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<ABSTRACT>

Guidelines for Financial Institutions’ Demarketing Alternatives

Heung-Kyu Kim

Recently, financial institutions have greatly suffered from unprofitable customers as the condition
of the Korean economy has not been in a good shape. Demarketing seeks to persuade customers not
to use products or services. Accordingly, it is necessary for financial institutions to consider
implementing demarketing alternatives to some of their customers in order to raise resource
utilization, reduce risk exposure and, of course, increase profit. This article provides guidelines for
developing appropriate demarketing alternatives when demarketing is considered for financial

institutions.
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