STRATEGIC MARKETING MANAGEMENT

A Businesses report outlining a critical analysis of the internal and external marketing environment,   key issues relating to marketing strategy followed by a plan to the issues identified and recommendations for action
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      1.1 Executive Summary

The reports carried out a logical analysis of Landsbanki analysing the External and Internal Environment of the organisation. The analysis from various reports such as Porters five forces and SWOT gave credible information about the organisations present situation and state in the market. This analysis aided in coming up with marketing strategy recommendations of vital importance for Landsbanki survival and resurrection, upkeep and persistence in the market. The recommendations are based on using Porters Generic Strategy

      1.2 Introduction

The objective of this report is to critically analyse the internal and external environment of Landsbanki to achieve competitive advantage in the present turbulent situation and cop up to take lead in the future. The report aims to address various issues faced by Landsbanki relating to its effective marketing within in the organisation business area.

      1.3 Overview of Landsbanki

Landsbanki is officially the National

Bank of Iceland which is also called as Landsbankinn and its head quarters in located in Reykjavík, Iceland. Landsbanki has a long remarkable history and has pioneered for a long time amongst the banks in Iceland and the EU. It started with a limited financial capacity on the 1st of July 1886 with basic savings and as a loan society. The bank progressed eventually with the industrialisation boom and prospered over the years. Landsbanki with its progression and prosperity grew into as one of the biggest banks in Iceland. The bank grew as years passed by increased and spread its operations across in the EU in commercial banking. 

Services & Operations
Landsbankinn provides various services such as asset management and wealth management for private banking clients, capital markets services and corporate & retail banking. Lansdsbankinn’s operations are divided into three different divisions which are Corporate Banking, Financial Operations & Retail Banking.
The services are mainly focussed on commercial banking domestically which are later spread across the EU.
The bank operates in different parts of the European Union such as United Kingdom, Luxembourg, France, and Ireland.

Competitors
There are three main competitors for Landsbanki in the banking sector. They are as follows
  * Danske Bank 
  * Íslandsbanki 
  * Kaupthing Bunadarbanki 

These banks have given landsbanki a tough competition in its banking operations.
Scenario
Due to the economic down

turn and the global subprime mortgage crisis landsbanki almost lost the quarter of its value in the year 2008. It has been a market leader in domestic deposits and loans. During the last few years the bank got deviated in its firm operations and started focusing on investment banking operations such as corporate advisory, brokerage and securities trading which led the bank to a disastrous collapse. This led to a chaos amongst its customers and savers across the European Union. 
Landsbanki has hired Strategy Consultants Limited to come up with a report which carries out a detailed report and analysis with an investigation looking into the environment examining a range of appropriate marketing strategies and implication of change in the market environment and the effects of changing market.

      1.4 Suggested Planning Principles
It is vital to any organisation to plan before going ahead with its marketing activities and operations. There are various kinds of planning principles to initiate and create a marketing strategy. The following are some of the significant planning principles that are to be followed in the process of setting up a marketing strategy and to market a service which are

  (i) Selecting a target Market
  (ii) Market Positioning
  (iii) Distribution
  (iv) Promotion

  (i) Selecting a target market:
Before commencing any operations landsbanki in order to achieve competitive advantage and regain its the strength it should re select its target market.

There are different types of developing a target marketing strategy such as Focused marketing, undifferentiated marketing & differentiated marketing. With the present scenario the organisation should look into developing a focused marketing. 
It is suggestible that it will be of great significance if the bank concentrates on its operations within Iceland and regain its value and trust in that zone. Looking back into the history of Landsbanki it has started in Iceland with its services and operations and later spread to some other parts of the European Union.   So the bank should focus on a certain target group rather than looking at large at its current state. 
  (ii) Market Positioning:
Market positioning plays a key role in the success of achieving a competitive advantage. Position can be perceived as an opportunity to gain sustainability over the other competitors in the market and gaining the choice and winning over the other competitors. Landbanki should be able to position itself in the banking sector where the other competitors should find it hard to cross over or overtake its operations. Proper positioning of its services and operations and running them efficiently and effectively helps in achieving sustainability. Proper market positioning can be done in various ways such as being customer focused and beneficial, sustainable, unique, hard to forge or by creating hurdles to forge.
Some of the key factors than Landsbanki should consider while looking

into customer focused and beneficial approach are 
  * Better performance compared to the performance in the past
  * Proving its customers that it is durable by its robust operations and effective management of funds
  * Reliable and trust worthy in its operations and services it provides
  * Reducing unnecessary   operating costs which lead to invisible loss of funds
  * Providing services and opportunities with improved and better features and offers with effective interest rate with loans and affordable saving schemes
  * Service motive should be one of the important criterions in providing better customer service and in resolving issues and problems related to accounts and loans
The following are some of the aspects that play an important role in being able to be unique and outstanding in its operations
  * Landsbanki should be positive and be responsive in its actions and operations
  * The bank should maintain its trustworthiness and reliability
  * Effective communications plays an important role in being unique and outstanding in its performance
  * Landsbanki should possess and have a courtesy towards its customers 
  * Being professional in what it says and does is very signifuicant for any organisations fame
  * It should initiate problem solving and should be able to solve problems before they arise.
Factors to be considered with respect to service
          The following are some of the factors that should be considered to create a sustainable

growth and stability in the market in service perspective
  * Landsbanki should make sure that the organisation should be robust enough looking into its financial capability. Necessary precautions should be taken that it should not stagger in in its financial capability by making sure that it has got good stakeholders and share holders and efficient customers that run the business to perform flawless in its operations
  * Provide better facilities and deliveries with respect to its services such as in its corporate banking services
  * Effective training and support to its employees and customers in handling customer related issues and services with respect to their accounts and financial enquires
  * Once a customer has been gained or acquired, providing back up and support and keeping the customer up to date about the services and operations is vital. It helps in creating a good will and customer satisfaction which helps in driving the business and further leads to profits.
The bank should create an image in the mind sets of its peers or focused groups. Creating a brand value and reassuring them of the services and satisfaction tthat were provided over the years since its beginning helps in regaining its brand value and helps in boosting the confidence in the customers. It should also ensure that the bank is stable in turbulent situations such as economic down turns and supports them in the times of crisis.

  (iii) Distribution:
One of the important principles

in the planning process of setting up a marketing strategy is proper distribution of products and services. Ensuring the right things are available at the right place for the service users. It plays a very important role in the running of the business and is future. Distribution of services to the service users such as providing wide spread customer service to its clients where ever they are located. Provide enough ATM outlets to the customers for money withdrawals and deposits.
  (iv) Promotion
Promotion is one of the important aspects in developing a marketing strategy. Customers and the target groups should be informed and made aware of the services of the bank and its changes. This helps the customers to get to know better about landsbanki’s services and operations. Promotions give an opportunity for the bank to highlight and enhance its features and developments and the effective changes and how they are going to help its clients and customers. Promotions help to provoke the feelings and attitudes of the customers and influence their behaviours. It helps in gaining the customers preference and choosing Landsbanki relating it to the other competitors.
Promotion involves various activities such as 
  * Advertising the services of the bank through various sources such as through various types of media such as TV commercials, news papers and magazines and by organising promotions and events about its new features and intrest rates and better banking facilities

for its customers.
  * Publicity through new items and editorials and other reviews and word of mouth.
  * Promoting the services through direct sales or interaction. This can be done in various ways. Opening of call centres where sales are made via phone which helps in sppeding up the process of promotion and sales.
The above mentioned planning principles, helps Landsbanki in developing an effective marketing strategy
      1.5 Tools & Techniques
There are various types of tools and techniques in the planning for strategic marketing. The following tools helps us in giving a clear picture of landsbanki and its current state.
Porters 5 Forces
With the help of the Porters five forces we can analyse the banking industry and therefore where does Landsbanki stand when compared to its rivals.
SWOT Analysis
SWOT Analysis is done to identify Landsbanki’s main Strengths, Weaknesses, Opportunities and Threats. “A SWOT analysis identifies the factors that can influence the results”-Roger A Kaufman et al 

1.6 Porters Five Forces

Porter’s 5 Forces
Suppliers
Customers
Industry Competitors
Rivalry Among Existing Firms
Potential Entrants
Substitutes

Bargaining Power of Suppliers
Threats of New Entrants
Bargaining Power of Customers
Threat of Substitute Products or Services

Steel
The increase in the competition and the globalisation of services are changing the environment. Cheap and better featured services and facilities from the competitors
The discontinuous supply

of funds and sources of income from the stakeholders, loans and mortgages effect the bank and its operations in the crisis 
Source: Harrison, J. (2003c), Strategic Management of Resources and Relationships, New York: Wiley.   

Competitive rivalry: 
In current scenario the competitive rivalry of Landsbanki is more. Sue to the increase in competition from rival banks such as Danske Bank, Islandbanki and Bunadarbanki in Iceland ant there increased offers and facilities in banking sector and their area of business. This is one of the main reason of rival completion for Landsbanki. The other reasons for competitive rivalry could be the reduced options for substitutes and in differentiation.

Threat of new entry: 
With respect to the threat of new entrants Landsbanki seems to be on the safe side as the banking sector is ruled and taken over by the government and private giants it oes not really have a chance f having new entrants to compete against it. As the organisation started in 1886 its foundation is firm and the size of its operations is huge. It has got workforce which are experienced and are of great asset to the bank. Due to the reduced chances of succeeding in the banking industry fr new entrants its highly impossible to expect a threat from the new entrants.

Threat of Substitution: 
Looking into the depth and exploring the substitutes Landsbanki has got a huge competition from its rivals who always come up with new services and offers with regards to there banking

options. It is tough to maintain the stability of the customers and keeping them from switching to the substitutes. But this can be achieved by providing them better services than the rivas and keeping them up to date of their changes and services.
Bargaining Power of suppliers: 
Landsbanki being an age old bank with firm stability and operations it has gained a lot of contact and relation with its suppliers. Being a national bank its services are backed up by the government and the other related countries in the European Union. Because of the economic crisis the things have become bad or else it would have had a firm grip in the banking sector. The workforce can also be considered as suppliers as they bring in a lot of expertise and skills to run the business.
Bargaining power of customers:
Landsbanki has gained massive reputation and goodwill from its customers over the years since its origin. But the recent collapse of the bank has created a negative impression on its customers that a massive bank can even fall during the turbulent economic times. But there is a likeliness of the customers to bargain when comparing its services to the rival competitors.

1.7 SWOT Analysis
The Strength, Weaknesses, Opportunities and Threats of Landsbanki can be identifies with the help of SWOT Analysis. This helps further in choosing what kind of marketing strategy is appropriate for Landsbanki
Strengths
  * Firm background and History
  * Being a national bank
  * Having a

stable market share in the EU
  * Leader in corporate banking

Weakness
  * Globalising its operations and services
  * Diversifying its activities and services to other banking areas
  * Lack of sufficient funds to repay its customers during the economic crisis
  * Focusing on investment banking operations such as corporate advisory, brokerage and securities trading
Opportunities
  * Icelandic Financial Supervisory Authority took control and it is a good opportunity for the bank to revive its past glory and become robust
  * Concentrate and focus on the domestic corporate banking
  * Increase the services and provide better opportunities for its customers.
  * Regaining the goodwill and the brand value
Threats
  * Threat of the competitors 
  * Threat of customers loosing   their goodwill and switching to the rivals competitors
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