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Abstract

Abstract

For commercial banks, service is the base of survival and development. In the
face of the fierce market competition, commercial banks serve brand-building as the
core competitiveness of the long-term development. Based on the research of service
brand connotation and the path of service brand management, this article puts forward
some measures for commercial banks service brand building.

It expounds the meaning of service brand building by reviewing the
service-culture construction of Xiamen Branch of CCB, establishes the basic concept
of service brand building, and sets forth the connotation and path of and service brand
management. Then it analyzes the data of sub-branch service quality survey, customer
complaints, customer satisfaction survey, VOC from 95533 in nearly three years, and
describes the service brand building situation of Xiamen Branch of CCB. The main
question of Xiamen Branch of CCB is customer satisfaction gradually reducing in
spite of the advantage of standardization service. Generally speaking, the enterprise
culture is not formed completely in Chinese commercial Banks. Chinese commercial
Banks lack of service consciousness, and need long time to put service concept about
customer-centric into effect. Focusing on how to improve the quality of service, it
finally presents some measures about service brand building of Xiamen Branch of
CCB, including improving customer experience through sub-branch service quality
improvement, continuously improving service process, valuing and implementing
brand relation management, treating and resolving customer complaints from the
point of long-term and humanistic view, etc. Specifically, the first is taking the social
identity principle of social psychology as guidance of bank employee behavior
management, and improving service quality around smile-bank building. The second
is through solving problems in lobby manager serving to enhance customer security of
service. The third is influencing customer experience by the enterprise culture

spreading, and giving publicity to bank service brand with stories and history. The
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fourth is driving the production to improving service efficiency and solving the
problems which reduce customer satisfaction. The firth is according to the different
area characteristic to position business area of each sub-branch. The last is
establishing customer complaints solutions database, and solving the customer
complaints in the customers’ position.

Key words: commercial bank; service brand; service quality
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