
inflated expectations can be dangerous and caly easult in customers’ inertia
and dissatisfaction.
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