
Understanding – Focus – Execu3on ‐ Results 

Many financial ins+tu+on execu+ves are finding that their  
ideas for organic growth are growing obsolete in today's  
rapidly changing compe++ve environment. This is  
happening to industry giants as well as smaller  
community banks and credit unions.  

Listed below are insigh1ul ques4ons to help you  
understand where your organiza4on stands in developing 
a contemporary market‐driven approach. 

Instruc4ons: For each ques4on, grade yourself on a 
scale of 1 to 5: 
5 = We are well posi4oned on this point 
4 = We have necessary competencies to do the job 
3 = We have sa4sfactory abili4es 
2 = We need improvement 
1 = We are not posi4oned well at all in this area 

Markets 

1.  We understand the current demographic (including 
ethnic) composi4on of our markets and forecasted 
trends, and the effect it will have on our future 
business. Score ___ 

2.  We have a deep understanding of all major market 
segments, their expected rates of growth, and which are 
high opportunity and low opportunity segments for our 
company. Score ___ 

3.  We have a good grasp of what aOtudes our public is 
taking toward our company and toward our products 
and services rela4ve to our compe4tors. Score ___ 

4.  We have good informa4on on what changes are 
occurring in consumer lifestyles and values that have a 
bearing on the company's target markets and marke4ng 
methods. Score ___ 

Customers 
1.  We have current informa4on on how our customers and 

prospects rate our company and our compe4tors, 
par4cularly with respect to reputa4on, products, service 
quality, our sales force and price. Score ___ 

2.  We have a deep understanding of how different classes 
of customers make their buying decisions for financial 
products. Score ___ 

3.  We understand the evolving needs and sa4sfac4ons 
sought  by our customers. Score ___ 

How Well Does Your 
Organiza3on Stack Up? 

Compe+tors 
1.  We have good informa4on about our compe4tors; 

including: 
• Who are the major compe4tors by geography? 
• What are their strategies? 
• What are their strengths and weaknesses? 
• What are the sizes and trends in market shares? 
• What trends can be foreseen in future 
compe44on and subs4tutes for our products? 
Score ___ 

Sales & Marke+ng Strategy 

1.  Our corporate objec4ves are clearly stated and they lead 
logically to our marke4ng objec4ves. They guide 
marke4ng planning and subsequent performance 
measurement. Score ___ 

2.  Our marke4ng objec4ves are appropriate and aWainable, 
given the company's compe44ve posi4on, resources, and 
opportuni4es. Score ___ 

3.  We have a sound marke4ng strategy for achieving the 
objec4ves; and it includes the following components: 

• Iden4fica4on of primary and secondary target  
markets 
• Posi4oning statements on how the company  
plans to differen4ate itself in the marketplace •  
Defini4on of the key components of success 
Score ___ 

4.  Sufficient resources are budgeted to accomplish the 
marke4ng objec4ves. Score ___ 

5.  The marke4ng resources are allocated op4mally to prime 
market segments, territories, and products. Score ___ 

6.  The marke4ng resources are allocated op4mally to the 
major elements of the marke4ng mix. i.e., product 
development service, sales force, adver4sing, promo4on, 
direct marke4ng, and collateral material. Score ___ 

7.  The company is well organized to gather, generate, and 
screen new product ideas. Score ___ 

8.  The company does adequate concept research and 
business analysis before inves4ng heavily in a new idea. 
Score ___ 

Con3nued on other side… 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Organiza+on 

1.  There is a high‐level marke4ng officer with adequate 
authority and responsibility over company ac4vi4es that 
affect the customer's sa4sfac4on. Score ___ 

2.  There are good communica4on and working rela4ons 
between marke4ng, sales and opera4ons. Score ___ 

3.  The product management system is working effec4vely 
and product managers are able to plan profits, not just 
sales volumes. Score ___ 

Informa+on & Measurement Systems 

1.  Our marke4ng intelligence system is producing 
accurate, sufficient, and 4mely informa4on about our 
customer base and iden4fies significant variances to 
averages. Score ___ 

2.  Marke4ng research being adequately used by company 
decision makers. Score ___ 

3.  Sales forecas4ng and market poten4al measurements 
are soundly carried out. Sales quotas are set properly.   
Score ___ 

4.  Control procedures (monthly, quarterly, etc.) are 
adequate to insure that the annual plan objec4ves are 
being measured and achieved. Score ___ 

5.  We analyze periodically the profitability of different 
products, markets, territories, and channels of 
distribu4on. Score ___ 

6.  We examine and validate periodically various marke4ng 
costs. Score ___ 

7.  We understand the profitability of the Bank's different 
products, served markets, territories, and channels of 
distribu4on. Score ___ 

8.  We use this informa4on to determine whether or not 
the company should the Bank enter, expand, contract, 
or withdraw from any business segments and what 
would be the short‐ and long‐run profit consequences.      
Score ___ 

Pricing 
1.  We have clear pricing strategies, objec4ves, policies, 

and procedures, and prices set on sound cost, demand, 
and compe44ve criteria. Score ___ 

2.  The company's prices are in‐line or out‐of‐line with the 
perceived value of its offer. Score ___ 

3.  The company uses price promo4ons effec4vely.      Score 
___ 

How Well Does Your Organiza3on Stack Up? (con3nued) 

Distribu+on 

1.  We have clear distribu4on strategies and objec4ves.       
Score ___ 

2.  There is adequate market coverage and service for 
our priority segments. Score ___ 

3.  Our approach integrates all customer touch points 
including brick and mortar and electronic channels.    
Score ___ 

4.  Our on‐line banking site is at least as good as our 
major compe4tors. Score ___ 

5.  Our delivery approach is a compe44ve advantage for 
our company. Score ___ 

Sales Force 

1.  We have clear objec4ves for our sales force.         Score 
___ 

2.  The sales force has high morale and is a compe44ve 
advantage for our company. Score ___ 

3.  The sales force is sufficiently trained and incen4vized.     
Score ___ 

4.  Our procedures are adequate for seOng quotas and 
evalua4ng performance. Score ___ 

5.  Our sales force is perceived posi4vely in rela4on to 
our most important compe4tors’ sales forces.      Score 
___ 

Now, add your scores and divide by 40. 
If your average score is 4 or above, you have good 
news. You are fairly well posi3oned as a “market‐driven” 
and “customer‐centric” organiza3on. 

If you scored 3 or below, you've clearly got some 
important work to do to be compe33ve in today's 
marketplace. 

This survey is not the full answer to becoming 
customer‐centric, but it does offer one major 
mechanism for pursuing the desirable and necessary 
tasks of maximizing your opportuni3es with your 
customers. 

Property of Align FSC.  All rights reserved.  Copyright 2009. Call:  404.403.7918 – Email: info@alignfsc.com – Visit: www.alignfsc.com 


