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Abstract

This paper summarizes the relationship marketing and reveals how the rise of
the third-party payment platform affects commerce bank on this basis, some
countermeasures are proposed for commerce bank to deal with this situation. Under
the background of deepening the development and innovation of China’s financial
industry, this study will undoubtedly have some practical significance.

This paper is divided into three chapters, the main content of each chapter are as
follows:

The first chapter is introduction of relationship marketing. It introduces the
evolution from transactional marketing to relationship marketing, including the basic
framework of relationship marketing and the difference between relationship
marketing and transactional marketing. How to make relationship marketing,and
different kind of marketing strategy. Proceeding from the actual competition in
financial industry investigated in this paper, the strategic focus of relationship
marketing should be put on developing customer stickiness and promoting win-win
cooperation.

The second chapter is the impact of the rise of third-party payment platform on
the commerce bank. In this chapter, the author describes the rising trend of the
third-party payment platform, which has gone through the payment gateway mode as
a symbol of market exploration period, the regulatory account payment mode as a
symbol of the market launching period and the rapid development period symbolized
by convenient and secure payment tool for people. However, to consider the impact
of the third-party payment platform on commerce bank strategically, the competitive
advantage and disadvantage must be clearly compared and analyzed, and
dialectically analyses the competition Crowding Out Effect. The wise way of
commerce bank is working together with the third-party payment platform.

The third chapter is the strategies of the commerce bank. The ways of
increasing customer loyalty are clarified by aspects such as how to advance

Customer Relationship Managemnt System and Customer Relationship Marketing



Support System. In addition, the solutions of promoting Win-win cooperation are
explained by how to encourage competitors to learn from and collaborate with each
other.

This paper introduces the theory of relationship marketing, analyzes the impact
of the third-party payment platform on banking and its countermeasures from the
perspective of relationship marketing, which is probably the new attempt to develop

new ideas.

Key words: Relationship marketing; Third-party Payment Platform; Commerce

Bank
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