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Abstract

Abstract

With the development of modern communication and computer technologies,
electronic banking has gradually become the main transaction channel for customers
of commercial banks, and it is also a key business developed by all commercial
banks in China. As an important distribution channel, electronic banking is a vital
area for banks to sell products and services, maintain customer relations, explore
customer value and gain proceeds. Boasting a number of advantageous features,
such as accurate customer identification, fast transmission of marketing information,
precise computation of marketing results, the electronic banking has become the best
channel for banks to carry out precision marketing. Industrial Bank (IB) also
launched tentative campaigns in the precision marketing of electronic banking.
However, such campaigns were not conducted in a desired manner due to some
shortcomings, including insufficient customer segmentation, imprecise positioning
of target customers, simple marketing means, and lack of integrated marketing with
all channels. Therefore, it is necessary to investigate the problems in the precision
marketing of electronic marketing carried out by IB, analyze the causes, discuss the
implementation plan for precision marketing, and bring into play the advantages of
electronic banking in precision marketing.

In this paper, we summarize relevant theories of precision marketing and
analyze the practices and successful experience of both domestic and foreign banks
in the precision marketing of electronic banking. On that basis, we analyze and
study the current situation of IB in the precision marketing of electronic banking,
discover the deficiencies of the bank in carrying out precision marketing of
electronic banking, and further investigate the causes leading to such deficiencies,
which mainly include incomplete customer information and data, lack of overall
marketing planning centering on customers, and insufficient linkage among business
departments.

Considering the deficiencies of IB in the precision marketing of electronic
banking and combining the theories of precision marketing, database marketing, and
customer life cycle, we propose an implementation plan for IB’s precision marketing
of electronic banking: improve the construction customer information database
centering on customers; work out unified marketing planning in combination with
customer life cycle; carry out precision marketing at the different stages of customer
life cycle by combining the advantages of all electronic banking channels and
achieve common growth together with customers.

Key words: electronic banking; precision marketing; Industrial bank



H %

B T B3 et s snssss st ssassssass s sa s s s s sasasasasssases 1
A T T BN oottt ettt ettt 1
- T R B B oottt ettt ee e 1

=\ TSR EIARIITEE I oot 1

=< e I sy b = T 2 RO 2
—\ ﬁﬁ?‘iﬁfﬁ ...................................................................................................... 2

=\ BT BRAEZR <ot e 2
FE BFRITREEHERIEIR ccceeerevereeerseneneesesisesssasins 4
i R ==~ OO 4
e BB B I ettt et et e 4

T BB B AU B G T oot 4

= BB SR REEIEEER oo e 6

Py BB EE B TR TR oot eee e s et s e et ee bt ne e nerane 6

F= =St R 5= OO OO OO PORT 7
o BB HEEEEHTE N oottt et ettt et n e 8

el = L= T L= OO 8

B = = Ly O OO O PR 9

B A B A B oo et 10

= B PR EIHATENL oo ettt ettt 10

T B PG EEABERERIE oot s e 11

S B AR B B BB e 12
F=F ERMEFRITREEHNEZRIREES ... 14
A B R T O B E B i oottt 14
o B R T RE N oottt ettt eraees 14

T BRI T AR EE EHBITEEE oo 14

S BRI TIE B TR oottt 15

BT EMRITEFIRITREEEIEEE oo 17
— EIMETFERITEBIEIIR oottt esese e ese s 17

T BN TR TAB B EEIEER .ot 18

= EMRITE T R TR EE RIS e 20

F=T FRERITUEFIRITEEEIEEIE oo 21
— BEETFRITERBIDIE oot ee et e e ese e e s s e 21

T B TR T EIRITIEER oot 24

AT 2N ettt ettt ettt ettt et et eenen 27
FOE MIRITEFIRITEEEHEIK oeeeeeerereecnnsesennenens 28
B—T ASRITEFRITEEEHEIIR oo 28
—\ SAPSRITEETFERITILZE MR oo 28

= SRITH BB FRITIEEE AT e 30

F-H S SRITRE TR FIRITRENEEEHEIK DM oo 33
— MASRITE FIRITREE IR BZAL .o 33

= BECARITEFIRITIREEHA R ZHER T e 34
BFHE EAMIRITHFRITEEEHAI RN oo 36
Bt BIBEEIRIE EREEEEEIURY oot ene e enen 36

o T BB EE oottt 36

= ABPAFOBEITERRR] oo sssssessssssenns 37



b

b
L T A T e 1 Y

H
E|

=, BEBITERE), BEEWH
ERERHBEEHESR

-

-

-

EHEEH KSR~ m
BEEHERFEFEmZ5MmE
BERRETFIRITS
ERRERBEEHEADR
ERAFLSHESE
SRITH BEER Ml A AEE S
ELEARBFEEESH

-

-

-

-

-

-

-

EPRUHIBEEHATR
EREMLRLAT A
SEFRLER
B EER

it

EPEEF RS

................................................................ 55

oooooooooooooooooooooooooooooooooooooooooooooooo

oooooooooooooooooooooooooooooooooooooooooooooooo



Contents

Contents
Chapter] INtroduCtion .......eccccecccereccssssnnrecssssssnncsssssssscsssssssssssssssssssssssssnss 1
1.1 Background and Significance of TOPICS ..ccccccevvverervnicssnnrcssanicssnnssssanssssanssssnsssssenes 1
1.1.1 Back@round Of tOPICS ......ueeuierieeiieiieeieesiie et esite ettt et ereeseeeesbeessaeesaessnaens 1
1.1.2 Research objectives and SignifiCance ...........cocceevieriieesiiiniiieiienieeee e 1
1.2 Research Method and Research FrameworK........cceeiciveicsseicssnnccssnnccssneccsnnnes 2
1.2.1 Research method .........coooiiiiiiiiiiiiieeee e 2
1.2.2 Research framework .........ccooioiiiiiiiiiieee e 2
Chapter2 Related Precision Marketing Theory of Electronic
BanKING ccecoiiiiiinniiiiniinnniiinsssnniicssssssnniessssssssssssssssssssssssssssssssssassssosssssnsassesses 4
2.1 Database Marketing ......ccccccccecvveeiccsssnnicssssnnrecsssssssecssssssssssssssnsssssnsssesssssssssssssssssss 4
2.1.1 Database marketing CONCEPL ......cccvieeriuiieiiieeiieeeciee et et re e st eeeaeeeeneeeas 4
2.1.2 Features and advantage of database marketing............cccoevveniiiiiiinnncnenennne. 4
2.1.3 Comparison of database marketing and traditional marketing .............cccoeee.ee. 6
2.1.4 Development of database marketing ..........c.cccoeceevciiiiieiiiinienie e 6
2.2 Precision MArketing ......cccccecceicsvenicssnnicssnnesssncissciisssssessssiossssnssssssssssssssssssssnsssssns 7
2.2.1 Definition of precision marketing .........cccceeciiienineiiiiniiieneeeeeeeee e 8
2.2.2 Features and advantage of precision marketing...........ccceevveeevieeeiieencieeeceeeeneenn 8
2.2.3 Implementation of precision Mmarketing............ccecueveeverienieneniieneeeeeseeeeen 9
2.3 Customer Life Cycle ......ccouiievvricsvnrcnssnnisiencssscinsnncssnnecssnnes 10
2.3.1 Definition of customer 1ife CYCle ......c..ccveiiiiiiiiniiiieiece e 10
2.3.2 Phase characteristics of customer life Cycle .......coccuvveiiiieiiiieiiiiceeeeeee e 11
2.3.3 Marketing tactics in each customer life cycle ..o, 12
Chapter3 Development Status and Trends of Domestic and Abroad
Precision Marketing for Electronic Banking ............cooceeeveecseecsseecsnncen. 14
3.1 Electronic Banking and Precision Marketing .......cceeveeseciseecsenssnccseecssnecsnnnes 14
3.1.1 Definition of electronic banking ..........c.ccecceeriieiiiiniieeiiienie e 14
3.1.2 Advantages of electronic banking precision marketing...........cccccveeveveeecvveennnenn. 14
3.1.3 Precision marketing way of electronic banking ..........ccccceccevveneniiniinennennenn 15
3.2 Electronic Banking Precision Marketing Practice of Abroad Banks................ 17
3.2.1 Development and status of abroad electronic banking ..........cccccoceveeviinieneene 17
3.2.2 Precision marketing practice of abroad electronic banking .............cccceeveenneen. 18
3.2.3 Precision marketing experience of abroad bank’s electronic banking .............. 20
3.3 Electronic Banking Precision Marketing Practice of Domestic Bank ............ 21
3.3.1 Development status of domestic electronic banking .............cccccceevvieviiennennen. 21
3.3.2 Precision marketing practice of domestic electronic banking ............c.cc.c........ 24
3.4 Chapter SUMIMATY  .eecicccccssnecsssssssecsssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssass 27
Chapter4 Precision Marketing Status of Industrial Bank Electronic
BANKING cccceeiiiiiiniiiiiniiniiiiiiiintiicnsssstnicssssssnecsssssssnecssssssnssssssssssssssssasssssses 28
4.1 Precision Marketing Status of Industrial Bank Electronic Banking .28
4.1.1 Status of Industrial Bank electronic banking ............cccceeeveevieriiienienciieneeennen. 28
4.1.2 Precision marketing way of Industrial Bank electronic banking ...................... 30
4.2 Status Analysis of Industrial Bank Precision Marketing that Based on
Electronic Banking Channel...........ccoovuiieiveiinisnrcnssencsssnncssnncsssrssssssssssssssssssssssssssasssssns 33
4.2.1 Precision marketing practice weaknesses of Industrial Bank’s electronic
DANKING oo et e et e e e e e e ebaeeenbaeeesbeeennraeenns 33

4.2.2 Analysis on the cause of precision marketing weakness of e-banking in



Contents

Industrial Bank .........coooiiiiiiiiii e e 34
Chapter 5 The Proposals on Improving Precision Marketing of
Industrial Bank’s Electronic BanKing ........cccccviveicnscnnicsssnnccscnnccscnnnes 37

5.1 Database Construction and Precision Marketing Planning ..........ccceevuveennneee. 37

5.1.1 Perfect database .......c.cccoceevieiiniiiieiierieeee et 37

5.1.2 Marketing planning based on CUSTOMETrS ........cccccveeviieeriieeiiie e e 38

5.1.3 The sector linkage, integration marketing ..........ccoceeveevveriieneeneneeneenieeieneenne 39

5.2 Precision Marketing Solutions for Customer Observation Period ................. 42

5.2.1 Precision marketing for potential CUSTOMET ........ccocvevieviiriiinieninieeei e 42

5.2.2 Service fOr NEW CUSTOMET  ...c.eeiiiiiiieiiieiie ettt 43

5.2.3 Internet banking service for NEW CUSTOMET .......cceevvirienieenierieniieeire e 45

5.3 Precision Marketing Solutions for Customer Shaping Period .............ccc.c..... 45

5.3.1 Precision marketing linked financial products ............cccccoecieiiiiniiinniiniinieennen. 46

5.3.2 Precision marketing increasing transaction frequency of credit card
CUSTOIMIETS  .utiiiieniieeiteeette et stt et eat et e sat e bt e eat e et e st e bt e e anesh e e cate e eb et e e eaeeebeesaneenbeeeaee 48

5.3.3 Expending electronic banking transactions precisely ........cccccoeveevvveercieeennnennn 49

5.4 Precision Marketing Solutions for Customer Stabilizing Period .........cccucc.... 51

5.4.1 Precision marketing for credit card business ..........cccccecivvieeriieeriieeciee e 51

5.4.2 Precision marketing for bank’s investment and wealth management services...53

5.4.3 Positioning technology innovating precision marketing ...........cccceeeveeerveeenneen. 56

5.4.4 Customer care improving CuStOMEr €XPEriCiCe ..........ccceerreerrueerreerueerseesveenenes 56

5.5 Precision Marketing Solutions for Customer Degraded Period ...................... 57

5.5.1 Exactly defining the degraded customer ...........ccccovvieeiieiieniienieceeeeee, 57

5.5.2 Analyzing customer degraded CAUSES ........cccceeeriurieriieeriieeiieeeieeeireeeiee e 58

5.5.3 Retaining customers in degraded period..........ccceeviievieeiieniieniieeiecie e 58

5.6 Chapter SUIMIMATY ....ccccveecieiiisseiossssncssssnsssssssssssesssssesssssosssssossssssssssssssssssssssssssssssss 60
Chapter 6 ConClUSIONS......cceiiiervvnriecssssnniecsssssnsssssssssssssssssssssssssssssssssssose 61

0.1 CONCIUSIONS.....cuveiiiei ittt ettt sttt st e b e et 61

6.2 RECOMMENAATIONS ...ttt ettt ettt e b e 62
| 2] 0 ) 1 L U 63

ACKNOWICAZMENT......uuueiiiiiiiinnrieciiisnnrecssssneencsssssseecssssssseesssssssssssssssssssses 64






B Sk

BF—F S

b DR S IREOR 25, P ARIT LSS AR R, JFIZD %
SRR RN S5 B E R IRIE . R F T ARAT RS E AL F AR S, PR AR
fE 0, EPESCOL SIS IR, AR T HRAT RIE SR R 4, COu DL
BATHIE G . ASCR LRI IR . A T 2 IR R 5t I vh 5 18,
I T L W I FUHESE

-1 EEYRSEX

Y &Eﬂ%%

B BRI ORI R e, MZSIEIRANSIAAT H & A3 807 Jr i, JF
B2 T NAEAT ARG 5 2 T T EDE R SR S LA THEAR R JR R R O 4R
THTHATIESS, M IRAT . THVIRAT . BIRRAT S+ LE R AT it
FE RN, BHONT KRB sz, OvIRAT ANl Bk M AR 55 RiE . HATH T
PATIRIEIAT AL ) AR R G50 5, MOVEUT EEZ 5 IRE. 5154
RATH G S ML, B THRATRIEREAEA S M. RAT A G 208 R
SERAZ Gy T ARAT A KFE AR S BLEREEAR, mT LA BRI 2, BT
BEHLRON R P IR SS . XRATIN G, B THRITH T ERAaE, TEET AR
Eu s BT S, AR AR A . Sl a2, i aRAT IR
R DUEAT F AR 7 e REAERAT ML 25 RS HEAL S A . A SC B AR IB I Xk ARAT
LA i BT HE E A 5 SR e, S S8R B E B EE . R E R
A AR AR, SR MO ARAT St T ERAT RS HEE AR AN 2, A
PAAEIXEE A R Z AR A, IR 5 T HRAT AR VAL B A K L

—. WMREFMEX

P HRAT D BONIRAT INE AL 5 008, i PR Tl & 5 Bk S
Ba, BRSO, AEELL R ARE S, FEEEERAT T IR A



PV ARAT L ARAT R E B 0 B

W o OWARAT A L HRAT AR TR A 5 T 1 2 QAR (EAEAE H AR
FUEAAKEH . EHTBUR S L . ASCIE I B HRAT RS AR E B A S
WHIRTEE, X E A SMRAT AL R ARAT RS E A . TR MAT RS HE S S B 0 B L
B A ABATTR e e, RO HRAT HL T BRAT IR HE S A 5 SR AR A
TSI HE B RCR, A i 7 ARAT I8 R 4% TR M Th R

BT WMRFGESMRER

— MR7GZE

AT ] N A LT ERAT ML 55 1R R B TR N AR AT I 5% LT R AT RS U T A
FIBLRBEAT T R 50 b B ARAT ISR T i T KA R, W iiE W
PSR VE U5 B A L R A SRR T RS S5 [l SO A S ke i g . Dy
HRAT RINEAE o FARAT RS UEE 4 b 1 s B 45 B Y ARAT IR % 2] 55 %

P, ASCREEERIFAINES KRS, BN BT S K RIVIK,
S ] Y ARAT REAT 1) R TARA RSV A S AT L AT, AR D OARATE HL T
PATREUEE R T A R . P o BRI B FRS—, FERRTHE
B HRIEINL: S REERZBSEMN.

SEHIEEE IR RMERE SIS, B A AR, HEERW
HMRAT DL S BIRMNAT IV 256, A SO0 58 3 MOV ARAT B ARAT R 15 4
PR IR L, EEREPEREIEERR: SaRPEmAl, 4
—HMTESRR R BT S RE RS, R A AR B, Sk
ot R VR

=\ WRiESR

A AT, FmFRES IR RME R HWSEL, LK
W TNE S NESE . 55 BB THOREEE A REE . B R R
FHOREL G . 5 = T onF [ A AR MARATE B FARAT RS T B A I S BB A T b7,



ZERSINZ e o 5 DY B I X W ARAT S L 7 ERAT RS T B IR BILIR S A AR IR A
A FE AT E AR IR N o B T E R R T MV AR AT L ARAT RS R AR R L

HEEW HANERAL R SR



PV ARAT L ARAT R E B 0 B

FIE HTRITREEHREXER
B SR STLE IR R IO R, 175 B8 077 R GEE B
1R oK M AR A HT . TSR, TR R, R ERIL

b2 AR JE -

B—1  BUEE

i}

iH

Bl e B i e BEAE R AC RS, 5 B IAR IO 2% S 3732k B % 8 AR
Eia H RO X BORAE A AE R 2E NRFR A 70 T2 PRI R A5 2, JFEE
M REE R, DAERRE WXL, RaE HErR,

— BUIREERHS

Kl e B — P AT P B R R B S B A 50 el R I (S
EGEARRE BIRIE, K H ARz BRI BORHE B A e TSRO L HE
FIFEAT R, DM 2 PR O 2 KN A Ss, Isa S5 P RE KRR, AT
ReBE—20 T RAIIEAR Y, SEAF s 2 % IO RE K o R lbad i Wi SR AR 20
WHEMKEGEE, QL otriiidm et tht e e o fE. JaE. mil. S04
7 AT B IR EZE S R AR YE Y, DLURON X 5 2 45 7 i LARE R E L
AT B P O 5 5 DA B0 IR T 2 35 T S F 8 B 7 3

= BEEEWHNSR SN

(=) #ERTEE W BbR, mBAHEIER

He B A N BORRRIEAE T RES AU PR TR ilicse, sl bos it
XTI 290 BRI TE, mARIAE S ER, AL aens
% AR R NE R B —— DA b, SCBLER L, JRITRSHES
AR 2 T R R SN R I U 755K . B I T ABIUERF 2 %

VR, BRE BURPEESS (M) L DSBS HRAL, 2006 (AT AR ERIG BRI MR 6 Y [
KD



Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways:

1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library.

2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.



http://etd.xmu.edu.cn/
http://etd.calis.edu.cn/
mailto:etd@xmu.edu.cn

