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Executive summary

This paper was written in order to come up with the solutions for the marketing strategies of the international department of the departments of Haute-Vienne and Creuse of The Banque Populaire Centre Atlantique. 

In the primary research, a major problem was defined and the central and sub-questions were formulated. The internal analysis, which includes company profile and current marketing strategies of the bank, showed that the main problem is the insufficient number of services provided in English. 

Moving further, the external analysis was meant to look through the external aspects which influence the performance of the international department. Firstly, the target market was analyzed, using a survey among the existing international clients of the bank and the expert consultations. Thus, it became clear who is the typical international client of The Banque Populaire, which new target groups, namely a ‘periodical’ client, could be reached and what a foreign customer expects from his French bank, e.g. brochures and website available in English. Secondly, the competitor analysis served as an indicator of the ability of The Banque Populaire to beat its competition and improve its weak points. It turned out that the bank has got quite a strong position on the French market with the need for improvement in the English speaking services area. 

The SWOT analysis and Marketing mix added up the missing points in the marketing analysis and summarized the internal and external aspects in order to be able to continue with the recommendations. The SWOT gave a very detailed description of the strengths, weaknesses, opportunities and threats and the corresponding strategies were suggested, such as hiring staff with good language skills.

In the final part of the paper five recommended steps are described. They are supposed to update the existing marketing strategies of the bank. The international department should focus on increasing the advertisement by means of improving the website, distribution policy of the brochures and the policy of hiring the staff.  

Hopefully, this paper with its analysis and recommendations will be useful for the international department of the bank and will serve for increasing the number of foreign clientele.
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1.Introduction

After a five-month internship in the French bank which is called Banque Populaire Centre Atlantique I managed to get an insight into its structure, organization and functioning. I worked together with the English speaking advisor and got interested in some aspects of his work with international clients. I decided to conduct a marketing research on the topic “International clientele of the departments of Haute-Vienne and Creuse of Banque Populaire Centre Atlantique”. The purpose of this research is to have a look at the foreign clients of two groups, namely Haute-Vienne and Creuse. The reason of such an interest is the fact that the two mentioned French departments are populated by the foreign residents to the great extent.
By March 2009, two banking groups had around 2800 international clients, with biggest concentration in Creuse and more than 2000 of them were of a British origin. The potential of increasing the number of foreign clients is quite high but it should be defined which are the best ways of attracting the clients, promotion of services and dealing with competition. Therefore, the central question is formulated as follows: How could the number of international clients of the Banque Populaire Centre Atlantique (groups- Haute-Vienne and Creuse) be increased and maintained?
First of all, it is essential to look at the company itself, its presence on the market, its services and its ability to serve the international clients. One of the sub-questions to be answered: What are the ways of attracting the clients used by the bank nowadays, are they effective?
Through further research, which included conducting interviews and spreading the questionnaires it will be seen how to attract the potential clientele. Competitor as well as DESTEP analysis will be able to help to get the answers to the question “what are the alternative ways of attraction of new international clients?”
Before thinking about how to attract new clients, it is important to know how to develop the relationship with existing ones. That is why the detailed target market analysis and marketing mix have been produced.
To sum up, every chapter of this document serves to one and only goal - to answer the central and the sub-questions in the best possible and effective way.
2.Company profile

2.1 Banque Populaire

The Groupe Banque Populaire is a French Group of cooperative banks. It is controlled by 18 regional banks, CASDEN Banque Populaire and Crédit Coopératif. “The Banque Populaire provides banking, financial and insurance services for a broad client base of individuals, tradespeople, farmers, businesses and banking and financial services groups.” (Banque Populaire Group 2006 registration document, 2007, p.4). 
The Banque Populaire was created by André Jean Lasserand in 1878. The reason for the foundation of the bank was to offer banking services to people of special professions: entrepreneurs, craftsmen, merchants and persons of liberal professions. Back in old times, people of these professions did not have the same access to all banking services as other clients of the big banks (Wikipedia, n.d., “Banque Populaire,” para 3). Nowadays, The Banque Populaire is a well-established bank for any kind of customer, with good reputation on the market place.
 Groupe Banque Populaire claims to have: 
· 3,200,000 shareholders

· 7,000,000 clients 

· 3000 branches in France 

· 35000 employees

· 400 experts dealing with international clients

· a presence in more than 70 countries  (Banque Populaire, 2007, “Entreprises: Offre a l’international,” p. 2 ).
· 7,5 % of a market share (Banque Populaire Group, 2007, “Robust Performance in 2006,” p. 3).
Banque Populaire Centre Atlantique is one of the 18 regional banks of the French Group of cooperative banks - Groupe Banque Populaire. 

Geographically, Banque Populaire Centre Atlantique occupies the territory of south-west France. Furthermore, it is divided into different banking groups which correspond to the names of French departments.
	Financially, 2008 was a hard year for Banque Populaire due to “the intense competition, an unfavorable interest rate environment and economic crisis. However, the retail business managed to maintain its commercial performance.” The following table will show the financial results of the previous year. (Group Banque Populaire, 2009, “Press Release,” p. 2).
In € mn
	2008
	2007

	Revenues
	5,841
	5,839

	Gross operating income 
	1,970
	2,181

	Operating income
	1,443
	1,793

	Net income
	1,101
	1,340


Figure 1: Financial statement Banque Populaire 2008
2.2 Recent changes
In 2006, Groupe Banque Populaire created a new company with another French cooperative banking group, Groupe Caisse d'Epargne in order to create Natixis. The new Investment Bank is the result of the spin-off of the two Investment Banks of the two groups: Banque Populaire's Natexis and Caisse d'Epargne's IXIS Corporate and Investment Bank. Natixis is equally controlled by the two groups. Initially, Banque Populaire now owns 34.5% of Natixis’ share capital. Nowadays, “Natixis is a key player in the European banking industry,” with “large customer bases and a strong international presence.” (Banque Populaire Group 2006 registration document, 2007, p. 4).
Following its strategy of expansion in the residential property service sector, in 2007 Banque Populaire acquired a 60.93 stake in Foncia, the leader in residential real estate management services in France (Groupe Banque Populaire, 2007, “Press release,” para 3).
In October 2008, the group announced plans, since approved by the French government, to merge with Groupe Caisse d'Epargne. The companies intend to retain their separate retail banking brands and branch networks (Wikipedia, n.d., “Groupe Banque Populaire,” para 4). The actual merge took place in February 2009, but the question of the head of the enlarged company still remains open.
The Banque Populaire is considered to be one of the biggest French banks and thus competitive, with its loyal clients and well-established network. With the merge with the Groupe Caisse d'Epargne it will become the second largest French bank.
2.3 International presence

The Banque Populaire is present in more than 70 countries in the world by means of the bank’s international branches, the branches of Natexis (see the previous section) and partnerships. The most developed strategic partnerships exist thanks to:
· BIAT, private bank in Tunisia

· BICEC, bank of Cameroon

· BCI, banking network in Congo-Brazzaville

· Volksbank International, the network of 250 agencies situated in Bosnia-Herzegovine, Croatia, Romania, Czech Republic, Ukraine, Serbia, Slovakia and Slovenia (Banque Populaire, 2007, “Entreprises: Offre a l’international,” p. 5 ).
The following map will show the reader the disposition of The Banque Populaire in the world.
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Figure 2 : International presence of Banque Populaire

(Banque Populaire, 2007, “Entreprises: Offre a l’international,” p. 8).
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2.4 Banque Populaire Centre Atlantique
Figure 3: Organization chart BPCA
Banque Populaire Centre Atlantique (further BPCA) is one of the 18 regional banks which control a French Group of cooperative banks - Groupe Banque Populaire. It is “autonomous, fully-fledged bank providing their customers with a local service through a full range of banking and insurance products and services.” (Banque Populaire Group 2006 registration document, 2007, p. 4). 
BPCA belongs to the Group Banque Populaire, the forth French banking group. BPCA was born on the 13th May 2003, the fusion of Banque Populaire du Centre (created in 1919 at Limoges) and the Banque Populaire Centre-Atlantique (created in 1921 at Niort).

It is a regional bank found in nine departments – Creuse, Corrèze, Haute Vienne, Dordogne, Gironde, Charente, Vienne, Charente-Maritime and Deux-Sèvres (Creuse News, 2009, “Banque Populaire,” para 3-4).
In numbers BPCA look like this:

· 1000 employees

· capital- 88174000€
· 205000 clients, which of them

· 168000 private

· 31000 businesses

· 6000 association 

· market share (credits) 6.2%

· market share (deposits) 5.8%

BPCA operates in the different markets with different target groups, namely: Private, Businesses and Agriculture, Companies, and Patrimonial Market. The international clientele is represented in all of the mentioned markets with the majority of clients holding private accounts and using bank’s services for personal matters. 
2.5 Objectives 2009

Every year BPCA publishes a so-called Plan d’Action Commercial (Plan of action) where it indicates its main goals and objectives for the following year which at the same time have a link with the mission and the vision of the bank. For each market the objectives for year 2009 have been formulated:
· Private: 

· make at least one appointment a year with every client
· attract new targeted clients

· equip all the clients with the “relation convention” (contract)

·  be aware of  client’s needs of the personal loan
· Business and agriculture:
· make at least one appointment a year with all the clients

· attract new targeted clients

· equip clients with the contract as early as from the very beginning of the cooperation

· assure all the financings of the privileged clients

· Patrimonial:

· attract new well-off clients

· make regular appointments with the patrimonial and well-off clients

·  sell the totality of the patrimonial offers

· Companies:

· increase the number of professional clientele 
· establish good contact with the heads of the companies-clients. 

(Groupe Banque Populaire, 2009, “Plan d’Action Commerciale 2009”).
As it is seen from the year’s objectives, the main priority is to attract new clients and develop the relationships with existing ones. For the employees of BPCA, it is essential to meet all their clients personally, to offer them the best personalized service and keep the clients loyal to their bank. Everything is built on the personal communication, good knowledge of negotiation and ability to make a perfect presentation of the bank’s products and services in order to finally sell them.
2.6 Haute-Vienne

The largest banking group of BPCA is Haute-Vienne with its:

· 105 employees
· 34300 clients, which of them
· 28000 – private

· 5400 – businesses

· 900 – associations
· 1010 international clients
· 15 ATMs

· market share (credits) of 6.8%

· market share (deposits) of 7.5%
It consists of 16 agencies which are spread in the areas of Limoges (the capital of Limousin region of France) its suburbs and Haute-Vienne department. The office of the direction of the group is situated in the suburban area of Limoges, called Panazol. The personnel working at Panazol consists of the director of group Haute-Vienne, the person responsible for international clientele, two persons dealing with fortunate clients and an agriculture expert. All those five men work together and monitor all 16 agencies of the group.
From the desk research it was indicated that half of the 8000 British residents in Limousin lives in the north of the department of Haute-Vienne (Conseil régional du Limousin, 2006, “L’accueil et installations des Britanniques en Limousin,” p. 4). Therefore, it gives not less than 4000 opportunities to attract the new international client. 
2.7 Creuse

Creuse is a much smaller group of BPCA than Haute-Vienne. However, its position in a rural zone of Limousin region, with no big cities in the area, serves to the successful attraction of the big amount of international clientele. The group Creuse has:

· 42 employees

· 15617 clients, which of them

· 13146 – private

· 1270 – business

· 802 – associations

· 1620 international clients

· eight ATMs

· market share (credits) of 7.7%
· market share (deposits) of 9.13%
The group consists of eight agencies which are spread around by the same principle as the agencies of Haute-Vienne. The office of the director of the group is situated in the capital of the region, Guéret. The director works together with his assistant, an agriculture expert and a person dealing with fortunate clients. There is no representative in charge of international clientele as there is only one person for two groups doing this job. And this is the main reason for my research of both groups Haute-Vienne and Creuse. 
2.8 Bank’s products and services
Each agency of BPCA offers its French and foreign clients wide range of services and bank products. Here is the list of the most purchasable products and used services by the client of BPCA:

1. Accounts : 

1.1 savings

1.2 current
1.3 business

1.4 joint (with a partner and/or family members). 

2. Loans:

2.1 for personal needs

2.2 to businesses

3. Mortgages

4. Savings deposits

5. Insurances (car, house, life, health, business, etc.)

6. Online banking: 

6.1 Cyberplus

6.2 Minitel

7. Payment services:

7.1 Transfers:

7.1.1 international transfers

7.1.2 automatic funds transfer

7.1.3 occasional, fiscal or social transfers.

7.1.4 automatic payments

7.2 Bank cards:

7.2.1 Visa Classic, Visa Electron, Visa Infinite, Visa Premier, Visa Plus.

7.2.2 Carte budJ

7.2.3 Cartes Eurocard, Foot Eurocard-Mastercard

7.2.4 e-Carte Bleue

8. ATMs ( available to all card holders 7 days a week from 6am to 11pm)
9. English-speaking services
Explanations and clarifications of the listing above: 

Point 1. In order to open a French bank account, any foreign client has to present to the bank the following documents: copy of passport, an original of a recent utility bill showing the main residence address, copy of the two most recent monthly bank statements (if applicable). 

Point 4. There is a wide range of types of savings deposits which could be chosen depending on a client’s profile, needs, preferences, with different interest rates, terms and conditions.
Points 6.1 and 6.2. Both of the services permit to check one’s account and perform banking operations via Internet.
Point 7.1.2. It permits to move funds from account to account on a fixed date, it concerns amounts not overlapping 1000€ (for private accounts) and 3000€ (for business accounts).
Point 7.1.3. Those kinds of transfers permit to move the funds from account to account by demand of a client.
Point 7.1.4. They make it possible for the bank’s clients to pay their monthly engagements by means of automatic, pre-scheduled transfers (would it be a rent, loan, insurance, telephone bill, internet, etc.)
Point 7.2.1. The owner of one of the Visa cards can withdraw cash from his account, pay for his purchases in France as well as abroad. The Visa cards give the right of a fixed overdraft.
Point 7.2.2. To become an owner of such a card, the client should be 12-17 years old, the maximum withdrawal per month is 300€.
Point 7.2.3. They have got the same characteristics as Visa cards, plus it allows the owner to benefit from various advantages thanks to an exclusive offers.
Point 7.2.4. This is a specifically developed service to reassure the purchases on Internet without communicating the number of a bank card.
Point 9. On the entrance door of every branch of the bank one can see a sticker “ENGLISH SPEAKING.” Telephonic, e-mail consultations are provided as well as in-person appointments.
3. Current marketing strategies of the bank
Due to its attractive geographical position for the migrants, BPCA is proud to have around 8600 international clients with 2630 clients (31 March 2009) in the Creuse and Haute-Vienne groups. 
To be considered as an “international” client of BPCA, one must be born in one of the following countries: Great Britain, Holland, Ireland, Belgium, USA, Canada and Australia. So, as seen, the classification of the clients is based on their country of birth and not on their nationality which can be considered as quite a weird choice as it may cause certain complication (e.g. French citizen born in Holland is considered as an international client), however, it is rarely the case. The great majority is represented by British, the 2nd place takes Holland and the 3rd – Belgium.  
In order to attract new international clients, the representatives from the bank use various ways of promotion. 
The first one is a so-called “word of mouth.” During the meetings with the existing clients, representatives in charge of international clientele asks his interlocutor if he/she has any friends or family members who wish to open a French bank account and suggests the services of BPCA. He also distributes different brochures printed in English and in French which describe in simple words the principles of French banking system. The experience shows that it is rather effective way of promotion.
The second and the most successful way of promotion is to get in contact with the associations, organizations and professionals that work with and are created for the migrants. Those are:
· estate agents
As it has already been mentioned earlier in this paper, migrants (particularly, British) are attracted by the opportunity to buy a cheap house in the Limousin area and that is when they might be in need of a local real-estate agent. Furthermore, when they get in contact with the agent, in case of a need of a mortgage, he proposes his clients to use the services of BPCA.

· settlement assistants

They are there to help new-comers to successfully settle in the foreign country. The settlement assistants provide help, give advice and any information concerning everyday life, including French banking and insurances. Therefore, it is very important to make contacts with these assistants as they are the direct tool of attracting new foreign clients. The biggest associations in the Limousin area  are: “Welcome en Limousin”- “a group of tourist and economic partners coming together to better welcome you and offer you the services you need” (Welcome en Limousin, n.d., “Welcome,” para 5); “J’arrive à Limoges” association – “If you are new to the region, if you have left your country of origin, if you are far away from your family and friends, and if you wish to meet new people, you are invited to join us at "J'Arrive à Limoges” (Welcome en Limousin, n.d., “J’arrive à Limoges,” para 2); The Ambassador’s Club – “this Club is made up of British people who have integrated successfully in Limousin and of French people who work to create links between the two communities (Welcome en Limousin, n.d., “The Ambassador’s Club,” para 1). 
· accountants 
Contacts with accountants in most cases are used to attract the business clients.
· newspapers for English-speakers
There is a great opportunity to advertise the services of BPCA on the pages of local newspapers released for the English-speakers. BPCA has already appeared on the pages of “Limousin Life” and “Creuse News” where Guillaume Texier, the bank’s representative in charge of international clientele, gave several interviews about the French banking system and services of BPCA. These newspapers are free of charge and they are also available on-line.
· governmental organizations. 
The governmental organizations taking an active part in developing businesses (including those of foreign residents) are Chambre Régionale de Métiers et de l'Artisanat du Limousin and Chambre de commerce et d'industrie de Limoges et de la Haute-Vienne. Being in partnership with such organizations has got a great deal of advantages, for example, organizing joint seminars for the English-speaking businessmen on the topics of setting up a business in France, getting a business loan, financing and so on. The representative of BPCA gives a Power-Point presentation, answer the questions and offer the businessmen to work with his bank. 
The third way of promotion is the bank’s website and publications in the Internet. There are certain pages of the websites www.banquepopulaire.fr and www.centreatlantique.banquepopulaire.fr available in English, as well as annual reports, some press releases and other documents. Also, BPCA places advertisements on the websites such as www.angloinfo.com, which is “the world's top network of websites for English-speakers living abroad”. In the section Limousin Banks and Banking we can see advert of BPCA inviting to use its services by contacting one of its representatives:
- · Banque Populaire Centre Atlantique · -
	Banking services in English. Opening a french bank account, mortgages, loans, insurances and investments. Please contact Guillaume TEXIER on 06 72 61 16 29 or at guillaume.texier@centreatlantique.banquepopulaire.fr
	


Figure 4: BPCA example of advertisement

(Angloinfo, n.d., “Limousin Banks & Banking”).
4 Strengths and weaknesses

As we have looked at the internal analysis of the bank on the previous pages, main strengths and weaknesses affecting the functioning of the company can be formulated. 

Strengths: 
1. Proved reputation on the market place 

2. A well-established network of loyal international clients using services of BPCA ever since they moved to France

3. Successful promotion campaigns for and in order to attract the international clientele

4.  Good location of the branches of BPCA spread in Haute-Vienne and Creuse departments in the main city-streets, in suburban areas, on the crossroads, next to big stores, etc.
Weaknesses: 

1. Lack of personnel with English language skills

2. Not enough personnel dealing only with international clients

3. Poorly-developed website in terms of English-language version availability.
5. Problem statement
The main goal of this paper is to answer the question: How could the number of international clienele in the departments of Haute-Vienne and Creuse of the bank be maintained and increased?
The general problem is insufficient number of services provided in English. Firstly, it considers such a powerful tool of attraction the new clients nowadays – website. The French version of the website of the bank is rather vivid, contains loads of information for clients, has got animation and other means making the website interesting and attractive for the new, potential and old customer of the bank, whereas the English version is poor at information and has got almost no animation. Moreover, the English pages are not easy to find among other tens of web pages. Plus there is no icon with British flag on the welcoming page directly switching on/off English version. 
Secondly, another problem is the direct informing the international clientele of the service by means of brochures. These brochures are only available at the office of the person in charge of international clients and in offices of some bank’s clerks, whereas the stands in all the braches contain only brochures in French. Therefore, a foreigner with no or basic level of French coming to the closest branch of BPCA can not get essential information of the bank from the source people tend to trust. 
Thirdly, the lack of English personnel is obvious. There is only one person in charge of international clientele in two departments with approximately 2630 foreign clients and 24 branches. He is the only one who can give professional telephonic and e-mail consultation in English. In most of the cases the personnel is only able to welcome the English-speaking client and give him the coordinates of the person in charge. 
Finally, all those problematic factors stand on the way of more dynamic development in the field if international clientele. They have to be overcome and suitable solution will be proposed to fulfill this goal. 
6. Marketing research and analysis. 
6.1 Target market

In this sub-chapter I would like to pay attention to the foreign population residing on the territory of BPCA and in particular to a profile of typical international client of BPCA.
6.1.1 Foreigners in Limousin

It is essential to look at the number, characteristics and activities of the foreign residents in the French department of Limousin in order to indicate the main target groups and the tendencies of growth of foreign population. In general, I will focus on the foreigners of the British origin as the vast majority, mainly 90% of the total number of international clients of Haute-Vienne and Creuse, come from Great Britain. The most internationally populated areas of the two departments are St. Yrieix and Bellac in Haute-Vienne and Souterraine in Creuse. The following information in this chapter was collected by the means of desk research.

The first positive factor is that British population of Limousin is stably growing. By 1999, there were 1026 British residing in Limousin, by June 2006, the number grew to 8000, which gives us 211% of British population growth in seven years. However, only 40.5% of those 8000 British have permanently settled in Limousin, for the other 59.5% Limousin is a second residence after their homes in Great Britain. But still we have to consider all the British residents in Limousin as the potential target group because foreigners tend to open French bank accounts when they posses a property in France. 
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Furthermore, I would like to present a graph which shows the age and sex of the British migrants: Figure 5: Migrants’ age/gender graph

(Conseil régional du Limousin, 2006, “L’accueil et installations des Britanniques en Limousin,” p. 9).
From this graph we can see that the majority of migrants is of the elderly age, the proportion of gender is almost 1:1. This data together with other sources of information (will be mentioned later) allows me to describe an average British migrant: it is a couple aged between 50 and 70 years old who decides to move to the rural France, in search for peace and quite environment, who wants to spend the pension-time away from the noisy mega cities. However, I would not limit myself only by one description. The graph and studying the accounts of the international clientele of BPCA during my internship gave me an overview of another category of migrants in Limousin region of France. They are families with children who left their home-country to begin a new life and/or probably start their own business. 

Talking about businesses, there are 548 British bosses of the companies in Limousin in the sectors of agriculture, small businesses, tourism, services, house-building. The following graph gives more detailed information in percentages: 
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Figure 6: Businesses of British migrants graph

(Conseil régional du Limousin, 2006, “L’accueil et installations des Britanniques en Limousin,” p. 10).
This graph is useful when targeting the potential business clients, their potential needs and abilities can be previewed. Therefore, the most effective way of promotion of BPCA’s services for the international business clients can be more easily defined.  
Furthermore, I would like to mention the reasons of migration of British to the Limousin region:

· to get away from the noise and pollution of the big cities, therefore

· attraction by the rural style of life, “rural paradise” that Limousin region can offer

· attraction by the climate, beautiful nature, French cuisine

· one of the lowest real estate prices in France

· geographical proximity 

All these reasons have been motivating British citizens to move or at least to buy a second house in Limousin since 1980es (Conseil régional du Limousin, 2006, “L’accueil et installations des Britanniques en Limousin,” p. 13).

Thanks to the development of the cheap international transport, the number of migrants is still growing. In particular, the Limoges airport makes a contribution in attraction of new British migrants by setting up in 2009 new cheap flights from and to Great Britain.

4 NEW FLIGHTS TO GREAT BRITAIN
EDINBURGH FROM 28€* (STARTS 31st MARCH)
BOURNEMOUTH FROM 10€ (STARTS 2ND APRIL)
LONDON-LUTON FROM 10€ (STARTS 3RD MAY)
BRISTOL FROM 28€* (STARTS 2nd JULY)



(Aéroport International de Limoges, 2009, “Latest news”).
6.1.2. Existing target groups  
Based on the internal analysis, the information from the bank’s staff and from the questionnaires distributed among 30 existing international customers, the profiles of typical international target groups were made.
6.1.2.1 Profiles 
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The first group consists of clients from the Anglophone countries, in most of the cases from Great Britain. This fact is supported by the results of the questionnaire shown in the graph:
      Figure 7: Nationalities of international clients
They are married, they are elderly-aged (between 50 and 70 years old) and consequently they are retired. They have university or college degrees.
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Figure 8: Age of international clients                            Figure 9: Education of international clients
They buy property in France and live on their pension. Their knowledge of French is basic or intermediate. The people of this group live mostly in the countryside. 
2. The second target group is Anglophone families with children who use joint accounts for all family members. They come to France either to find a job or create their own business but settling down in France is essential. The families also prefer living in the villages or in the suburbs of the cities. They consist of two parents and two children who attend middle-school, besides, some of the children are born in France. Parents are about 30-40 years old. They have university or college degrees. Parents’ knowledge of French is intermediate, children start speaking fluent French rather fast. Moreover, the results from the questionnaire state that 14 out of 30 respondents consider their knowledge as intermediate and 10 of them belong to 26-40 and 42-55 age groups. 
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Figure 10: Level of French of international clients
3. The third target group is a sort of an outcome from the second one but it consists only of businessman. These are foreigners who own their own business in France. They open business accounts at BPCA, take business insurance and start-up loans. The following graph illustrates the professions of the respondents of the questionnaire. 
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Figure 11: Professions of international clients
This target group is quite large and continues growing as the reputation of BPCA services for professionals is known to be very good. 
Besides the described above profiles BPCA has got clients whose residence in France is secondary and they use their French bank accounts only when they are on vacation. Thus, such accounts during nine months of the year are inactive and clients use a minimum of bank’s services. But as long as France is the first tourist destination in the world, such ‘periodical’ clients should also be taken into serious account by the international services of the bank. Every time the client gets back to his secondary residence on vacation, he is need of a bank service therefore this service has to be offered by BPCA rather than by the competitor. In order to choose and continue using the services of BPCA while staying in France, the bank’s services, products and prices have to correspond to the specific needs of an international client.  The conclusion is that bank has to develop the relationship not only with its permanent international clients but also with ‘periodical’ clients who by the time have a big possibility to become loyal clients of BPCA.
6.1.2.2 Satisfaction of existing clients 
In this section we have to look at results of the questionnaire that have not been mention yet. These results will show the existing international clients’ opinion and level of satisfaction with services and functioning of BPCA. 

On the question “Which factor do you think is the most important when considering French banking services?”, there was no strong majority in favor of a certain point, with a difference of one vote the factors took their places as follows:

1. Quality

2. English-speaking staff

3. Location 

4. Price (interest rates)
Consequently, all the factors are of the same importance for the international customers and should be equally considered when choosing a marketing strategy.

The next two, similar in structure, questions give interesting results. All 100% of respondents claim that the level of their satisfaction with services provided in English at BPCA is high and very high with ratings of eight, nine and 10. However, the level of satisfaction with information provided in English on bank’s web-site and brochures tends to be medium (63% of respondents gave a rating of six and lower). So the customer obviously lacks the information he could get from other source than the English-speaking advisor. 

Furthermore, answering the next question international clients complained that there is a lack of brochures in English (29 responses), the lack of information on the web-site (24 responses) and the lack of English-speaking staff (seven responses). Moreover, in the field, where the respondents could express their own opinion on the lack of services provided in English, some suggested monthly financial statements, insurance details, on-line banking in English, etc. 
The last few open-questions were answered rather positively by the existent clients of BPCA. They highlighted the good quality of service, friendliness and politeness of the personnel and ease of starting an account.    
6.1.3 Potential and new target groups
In the previous section I have touched the topic of a ‘periodical’ client and I am strongly convinced that bank should also work in this direction. Firstly, this potential target group is very promising due to the tendency among British people to move to and settle down in France and it is even easier when they have already had houses there. Mostly, it concerns elderly retired people. Secondly, the described profile can be viewed as a new target group when we talk about foreigners planning to buy a vacation house in France. Here, the possibility of offering mortgages and household insurances is obvious. 
Another potential target group has formed recently. Due to the world economic crisis, British, who own a property in the south of France, sell it because of high prices. They buy new houses in the regions where it is cheaper and as we have seen from the sub-chapter “Foreigners in Limousin”, the prices in the region are the lowest in the entire France. This fact determines the choice of the potential clients of BPCA. 
Last but not the least, not much work is done in favor of conquering new target groups. One of the questions from the questionnaire asks for how long a client has been using the services of BPCA. The answer reflects in the following graph:
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               Figure 12: Duration of being a client of BPCA
As seen, a small percentage (13%) represents the new clients and those, who became the bank’s costumers less than six months ago, there were not at all among the respondents. It means that current marketing strategies of the bank have to be revised and new ones need to be developed in order to attract new target groups. 
On the other hand, there is the positive result concerning the loyal customers of BPCA (60% of respondents. The stable relationship between the bank and the client is well-maintained but in terms of high competition there are always steps to improve the situation. 
6.1.4 Conclusion

Not to be forgotten, that international clients are already a separate target group if we look at the bank’s target market where we consider all the clients residing in France (mostly French citizens). Therefore, bank is aiming practically at any foreigner needing French banking services. Better and clearer separation into subgroups should be done by the regional international marketing services when approaching a foreign client. It will allow designing special programmes and promotions for people with certain profiles. 
 6.2 Marketing mix
Product/Service. BPCA is a local, independent bank, all its groups and each agency are there to offer its customer financial, banking and insurance services and products. Among them: loans, mortgages, savings deposits, bank cards, insurances, transfers. Periodically new services with promotional prices and special conditions are launched to all the clients or to the specific target groups. One of the most recent and very successful innovations in this area is the Livret A that was launched on the 1st  February 2009. Livret A is “a savings account where the rate of interest is fixed by the government. Maximum investment is 15,300 Euros per person with an interest rate of 2.50%” (Creuse News, 2009, Banque Populaire, para 13). 
Price. Hereby, I would like to present the examples of the average interest rates for some of the services of BPCA:

	Name of service/product
	Interest

	Loan for personal needs
	5%

	Mortgage


	4.20%

	Saving deposit < than 3 years

	1.75%

	Saving deposit 3-5 years

	3.5%

	Life insurance 

	4%


Figure 13: Interest rates of BPCA
Place. The head-office of the BPCA is situated in the center of Limoges. The 16 agencies (i.e. branches) are spread strategically over the city area (seven agencies), suburban towns and few others cities and town in the French department of Haute-Vienne. There is also one more agency, called Ambazac, which is considered to be a periodical one because it is only open on Tuesdays and Saturdays from 10.30 am to 12.15 pm. The Creuse group consists of eight agencies, three of them have got different opening/closing schedule. Guéret, the capital of the Creuse department, has got two agencies; the rest can be found to the north and to the south to the main city (see the map below). 
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Figure 14: Location of the agencies in Haute-Vienne and Creuse
The location of the branches is quite convenient and easily accessible to the customer: in the center of the cities they can be reached on foot by the pedestrian paths, other locations are accessible by car. All in all, the agencies are spread in regular intervals through out Haute-Vienne and Creuse.

There is a direct connection between the total number of foreign residents in the mentioned departments and the number of international clients of the two groups. As we know, that British prefer to live in the rural areas, away from the big cities. This explains the little number of international clients in Limoges and Guéret areas and suburbs, meanwhile St. Yrieix, Bellac, Souterainne and Aubusson are proud to have the majority of foreign customers (the cities are marked with the British flag on the Figure 14). 
Promotion. Establishing permanent contacts with various organizations working with foreign residents, “word of mouth” are the most frequently used ways of promotion used by BPCA to attract the international clientele. Also, BPCA participates in the trade-fairs organized for British residents.  However, there is a lack of information in English about the BPCA available on the bank’s website, as well as insufficient number of brochures in English available on the special stands in the agencies. Moreover, compared to the other banks in the region, BPCA has not got enough advertisement on the television and the posters of the bank appear very rarely on the streets. Finally, there is only one person for the groups Haute-Vienne and Creuse, a representative of the BPCA in charge of international clientele, who deals with the promotion and make a research on the prospect foreign clients.  
6.3 SWOT matrix analysis. 

In order to formulate the detailed strategies, the Strengths and the Weakness of BPCA, on the one hand, and the Opportunities and the Threats on the other hand are going to be confronted: SWOT matrix analysis. The internal and the external analysis of the company and its environment are the sources for this analysis.
	Strengths

	Weaknesses


	S1 Reputation in marketplace
S2 Successful experience in dealing with international clients

S3 Successful promotion campaigns and overall positive performance of the groups
S4 Easy accessibility and frequent location of the bank’s agencies in Haute-Vienne and Creuse
	W1 Lack of personnel with English language skills
W2 Lack of personnel in charge of international clientele
W3 Website - very few options available in English



	Opportunities

	SO strategies
	WO strategies

	O1 Large network and partnership with organisations which could be the source of the connections with prospective international clients

O2 Historical attractiveness of the Limousin region (particularly rural zones of the department of Haute-Vienne) for the immigrants from Great Britain

O3 Largest in the whole France population of British in the department of the Haute-Vienne and Creuse

	SO1 Bank should continue the development of its network and proving its deserved reputation on the market place (S1O1)
SO2 More British migrants will be attracted to the area of the bank’s location if they know they will be satisfied by the services of a local bank (S2O2O3)
SO3 If the bank decides to open a new agency it should be situated in the convenient place for the potential customer in order to keep a record of the largest British population in the area (S4O2O3)

	WO1 Staff should have at least an intermediate level of English and more personnel with English language skills should be hired by the bank (W1O1O2O3)
WO2 To keep a stable, long-term and effective  partnership with organizations there should be a constant contact and sharing the updated information (W2O1)

WO3 A definite development and change should be applied to the bank’s website. Preferably, two versions (French and English) should be available to every visitor of the web-site (W2O2O3)

	Threats

	ST strategies
	WT strategies

	T1 Cruel competition on the market

T2 Advantages of competitors regarding English interface of the websites and English speaking stuff

T3 World financial crisis which reduces the number of potential international clients

T4 Lower chances of creating a loyal customer out of an international client due to established bank& insurance connections in the home country
	ST1 The reputation on the market place should be supported by the better advantages for the international clients to fight the competition (S1T1T2)

ST2 To keep the successful experience in dealing with international clients crucial steps should be taken to minimize the causes of the world financial crisis (S2T3)

ST3 By continuing the successful and advantageous promotions updates to the needs and demands of the foreign clients, the bank will be able to overcome the difficulty of creating a loyal customer (S3T4)

ST4 Convenient locations close to the residences of the migrants can overcome the competitors’ advantages regarding English-speaking services (S4T2)


	WT1 Without a sufficient number of trained English-speaking staff whose task would be to make the promotion of the bank’s service for the international clientele, it is impossible to compete with rivals (W1W2T1T2)

WT2 To boost the changes of creating a loyal customer it essential that foreign clients is informed about the French banking system and in particular services of BPCA before he decides to use them. Competitive web-site is needed as well as regular staff in the agencies to welcome and give suitable information to the potential customer (W1T4)

WT3 More experts are needed to manage the differences between French and British banking systems and to make a research of international environment. They should also have an insight into the impact of the world financial crisis not only on the French economy but also on the British, European one (W2T3T4)


Figure 15: SWOT matrix
Defining the main strengths, weaknesses, opportunities and threads gives a unique possibility to easily come up with certain strategies in order to minimize disadvantages and maximize the pluses. A number of solutions were represented in this SWOT matrix analysis and they all aim at attracting new and creating loyal clients. For the first category more information about the bank has to be available in English. The second category of clients needs a high-quality professional service of the bank’s staff and they need to enjoy their status by certain advantages. The SWOT analysis is summarized in three clear points: 

1. more advantageous programmes and promotions should be available for the loyal international client;
2. more skilled staff with good knowledge of English and of French and English banking systems is needed;
3. the bank’s website has to be fully translated in English. 
6.4 Competitor analysis
There has always been a strong competition among banks in France, the Haute-Vienne and Creuse departments are not an exception. One bank has got dozens of branches in only one city, we can easily watch two or even three different banks on one street. Which one to choose? How do we choose the right bank? 
Nearly 17 different banks are present on the Haute-Vienne territory with their 192 braches (16 branches of BPCA included). The Creuse department can boast having eight banks with 75 branches (with eight branches of BPCA). Insurance companies are also considered to be a competition but only on one market – insuring. It is better and more effective to focus on the competitors sharing the same markets with BPCA – banking services market and insurance market. Furthermore, the strongest competitors needed to be defined. The criteria were: quantity of the banks’ branches in the departments of Haute-Vienne and Creuse, quality of service and services for international clientele. In the primary research three banks were picked based on the criteria. They are: Crédit Mutuel Centre Ouest, Crédit Agricole Centre Ouest & Centre France and BNP Paribas.
In the presentation of the main competitors of BPCA I will focus on the following aspects: general information of the bank, its presence on the French and international markets, English-speaking staff and bank’s web-site.   
6.4.1 Crédit Mutuel Centre Ouest
Crédit Mutuel is a number two retail bank in France. Crédit Mutuel Centre Ouest is one of its 18 regional banks. The regional separation and organization is very much the same as of The Banque Populaire. 
“The key to its successful growth is high-quality, long-lasting relations with and service to its 18.7 million members and customers.” The strategy of the bank is “one of controlled development, focused on local banking, bankinsurance and technological innovation.” (Credit Mututel. The group: key points in 2008, 2009, “A cooperative banking group,” para 1). The bank’s management claims that “at times of unprecedented crisis… deep-rooted confidence” of their customers “in the Bank, as confirmed by numerous surveys in 2008, remains as strong as ever” (Credit Mututel. The group: key points in 2008, 2009, “A cooperative banking group,” para 4).
As well as The Banque Populaire, however, to the lesser extent, Crédit Mutuel acts on the international arena, it is “developing strategic partnerships in Italy, Morocco, Tunisia and China.” (Crédit Mutuel. The group: key points in 2008, 2009, “An extended and diversified international presence,” para 5). The Bank is also present in Germany and Spain. 
Furthermore, Crédit Mutuel Centre Ouest has got numerous branches in Haute-Vienne and Creuse departments: 18 in the first one (nine agencies in the capital of the region – Limoges) and three in the second. From this kind of disposition one can conclude that the bank aims to reach a costumer living in the big cities and populated areas. Therefore, an international client with its preference of nature and fresh air stays away from the local branches of Crédit Mutuel Centre Ouest. 
Finally, when we compare English website pages of the BPCA and its competitor we can see quite a similar situation: only basic information, complicated structure, difficult to find English web pages, etc.  However, one strong advantage was found on the pages of the web-site. It says that there are six professional advisors on the territory of Haute-Vienne and Creuse who can be contacted by the international clientele. The same departments of BPCA offer the help of only one professional advisor. 
6.4.2 Crédit Agricole Centre Ouest & Centre France
A very strong competitor of The Banque Populaire, Crédit Agricole is the first banking group in France with its 41 regional banks. Historically, the bank was created for the agriculture sector in the country’s economics. And nowadays Crédit Agricole focuses on ‘rural areas and less on urban ones’ (Wikipedia, n.d., “Crédit Agricole,” para 7). “Through all of its subsidiaries, Crédit Agricole has in excess of 21 million clients and a presence in over 60 countries. The current objective of the group is to develop a strong presence in various other European banking markets by acquiring stakes in local banks in other countries” (Wikipedia, n.d., “Crédit Agricole,” para 8-9). For the time-being the bank’s largest branches are located in Spain, Italy, Germany, Greece, Ukraine, Serbia, Poland, Egypt, Morocco and Uruguay.  

The Haute-Vienne and Creuse departments are under control of two different regional banks of Crédit Agricole: Crédit Agricole Centre Ouest (Haute-Vienne) & Centre France (Creuse). Following its strategy of location in rural areas Haute-Vienne has got 34 branches and only three of them are situated in the biggest city of the region – Limoges. The department of Creuse has got 23 branches of the bank spread over its mainly rural territory. 

Furthermore, the number of English-speaking advisors does not seem to be sufficient. One of the advertisements of Crédit Agricole Centre Ouest & Centre France claims that the regional banks have ‘numerous English speaking advisors’ (Angoinfo, n.d., “Crédit Agricole Centre & Centre Ouest,” para 7), however, the name and coordinates of only one advisor is mentioned in the ad. 
Undoubtedly, the biggest plus, which contributes to the development of relationship with international clientele, is the bank’s website. It is almost fully translated into English, providing detailed information about the services; it is animated and easy to navigate. 

6.4.3 BNP Paribas
“BNP Paribas is a European leader in global banking and financial services and one of the six strongest banks in the world according to Standard & Poor's. Present across Europe through all its business lines, the Group has four domestic retail banking markets in France, Italy, Belgium and Luxembourg. It has one of the largest international networks with operations in 84 countries.” (About us, n.d., “In Brief,” para 1). 
In France BNP Paribas focuses on of its core businesses, retail banking. It has got:

· 6,000,000 individual clients
· 500,000 entrepreneurs and small business clients
· 22,000 corporate and institutional clients
· 2,200 branches
(About us, n.d., “Core Businesses,” para 2-3).
The eight branches of the bank are located on the administrative territory of Haute-Vienne, including six branches in Limoges. The country-side and smaller cities and towns of the department remain free from the presence of BNP Paribas. The Creuse has got six branches of the bank which are much more spread over the territory than in Haute-Vienne. So the smaller department is under bigger risk of competition from BNP Paribas. 
Working in an international company gives an obligation of speaking different foreign languages. So there are enough English-speaking advisors in the branches of BNP Paribas who are ready to offer a professional service for foreign residents in France. 

Finally, the website of the bank is out of competition. It has got six versions in different languages: French, English, Italian, Dutch, Spanish and German where English Italian and French versions are the fullest and most vivid ones. The structure of the website is well-organized, navigation is simple, the animation is bright, lively but not disturbing. 
6.4.4 Competitor chart
In this chart the comparison of BPCA and its competitors is based on the information provided in the section 6.4. The chart gives an overview of the main advantages and disadvantages of the banks when considering attraction an international client:
	Aspects
	BPCA
	Points
	Crédit Mutuel Centre Ouest
	Points
	Crédit Agricole Centre Ouest & Centre France
	Points
	BNP Paribas
	Points

	banking services in English
	yes
	3
	yes
	3
	yes
	3
	yes
	3

	English speaking advice
	yes
	3
	yes
	3
	yes
	3
	yes
	3

	English telephone service
	yes
	2
	yes
	3
	yes
	2
	yes
	3

	Bank's website in English
	partly
	2
	partly
	2
	yes
	3
	yes
	3

	English speaking staff
	not enough
	2
	yes
	3
	not enough
	2
	yes
	3

	online banking
	yes
	3
	yes
	3
	yes
	3
	yes
	3

	competitive service prices
	yes
	3
	yes
	3
	yes
	3
	yes
	3

	international presence
	yes
	3
	yes
	2
	yes
	2
	yes
	3

	location
	good
	3
	concentrated in the populated areas
	2
	good
	3
	not enough branches
	2

	total
	 
	24 
	 
	24 
	 
	 24
	 
	 26


Figure 16: Competitor chart
The results show that the strongest competitor of BPCA is BNP Paribas and the rest two banks received the same amount of points. The three French banks are equal competitors but they differ in some aspects. Crédit Mutuel Centre Ouest gets three points for its English telephone service because it is better developed than at the other two banks. This bank also wins in the category English speaking staff but loses in the location. Considering the website, the best one, corresponding to the needs of an international client is the web-site of Crédit Agricole Centre Ouest & Centre France. Finally, BPCA beats its opponents by its international presence with wider network which occupies all the inhabitant continents of the world. 

Of course, it might seem hard to compete with such competitor as BNP Paribas. The bank is known all over the world, has a good reputation and clients have trust in it. However, the location of BPCA’s branches is way more effective when trying to reach the foreign clients whose majority lives in the small towns and villages.
All the competitors of BPCA are strong; they all have a good chance of expanding their international clientele on the territories of Haute-Vienne and Creuse. Crucial steps in developing and updating marketing strategies of international department of BPCA need to be taken to overcome the competition. Especially it concerns the aspects where BPCA was worse than the competition.       
. 
7. Recommendations and conclusion.
Throughout this paper the analysis of internal aspects and environment was made and the marketing research was conducted in order to come up with the answer to the central question: How could the number of international clients of the Banque Populaire Centre Atlantique (groups- Haute-Vienne and Creuse) be increased and maintained? The conclusion is that the current marketing strategies do not have to be changed, added up or eliminated; they just have to be updated and little bit corrected to serve to the attraction and further well-being of the international clientele of BPCA. 

Hereby, the recommendations to the department dealing with international customers are presented:

1. The most undeveloped attraction tool of BPCA is its website. It contains poor information on the services for English-speaking clients and is organized in an unclear and complicated way. It is suggested to create an English version of the bank’s website. This website should be full of information about the bank, its history and organization; about various bank’s products and services (insurances, loans, mortgages data and so on) and promotional campaigns; about the location of the closest bank’s agency and the way to get there. Furthermore, when the client is equipped with relevant data and when he gets in contact with the local English-speaking advisor, he has to be able to use an online banking without any difficulty of language barrier. An online banking service should be available in English as well. 
2. The second recommendation is the improvement of the brochures in English. They serve as an essential tool to expand the target market of BPCA. First of all, there always has to be a section with brochures in English on the stands in every branch of the bank. Secondly, a large network of contacts has to be used to promote the services of BPCA. The brochures should be available in the tourist offices, in shops and places of interest of internationals, at the offices of estate and settlement assistants.
3. The third recommendation is based on the wishes of existing clients of BPCA. It is also recommendable that certain paperwork should have its English version. On request from the international clients, the bank has to provide them with a translation of the following documents: monthly financial statements, contracts, and insurance, loans and mortgages details. Due to the time-consuming nature of putting in life such an innovation, the translation service can be the paid one. The tariffs should not be high in order to be popular among clients with basic level of French.
4. The forth recommendation concerns the quantity of English speaking staff. Firstly, it is crucial that every administrative department of France with the presence of Banque Populaire has at least one representative in charge of international clientele which is not the case for Creuse department. With the second representative time-consuming trips to different agencies of the bank spread on the large territory would be minimized, the development of the target market would go quicker and more effective. An opening of a new post will cost a certain amount of money for the bank but this investment can bring the profit from the increased effectiveness of attraction of new international clients and it can also make a contribution in the development of relationship with the existing ones.
Secondly, there should be some updates in the recruitment system of the bank when hiring advisors. The recruiters have to bear in mind that at least one person working in the agency of BPCA needs to have intermediate or higher level of English. Another solution in this situation might be providing the existing staff professional trainings where it would develop necessary English language skills.
5. Lastly, it is advised to advertise more. As it has already been mentioned in chapter 3, BPCA offers its services to the international clientele on the pages of newspapers and on the thematic websites. It would be suggested to buy a subscription in the newspaper “Limousin Life”, which costs from 20€ per month, and advertise on the pages of this periodical specially created for British residents of Limousin region. Advertising on the website is even cheaper and can be free of charge due to the various promotions. 
The five crucial updates and developments need to be done in the bank’s marketing. It will allow increasing the profits, gaining an image of the French bank with an excellent international clientele service and being compatible on the market. 
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APPENDICES
Appendix 1: Statistics
      Haute-Vienne
Number of international clients nowadays, by nationality:

British: 761, biggest concentration – St Yrieix agency

Dutch: 99, biggest concentration – St Yrieix agency

Belgian: 92, biggest concentration – Eymoutiers agency

American: 30, biggest concentration – Wilson (Limoges), Carnot (Limoges) agencies

Irish: 14, biggest concentration – Bellac agency

Canadian: 5, biggest concentration – Prefecture (Limoges) agency

Australian: 5, biggest concentration – Carnot (Limoges) agency
Total: 1010 international clients

Total population of the following areas which represent all the 16 agencies of Haute-Vienne department:

Aixe sur Vienne - 5466

Bellac - 4576

Couzeix - 7418

Eymoutiers - 2115

Feytiat - 5622

Panazol - 10076

St Junien - 11500

St Leonard- 4764

St Yrieix - 7257

Limoges (agencies: Carnot, François Perrin, L Aurence, Les Halles, Pont Neuf, Prefecture, Wilson)  - 137502
Creuse
Number of international clients nowadays, by nationality:

British: 1393, biggest concentration – Souterraine agency
Belgian: 70, biggest concentration – Gueret agecies
Dutch: 50, biggest concentration – Souterraine agency
Irish: 26, biggest concentration – Aubusson agency
American: 30, biggest concentration – Aubusson agency
Total Canadian: 16, biggest concentration – Bourganeuf agency
Total Australian: 15 (biggest concentration – Bourganeuf agency
Total: 1620 international clients

Total population of the following areas of Creuse department:

Souterraine – 5320

Bourganeuf – 3219

Aubusson – 4239

Guéret – 14123

Appendix 2: The questionnaire
Questionnaire « International clients of Banque Populaire Centre Atlantique ».
It will take you around 10 minutes to complete the questionnaire and the information you provide will be treated in the strictest confidence. You do not need to provide your name and address details. The findings from your questionnaire will be used as the main data set for marketing research project by the trainee of Banque Populaire Centre Atlantique. 

Thank you for your cooperation,

Varvara Blagorodova

( Personal data

1. Gender : Male  (         Female  (
2. Age: 18-25  (       26-40  (       41-55  (      56 and older  (
3. Nationality:_____________

4. Education:_____________

5. Profession:_____________

6. Marriage status:______________

7. Command of French: Basic  (        Intermediate  (       Advanced  (        Fluent  (
( Services of Banque Populaire Centre Atlantique.

1. What kind of account do you hold? (More than one answer is possible)

     Private  (         Business  (         Savings  (
2. Do other members of your family have accounts in Banque Populaire Centre Atlantique? (More than one answer is possible)

    Yes, my partner  (       Yes, my children  (         No, only me  (             Other_______

3. How often do you have meetings with your banking advisor?

    Once in two weeks  (         Once a month  (         Once in two months  (       Seldom  (
4. For how long have you been a client of Banque Populaire Centre Atlantique?

for less than 6 months (               for less than 1 year (                   for 1-3 years (                           for 4-9 years  (                for more than 10 years  (   

5. Please indicate which of the following bank products and/or services do you posses and/or   use. (More than one answer is possible):

Carte bleue (        Cheque book (        Mortgage(s) (         Loan(s) (        Savings (                  Online banking (            Life insurance (         Business insurance  (                                 Other types of insurance(s) (          None (
( Opinion about the services

1. Which factor do you think is the most important when considering French banking services? Please rank the following factors on the basis of importance to you in a rated order. (From 1- the most important to 4 - the least).

Location of the bank  
 (
Quality of service      
 (
Price (interest rates)

 (
English-speaking staff 
 (
2. Please indicate your level of satisfaction with services provided in English at Banque Populaire Centre Atlantique. ( 1 being low level of satisfaction,  5 being medium, 10 being high level of satisfaction). 


1      2      3      4      5      6      7      8      9      10

3. Please indicate your level of satisfaction with information provided in English on bank’s website, brochures. (1 being low level of satisfaction,  5 being medium, 10 being high level of satisfaction). 


1      2      3      4      5      6      7      8      9      10

4. What do you lack in bank’s services provided in English? (More than one answer is possible).

Information on the website  (       English-speaking staff  (          Brochures in English  (
Other ( (please indicate)__________________________________
5. In your opinion, is there enough English-speaking staff working in Banque Populaire Centre Atlantique?


YES  (                  NO  (
6. Would you please comment on the services provided in English (e.g. possible changes, modifications, overall satisfaction) _________________________________________________________________________________________________________________________________________________________________________________________________________________________________

7. Please describe situations when you were not happy with bank’s services (provided in English)__________________________________________________________________________________________________________________________________________________________________________________________________________________________

8. Please describe situations when you were particularly satisfied with bank’s services (provided in English)__________________________________________________________________________________________________________________________________________________________________________________________________________________________

9. Would you recommend your friends, family members to use the services of Banque Populaire Centre Atlantique?

YES  (    Why? (please explain your choice)______________________________________     
 NO  (     Why? (please explain your choice)______________________________________

If you have any further comments on the questionnaire, feel free to express your opinion here: _________________________________________________________________________________________________________________________________________________________________________________________________________________________________

This is the end of the questionnaire – thank you for your participation.

Appendix 3: The list of the banks-competitors situated in Haute-Vienne and Creuse departments.
Creuse:
	Caisse d'Epargne d'Auvergne et du Limousin
Crédit Agricole Centre France
23290 Saint Pierre de Fursac
www.ca-centrefrance.fr21.

	Crédit Agricole Centre France
23210 Benevent l'Abbaye
www.ca-centrefrance.fr23.


	Crédit Agricole Centre France
23170 Chambon sur Voueize
www.ca-centrefrance.fr22
	Crédit Agricole Centre France
23400 Bourganeuf
www.ca-centrefrance.fr24.

	Crédit Agricole Centre France
23700 Auzances
www.ca-centrefrance.fr25.

	Crédit Agricole Centre France
23270 Chatelus Malvaleix
www.ca-centrefrance.fr26.


	Crédit Agricole Centre France
23130 Chenerailles
www.ca-centrefrance.fr29.

	Crédit Agricole Centre France
23600 Boussac
www.ca-centrefrance.fr30.


	Crédit Agricole Centre France
23100 La Courtine
www.ca-centrefrance.fr27.

	Crédit Agricole Centre France
23320 Saint Vaury
www.ca-centrefrance.fr28.


	Crédit Agricole Centre France
23200 Aubusson
www.ca-centrefrance.fr31.

	Crédit Agricole Centre France
23240 Le Grand Bourg
www.ca-centrefrance.fr32.


	Crédit Agricole Centre France
23230 Gouzon
www.ca-centrefrance.fr33.

	Crédit Agricole Centre France
23460 Royere de Vassiviere
www.ca-centrefrance.fr34.


	Crédit Agricole Centre France
23500 Felletin
www.ca-centrefrance.fr35.

	Crédit Agricole Centre France
23340 Faux la Montagne
www.ca-centrefrance.fr36.

	Crédit Agricole Centre France
23420 Merinchal
www.ca-centrefrance.fr37.

	Crédit Agricole Centre France
23250 Pontarion
www.ca-centrefrance.fr38.


	Crédit Agricole Centre France
23800 Dun le Palestel
www.ca-centrefrance.fr39

	Crédit Agricole Centre France
23110 Evaux les Bains
www.ca-centrefrance.fr40.


	Crédit Agricole Centre France
23150 Ahun
www.ca-centrefrance.fr41.

	Crédit Agricole Centre France
23260 Crocq
www.ca-centrefrance.fr42.


	Crédit Agricole Mutuel
23300 La Souterraine
www.credit-agricole.fr43.

	Crédit Agricole Mutuel
23220 Bonnat
www.credit-agricole.fr44.


	Crédit Mutuel
23300 La Souterraine
www.creditmutuel.fr45.
	Crédit Mutuel
23400 Bourganeuf
www.cmlaco.creditmutuel.fr46.

	Crédit Mutuel
23000 Gueret
www.cmlaco.creditmutuel.fr47.
	Banque Nationale de Paris Bnp Agence
23500 Felletin

	Bnp Paribas
23130 Chenerailles


	BNP Paribas Agence de Aubusson
23200 Aubusson

	BNP Paribas Agence de Boussac
23600 Boussac
	BNP Paribas Agence de Gueret
23000 Gueret

	BNP Paribas Agence de la Souterraine
23300 La Souterraine
	


Haute-Vienne:
	Crédit Agricole
87190 Magnac Laval
www.credit-agricole.fr32.
	Crédit Agricole
87800 Nexon
www.credit-agricole.fr33.


	Crédit Agricole
87510 Nieul
www.credit-agricole.fr34.
	Crédit Agricole
87330 Mezieres sur Issoire
www.credit-agricole.fr35.

	Crédit Agricole
87360 Lussac les Eglises
www.credit-agricole.fr36.
	Crédit Agricole
87210 Le Dorat
www.credit-agricole.fr37

	Crédit Agricole. 

87140 Nantiat
www.credit-agricole.fr38.
	Crédit Agricole
87410 Le Palais sur Vienne
www.credit-agricole.fr39.

	Crédit Agricole
87520 Oradour sur Glane
www.credit-agricole.fr40.
	Crédit Agricole
87400 Saint Leonard de Noblat
www.credit-agricole.fr41.

	Crédit Agricole
87370 Lauriere
www.credit-agricole.fr42.
	Crédit Agricole
87440 Saint Mathieu
www.credit-agricole.fr43.

	Crédit Agricole
87230 Chalus
www.credit-agricole.fr44.
	Crédit Agricole
87270 Couzeix
www.credit-agricole.fr45.

	Crédit Agricole
87700 Aixe sur Vienne
www.credit-agricole.fr46.
	Crédit Agricole
87370 Lauriere
www.credit-agricole.fr47.

	Crédit Agricole
87150 Oradour sur Vayres
www.credit-agricole.fr48.
	Crédit Agricole
87260 Saint Paul
www.credit-agricole.fr49.

	Crédit Agricole
87310 Saint Laurent sur Gorre
www.credit-agricole.fr50.
	Crédit Agricole
87270 Couzeix
www.credit-agricole.fr

	Crédit Agricole
87380 Magnac Bourg
www.credit-agricole.fr52.
	Crédit Agricole
87800 La Meyze
www.credit-agricole.fr53.

	Crédit Agricole
87320 Bussiere Poitevine
www.credit-agricole.fr54.
	Crédit Agricole
87460 Bujaleuf
www.credit-agricole.fr55.

	Crédit Agricole
87120 Eymoutiers
www.credit-agricole.fr
	Crédit Agricole
87350 Panazol
www.credit-agricole.fr

	Crédit Agricole
87130 Chateauneuf la Foret
www.credit-agricole.fr
	Crédit Agricole
87200 Saint Junien
www.credit-agricole.fr

	Crédit Agricole
87240 Ambazac
www.credit-agricole.fr
	Crédit Agricole
87160 Saint Sulpice les Feuilles
www.credit-agricole.fr

	Crédit Agricole
87500 Coussac Bonneval
www.credit-agricole.fr


	Crédit Agricole
87380 Saint Germain les Belles
www.credit-agricole.fr




	Crédit Agricole
87290 Chateauponsac
www.credit-agricole.fr
	Crédit Agricole
87220 Feytiat
www.credit-agricole.fr

	Crédit Agricole
87470 Peyrat le Chateau
www.credit-agricole.fr
	Crédit Agricole
87500 Saint Yrieix la Perche
www.credit-agricole.fr

	Crédit Agricole
87230 Flavignac
www.credit-agricole.fr
	Crédit Agricole
87250 Bessines sur Gartempe
www.credit-agricole.fr

	Crédit Agricole
87170 Isle
www.credit-agricole.fr
	Crédit Agricole
87920 Condat sur Vienne
www.credit-agricole.fr

	Crédit Agricole
87300 Bellac
www.credit-agricole.fr
	Crédit Agricole
87600 Rochechouart
www.credit-agricole.fr

	Crédit Agricole
87260 Pierre Buffiere
www.credit-agricole.fr
	Crédit Mutuel
87500 Saint Yrieix la Perche
www.creditmutuel.fr

	Crédit Mutuel
87350 Panazol
www.creditmutuel.fr
	Crédit Mutuel
87200 Saint Junien
www.creditmutuel.fr

	Crédit Mutuel
87410 Le Palais sur Vienne
www.creditmutuel.fr
	Crédit Mutuel
87350 Panazol
www.creditmutuel.fr

	Crédit Mutuel
87700 Aixe sur Vienne
www.creditmutuel.fr
	Crédit Mutuel
87300 Bellac
www.creditmutuel.fr



	BNP Paribas Agence de Limoges
87000 Limoges
	BNP Paribas Agence de Limoges Carmes
87000 Limoges

	BNP Paribas Agence de Limoges Marceau
87100 Limoges

	BNP Paribas Agence de Limoges Place des Bancs
87000 Limoges

	BNP Paribas Agence de Limoges Vanteaux
87000 Limoges
	BNP Paribas Agence de Saint-Junien
87200 Saint Junien

	BNP Paribas Lease Group
87100 Limoges
	Credit Mutuel Accueil Limoges
87500 Saint Yrieix la Perche

	Credit Mutuel Agence Aine
87000 Limoges
	Credit Mutuel Agence François Chenieux
87000 Limoges

	Credit Mutuel Agence Leclerc
87100 Limoges
	Credit Mutuel Agence Limoges Centre Ville
87000 Limoges

	Credit Mutuel Agence Montjovis
87100 Limoges
	Credit Mutuel Agence Montjovis
87100 Limoges

	Credit Mutuel Enseignant
87000 Limoges
	Credit Mutuel Limoges Val Aurence Agence Couzeix
87270 Couzeix


	Credit Mutuel Rive Gauche
87000 Limoges
	Credit Mutuel Saint-Leonard de Noblat
87000 Limoges

	Delegation Régionale du Credit Mutuel
87000 Limoges
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