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Abstract— As a new rising branch of Chinese city commercial
banks industry, its financial aspects should be séngthened. This
paper focuses on the problems and the reasons foritg
Commercial Bank in China in the aspects of financiaproducts,
puts forward effective countermeasures.
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. INTRODUCTION

Since the nineteen seventies, Commercial bankshén t
financial innovation driven, personal finance bes# has
developed rapidly, the number of personal finanpialducts
sales growth. The issuing scale size of personahntie
products of China's Bank in 2006 reached 4000000@00
Yuan. However, from the beginning of 2007, alonghwthe
financial industry opening to foreign financial fistions,
domestic commercial bank financial business waslybad
affected, the financial products of domestic conuia¢banks
are lack of diversity and hierarchical, productommhation
asymmetry, the lack of independent innovation gb#éind so
on slowly highlights. As a new rising branch of Gdse city
commercial banks industry, its financial aspectsuth be
strengthened. This paper focuses on the problends taa
reasons for City Commercial Bank in China in thpeass of
financial products, puts forward effective counteasures.

Il.  EXISTING PROBLEMS OF PERSONAL FINANCE PRODUCTS
OFCITY COMMERCIAL BANKS

a) Market segmentation and hierarchical service of
financial products are still need to be improved ar
Domestic commercial banks developed much market
segmentations focusing on income, family and life
cycle, which is single. In fact, you can also press
demographic segmentation, comprehensive

demographic characteristics such as age, gender,

income, occupation and family life cycle stage to

divide the market. Generally speaking, customer
market segmentation not only to distinguish between
different consumer value-added services, such as
hedging, steady or risk type, and analysis of their
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social class, property, income scale, credit ratiigix
tolerance, buying behavior and habits etc.. City
Commercial Bank financial products is almost refy o
the counter sales, the lack of other sales methieds,
not able to provide direct and convenient way for
customers to purchase, the product sales have been
great limitation.

The product of a single, homogeneous phenomenon is
serious, similar products are much. At present our
country Commercial Bank launched products mostly
just the original bank deposit, loan products and
intermediate business products re combination, lynost
concentrated in personal credit, debit and credit,
information services and other basic financial
products. And the city commercial banks because of
its smaller, due to lack of R & D, quantity is Ikt
such as Bank of Chongging, how only a few financial
products. The Chongging Bank launched the "week
business" in the case, for a period of 7 days, to
contract customers cycle management. The financial
product initial purchase amount is 50000 yuan, egign
by the customer to buy financial products after the
agreement is signed, since the day the system
automatically according to the agreement between th
methods and the amount of buckle draw a financial
funds to finance accounts every day, automatic
management. The biggest feature is the automatic
cycle of financial management, with the use witd th
check and the power of compound interest. Liquidity
is not only demand deposits, and demand deposits
interest rates 4 times the fiscal revenue, is dygtaae
packaging to bank 7 days notice deposit. Curregrily
the market similar products are the China Everbrigh
Bank "sunshine finance week plan”, Minsheng Bank
"money" financial B account, to pay the "Shuangli
management accounts” etc.. For this kind of fingnci
products, banks operating technique is almost

the same, will raise funds on the interbank b¥Rd
market, make some gains by buying bonds, bifs,
bonds and other bonds denominated in RMB. Tdiis
operation technique arbitrages through the deposit
interest rates far below the inter-bank market
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investment . At the same time, the RMB financial is also much lower than the brand construction of
products in the timing convergence in abnormal, the joint-stock commercial banks. Some of the time, the
target customer group selection is also focusethen quality of the products is better than that of jeitock

city elite. This consistent pattern makes the RMB commercial banks circumstances, product saledlis st

financial products homogenization phenomenon banks far lower than the same period in the same type of
interbank  seriously, this financial products joint-stock bank financing products. The emergence
competition can only rely on improving product sale of "a difficult situation with no one knows"

to achieve better returns to the bank, its prqidce

has been squeezed more and more small, thereby into .  ANALYSIS OF THECAUSE OF THEPROBLEM

a passive situation in business development.

Personal finance product marketing is lack of olvera A Analysis of the causes of market segmentation and
planning and creativity, marketing ideas are behind  hierarchical service defects of financial products.

Personal finance product varieties of domestic In the beginning ,the market positioning of City
commercial banks are convergence, price competitioCommercial Banks is "service to serve the localneauy,
is intense. But the marketing planning is not ofsmall and medium-sized enterprises, service cgigeats", not
importance and creative. But now the marketingpaying enough attention to the development of tkerinediate
behavior of many commercial banks personalservices including personal financial business. affial
financial products is the same, many banks arereageroducts in the domestic appeared even before stitye
to seize market share, pre work product marketing icommercial banks set up time. The city commercaalkis will
not perfect, not deep enough for localization, anche more focus on traditional banking services, rfal
sometimes are not clear whether they are suitable tmanagement products for market segmentation amarbiecal
launch a product, anxious to compete with otherservice input is far less than other commercialkbamn the
banks, the marketing effect doesn’t work as well ashierarchical service financial products is subjecthe small
they’d hoped. scale, insufficient number of employees, not thenshmore
hands to support financial products promotion aaldssof the
original transactions and customer manager, aofgzional
financial account manager. More is to choose thentsw
operation personnel to carry out financial produnerketing
ﬂnd sales integration type sales model.

Marketing personnel quality is not high, the indeant
mechanism is not perfect, prone to moral hazany. Ci
Commercial Bank financial business started late, ha
a low starting point. Marketing personnel trainad
incentive mechanism are not as good as the foreig
banks. The city commercial banks occupied the 3 ] . .

market share through the sale of financial products B- Financial products are single, analysis of the causes of

led to the marketing personnel performance pressure S€rious homogenization phenomenon.

the sales staff is prone to moral hazard. For elamp The city commercial banks personal fi nancial marke
only emphasize financial products income, do nilat ta practice time is short, financial engineeringnals useless, do
about risk, exaggerated "the highest yield, and th@ot know enough about the individual customer'suaict
emergence of the" high risk "not floating benefit" financial needs and risk preferences, coupled tWighcurrent
products sold to the kind of risk averse clierte the financial separate operation of banking financiabdocts
retired , the reputation and credibility of bankerey  investment limits in the field of personal finarigmoducts, so
hurt hardly. In 2008 April, the CBRC has informed that commercial banks now launched relatively ned&y

the part of commercial bank financial productssimple, relatively similar varieties. Although thinancial
problems, said: "part of the commercial banks db noproducts of domestic commercial banks developmesd h
accurately understand the client's financial situet reached a certain scale, especially have absalatminance
investment objectives, investment experience asid ri in the RMB financial products, but from the perddir@ancial
perception and ability; not evaluate whether it isproduct development and profitability, Chinese Isaake still
suitable for the client to purchase the recommendeihsufficient, the product quantity to be huge, ible actual
products, and will inform the customer about thespecies homogenization of serious, especially medic small
evaluation opinions." and medium-sized city commercial banks, it is ideorto re
packaging products joint-stock banks mature. Ligte2l007 to
purchase new financial products and asset managemen
h products, together with the credit assets as thedation, is
.the domestic commercial banks follow the simpleation. In

. - g X " product development aspect, city commercial baakssm
series, the Minsheng Bank's "extraordinary” setfes, banks ,copy other domestic commercial bank prodastsh

Everbright Bank's "sunshine" series have been known__ .
and understood through the good marketing . Cityﬂ]am mode of product development at the presegesta

Commercial Bank is limited by its smaller size, for
financial products in the promotion is smaller. Eve
the local, financial products, influence and rectign

Brand building is not perfect, the brand value ednn
be reflected Domestic joint-stock commercial bainks
personal financial product brand construction ia t
forefront, the merchants bank "golden sunflower
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C. Analysis of the causes of financial products marketing
ideas behind.

“Marketing concept to customer demand as the cente

marketing concept is not deep into our city comriaédgank's
financial products, as the marketing to sell, thporadic use
advertising, promotional strategy is the marketiNgt really
aware of the importance of customer needs; lacknudrging
market consciousness, provides the high quality doaloor
service for the customer less, still using thedkof "waiting”
approach, ignore the research and development tEhial
customers. These backward marketing concept leads
excessive bank client focused on direct interedtiammediate
interests, ignoring the long-term and
development. Only pay attention to seize the egsti
customers and the market, ignoring the existendevatue of
potential customers, the lack of overall planning the focus
on marketing strategy and the development directibrthe
current.

D. Analysis of the causes of financial products marketing
personne quality is not high..

comprehensiv

brand promotion is not as good as the large stated
commercial banks and joint-stock commercial barksthie

depth and breadth,. With the major joint-stock carsial

banks, whose domestic financial brand promotion is
outstanding, in the competition, even if the prddiscbetter
than the same type of joint-stock bank products,still at a
disadvantage in the purchase amount.

IV. ADVICE OFOPTIMIZING CITY COMMERCIAL BANKS
PERSONAL FINANCIAL PRODUCT

U we focus on city commercial banks problems and
difficulties encountered by the personal finandiakiness in

the

®he city commercial bank, the geographical posit&superior,

the close relationship between employees and cestorand
personal finance in China is at the stage of dgvednt of the
thriving. Can say, the development of city commarbianks
personal financial services, share "day, geograpimg the
advantages of". How to play the advantages ofatitymercial
banks, to solve the present unfavorable situatiopersonal
finance market, out of the local city commerciahbdas the
characteristic of personal financial business dgwekent path,

In the commercial bank, the production departmeit othe author put forward the following views:

financial
markets department, also known as the Treasury rbegat,
the Department in the head office directly on therspnal
financial business is in charge of the vice pragidEinancial
products sales department is personal financiabrdeent,
financial management division, the lobby managdorize to
personal finance ministry, who exists in each bnabcanch of
a large number of. Although before each product puesh-off,
designers of the market financial products arparsible for
the training of personal financial department te timain
product sales, design concept, mode of operatiah résk
products. But the personal financial products ateonly relate
to the basic business bank, more requirementseirfitlancial
products marketing personnel should possess thitiegiaf
professionalism and the financial industry. Perkdimance
manager of commercial banks in China are mostlynftbe
temporary staff training from the cabinet, they wneery little

management products belongs to the fi@hnc

A. The establishment of service database.

First, adhere to the customer as the center, ermete the
key customer, customer structure analysis. Throtigl
establishment of data warehouse of large, largtomes data
to accumulate in the banks using the advancedveatahouse
and data mining technology, according to the ageypation,
income, investment experience and other re claasifin,
starting from the aspects of its trade preferengedyction,
analysis, comprehensive analysis, reveal the adeaatand
characteristics. According to the characteristicthe personal
financial management business of city commerciakbaand
the local actual situation, city commercial bankss tthree
elements of market segmentation according to ttezdst, the
population and the psychological. From the intefastiors that
benefit pursuit, orientation is different, diffetemuman pursuit
of interests willing to bear the risk degree idatiént, specific

about product development ideas and personal fialnc financial products, the tendency is different. Frotine

products operation knowledge, their understandafigeersonal
financial products and financial comprehensive ityiaé also
difficult to adapt to the increasingly specializedmplicated

population factors, people in different age, beealhey have
different concepts of life, consumption concept alifé
experience, the risks and benefits of the diffeegtitude. From

personal finance product marketing requirementst NOpe psychological factors, different people haviiedint life

conducive to personal financial product marketing..

E. Analysis of cause of financial products brand buildingis
not perfect, brand val ue can not be reflected.

Because of its strong local characteristics, s@alemall,
local government investment background and othdectk
even if there are some city commercial bank haveneso
knowledge of financial products brand on the ndtessd
importance, but City commercial banks are far tass large
state-owned commercial banks and joint-stock coroialer
banks in the understanding and attention degreandBr
building is more rely on traditional propagandeelifouth to
mouth of the city residents because of quality potsl Its
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and mode of spending time and money, and diffepeaiple
accept different degrees of financial products tese actual
market demands are closely related to financiatiyets. City
Commercial Banks on the basis of but not limitethtese three
elements, can be successfully put the customer enark
segmentation into several different sub marketduding any
sub market have similar needs of target customéity
commercial banks can be reasonably according tonduée
environment, its resources and business charatins,risele&
the target customers, and target market seledticrgrding to” 2
different customer’s different needs of financiabgucts, to &
provide different financial products for customeoes design ™
different levels.
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B. On the customer segmentation, provide the service level
for different customer needs.

Hierarchical service does not represent a discetoity
service or only provides the service for the cusianDue to
the different target groups of clients with diffetepersonal
financial product demand, city commercial banks lisha
according to their actual financial needs, combingth their
contributions to the banks, to provide differerthtervices for
different levels of customers, in favor of persofiabncial
products and the increase of bank profit. At pres€hina's
large commercial banks in the personal finance amiy for
high-end customers, through the introduction ofowes types
of silver card, gold card, platina card, VIP cav plan, set
up financial studio, providing exclusive privilegend the
opening of the corresponding fast service chanaetk other
measures for VIP customers, realize the speciaicgeto the
customers. But the large commercial banks ignohedother
numerous, in marketing also mostly high-end custsmeot
for personal finance customer knowledge, even néeard.
Therefore, city commercial banks can jump out afrde
competition for high-end customer markets, into vhet blue

sea and customer management. Small and medium-siz

customers are the city commercial bank's basiomest group.
At the same time, the national social securityesystmedical
care system, education system reform also causgdep® pay
more attention to your financial status. Through tkasonable
financing plan, ensure their future life in finaaicsecurity and
independence to independent, objective, the basget that
the people pursue has become better enjoy life. rEipé
expansion of the middle class and the urban restgrtome
growth provides a broad market for city commerbiahks. An
average annual growth of 30% financial needs, Hsb a
requirements of city commercial bank must give fullly to
their own advantages, the segmentation of targekehasmall
and medium-sized customer management market force.

C. Thedevelopment of new products should be based on
"customer satisfaction” principle.

As China's financial market is opening to foreiganks,
financial product market competition will be monetense.
Chinese banks, foreign banks through mutual ppetimn and
M & A, not only make their own capital gained rapid
promotion, more make the service levels continugnjorove,
especially in the development of personal finanpiaducts,
more to be way ahead in city commercial banks.Heunore
the earliest personal financial products of thentjstock
commercial bank financial products are more abuhdauad
diverse; the marginalized position of city commaldianks is
more serious. City Commercial Bank must identifg target
customers, through the continuous developmenhewith the
actual needs of target customers, with its ownadtaristics of
the financial products, and constantly open upntiagket, and
their market share gradually stabilized, in order better
survival and development in the fierce competitionthe
market. Although the ultimate goal of city commatdanks to
develop personal financial business is to incre@mseme,
improve the level of profitability, but the sho#drin goal
should be to "customer satisfaction, capital presérn profit"

principle for the development of financial produdBne is to
retain customers, city commercial bank staff andtamer
relationship is close, easy to make the customgemtience. If
the city commercial banks to personal financialdoicis to
customer assets reasonably stable, reflectingtaiestrength
from two aspects of marketing services and theityuaf the
products, not only can make banks more closelytioglship
with customers, improve customer satisfaction aydlty, and
ultimately to retain customers purpose; two is tigto the new
financial product later independent research aneldpment
of the personal assets, meet customer demanddeuts city
commercial banks to give customers a "financiallitabi
impression, and attract growing customer; threse tigpical set
of personal financial products, enlarge the poatmtistomers,
through existing customers and marketing their dewels
continue to rise, to improve the quality of the qurots, drive
more potential customers to participate in the graakfinancial
management business, to tap its full potentialf fedhe client
steadily increase or decrease based on speedfilwescial
product innovation with local characteristics, teahthe high
quality financial needs of customers, so that thg c
ggmmercial banks have gradually "boutique bankatiro

D. Createthefinancial elite management team.

Bank financing is a strange and frightening conadftity
commercial banks, horrible lies in the lack of fiogl
backbone -- financial talents. Create elite managgnteam
has become a pressing matter of the moment of city
commercial banks. First, personnel training. Ourafficial
adviser and development is accompanied by the isadta
growth of national wealth. In order to adapt quickdb the
growing financial needs, develop domestic qualified
management experts, published in 2003, the natigiraibktry
of labor and social security of the fifth batch5¥ occupation
standard, financial management division was forynall
incorporated into the national occupation ceremothy.
December 11, 2004, the Chinese financial education
development foundation Financial Planning Stand&dard
passed the "Interim Measures for the financial mdan
certification”. China Institute of Certified Findat Planners
(The Chinese Institute of Certified Financial Plars referred
to as: CICFP) was established in 2005, is Chinaan€ial
management division fast training, laid the fouratatfor
growth. City commercial banks must catch the buspeed up
the training of financial personnel. Second, loalgrt. Talent
is the core competitiveness of modern social omgdioin. The
former Citibank CEO Gao Tillman Rockefeller pointedt in
1965: "if we have done in the last few years thiafisdown,
and then put them back together, then we can sespfmany
years, we have the most energy, spent most ofiries and
will continue to do so thing is -- people's probtgnon this
point should be no doubt. In Citibank, staff retnént, hiring,
training, staffing and development is always in fingt row."
"Reuse talent, talent, talent award, long talest"ta sele
talents Citibank outlook. Success is the moderrkb&hinese o
city commercial banks to make his team into théesditam,
strive for in the financial markets rely on supefiarce, strong
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onslaught, maximize financial market share. Culibra of
talent, talent is the key to the success of a kiay.

E. Carefully build financial products brand, achieve
financial products brand loyalty.

City commercial banks to talent showing itselflie fierce
market competition, must have their own brand. As t
competition among today's enterprises more and rfieree,
"wine is also afraid of deep alley". So the citynwoercial
banks to design a good product, must use of tébevisadio,
movies and other media, to strengthen publicity laredth of
financial products, to enable more customers tcetstend it,
set a powerful, full range, multi function for cistommercial
banks personal financial products and service pesvithe
image, in order to stimulate customer consumptiesird.
Brand is an asset, but the real assets is the wmnshrand
loyalty. The United States of America, Professoduiigi
Shimp mentioned "brand is not an asset in his m@piy
about integrated marketing communication, brandltgyis the
asset. No customer loyalty, the brand is purehademark, is a
kind of symbol can be owned, recognizable, butas mo
value." Brand awareness can be created, as lothg dimancial
industry brand invested large amounts of fundstlier brand
promotion, brand awareness in a short period of titan
quickly realize. However, consumer loyalty to theahcial
industry brand, from brand consumption in the psscef
accumulation of service satisfaction. City commardanks
through advertising, publicity, sales promotiorbtald up "the
brand”, must careful maintenance, to meet the conass

cognition, so as to keep the brand image consjstety to
consumers of products, services and brands arsfiedtican
eventually build customer loyalty.
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