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Abstract: Private mortgage lending business is an important business segment for retail banks. 
There are two main reasons for this. Firstly, the comparatively low risk. On the one hand, because 
many years of experience in this segment enable optimal risk management. On the other hand, the 
financed properties also provide optimum security. Due to the small size of this business segment, 
private construction financing was unattractive for major banks for a long time. On the other hand, 
this division was a core business for regional banks and savings banks. However, as a result of the 
banking crisis in 2007 and 2008 and the ECB’s ongoing low-interest policy, the private mortgage 
lending sector is now attractive to all market participants. This is reflected in fiercer competition. 
The importance of customer communication has therefore also increased in the advertising for new 
business. Since financial and personnel resources are limited, corporate communications are faced 
with the challenge of addressing potential customers as efficiently as possible. Communication 
science has already developed a number of concepts for optimal, integrated communication. These 
are based on average consumers. Against the background of possible regional deviations in media 
usage and consumer behaviour, this work explains that banks and savings banks with a regionally 
defined business area should set different priorities within the communications mix than suprare-
gional providers. To this end, a field study was conducted in rural areas of the Nuremberg metro-
politan region and analysed using a chi-square test. The study revealed the continuing importance 
of branches and personal advice, despite increasing digitalisation. At the same time, the necessity 
of closely networking stationary sales and online offers in rural areas becomes clear.
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1. INTRODUCTION 

In the meantime, major banks are turning to the small-scale lending business, which had previously 
been handled predominantly by regional banks and savings banks. (Kübler & Weiss, 2012) At the 
same time, FinTechs or online comparison portals are creating new market participants. (Durst & 
Durst, 2016) In addition, the continuing low interest rate policy is having a strongly limiting effect 
on the earnings side of financial institutions. (Dombret, 2017) Regional banks are increasingly un-
der competitive pressure. A development that can also be observed in other sectors. (Škodová Par-
mová, Líšková & Kain, 2018) The reason for this is the economic and social environment in which 
companies operate today. This is increasingly characterised by complexity, dynamism (Škodová 
Parmová, Líšková, Sdrolias & Kain, 2017) and finally competition. Small and medium-sized enter-
prises in particular run the risk of being forced out of the market by large companies. (North, 2007) 
They face the challenge of optimising their processes and increasing their own competitiveness 
(Eßer, Messner & Meyer-Stamer, 1990; (Škodová Parmová, Líšková & Kain, 2018).

Particular importance is attached to marketing communication in view of the increasing intensity of 
competition. Because only if the right approach to demanders is successful can necessary sales targets 
can be achieved. A variety of approaches already exists. (Balmer & Greyser, 2003; Bruhn & Strauss, 
2000; Valackiene, 2010) These are aimed at addressing the average statistical customer. The question 
is whether the success of a communication mix developed for supraregional markets can be trans-
ferred without loss of effectiveness to providers with a regionally limited business area. The aim of 
this research paper is to clarify this question using the example of regional banks and savings banks.

2. THEORETICAL BACKGROUND

The aim of this research project is to enable regional providers, especially SME, to assess the necessity 
of adapting communication models. It can be assumed that there is a need for adaptation, since accord-
ing to Buchner (Buchner, 1998) established approaches for an efficient communication mix are orient-
ed towards a statistical average consumer. Although people are unique in their behavior. (Wölki, 2007)

2.1. Communication mix

The task of communication policy is influencing the decisions of target group members in the 
interests of the company. (Klewes, 2005; Bruh, 2010; Ternés, Jerusel & Schmidtbleicher, 2017) 
This goal can be achieved through the use of various instruments. This is why the model of the 
communication mix has evolved. (Melzer, 2015)

2.2. Average customer

The average customer is a central component of market segmentation. A large number of seg-
mentation approaches already exist for this purpose. (Meffert, Burmann & Kirchgeorg, 2012) 
These take into account demographic characteristics such as age or income (Feigl, 2015) as well 
as geographical, sociological or psychographic criteria. (Freter, 2008)

2.3. Media impact

Consumption presupposes the previous establishment of contact between supplier and consumer. 
Thus, a purchase is always preceded by an interaction. (Bruhn & Strauss, 2000) Media effective-
ness is given when an action is intended by addressing via a certain channel. According to Sander, 
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the quantitative survey of consumers is the ideal instrument for gaining insights into their be-
haviour and the effectiveness of previous communication. (Sander, 2017) Others (Lindner, 2015) 
confirms this, especially with regard to the evaluation of behaviour patterns. The research project 
presented here is based on the following hypotheses to be verified:

Hypothesis 1:  The effect of a communication channel is not dependent on the regional affiliation 
of a recipient.

Hypothesis 2:  The regional dependence of the effect of a communication channel has not changed 
significantly due to technical progress.

3. DATA AND METHODS

This paper examines whether the impact of certain communication channels in rural areas differs 
from that at national level. In addition, it is tested whether a possible deviation changes signifi-
cantly over time.

3.1. Large number investigation

In order for the results to serve the management of small and medium-sized enterprises later as a 
basis for decision-making, a precise description is necessary. It must be possible to clearly iden-
tify the type of region to which the findings apply by means of comprehensible factors (Foran & 
Lebel, 2012; Škodová Parmová, Líšková & Kain, 2018). Due to limited resources, it is not possible 
to interview all residents. A sample was carried out to obtain primary data. The media impact 
on inhabitants of municipalities with less than 16,000 inhabitants who have acquired their own 
homes within the last ten years was investigated. In order to reach this group of people, a targeted 
distribution of questionnaires was carried out in corresponding building areas.

3.2. Survey

A questionnaire was developed to survey the media impact. In order to ensure the best possible 
participation, the questionnaire was limited to the two questions necessary to answer the hypoth-
eses. Both questions could only be answered with a single selection.

Question 1:  Where did you conclude your construction financing? The answer to this question 
was available: Principal bank (here a salary account was already kept before the con-
struction financing), Branch bank, Internet bank, property developer and Real estate 
sales associate.

Question 2:  How did you first become aware of the provider of your mortgage? Here were the 
possible answers: Already a customer there, Internet, TV, Radio, Newspaper, active 
approach of the provider, recommendation by friends/acquaintances.

3.3. Analysis

Since only nominal-scaled data are used, contingency analysis can be used to check correlations. 
(Leibinger & Sander, 2017) Statistically, a dependency exists if the distribution of one observed 
variable does not match for all characteristics of the other observed variable. (Kähler, 2011) The 
Chi2 test according to Pearson can be used for this purpose. (Hladik, Kubecka, Mrkvicka et. Al, 
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2008; Leibinger & Sander, 2017) If the expected frequency in more than 20 percent of the cells is 
less than 5, the analysis is carried out with the exact Fisher test. The same happens if the expected 
frequency is less than 1. (Universität Zürich, 2017)

4. RESULTS

The first step is to check whether there is any dependency at all between the communication chan-
nel and the selected provider. For this purpose, the values from the 2013 survey are recorded in a 
table. Then the values from the year 2018, followed by an analysis using an exact Fisher test. Both 
calculations lead to a p-value smaller than the significance level alpha=0.05. The null hypothesis 
„There is no dependency” must therefore be rejected. It has thus been demonstrated that in 2013 
and 2018 there will be dependencies between the choice of provider and the communication chan-
nel used for buyers of a construction loan.

This research work is based on a repeated survey. The sample from 2013 contains 71 completed 
questionnaires (2013: n=71). The repeat question in the same geographical area was answered by 94 
persons (2018: n=94). To survey the sample, 2,000 questionnaires were distributed in the target area. 

The importance of the individual communication channels is of interest for this research project. 
These will be compared with their supra-regional importance.

Table 1. Communication channel/purchase decision

Principal bank Branch bank Internet bank Property 
developers

Real estate 
sales associate

Already 
customer -8,81% 5,56% 0,00% 0,00% 0,00%

Internet 6,56% 16,67% 16,67% 0,00% 0,00%
TV 3,28% -11,11% 20,83% 0,00% 0,00%

Radio 0,76% 0,00% -25,00% 0,00% 20,00%
Newspaper 0,00% -5,55% 0,00% 0,00% 0,00%

Active address 0,00% 5,56% 0,00% -75,00% -30,00%
Referral -1,77% -11,11% -12,50% 75,00% 10,00%

These measured changes are offset by a behavior in marketing communication that is shown in 
Table 2. It shows the market shares of the media in advertising in Germany. In other words, the 
reference value for the sample carried out in one region of Germany. In the period under review, 
this was characterised by an increase in activities in the Internet (+6%), TV (+6%) and a sharp 
reduction in activities in the newspaper sector (-5%).

Table 2. Market shares of the media in advertising until 2017  
(ZAW Zentralverband der deutschen Werbewirtschaft e.V., 2018)

Internet TV Radio Newspaper
2013 8% 27% 5% 42%
2014 9% 28% 5% 40%
2015 9% 29% 5% 38%
2016 10% 30% 5% 37%
2017 11% 30% 5% 36%
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The communication channels „Already customer” and „Active approach” cannot be represent-
ed in media view. The operation of a branch network is regarded as representative of this type 
of communication in the sense of this research work. This is based on the assumption that the 
number of bank branches has an effect on direct customer contact. In Germany, the number of 
banking outlets fell from 38,225 in 2015 to 31,949 (Deutsche Bundesbank, 2018) in 2017. Direct 
contact can also be made within the framework of dialogue marketing campaigns. Against this 
background, the development of expenditure on dialogue marketing in Germany must also be 
taken into account here. In the period under review, these increased by EUR 1 billion from EUR 
17.8 billion (2013) to EUR 18.8 billion in 2017. (Deutsche Post AG, 2018)

5. DISCUSSION

The analysis of the response behaviour of the target group provides an initial insight. In the 
2018 repeat survey, only 32.98% of respondents used the postal service. The far larger proportion 
(67.02%) chose the Internet to answer the questions. This shows that technical progress and the 
associated global trend towards more e-business (Kulyk & Škodová Parmová, 2017) has now also 
made considerable progress in rural regions of Germany. 

Nevertheless, the majority of the 2018 respondents (90.43%) decided to take out a mortgage with a 
branch bank. This figure is even 10% higher than the rate of 80.28% determined in the first survey 
in 2013. This means that the importance of the branch as a sales channel for mortgage lending in 
the target region in question has risen against the trend. 

However, technological developments are changing the way business is conducted (Kulyk & Škod-
ová Parmová, 2017). Thus, the importance of the branch as a communication channel intending 
to act decreased. In this way, the repeat survey identified 3.25% fewer deals than five years ago. 

In the five-year period under consideration, the communication channel Internet gained the most 
importance. In the repeat survey, it initiated 39.90% more deals than in 2013. At 16.67%, the increase 
in the Internet banking category was just as significant as for branch banks. Customers who took 
out mortgages with their principal bank were also increasingly motivated via the Internet. A plus of 
6.56% can be identified here. The importance of this communication channel is therefore growing 
faster than advertising budgets at this point. For the period under review, these only show a plus of 3%.

Advertising commitment on TV was also increased by 3% in the period under review. This, in 
turn, is clearly below the measurable significance. In 2018, an increase of 13.00% was recorded 
across all types of contracts. 

The present research project thus shows that there are differences between the regionally meas-
ured initial effect of a communication channel and its supraregional significance.

In order to clarify Hypothesis 1, it is necessary to examine the significance of these deviations. 
For this purpose, the regionally determined frequencies are compared with a supraregionally de-
termined expected value. As part of a secondary data analysis, the values from a survey conduct-
ed by Deloitte in 2010 are used for this purpose. Since the calculated p-value is smaller than the 
significance level alpha=0.05, the null hypothesis H0 must be rejected. The alternative hypothesis 
Ha must be accepted. This hypothesis states that the effect of a communication channel in 2013 
depends on the regional affiliation of a recipient. The same evaluation then takes place with the 
data from 2018 - and comes to the same result.
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Hypothesis 2 states that the regional dependence of the effect of a communication channel has not 
changed as a result of technological progress. This statement is now also verified in a final step. 
For this purpose, the results of the samples from 2013 and 2018 are tested for significance in a 
chi-square test. The basis is the average observed values per communication channel. Since the 
calculated p-value of 0.046 is lower than the significance level alpha=0.05, the null hypothesis H0 
must be rejected and the alternative hypothesis Ha accepted. It follows from this that technical 
progress has an impact on the opinion-forming power of the individual communication channels.

6. CONCLUSION

The management fields of marketing and communication are characterised by progressive profes-
sionalisation (Niebergall & Röttger, 2018; Röttger, Kobusch & Preusse, 2018). This is due to major 
changes in the opinion-forming and information procurement processes of target groups over 
the past ten years. This requires a faster and more accurate approach. It is also no longer enough 
simply to send out messages. To control the flow of information, bilateral communication between 
companies and recipients is necessary (Sdrolias, Kakkos, Škodová Parmová, et. al, 2016). In ad-
dition to traditional instruments, PR, marketing and sales also use new communication channels 
to gain attention or relevance for their communicative messages (Lommatzsch, 2018). These have 
remained the main concerns of institutional communication. (Sdrolias, Kakkos, Škodová Par-
mová, et. al, 2016) 

Efficiency has a high priority in the choice of instruments and the distribution of budgets. Com-
panies worldwide therefore invest an average of 6.7 percent of their marketing budgets in modern 
analysis methods. It seems that the demonstrably better performance as the main reason for this 
(Perrey, 2018).

However, data-driven marketing planning requires a valid database (Staudacher, 2018). In prac-
tice, however, there is often a lack of valid data. Others complains that 45% of companies have 
only incomplete customer data, which is why secondary data is used (Kreutzer & Land, 2017). 
Planning on the basis of secondary data may have proved successful for supraregional providers. 
The present research work, however, proves that geographically defined regions can deviate sig-
nificantly from national or international average behaviour in terms of media use. Against this 
background, communication concepts oriented towards the average customer must be critically 
questioned. 

The present research work shows that in rural areas the traditional communication channels of 
branch offices, newspapers and personal contact by the consultant still have a significant influence 
on the probability of a mortgage being concluded.

It also becomes clear that the Internet is becoming increasingly important in the process of form-
ing opinions and building customer loyalty. At the same time, people are looking for a personal 
contact person and physical proximity at the end of the day, at least in the case of transactions that 
require explanation, such as the conclusion of a construction loan. Against this background, the 
steady reduction of bank branches with reference to increasingly used online banking services 
must be critically questioned. Banks and savings banks are following numerous other sectors with 
their strategy of using the ongoing digitalisation to reduce costs. Staudacher (2018) deplores this 
development as it does not lead to improved customer orientation. At the same time, however, it 
has a negative impact on existing customer relationships (Hinterberger, 2018). 
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The present research work also makes it clear that the importance of different communication 
channels in the process of forming opinions varies from region to region. This confirms the ten-
dency to meet the growing global challenges with their own regional strategies (Škodová Par-
mová, Líšková & Kain, 2018). 

On the other hand, it does not provide a reliable statement on which communication channels are 
particularly important in rural areas. The random samples in the number of cases were too small 
for this. Also not investigated was the question of whether only the rural area in West-Middle 
Franconia analysed in the research project deviates from the average customer - or whether devi-
ations are to be expected in all rural areas. Also not considered is the question of whether there 
are deviations only in rural areas or also in metropolises. Thus, the present research work is at the 
same time an impetus for further research in these directions.
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