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1.
Executive summary

This report is prepared for Mr. van Leeuwen as a requirement for my final year-end thesis of the course HEBO. It is an individual, which addresses a real management problem within international dimensions. My mission is to look deeply into the company, find out the problem and figure out some way to solve it.

This project is carried out for the company Banco di Caribe NV Aruba.

It has been experiencing issues with the corporate department of the bank. They have a reasonable amount of clients in the consumer department, but in the corporate department their business is not progressing as it should be. They would really like to become a big player amongst the other leading corporate banks. Become a leading competitor is a big task for the bank to accomplish. My main objective is to develop recommendations for the bank in order to help them fulfill their goal.

This project is my year-end project of my four-year course at HEBO. It is the best and most practical way to see whether I have managed all the knowledge and skills I have learnt in the past four years. Moreover, it is also a good way for me to prepare myself before I enter the real business world.

After working 6 months on an internship at this bank in Aruba, I returned to Holland and started to review the interviews and surveys that were conducted at the bank while I was there. There have been different types of marketing researches, as well as a lot of data and desk research in order to help this project to come together. After this project is completed, I will present my findings to the company to see if they even might be able to make use of my advice. All in all the successes of this project will definitely benefit all parties involved.

2.
Introduction

In this thesis it will discussed if it is possible for Banco di Caribe N.V. Aruba. can attract more customers for the corporate department and also be able to compete with the larger banks. Therefore the central question is formulated as follows:

· What is the best strategy to utilize in order to attract more customers for the corporate department of Banco di Caribe N.V. Aruba?
In order to find out what the best strategy is to attract more customers for the corporate department the following sub questions should be answered:

· What are the different ways to attract more customers?

· What strategies are being used by other banks to attract more customers?

· How can Banco di Caribe N.V. Aruba compete with the larger banks?

In order to answer these questions it is important to know who the main competitors are at this time. Furthermore, it is crucial to find out what steps have to be taken in order for Banco di Caribe N.V. Aruba to compete with the bigger banks. To answer the central and sub questions desk research and field research will be carried out.
3.
Company profile

3.1
History

Banco di Caribe N.V. Aruba was a 100 % locally owned commercial bank. Now the bank is owned by the ANSARY Group. Natural persons, trade unions and a pension fund, all were Netherlands Antilles residents. It operates on the A-B-C islands of the Dutch Caribbean. Next to the Head Office at Salina in Curacao, the bank operates 3 other branches in Curacao, and has a branch each on Aruba and Bonaire. A total of 23 ATM's on the islands complements the bank's physical service network, but next to that, the bank participates in the local ATM Cash Net network making the majority of ATM's on the Netherlands Antilles and on Aruba available to its clients. Furthermore within Cash Net, more than 4.000 Points of Sale locations all over the Netherlands Antilles and Aruba are available for the bank's Super Card holders to make instant payments for their purchases. During 2002 the bank became a participant in the Cirrus / Maestro network. The bank's clients can use their Super Card worldwide with establishments carrying the Cirrus Maestro logo.

3.1.1
Flat Organization

In spite of the bank's growth over the years, its organizational structure has deliberately been kept flat to ensure among others the following: 

· The close supervision of all business processes by management, 

· The adherence of all policies and procedures by staff and personnel, 

· The direct line of communication between our frontline employees and management, 

· The availability of management to the common client for personal attention, 

· The constant monitoring of customers needs the adjustment/creation of new products and services.

They encourage their staff and personnel to continuously explore innovative solutions to present banking needs as well as operational issues. Recently a Research and Development Committee was formed to assist in the afore-mentioned. Besides these efforts, management also confers on a regular basis with department heads, supervisors, and individuals representing all departments, with the goal to assess a wide range of bank issues, ranging from customer satisfaction to business processes to new business opportunities. 

The organization of Banco di Caribe N.V.  Aruba is comprised of individuals from many distinctive cultures, yet all working in complete harmony with one another. “The bank strives to accommodate one's needs as much as possible, by being flexible, yet following strict rules and procedures that enable individuals form various backgrounds to feel at home* see appendix 1.“They believe that the multi cultural flavor of our islands is something to be cherished” (About Us, “Social entity” section, para. 4). 

In 2001 the Personeels Vereniging Banco di Caribe N.V. Aruba was established and quickly energized the organization through various projects and events. The personnel organization not only organizes activities for members, non-members, and their families, but also for the community in general throughout the year. Banco di Caribe N.V. Aruba is in business to provide financial services that create value for its customers, staff and shareholders. 
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In support of this, Banco di Caribe N.V. Aruba is committed to:

· “Providing customers with valuable products and/or services that meet their requirements;

· Providing a standard quality of working life to all of its staff and the

· opportunity for personal and professional development;

· Satisfying the financial objectives of its policyholders and owners;

· Being an outstanding corporate citizen and contributing to the sustainable development of the community wherever it operates” (Banco di Caribe, “Our goals” section, para 2)
3.2
Products

In this sub chapter one can see what the different products are that Banco di Caribe N.V. Aruba has to offer its clients:

· Commercial Loans

· Loans to Individuals

· Private Loans

· Car Loans 

· Loans to Government

· Deposits 

· Demand Deposits 

· Time Deposits (An account for a fixed term with the understanding that the funds will remain on deposit until the end of the term. Penalties for early withdrawals may apply.)

· Savings Deposits

· Savings/Cheques Accounts

· 3ATM’s, Access to cash 24/7

· *Insurance

· Payment service

· Overdraft 
An overdraft occurs when you do not have enough available funds in your account to cover a check or other withdrawal, but the bank pays the items and overdraws your account.

· Transfers 

· Automatic Funds Transfer 
An arrangement that moves funds from one account to another automatically on a pre-arranged schedule; for example, every payday or once a month.

· Automated Clearing House (ACH) 
A nationwide electronic funds transfer network that enables participating financial institutions to distribute electronic credit and debit entries to bank accounts and to settle such entries.

· Automatic payment (Standing Order) 
An arrangement that authorizes payments to be deducted automatically from a bank account (usually a checking account) to pay bills (such as insurance payments, rent, mortgage or loan payments). Payments are usually scheduled to be made on a certain day of the month.

· Electronic Funds Transfer (EFT) 
Any transfer of funds initiated by electronic means, such as an electronic terminal, telephone, computer, ATM or magnetic tape.

· Joint Account 

· Personal identification number (PIN) 

· Other services

· Web site van Banco di Caribe N.V. Aruba (where the client can see their transactions)

· Card Service

· Credit card 

· Debit card

* Insurance: This is a department that Banco di Caribe N.V. Aruba has. They act as a broker for the insurance departments. The insurance departments they work with are: Ennia, Fatum, New India, Royal Sun Alliance, American Home, Boogaard, Citizans. This department consists of 3 people. In the Insurance department they offer two kinds of insurances which are private insurance and commercial insurance. The private insurance consist of offering the clients the following insurances: Life insurance, Fire insurance, car insurance, health insurance, travel insurance, liability insurance, personal accident insurance. For commercial insurance they offer liability insurance for the business and the workers, insurance for the building, Work material insurance, business insurance for fire and theft, collective sickness cost insurance, collective  life insurance and collective personal accident insurance.
 

3.3
Mission

The mission at Banco di Caribe N.V. Aruba is to provide professional and personal service to clients at all time. Banco di Caribe N.V. Aruba strives to continuously improve their self as citizens as well as their communities in general. One of the other mission that the bank has set for it self is to always follow the code of ethics and at all times will maintain the highest levels of integrity, and give meaning to their slogan: “ We honour your trust” or “Nos ta honra bo confiansa” (Banco di Caribe, “ Mission” section, para 3).
3.4
Vision

The future of Banco di Caribe N.V. Aruba is to attract more customers in the corporate department and to draw more people from the mid to high income.  To leave behind the feeling that the clients come to the bank as a last resorted. Banco di Caribe N.V. Aruba wants to compete with all other banks. 

3.5
Market Share

At this moment Banco di Caribe N.V. Aruba has an 8.5% of the total market share. This is a very low percentage.  It has to be taken into account the Banco di Caribe N.V. Aruba is the smallest bank on the island. There is always the possibility for it to grow and to compete some day with the other banks. This table shows the market share that Banco di Caribe N.V. Aruba has had through the years. 

	Years
	Market Share

	Dec '04
	8,79%

	Jun '05
	8,54%

	Dec '06
	8,7%

	Jan’ 07
	8,5%


The Central bank of Aruba plays a very big role in relation to the growth of Banco di Caribe N.V. Aruba. The bank can grow only 5% per year of the total investments and loans portfolio. If you compare this with the other banks this is very small percentage.

In the table above one can see that market share of the bank remained almost at the same percentage. In the last 4 years the market share remained stable.  If it changed, it did very little. Some years it increased others it decreased a bit. In the year 2004 the percentage 8.79 % and in 2005 it decrease for 0.25 % (See Appendix 2). The simple reason why Banco di Caribe N.V. Aruba did not grow more in the last years was because some of the businesses that had their money at Banco di Caribe N.V. Aruba decided to transfer this to another bank. This will automatically show in the market share of Banco di Caribe N.V. Aruba. This is good to know so that the bank can now see if they can do something that could foresee this from occurring again.
In the table below one can see the market shares from the different banks that are established on the island. The lowest of them all is Banco di Caribe N.V. Aruba with 8.5 % and the highest is Aruba Bank with 34% of the market share.

	Bank’s
	Market share

	Banco di Caribe N.V. Aruba
	8.5%

	RBTT
	26.5%

	CMB
	31%

	Aruba Bank
	34%


4.
Corporate Department

In this chapter, the Corporate Department will be explained. Every business in its own art is unique, with different needs and trading cycles. At Banco di Caribe N.V. Aruba they have recognize this and they have developed a range of solutions to meet the funding requirements of every business that need their financial help. At the corporate department they have 253 commercial clients, these business are a form of different sectors.

4.1
Organizational chart of the corporate department


[image: image1]
4.2
Essentials needed to start a business

In this paragraph all the things needed to start up a business will be mentioned in order to get a loan at Banco di Caribe N.V. Aruba. If one is thinking of starting a One-man Business they have to bring a valid identification, an original form from the chamber of commerce not older than 6 months, a reference letter, if it is not an existing company the potential clients of Banco di Caribe N.V. Aruba has to bring a Business Plan/ Feasibility Report with them, if it is already an existing business, they should bring their financial report of the previous two years. If an existing business wants to expand, they need to bring a business plan with the projections of the up coming 3-5 years. If one chooses to start a Limited company they need to bring the following: A valid identification, a original form from the chamber of commerce not older than 6 month’s; a Business Permit; Articles of Incorporation; shareholders Register with their resp. id's; Financial Statements of the previous two years; if the business is new the potential clients of the bank needs to bring a business plan/ Feasibility Report. Also one should bring a memorandum of association of a One-man Business, establishment permit and a shareholder report.

4.3
Small Business

When starting a small business the clients will needs a bank that is committed to their success. To cater the small and medium sized enterprise, which are the back bone of the Arubian economy Banco di Caribe N.V. Aruba offers them to start with a Small Business a package.

This package has the following incentives:

· Financing of up to 150.000,00 in Awg for the start up of a Sole proprietorship (EZ) or an incorporated business (NV),
· A grace period for the repayment of either interest and capital or capital only for a period up to 4 months, 

· The Relevant business insurance may be consolidated into the loan amount or financed separately,
· 9% annual interest for the first year increasing to 11% during the next 3 years, 

· Special attention dedicated to your business' areas of management, financing and marketing, upon your request and by our experienced staff,
· 50% discount on the yearly fee of your Banco di Caribe Credit Card, one time, 

· Guidance by our insurance and investment experts on matters relating to investments and pensions,
· A personal contact, such as a credit manager, within the bank to coordinate all of the above.
5.
Problem statement
Banco di Caribe N.V. Aruba is a very small bank on the island of Aruba. Every year its market share grows by a small percentage, sometimes it even declines a bit. The bank is doing what it can do to reach as many clients that it possibly can. But because this is such a small bank, much can’t be done. At the moment, the bank does not have a marketing department. One person does this at hoc. Taking into consideration that it is a very small bank and it has some restriction for growing by the Central bank of Aruba. It can grow only 5% per year of total investments (Bonds) and loans portfolio. But there are negotiations with the Central Bank to see if this percentage can be increase for them to have a chance to compete with the larger banks.
After analyzing all the facts, there can be a way or strategy in which Banco di Caribe N.V. Aruba can develop in order to attract more clients. This is why this research is being done. The main goal at the moment is bringing in more clients to the corporate department. Having a new owner (ANSARY Group), the bank has more power to work and change its structure as well as expanding, giving them leverage in competing with the larger banks.
Thus in this report will show some strategies that Banco di Caribe N.V. Aruba can use  to attract more customers for the corporate department. At the end of this paper it will be distinguished if Banco di Caribe N.V. Aruba can compete with the larger banks that are established on the island.
6. Market Analysis

6.1
Market Segmentation

Product/Service: Banco di Caribe N.V. Aruba is a bank, they offer the Arubian community the financial support that they would need, such as; Savings account, Customer loan, Car loan, Mortgage, Time deposits, Consumer loan, Transfer, Save deposit box, Credit card, Debit cards and insurance.

Place: Banco di Caribe head office is situated in Curacao, there they have 5 branches, in Bonaire they have one and in Aruba one. They are planning to open one in St. Marten. The location of Banco di Caribe N.V. Aruba is very good it is not in the center, but it is more on the outskirts. The location is also convenient because of less traffic.
Promotion: Banco di Caribe N.V. Aruba is doing very little in this department. A lot of the advertisement that is being done by the bank is done at hoc. There is one person that does this job but he has to fulfill another job as well. The way in which Banco di Caribe N.V. Aruba promotes itself is by running advertisements in the news papers, Television and radio. They also run promotions whenever there is a car show or another event.
Price/ Interest: 

	Savings
	3.5% every 4 months

	Personal loans
	10%

	Car loans

	7% -10%

	Time Deposit 1 year
	3%

	Time Deposit 2 years
	4%

	Time Deposit 3 years
	5%

	Time Deposit 5 years
	5.25%

	Corporate loan
	13%-9%


6.2
SWOT Analysis

SWOT Analysis involves understanding and analyzing ones strengths and weaknesses and identifying threats to your business as well as opportunities in the marketplace. 

In this chapter the strengths and weaknesses of Banco di Caribe N.V. Aruba will be highlighted against the opportunities and threats of the external analysis.

	Strengths
	Weaknesses

	S1 Personal Touch


	W1 Communication with in the different departments

	S2 Low rates
	W2 Weak product line

	S3 Location
	W3 Small compared to the other banks

	S4 The bank that can help most people
	W4 The company has no direction it wants to go right now

	S5 Other branches in the Caribbean 
	W5 Staff training required

	S6 Working environment is good
	W6 Slow decision making process

	
	W7 Outdated equipment

	
	W8 Weak marketing

	Opportunities
	Threats

	O1 To develop new products
	T1 Aruba bank, RBTT and CMB have the ability to quickly adapt to marketing that is being done

	O2 Bring exciting products back
	T2 Competitors expending their field of products

	O3 Other Branches in Aruba, ATM’S
	T3 BdC has a small market share

	O4 Work together with other companies
	T4 Competitors have the budget to promote their products or campaigns

	O5 *Increasing banks loans
	T 5 Internet


In a summary of the central bank of Aruba the following statements came to view: “The increase in net domestic assets was mainly caused by an Afl. 49.8 million increase in net claims of the banking sector on the public sector, following a decrease in government’s deposits with the banking system, reflecting largely the annual debt service payment to the Dutch government. In addition, claims on the private sector rose by Afl. 23.9 million, attributed primarily to increases in loans to enterprises and housing mortgages of Afl. 18.7 million (1.8 percent) and Afl. 3.0 million (0.4 percent), respectively. In contrast, consumer credit fell by Afl. 1.6 million (0.3 percent)” (Summary of the monthly bulletin of the Centrale Bank van Aruba for December 2006, para. 2). This is good to know for Banco di Caribe N.V. Aruba that the loans for housing and enterprising is rising and they can improvise what they can do to achieve their goal which is to attract more customers for the corporate department.
	Confrontation matrix 

	Extern
	Intern
	

	
	Strengths
	Weaknesses

	Opportunities
	S2 with O4
	W2 with O5 , W3 with O3 

	Threats
	S1 with T5
	W8 with T1, W7 with T5


When Banco di Caribe N.V. Aruba decides to attract more clients, they have to look at these findings first:
· S2 with O4: Banco di Caribe N.V. Aruba has now the lowest rates of the all the banks on the island. This in combination with the working with other companies this is one way to attract more clients, making the rates even lower or giving their clients/potential clients  something extra’s.

· S1 with T5: Banco di Caribe N.V. Aruba is a bank that still has that personal touch. In order to be competitive they should focus more on the internet, this is growing very fast and combine it with their personal touch.

· W2 with O5: Banco di Caribe N.V. Aruba has now a weak product line because of the increasing of the bank loans extended they can stress in making their product more attractive for the potential clients.
· W3 with O3: Banco di Caribe N.V. Aruba has the possibility to grow to compete even more with the competition.

· W8 with T1: Banco di Caribe N.V. Aruba needs to have some sort of marketing that is being done to promote their product or a certain campaign that is being launched because the other banks (RBTT, CMB and Aruba Bank) have strong marketing schemes and can adapt to marketing changes given by the competition.

· W7 with T5: Banco di Caribe N.V. Aruba needs to update all their equipments including their website because internet is becoming more and more important to the society. (* See appendix 6)
6.3
Target Market

This sub chapter will give some insight of what is meant with Banco di Caribe N.V. Aruba target group and their clients. It is of great importance to define this, to get a better view of Banco di Caribe N.V. Aruba’s next target.

6.3.1
Target group at the moment 









It is very important for the bank to know its target group, understand their characteristics such as age, gender, culture, locality, interest and occupation. These can have a strong influence on your target group’s current knowledge, skills, attitudes and behavior. Banco di Caribe N.V. Aruba does not have a specific target group currently; they target everybody that has a financial need. With financial need, it is meant that the bank is willing to take the request for all types of people with different backgrounds if they have all the papers need to apply for a loan if it is for a personal loan or commercial loan. These days the bank gives financial support mostly to people with a low to mid income. 
6.3.2
Target group (Corporate clients)

If one wants to answer the central question one has to choose corporate clients as the target group of the bank. The target group for this report is people who want to start a business or want to expand their existing one and do need financial help. All the potential clients have some similarities because they all want to start a business and need the help of a bank. The general manager said in an interview that “the bank is striving to go in this direction, trying to attract more clients for the corporate department” (H. Ignacio, personal interview, April 12, 2007). This is the reason why the target group is the clients/potential clients of this department.

This target group can be divided into 3 types which are:

· Existing clients of Banco di Caribe N.V. Aruba (Corporate Department)

· Existing companies that have a loan at one of the other banks

· New clients that are thinking of starting up a business or expand their business.   

The different ways of attracting this target groups

Before one can give the different ways of attracting this target group one should ask if something is already being done to accomplish this. At Banco di Caribe N.V. Aruba they are not doing much with Marketing. For the Corporate department, the Bank has never done advertisement. When people come to the bank, they come purely because it is an option for them or because they heard from other people about this bank and they came to try to see if they can obtain a loan.

There are different ways of attracting these types of target groups. Here below you can see some of the different ways of attracting this target group:

· By offering them better/lower rent percentage than the competition

· Have more product availability

· Good service

· Promotional aspects:

· Promoting the name of the bank and its conditions that they can offer the target groups on different websites that are of interest for this group (internet) 

· Flyers

· Advertisements in the newspapers and magazine

· TV commercials

· Billboards

· ATM standstills

· Word of mouth advertisements

· Better conditions for the clients

· Have more branches and ATM’s in Aruba

· Some inexpensive ways to attract this target group

· Sending the potential clients a mail or a letter

· On the web site

6.3.2.1

Existing clients

With existing clients, it is meant, clients that already have a loan at Banco di Caribe N.V. Aruba for their business. According to the Account manager at Banco di Caribe N.V., “The bank needs to realize that they have to do something for target group to keep this target group. The bank has to try with every means necessary to keep the existing clients. Right now the bank has problem with the total clients, (clients that have different types of loan like credit card, POS, Online banking etc.) The bank has to start to improve there existing products and of course the service in relating with every department with in the bank to try to maintain the complete client” (A. Irausquin, telephone interview, October 16, 2007).
One of the ways that the bank can maintain their existing clients is to improve their existing products and to offer the existing clients a total package. With total packages it is meant that if they come to the bank for a corporate loan they can also get a credit card, close their insurance, POS and Online banking etc. “The key to building a lasting relationship is the creation of superior customer value and satisfaction. Satisfied customers are more likely to be loyal customers, and loyal customers are more likely to give the company a larger share of their business” (Kotler & Armstrong, 2001, p. 670). “Customer satisfaction with a perchance depends on the products actual preference relative to a buyer’s expectations. A customer might experience various degrees of satisfaction. If the product’s performance falls short of experience various customer is dissatisfied. If performance matches expectations, the customer is satisfied. If performance exceeds expectations, the customer is highly satisfied or delighted”( Bolton &  Lemon, 1996, pp. 15-32). “Expectation is based on the customer’s past buying experiences, the opinions of friends and associates, and marketer and competitor information and promises. Highly satisfied customers produce several benefits for the company. Satisfied customers are less price sensitive, talk favorably to others about the company and its products, and remain loyal for a longer period”(Kotler &Amstrong, 2001, pp. 670-671). Keeping the clients also means maintaining contact with them. The bank has to do their utmost to try to help them, by every means possible. This will give them a family oriented feeling. In Aruba, this feeling is lacking at many businesses, so this why the bank should try to keep it. “When a person has a loan with the bank and he/she is almost ready to pay the debt fully, as a bank you should approach them and let them know that you thank them for choosing Banco di Caribe N.V. Aruba for all those years and offer them another loan at an attractive rate. Give the clients some promotional gift to keep them happy, when opening an account and during the year too. It does not have to be much, something small will keep the clients happy” (A.Irausquin, telephone interview, October 16, 2007).
The bank has to improve their products and keep offering them a good service and strive to be more innovative. It is imperative to develop more products to satisfy the needs of the existing clients and keep coming up with more products to make the lives of the clients easier. An example of this, is to improve the existing web site/online banking. If the bank does this, the clients will be able to do the majority of their transactions online. They can also implement an ATM machine where one can deposit money at the machine. This will make depositing much more time efficient.
6.3.2.2

Potential clients

With potential clients it is meant that they already have a loan but at another bank. What is the best way for Banco di Caribe N.V. Aruba to attract these clients? The way in which they can attract these clients is by sending them a letter or calling them and letting them know that at Banco di Caribe N.V. Aruba can by the loan from the competition and also letting them know that at Banco di Caribe N.V. Aruba offers them a better rent percentage for a commercial loan. By looking for the address of these existing businesses and sending them those advertisements of different packages especially made for them. It can also help by advertising additional information about the department and the benefits for potential clients. The advertisements can also be placed on their renovated web site. They can also make a whole package to attract clients/potential clients alongside that, a campaign attached to this idea.

The service has to be top of the line, for the clients/potential clients. With this I mean that when someone applies for a corporate loan the service has to be good, they have to feel that the person helping them cares about what is the best thing for their company. The clients have to get a quick answer on their request. If this is not possible, they should contact them and let them know the reason why it is taking more time than expected. If one wants to accomplish anything the internal communication has to be very good. Everybody working in the bank has to be informed about what the bank is trying to achieve, this can let the employees work together to get the best results possible. This will benefit everybody in the end.                                                                                                                                                                                                                                                                                                                                                         
6.3.2..3
New clients

New clients are mostly people who are starting a new company or already have one, but are in need of some financial help to renovate or to extend their existing business. 

One way of attracting new clients for this department is by offering the potential clients a good service, better than the competitors. The employees have to be friendly, always willing to help, they have to be efficient, try to form a bond between themselves and the client. By opening more branches around Aruba, it will give potential clients more liberty to choose where they want to go and not have only one possible place to go to make their transactions. They need to implement more ATM machines, now there are only 3 on the island that is from Banco di Caribe N.V. Aruba. Develop attractive packages to pull more potential clients to the bank, packages like low rates and if the client closes a loan they get a credit card with a limit of $3500. Bring more products to offer, innovative products that the client can benefit from. “Keeping your word, if you say the client will get an answer with in 3 days that means that the answer most be there with in 3 days” (Employees, questionnaires, March 21, 2007).
Marketing is also one of the main things that have to be done to attract new customers. This can happen by doing advertisements for this particular group in the form of flyers, advertisements in the newspaper; on the web site of the bank etc. all of these advertisements have to have a corporate feeling to it.
7. Marketing Research and Analysis

7.1
Competitor Analysis

The following chapter will give an insight into the current situation of the banking industry the market shares and the competition. “The Central Bank of Aruba is responsible for supervision of the financial sector. Until the enactment of the State Ordinance on the Supervision of the Credit System (AB 1998 no. 16) the Bank (itself created in 1986) considered that it did not have the tools with which to regulate banks sufficiently closely. As a result, it has been extremely choosy about admitting banking operations, and there are only two offshore banks in Aruba. The Central Bank is now encouraging the development of a larger financial sector, and will consider applications for licenses from financially sound and reputable banks that are subject to consolidated supervision in their home jurisdiction. A small number of new banking arrivals have taken place in the last few years. The minimum issued capital of an offshore bank is 5m Aruba Florins. No withholding taxes are levied on interest-bearing deposits” (Aruba offshore business sectors, “Aruba Banking” section, para. 1). The competitor’s analyses will shows which companies are the main competitors for Banco di Caribe N.V. Aruba. In this case, Aruba Bank, RBTT and Caribbean Mercantile Bank are the main competitors; these are the only banks that are located on Aruba. 
7.1.1
Aruba Bank

“Aruba Bank was founded by the late John G. Eman in 1925 in the town of Oranjestad.  At that time the Bank was known as John G. Eman Banking Department, a sole proprietorship. In 1932 the sole proprietorship was incorporated into the 
John G.Eman Bank N.V. In order to expand the banking activities even more to support the economic developments of the island, more capital was necessary which is why the Bank joined forces with another bank in 1936, and hence the name Aruba Bank was born.
In 1946, Aruba Bank opened a branch in the district of San Nicolas, in order to service the Lago Oil & Transport Company, its employees in particular and also the community in general. In 1993 Orco Bank from Curaçao bought 51% of the shares of the Aruba Bank. Today the Aruba Bank has 5 branches on the island, 12 ATMs and 145 employees. Despite the establishment of other banks which arrived later on the island, Aruba Bank has maintained its leading position and has become a full-fledged commercial bank and is still one of the largest banks on the island”(About Aruba Bank, “History” section, para.1). 
Market share

Aruba bank has a 34% of the total market share. This is the largest of all the banks situated on the island. If one compares it to the market share of BdC this is 4 times bigger.
Products
Below one can see the products that are being offered by Aruba Bank:
· Savings/Cheques Accounts

· Current accounts

· Loans

· Card service

· Other services

· Aruba Bank Online

· 25 ATM’s, Access to cash 24/7, 5 Branches

· Standing Orders

· ATM Bill Payment

· Transfer services

· Insurance services

· Safe Deposit Boxes

· Aruba Bank Phone line  181

· Information foreign exchange

· Night deposit services

· Automated Payroll Services

· Aruba Bank Online for business

· Onshore/Offshore Accounts
Platinum Banking - Enter the First Class in Banking!

This is a new product that Aruba Bank is bringing to the market. “When was the last time you felt so good about banking? Surround yourself with the luxurious convenience of jet set-style banking. Aruba Bank’s Platinum Banking is an exclusive experience that will surpass all your expectations. It’s a unique package of flexible high-end products and lavish VIP treatment. This includes your own designated skilled personal account manager, who will be at your disposal to help you with all your banking needs in the comfortable surroundings of a private office, and even at your own office. Prepare to be pampered!”(Platinum Banking, “About platinum banking – enter the first class in banking” section, para. 1). 

Approval of consumer loans takes place in a rapid manner at the branches. Customers receive special and flexible attention for all their banking needs. The bank has international ties with prominent financial institutions, ensuring complete and global services to its customers.  

Mission
Aruba Bank believes that banking is about people. Their success lies in providing their clients with the best personal financial assistance. They assist people in taking care of their financial affairs during a lifetime. Their prosperity is also a result of constantly applying core brand values.
Vision
Aruba Bank always focused on the future. They are always asking there selves "how can we build the best possible banking experience for our clients?" (http://www.arubabank.com/about_aa.php).
Always bring exciting campaigns and smart innovations. 
Core Values
They want the public to think that’s a great bank. They want clients/potential clients to enter into a lifetime relationship with them because the public know that they understand their clients/potential clients and that they work hard to give the clients/ potential clients the best possible financial assistance. At Aruba Bank they are committed to achieving this by using the following values:

· Pro-active: They act in anticipation of the customer's needs by listening, learning what his desires are, envisioning themselves in the clients/potential clients  position and adapting their products, services and attitude to maximize the clients/potential clients convenience.
· Reliable: Each customer experience should add progressively to the customers' confidence in the bank. This constant reinforcement of trust is the essence of building long-term relationships. Reliability naturally implies that the bank is solid and trustworthy.
· Professional: Aruba Bank displays the qualities that mark a high-level banking professional: knowledge, skills, experience, intelligence and constant alertness. These qualities should be applied externally and internally. Individual professionalism and professionalism between colleagues, departments and branches are equally vital to an unbeatable customer experience.
· Innovative: Aruba bank will constantly introduce new ideas, methods, products and services, or new ways of looking at them or experiencing them. Not only to stay ahead of the competition, but specifically to achieve a level of customer satisfaction and banking expertise that exceeds expectations time and again.
· Leadership: Aruba Bank has the will to excel and to be leaders in the perception of the customer. Aruba Bank are fully aware that a number one position is not something you claim, but something you deserve through visionary thinking, discipline and, most of all, hard work by every single member of the organization. Aruba Bank aims for leadership through continuous leadership in client-centered performance, not leadership for the sake of leadership.
7.1.2
RBTT Bank Aruba N.V. 

“In June 1998 RBTT Financial Holdings Limited was incorporated and the Royal Bank of Trinidad and Tobago Limited became a wholly owned subsidiary. The success of the Group's growth and geographic diversification resulted in the region's largest network of banking and financial services. The Group comprised nine commercial banks with different names, a Merchant Bank and a Trust Company. A strong corporate identity became a necessary strategy to achieve greater customer convenience and awareness of the Group. On April 22, 2002, the Group marked another defining moment, a major milestone in its rich history and tradition, and changed its name to RBTT. As a result, all subsidiaries across the region now carry the brand RBTT, including RBTT Merchant Bank Limited and RBTT Trust Limited. RBTT's tremendous growth and development (financial, technical and human) over the past one hundred years has been as a result of its ability to seek out and create opportunities in the interest of its shareholders, customers and staff.As RBTT continues in the process of evolution or perhaps more appropriately the revolution which commenced 100 years ago, it recognizes that the relationship between it and its communities is symbiotic. Building and maintaining long-term customer relationships based on mutual respect, trust, a superior service and confidence therefore remains the cornerstone of RBTT's strategy” (RBTT Bank Aruba N.V., “History” section, para. 1). “In March 31, 2003, the Bank has built a strong regional banking franchise and has also broadened and deepened its capability in financial services by investing in the long term and general insurance sector in partnership with the Guardian Holdings Group. The Bank acquired the Union Bank of Jamaica on March 22, 2001 and the name was changed to RBTT Bank Jamaica Limited on November 26, 2001. Acquisition of the ABN AMRO Group operations was completed on October 08, 2001 and in the Netherlands Antilles on November 05, 2001. The Bank’s on-shore and off-shore banking operations in the Dutch Caribbean represent its largest single franchise outside of Trinidad & Tobago, and accounts for 24.15% share of the banking market in Aruba” (RBTT financial holdings limited, “ History and business” section, para.1).        
Market share

RBTT Bank Aruba N.V.  has a 26.5% of the total market share. One can say that this is ¼ of the total market share if this is compared with the 8.5% of the total market share of Banco di Caribe N.V. Aruba this is 3 times smaller than the one of RBTT Bank Aruba.
Products

Below one can see the products that are being offered by RBTT Bank Aruba N.V.:

· Savings/Cheques Accounts

· Loans

· Card service

· Other services

· RBTT Service line

· 24 ATM’s, Access to cash 24/7

· Travellers’ Cheques

· Safe Lockers

· Night Deposit Service

· Insurance services

· Transfer and payment services- Automatic transfers, direct debits, local and international transfers, etc

· Onshore/Offshore Accounts- RBTT ban Aruba N.V. has five offices to meet primary banking needs. They offer both current, call and time deposit accounts in all major currencies, while cheque books and all major credit cards can be provided

· Transfers 

· Electronic Banking 

· Credit Card Processing 

· Commercial Lending Services 

· Trade Finance 

· Guarantees

Mission

The mission of RBTT is to excel in the creation and delivery of a comprehensive range of quality financial services through well-trained committed and rewarded staff, to achieve superior value for our shareholders and customers, and to contribute in an ethical and exemplary way to national and regional development and social progress and economic prosperity of the peoples they serve. 

Vision

To deliver to every community that they serve in financial services solutions of world class quality.

Core Values

RBTT has chosen to isolate four values and hold them up as the ones in our value-system most important to the organisation:

· Commitment to Team Work

· Ongoing drive for Excellence

· Respect for the individual

· Ethical Conduct

· Personal Integrity

7.1.3
Caribbean Mercantile Bank
Established on Aruba in 1962, Caribbean Mercantile Bank N.V. is a full service commercial bank as well as a subsidiary of Maduro & Curiel's Bank N.V. Curaçao, and affiliated with the Bank of Nova Scotia, of Toronto, Canada. For almost half a century, Caribbean Mercantile Bank N.V. has been proud to continually develop products and services that not only suit the banking needs of our customers, but also improve their quality of life as a whole. By combining innovative banking tools with the experience and youthful dynamism of their staff and an aware sense of distribution and speed of delivery, CMB’s aim’s to keep growing as the leading customer-oriented bank on Aruba. They are committed to role as an active and concerned member of the Aruban community, investing in the progress and prosperity of the people they serve. In addition to their own staff's direct involvement in projects and committees, Caribbean Mercantile Bank N.V. is an active and generous supporter and sponsor of numerous community-oriented organizations and institutions. 
Market share
The market share of CMB is the second highest of all the banks, it has a 31% market share. This is almost 4 times larger than BdC. 
Product

Below one can see the products that are being offered by CMB:

· Savings/Cheques Accounts

· Loans

· Card service

· Telebanking

· Online Banking

· 30 ATM’s, and 6 branches 

· Insurance

· Investment services, including:

· Appraisal and management of investment portfolios

· Quality investment research

· Currency hedging strategies and techniques

· Trading on all international stock exchanges 

· Live quotes from Bloomberg Information Services

· Newsletter and investment recommendations via fax and e-mail

· Trust Services, Private Banking and Offshore Deposits.
Mission

The mission of CMB is to build market share and growth by providing quality customer service through innovation, experience and convenience. 

Vision

Embrace the global market and their international financial institutions allow them to maintain their strong and secure position. They continue to reinforce those international affiliations while seeking out new partnerships to bring opportunities to foster a healthy economy and industry

Core values

CMB are committed to foster their connection to the Arabian people in all circumstances.

Innovation: constantly among the fist to bring the latest banking technology to their customers, they honour their commitment to advance, learn and explore with in this world of banking. Anticipate the needs of their customers and use innovative products and services to meet those needs “The continued success of Caribbean Mercantile Bank N.V. is a measurement of a commitment to excellence at all levels of our organization. It is manifested in the exemplary performance of our front-line staff, management team, product and service development group, Corporate Credit division, and stable ownership.
Our team expertise and services have earned us market leadership and the loyalty of an expanding customer base. Combining these with the latest in banking and service technologies has empowered us to successfully adapt and expand our solutions to better meet the needs of an evolving marketplace”(Annual report 2006 Caribbean Mercantile Bank N.V. “Spirit and Substance”, para. 1) 
Conclusion

All three of the competitors are almost every day in the media. They are very aggressive when it comes to promoting their products and services. When one bank comes up with a new campaign the other ones try to come up with a better one to compete with them. Almost every month they come up with different campaigns to boost up loans for one or two departments. The media that most of the banks are using are radios, Television, ATM’S, Billboards, Magazines, newspapers, flyers, posters, and press releases. All the competitors that Banco di Carribe N.V. Aruba have are constantly looking for the best way to improve themselves if it is by bringing new products to the table, working with other companies or just giving their employees course to improve their self and to bring the best service to their clients. All the three big competitors that Banco di Caribe N.V. has have to deal with having more than 25 percent of the total market share. The target groups of all the three banks are to attract as much clients as possible. They do not have a specific target so this will give them a larger range. BdC has to keep the family feeling that they have and the personal touch, this is very important for the clients.
The way in which Banco di Caribe N.V. Aruba can compete with the larger banks is by staying in the public eye. Constantly coming up with innovative products and or coming up with campaigns promoting existing products but making it a little more attractive for the clients. Another way of competing with the other banks is by being present at every car show and other events that the other banks will be present at. Having a fast service to offer the clients is some thing very important to the clients now a day, everything goes fairly fast. Some times at Banco di Caribe N.V. Aruba the service is not very fast, the bank has to work on this point to try to achieve that the service is faster and the employees are polite and are willing to help each client. Having at least one more branch on the island, this will be seen as a positive thing through the eyes of the existing clients. More ATM’s around the island is also important. 

7.1.4
Banks in the Netherlands

In this sub chapter one will see what the different banks in the Netherlands are doing to attract more clients for the bank.

ABNAMRO

At ABN the bank uses their web site very efficiently, putting their advertisement on the home page. Advertisements are put in the newspapers, TV and radios. They even send their flyers in the letters that one receives each month. They have a good service and are always there to help one in every thing one needs. ABN AMRO also gives back through special donations and sponsors like “Internationale Kindervredeprijs” (Press room, “ABN AMRO hoofdsponsor van de Internationale Kindervredeprijs” section, para. 1). ABNAMRO serve to benefit the interests of its customers by developing products and providing services
RaboBank Group

At RaboBank they are coming up with different ways to attract more customers now they are coming up with “Rabo mobile where one can check their bank accounts and be online and even pay a vending machine through the mobile” (Rabo mobiel, para. 1). “The Rabobank Group aims to serve the interests of its customers by developing products and providing services. The Group focuses on the relevance of the product, both in terms of function and added value, as it is experienced by the customer. The reliability of the Rabobank is the key to its relationships with customers.  The Rabobank Group seeks a long-term relationship with its customers; it is conscious of its responsibility towards the customers, who must be able to rely on the Group's loyalty. Transparency regarding rates and conditions is an important starting point; unclear and hidden clauses may not be used in contracts. Customers are not to be pressured; the Rabobank Group refrains from using improper sales motivations and methods. The Rabobank Group attaches great value to its customers' assessment of its services. It is therefore expressly open to this assessment and incorporates it into the decision-making process. The Rabobank Group aims to always take the lead in developments in the field of financial services that are relevant for the customer. The Rabobank Group accepts its primary responsibility for the continuity of its services. The resources and interests its customers entrust to it must be handled with the utmost care” (Code of conduct of the Rabobank group,”Customers and business association”, para. 1) 
7.2
Target group analysis

Findings of the questionnaire

A questionnaire was given to 21 existing clients of the corporate department of Banco di Caribe N.V. The results of the questionnaire can be found in appendix 3. This will give an insight of what they the clients about the bank and if they are satisfied. We also get to find out if they would recommend the bank to their friend family etc. This will be good information for the bank because they can use the outcome to improve themselves and to attract potential clients and retain their current clients. In the table in appendix 3 one can see the name of the companies, how long they already exist and the amount of employees that they have at the moment. It is good to see the reasons why the businesses in question chose for Banco di Caribe N.V. Aruba. A lot of them chose Banco di Caribe N.V. Aruba because of another person recommended it to them. So this is key information for the bank because if they thread their existing clients and their employees they will get free advertisement from these persons.

Most of the businesses said that they would recommend this bank to others that want to start a business. The reason why a lot of them said that they will recommend the bank is because of the good contact between them and the offices and the advice that they give.   

Some persons said that they would not recommend the bank, because the bank has to improve their services and expand their line of products. Most of the company asked said that they were happy with the services in relation to the following products; debit card, credit card and the safe deposit box, credit line, advisors, commercial mortgage, working capital credit and term loan, time frame that Banco di Caribe N.V. Aruba offered them.

Some of them asked said that this question did not apply to them. Maybe this can be an idea to approach the clients that do not have this service from the bank and to try to get them to get these services. While the clients answered this question some things came up that the bank can use to better it self. Most of the businesses asked said that they were not satisfied with the services such as cashier transfer, clearing and cheque service. With this information the bank can do what needs to be done to better this service. Almost all of the business asked if something should be changed about the services of Banco di Caribe N.V. Aruba said that the bank needs to put more ATM’s around the island.
Things that were important to some of them were that the bank has to have more branches. In this way the bank can provide a better service to the clients and come up with new product to retain the existing clients and attract more clients.

There were 2 businesses that had some different views on what should be done differently. One said that the POS/Online banking should be better and the other one said that the bank had to reorganize the Consumer department.
Total clients/ Existing clients

Right now the bank has problem with the total clients, (clients that have different types of loans like credit cards, POS, Online banking etc.) The bank must start to improve there existing products and of course the service in relation to every department within the bank to try to maintain the complete client. “What is happening right now is that for example the corporate clients come to the account managers to close a loan and they have to go to the Credit Card Department to apply for a credit card, then they have to go to the CIC to apply for a cheque book and/or an online banking. The clients have to go through different departments before they are finished. While think the Corporate Back Office should be able to do all these things for the client but the bank is not doing marketing for this department”(A. Irausquin, telephone interview, October 16, 2007).
Attracting new customers

The way in which the bank can attract new clients is by “offering better service, better products and more business development”(A. Irausquin, telephone interview, October 16, 2007)”, “making more campaigns advertising the products that the bank and also more marketing efforts for this department”(E. Maduro, telephone interview, October 16, 2007).

 How can Banco di Caribe N.V. Aruba compete with the bigger bank concerning the Consumer Credit department? “One way in which the bank can compete with the bigger banks is by way of offering the clients a better rate than the other banks” (E. Maduro, telephone interview, October 16, 2007). “One can also think about having a better and faster service and more efficiency in the department” (A. Irausquin, telephone interview, October 16, 2007).

What kind of new products/advertisements campaigns can the bank come up in your opinion to attract more (potential) clients and or to retain the existing clients? 

Difference of opinion relating to this question, the bank needs savings products that will support the banks credit growth.  Better service/contacts/communication with existing client – more incentives.

Do you think that the internal communication with in the bank should be improved to benefit a more speedy answer to the clients of the corporate department more? 

There are some people that think that there is no problem with the internal communication, this you can see back in the answers given to this question. One manager said that he finds that the internal communication should not be improved to benefit more speedy answer to the clients of the corporate department. The other one said that the communication should be more efficient and there has to be a better communication within the different departments.

Does the bank only assist up coming businesses in a specific sector or all sectors?

The bank assists all businesses in all the sectors

What are the different products that you as an account manager can offer the commercial clients? 

Overdraft Facility, Commercial Loan, Commercial Real Estate Loan, Letter of Credit, Bank Guarantee Letter, Consortium Loan, Corporate VISA Card.

Approximately how long does it take to get an answer back if you are applying for a loan?
It depends because all clients in the Corporate Department are not the same. Some need more time than others. “But an average is from one to two weeks for a small loan and three to four weeks for bigger loans” (A.Irausquin, telephone interview, October 16, 2007). “This answer can take more time depending on the speedy work of the Credit Comity H/O approval, taking into account that they meet only on Monday”(L. de Cuba, email interview, October 18, 2007).
Keeping the existing clients happy

“One thing that many of the employees coincide with is that the bank has to offer a good service to the public. Having more branches around Aruba, implement more ATM machines; take Western Union out of the Bank. When a person currently has a loan with the bank and he/she is almost to the end of their debt, as a bank they should approach them and let them know that. They should thank them for choosing Banco di Caribe N.V. Aruba for all those years and offer them another loan. Give the clients some promotional gifts to keep them happy, when opening an account and during the year too. It does not have to be much, something small will keep the clients happy. Promote attractive packages for the client, low rates, if you close a loan you get a credit card with a limit of $500. Produce more products, for example for the teenager, for small children and more.

Try to maintain the employees for a long period of time; this will give the clients a better fill of things if they handle with the same person for X amount of years. 

The employees have to be friendly, they have to be efficient, try to form a bond between the employees and the client. Always have the answer ready when you say it can be ready.

Try to keep the employees happy. If they are happy, they will bring something extra to the table. Give them some incentives from the department supervisor and from the management. The employees need more training in the area of how to deal with customers; also one should hold a meeting twice a year where every body is present where one can get to know the bank a little bit better. The chief of the department will have to have a presentation for the rest of the employees of the bank to give them a better view of what is happens in the bank with that specific department”(Employees, questionnaires, March 21, 2007).  

Introducing new products


Most of the employees working at the bank said that there is a need to promote more products, in this way it will be more attractive to existing clients and potential clients so they do not have to go to other banks. It is very nice if a client can come to Banco di Caribe N.V. Aruba and close from a loan to a savings account and more. Also the employees said in their opinion, that the bank can not stay behind, with more products come more promotions and that equals more clients. One employee said that they should think of improving the products that they currently have first, before one can think of bringing more/new products. 

Internal communication

A lot of the employees that were interviewed said that they did not feel that their opinion mattered and when they got asked if they were informed about different information, products, and special rates of the bank most of them said that they were mostly informed by the newspapers, brochures and flyers put out through the bank. This can give you an idea that between the different departments there is not always good communication. 

In the chart below one can see the outcome of the questionnaire/interview given to 57 employees about how they get their information.

It is not right that employees do not know about the different products/rates that the bank has to offer and they represent the bank. This can be solved by simply sending an e mail informing them of each activity, most of them will see this in the news paper, flyers or brochures. This will in the best benefit of the bank because the employees are the ones that have more contacts with the clients. The internal communication has to be good if you look at the corporate department because the corporate department depends on the rest of the departments. If the corporate department wants to open up an account for their customers they have to go through Customer Information, if they want to offer their clients a credit card they have to go through the Card department etc. If for one reason or the other the communication between the departments do not run smoothly the corporate department would suffer. 

Keeping the employees happy

This is one of the key things that have to be tackled, because if the employees are happy they will do their job more efficiently and effectively. Giving the employees some incentives and letting them know that the bank appreciates the good job that they are doing. 

Central Bureau of Statistics (CBS)
A research has been done by the Central bureau of Statistics to see how many enterprises have been established in Aruba true the years and in which sectors. This is of relevant information for Banco di Caribe N.V. Aruba because if one sees a pattern the bank can act on this and benefit for the years to come.

Economic Sector

“The total number of companies in Aruba increased from 3,033 in 2002 to 3,085 companies in 2003. (Services sector) and the Construction sector (Goods sector) with an absolute growth of 23 and 10 companies respectively. The latter was also the most volatile sector in 2003 with the highest exitn (13.3%) and entry (17.0%) rate. More than half (53%) of the companies in 2003 were established after 1995. Only 361 (12%) companies established before 1985 were active in the year under review. These consist for the greater part of companies in the Services sector, specifically in the Wholesale and retail trade (35%) and the Real estate, renting and business activities (15%) sectors. The type of business of the companies in 2003, 69% were Limited companies (NVs) and 24% One-man businesses. The Associations concern companies operating in Activities of membership organizations and Recreational, cultural and sporting activities, whereas the Foreign Formed Corporations consist of companies in the Architectural and engineering activities, Scheduled air transport and Life insurance activities”(Enterprises in Aruba. 1999-2003. p. 11). (*See appendix 5) “In 2003 there were 2948 small and medium-sized companies and 137 large companies (with 50 or more full time equivalent jobs). The total number of full-time equivalent jobs in large companies was 23,561 and respectively 16,494 in small and medium-sized companies. This shows a consistency with the trend of 1998 to 2002. The large companies are mainly in the Hotels and restaurants (32), Wholesale and retail trade (27) and Construction (18) sectors. The majority of the large companies are Limited companies (86%) and Foundations (6%), whereas most of the small and medium-sized companies have Limited company (N.V.) (68%) and One-man business (25%) as their legal form”(Enterprises in Aruba1999-2003. p. 12).
Companies in review

“From 1998 to 2003 the total number of companies increased with 484 companies (18.6%). This growth is largely attributed to the developments in the Services sector, and especially to the Real estate, renting and business activities, Wholesale and retail trade and Hotels and restaurants sectors with an absolute growth of respectively 143, 79 and 75 companies. Most of the companies in Aruba were located in Oranjestad East (30.7%) and Oranjestad West 27.7%). The region with the least companies was San Nicolas North with 2.7% of all companies in the period under review. If one looks at the regional distribution of companies and size of company (Large and Small & Medium), the results hardly differ. The region Paradera experienced the highest relative growth in the last five years. It is also the most volatile region with an entry and exit rate of respectively 19.9% and 13.1%. In 1999-2003 there were 130 entries in this region, of which the most were in the Wholesale and retail trade (29.2%), Real estate, renting and business activities (18.5%) and Construction (17.7%) sectors. The new companies were for the greater part (64%) Limited companies (N.V.) and one man businesses (35%) and contributed with Afl. 5.56 million in wages and salaries and 219 fulltime equivalent jobs to the Aruban economy. On the other hand, there were 89 companies which closed their businesses and produced a lost of 234 full-time equivalent jobs and Afl. 6.1 million in wages and salaries. These changes are mainly caused by exits in the above mentioned sectors.

Of all the companies in the period under review, approximately 80% (2400) had less than 20 employees, whilst only 4.5% (135) had more than 50 employees, and are categorized as large companies.  Nevertheless, these large companies accounted for 57.8% of the total full-time equivalent jobs and consisted mainly of companies in the Hotels and Restaurants and the Public administration and defence sectors. Most of the full-time equivalent jobs in the small & medium companies concerned jobs in the Wholesale and retail trade sector”(Enterprises in Aruba 1999-2003. pp. 13-14).
Interview with the employees (*see appendix 4) 
In this paragraph one can see the outcome of the two interviews that have been done with the two account managers to find out information about the Corporate Department.  

The thing that was constantly said was that Banco di Caribe N.V. Aruba has develop more products for the Customer Credit Department and with this they can try to compete with the other banks that are established on the island.

8.
Marketing Strategies

8.1
Implementing more products
Cooperation:

1. Invite some other businesses in and work together to make some special deals for the public. One can think of working with a business that is specialized in the materials needed to build a business. If a person wants to go to Banco di Caribe N.V. Aruba to apply of a corporate loan they will get for example 10% discount at that particular place.

2. One can think of putting more ATM’s around the island. Banco di Caribe N.V. Aruba has only three around the island. If the bank wants to compete with the other banks and give the clients a better service they need to improve this product.

3. Online banking is another product that the bank needs to introduce fully right now the online banking that they have is not working at the full capacity. Now the clients can only see their transactions. If the bank wants to keep their clients happy and at the same time compete with the larger banks this has to change. The bank can introduce the internet banking that is known here in the Netherlands of the ABN AMRO bank. This is a very easy to work with and this will make it more profitable for the clients of the corporate loan department.

4. 
One can even think of working with the existing products that Banco di Caribe N.V. Aruba has in house, like the insurance department. The bank acts as a broker for the insurance companies if the bank can work together with one insurance company they can come up with an attractive percentage that the person applying for the corporate loan can benefit form. You can even make a whole campaign of this.

5. 
Offer the clients that are applying for a corporate loan automatically a credit card. This will attract more customers. You can even give the already existing clients a credit card. 

Reorganize the group:

1. Reorganize the team of Banco di Caribe N.V. Aruba, use more and excellent full-time employees, this will establish a good relationship with the existing clients. Be effective and efficient!

2. Try to let the account manager of the corporate department do more like ask for a cheque and or a credit card for so to facilitated the way for the clients.

8.2
Compete with the larger banks

Before Banco di Cairbe N.V. Aruba can think of developing more products they have to look if it is possible to compete with the larger banks. It is possible to compete with the larger banks because this is a small bank and it can grow through the years. The bank has to see with the Central bank of Aruba if they can grow more than 5% per year, because the other banks also get 5% percent per year. This means that the bank can not grow sufficiently to compete with the larger banks that are established on the island. If this is accomplished the bank can start in seeing what they can be improved. Improving the existing products that they already have in house, like the ATM’s, Credit cards, online banking is a good way to start. Marketing plays a very big part in attracting more customers to the banks. The other banks invest a lot of money each year to band their self in the publics’ eye. They are always coming up with new ideas to attract them.  Banco di Caribe N.V. Aruba has to be willing and able to invest a great sum of money in marketing to compete with the larger banks.
Recommendation/Conclusion
This report shows that each year more and more people apply and get a loan to start a new company or to renovate the existing one. It also shows that Banco di Caribe N.V. Aruba has very strong competitors to deal with. They have the innovative products, good, services, and low rates to offer the clients. They also donate back to the community; this is an excellent way to promote themselves with out addition costs. 

If Banco di Caribe N.V. Aruba can grow more then 5% per year it can have a chance in competing with the other banks. This means that they will have more money to lend to clients, because right now the range is not so large and if you have a couple of big businesses applying for a loan the bank can not give them the loan because the bank does not have the sufficient money needed. If this is accomplished then it is possible to grow and compete with the leading banks in Aruba and attract more customers for the corporate department. But one has to keep in mind that this cannot be done without effort put into the bank itself. The employees are a key factor; the service that Banco di Caribe N.V. Aruba offers has to be flawless. Also the bank has to bring more variety to the table, they need to improve the existing products first, and then bring more products to offer the customers and also make good packages that will attract the potential clients and the existing clients to the bank.

The way in which Banco di Caribe N.V. Aruba can attract more customers is by doing more marketing for the corporate department. “Marketing deals with customers, understanding, creating, communicating, and delivering customers value and satisfaction are the very heart of modern marketing thinking and practice. Marketing is the delivering of customers’ satisfaction at a profit. The twofold goal of marketing is to attract new customers by promising superior value and to keep current customers by delivering satisfaction”(Kotler & Armstrong, 2001, p.5). 

Marketing plays a big part in promoting the bank and so attracting more customers. The bank has to come up with promotional plan (what types of media they want to use) for the whole year and give a budget on how much they want to spend.  The best way to promote the corporate department is the old fashion way this is done by newspapers, TV and radios. The budget of BdC is not very large so they have to use these to get the best. The bank can work together with other businesses and together they can make a nice package for the clients.
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