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Abstract

In recent years, financial globalization is prevailing and the main barrier of the in-
ternational financial market is gradually falling apart. The development of financial glo-
balization process becomes a kind of unblocking trend of the whole world.

On the one hand, from a practical perspective, the increase of openness of the
global financial has provided a convenient policy for the bank globalization; the rapid
growth of the global economy has provided the fundamental economy basis for the bank
globalization ; the extensive application of information technology has provided techno-
logical possibilities for bank globalization; scale and scope economies of globalization
and expansion of the world have provided the driving benefits for bank globalization.
The context of globalization of these flourishing multinational banks has strongly called
for a supportive corresponding theory. On the other hand, from the theoretical perspec-
tive, the general model in the global marketing strategy has many defects when adapted
to specific industries, and the research results of existing banks in multinational opera-
tion seldom based on globalization dimension. Therefore, given the practical or theoreti-
cal perspectives, the application of a revised model and dimensions based on the exist-
ing global marketing theory and the bank’s characteristics becomes increasingly impor-
tant.

Based on a general sense of the dual theoretical research in global marketing strate-
gies and bank internationalized strategies and the practical research in HSBC, Standard
Chartered, Citigroup and other world-renowned multinational bank branches in China,
this study develops and builds a conceptual model of the banks’ global marketing strate-
gy dimensions and its relations to the performance. Together with 66 multinational banks
as the sample, the empirical data evaluation by the following conclusions is conducted.

First, relevant conclusions are drawn from the theoretical construct of bank’s global
marketing strategy dimensions. On the one hand, through second-hand information and
the investigations with the persons in charge of HSBC, Standard chartered, Citigroup
and other multinational banks, the recognition of three basic activities process are
formed: “the front office” marketing activities ( service product, the visible display,
advertising promotions, prices, channels), “the middle office” marketing activities
(service delivery processes) and“ the back office ” marketing activities (risk manage-
ment control). On the other hand, with the integration of the above marketing strategies
separately with the global marketing strategies of the three basic viewpoints ( standardi-
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zation, configuration-coordination, integration) , five specific dimensions of the bank’s
global marketing strategy are built, namely, “the front/mid/back office” marketing ac-
tivities standardization strategy, the bank’s global marketing configuration strategy, the
bank’s global marketing coordination strategy, the bank’s global marketing participation
and the bank’s competitive integrated strategy.

Second, relevant conclusions are drawn from the creation of the global marketing
strategy in the banking dimensions system and Reliability and Validity tests. This study
follows previous research in the design ideas of the scales and develops a set of dimen-
sions of bank’s global marketing strategy, which can be a tool for measuring global mar-
keting strategy of multinational banks. And with SPSS13.0 statistical software, Cron-
bach a coefficient testing and exploratory factor analysis have been carried out, the re-
sults exhibit good reliability and validity.

Third, relevant conclusions are drawn from the assumptions and empirical test of
the global marketing strategy in the bank’s dimensions and performance. First of all, on
the basis of previous studies, bank’s global marketing strategy dimensions are proposed
——*“the front/mid/back office” standardization strategy of marketing activities, the
bank’s global marketing configuration strategy, the bank’s global marketing coordination
strategy , the bank’s global marketing participation and the bank’s competitive integrated
strategy and the positive relationship with global performance. In the next place, sam-
pling frame based on the banks in British authority magazine The Banker and List of For-
eign Banks in China and samples chosen according to the entering into national stand-
ards, ultimately effective samples of 66 multinational banks in China are accessed. And
a multiple regression analysis is made through 66 sample data. This result shows there
are significant positive effects between bank’s global marketing strategies and their over-
all operating performance. The arrangement of each dimension in accordance with the
effects of performance is bank’s global participation strategy, bank’s competitive inte-
grated strategy, “the front/mid/back office” marketing activities standardization strate-
gy. Although in this study, bank’s global configuration and coordination strategies do
not show significance, it may be related to the small number of samples, and the num-
ber of samples needs to be expanded further.

All in all, compared to previous studies, innovation of this study is mainly listed as
follows.

Firstly, the integration of bank’s unique characteristics and international signifi-
cance and the general view of the global marketing strategy, innovative design of the

banking enterprise global marketing new strategic dimension based on the characteris-
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tics, and the re-defined new concept, all these can reflect and guide the banking global
marketing strategy more directly and accurately.

Secondly, this study follows previous form of combining research and self-develop-
ment to develop a set of measure system of global marketing strategy dimensions. The
reliability and validity have been tested so that it can be used directly to measure and
examine the implementation of the multinational banks global marketing strategy. Com-
pared with the previous studies of general theory of global marketing strategies and glob-
al services marketing strategies, this study sets up a better bridge for the application of
global Marketing Strategy theory to the global multinational banks.

Finally, the combination of the qualitative case interviews research method and
quantitative large-scale questionnaire survey effectively makes up the single method de-
fect in the research of global marketing and bank internationalization.

Key words: Bank Global Marketing Strategy Dimensions Performance
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