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Abstract

Abstract

Today, as financial markets become increasingly fierce competition in the
banking business of the traditional deposit and lending spreads are shrinking, the
middle of the business has become the income of commercial banks around the world
an important part of commercial banks, known as one of the three operations.
Intermediate business of low cost, high-yielding, lower capital requirements on risk
characteristics such as relatively small. Therefore, to develop intermediate business of
commercial banks is of great strategic significance. In this paper, intermediary
business of commercial banks in the theory and the theory of integrated marketing
communication research, theory with practice and the use of empirical data compared
to the methods on how to start marketing the middle of the business argument.
Combination of domestic and foreign commercial banks in the course of development
of intermediary business to Bank X branch Z of intermediary business for the specific
study. Depth analysis of the X branch of the problems among the business and focus
on integrated marketing communication from the perspective of a further
development of innovative ideas among the business and integrated marketing
strategy. In the course of the study, we found that Z is a bank of the growth of most
domestic banks, with a leading edge of brand value. The use of X at the head office
branch as long as the strong technical support background, integration processes, to
improve the customer database integration; stratification of high-class low-end to
expand customer base; integration of various customer contact channels, the spread of
targeted communication strategy communicate with target customers; change due to
potential multi-tool innovation and marketing; integration of internal and external
resources, to take the occasion of interpersonal and non-human means of
communication of the integrated combination of intermediate business of integrated
marketing. With the organizational structure, corporate culture and technical support
back-office systems in three areas of protection. X branch of the middle market

business in the region there is much room for the growth period.

Keywords: intermediary business; I ntegrated M arketing.
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