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 In today's competitive world, companies and financial institutions are trying to gain 

market share so they can sell their products to competitors to increase their share and 

the banks are not exceptions to the rule. One of the main goals of competing banks in 

the banking system in order to achieve maximum market share was the aim of this 

study to evaluate the qualitative factors affecting the market share by banks, Saderat 
bank case study in Tehran.  With regard to objective research and data collection 

method is a descriptive and measurmental study. The statistical population is selected 

of the clients referred to the kellering (transitional) in twenty branches emeritus in 
Tehran with a sample size of 300 person. The results of the Pearson correlation 

coefficient, indicating that between the competitive strategies of production, 

distribution, promoting employee behavior, physical features and processes with 
variable banking market share in Tehran, Iran;  has increased significantly. Also, based 

on nonparametric chi-square test and nonparametric, one-sample t-test, the Factors 

affecting the quality of the product competitive strategies, distributing, promoting 
employee behavior, physical features and processes banking on bank market share in 

Tehran, had a significant statistical impact. In general, research findings suggest that 

lack of sensitivity to the bank in the qualitative factors, caused the loss of the loyal 
customers of the bank and the bank's decline in market share and reduce the financial 

and credit rating among other banks. 
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INTRODUCTION 

 

The intensification of global competition in an environment that is constantly changing, industrial 

manufacturing organizations and companies has multiplied the need for appropriate responses and insists on the 

flexibility of the uncertain external environment. Topics in Management is a valuable competitive advantage of 

an organization means better performance than the competitors in the short term, profitability and long-term 

survival and growth of guarantees (Abraham et al, 2009: 28). 

Hence, the question is how the company should focus on understanding the environmental change and with 

good flexibility, to adapt to the global environment and their potential target markets? In other words, 

organizations and companies adopt which competitive strategies for entering the international markets? 

Perhaps the Scientific Marketing, in the Iranian banks, is a new term; and it is the answer to these questions. 

Marketing is necessary, when the organization is faced with a competitive environment, the banking industry of 

Iran in the last decade with changes in the regulation of de-start credit institutions and private banks, 

technologies, service delivery and development goals of the government banks, gradually moves towards 

becoming competitive. Banks seem to shift the approach of banking and branch circuit to a customer-oriented 

approach. In recent years, most banks have attempted to establish a department of marketing and market 

research that is a good reason to move the industry towards competitiveness; with no doubt in the near future, 

we will be intensifying this process (Alodary, 2010: 27). 

Therefore, one of the most important objectives of banks in the banking system, has been gaining a majority 

of market share. Growing the advertisement of banks, is one of the few icons in increased competition for the 

acquisition of the shares. Much research has been done in the field of competitiveness, expresses the fact that 

the market share reflects the company's competitive strength in the context of their competition. In fact, one of 

the most important aspects of competition in today's market, is the market share (Ismail Ali, 2008: 14). 
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Statement of the problem: 

Banks as financial institutions and services play a determining role in the circulation of money and wealth 

and thus have a special place in the economy of any country. Hence, the optimal activity and efficient banks can 

grow in different economic sectors and increasing the quality and quantity of production. The country's banking 

system, banks analyze various purposes such as stock valuation, profitability, performance evaluation, 

performance and form; while the experience of the recent financial crisis and the detrimental effects caused by 

transmission of the monetary crisis in the real economy has revealed the importance of the issue of valuation of 

shares in banking activities, (Ahmad, 2002: 22). 

After the Islamic Revolution, with the nationalization of banks, government banks attended in nearly two 

decades on a "market exclusivity 1". But in recent years, with social and economic developments and the needs 

of the changing attitudes to banking system and the entry of private banks in the field of banking activities in 

Iran and the development of financial markets and the activities of state banks with caution on higher interest 

payments to depositors and the observed shift of investment deposits among banks, banking competition enters 

to a new phase; seriously challenged the scope of this competitiveness in the field of "Information Technology 

2", creating new products, changes in management, according to scholars and general knowledge of the banking 

system and the absorption of these forces, creating networks of "D 3" and innovations for the creating more 

extractions and observed that operational managers and employees of state-owned banks so far are in a safe 

condition (of competition) and worked in a monopoly market, leaving deposits of the branches were under 

pressure. Behind the bank competes to start the line personnel (cashiers), battle paintings (history and 

reputation), and the names, which will not last major battle of the banks' balance sheets and financial statements, 

and there begins the revenues, operating expenses, non-operational, efficiency and productivity indices, will 

determine the fate of the competition (Saif, 2005: 32). 

On the other hand, in the global economy, due to the large number of suppliers and the intense rivalry 

between them and the increasing expectations of customers and consumers on providing better quality and faster 

service, a lot of pressure has been entered on companies and banks. In these circumstances, the company 

concluded that alone cannot be responsible for all aspects of the action and, in addition, according to local 

sources, need to manage and monitor the resources and related organs from the outside as well. This is due to 

the fact of achieving the competitive advantages with the aim of gaining a greater share of the market 

(Ahmadpoor, 2008: 21). 

So when the Iranian economy is experiencing competitive private banking, due to structural changes in the 

banking system and applied researches, the factors influencing the market share of banks can answer to a lot of 

questions and vague hints in this regard. 

It is mentioned since the aim of assessing the qualitative factors affecting the bank analyze of the strengths 

and weakness in this regard, the questionnaire will be distributed among bank customers. It is therefore direct 

from customer reviews, in addition to qualitative factors provided in the bank's strengths, weaknesses, has been 

studied from the perspective makes the situation better. 

This research also seeks to use the analytical methods, to answer the researcher questions about the 

effectiveness and contribution of qualitative factors affecting the Bank's market share in export promotion in 

Tehran; in other words, explain and explore them. So, the question is that to what extent the impact and 

contribution of qualitative factors influencing the market share of Saderat Bank in Tehran? How and by use of 

what mechanisms, the areas for improvement in the bank's market share of exports in Tehran, according to 

numerous factors and variables affecting this area, are provided? 

 

Research hypotheses: 

1) There was a significant relationship between product competitive strategies and market share of 

Saderat Bank in Tehran. 

2) There was a significant relationship between the competitive strategies, market share distribution 

between Saderat Bank in Tehran. 

Field of study 

Current research in the field, is carried out in both content and spatial domain. These areas are as follows: 

A) Territory of subject or content: the content of this research, has been investigated the qualitative factors 

affecting the bank's market share of export promotion in Tehran. 

B) The spatial realm: it is the realm of space research, in Tehran. 

Qualitative factors influencing the market share: 

- Competitive Strategies of production, distribution, persuade customers, staff behavior, the banking 

procedure and the bank's physical facilities, is asked through a questionnaire consisting of 5 questions from 

customers or the choice of respondents. 
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Table 1-1: Operational definition of variables 

Qualitative factors Components Indicators 

Product  

Deposits and loans  

Internet Services  
Credit cards 

Diversification of services  
Distinguished service  

Quality of Service  

Provide financial and technical advisory 

Distribution 

 

Branches and kiosks  
Electronic devices  

ATM 

Locating appropriate branches  

The use of mechanized tools available to clients to provide services in places 

and times  
Foster home banking services and promote electronic concurrent branches 

Encouragement  
Advertisements  
Public Relations 

 

Appropriate mix of Advertisements and media presence  

Giving gifts and prizes to the opening of accounts  

Training courses attended by customers  
Web Design and Online Advertisements Clients  

Staff behavior  
Behaviors  

Skills and expertise 

Training  

Creativity and empowerment  
  Appearance beautification 

Banking 

procedures 

 

Manuals  
Methods and Measures 

The use of new technologies in order to accelerate  
Facilitating customer service and processes for banking services 

Physical facilities  

Department of interior 

architecture  

Branches amenities  
Physical facilities and 

technology 

Branches equipped with the latest technology  

Installation profiles  
Other amenities 

 

Theoretical framework and conceptual model of research: 

The conceptual model is considered as a starting point and basis for studies and research so that identifies 

the variables of interest in research and the relationships between them. In other words, we can say that ideally, 

a conceptual model or a map of mental and analytical tools is a strategy to initiate and conduct research. So that 

it is expected while conducting research, variables, relations and interactions between them are studied and 

tested and the necessary adjustments are made and the issues are too low or they will be added. As stated and 

explained; the present study provided the conceptual framework of the factors influencing factors and marketing 

related to banking and qualitative factors affecting the bank's market share. Model, born out of the minds of 

researchers and product reviews theories and previous research. Qualitative factors are also expressed in the 

conceptual framework of the theory of Venus and Mitra Safaeian (2004), The Marketing Applications of 

banking services for Iranian banks have been getting. Considering the implications of this study, the theoretical 

model follows the conceptual framework of this study is drawn: 

 
 

The word of bank, is an old German word meaning a company; which has been collected and increased. In 

the banking world, virtually the same as when humans left caves and began social life and trade and exchange of 

goods bartering. Social, and economic relations and trade exchanges are required. This means that when human 

production, surplus to their requirements, and benchmark values, the money was invented, yet with the 

development of trade, needed services such as collection of receivables from customers near and far, escrow 

funds to where safe and secure and the risks of transporting precious metals, scrap metal, and then requires that 

apart from the money used in other devices; which can be the causes of the banking system and institutions to 

take over the world. Banks are institutions that are gradually beginning to realize that part of the funds entrusted 

to them was to be stagnant. Withdraw all funds deposited because their owners were not always requested 
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Banks of these loans, the interest they receive a new income source for those who could use them or lend it 

again (Feb, 2005: 25). 

 

- Banking in Iran: 

Daily needs of the people to determine the weight and grade of the coins in the different periods in the 

history of exchanges were common, in addition, the common currency of the information without the 

knowledge of people checking metals together without the knowledge of equality of the relation, there are those 

coins characteristics (grade and time) and issues that are knowledgeable and take your time to do this, assign; 

and was essential. In periods of peace and security, development, trade relations between East and West in terms 

of quality and quantity Exchange passed the path of development and some workers consistently increased their 

investment where in most cities or their representatives, activities and even some dealers have the financial 

strength and reputation and were more by opening the accounts in foreign banks outside the designated broker 

and send a representative to the major centers of trade, again started its operations in international markets over 

the past states. The major centers of trade exchange activity was in those days that would be in the order of 

importance: Tabriz, Mashhad, Tehran, Isfahan, Shiraz and Bushehr can be named. New East Bank was the first 

bank to be established in the area of its operations based in London and southern Asia. The bank without 

obtaining any point in the solar year 1266 (1888 AD) in the northeast of the field began artillery at commercial 

banks (existing businesses) and to attract customers to 2.5 percent at the beginning of the current account and 

fixed deposit accounts for 6 months and a year, a 6 percent profit. First to publish a paper in the form of 

vouchers, bank treasurer is responsible for more than 5 gheran sums payable to bearer, and in the year 1267 

furnish all the branches of the bank in exchange for 20,000 English pounds awarded to Royal Bank. 

Iranian dealers attempted to deal and compete with the new East Bank but before the final result of this 

competition is achieved, the powerful new enemy was the East Bank and it was initiated into the Imperial Bank 

of Persia, Paul Julius Reuter in front of 40,000 pounds pulling a big plus for the railroad for 70 years, exclusive 

right to exploit all of the mines, banks and the government was established, and the rating was later canceled, 

and other points on the establishment of the Imperial Bank of Persia was replaced for 60 years. The bank was 

under contract until February 1947. After the Reuter concession establishment of the Imperial Bank of Persia, a 

Russian citizen named Jacques Buliakov, proposed the establishment of the State Bank of Iran. It was agreed 

that in 1890, his proposition was agreed that he was given the permission of Establishment of a borrowed 

society for 75 years at public auction will be given the exclusive right and furthermore, it was exempted from 

the payment of any tax, except that 10% of their income to the state treasury. Community State Bank of Iran 

was later to become the borrowing country. Unlike the northern part of the Bank's aforementioned banks only 

had to put Areas Banking in the South are less likely to pay (on 22 August 1922, the bank was handed over to 

the Iranian government). 

 

Factors affecting the efficiency of the banking system: 

What criteria are used in this section should be considered in measuring the performance of the bank. 

Commonly used to measure the performance of the banks, the financial institution used a series of internal and 

external criteria (Mohammadi, 2006: 37-35): 

1- domestic bank criteria: 

A) The bank plans (goals, budget and strategy).  

B) Technology (ICT range used)  

C) Development of human resources (education and quality human resources)  

D) Bank (in terms of: profitability, capital, operational efficiency, asset quality, liquidity, etc.) 

2- Criteria out of the bank: 

A) The Bank's share of the market.  

B) Conform to the law (measure of capital adequacy, compliance with rules relating to facilities, etc.).  

C) Public confidence in the Bank: One of the methods for measuring the performance of banks, financial 

ratios are used, among which we can mention the following ratios: 

C -1) spread: This indicator measures the distance between the intake and payments wider gains. This ratio 

only includes the assets and obligations that interest rates will belong to them, so include visual deposits, and 

other deposits that do not interest them. The index measures the performance of a bank is considered 

operational. Spread of Iranian banks when compared with other countries in terms of deposits, other deposits in 

calculating visual criteria, according to the standard formula criteria is wrong, it seems that other centers when 

calculating this measure, with other criteria, entitled "Net Interest Margin "or" profits derived are confused from 

interest rates ". For the calculation of this measure is that visual deposits, investment accounts, and loans 

received from other banks is also included. It is the measure of bank profitability parameters. 

C-2) the ratio of net profits from the difference in interest rates. The proportion of income from interest 

differentials paid or received as a percentage of average total assets specifies. 

C-3) Net operating income for bank intermediation between suppliers and users of funds.  
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Of course, public opinion, other measures of efficiency is raised, which can be summarized as follows: 

C) Facilities: facilities can be examined from two perspectives: first, the time used to study the demand for 

credit, then, the volume facilities. 

The next time, this is in direct relation to how documents provided by banks to customers. Currently, the 

average time of about a month demand National Bank, the bank tries to reduce this time as well. Facilities at the 

National Bank of Iran growth rate is usually higher than the growth rate of deposits so forcibly during the year, 

given the direct relationship between facilities and the volume of deposits, in some cases, the facilities provided. 

Tie to quickly evaluate the performance of projects, the opportunity to obtain some of the facilities that the 

applicant has not provided sufficient evidence, that the delay in documents, has the early provision of facilities, 

the criticize; banks are the example to introduce the inefficiency. 

Concept of marketing 

Marketing of commercial activities include identifying the demand for goods and services and providing 

facilities and distribution channels, and sell them. In marketing, the ultimate goal is the customer. In other 

words, the loyalty and customer satisfaction is the first priority in marketing. Marketing process is a 

combination of human and economic activities in order to meet the needs and aspirations of the people, which is 

conducted through the exchanges. The main factor in the marketing information needs the potential customers 

and meet their needs through the provision of goods and services (Rees and Throat, 2001: 12). 

In summary, it can be said that the marketing process is an attempt to identify and meet the needs of the 

customer. Marketing function includes activities that provide a comprehensive definition of difficulty. Various 

definitions have been developed by specialists of marketing for conceiving somehow each of the angles of 

vision. Some definitions of the term, it has seen a host of activities in its definition of social marketing efforts of 

the ways that marketing must be employed and some of them comply have tried to define it, for example, some 

of these definitions includes (E. M and Najafi, 1387: 24): 

Finally, developing and marketing business means a wide range of research activity, designing, 

procurement, manufacturing, insurance, quality control, storage, preparation for use, the price, the sales agents, 

customer identification, packaging, sales and service sales so that facilitate the delivery of goods to consumers 

far and near. 

 

Planning and Marketing; requirements and necessities: 

Planning means defining the path to the destination. Planning in the banking system, means looking at all 

aspects, taking into account environmental factors and internal, and often long-term time frame. Programmed 

simply by analyzing and identifying the present situation and to predict the optimum condition that is not 

perfect. To develop an effective plan should be the result of the past programs and their strengths and 

weaknesses are identified. Among the major benefits of this work is to develop future programs, past mistakes 

are not repeated. 

Planning system of proposed approach is a combination of three approaches: Reaction, Active and 

Proactive. In the reaction approach, looking to plan is taken into account a retrospective look at the active 

approach to planning is oriented perspective, and finally a look at the active approach is effective prospectively, 

the result is a combination of the three approaches (Jones and et al, 2000: 22). 

 

 
 

Fig. 3-2: Planning System Approach 
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Satisfy the conditions set out in the planning approach, involving selection of appropriate planning and 

design system components in such a way that is appropriate to adopt the above and to output the appropriate 

selection to the approach with regard to planning requirements and maximizing efficiency in order to have a 

plan. Organization as a system needs to be overcome for the development and survival of irregularities that 

could eventually lead to the disintegration and collapse of the system. Irregularities in an organization can be the 

result of changes within the system or outside the system. In addition, the development of irregularities can be 

the result of deficiencies, weaknesses and threats, strengths and opportunities within the knowledge of the 

system and its surrounding environment. In the current era of increasing to change the organizations and various 

environmental changes and meet the opportunities and threats are numerous, the successful organization will 

continue to grow and develop in constant contact with the external changes are made to the identification and 

analysis of its internal organization and planning, compatibility environmental requirements of confrontation 

more than ever determined to go to the threats and this is not possible unless the system (organization) be open 

to trade and be flexible to deal with their environment (Jones and et al, 2000: 25). 

 

Banking system and marketing: 

Banking, has a variety of inputs and outputs. Banks and banking operations convert to inputs and outputs of 

the system. Whether the public or private banks are in a competition closely with each other. The reality is that 

the winner in the competition can win a larger share of the market with the lowest cost banks to allocate. It 

requires good planning and execution of marketing strategies. Understanding the connections and interactions 

between marketing and other systems in the banking system plays an important role in this field. The process of 

identifying and evaluating new market unmet needs and wants of customers started after selecting target markets 

with a systematic approach, the marketing mix strategies set with regard to customer service (Farhangi, 2005: 

37). 

Banking system of market economy is too heavy and is one of the most important parts of the economy. 

And the slowdown of economic growth is closely associated with the workings of the banking institutions. 

Banks and effective use of marketing tools for optimal activity is very effective to achieve the goals of the 

operation of capital equipment on various economic activities and the general state of the economy. From the 

1960s to the present, many Iranian banks are limited in trying to implement the principles of marketing tasks. 

However, considering the relatively modest gains in the banking system and the efficiency and effectiveness of 

bank branches in marketing and customer relations, Iranian banks desperately need marketing and Iranian 

banking system requires a transformation in the context cultures (2005: 41). 

Marketing system, we gain it in the surrounding environment and our awareness. Marketing is not only 

used by manufacturing companies, wholesalers and retailers are also other institutions and banks that also 

benefit from it. Banks often offer their services for a successful proceeding to the market. Unfortunately, due to 

the lack of familiarity with banking marketing, traditional marketing is the process of completely dispersed and 

unconnected with the main objective of the bank. Real mission marketers, understand the needs and demands of 

clients and deliver the solutions that result in customer satisfaction and it also invited all employees to think and 

to serve their clients well-being (Kotler, 2000: 68). 

 

Importance of marketing management in the banking system: 

Marketing in Iranian banking system, where the mean value is its actual position to the owners and 

managers of banks, marketing objectives, duties and accomplishments, and believe that it is inherent in all 

aspects and activities of banking services and get to know them. Exclusive and limited banking services 

provided in Iran during the long period and had been forced to accept the inevitability of what banks offer to 

their customers, a situation was created that we call it a seller's market. In these circumstances, banks are usually 

dictated its services to customers, and many of the tools and competitive behaviors are ignored. But the changes 

that took place in the banking system and the emergence of several private banks gradually gained customers 

more choice and more diverse services, increases better behavior and readiness for change and competition and 

the market place was a seller's market. This change in the attitude and approach of the bankers of the country 

was changed to some extent and gradually terms and concepts such as competition, market orientation, customer 

satisfaction, and marketing was popularized (Mahdavinia., 2002: 28). 

 

Results of one-sample t-test: 

Also, in order to test the effect of the factors affecting quality and competitive strategies (out of production, 

distribution, promoting employee behavior, physical features and processes banking) on the bank's market share 

in Tehran, the t-test example, is used. In fact, this test was performed to examine the issue of whether the mean 

of a particular variable is different to a specific value or not. Thus, one sample t-test, the mean of the sample is 

compared with a specific value (Test value). 

The first question test: the effect of competitive strategies "product" of Saderat Bank in Tehran, promotion 

of market share is to what extent?  
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Table 15-4: The results of tests for measuring the impact of competitive strategies "product" banks 

Variable  

Test Value = 2.5 

Number  Mean  SD 
Mean 

difference  

 Amount of 

t 

Significance 
level 

(P) 

Assessing the impact of competitive strategies 
"products" Bank 

300 
 

5/12 
66/3 

 
03/10 4/47 01/0 

 

According to the t- test result (4/47) the impact of competitive strategies "product" in Saderat Bank in 

Tehran, promotion of market share, it should be noted that the confidence level is less than 99/0 significant 

difference 0/01 between Average assumption (2.5) and the mean value is obtained (5.12). As such, the research 

hypothesis H1 implies that more and more of the average value obtained from the average of the imaginary and 

the phrase implies that the impact of Competitive Strategies in "product" banks to the city of Tehran enhancing 

the share of the market of Saderat Bank, confirm the assumption of H0 research on smaller or less of the mean 

value obtained from the average projection or lack of the impact of competitive strategies "product" of Saderat 

Bank in Tehran on the promotion of market share, sets is rejected. Thus, the resulting impact of competitive 

strategies "product" existed to enhance market share by branches of Saderat Bank in Tehran. 

Question II of the Test: Effects of Competitive Strategies "distribution" of Saderat Bank in Tehran on 

improving market share can be existed to what extent? 

 
Table 16-4: The results of tests for measuring the impact of competitive strategies "distribution" database 

variable 

Test Value = 2.5 

Number  Mean  SD 
Mean 

difference  

 Amount of 

t 

Significance 
level 

(P) 

Assessing the impact of competitive strategies 
"products" Bank 

300 
 

1/12 
71/3  

 
65/9 06/45 01/0 

 

According to the t- test result (45/06) the impact of competitive strategies "distribution" is to enhance the 

market share of Saderat Bank Tehran, Iran must acknowledge that 99/0 confidence level with an error exists less 

than 0/01 and the significant difference between the mean assumption (2.5) and mean value obtained (1.12). As 

such, the research hypothesis H1 implies that more and more of the average value obtained from the theoretical 

mean and in other words, the implication of the impact of competitive strategies "distribution" to enhance the 

market share of Saderat Bank in Tehran, has been approved and the hypothesis H0 research on smaller or less of 

the mean value obtained out whether or not the supposed influence of competitive strategies "distribution" to 

enhance the market share of Bank Saderat Bank Tehran, is to be rejected. Thus, the resulting impact of 

competitive strategies "distribution" existed to enhance the market share of Saderat Bank Tehran, Iran. 

 

Conclusion: 

The first question asked in the decision-making process of market is the first in the market who plays an 

important role and who has the biggest share. Market share is an important factor and should keep in mind that 

we should identify the factors affecting the market share. It is clear that the market share of a particular product 

in a context that makes sense for an organization that is active. On the other hand, financial institutions in order 

to capture the market and attract more customers in terms of value creation, marketing and competition to 

achieve a certain market share to compete in this task, the stability and continuity of the key points is to achieve 

market leadership. 

Our findings suggest that the marketing mix i.e. the qualitative factors such as: production, distribution, 

persuade customers, banking processes, physical facilities and employee behavior; have significant impact on 

increasing market share bank Tehran. The results indicate a significant relationship between the variables of 

production, distribution, persuade customers, banking processes, physical facilities and employees of the bank's 

market share in Tehran. In fact, the objective realities of the state banking system in recent years, and as 

statistical results of the present study suggest that the banks' competitive strategies such as: product, distribution 

and promotion clients, more attention and competitive strategies such as: Banking process, physical features and 

behavior of employees, have been neglected. However, the present results clearly indicate that the Lack of 

sensitivity of the Bank's financial structure and performance of staff; Cause a loss of market share and reduce 

the credit rating of banks and other banks' finances. 
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