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ABSTRACT 
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Tutor  Peter Dahlin 

Title  A Market Research For Commercial Banking Business in Turkey 

Problem Following the liberalization of Turkish economy in 1980, Turkish macro and 

micro economic indicators have designated boom. Also considering the 

globalization effect and increase in the correlation among banking industries� of 

countries, Turkey has been experiencing an evolution in banking business. 

Besides, fed with some economic crises effects, the customers� perceptions about 

�new ways of banking� in this dynamic environment are worthwhile to study 

from a marketer�s viewpoint. To achieve over-performance in commercial 

banking business in Turkey, first step is to know about the current factors which 

are affecting marketing decisions of commercial banks. 

Purpose The aim of the paper is performing a Turkish commercial banking market 

research on the basis of 4Ps of service marketing and some market 

uncontrollables. 

Method An exploratory research study is employed fed with secondary information, to 

capture the trends and current situation in Turkish commercial banking 

uncontrollable environment. The customers� responses to controllable tools of 

marketing in terms of satisfaction are evaluated through a descriptive research 

study based on the data obtained from survey conduction. 

Results Macro and micro economic indicators seem acceptable, retail banking is 

expanding; yet no significant responses are got for private banking. Product 

satisfaction is the dominant element of commercial banking customer satisfaction. 

Place needs of customers are sufficiently met. 
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1 INTRODUCTION 

1.1 Background 

When we have a look at the ranking of the biggest companies by Forbes due to sales, 

profits, assets and market value, it is noticeable that for the last 10 years, banks and financial 

institutions have achieved a huge jump (Forbes� Lists of World Biggest Companies). Besides, 

the global economy is heavily affected by the decisions of central banks of governments, World 

Bank�s and IMF�s manifests and from the fluctuations in the stock markets. The increase of the 

effects of financial markets on the global economy and also in our daily lives takes huge 

attention of marketers to that field; in order to be aware of the markets� attitude towards banks 

which are in the core position of financial markets, how to do marketing for banks. 

Besides, the liberalization of Turkish economy in the 1980s has raised the attention of 

profit seeking banks and entrepreneurs. As a newly liberalizing market, Turkey�s dependency on 

efficient banking system has stood as a necessity. Also, some economic crises have occurred in 

Turkey during the period of 1990s and early 2000s. According to researches, the crises are 

mainly caused from the manipulations and inefficiencies in the banking and financial systems; 

because of weak regulation and audit infrastructure and lack of know-how.  

On the other hand, Turkey experienced another set of enormous changes in the 

economical and political environment after the year 2001 crisis. The political and economical 

bottlenecks are now seemed mostly hedged by government; at least the macroeconomic 

indicators say so. Furthermore the increase in the purchasing power of Turkish society, the 

change in the consumption patterns depending on the lending tendency of banks, and availability 

of the goods and services offered by international giants have led banks to do more effective 

marketing activities to answer the needs of the customers. Also, the dynamism in the Turkish 

economy due to integration with the global trade and financial mechanisms (WTO, European 

Customs Union, and Basel II) has changed the commercial banking implementations and 

requirements as well as overall picture in the banking market. Turkish individual customers 

(households and private corporations) ask more specific, efficient, flexible and tailored solutions 

for their retail banking activities. The increase in the wealth of the nation also has initiated, and 

still growing, a niche called private banking. Also, Turkish customers now have foreign 
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alternatives beside the locals. In such an environment, to capture a significant and sustainable 

share in the commercial banking market, banks in Turkey now need more sensitive and accurate 

market researches to sense the tendencies and tastes that Turkish market currently has. 

1.2 Problem Description 

From 1980 up until now, Turkey is a country that environmental conditions have been 

fluctuating. The overall political, legal, economical, social and in some aspects cultural forces 

have differed from the years before 1980. Furthermore in some periods after 1980, there have 

been significant modifications which have excluded the previous trends or government�s 

implementations.  

As one of the main driving force in a country�s overall view, banking industry; especially 

commercial banking market because of its mission to satisfy the individual customers and 

corporate, also has become an area of these changes. The globalization, increase in the income 

level per capita, integration with worldwide or regional organizations and technological 

innovations in practical life have altered the tastes and expectations of Turkish society. 

In order to see how these factors affect the customers� attitude towards the marketing 

activities of the banks, the marketing researches should be modified frequently. Furthermore, an 

interdisciplinary approach can be utilized to cover more dimensions that commercial banking 

customers respond and explore the correlation between each factor and market behavior. 

In this paper, the factors of commercial banking market in Turkey are studied in two 

groups; the ones that affect commercial banks, and the ones that commercial banks can manage.  

1.3 Purpose 

The aim of the paper is performing a Turkish commercial banking market research on the 

basis of 4Ps of service marketing and some market uncontrollables, and drawing conclusions 

about;  

• What is the current situation in the uncontrollable environment of Turkish 

commercial banking business, and 
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• How do the selected controllable elements affect banking satisfaction of 

customers?  

1.4 Research Questions 

In order to fulfill the purpose of the study, the following questions are investigated. 

• What are the indicators� trends; from past to now, of commercial banks� 

uncontrollable environment in Turkey? 

• What are the responses that the commercial banking customers give to the 

selected marketing controllables? 

• Which specific dimensions of each controllable element are significantly 

appreciated or criticized by customers? 

• What is the effect of each controllable element on the customers� overall 

commercial banking satisfaction? 

1.5 Target Audience 

The target group is the commercial banks that are currently acting in the market, or 

prospects that are seeking information about Turkish commercial banking market. 

The purpose also specifies that target audience is mainly the marketing managers of the 

banks who are looking for the information about Turkish commercial banking market. When the 

market study in terms of uncontrollables in the market and controllable factors of banks is 

analyzed, marketing managers of a bank can find the answers to their questions raised from the 

gaps between their perceptions about Turkish commercial banking market and the reality. 

Furthermore, before the marketing management is assigned to create the solutions for effective 

and efficient positioning in the market and consumers mind, either general manager or board of 

directors or both are supposed to give the some decisions about the marketing budget, or more 

broad and long term decisions in order to create relationships between government institutions, 

other finance companies, etc. From that point, especially the uncontrollables of the market can be 

a source for the higher management levels of the banks. Hence, besides the marketing 

management, general manager and/or board of directors are in the target audience. 
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Finally, scholars who are interested to run a market research; especially for banks or 

similar financial institutions are in target group. 

 

1.6 Delimitations 
The delimitations of the study are as follows: 

• The uncontrollable environment of Turkish commercial banking is examined 

based on three elements; political/legal, economic, and competitive factors. 

However, some other environmental factors may have significant impacts on the 

business. 

• The evaluation of the environmental factors depending on the acquired 

information has not been performed on a specific model; but just through tracking 

the trends, calculating the changes, comparing current items with the previous 

ones, etc. There is no clear benchmark and criteria to decide whether the current 

environment is encouraging or restrictive. 

• The controllable environment of Turkish commercial banking is examined based 

on four elements; price, place, product, and promotion tools. However, some 

other marketing tools may have significant impacts on the customer satisfaction 

level. 

• In the survey study, some questions and factors are dropped, and some factors are 

merged depending on the analyses results. This tells that a more rigorous survey 

formation is needed; better-connected with concepts and verbally better-phrased 

questions to capture the opinions of the customers efficiently. 

• The survey is conducted in the eight cities of Turkey which are located in the 

middle or western regions. However, because of the instability in the 

demographic, industrial, and economic distributions over the country (adult 

literacy, education level, infant mortality, industrialization, income level per 

capita, etc.), the survey should cover some cities in the northern and eastern part 

of the country to make homogeneous sampling. 
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2 THEORIES 

2.1 Introduction 
In this paper, market research for commercial banking in Turkey is performed via two 

aspects; market uncontrollables and controllables. For setting a basis on what information is 

going to be needed in order to draw conclusions, theory selection has risen a quest to fulfill. 

To come up with some research results about commercial banking market, first of all it is 

beneficial to define the business and its characteristics, and what role banks have in the overall 

economy and social life. Hence, the general definitions of money (the underlying asset in 

banking), banking and commercial banking are given. Besides, during the preliminary study on 

banking and marketing, it is observed on the definitions and applications of banking that banking 

like all financial businesses is a service activity. In order to set this argument on a concrete basis; 

why financial activities are services, the first section of theoretical explanations is dedicated to 

the main inputs of the financial and banking system. These inputs are the money, its perceptual 

and relative characteristics, and effects of information, time and risk on the value of the money. 

For that, in order to explain commercial banking through marketing approach, service marketing 

is selected. However, the deterministic structure of the commercial banking services and the 

rigorous studies to make money-based tools as a medium of absolute value enable to use 4Ps of 

product marketing. In order to see �how the marketing implementations affect the overall 

customer satisfaction�,  

• product is brought to test the responses of the customers to the solutions of the 

commercial banks, 

• place is brought to test the responses of the customers to the channels that 

commercial banks build, 
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• promotion is brought to test the responses of the customers to the messages that 

commercial banks disseminate, and 

• price is brought to test the responses of the customers to the terms of commercial 

banking activities. 

During the study, McCarty�s (1960) 4Ps are investigated in order to cover the most 

relevant definitions and ideas about running marketing research for customer satisfaction level in 

banking business. Hence, the general 4P concept of product marketing is studied from 

commercial banking products� and services� perspectives.  

However, during the literature review, it is seen that there are some extensions for 4Ps in 

the marketing studies. Some authors suggest additional Ps (people, process, physical evidence); 

introduced in order to cover more dimensions which are affecting the marketing process. Also, 

Lauterborn�s (1990, p.61) 4Cs (customer wants and needs, cost to satisfy, convenience to buy, 

communication) stands as a tool to analyze the market�s attitude towards the controllables of the 

banks. However, it is observed in some books about the financial services and some research 

papers for banking market that at least one of 4Ps and some sub-dimensions of them are utilized 

as a tool to measure and way of abstraction for customer satisfaction with and responses to 

marketing activities. Besides, in our ordinary banking activities, the 4Ps are the most commonly 

components that banks utilize for marketing; products we use, channels that banks build up to be 

in contact with the customers for transactions, ways of communication and message 

dissemination, and terms and conditions that banking transactions require. The classical 4Ps give 

a basic set of dimensions to analyze commercial banking market in Turkey. Actually, it would be 

better to merge more than one set of controllables (additional Ps or some Cs), yet due to time 

limitations, the width of the concepts selected, volume of the paper, and length of the pre-

designed survey, controllables are set to 4Ps. 

Explaining the commercial banking market also necessitates the investigation of 

surroundings: legal/political forces, economic circumstances, competition in the market, 

geography and infrastructure, structure of distribution, cultural forces, and level of technology. 

Hence, uncontrollables of International Marketing Task of (Ghauri & Cateora 2005, p. 11) are 

examined. However, because of the Turkey�s development level and volume of the whole study 
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including descriptive research on controllables� effects on customer satisfaction level, three of 

uncontrollables are selected to see the environmental factors of commercial banking industry; 

competition, economic circumstances, legal/political forces. 

 

2.2 Banking 

2.2.1 Money 
“To understand what money means we have to understand worth and value: those things 

money is supposed to represent.” (Kostigen 2002, p. 3) 

 

Since the production and ownership have taken place in our lives, for maximizing the 

utility we get we have always tended to buy and/or sell the things we lack or have surplus. The 

historical studies have shown that before the invention of money concept and its actualization, 

we had the problem of valuing the commodities that we bartered and activities we performed in 

the name of some others�. For the efficiency of the aggregate transactions in market, for a fair 

pricing of the things negotiated, assigning values on generally accepted materials has raised as an 

aid to us. 

 

Attachment of a value; something we have perceived as the worthiness of tangibles and 

intangibles, on a material like gold or silver has set a standard for transactions through which we 

perform the trade. Whatever we have decided to buy/sell is compared with the quality and/or 

quantity of the money. This has been an efficient way of trading with less friction (lack of 

commodities bartered, intangible offering to buy a tangible good, the non-universal 

characteristics of some goods and services, etc).  

 

Lydians realized the concept of money as a medium of exchange and introduced a basic 

system of value. It meant creating some type of comparability among goods and services 

(Kostigen 2002, p. 7). It became so easy and convenient to perform trade transactions in which 

the tangible and intangible offerings are exchanged, borrowed, lent, and donated. Money has a 

role as a medium of exchange, and it asserts that money arises as an optimizing response to the 

technical inefficiencies of barter (Smithin 2002, p. 3). Besides, some other features were attached 
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on the money in order to fill it with the all relevant concepts and to make it more descriptive and 

functional as well. These functions have extended the usage domain of money. They (unit of 

account, means of payment, and store of value) are taken for granted or assumed to follow from 

the medium of exchange function (Smithin 2002, p. 17). However, all the definitions of money 

are accepted as complementary dimensions to make money a universal and absolute value setting 

device. In short, money is uniquely specified, first, by being a measure of value/ unit of account 

and, second, by the capacity to store abstract value in a universally accepted form that enables it 

to act as a means of payment (Smithin 2002, p. 20). 

 

The utilization of money in the trading activities leads us to a question: How is it possible 

to use a device which stores abstract value to determine the worthiness of tangibles and 

intangibles? Many researchers have tried to answer the question to redefine the money concept in 

order to make it more deterministic. However, money as a tool of value setting and storing has a 

characteristics of stochastic, intangible, based on assumptions, and relative. Money is based on 

two things: trust and information. These concepts aren�t static. (Kostigen 2002, p. 11) 

 

Another parameter for the money is its cost. The money as a resource rather than a 

medium of exchange has led s to question its worth in terms of another unit of account (another 

currency, gold, silver, platinum, etc), and interest. As Kostigen (2003, p. 13) has stated in his 

book the value of money is based on trust (in central banks which issues the money in the name 

of government) and information (factors affecting the dynamics of the value of the money). The 

cost of getting the money and its position in the economy is described by Smithin (1999, p. 2) as: 

In other words, money, and in particular the cost of acquiring financial resources (the rate of 

interest), is an integral part of the economic process. 

 

The recent financial engineering studies; beginning from fifties, have a focus on 

improving the efficiency in the commonly known trade transactions and furthermore introducing 

new instruments of trading to create additional value on existing commodities and money as 

well. During these studies, the theories of interest and risk have been detailed to explain the 

characteristics of money; what determines the cost of money, how it is affected from the 

dynamics of the market, the dimensions of value-setting and fair-price calculation like time, 
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perceived risk, volatility, market response, etc. The theories argued and models created in order 

to explain the factors which affect monetary value all include stochastic variables (Hull, 2003). 

Namely the monetary value is not deterministic, and even in the era of powerful computers and 

advanced mathematical models, there is still an intangible parameter which leads money to be a 

perceptual and information-based tool as trade lubricant. 

2.2.2 What is Banking? 
The attempts to create an absolute worth measure which is going to set a generally 

accepted valuing and trade mechanism have raised a question because of a need. The need is 

storing, saving, and/or managing the money in which we have included opportunities to trade. 

The thing we have called money has become very precious, furthermore once we get it is now 

another task to handle; keeping and utilizing the value we have.  

As it is mentioned in the previous section, the value of money is derived from trust and 

information. Trust has to be built between the issuer and the user: the government and market. 

However, information is the key to set the value of money. Because day by day the market 

becomes more complicated, the amount of information increases dramatically and the factors 

affecting the value and effective utilization of money are difficult to understand and manage, 

institutional aid is needed. 

Banks; according to some, one of the most important inventions in the human history 

right after the fire and wheel, are organized in order to fill the gap between the money owners 

and seekers. Banking is engaging in the business of keeping money for savings and checking 

accounts or for exchange or for issuing loans and credit, etc (Banking). The role of banks in the 

economy is an intermediary one, transforming money by space, term, scale, and risk (Jeucken 

2001, p. 52). The evaluation of factors affecting the monetary value, the maximization of its 

lubricant function in the economy, enabling stored money to the demanders, and setting a fair 

cost for the money to demanders are all held by banks.  

It is quite important to have an institutionalized approach to save and utilize money in the 

name of the owners of the money and of the bank itself. Because the underlying asset is a raw 

value, any mistake in the management of this value will lead the bank to suffer a direct value 

loss. However, banks have an enormous comparative advantage with respect to the knowledge 
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and information they have about various market sectors, legislation, and market developments 

(Jeucken 2001, p. 52).  

The significance of banks in an economy is based on their functions and the tasks they 

accomplish. Banks creates money by initiating and extending credits. Money which is something 

perceptual and relative is set to an absolute measure of valuation and then other factors are 

derived as the value of a value; interest, risk, derivative instruments, etc. Banks generally 

manage the money market and they meet the fund holders who have surplus of money and 

entrepreneurs who lack of money to run business activities. In the aggregate level, entire 

economy is heavily affected by this intermediation role of banks. 

 

Figure 1: Role of Financial Markets in an Economic System (Jeucken 2001, p.58) 

As it is seen in the figure above, the financial institutions, and banks as the core of them, 

bridge the gap among different actors in an entire economy, as well as in the international 

markets in the era of globalization, on two both ways; supply and demand. In that position of 

banks and financial institutions, (Jeucken 2001, p. 56) has given some of the tasks they 

accomplish: 
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• Information services (reducing savers� monitoring costs) 

• Liquidity services (increasing savers� liquidity) 

• Price-risk reduction services (diversification, brokerage and asset-transformation) 

• Transaction-cost-reduction services (economies of scale through pooling) 

• Maturity intermediation services (maturity mismatching of assets and liabilities) 

2.2.3 Commercial Banking, Retail Banking, and Private Banking 
The banks� functions are quite wide and they perform significant contributions to the 

economies via their specialization on information process for different market segments, pooling 

of activities and cost reduction, and intermediary role between irrelevant sectors which are 

unfamiliar with each other. Here, another field is under the research; why do we have different 

types of banks and what determines this differentiation? 

In his book, Jeucken (2001, p. 53) has illustrated the banks and financial institutions in to 

two categories depending on their abilities to create money; depository and non-depository 

financial institutions. Commercial banks are depository institutions which can lend out the funds 

they have accumulated. They are profit seeking entities as well, namely they charge interest for 

the loan they give to the customers and fees for the transactions and services they provide. They 

raise internal fund reserves by collecting deposits from businesses and consumers via checkable 

deposits, savings deposits, and time (or term) deposits. They give loans to businesses and 

consumers. Commercial banks also transact corporate bonds and government bonds. Their 

primary liabilities are deposits and primary assets are loans and bonds (Commercial Banking). In 

some of the academic and business press, commercial bank term is used to specify the banks 

which focus on business customers and corporate level of money lending and borrowing. 

However in this study, it is preferred to use commercial term to emphasize the banks which are 

incorporated, profit seeking (not cooperative banks and credit unions) and focus on corporate 

customers (legal entities), individual customers and private customers (real entities). 

The two of the customer orientation centers of commercial banks are individual 

consumers and corporate entities. Retail banking and private banking activities held by most of 

the commercial banks are managed in order to satisfy the money-management needs of 
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individuals (real entities and individual corporations) in the entire economy. The differentiation 

is based on the amount of the money that customer has in his/her account. Retail banking is a 

part of a bank's operations providing services at its branches for small (in bank terms) account 

holders (Retail Banking a). Another definition for retail banks emphasizes their target group as 

well as the volume of the account of individual: Retail banking refers to banking in which banks 

undergo transactions directly with consumers, rather than corporations or other banks (Retail 

Banking b). Their services include savings and checking accounts, mortgages, personal loans, 

debit cards, credit cards, etc. On the other hand, private banking activities are also held by 

commercial banks; however they are not private banks because private banking and private 

banks are referred to different types of banking types. Yet, private banks are referred to describe 

a non-incorporated banking institution owned by individual(s) who have pledged their entire 

wealth in support of the bank (Private Banking). Private banking activities are developed to 

welcome the customers who have high net worth (one million dollars at least for some banks) 

and to deal with their banking and fund management transactions in more customized and 

specific way. Privacy and customer orientation via close contact are the key drivers which 

differentiate private banking activities from retail banking.  

2.3 Banking from Marketing Viewpoint 

2.3.1 Banking and Marketing 
Banking business, as well as all financial services, can be analyzed via both product 

marketing and service marketing theoretical approach. The transaction and intermediation 

functions of banks lead us to utilize the service marketing concepts to analyze and describe 

financial services. However there is also a quantitative component of the banking activities.  

Banking activities are heavily regulated by governments because of the high sensitivity of 

entire economy to money supply and demand, the speculative characteristics of money market 

derived from the information dependency, and interdependency among different countries� 

monetary markets. Besides, the underlying commodity used in the transactions and activities is 

money which is attempted to be transformed into pure quantitative and absolute measure of value 

from its qualitative features basing on relativity and perception. For that it is possible to study 

banking in the light of both services marketing theories and traditional marketing mix of product 

marketing. 
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2.3.2 Banking and Service Marketing 
To study banking using service marketing theories, it is so important to specify the 

characteristics of banking to see whether there exist a fit between the determinants of a service 

and banking activities or not. In their study, Ghobadian, Speller, and Jones (1993, p. 44) have 

given the differences of a service form a product: Inseparability of production and consumption, 

intangibility of service, perishability of services, and heterogeneity of services. 

Inseparability of offering and demand means that the service being different from the 

product is consumed at the time it is produced/offered. Most of the banking activities; especially 

in retail and ordinary banking transactions, the offering of the bank satisfies the needs of the 

customer at the time it is performed. Some exceptions are observed in private banking when 

tailored demands occur for exceptional transactions. The bank may be asked to find a solution or 

a package of offerings for the private customer and this may separate the production and 

consumption. Besides, Harrison (2000, p. 51) gives an example to illustrate that the separability 

rises as the transaction is expanded on a time period like an insurance policy, mortgage credit 

agreement, savings account, etc. 

Intangibility is the most basic character of services: no physical existence. In banking 

services the activities are all invented and performed in order to create added value to the wealth 

of the customer (loaning and borrowing, portfolio management, etc) or enabling the intermediary 

function (money transfer, consultancy, letter of guaranty, etc). The value creation is a service 

activity which is intangible; the customer cannot observe the transaction before it is performed; 

however the service becomes tangible only if the value created by bank. Especially if the activity 

is a wealth-increasing or money creation type of transaction, then it is measurable in terms of 

money or the commodity acquired by the intermediation of bank. 

Perishability is another key dimension of services different from products. The service is 

consumed at the time it is produced and it is not possible to store the service for using it later. No 

inventory is available to keep services, but the service perishes as the last activity in the service 

sequence is completed. However like in the case of inseparability, some services in banking 

business are designed to satisfy the needs in long term and time component of money valuation 

and utilization is the driving force of the activity (risk, interest). 
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Heterogeneity as a factor which leads services to a different position against products is 

also applicable to banking business. In any branch of any bank, it is highly unlikely that a 

customer will get the services with same quality. There are two factors for that. One is the human 

component of the banking services. The service quality is heavily affected by the intangibles of 

employee in the bank or the business model that bank adapts. The other is the relativity of the 

value that a bank offers to add to customers. The wealth, risk and interest are the complex 

concepts in which there exist stochastic parameters, as it is discussed in the money section. 

Banks do not have an entire control over those variables and it is possible that they cannot keep 

their promises exactly due to some external influences which lead the added-value to customers 

to become relative and sometimes far away from satisfying the needs and promises. 

Harrison (2000, p. 52) has brought another difference between product and services in 

financial sector. Because of the worthiness and importance of the underlying commodity; money, 

there is always a two-way information flow between customers and banks which is not 

mandatory in most of the product markets and service businesses. This rises as a unique property 

of banking and other financial transactions which do not necessarily maintained in other services 

or productions. 

2.3.3 Banking and Marketing Mix 
There is no doubt that marketing mix has become the most popular and mostly employed 

model by researchers and students who wish to describe the dimensions that company can 

control via internal management. The parameters that a company manager sets its power and 

capabilities to deal with the business bottlenecks like new product development, distribution 

strategy, pricing policy, product termination, selecting new locations and markets, etc. There are 

many factors affecting the performance of a company and they can lead to an over performance 

or bankruptcy. However, marketing mix focuses on the factors which are under the control of 

company management and can be driven by the employees and the structural capital (know-how) 

of the company. Hence, marketing mix is also referred as controllables in the international 

marketing task (Ghauri and Cateora 2006, p. 11). 

Controllables are the factors that can be easily manipulated by the company�s decision 

making process. They are the internal parameters for the offerings of the company; the way they 

are produced, served, sold, and transferred. The traditional marketing mix refers to the 
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controllables; product, place, price and promotion. According to Ghauri and Cateora (2006, p. 

10), the adaptation of the marketing mix to the uncontrollables determines the ultimate outcome 

of the marketing enterprise. 

2.3.3.1 Product 
As it is mentioned in the definitions of money and banking, the product concept of 

financial services has some differences from ordinary production or service firms. Banks, 

especially international giants, have clear sets of definitions what they offer as their 

products/services. The offerings of a bank usually reflect its business philosophy hence the 

product is controlled by home country (headquarters) due to domestic factors. Besides, even the 

domestic factors posses the characteristics of the offerings, the controllability of the products 

enables the banks to modify the relevant component of the marketing mix. According to Murrell 

(2001), there are some aspects directly related to offering of a company; product or service. He 

has given a list of components that affect the offerings� characteristics. Quality, variety, services 

related to offerings, packaging, features, brand name and style are the aspects for the product of 

marketing mix. There are some exceptions if banking services are taken into consideration; 

packaging (just for credit-debit cards, home delivery bills, etc), brand name for some specific 

type of services and solutions, etc. However, in an entire banking system, each of these factors 

shows its unique effect on the work flow and the positioning in the consumers� mind. Besides, 

the consideration of them allows an international commercial bank to analyze its set of offerings 

and the target market�s preferences and tastes; furthermore controllability of each leads a better 

adaptation for different countries and cultures. 

The product focus is now very popular and under the heavy studies in banks and all 

financial institutions in contrast to the past product concepts in that business segment. Besides, 

new types of businesses are introduced into the global market like electronic commerce which is 

altering the purchasing behavior of customers. Globalization trend forces companies to become 

internationalize and those firms should perform international business and monetary transactions. 

Also, individuals are affected from those changes in the market dynamics. People spend more 

day by day; the main motivation for development of economy. A very basic rule in the 

economics �the more total goods you consume, the more total utility you receive� leads financial 
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institutions to create new funds and ways of serving them to the customers (Goldberg 2000, p. 

88). 

Product Type: For the financial services product or offering can be a better term, there are 

some attempts to make them more understandable and concrete. Because of the transactional and 

abstract nature of financial services and the perceptional core of money make it difficult to grasp 

the financial product in the customers� mind. Harrison (2000, p. 55) has given the needs that 

financial customers have:  

• Cash accessibility: Generally mentioned to describe the money transmission via 

ATMs/BTMS, credit cards, and cheques enable easy movement of funds between 

parties, 

• Asset security: Two needs are involved in the word �security�. One is for 

physical security (safety from theft), the other is the value security (depreciation 

of the asset caused from inflation, currency rate fluctuations, change in the 

currency over years due to governmental decisions and legislation), 

• Money transfer: The financial services which help us to move money around. It 

seems so similar to cash accessibility; however money transfer is needed to reduce 

the dependency on cash. Technological improvements help the banks to realize 

this more efficient (online banking, point-of-sales, etc). 

• Deferred payment: The need for delaying payment of goods and services at a 

reasonable cost is increasingly important as means to acquire goods and services. 

The loans dispatched to the individual consumers for daily consumption (credit 

cards), or long term investments (car, home) stand for payment delay. 

• Financial advice: The increase of the complexity and number in financial 

offerings, customers need more consultancies to chose the most useful financial 

tool and utilize it effectively. 

Product Phase: The product of any bank or any type of company can also be classified 

due to its importance to the customers Kotler (1997, p. 58). Here there has been an assumption 

by him that products are developed and introduced via an excellent consumer pattern tracking 
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and each level rises due to chronological and hierarchical needs of the market. An adaption of 

these five levels to banking products and services are done by Harrison (2000, p. 96):  

• Core benefit is the fundamental level that a product stands to satisfy. The product 

is developed and introduced to market in order to fulfill the core needs of the 

customers. 

• Actual product stands for the second level that a bank serves basically. 

Customers can look for some other dimensions to be a little selective; like quality, 

sustainability, efficiency, etc. 

• Expected product is a set of attributed and conditions that customers would 

normally expect from product. Harrison (2000, p. 102) states the expectations of 

the customers from a financial product and banks as the �hygiene� factors which 

are to be indicated in terms and the conditions of the contract. 

• Augmented product is a further level of expected product in order to meet the 

needs of the customers. The basic emphasis here is the support systems which are 

put into place to serve the customer. Augmentation targets differentiation beyond 

the basic product features. 

• Potential product encompasses all the product augmentations and 

transformations that the product may undergo in the future. It is the future of the 

product which is designed due to possible changes in the market dynamics. 

The approach that Kotler (1997, p. 58) introduced to classify products and the adaptations 

of Harrison (2000, p. 96) can also be implied in financial products and services. Banks, in order 

to see the phase of the product in the customers� eyes and preferences, can combine levels of 

product approach and needs of financial customers. The determination of each need�s position on 

the �product level scale� definitely helps a bank management and marketers to see the 

importance of the product to the customer and possible improvements in the future. 

However, there are also some factors to be considered during the product development 

due to monitoring outcomes from market. Technology and the sensitivity of the customers to 

utilize technology-added products are so important in the era of electronic commerce and buying. 
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Besides the environmental factors may be a limit or motivation to involve technology-driven 

offerings. Besides, as it is mentioned in the banking section, the banking business is under the 

heavy regulation and legislation by governments. The product development policies have to 

consider the legal restrictions at the very beginning for a feasibility check. 

2.3.3.1.1 Banking, Commercial Banking and Commercial Banking Product Satisfaction 
The formulation of product satisfaction section in the survey in order to measure the 

respondents� attitudes towards products of commercial banking activities are performed through 

considering the roles of banks in the economy, customers� needs for banking activities, and the 

phase that customers perceive in the development level of each product. Two links are 

constructed in framework; between banking and commercial banking products (retail and 

private), and between products and product phases. 

2.3.3.2 Place 
As the component of marketing mix; controllables, place has been evaluated in order to 

describe the importance of the location and medium where the products and services are 

provided to the customers. However, there are some other terms and topics are created to 

describe this dimension better like distribution channels, delivery network, etc. But the main idea 

is the place a company serves its offerings and the environment it uses for that delivery. 

In banking business, as it is mentioned in the banking section to define the characteristics 

of banking and financial services, the transactions are two-sided. Whatever a bank performs a 

task for its customers, the customer either should be present on the place of transaction, or 

confirmation of customer is required. This necessitates paying great attention to place component 

of distribution. 

Besides, the importance of the underlying asset and the increasing complexity of financial 

and banking services day by day lead banks to setup a structure which enables high contact with 

the customers. The place, channels of service, channels of contacts and distribution, and 

networks to the market become so crucial in banking business. Also, place is being more 

effective way of differentiation from competitors. Introduction of new concepts for branch 

offices and designing them fashionable more than an office are tried for creation new value 

addition to customers and sources for differentiation. 
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Twenty years ago, banks were used to manage all of their contacts with the customers 

physically. However the introduction of electronic tools of communication and their adaptation 

to trade have made some extensions and then changes in traditional banking business. Traditional 

method of business for banks has been via branch network. Yet new channels are beginning to 

emerge not merely as auxiliaries to the branch network but as suitable alternatives, creating a 

threat to the future role of branch networks and undermining the competitive position of banks in 

using the branch network as a competitive advantage (Harrison 2000, p. 127). 

The traditional distribution channels can be classified depending on the type of the 

contact to the customers. Direct and indirect contacts to the customer are key parameters to setup 

a distribution channel/contact management. Direct place management is quite easy and common 

in banks. Especially the branch establishment and management is the first alternative that banks 

utilize to touch the customers. Besides, for some cases, banks employ sales force for increasing 

the intensity of the communication with the customers if the banks have a different target market 

segment. Indirect sales activities via alternative place management are not so popular in 

commercial marketing; especially in private banking. Also, it is not feasible in retail banking due 

to inverse ratio between indirect sales and control over the sales processes. 

The traditional place management is mostly held through branches in banking sector. 

Especially before the era of computers, all the services are given by the employees in branches. 

However, a study (Harrison 2000, p. 131) indicates that there is a dramatic decrease in the in the 

distribution expansion in branch network over the years. The introduction of powerful machines 

has enabled to provide services to customers without need of service staff. Due to further 

investigations, it is estimated that branch closures will be observed more in the following years 

(Harrison 2000, p. 134).  

On the other hand, an alternative solution is relocation of branches instead of closing 

them sharply. Banks are aware of that the complex transactions can only be performed by 

professional staff. A reevaluation of market in terms of income distribution over the 

demographic structure, new trends in brand management and marketing, competition necessitates 

and emphasizes new branch concept development. Also the convenience of the accessibility of 

the branches and bank personnel stand as an important factor of place component. The 

innovation of new branch concepts is mainly motivated by the changing trends in the know-how 
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of banking services. Bank branches before were function oriented and transactional processing 

service points. The safe keeping of funds was the main objective of a branch, hence there were 

stable, reliable and secure design observed even at the first glance. However, the connection 

between each all branches and headquarter has enabled the processes to be managed online. 

Also, the introduction of call centers and the availability of some services via phone have 

reduced the work load and requirements in the branches. The branch concept for account based 

activities is switched to involve more retail function. Customers are motivated to be served 

without visiting the branches for ordinary banking activities. Following up the development of 

new ideas, branches are relocated and redesigned in order to optimize the service quality with 

cutting costs. The branch layout is also used as a tool to promote the brand because there is a 

physical contact between customers and branch (layout and employees), so it is accepted as an 

effective way of impressing the customers if they visit the branches. 

The traditional delivery channels still sets the foundation of place component for financial 

services; especially some specific types of banking activities like long-term and/or high volume 

of money based dealings, customized solutions for complex demands, etc. However 

technological achievements have made a huge contribution to all financial services and their 

management. The traditional boundaries which disable the distance service opportunities are 

being eroded as the new technology-solutions are adapted to banking activities. The impact of 

technology on the delivery of banking services provides many solutions to customers: ATM 

(automatic teller machine), EFTPOS (electronic fund transfer at point of sale), telebanking, 

credit cards, and internet banking. 

In current commercial banking, institutions mostly employ following channels which can 

be distinguished from each other due to the place of the service: 

• Branches 

• ATM/BTM 

• Phone and Internet Banking 

• Credit Cards 

• Direct Sales Forces 
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2.3.3.2.1 Commercial Banking and Place Satisfaction 
The formulation of place satisfaction section in the survey in order to measure the 

respondents� attitudes towards place implementations of commercial banks are performed 

through considering the channels that commercial banks build to bridge the gaps between retail 

and private customers. One link is constructed in framework; between commercial banking and 

channels. 

2.3.3.3 Price 
Price component of the marketing mix is also under the control of the management. 

Companies employ different techniques and approaches in order to determine a price for the 

offering. These techniques are systematically developed and taught in the cost engineering or 

cost accounting disciplines. In pricing for products, although the expenses for production, 

service, transportation, promotion, etc. affect the cost of the offering which directly sets the 

minimum price, companies besides consider the environmental conditions as well in a pricing 

policy. 

The pricing of financial instruments and services are quite different from ordinary 

products and services. As it is indicated in the money section above, the perceptual and relative 

characteristics of monetary value require complex mathematical and probabilistic techniques to 

set the price of money-based instruments and services. Besides the involvement of time, risk and 

interest parameters, which are also correlated with each other, in financial instruments and 

solutions leads the pricing responsible of banks and other financial instruments to make a 

separation between the ordinary transaction-based activities and complex financial solutions. 

There are some examples to financial services and their price concepts. These are the 

prices mostly heard by customers however we do not recognize them as price as easy as the price 

of an ordinary product or service we consume in our daily life. A premium for an insurance 

contract, an arrangement fee (interest rate, early redemption penalty) for a mortgage credit, 

interest rate for a loan, contributions to personal pensions, credit cards� annual or monthly fees 

are examples given by Ennew and Waite (2006, p. 145) to prices of some of the financial 

products and services.  

As a part of marketing mix; controllables of a manager, pricing is a tool that can be used 

effectively to sustain a market share. However, even at the first glance price can be considered as 
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wholly controllable tool, some external factors restrict or force the managers and marketer to 

bring other considerations into pricing process. One of the foundations of pricing policy is the 

source of the pricing factor; internal or external. The accrual place of the cost sets the internal or 

external characteristic of the cost; therefore pricing policy. Harrison (2000, p. 140) has given 

internal factors as objectives of the bank, other marketing mix variables, costs, and risks; and 

shareholders, customers, competitors, intermediaries, regulation as external factors. Ennew and 

Waite (2006, p. 155) introduce a mixture of internal and external pricing factors via two 

approaches: competitive approach and market oriented approach. 

It is quite difficult to select a focus to choose a fixed pricing policy due to a theoretical 

foundation; especially the ones mentioned above. To not to miss an important factor which has a 

significant effect on the price sensitivity of the market or price�s reflective power on the product 

and brand, a re-evaluation of the concepts and definitions are required. Ennew and Waite�s 

(2006, p. 157) competitive approach and Harrison�s (2000 p. 141) competition factor in the 

external environment is so similar. These researches have indicated that the pricing policies of 

banks are affected due to the competition that banks create in the open market. However this is 

an arguable axiom if we consider competition as a dominant variable of pricing because the 

banking industry is heavily regulated by government, central banks and banking regulation and 

audit institutions. Besides, the oligopolistic structure of the market leads the banks to common-

interfere price level. On the other hand, the market-oriented approach of Ennew and Waite 

(2006, p. 160) give components of pricing as follows: marketing strategy, price-quality 

relationships, product line pricing, negotiating margins, political factors, costs, effect on 

distributors and retailers, competition, explicability, and value to the customer. However, these 

set of components only considers the free market and competition terms, but does not give 

descriptive foundation to the financial instruments utilized by banks (determination interest rates 

and risks, portfolio management, etc). 

In order to classify the pricing of banking and financial activities, it is beneficial to look 

at the underlying asset again. Banks utilize money as their assets and generate intellectual capital 

in order to create competitiveness via differentiation and cost reduction. The use of the know-

how of money management occurs in two different types. One is about the ordinary money 

keeping and transferring activities. They are not in a complex context, however efficiency is the 
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key. Their effects on pricing and aggregate marketing are easily analyzed via well-known cost 

and process management. However, another type of money management and utilization has a 

rigorously developed scientific background: financial engineering. The pricing for the financial 

services and instruments involves also valuing money, calculating various types of risks, interest 

rates, currency rates, fair prices for derivative instruments, portfolio constructions, etc. 

From the marketing perspective it is quite mandatory and also feasible to study on the 

pricing factors of ordinary banking activities. The term called overt pricing stands for the value 

setting for ordinary retail banking services. Harrison (2000, p. 150) describes overt pricing as 

explicit methods which are more straightforward and generally involve explicit fees for financial 

services. This is so deterministic and observable; there is no need for advanced tacit knowledge 

to analyze entire variables affecting the final price. On the other hand, covert pricing, in contrast 

to overt, is an implicit approach to price financial services. The customers are implicitly charged 

for the service. This rises due to the complexity of the offerings and also increases the 

dependency of the customer to the expertise of the bank.  

Development of services and instruments via considering mathematical and computer-

aided solutions makes the pricing process for financial and banking services more rigid. This 

situation leads the marketers to generate pricing policies depending on the type of the service and 

product. The more the offerings become complex, the less opportunity we have for using pricing 

as a tool of marketing and differentiation because of the well-calculated and fixed and variable 

costs. Marketing managers of banks should determine the required pricing techniques; overt or 

covert, for services and products, and only then the customers� sensitivities and expectations for 

prices can be measured and managed. 

The sensitivities and expectations of the customers are described via price satisfaction by 

Matzler, Würtele & Renzl (2006, p. 217). In his study, Matzler questions generally accepted 

unique price satisfaction concept and tries to illustrate that price satisfaction is composed of 

some dimensions. In their article, due to an adaptation decision phases (pricing article), Matzler, 

Würtele & Renzl (2006, p. 218) have suggested six dimensions for price satisfaction: 

• price transparency; clear, comprehensive, current and effortless overview about a 

company�s quoted prices 
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• price-quality ratio; ratio or trade-off between quality of the service and monetary 

costs 

• relative price; price of the offer compared to that of competitors  

• price confidence; customers� certainty that the price is favorable  

• price reliability; fulfillment of raised price expectations and prevention of 

negative price surprises, and  

• price fairness; consumers� perception of whether the difference between the 

socially accepted price or another comparative party is reasonable, acceptable, or 

justifiable. 

2.3.3.3.1 Money, Commercial Banking and Price Satisfaction 
The formulation of price satisfaction section in the survey in order to measure the 

respondents� attitudes towards pricing of commercial banking activities are performed through 

considering the characteristics of money, pricing of money, and pricing dimensions in 

commercial banks. Price satisfaction is assumed to be affected by 6 dimensions and money�s 

(underlying asset in banking transactions) stochastic and perceptual structures are considered. 

Two links are constructed in framework; between money and price, and between commercial 

banking and pricing of its products.  

2.3.3.4 Promotion 
Promotion is the set of various abilities, containing the firm�s innovations for selling 

either directly, indirectly or both, and the power of the firm to run these innovations. This 

component of controllables stands for the know-how of touching the customers. Promotion is the 

way that a company can express its mission, vision, motto, product scale, price and place 

advantages against the competitors, and social responsibility activities if there exist any. Leading 

the customers to have suitable purchase alternative set, companies should develop 

comprehensive promotion strategies and run them successfully. 

Banks are no different from ordinary production or service companies for being subject to 

putting effort on promotion. Furthermore, in banking because of the inseparability of production 

and consumption, intangibility of service, perishability of services, and heterogeneity of services, 
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there should be tailored communication and promotion studies to create transparency between 

the banks� abilities and customers� perceptions.  

Reducing the barriers between the banks and customers via communication has two 

critical foci; sender and the receiver. The communication process as a widely ascribed model for 

transferring information from sender to receiver also gives the steps of information flow from 

receiver to sender. Sender encodes the messages and passes it through the transmission medium. 

Receiver gets the message from medium, then decodes and perceive.  

From the banks� aspect, two important parts in the communication process in order to 

perform a successful promotion campaign are encoding the message in the right way to keep a 

favorable position in the customers� mind and passing it to the right transmission medium to 

increase the number and intensity of the contacts to the customers. 

There are many ways in promotion and advertising developed by the theorists in order to 

provide a wide assortment of communication message. In creating the communication message; 

encoding, also many alternatives do exist, however in banking two appeals are so dominant. For 

an effective encoding, rational and emotional appeals are adapted to promotion of financial 

services. Rational themes activate the logical reasoning of the customers in order to forward 

them to evaluate the offerings of the banks. They are more emphasizing the features of the 

products and trying to differentiate them from similar alternatives or substitutes.  

The encoding content is skipped in this study and the other important part of the 

communication process is studied: selection of the right medium of transmission. For the 

financial services, Harrison (2000, p. 217) offers a promotional mix which gives the choices for 

transmission medium: 

• Advertising: a paid form of non-personal communication through a mass medium 

• Personal Selling: informing and persuading customers to purchase products 

through personal communication 

• Publicity and Public Relations: non-personal communication in news-story form 

about an organization transmitted at no change 
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• Sales Promotion: offering of an inducement or incentive to customers, channel 

members or salesperson in order to encourage purchase 

• Direct Marketing: direct mail, telemarketing and direct response advertising 

• Sponsorship: financial or material support of an event, activity, person, 

organization or product 

2.3.3.4.1 Commercial Banking and Promotion Satisfaction 
The formulation of promotion satisfaction section in the survey in order to measure the 

respondents� attitudes towards promotion activities of commercial banks are performed through 

considering the promotion techniques (promotional mix) in commercial banks (retail and 

private). One link is constructed in framework; between commercial banking and promotion. 

2.3.4 Banking and Uncontrollables 
Uncontrollable components of marketing task are divided into two depending on the 

location. The domestic environment where the main operations are held keeps a set of 

uncontrollables and the foreign environment where supplementary operations or expansion of 

business for sustainable growth and winning strategies take place has a number of uncontrollable 

factors.  

The domestic environment contains political/legal forces, economic climate and 

competitive structure of the home country. Foreign uncontrollables are political/legal forces, 

cultural forces, geography and infrastructure, structure of distribution, level of technology, 

competitive forces, and economic forces (Ghauri & Cateora, p. 11). So, domestic uncontrollables 

can be classified as a subset of foreign uncontrollables because primary uncontrollables that exist 

in home country are also the factors to be considered in foreign market; however, there are some 

additional factors that rise because of locational and national differences. 

It is beneficial to bring some further explanations about the environmental 

uncontrollables. Environmental factors, even they are classified depending on their location of 

occurrence, they have the same mechanism of influence on company decision making process. 

Wood and Robertson (2000) have given some detailed explanations about the uncontrollable 

factors:  
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• Politics contain the nature of the present and future political stability, nature of relations 

between the governmental institutions and free market actors, and their effect on local 

and foreign trade, and foreign governments� internal policies, attitudes, and actions 

towards local enterprises. 

• Market potential or competitive forces show the opportunities and threats for the market 

actors due to current and future demands, adaptation costs, and internal and external 

competition in the domestic market. 

• Economic forces include broad economic performance standards, strength of the 

domestic market in terms of production, services and consumption trends. 

• Legal environment shows the tariffs and taxes, non-tariff barriers, governmental 

regulations on the market and other legal considerations besides tariff and non-tariff 

barriers. 

Political/Legal Environment: In the literature study performed to get deeper information 

about the political environment, it is seen that most of the authors have classified these two 

uncontrollable forces which affect businesses together. The political/legal/regulatory 

environment can be simply described as the laws and regulations that business has to follow in 

order to make sure the business owners do not arrested, or have the business fined for 

noncompliance of some regulation (Richardson 2006, p. 7-11). Also Boone and Kurtz (2005, p. 

137) have made the same merge of political and legal topics in the uncontrollable environment. 

According to Richardson (2006, p. 15) the combining of political and legal factors lies in the fact 

that laws are made by politicians who enact these laws based on the likelihood they will get re-

elected. Furthermore, there are deeper correlations suggested between these two. The 

political/legal environment is often a direct consequence of the political parties in power which 

represents the popular opinion of the citizens, and besides rules and regulations created by 

politicians have significant influence on the cost of running a business and the way it can market 

its offerings (Richardson 2005,  p.  63-78).  

Another interesting topic to be mentioned about the political/legal environment is its 

effects on privatization/liberalization. It is a political decision more than a business 

environment�s internal evaluation that liberalization of the governmental institutions or switching 

to free market has first to be enabled through legal context. In their study, Chong, Riano (2006) 
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have tested the effects of some political processes and variables (including the regime or 

government type) on the institutional variables (i.e. price of privatization) and overall 

uncontrollable environment (fiscal deficit, GDP growth, foreign participation, etc). They have 

concluded that political/legal context matters because it appears to be an economically 

significant determinant of privatization prices. 

Economic Environment: The economic environment is the combination of aggregate 

indicators and household economic characters of the country. The two interactive components of 

economic environment; macro and micro economic environments (Micro and Macro Economics: 

macro; workings and problems of the economy as a whole such as economic growth, inflation, 

GDP and GDP per capita, currency rates, foreign trade and foreign investments, fluctuations etc, 

micro; individual decision making by firms and households and the way they interact in specific 

industries and markets) form the forces that restrict or motivate the firms in their business 

decision making processes. 

Competitive Environment: As the most verbal and stochastic factor that affects the 

business decisions; it is under the attempts to formulate competitive environment for leading the 

firms to know more about what forces are surrounding them. Porter (1998, p. 86) identified 5 

competitive forces that influence strategies of companies. However, this classification is more on 

a business level; whether an existing or new-entrant firm could see the market structure in terms 

of the competition. A more generic definition is given by Boone and Kurtz for competitive 

environment (2005, p. 80): Interactive process that occurs in the market place among marketers 

of directly competitive products, marketers of products that can be substituted for one another, 

and marketers competing for the consumers� purchasing power. The competitive environment of 

a commercial bank can be shown as the number of banks in the same segment (past and current 

view) as well as in terms of ownership (public, private, and foreign). Also, the performances of 

the competitors are the determinants of the competitive environment of a commercial bank. 

2.3.4.1.1 Banking, Commercial Banking, and Uncontrollable Environment 
The structure of uncontrollable environment section in order to illustrate the external 

factors affecting the commercial banking business is performed through considering the banking 

in domestic market, commercial banking in domestic market and uncontrollable elements 
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(political/legal, economic, and competitive elements). Two links are constructed in framework; 

between banking and uncontrollables, and between commercial banking and uncontrollables. 

2.4 Theoretical Framework 
To explain the current situation of Turkish commercial banking market, the theories 

above are selected for guidance to data collection. However, in order to analyze the empirical 

findings via using more than one academic description or term, and to draw valid conclusions 

from the theories, empirical data and analyses; a framework from theories is constructed. 

The framework consists of the links between the theories. Each link forms a common 

perspective from the theories it connects and stands for a foundation to analyze the empirical 

data from this common view. 

 

Figure 2: Theoretical Framework for Turkish Commercial Banking Market Research 

In order to perform a market research for Turkish commercial banking industry, the two 

components of a market; customer side and institutional side are explained in the theories. The 
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framework first contains two links, one for customer banking satisfaction and other for the effect 

of uncontrollable factors. It is assumed that banking market is under the direct influence of these 

two.  

The institutional side of the market is described via uncontrollable environment. The 

concepts selected for uncontrollable environment and the direct relation suggested between 

uncontrollable environment and Turkish commercial banking market are illustrated in figure 2. 

Banking satisfaction level of customers is explained through using the price satisfaction, 

place satisfaction, product satisfaction, and promotion satisfaction. Each factor of overall 

satisfaction is formulated from various academic sources. To picture and evaluate the customers� 

satisfaction, the factors are discussed through sub-categories. In the survey, the questions for 

each factor are phrased basing on the concepts (sub-categories) which are selected for theoretical 

foundation of the paper. The direct relation suggested between factors (4Ps) and overall 

satisfaction is shown in figure 2. 

3 METHODOLOGY 

3.1 Research Method 
Due to the different characteristics of various research methods, it is mandatory to decide 

on which research method is going to be used. In this paper, market research for Turkish 

commercial banking industry is performed on two dimensions; market uncontrollables and 

market controllables. Hence, two research methods are employed; due to the differences in 

research methods, to make an analysis on Turkish commercial banking market structure. 

Yin (1994) has pointed out three purposes that all the case studies can serve � 

exploratory, explanatory and descriptive research purposes. The following research types do fit 

with the study purposes of this paper: 

• Exploratory Research for Uncontrollables; looks for patterns, ideas, or hypotheses 

rather than try to test or confirm hypotheses (Exploratory Research a). It is also 

brought because there is no earlier model as a basis for the question �what is the 

current situation in commercial bank�s uncontrollable environment in Turkey?�. 
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The exploratory analysis of empirical field observations starts by checking that 

the field reports are written down intelligibly and without ambiguity. Often the 

original reports have been made in hurry; in that case they should be clarified by 

the initial observer or interviewer. The same person is often best adapted to 

extricate the significant findings from observations because he/she is able to judge 

which details are important and which can be left out (Exploratory Research b). 

More specifically about this thesis, the market uncontrollable environment is 

investigated without a previously developed model; but just based on the observed 

market data.   

• Descriptive Research for Controllables; a study that focuses on a particular 

situation or set of situations, reports on important aspects observed, and attempts 

to determine the interrelationships among them (Descriptive Research). In the 

market research via controllable elements that a commercial bank has, how each 

controllable element is affected via sub-elements and what is the effect of element 

on the final customer satisfaction level from commercial banking activities. The 

analyses are based on correlations between independent variables (market 

controllable elements) and dependent variable (customer satisfaction). This 

section of the study seems to satisfy the criteria for explanatory research. 

However, some simplifications in the dimensions of controllable elements via 

merging them, or dropping some questions or whole of a dimension during the 

reliability test instead of restructuring the survey entirely are done because of time 

restrictions disabling a new survey. Hence, the controllable environment research 

is more descriptive and less explanatory. 

3.2 Data Collection 
The collection of data is carried out using both secondary and primary sources that all 

secondary information is for uncontrollables and all primary data for controllables.  

The secondary sources used to describe uncontrollable environment provide processed 

data; information in another saying. Hence for secondary sources which are utilized in 

exploratory research section of the paper, the term information is preferred instead of data. This 

information has enabled to see Turkey�s circumstances from a commercial banker perspective. 
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The circumstances are the political/legal environment that Turkish commercial banking has, 

economic climate and trends in the overall country and competition structure in the whole 

banking and commercial banking businesses. Relevant information is gathered from various 

sources. 

In the descriptive part of the market research (controllable environment), data collection 

is performed via survey research (pre-coded and structured). For this section of the thesis, the 

term data is more appropriate than information because the survey study provides raw input to 

the descriptive research process. 

The survey contains five major sections; price, place, product, promotion, and overall 

satisfaction. For each P of controllables, a section is created. Each section is composed of 

dimensions (factors) and each dimension is framed via questions (items). Such a survey edit is 

inspired from a study of Matzler, Würtele, and Renzl (2006) about price satisfaction in retail 

banking. Authors have performed a market research about price satisfaction via a pre-coded and 

structured survey research. In their surveys, they have divided price satisfaction into six 

dimensions and tested if there exists significant relations among these dimensions and overall 

price satisfaction. Also, articles of Molina, Consuegra, and Esteban (2007), Petridou, Spathis, 

Glaveli, and Liassides (2007), Kaynak & Harcar (2005), and Santonen (2007) are used to 

construct the model and evaluate the survey data. To measure Turkish customers� satisfaction 

level from commercial banking activities, same technique is extracted to all Ps. For each P, 

dimensions are formed due to theoretical and empirical reviews, and questions are phrased to 

measure the responses of customers to each dimension. Besides, one single satisfaction question 

is asked for each P and overall satisfaction. Also, the price section of the survey is directly 

transferred from Matzler, Würtele, and Renzl�s (2006) study. The survey has 81 questions; all 

pre-coded and structured. Likert-scale over 1 to 7 is used to quantify the answers.  

The general structure of the survey is as follows: 

Dimensions of Satisfaction Factors of Dimensions Items of Dimensions 

(questions) 

Price Price Reliability Four Items 

 Price Confidence Four Items 
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 Price transparency Five Items 

 Relative price Six Items 

 Price-quality ratio Five Items 

 Price fairness Four Items 

 Price Satisfaction One Item 

Place Branch Four Items 

 ATM Three Items 

 Phone and Internet Banking Three Items 

 Credit Cards Three Items 

 Direct Sales Force Three Items 

 Place Satisfaction One Item 

Product Asset Security Three Items 

 Distance Money Transfer Three Items 

 Direct Money Transfer Three Items 

 Credit Cards Three Items 

 Consumer Credits Three Items 

 Product Satisfaction One Item 

Promotion Advertising Three Items 

 Personal Selling /  

Sales Promotion 

Three Items 

 Direct Marketing Three Items 

 Sponsorship Three Items 

 Promotion Satisfaction One Item 

Overall Satisfaction  One Item 

Table 1: The contents of the survey conducted to measure responses to market controllables 

The survey is conducted via an online survey package. The questions are translated into 

Turkish language first, and then typed in the survey package. The software package creates an 

HTML file containing the questions and choices for the participants to answer each question. 

The HTML file is conveyed to the participants via e-mail. Once each participant enters the 

answers and submits the survey via clicking �submit� button at the bottom of HTML file, the 
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answers are added to the pool of responses with relevant categorization in an MS-Excel file. 182 

participants are obtained to survey from 8 cities of Turkey; Ankara, İstanbul, İzmir, Bursa, 

Adana, Eskişehir, Kütahya, and Çanakkale.   

Age 20-30 (57.14%) 30-40 (18.57%) 50-50 (11.43%) +50 (12.86%) 

Sex Female (28.57%) Male (71.43%)   

Education 
High School 

(17.14%) 
Undergraduate 

(65.3%) 
Master/PhD 

(17.55%)  
Income 
Level 

0-1000 YTL 
(21.43%) 

1000-2000 YTL 
(35.71%) 

2000-5000 YTL 
(31.43%) 

5000-10.000 YTL 
(11.43%) 

Number of 
Habitants in 
the city 

0-150.000 
(17.14%) 

150.000-500.000 
(28.57%) 

500.000-
5.000.000 
(24.05%) 

5.000.000+ 
(30.19%) 

Table 2: Distribution of demographic properties of the respondents 

3.3 The Design of the Descriptive Research 
In order to arrive at valid conclusions due to research study, the approach is generated via 

getting attached to the theoretical foundations. For the reliability of the research, the conclusions 

are based on quantitative findings and their statistical analyses as much as possible. 

The survey measures the satisfaction level of each customer about prices, places, 

promotions, products, and overall satisfaction from bank. To sustain the validity, these items are 

determined due to theoretical explanations on many resources. In order to see the reliability of 

the survey study; factor analysis is run for each controllable element and Cronbach�s alpha 

values are calculated respectively for each factor of each element. Then the items are re-

organized among dimensions of each P depending on the factor loadings. When the re-grouping 

of items between each P�s dimensions is done, the correlation between dimensions of each P and 

overall satisfaction from that P is calculated. Regression between satisfaction from each P and its 

dimension gives us �how each P is responded� in the market through the means of dimensions. 

Finally, regression between overall satisfaction (dependent variable) and 4Ps (independent 

variables) gives us �how market is satisfied from to each P�. 

Steps of the descriptive research are given in figure 3. 
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Figure 3: Research Flow for Controllable Elements 

3.4 Validity and Reliability 
Validity and reliability are the two essential requirements that a scientific study should 

satisfy. In this paper, the each section of market research; uncontrollables and controllables, 

possesses different properties of validity and reliability. 

Validity is the degree to which study actually measures what it intends to measure 

(Validity). It is divided into two; external and internal validity. External validity is the extent to 

which the results of a study can apply to other people other than the ones that were in the study; 

generalization. Internal validity is the extent to which a study properly measures what it is meant 

to; systematic relations among variables. (External and Internal Validity). Reliability is the extent 

to which the same result will be achieved when repeating the same measure or study again 

(Reliability). 

Research on uncontrollable elements are performed depending on the information 

obtained mostly from previous academic papers and Government institutions� web pages, 

presses, yearly or quarterly reports. The approach to get empirical findings on political/legal, 

economic and competition environments is be applicable to other commercial banking markets; 

commercial banking market in Sweden, Japan, etc. This enhances the external validity. Internal 

validity is also strong because the information is collected directly to show the numbers and 
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trends from past to current market about the stated items in uncontrollables section of the 

theories. However, external and internal validities have a common limitation because of the parts 

dropped from uncontrollable environment. Further empirical data and evaluation process should 

be employed to cover more environmental factors about commercial banking market in Turkey. 

Reliability for the empirical information about uncontrollable factors is so high because of the 

standard types of information obtained from academic papers or government institutions� 

releases (annual, semi-annual, quarter reports, theses, etc). This set of information is entirely 

representation historical data and facts. Hence, the reliability of market research from 

uncontrollable environment aspect is high. 

Data about controllable elements is obtained from respondents; customers. However, the 

generalization (external validity) has some weaknesses because the respondents are from eight 

cities from middle and western part of Turkey. The sampling should contain more respondents 

from various cities including eastern and northern regions. Internal validity is tried to be 

sustained and strengthened based on the theoretical framework; extraction of a previous 

approach for price satisfaction (Matzler, Würtele, and Renzl, 2006) to all 4Ps, and connection of 

satisfaction from each P to overall satisfaction. Reliability (internal consistency) is on an 

acceptable level depending on the Cronbach�s alpha values for each factor of each P, and R2 

value of overall regression (dependent variable: overall satisfaction, independent variables: 

satisfaction from each P) is sufficient. 
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4 EMPRICAL DATA 

4.1 Political/Legal Environment 

4.1.1 1923-1980 
After the establishment of Turkish Republic on 29 October 1923, the economics forum in 

İzmir acted as a new frontier to Turkish banking system. The first national bank in the Republic 

was Türkiye İş Bankasõ. After the establishment of some other banks in order to support some 

specific industry segments, Central Bank of Turkey has started its operations on October the 3rd, 

1931 (Central Bank of Turkey webpage).  

Central bank of Turkey has enabled the execution and regulation of banking and money 

market on a systematic basis. Besides, legislations on banking industry have kept the 

development of aggregate economy up to 1980, however with some exceptions due to global 

crises like Great Depression in 1929, Second World War, first and second oil crises in 1970s. 

During the period between 1931 and 1980, some legal studies were performed in order to set a 
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robust foundation for national banking and financial markets: act no. 2243 to protect the deposit 

and deposit owner in 1933, act no. 2999 in 1936 and No 7129 in 1958 for administrative 

purposes (Turkish Banking Act page). 

Year 1980 was the climacteric time for Turkey. The economic shrinkage due to global oil 

crises, domestic political competition, problems in labor unions, and government�s resistance to 

foreign goods� import led the Turkish economy to have structural problems on development and 

sustainability. Before 1980, the view of Turkish financial markets under these command policies 

was as follows: 

• The deposits and credits interest rates were under control, and real interest rates 

on credits and deposits were negative even in the high and volatile inflation effect. 

• There had been strict regulations and boundaries on the deposit owners� foreign 

currency transactions. 

• For the real entities, foreign currency ownership on portfolios was forbidden. 

• Central bank was giving subsidies to various sectors. 

• The transactions on money market were under taxation with higher rates than 

other sectors, and due to that the intermediation fees were high. 

• The involvement of local and foreign banks into fiscal system was restricted. 

• There was not any stock market; hence the only financial source for companies 

was bank credits. 

• Company ownership and bank ownership were embedded. (Erkan, p. 5) 

4.1.2 After 1980 
In 1980, there have been significant changes in the political, legal, and economic climate 

in Turkey. Declaration of new economic model on January 24th and military intervention on 

government on September 12th led Turkey to new circumstances. Economic intervention of 

government switched Turkish industry to export-focused investment. In 1980s, the some 
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developing countries preferred liberalization in order to manage their internal and foreign debt; 

Turkey as well adapted this policy. The effects of this move on financial markets are as follows: 

• Turkish Lira was devaluated (48,6%), foreign currency trade was liberated. 

• Interest rates were liberated and real interest rate technique was adapted. 

However, since 1983 the minimum interest rates for deposit accounts were 

determined and supervised by central bank. 

• Attempts on foreign trade balancing and stability via the liberalization of foreign 

currency trade were performed. 

• Tax rates on the incomes generated on financial markets and via financial 

intermediation were reduced. 

• Restrictions on the banks� involvement in the money market were broadened. 

Foreign investors were attracted via liberalization; foreign investors were allowed 

to take out their earnings (net profit, dividend, sales, liquidation, compensation 

revenues, etc) through financial institutions and banks. 

• Financial markets were established to create alternative funding sources for 

companies (İstanbul Stock Exchange � 1986, Board of Capital Markets � 1986, 

Inter-bank Money Market � 1986, Open Market Transactions � 1987, Foreign 

Currency Market � 1988, Gold/Foreign Currency Market - 1989) (Erkan p. 6, 

Çakar 2003, p. 23). 

The liberalization movement started in 1980 had reached peak via the decisions taken in 

1989-1990; the liberation of capital movements. With the regulations, foreign currency import in 

is entirely liberated, all the real entities are allowed to carry and trade foreign currency. These 

regulations enabled the convertibility of Turkish Lira. IMF, on March 22nd of 1990, declared 

Turkish Lira as a foreign currency in global money markets. This convertibility was improved 

with some additional subjects in 1993 (Erkan, p. 11). 

1990s were the crises years for Turkey in terms of economic and political environment. 

There had been an increase in the foreign capital entry, especially in the short-term investments. 
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This was resulted the over-valuation of local currency. Banks and financial institutions preferred 

to increase their foreign debts via using over-valued Turkish Lira and use the accumulated funds 

to give loans to government or local markets. The political decision for sustaining a decrease in 

the interest rates and increase in the taxes on public bond led the market to have negative 

expectations on local currency. The situation was ended up with devaluation on April 5th 1994. 

An important decision was taken to hedge the risk perception; deposit accounts were totally 

insured by government against possible crisis which could cause a default risk by the bankruptcy 

of the financial institution or bank (Kar & Kara, p. 20). 

The factors contributing to the decline in the financial functionalities of banks in 1990s 

are as follows: 

• Macroeconomic Instability: The high and volatile inflation rates of 1990s, the 

boom-bust cycles of economic growth and the fragility of external capital inflows.  

• High Public Sector Deficit: The increase in public sector deficit and its financing 

with high real interest rates from the domestic financial markets led to a sharp 

decline in the allocation of resources to the real sector.   

• Systemic Distortions Created by the State Banks: The financial health of the state 

banks deteriorated rapidly as a result of the accumulation of duty losses and 

inefficient management.  

• Inadequate Risk Assessment and Management Systems: The banks� risk 

assessment and management systems were not developed adequately.  The lack of 

independent and effective supervision and regulation and the existence of deposit 

insurance, which created a serious moral hazard problem, contributed to the 

weaknesses in risk management (Ozutku 2003, p. 3). 

In order to restructure the money and financial market, the banking law no. 4398 was 

declared in June 1999. The act delegates Banking Regulation and Supervision Agency as the 

independent authority to regulate and supervise banking sector in Turkey (Ozutku 2003, p. 4). In 

his study, Ozutku (2003) gives the political/legal reasons of 2000 and 2001 crises:  
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• Disputes and friction among the coalition parties about timing and modeling of 

some structural reforms and privatization delayed the reforms. This affected the 

confidence for government both in country and abroad.  

• The combine effects of some internal and external factors created a huge current 

account deficit. The sharp rise in oil prices, the deterioration of Euro against 

dollar, and much less international capital inflows than expected were 

deteriorating external factors. On the other side, meanwhile, there was a boost in 

demand for both domestic and imported goods because of bank credits, delayed 

imports from last year, and economic growth. Banks has had excess credit sources 

that they mostly borrowed from European banks as syndication credits to lend the 

government with a high interest expectation. Since interest rates on government 

papers fell sharply they channeled these excess sources to privates and firms. The 

rising demand and inertia caused the inflation remain higher than projected. These 

developments resulted in appreciation of lira and thereby depreciation of Turkish 

exports sectors and then current account deficit reached to the dangerous levels, 

4.2% of GNP. As a result, all these factors arose the concerns on durability of 

crawling peg that inherently target for speculative attacks.   

• Additionally, IMF�s refusal to give the third and fourth trenches because of 

delayed structural reforms culminated the concerns on the program at its zenith. 

November 2000 was the beginning of the shrinkage period for Turkish economy caused 

of lack of liquidity. Besides, the fixed currency ratio policy of government led banks to take high 

risks on increasing their liabilities in foreign currency. Furthermore, the public banks� over 

pressure on money markets for borrowing with high interest rate, and political crisis between 

prime minister and president in February 2001 fed the economic crisis (Çakar 2003, Erkan, 

Ozutku 2003).  

After crisis in February 2001, the government switched to a new economic program; 

transition to strong economy. The new doctrine was important for sustaining Central Bank�s 

authoritarian and independent position from government, market speculations and political 

environment. The primary objective of the bank shall be to achieve and maintain price stability. 

The Bank shall determine on its own discretion the monetary that it shall implement and the 
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monetary policy instruments that it is going to use in order to achieve main price stability. The 

Bank shall, provided that it shall not be in confliction with the objective of achieving and 

maintaining price stability, support the growth and employment policies of the government 

(Turkish Banking Act page b, law no. 4651-article 4). The new approach enabled the 

minimization of central bank�s and overall banking system�s dependencies on political 

environment. 

Due to the final conditions, the Turkish Banking Act with ultimate modification via law 

no. 4991 gives the following right and responsibilities to Turkish Banking Regulation and 

Supervision Agency: establishment criteria supervision, founder qualifications, minimum capital 

requirements, capital changes, credit limits, partner and basic agreement changes, deposit 

acceptance allowances or conditions, credits limits to one legal or real entity, limits for 

commodity and real estate trades, accounting and recording systems, bankruptcy or liquidation of 

banks, sanctions over the banks which are detected as weakened fiscally, rules of formation and 

execution of Turkish Banking Union. The supervision and audit process in banks are done via 

two channels; internal audit and external supervision. Besides, Turkish Banking Union; 

established in 1958, is a confederation that every single bank is required to be a member and to 

follow the rules that confederation declares (Arslan & Hotamõşlõ 2007, p. 199-202). 

Because of the sensitivity of economies to any fluctuation in the banking markets even in 

the global scale, the management and supervision over banking sector are heavily emphasized 

for the last ten years. The introduction of Basel I and Basel II programs as an overall 

standardization for outcomes derived from different environments via different calculation 

techniques, governments now have a clear understanding on the transactions of banks. The new 

regulation contains more sensitivity to risk, and increase in the incentives and harmonizing 

effects in the regulating compulsions (The Banks Association of Turkey page).  

In his speech Özince (2005) emphasizes the improvement in the Turkish Banking Sector. 

The implementations of Basel II criteria in risk management and overall risk perception in the 

market and institutions are in a significant level and the minimum capital adequacy level; 8% 

due to Basel II, is highly satisfied in Turkish Banking Industry.  
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4.2 Economic Environment 

4.2.1 Overview 
After the Second World War, the new economical system in 1973 has contained a switch 

from fixed to floating type of currency rate. Following up this, in 1979, FED (Federal Reserve 

System) of US had declared that the interest rates would not be set to constant, but let to 

fluctuate due to free market impacts. There were serious economical fluctuations also depending 

on the first and second oil crises. The developing economies had been heavily affected from this 

instability in the developed countries; the capacity utilization and employment had decreased, 

and the distortion in the foreign debt payments had become an important barrier in the 

international trade (Çakar 2003, p.  20). 

In order to deal with this bottleneck in the international trade and business, some 

solutions had been suggested; direct investment flows from developed to emerging economies to 

get new production and consumption markets and to enable emerging economies contribute in 

global economic environment, financial investments to emerging economies in order to increase 

capacity usage, and mitigation in the monetary and financial regulation to increase credits 

allowances in the emerging economies. 

The integration of financial markets due to reconstruction of global trade and production 

recovery has rising since the end of 1980s. Emerging countries� expectations for increase in the 

macroeconomic values like GDP, GDP per capita, purchasing power, capacity utilization, 

employment, etc. and developed economies� searches on new markets for sustainable production 

and consumption were some of the amplifiers on international integration. Besides, the reduction 

of the risk via allocating the investments to different markets became another factor for global 

financial integration. 

Integration of emerging and developed economies has necessitated the coordination and 

cooperation of financial systems. As the major sources of the production and consumption; risk, 

interest rates, currency rates, money supply, analyses of various sectors due to monetary 

parameters are all calculated and evaluated by financial institutions. Furthermore, investments of 

the financial and banking systems on emerging economies by developed countries almost have 

led the unification economic system on the global scale. 
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The integration of the financial systems of emerging and developed countries has created 

significant changes in the macroeconomic values of emerging economies. Turkey; before 1980 

when the command economic policies were implemented, was an emerging economy country. 

However after the liberalization move on 1980 via the declaration on January 24th, the Turkish 

economy was set to the international free market competition (Erkan, p.  6). 

After the regulations and new policy implementations in the Turkish financial market, 

there have been changes in the economic and financial indicators. Table 3 and table 4 show the 

values of gross domestic production in the Turkish economy after the effects of liberalization 

have been observed in local and US currency. 

Year GDP (Turkish Lira) 
1987 74,721,925
1988 129,224,505
1989 227,324,008
1990 393,060,171
1991 630,116,960
1992 1,093,368,045
1993 1,981,867,096
1994 3,868,429,189
1995 7,762,456,072
1996 14,772,110,189
1997 28,835,883,134
1998 52,224,945,129
1999 77,415,272,308
2000 124,583,458,276
2001 178,412,438,499
2002 277,574,057,483
2003 359,762,925,944
2004 430,511,476,968
2005 487,202,362,279
2006 576,322,230,865
2007 640,387,000,000

Table 3: GDP in Turkey (Source from Statistical Institute of Turkey, 

http://www.die.gov.tr/TURKISH/SONIST/GSMH/gsmh.html) 

Year Billion US-$ Change % 
2000 201.5 6,3
2001 146.1 -9,5
2002 180.1 7,9
2003 239.8 5,9
2004 300.6 9,9
2005 361.5 7,6
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2006 400 6,0
2007 482 (est)  

Table 4: GDP in Turkey in US dollars (Source from Statistical Institute of Turkey, 

http://www.die.gov.tr/TURKISH/SONIST/GSMH/gsmh.html) 

Liberalization of the Turkish economy has created a significant foreign investment into 

Turkey. Table 5 shows the amount of the investment on stated periods and sectors. 

Million USD Production Agriculture Mining Services Total Distribution (%)
1980-84   710 8 3 255 976 2,8 
1985-89  2,071 72 24 11,419 3,586 10.2 
1990-94  6,259 171 123 2,635 9.188 26,1 
1995-99 5,649 130 117 5,905 11,801 33,5 

2000 1,105 60 5 2,307 3,477 9,9 
2001 1,245 135 29 1,317 2,726 7,7 
2002 892 33 17 1,301 2,243 6,4 
2003* 711 8 124 365 1,208 3,4 
SUM  18,642 617 442 15,504 35,205 100 

Table 5: Foreign investment into Turkey, *First half of 2003 (Turkan 2005, p. 4) 

It is seen from the table 5 that more than 35 billion USD foreign investments was 

occurred between years 1980 and 2003. On the other hand, just in 2006, Turkey attracted foreign 

direct investment worth around 20,1 billion USD (UN: Development and Globalization 2008, p. 

21).  

4.2.2 Banking 
The role of financial and banking markets in the economic improvements has been 

evaluated in many studies (Çakar 2003, p. 25, Jeucken 2001, p. 73). It is also observable in the 

graph 1 that banking industry in terms of the aggregate balance sheet of the sector is in an 

increase trend in Turkey. 
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Graph 1: Changes in the assets of banking industry (Çakar, p. 65)  

On the other hand, table 6 shows us the recent values in the assets side of the banking 

sector balance sheet in Turkish Lira when 1 TRY = 0.78125 USD as of 28 April 2008  (Central 

bank of Turkey page). At the end of 2006, total assets in the sector become around 390 billion 

USD whereas it was a bit higher than 120 billion USD in 2002. 

 

Table 6: Banking Sector Balance Sheet (assets) for Various Periods (Dinçer, 2006) 
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The growth of the Turkish economy in year 2006 is given in table 7; including different 

sectors� growth rates. 

Sectors I. 
Quarter

II. 
Quarter 

6 
months

III. 
Quarter 

IV. 
Quarter

6 
months

Agriculture 14.8 7.5 10.5 4.4 -1.1 0.9
Industry 21.9 8.9 14.5 7.5 3.2 5.2

Construction 41.5 29.3 34.5 16.5 15.7 16.1
Trade 20.9 6.4 12.6 6.6 3 4.6

Transportation and Communication 16.9 10.2 13.2 5.5 4.7 5.1

Financial Institutions 18.2 20.6 19.5 8.3 6.2 7.3
Ownership of Dwelling 22.4 22.8 22.6 2.4 2.4 2.4

Business and Personal Services 19.1 11.4 14.9 4.7 3.8 4.2
Government Services 18.4 11.6 14.9 1.3 1.3 1.3

Private Non-Profit Institutions 18.9 - 12.3 1.2 -1.1 -0.1

Import Duties 13 - 4.2 9.8 8.6 9.2
Gross Domestic Product 20.2 10.6 14.9 6.9 3.9 5.3

Gross National Product 20.3 10.5 14.9 6.8 3.9 5.2
Table 7: Growth rate of sectors in 2006 by production approach (%) (Source: 

http://turkeyeconomy.blogspot.com/2007/09/turkey-q2-2007-gdp.html) 

The performance indicators of Turkish financial sector are as follows: 

• Financial profound; ratio of the major items in the balance sheet of banking sector 

to the Gross domestic product, has been sharply increasing between 2002 and 

2005. The increase in trend shown in table 8 has turned to steady state at 

September 2007. Total assets of banking sector is around 87,0% of annual GDP. 

• Capital adequacy ratio; measure of the amount of a bank�s capital expressed as a 

percentage of its risk weighted credit exposures, is around %19,4 in September 

2007. The ratio is so above the internationally accepted minimum limit %8,0. 

• Efficiency in banking industry is shown via some measures. For instance, due to 

the economic dynamism and development in the volume of banking industry, the 

number of personnel in banking increased around %4,0 just in the 3rd quarter of 

2007, however the ratio of the personnel expenditures over general expenditures 

decreased. Also, the accomplishment of intermediary role more efficiently, and 
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income generating financial product developments met almost half of the overall 

expenditures. See table 9. 

 

Table 8: Financial Profound Indicators (Source: BRSA 2007, Finansal Piyasalar Raporu, 

p.  49) 

% 2005 
2006 

(March) 2006(June) 
2007 

(September) 
Total Expenditures/Total Income 65,5 51,1 45,8 48,6 
Personnel Expenditures/Total 
Expenditures 28,9 35,8 35,4 39,3 
Brokerage Income/Total 
Expenditures  35,5 45,6 45,6 50,7 

Table 9: Banking Sector Efficiency Indicators (Source: BRSA 2007, Finansal Piyaslar 

Raporu, p.  50) 

• The capacity indicators are determined due to bank, personnel, branch, and per-

customer or per-employee items. The results are given in table 10.  

% 2005 2006 (March) 2006(June) 2007 (September)
Asset per Bank 7.979 8.288 9.167 10.87 
Branches per Bank 129 131 137 157 
Employees per Bank 2.72 2.75 2.857 3.259 
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ATM per Bank 291 295 304 427 
Asset per Branch (million 
TRY) 62,0 63,1 66,9 69,2 
Employees per Branch 21 21 21 21 
Customers per Bank (1000) 1.413 1.417 1.422 1.563 
Customers per Branch  10.972 10.795 10.376 9.983 
Customers per Employee 519 515 498 476 

Table 10: Capacity Indicators in Banking Sector (Source: BRSA 2007, Finansal Piyaslar 

Raporu, p.  51) 

Distribution of the credits that banks create in the economy due to different business and 

consumption sector are given in table 11. 

 

Table 11: Distribution of Credits due to Types (Source: BRSA 2007, Finansal Piyaslar Raporu, 

p.  56)  
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4.3 Competitive Environment 

4.3.1 Banking Sector 
Turkish banking sector, parallel to general economic and political environment has 

experienced enormous changes after 1980.  Before 1980, the command political model was 

regulating the economic model and banking sector consequently. Before 1980, the general 

banking market indicators are as follows in table 12. 

Indicator 1961 1970 1975 1979 
Number of Banks 52 46 42 43 
Number of Branches 1716 3194 4587 5748 
Number of Employees 32055 65968 96358 122489 
Number of Employees per 
Branch 18.7 20.7 21 21.3 
Credits/Total Assets (%) 43.6 53.7 59.9 51.1 
Asset Profitability (%) 0.8 0.2 0.6 -0.1 
Net Interest Margin (%) 2.6 2.5 2.5 3.7 

Table 12: Banking sector indicators before 1980 (Dinçer 2006, p. 97) 

After the liberalization move in 1980, there has been a decrease in the concentration in 

Turkish banking sector due to creation of different money markets which enable alternative fund 

sources, need for specialized institutions for funding because of the development in various 

industrial and service sectors, etc. Some banks preferred to increase the number branches and 

penetrate in the retail banking markets as the others focused on large credit loans with less 

operating expenses. The picture of banking sector between 1980 and 1990 is given in table 13. 

Indicator 1981 1985 1989 
Number of Banks 45 50 62 
     Private Commercial Banks 24 20 24 
     Investment Banks 2 2 9 
     Public Banks 13 13 8 
     Foreign Banks 6 15 21 
Number of Employees per Branch 20.3 22 25.6 
Personnel Expenses/Total 
Expenses (%)  25.2 9.8 8.9 
Asset Profitability (%) 1.75 1.62 1.76 

Table 13: Banking sector indicators between 1980-1990 (Dinçer 2006, p. 100) 
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The new legal regulations in the second half on 1980s about the foreign currency carrying 

and trade led Turkish economy to suffer crises in 1990s due the political instability and high 

currency risk. The government insurance on deposit account and mismanagement of crises by 

private banks necessitated the transfer of some private banks to government institutions in order 

to recover the sector and bankrupted banks. This had result a significant decrease in the 

efficiency of overall sector (Yõldõrõm 1999, p. 40).  

There had been 22 new entries in between 1990 and 2000. Especially the holding 

companies and their interests in banking and money markets had decreased the concentration 

ratio in banking sector (Zaim 1995, p. 260). Also in his study Çilli (1995) indicated that 

economies of scale in Turkish banking sector did not exist in that period due to liquidations 

because of crises and low concentration. Also, private banks outperformed public banks in 

various effectiveness and efficiency ratios (Çankaya ve Öz 2002, p. 48). However, technological 

implementations had increased the efficiency level per employee. The situation in banking sector 

in 1990-2000 is given in table 14. 

Indicator 1990 1995 2000 
Number of Banks 66 68 79 
        Private Commercial Banks 25 32 28 
        Investment Banks 7 7 12 
        Public Banks 11 8 18 
        Foreign Banks 23 21 21 
Number of Employees per Branch 23.5 23.3 21.7 
Personnel Expenses/Total 
Expenses (%)  12.5 10.1 9.2 
Asset Profitability (%) 2.3 2.8 -2.8 

Table 14: Banking sector indicators between 1990-2000 (Dinçer 2006, p. 104) 

After the 2001 crisis and the declaration of new economic and industrial development 

program, new consolidations at first were performed in order to recover the crisis effects. The 

performances of government institutions; Banking Regulation and Supervision Agency and 

Savings Deposits Insurance Fund, enabled the fast recovery of banks in loss and overall banking 

sector. The technological and miscellaneous indicators of Turkish banking industry after 1980 

and current overall market situation are given tables 15 and 16, respectively. 

Indicator 1980 1990 1999 2000 2004 2005 
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Banks 43 66 81 79 48 47 
Branches 5954 6560 7691 7837 6106 6254 
Online Branches   6938 7523   
ATMs  3209 9939 11991 13544 14823 
POS   188957 299950 912118 1140957
Personnel 125312 154089 173988 170401 127163 132258 
Credit Cards (1000)   10045 13408 26681 29978 
Bank Cards (1000)   24107 29560 43085 48243 
Credit Cards Market Volume 
(Bln $)   12410 16413 48078 63557 

Table 15: Miscellaneous banking sector indicators between 1990-2000 (source: Turkish 

Banking Association, www.tbb.org.tr) 

Indicator 2006 
2007 
(sept) 

Banks 50 50 
        Deposit Banks (Public) 3 3 
        Deposit Banks (Private) 14 13 
        SDIF 1 1 
        Deposit Banks (Foreign) 15 16 
        Investment Banks 13 13 
        Participation Banks 4 4 
Number of Deposits (1000) 86131 89636 
Participation Funds (1000) 1414 1624 
Credit Customers (1000) 30685 32326 
Branches 7296 7856 
        Deposit Banks 6898 7410 
        Investment Banks 42 42 
        Participation Banks 356 380 
Personnel 150793 162952 
        Deposit Banks 138426 148593 
        Investment Banks 5255 5356 
        Participation Banks 7112 8676 
ATM 16513 21342 
POS (1000) 1283 1465 

Table 16: Banking sector indicators recently (source: Turkish Banking Association, 

www.tbb.org.tr) 

The competition in Turkish banking sector is so dynamic; especially after 2001 crisis and 

transition program to stable economy. The mergers and acquisitions in the sector after 2000 are 

listed in table 17. 
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Table 17: Mergers and Acquisitions after 2001 crisis (Source: BRSA, www.bddk.org.tr) 

4.3.2 Commercial Banking Sector 
Commercial banking sector; retail and private banking, is the core income generating 

section of the Turkish banking system. After the 2001 crisis, due to the increasing economic 

stability, income level per capita, purchasing power parity, capacity utilization in the industry, 

and positive expectations, and decrease in the inflation and interest rates, Turkish consumption 

market made a jump. Banks� positive attitude towards customers and tendency to give consumer 

loans led a significant increase in the volume of the credits and number in the deposits created. 

After the crisis, year 2002 Turkish commercial banking market situation is given in table 18.   

Bank 
Savings 
Deposits 

Inter-bank 
Deposits 

Foreign 
Currency  
Deposits 

Other 
Deposits 

Total 
Deposits* 

Sector Total (Billion TRY) 34,850,637 4,414,607 78,964,405 7,640,770 142,387,988 
           
Public Banks 17,910,120 389,511 17,607,783 5,810,199 48,878,070 
           
Türkiye Cumhuriyeti Ziraat Bankasõ 12,077,459 269,980 8,982,378 2,779,400 27,957,076 
Türkiye Halk Bankasõ A.Ş. 5,193,384 50,725 3,359,432 1,795,424 11,466,915 
Türkiye Vakõflar Bankasõ T.A.O.            639,277 68,806 5,265,973 1,235,375 9,454,079 
           
Private Banks 15,124,805 2,638,931 55,409,121 1,782,994 83,268,378 
           
Adabank A.Ş. 16,956 8 124,920 29 183,428 
Akbank T.A.Ş.           3,027,213 469,340 11,741,913 201,462 16,595,823 
Alternatif Bank A.Ş. 161,487 89,069 535,742 875 851,119 
Anadolubank A.Ş. 147,704 33,963 718,041 5,423 974,608 
Denizbank A.Ş. 583,971 78,154 1,736,040 33,603 2,607,741 
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Fiba Bank A.Ş. 3,225 6,500 8,946 0 19,310 
Finans Bank A.Ş.            486,748 668,324 2,234,581 53,052 3,658,454 
Koçbank A.Ş. 477,534 32,345 3,486,249 11,251 4,459,633 
MNG Bank A.Ş. 9,270 4 51,599 2,210 79,057 
Oyak Bank A.Ş. 972,330 135,149 1,363,671 66,313 2,773,864 
Şekerbank T.A.Ş. 267,669 16,723 1,290,621 59,402 1,856,022 
Tekfenbank A.Ş. 57,756 5 163,610 204,568 437,981 
Tekstil Bankasõ A.Ş.   63,446 16,753 616,688 6,113 751,191 
Turkish Bank A.Ş. 53,701 77,630 99,757 0 240,704 
Türk Dõş Ticaret Bankasõ A.Ş. 301,204 94,276 1,578,000 27,852 2,240,932 
Türk Ekonomi Bankasõ A.Ş. 163,563 59,944 1,270,574 33,210 1,691,487 
Türkiye Garanti Bankasõ A.Ş. 1,970,189 374,219 8,604,948 132,641 13,163,403 
Türkiye İmar Bankasõ T.A.Ş.  356,306 20,564 589,787 2,197 976,043 
Türkiye İş Bankasõ A.Ş. 3,659,099 316,983 10,837,775 778,632 16,720,074 
Yapõ ve Kredi Bankasõ A.Ş. 2,345,434 148,978 8,355,659 164,161 12,987,504 
SDIF Banks 1,562,027 1,014,784 3,368,333 37,701 6,784,354 
           
Bayõndõrbank A.Ş. 15,441 454,334 170,288 551 946,223 
Pamukbank T.A.Ş. 1,546,586 560,450 3,198,045 37,150 5,838,131 
           
Foreign Banks 253,685 371,381 2,579,168 9,876 3,457,186 
           
     Established 152,758 245,970 1,635,498 973 2,140,269 
           
     Arap Türk Bankasõ A.Ş. 1,024 10,391 44,363 167 56,309 
     BankEuropa Bankasõ A.Ş. 1,133 900 989 8 3,088 
     Bnp-Ak Dresdner Bank A.Ş. 1,140 136,278 41,632 6 187,363 
     HSBC Bank A.Ş. 149,461 98,401 1,548,514 792 1,893,509 
           
     Branch Openers 100,927 125,411 943,670 8,903 1,316,917 
           
     Abn Amro Bank N.V. 1,951 582 58,224 11 63,201 
     Banca di Roma S.P.A. 3 2,800 13,375 608 16,842 
     Bank Mellat                                    27 7,221 26,042 9 33,339 
     Citibank N.A.                                    98,937 9,563 794,927 6,487 1,045,259 
     Credit Lyonnais Turkey                       0 4 4,042 4 4,061 
     Credit Suisse First Boston 0 0 0 0 0 
     Habib Bank Limited                            1 0 2,295 9 2,337 
     ING Bank N.V. 8 0 2,889 1,770 4,674 
     JPMorgan Chase Bank 0 2,097 4,239 0 6,346 
     Sociéte Générale (SA) 0 220 7,391 0 7,624 
     WestLB AG 0 102,924 30,246 5 133,234 

Table 18: Commercial Banking Volume Indicators in 2002 (Source: Turkish Banking 

Association, www.tbb.org.tr/v12/2002.asp, *Total value does not only reflect the sum of the 

columns in the table because of the removal of sectors irrelevant to commercial banking,) 
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The change in the commercial banking market can be clearly seen if the tables 18 and 19 

are compared. 

Bank 
Savings 
Deposits 

Inter-bank 
Deposits 

Foreign 
Currency  
Deposits 

Other 
Deposits 

Total 
Deposits* 

           
Sector Total 111,341,158 13,951,471 115,398,082 20,988,432 311,548,674 
           
Public Banks 47,897,741 1,661,507 26,746,056 13,096,510 110,666,290 
           
Türkiye Cumhuriyeti Ziraat 
Bankasõ 30,086,879 239,481 12,394,281 5,518,534 59,150,193 
Türkiye Halk Bankasõ A.Ş. 11,881,732 869,217 7,250,298 2,881,628 26,919,327 
Türkiye Vakõflar Bankasõ T.A.O.        5,929,130 552,809 7,101,477 4,696,348 24,596,770 
           
Private Banks 54,485,562 5,573,323 71,378,506 7,413,129 163,412,032 
           
Adabank A.Ş. 369 0 626 60 6,864 
Akbank T.A.Ş.           13,090,110 1,722,713 14,436,006 1,518,752 33,934,572 
Alternatif Bank A.Ş. 375,051 6,124 530,634 2,597 1,127,985 
Anadolubank A.Ş. 677,563 37,530 842,834 6,150 1,681,298 
Oyak Bank A.Ş. 4,032,115 33,528 2,867,086 48,222 7,899,493 
Şekerbank T.A.Ş. 1,196,789 14,083 1,201,322 104,763 3,046,909 
Tekfenbank A.Ş. 318,421 5,206 345,999 3,875 760,781 
Tekstil Bankasõ A.Ş.   337,758 72,342 672,792 4,799 1,225,445 
Turkish Bank A.Ş. 138,963 3,349 138,714 0 299,648 
Turkland Bank A.Ş. 160,138 1,873 138,312 777 337,467 
Türk Ekonomi Bankasõ A.Ş. 1,572,034 124,005 2,938,941 66,181 5,425,907 
Türkiye Garanti Bankasõ A.Ş. 9,115,785 1,014,275 15,358,069 377,943 30,139,037 
Türkiye İş Bankasõ A.Ş. 13,771,687 2,182,068 17,231,590 4,931,945 46,399,355 
Yapõ ve Kredi Bankasõ A.Ş. 9,698,779 356,227 14,675,581 347,065 31,127,271 
            
           
SDIF Banks 11,075 4,170 29,508 54 50,157 
           
Birleşik Fon Bankasõ A.Ş. 11,075 4,170 29,508 54 50,157 
           
Foreign Banks 8,946,780 6,712,471 17,244,012 478,739 37,420,195 
           
Abn Amro Bank N.V. 198 202,387 155,800 64 417,315 
Arap Türk Bankasõ A.Ş. 700 58,478 32,276 278 92,018 
Banca di Roma S.P.A. 60 2,814 7,378 20 14,233 
Bank Mellat                                    101 14,523 21,540 1 36,337 
Citibank A.Ş.                                    498,865 2,104,821 1,651,310 299,135 5,365,411 
Denizbank A.Ş. 2,019,876 129,224 3,947,323 70,145 7,219,890 
Deutsche Bank A.Ş.                          0 452,180 74,827 1 527,981 
Finans Bank A.Ş.            3,206,128 2,116,502 5,084,775 60,131 11,462,479 
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Fortis Bank A.Ş.                                1,475,846 660,372 1,887,600 15,178 4,703,249 
Habib Bank Limited                           22 0 1,184 3 1,229 
HSBC Bank A.Ş. 1,641,538 195,756 3,606,558 26,614 5,907,904 
JPMorgan Chase Bank N.A. 0 88,455 18,856 86 108,156 
Millennium Bank A.Ş. 103,446 1,374 746,451 7,070 867,708 
Sociéte Générale (SA) 0 104,458 762 0 105,281 
WestLB AG 0 581,127 7,372 13 591,004 

Table 19: Commercial Banking Volume Indicators in 2006 (Source: Turkish Banking 

Association, www.tbb.org.tr/v12/2002.asp, *Total value does not only reflect the sum of the 

columns in the table because of the removal of sectors irrelevant to commercial banking) 

Finally, the recent trends and economic indicators in the commercial banking and 

financial markets are given in table 20.  

Commercial Banking Credits  
(Retail and Private, 1000 TL) 2004 2005 2006 

2007  
(as of march)

Non-Financial Companies 35,942,497 57,914,846 78,683,364 88,547,629 
Individual Corporations 9,598,957 14,411,588 22,629,623 20,863,900 
Households* 26,433,935 46,683,518 68,993,620 72,258,099 
SUM 71,975,389 119,009,952 170,306,607 181,669,628 

Table 20: Commercial Banking Credits, *Households include consumer credits, housing 

loans, automobile and other loans, consumer and other loans, credits to personnel, and individual 

credit cards (Source: Central Bank of Turkey, http://www.tcmb.gov.tr/ucaylik/ua7/a 120.pdf). 

4.4 Survey 
The survey questions to measure the customers� responses to 4Ps are given in table 21. 

Questions written in italic are dropped after the factor analyses because of low factor loading or 

irrelevancies with other factors. 

PRICE MEAN SD 
Price reliability (four items)   
1)Price changes are communicated properly  3 1.977818 
2)Price changes are communicated timely  3.492754 2.0119 
3)There are no �hidden� costs  3.217391 2.078387 
4)Prices and conditions do not change unexpectedly  2.826087 1.773635 
Price confidence (four items)   
5)I can count on my customer advisor to find the best price for me  3.115942 1.693727 
6)My bank keeps all promises regarding prices  3.855072 1.949927 
7)I am convinced that the prices and conditions of my bank are favorable 3.405797 1.760004 
8)Prices of my bank remain constantly low  2.753623 1.692595 
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Price transparency (five items)   
9)All price components are clear, comprehensible and understandable  3.463768 1.851706 
10)Price information is complete, correct and frank  4.101449 1.816144 
11)Price information is understandable and comprehensible  3.782609 1.797626 
12)I am properly informed about the prices of the services  3.710145 1.925842 
13)I know what I pay and what I get  4.028986 1.814736 
Relative price (six items)   
14)I do not believe that another bank would have the same or even a better offer  2.811594 1.800942 
15)Terms and conditions of my bank are better tailored to my needs than terms and 
conditions of other banks 3.681159 1.835057 
16)Terms and conditions of my bank are better than those of other banks  3.449275 1.851361 
17)I am convinced that my bank is the best choice  3.898551 1.986313 
18)My banks guarantees the lowest prices  2.753623 1.657477 
19)My bank allows considerable discounts  3.202899 1.641195 
Price-quality ratio (five items)   
20)Price and quality meet my needs  4.347826 1.713494 
21)I get a good price-quality ratio  4.115942 1.548588 
22)The prices I pay are fair  3.362319 1.688813 
23)I have the impression that I know what I am paying for  4.710145 1.766531 
24)The prices I pay depend on how much I use certain services  3.811594 2.016661 
Price fairness (four items)   
25)I do not get worse terms and conditions than others for the same service  3.246377 1.802007 
26)Terms and conditions are affordable for everyone, independently of income  3.173913 2.036119 
27)Overdrafts do not cause abnormally high interest rates  2.797101 1.843747 
28)My bank does not take advantage of me 2.086957 1.686792 

PLACE   
Branch (four items)   
1)I am in a short distance to the nearest branch of my bank 4.753623 2.185553 
2)The branch layout is designed to be functional and comfortable 4.942029 1.64392 
3)The staff is helpful 5.405797 1.407113 
4)Waiting time for queues is low  4.144928 1.911847 
ATM (three items)   
5)I am in a short distance to the nearest ATM of my bank 5.130435 1.916745 
6)I feel secure when I perform my transactions on the ATM 4.594203 2.184968 
7)I can easily understand the menus and use the ATM 6.072464 1.287026 
Phone and Internet Banking (three items)   
8)I prefer phone and internet banking instead of going to bank 4.84058 2.298485 
9)I trust the security of phone and internet banking channels 4.246377 2.31622 
10)Services via phone and internet are always available whenever I need 4.347826 2.393779 
Credit Cards (three items)   
11)I can use my credit card everywhere 6 1.150447 
12)Using credit cards reduces my visits to the bank 5.565217 1.460039 
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13)I can have an extra card for my relatives (kids, parents) to allow them to use my 
account   3.173913 2.490904 
Direct Sales Force (three items)   
14)My bank offers direct sales force to perform some of my specific demands 
(hypothecation, expertise, etc) 2.666667 1.876062 
15)Direct sales force reduces my visits to the bank  2.594203 1.841665 
16)I can get served by the direct sales force anywhere and anytime I need 2.681159 1.890322 

PRODUCT   
(Asset Security) (three items)   
1)I believe my bank appreciates my savings against risks and inflation 3.347826 1.78083 
2)Against theft, I prefer putting my savings into bank instead of keeping them at home  5.724638 1.607739 
3)My bank offers me new alternatives and enough number of solutions when I need to 
appreciate my savings  3.826087 1.822704 
Auto Invoice Settling-Internet-Phone-EFT (distance money transfer) (three items)   
4)I haven�t experienced any imperfections in transactions that I order indirectly 5.391304 1.816731 
5)It is easy for me to run my transactions indirectly and these products of my bank are 
user-friendly 5.521739 1.605218 
6)My bank offers me new alternatives and enough number of solutions when I need to 
order my transactions indirectly  5.086957 1.695488 
Remittance-Currency Exchange-Cheque/Voucher (three items)   
7)I haven�t experienced any imperfections in transactions that I order in branch 5.246377 1.64858 
8)It is easy for me to run my transactions in branch and these services of my bank are 
swift 5.130435 1.561608 
9)My bank offers me new alternatives and enough number of solutions when I need to 
transfer my money in branch 5.304348 1.574655 
Credit Cards (three items)   
10)I prefer credit cards to defer payments (installment) 4.681159 2.172642 
11)I reduce the risk of carrying cash in my wallet by using credit cards 5.826087 1.714613 
12)I am satisfied with the variety of solutions that my bank attaches on my credit card   4.710145 1.672454 
Consumer Credits (three items)   
13)I use credits to defer payments for my investments (car, house, small business) 3.144928 2.137036 
14)My bank helps me with the financial advises that I need for my debt management  3.043478 2.010522 
15)The credit policy and implementations of my bank are flexible and I find the best 
solution I need 3.072464 1.935115 

PROMOTION   
Advertising (three items)   
1)I see the advertisements of my bank on television, newspapers, outdoor, e-mail, etc. 5.681159 1.502339 
2)Advertisements of my bank help me to know more about the offerings 5.289855 1.664785 
3)My bank generates creative advertisements instead of �ordinary� banking 
advertisements  4.623188 1.830384 
Personal Selling/Sales Promotion (three items)   
4)My bank employs personal selling and promotion to me 4.057971 1.62049 
5)I am informed about upcoming campaigns and offerings by sales personnel 3.231884 1.747129 
6)My bank gives me bonuses, gifts, etc.  4.753623 1.989657 
Direct Marketing (three items)   
7)My bank recognizes me and contacts via phone or mail for personal marketing 3.652174 1.977707 
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8)I am informed about my current transactions and appropriate offerings through phone 
or mail 4.304348 2.129015 
9)My bank keeps contacting me phone or mail even if I do not demand the offering  3.724638 2.046164 
Sponsorship (three items)   
10)I perceive my bank�s brand name attached on a social organization (sports, art, TV 
programs, etc) 5.101449 1.929622 
11)My bank has established a social organization or institution (library, publishing 
house, museum, etc) 4.768116 2.061553 
12)I am interested in the organization that my bank supports   3.666667 2.006738 

Table 21: Survey questions, and mean and standard deviation scores of each question 

 

 

5 ANALYSIS 

5.1 Uncontrollable Domestic Environment 
In the global environment, it is seen that there was no significant integration between 

countries in terms of industry (production and services) and economic activities before the 

Second World War. Also, Europe was the core of the Second World War; however the countries 

in current European Union were the rival parties of the war. The global political mood was 

unfavorable for collaboration on the business level. Basing on the macroeconomic indicators it is 

remarkable that Turkey as a newly established state was almost independent from and 

uncorrelated with the global economic trends and consequently international political 

cooperation. Although there had been some actions by Turkish political end economical liable in 

order to recover the effects of Great Depression, the new organization of Turkish State was 

basically for effective internal management of political environment and economic institutions. 

The government institutions in order to setup financial and banking market, and banks to support 

industrial development were undertaken by young Turkish government to initiate a free market. 

The political environment in Turkey was quite monotonous; legislations were oriented to create a 

sustainable market development, and economic indicators were in slight increase trends because 

of the recovery attempts of the effects of First World War and Great Depression. Banking sector 

was in early stage of development; legislations for a banking system, establishment of Central 

Bank, introduction of first banks to support some specific industries were realized. 
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The years between 1945 and 1980 seem as the instability period for Turkey. After the end 

of Second World War Turkey�s membership in NATO, close relationships with USA and 

acceptance of Marshall Aids, military coops in 1960, 1971 and 1980, and the landing of Turkish 

Troops in Cyprus in 1974 were some of the major factors that affected the Turkish legal/political 

and economic environment. Besides, the oil crises in the second half of 1970s caused a recession 

in the global financial and industrial markets. In those years, Turkey�s independency-orientated 

economic policies, restrictions on foreign currency markets and imports of foreign goods led the 

economy to suffer liquidity lack. Before 1980 especially the second half of 1970s, Turkish 

economy was in a shrinkage period, and political instability was in a high level. The banking 

system in those years had very small amount of accumulated assets, know-how, legal and 

technological infrastructure. Banks as well as all other financial institutions, individuals and 

corporate were forbidden to trade foreign currency. Banks� cooperation with and participation in 

the economic and industrial markets were heavily restricted. Even there were almost 50 banks in 

the system; banking market exerted an oligopolistic character. Besides, stock exchange and other 

type of financial markets did not exist; corporate had only banks to get credits for their 

investments. This stood as a bottleneck for the development of the industrial economy. 

Furthermore, the liquidity lack created significant problems in the consumption and service 

markets. Deposit accounts; banks� major source of funds, were too small depending on the lack 

of liquidity. The sector was in a growth attempt; number employees increased 27% in 5 years 

(1975-1979) as well as number of branches; however asset profitability for banks decreased to -

0.1% from 0.6%. This situation was an evidence of the attempts on motivating commercial 

banking culture in Turkish society; however political/legal instability and economic 

insufficiencies disabled the growth in commercial banking. 

1980 was the year that Turkish political/legal and economic systems were entirely 

changed. The new globalization trend in the economy in order to deal with the recessions in the 

developed economies and enable a sustainable development in the emerging economies for 

involving them into global production and consumption market also surrounded Turkey. The 

declaration of January 24th decisions created huge impact on the Turkish legal, economic and 

competitive environment. The new doctrine mainly focused on Turkey�s industry; to make it 

export-oriented. For such a purpose, the money market should have been reorganized in order to 

set a robust foundation to the industrial development and free market activities. Besides, the 
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integration of Turkish economy necessitated the liberation of foreign currency trade and a switch 

to floating interest rates for a common economic measurement system with the developed 

economies. The January 24th decisions in 1980 and some additional legislations and regulations 

on banking, money and foreign trade systems in 1980s had influenced Turkish economy and free 

market structure on both macro and micro levels. The foreign direct investment in Turkey made 

enormous jumps in those years. Besides, the increase in the liquidity in the market increased the 

industry level investments and household spending. Also, liberation of foreign currency keeping 

and trading for both corporate and individuals led free market actors to perform transactions not 

only in Turkish Lira, but also in foreign currency, especially US Dollars and Deutsche Mark. In 

line with this political/legal transform, the banking system had experienced significant changes 

in its parameters. The sector volume doubled in ten years. Number of banks in the system 

increased to 62 from 45; number of foreign banks from 6 to 21. Industrial development was also 

supported via banking system; number of investment banks jumped 9 from 2. Besides, the 

banking system had started to invest in technology and know-how; ratio of personnel expenses to 

total expenses was 8.9% in 1989 whereas it was 25.2% in 1981. 30000 increases in the number 

of personnel (25% of 1980) in ten years were realized by the sector. This means almost 40000 

recruitments because of quits from the sector and retirements. The commercial banking sector in 

1980s on the other hand started to stir. The increase in the liquidity enabled society to consume 

more and individual corporate to invest. Banks with the rise in the number of employees and 

branches stood as a liaison between individual consumers and money markets. However, the lack 

of technology (no internet, phone banking and ATMs) was a barrier to advanced services and 

marketing activities in commercial banking. 

The 1990s was a quite interesting period for Turkish overall banking and commercial 

banking market. Because of the macroeconomic instability, high public sector deficit, systemic 

distortions created by the state banks, inadequate risk assessment and management systems; 

namely the mismanagement of liberation move especially in legal and structural terms led 

Turkish macro economy and banking sector to suffer fluctuations and weaknesses against risks. 

However, the liquidity problem had been fixed even this created high and volatile inflation rates. 

The foreign direct and money market investments built up new funds for industry and public 

sector. Also through the increase in the exported goods, income level and purchasing power 
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parity of the society increased. Consequently there had been a growth in the overall and 

commercial banking sector.  

The GDPs were 393 million TRY and 77,4 billion TRY in years 1990 and 1999 

respectively. There had been an enormous increase in the macroeconomic parameters; however 

the high inflation rates caused huge depreciation in the local currency in that period. The 

volumes of banking sector were around 60 billion USD in 1990 and 130 billion USD in 1999. 

This was mainly based on two factors; increase in the investments and industrial economic 

indicators, and increase in the liquidity that the society had and invested in banks. Number of 

banks jumped from 66 to 81, branches from 6560 to 7691, ATMs from 3209 to 9939 and 

personnel from 154089 to 173988 between years 1990 and 1999. Besides, some new commercial 

banking implementations were realized; online branches (6938) due to the introduction of 

internet, POS due to credit cards and bank card innovations. In 1999, the volume of credit cards 

market was about 12,4 billion USD. There was also foreign currency deposits of the individuals 

because of the tendency to hedge currency risk derived from the high and volatile inflation rates 

on local currency. All these were some of the evidences for the settlement of a commercial 

banking culture and its various implementations. However, some political and legal aspects were 

missing; especially on the public banks� attitude to give credits with high interest rates and some 

private banks� intolerable risk levels on their investments. Government�s intervention on banking 

market and taking the control of some private banks in order to recover the deposits that 

individuals invested in them created disturbance in the free market dynamics and a heavy burden 

on public finance. These torpedoed the growth of the banking and overall economic indicators 

and were the restrictions and distortions that Turkish banking sector was up against. 

After a 10 years period with high interest and inflation rates, instable economic and 

political climate, early 2000s were the peak times that Turkish political and economic 

environment were too unpredictable. The liquidity problem in the free market on late year 2000 

and political crisis on early 2001 merged with the economic policy of the new government (fixed 

currency ratios to decrease the inflation) and heavily affected the overall economy and banking 

system. The implementations of the government created some unexpected results; over 

appreciation of local currency depreciated the exports. Besides, banks open position against 

foreign currencies due to the over value of Turkish Lira and tendency to give credits to 
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government and private sector with high interest rates kept the inflation and interest rates on 

higher level than expected. During the crisis in 2001, management of some private banks was 

transferred to government. The GDP shrank 9.5% in 2001 in US dollars. Volume of banking 

sector was 115 billion USD in 2001 whereas it was 155 billion USD in 2000. Number of banks 

sharply fell because of the bankrupts, mergers/acquisitions and transfers to government 

institutions (SDIF). These necessitated a new approach to economy and banking system 

management. 

The new economic program; transition to strong economy, was a cornerstone for the 

overall economy as well as the banking system. The new regulations via delegating the 

responsibilities to some specialized government institutions, adaption of Basel II criteria, 

independency of Central Bank from political effects, high liquidity in the free market through 

globalization and attracting foreign direct and money market investments, increase in the exports 

created a more stable economic climate in Turkey. This also directly affected, also now, banking 

and commercial banking sector. Number of banks decreased to 47 from 79 in 2000-2005; 36 

active banks in commercial banking sector. The credits given to commercial banking customers 

(non-financial companies, individual corporations, and household) increased to 182 billion YTL 

from 72 billion YTL in years 2004 and as of March 2007. Low inflation rate with respect to 

1990s also shows that there is a huge increase in the assets of commercial banking sector even in 

local currency. From the data, we can infer that almost one third of the currency deposits stand 

for commercial banking customers� accounts. The sector is heavily under the control of local 

banks; both public and private. Both in 2002 and 2007, around 90% of the savings deposits are in 

local banks.  

There are also some changes observed in commercial banking implementations after the 

year 2000. Number of branches decreased between 2000 and 2005, on the other hand ATMs 

increased and POS, number of credit cards, and credit cards market volume boomed. The 

customers have more tendencies to run their commercial banking transaction indirectly and 

banks� adaption and utilization of high-tech instruments enable this. 

5.2 Controllable Environment 
Analyses results are given in the following order: The outcomes obtained via exploratory 

factor analysis are illustrated in rotated component matrix tables. Minimum factor loading limit 
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is set to 0.4 to exclude those items from the tables. However no items are dropped in that phase 

of analyses. Also, Cronbach-α value is calculated for each factor of each element to see the 

reliability of the factor analyses study and all the values are shown in the reliability row of each 

rotated component matrix table. 

Then, due to the results of factor analyses for each controllable element, the questions 

which are regrouped to form more reliable factors for the relevant controllable element are 

shown (variables in the rotated component matrix tables). Some factors in the survey are merged 

or dropped. Basing on the new set of factors for each controllable element, correlations between 

new factors of each controllable element and satisfaction level for that element are shown in 

correlation matrix tables. 

Finally, regression among overall satisfaction and controllable elements is calculated and 

given in regression analysis table. 

5.2.1 Price 
The factor analysis has given us the factors of pricing. All the items (questions; variables 

in the statistical analysis) have had a factor load over 0.4 hence they are included in the analysis. 

However, questions 19 and 20 are not considered in factor grouping due to their irrelevancies 

with other factors. 

Questions 7 and 22 are moved to transparency factor. Reliability and confidence factors 

in the survey are merged; questions 5 and 6 are moved to reliability. Questions 8 and 27 are 

included in price/quality ratio factor. The averages of price satisfaction, transparency, relative 

price, reliability-confidence, price-quality ratio, and price fairness are as follows: 3.49, 3.69, 

3.25, 3.63, 3.31, and 2.83.  

Rotated Component Matrixa 

  Component 

  Transparency Relative 
Price 

Reliability -
Confidence

P/Q 
Ratio Fairness 

Reliability  0.892 0.908 0.843 0.798 0.643 

VAR00012 0.8         
VAR00013 0.797         
VAR00009 0.735         
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VAR00011 0.652         
VAR00010 0.641         
VAR00007 0.59         
VAR00022 0.535 0.516       
VAR00016   0.859       
VAR00015   0.854       
VAR00014   0.829       
VAR00018   0.742       
VAR00017   0.667   0.573   
VAR00002     0.806     
VAR00005     0.743     
VAR00006     0.682     
VAR00001     0.678     
VAR00003 0.435   0.602     
VAR00004     0.578 0.471   
VAR00027       0.724   
VAR00024       0.686   
VAR00021       0.587   
VAR00008       0.559   
VAR00023 0.516     0.519   
VAR00026         0.75 

VAR00028     0.441   0.654 

VAR00025       0.413 0.459 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 
  

a. Rotation converged in 25 iterations.     
Table 22: Results of the factor analyses for price 

 

  
Price 

Satisfaction Transparency
Reliab / 

Confidence
PQ 

Ratio 
Relative 

Price Fairness
Price Satisfaction 1 0.624 0.515 0.679 0.429 0.297
Transparency 0.624 1 0.614 0.630 0.430 0.492

Reliab / Confidence 0.515 0.614 1 0.429 0.200 0.377
PQ Ratio 0.679 0.630 0.429 1 0.561 0.514

Relative Price 0.429 0.430 0.200 0.561 1 0.516

Fairness 0.297 0.492 0.377 0.514 0.516 1
Table 23: Correlation matrix of the factors of price  
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5.2.2 Place 
The factor analysis has given us the factors of place. All the items have had a factor load 

over 0.4 hence they are included in the analysis. However, questions (items) 6, 7 and 13 are not 

considered in factor grouping due to their irrelevancies with other factors or reducing effects on 

the alpha value of the relevant factor. 

Question 5 is moved to branch, ATM factor is dropped because of not considering 

questions 6 and 7, and moving 5 to branch. The averages of place satisfaction, phone/internet 

banking, direct sales force, branch, and credit cards are as follows: 4.80, 4.47, 3.97, 4.87, and 

5.78. 

 

 

Rotated Component Matrixa 

  Component 

  Phone / Internet Direct 
Sales Branch Credit Cards 

Reliability  0.902 0.885 0.76 0.669 

VAR00008 0.918       
VAR00010 0.887       
VAR00009 0.825       
VAR00015   0.881     
VAR00016   0.842     
VAR00014   0.739     
VAR00001     0.749   
VAR00005 0.402   0.726   
VAR00003     0.619   
VAR00004     0.619   
VAR00011       0.839 

VAR00012       0.825 

VAR00002     0.485   
Extraction Method: Principal Component Analysis.   

 Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 7 iterations.   

Table 24: Results of the factor analyses for place 



73 
 

 
Place 

Satisfaction Phone/Internet Direct Sales 
Force Branch Credit 

Cards
Place 
Satisfaction 1 0.348 0.139 0.520 0.341

Phone/Internet 0.348 1 0.118 0.215 0.025
Direct Sales 
Force 0.139 0.118 1 0.478 0.103

Branch 0.520 0.215 0.478 1 0.132

Credit Cards 0.341 0.025 0.103 0.132 1
Table 25: Correlation matrix of the factors of place 

5.2.3 Product 
The factor analysis has given us the factors of product. All the items have had a factor 

load over 0.4 hence they are included in the analysis.  

Question 2 is moved to credit cards factor. Asset security and consumer credits factors 

are merged via combining questions 1, 3, 13, 14 and 15. Besides, distance money transaction and 

in bank operations are merged through covering all of their questions. The averages of product 

satisfaction, asset security/consumer credits, credit cards and cash alternatives, and distance 

money transfer/in-bank operations are as follows: 4.65, 3.29, 5.24, and 5.28. 

Rotated Component Matrixa 

  Component 

  
Distance Money 
Trans. & Inbank 

operations 

Asset 
Security 

and 
Credits 

Credit Cards and 
Cash Alternatives 

Reliability  0.905 0.812 0.486

VAR00007 0.884     
VAR00008 0.874     
VAR00009 0.803     
VAR00004 0.773     
VAR00006 0.761     
VAR00005 0.627     
VAR00012 0.582   0.471

VAR00014   0.831   
VAR00003   0.759   
VAR00015   0.721   
VAR00001   0.699   
VAR00013   0.666   
VAR00002     0.616

VAR00011     0.589
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VAR00010     0.584
Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 5 iterations. 

Table 26: Results of the factor analyses for product 

 
Product 

Satisfaction
Asset Security / 

Credits Credit Cards Distance/In-bank 
operations

Product Satisfaction 1 0.453 0.504 0.558

Asset Security / Credits 0.453 1 0.291 0.376

Credit Cards 0.504 0.291 1 0.361
Distance/In-bank 
operations 0.558 0.376 0.361 1

Table 27: Correlation matrix of the factors of product 

5.2.4 Promotion 
The factor analysis has given us the factors of product. All the items have had a factor 

load over 0.4 hence they are included in the analysis.  

Personal selling and sales promotion factor is cancelled because of the low factor loading. 

Also questions 4 and 5 of this factor are dropped and question 6 is moved to direct marketing to 

selling because of high factor loading in this group. The averages of promotion satisfaction, 

advertising, direct marketing, and sponsorship are as follows: 4.42, 5.20, 4.10, and 4.51. 

 



75 
 

Rotated Component Matrixa 

  Component 

  Advertising Sponsorship Direct 
Marketing

Reliability  0.859 0.824 0.768

VAR00003 0.862     
VAR00002 0.823     
VAR00001 0.8     
VAR00011   0.891   
VAR00012   0.72   
VAR00010   0.686   
VAR00007     0.834

VAR00008     0.672

VAR00006     0.666

VAR00009   0.457 0.621
Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser 
Normalization. 
a. Rotation converged in 5 iterations. 

 
Table 28: Results of the factor analyses for promotion 

  
Promotion 

Satisfaction Advertising Direct 
Marketing Sponsorship 

Promotion 
Satisfaction 1 0.460 0.583 0.522 

Advertising 0.460 1 0.281 0.370 

Direct Marketing 0.583 0.281 1 0.580 

Sponsorship 0.522 0.370 0.580 1 
Table 29: Correlation matrix of the factors of promotion 

 

5.2.5 Controllables and Overall Satisfaction 
The linear regression among overall satisfaction and satisfactions from 4Ps has given us 

the results shown in table 30. 

  Unstandardized Coefficients Standardized Coefficients 
                             
B B Std. Error Beta Sig 

(Constant) 0.517 0.464  0.268 

Price 0.270 0.088 0.269 0.003 

Place 0.053 0.091 0.057 0.563 

Product 0.406 0.108 0.371 0.000 
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Promotion 0.272 0.098 0.292 0.007 
Table 30: Regression Analysis for overall satisfaction (dependent) and satisfactions from Price, 

Place, Product, and Promotion (independents). 

The R2 of the regression analysis is 0.611. 61% of the variation in satisfaction is 

explained in the model. The significance value of the F statistics is below 0.05; variation 

explained by the model is not due to chance. F value is 25.091, p=0.05, degrees of freedom 1 is 

4, and degrees of freedom 2 is 177. 

5.2.6 Miscellaneous Indicators 
During the data analysis, some indicators are obtained based on the distribution of 

demographic answers over the sample, their effects on private banking experiences by 

customers, and product phase determination due to the customers� responses to relevant 

questions. 

• Questions about the �age� of the respondent and �internet-phone banking 

preference instead of going bank� are involved in a correlation calculation. The 

result is -0.3304. 

• Questions about the �income level� and �direct sales force� are involved in a 

correlation calculation. The result is -0.002. 

• The correlation between the questions about the �income level� and �bank�s 

bonuses to customer� is 0.3023. 

• The correlation between the questions about the �income level� and �bank�s 

customer recognition� is 0.1561. 

• The correlation between the questions about the �income level� and �being 

informed about the transactions� is -0.0875. 

• The correlation between the questions about the �income level� and �being 

contacted frequently� is -0.1032. 

• The correlation between the questions about the �number of habitants in the city� 

and �closeness to nearest branch� is -0.1698. 
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• The correlations between �product satisfaction� and adequacy perceptions for 

�asset security/consumer credits�, �distance/in-branch operations� and �credit 

cards� are as follows, respectively: 0.4351, 0.5925, and 0.6611. 

• Product factors; asset security/consumer credits, credit cards/cash alternative, and 

distance money transfer/in-bank operations, are measured also with special 

questions in order to see the customers� perceptions about the adequacy and 

development level of the product. Combined means due to factor analysis are as 

follows for each product factor, respectively: 3.45, 4.71, and 5.20. 

5.2.7 Discussions 

Depending on the statistical analysis on the survey results, some inferences are done. 

Overall Satisfaction: The regression analysis (table 30) shows the impact of the price, 

place, product, and promotion on overall satisfaction. These four controllables have significant 

effect on price satisfaction (R2 = 0.611). Due to the standardized coefficients (β), product is the 

most important driver of overall satisfaction, followed by promotion, and price. Place is quite 

inconsiderable in overall satisfaction. 

Price: Basing on the results of factor analysis on price section of the survey, 5 factors 

(price transparency, price reliability and confidence, price-quality ratio, relative price, and price 

fairness) are determined which has significant and reliable effects on price satisfaction. 

Respondents have put importance on Price-Quality ratio which has the highest correlation with 

price satisfaction. The price-quality ratio question; �I get a good price-quality ratio� in that factor 

group has the highest mean score. Fairness has the weakest correlation with price satisfaction; 

furthermore the questions involved in Price Fairness factor have a mean below average.  

Place: 4 factors (phone/internet banking, direct sales force, branch, and credit cards) for 

place satisfaction are extracted trough the factor analysis over the responses to place questions. 

The most important factor for place satisfaction is branch. Besides, direct sales force does not 

have a significant impact on place satisfaction. Furthermore, the averages of the questions of 

direct sales force is quite below the average. The customers show that they do not get direct sales 

services. However, it is obtained from the mean values of the branch questions that respondents 

are quite satisfied with the staff; the mean of the answers to the question �the staff is helpful� is 
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5.40 out of 7. Even the banks do not employ direct sales force to customers; respondents are 

satisfied with the banks� staff. Besides, �branch layout� and �closeness to the nearest branch� are 

other items that are perceived favorable. 

Also, there is no correlation between number of habitants in the city and closeness to the 

nearest branch. 

Another important issue to mention here is the weak correlation between place 

satisfaction and overall satisfaction (0.057). Furthermore, in the product regression table, 

distance money transfer / in-bank operations factor has the highest correlation with product 

satisfaction, and the means of branch questions are all well-above the middle point of the likert-

scale. In general, place items are perceived favorable but do not have a significant impact on 

overall satisfaction. 

Product: 3 major factors are extracted through the factor analysis over product 

responses; asset security/consumer credits, credit cards, distance money transactions / in-bank 

(branch) operations. It is first to say that product has the highest effect on the overall satisfaction; 

seen on the standardized regression coefficients. However, most of the modifications in entire 

factor study are done here. 2 significant merges; asset security and consumer credits, and 

distance money transfer and in bank operations are the factors combined due to the factor 

analysis results. First, distance/in-bank operations factor has the highest correlation with the 

product satisfaction. Besides, it is seen that two distinct products in terms of transaction location 

are combined. It shows that responses for these two distinct factors (distance and in-bank) are in 

the same direction: appreciation to both product types, convenience to perform both of them, and 

customer perception to the development phase of those products are similar in terms of their 

mean values. 

Credit cards have an impact on the product satisfaction. However, due to factor analysis, 

question �Against theft, I prefer putting my savings into bank instead of keeping them at home� 

with mean score 5.72 out of 7 is moved to credit cards factor. Besides, question �I reduce the risk 

of carrying cash in my wallet by using credit cards� in credit cards factor has the highest mean 

score; 5.82 out of 7.  
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Respondents do not separate asset security and consumer credits even they are reverse of 

each other; customers require asset security services if they have money, and ask for credits if 

they need money. But in the factor analysis, these 2 opposite factors are merged. The 

commonalities between them are the �significant money transfer between bank and customer� 

and �direct negotiations and consultations between parties�. The second reason is mentioned in 

the place component of 4P; in theoretical framework, that transactions are two-sided (interactive) 

in most of the financial and banking services. 

The means of the 3 product factors are dispersed on a wide scale. Loaning and borrowing 

transactions are questioned in asset security / consumer credits factor and respondents� likings 

are around middle level of the overall scale. Credit cards and cash alternatives are more enjoyed 

by consumers and solutions are accepted more adequate with respect to loaning and borrowing 

solutions. On the other hand, ordinary banking transactions; distance money transfer/in-bank 

operations are perceived so satisfying. 

Promotion: The factors extracted for promotion are advertising, direct marketing, and 

sponsorship. However, personal selling/sales promotion factor is dropped. Promotion has the 

second highest weight on the overall satisfaction level; seen on the standardized regression 

coefficients.  

The highest correlation for promotion satisfaction is observed in direct marketing. Gifts 

and bonuses which is initially asked in personal selling/sales promotion, has the highest average 

value in direct marketing factor. 

The average score of direct marketing factor is below the average of advertising factor 

score. But advertising�s effect on overall satisfaction is less than direct marketing. The highest 

score in advertising is for the question �I see the advertisements of my bank on television, 

newspapers, outdoor, e-mail, etc�. 

The minimum average score of the factors is the sponsorship factor�s mean value. 

However, besides direct marketing, sponsorship also has a significant effect on the promotion 

satisfaction. The respondent answers on sponsorship questions show the following 2 interesting 

results: �I perceive my bank�s brand name attached on a social organization (sports, art, TV 
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programs, etc)� has the highest score in advertising factor, but �I am interested in the 

organization that my bank supports� has the minimum average. 

Private Banking: The perceptions of the respondents to private banking implementations 

are tried to be measured via showing the correlations between some demographic questions and 

banking services. 

• There is no correlation between customer income level and direct sales force. 

• There exits a correlation between customer income level and bonuses given to 

customers; however not in a significant level. 

• There is a weak correlation between customer income level and bank�s customer 

recognition. 

• There is no correlation between customer income level and being informed about 

the transactions. 

• There is no correlation between customer income level and being contacted 

frequently. 

 

 
 

 

 

 

 

 

6 CONCLUSIONS 

The focus of this chapter is finalizing the research via clarifying the conclusions. It covers 

the discussed topics in the previous sections and gives the outcomes of the analyses to the target 
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audience. The results on the market research study are given through stating the answers of 

research questions and combining them for an ultimate market view. 

6.1 What Have Been Discussed? 
In the study, Turkish commercial banking market is examined in two main viewpoints. 

Uncontrollable environment (political/legal, economic, competitive) are studied to give the 

surroundings that affect commercial banks in their marketing activities as well as the entire 

banking industry; furthermore influence the country-wide dynamics. Beside uncontrollables, 

controllable elements of marketing (4Ps) are investigated via measuring the customers� 

responses to these factors and their effects on customers� overall satisfaction from marketing 

activities of banks. 

6.2 Market Research Results 

6.2.1 Uncontrollable Factors Affecting Commercial Banks 
The Turkish commercial banking market, in parallel to overall country dynamics, has 

been experiencing an enormous change for almost the last 3 decades. Political/legal environment 

is still being adjusted and modified to the efficiency of the commercial banking system through 

implementing internationally accepted business practices; especially risk management. 

Economic indicators show booms in the micro and macroeconomic values which still leads the 

target segment of commercial banks to have more savings in their banks and demand more 

banking offerings. Consequently, the competition in local market becomes tougher by the 

increasing performance of public banks, participation of private banks in the economic activities, 

and entrance of foreign banks in to local market. 

6.2.2 Controllable Factors Affecting Commercial Banks 

6.2.2.1 Price 
Price has the medium level effect on overall banking satisfaction. Price/quality ratio is the 

most important dimension of pricing. Price fairness is the weakest dimension that customers 

trust. The covert (implicit) pricing techniques in financial and banking services and the frequent 

crises in the economy and distortions in banking sector seem to decrease the price satisfaction 

level customers and switch the price perception more on price/quality comparison from absolute 

fairness criteria. 
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6.2.2.2 Place 
Place seems to have almost no effect on overall banking satisfaction. Branch is the most 

important part on place satisfaction. There is no direct sales force experienced by customers to 

reduce visits to branches; however customers are quite satisfied with the service they get by the 

personnel in the branches. The place satisfaction is independent of the distribution of branches 

and ATMs on the selected cities for survey. Two conclusions can be drawn from here; customers 

are very satisfied with place implementations, or they do not consider about place problems. The 

mean of the place satisfaction question (highest of all controllables) leads to conclude that 

commercial banks are doing well with place solutions. 

6.2.2.3 Product 
Offerings of the commercial banks has the highest effect on the overall banking 

satisfaction. The satisfaction level for products is favorable with respect to prices, but not as 

good as place. Credit cards solutions are the most important dimension influencing the product 

satisfaction followed by distance money transfer/in-bank operations. Credit cards is in between 

actual and expected product phases, distance money transfer/in-bank operations is in actual 

phase, and asset security/consumer credits is in between augmented and expected phases. The 

merge of asset security and consumer credits can be reasoned depending on the commonality of 

direct contact and two-sided transaction requirements in them. Another offering; credit cards, is 

perceived as a tool for an alternative to cash. The increase in the technology level of the country 

as well as in global industry and consumer markets seems to be influencing banking products. 

The utilization of phone-internet banking, credit cards, ATMs, and other technology-driven 

solutions is increasing in a significant trend. 

6.2.2.4 Promotion 
Promotion has the medium level affect on overall banking satisfaction. Direct marketing 

is the most important dimension on promotion satisfaction. However customers find advertising 

implementations more favorable than direct marketing performances even if advertising has less 

effect on promotion satisfaction than direct marketing. Besides, commercial banks tend to 

sponsorship, yet it seems there is a mismatch between the sponsored activities/institutions and 

customers� likings that; customers see their bank�s brands on some activities/institutions in 

which they are not really interested. Also, the development of technology-driven promotion 

channels in Turkey (increase in the number of private TV and radio channels starting from 
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1980s, internet, and cellular phones) has increased the channels that banks build to reach the 

market. 

6.2.3 Retail Banking and Private Banking 
For the sample obtained and studied, no significant findings are found to make a 

separation between the retail and private banking activities of banks and customers� responses to 

these activities. None of the participants has a monthly income level over 10.000 YTL. The 

respondents with income level between 5000-10.000 YTL could be expected to have some 

applications and services of private banking, however commercial banks seems focusing more 

on mass marketing for the specified income levels in the survey. Even if some respondents are 

from top-two cities of Turkey,  the economic development of Turkey is still not enough to create 

a social cluster demanding private banking services and solutions; at least due to the obtained 

responses. Competition in this segment is also not observed in the secondary sources examined. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



84 
 

7 References 

7.1 Books 

Lauternborn, B 1990, New Marketing Litany: four Ps passes: C-words take over 

McCarty, EJ 1960, Basic Marketing: A Managerial Approach, Homewood IL, Irwin. 

Ghauri, P & Cateora, P 2005, International Marketing 2nd ed, Berkshire 

Kostigen, T 2002, What Money Really Means, Allworth Press, New York 

Smithin, J 2002, What is Money?, Routledge, New York 

Hull, J 2003, Options, Futures and Other Derivatives, Prenctice Hall, New Jersey 

Jeucken, M 2001, Sustainable Finance and Banking, Earthscan, London 

Harrison, T 2000, Financial Services and Marketing, Pearson, Harlow 

Goldberg K 2000, An Introduction to the Market System, M.E Sharpe, New York 

Kotler P 1997, Marketing Management: Analysis, Planning, Implementation and Control, 
Prentice Hall, New Jersey 

Ennew, C & Waite N 2006, Financial Services Marketing, Butterworth-Heinemann, Burlington 

Richardson, T 2006, Current Issues in Marketing in the Information Age, Thomson Nelson, 
Scarborough 

Boone, E. & Kurtz, L. 2005, Contemporary Marketing, Thomson, Ohio 

Richardson, T 2005, International Business Management, Thomson Nelson, Scarborough 

Porter, M 1998, On Competition, Harvard Business School, Boston 

Yin, R.K. 1994, Case Study �Research: Design and Methods�, Thousand Oaks, CA 

Erkan, B., Türkiye�de 1980 Sonrasõ Merkez Bankasõ Politikalarõ, PhD Program, Celal Bayar 
University 

Çakar, V. 2003, Yabancõ Sermayeli Banka Girişleri ve Ulusal Bankacõlõk Sektörleri Üzerindeki 
Etkileri, Proficiency Thesis, Banking and Financial Institutions Directorate of Turkish 
Central Bank 

Kar, M. & Kara M.A., Türkiye'ye Yönelik Sermaye Hareketleri ve Krizler, Sütçü İmam 
University 



85 
 

Ozutku, Y. 2003, Turkish Banking System Crisis in 2001 and Reform Efforts, Master Thesis, 
University of Illinois 

Arslan, R. & Hotamõşlõ, M. 2007, Türk Bankacõlõk Sisteminde Kurumsal Çevrenin Bankalarõn 
Yapõ ve Uygulamalarõ Üzerinde Oluşturduğu Teşvik ve Kõsõtlamalar, Research Paper on 
Management and Economics, vol. 14, no. 1, pp. 195-208, Celal Bayar University 

Özince, E. 2005, Financial Stability and Implications of Basel II, Proceedings of the Conference 
by Central Bank of Turkey 

Turkan, E. 2005, Türkiye�de Ekonomik Aktivite İçinde Yabancõ Sermaye Payõ, Research Paper, 
Central Bank of Turkey 

UN: Development and Globalization 2008, Fact and Figures, United Nations Publications 

Dinçer, A. 2006, Bankacõlõk Sektöründe Konsolidasyon, Ülke Deneyimleri ve Türkiye İçin 
Öneriler, Proficiency Thesis, Turkish Prime Ministry State Planning Organization, no. 
2697 

BRSA 2007, Finansal Piyasalar Raporu, Bankalõcõk Düzenleme ve Denetleme Kurulu 

Yõldõrõm, C.  1999, Evaluation of the Performance of Turkish Comemrcial Banks: A non-
parametric approach in conjunction with financial ratio analyses, International 
Conference in Economics III, ODTÜ, Ankara 

Zaim, O. 1995, The Effects of Financial Liberalization on the Efficiency of the Turkish Banking 
System, Applied Economics, vol. 5, pp. 257-264 

Çilli, H. 1995, Economies of Scale and Scope in Banking: Evidence from Turkish commercial 
banking sector, TCMB Tartõşma Tebliğleri, no. 9308, Ankara 

Çankaya, F. & Öz, M. 2002, Türkiye Kamu Bankalarõnõn Özelleştirilmesi � Kamu ve Özel 
Sermayeli Bankalarda Etkinlik ve Verimlilik Analizi, TBB, no. 221, İstanbul 

7.2 Articles 

Ghobadian, A. Speller, S. and Jones, M. 1993, Service Quality: Concepts and Models, 
International Journal of Quality and Reliability Management, vol. 11, no. 9, pp. 43-66. 

Murrell, T 2001, How to Turn Your Big Marketing Idea into a Competitive Advantage, 8M 
Media and Communications Release, Subiaco 

Matzler, K., Würtele, A., & Renzl, B 2006, Dimensions of Price Satisfaction: A Study in the 
Retail Banking Industry International Journal of Bank Marketing, vol. 24, no.4, pp. 216-
231 



86 
 

Wood, V.R. & Robertson, K.R. 2000, Evaluating International Markets; The Importance of 
Information by Industry, by Country of Destination, and by type of Export Transaction, 
International Marketing Review, vol. 17, no.1, pp. 35-55 

Chong, A. & Riano, A. 2006, Political Environment and Privatization Practices, Inter-American 
Development Bank Research Network Working Papers: R-549, International Journal of 
Bank Marketing, vol. 25, no. 4, pp. 253-271 

Molina, A., Consuegra, D., & Esteban, A., 2007, Relational Benefits and Customer Satisfaction 
in Retail Banking,   

Petridou, E., Spathis, C., Glaveli, N., & Liassides, C. 2007, Bank Service Quality: Emprical 
Evidence from Greek and Bulgarian Retail Customers, International Journal of Quality and 
Reliability Management, vol. 24, no. 6, pp. 568-585 

Kaynak, E. & Harcar, T. 2005, American Customers� Attitudes Towards Commercial Banks, 
International Journal of Bank Marketing, vol. 23, no. 1, pp. 73-89 

Santonen, T. 2007, Price Sensitivity as an Indicator of Customer Defection in Retail Banking, 
International Journal of Bank Marketing, vol. 25, no. 1, pp. 39-55 

7.3 Internet Sources 

Forbes� Lists of World Biggest Companies, Retrieved April 10, 2008, from 
http://www.forbes.com/lists/ 

Banking, Retrieved April 9, 2008, from        
http://wordnet.princeton.edu/perl/webwn?s=banking/ 

Commercial Banking, Retrieved April 9, 2008, from 
http://en.wikipedia.org/wiki/Commercial_bank/ 

Retail Banking a, Retrieved April 9, 2008, from                         
www.gbc.hu/english/bszotare4.htm/ 

Retail Banking b, Retrieved April 9, 2008, from                         
http://en.wikipedia.org/wiki/Retail_banking 

Private Banking, Retrieved April 9, 2008, from  
http://www.garyascott.com/currez/glossary.html/ 

Micro and Macro Economics, Retrieved May 10, 2008, from 
http://www.johnwiley.com.au/highered/eco2e/micro/student-res/glossary.htm 

Exploratory Research a, Retrieved May 5, 2008, from 
http://www.etr.org/recapp/research/researchglossary.htm#E 



87 
 

Exploratory Research b, Retrieved May 5, 2008, from 
http://www2.uiah.fi/projects/metodi/177.htm#explor 

Descriptive Research, Retrieved May 6, 2008, from 
www.menc.org/publication/books/heartbeat/Glossary.html 

Validity, Retrieved May 7, 2008, from                                                                
www.cdc.gov/brfss 

External and Internal Validity, Retrieved May 7, 2008, from 
http://www.cachildwelfareclearinghouse.org/glossary 

Reliability, Retrieved May 7, 2008, from               
www.cachildwelfareclearinghouse.org/glossary 

Central Bank of Turkey webpage, Retrieved April 12, 2008, from                       
www.tcmb.gov.tr 

Turkish Banking Act page a, Retrieved April 13, 2008, from 
http://www.hukuk.gen.tr/konular/konular.asp?konugrp=2&konuid=2&konuek=1 

Turkish Banking Act page b, Retrieved April 26, 2008, from                        
http://www.tcmb.gov.tr/yeni/eng/ 

The Banks Association of Turkey page, Basel Komite Yeni Sermaye Yeterliliği Düzenlemesi, p. 
2, (2002), Retrieved April 22, 2008, from http://www.tbb.org.tr/ 

Statistical Institute of Turkey, http://www.die.gov.tr/ 

Central bank of Turkey page, www.tcmb.gov.tr 


