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1. Introduction

The financial intuition I work for is a globally connected organization which provides comprehensive services in retail and corporate banking services, capital markets, wealth and asset management, trade finance and other various financial services to a broad spectrum of clientele. 

The bank also recently launched a worldwide advertising campaign for its Corporate and investment Banking.  Billboards, large advertisements were placed in travel spots such as airports and train stations of the world’s major financial centers. These advertising campaigns for such businesses are often very conventional. However, the bank has decided to go beyond its traditional strategic marketing process. 

The bank has affirmed its position as a global leader in the   corporate and investment banking businesses serving both corporate and institutional clients. Due to the increased globalization of businesses, the bank has decided to revamp its global corporate banking strategy.

The bank’s corporate banking group provides foremost financial service capabilities to a selected globally established business institution through building of corporate banking relationships.  The business model primarily aligns with B2B structure. Relationships in B2B markets are crucial for obtaining and maintaining corporate /costumers.    Relationship marketing is one of the main aspects that have to be considered when establishing a B2B marketing strategy (Iogova, 2016).


Role of the Corporate Banking and Integration

The Global Corporate Banking Division plays a vital role in promoting the corporate banking relations across the world within specific segments. In fact, the Corporate Banking act as both the marketing and the sales function within the bank for corporate business segment. As a result, inherently, perceptions of the marketing / sales relationship effectiveness are positively related to their perceptions of interactional justice (Hulland, date unknown).

The various country heads report to the regional heads; for example, Asia Pacific Region reports to UK and regional heads report to the Global Head, Corporate Banking.

The Corporate Banking has the expertise in structuring and offering banking solutions to in the form of credit to all areas including revolving line of credit, term loans, Letter of credit, bridge and acquisition loans, leases, etc.

This group team connects the capabilities of the bank’s global business platform and the team is closely aligned with the Investment Banking, Wealth and Asset Management and Private Banking Teams.  Corporate Banking creates business avenues to these areas such as Initial Public Offerings for Investment Banking, wealthy corporate executive/owner relationships for Private Banking, corporate investments for Wealth and Asset Management, etc.  As a result, the Global Corporate Banking represents almost forty percent of the generated income of the bank.



2. Identifying key target markets: who or what is the main audience for the department 

The Corporate Banking Department primarily deal with large corporate clients with multinational status.  The Corporate Banking division has adopted the STP Model of marketing; segmentation, targeting, positioning and eventually developing the most optimal marketing mix for the segment of client. 

	The strategy involved the effective identification of the population of the total corporate clientele and internally identify the homogeneous groups of globally established corporate clients. Multi segment coverage in one single market has always been the objective of the bank.  These global banks often require custom-made banking services and have strong negotiation power of terms.

The bank employs SWOT approach in order to employ   its resources  best way and capability in its business market. A SWOT analysis allows the bank to decide what strategies offer the best strategic opportunities. In case where the company's strengths and market opportunities overlap the bank has the opportunity to eliminate or minimize weaknesses, and whether to pursue a good opportunity or avoid a threat.
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Market segmentation is the process of viewing a heterogeneous market (i.e., a market characterized by divergent demand) as consisting of a number of smaller and more homogeneous parts, called segments (Harrison, 2002). Furthermore, Kotler,et.al., (1999:33), supports that the most significant target markets are visitors, residents and working population, enterprises and industries and the foreign markets.
 



· Segmentation Criterion

Segmentation criteria depends on the discretion of the marketing professionals within the organization.  There is no single way to segment a market. A marketer has to try different segmentation variables, alone and in combination (Kotler & Armstrong, 1996). The success of the segmentation strategy depends on the innovative ability of the marketers.    

Country Factors
Only the corporate clients and related parties from selected number of jurisdictions with considerable political stability with a solid legal framework will be targeted. 

Demographic Factors
Industry (high growth sectors such as Information Technology, manufacturing with export and import activity), size (annual income above certain thresholds), company leverage structure (low leverage with a quality asset profile), market capitalization (significant presence in multinational stock exchanges), etc. are the primary target criterion for demography.

Stakeholder Factors
Corporate clients with reliable key suppliers and with an effective Supply Chain Management strategy will be a vital criteria for consideration. Further corporate clients with solid governance framework with a board with reputed track record of performance is a key consideration for targeting.

Preference will be given to the organizations with multiple stock exchange listings, good relationship with other bankers, regulators, etc.  I believe, the bank needs to go further in identifying stakeholders such as related party transactions with company executives, use of child labor, unacceptable working conditions, etc.  

Company Operational Profile
The companies with financial stability, heavy use of technology, brand loyalty among customers, use of high level of sophistication of systems & procedures employed, etc. are among the targeted criterion. In my view, not only the bank needs to assess the financial stability of these corporations but also needs to assess their involvement with respect to environmental, social and governance factors

· Identification of Segmentation Bases for Corporate Clientele
Once the segments are identified such segments must meet certain criterion in order to be approached. Segmentation base is defined as: a set of variables or characteristics used to assign potential customers to homogenous groups (Wedel et al., 2003).

The available bases are evaluated according to the following.
 
Size of the segment: The segments must be considerably sizeable in generating income. Sizable segments generate economies and significant profits.  


However, bank also taking the precautionary steps in protecting the potential sustainability smaller size niche segments. 

I think it’s a justifiable reason we need bigger segments to achieve economies of scale due to the significance of its investments.

Measurability: the bank adopts a quantitative approach with the use of data analytical techniques for measuring specific client impact; for example, types of financial products used, their frequencies, income generated, etc.  

Stability: Stability of the segment is an important element in order to establish long term banking relationships profitable to both parties as the designing marketing program result in significant spending.  

Accessibility: Global banking is subject to various jurisdictional laws and restrictions, As a result, targeted segments must be accessible in order to develop relationships. For example, culture plays a significant role in global banking. Islamic jurisdictions do not allow to charge or receive  interest.  Culture refers to a set of values, ideas, artifacts and other meaningful symbols that help individuals communicate, interpret and evaluate as members of society (Engel, Blackwell and Miniard, 1995.


    

Actionable: The intended marketing programs must be actionable within the segment. This involves the tailor making the banking program to each segment identified. This has been a significant challenge to global banks as there  is no guarantee in generating business volumes by the targeted segments.

· Segmentation Technique

Based on the segment criteria discussed above the bank conduct research about the segment ad collect data both internally and externally.

Customer data cluster analysis which is used to categorize data within same market segment to identify corporate clients with similar business characteristics. The bank uses advanced statistical techniques employing statistical data packages such as Statistica. 

This approach facilitates facts based segmentation to identify target markets.  

Key issue: In my view the bank faces a challenge in ensuring the quality of data collected for its analysis. These are global institutions However, the bank needs to exercise due care in analyzing data as the quality of data collected due to accuracy and completeness. As a result, bank needs to make prudent assumption and estimates when analyzing data.  



Further various lines of businesses collect data from various channels about the same targeted clients. As a result, we experience some inconsistencies and it requires rigorous data cleansing before predictive analytics begin. DeSarbo et al. (2003) believes that feasibility to develop marketing action for relevant segments, projectability of that action to entire market and increase in profitability of a firm shall be considered as other important criteria.

Sarah Clements, MBA colleague highlighted:    More  recently HSBC has tried a new approach to segmentation. By using a positioning map with the variables planners/non-planners, and risk-takers/risk averse then plotting 8 types of customer attitude on the map that range from ‘Striving Jugglers’ to ‘Traditional Spendthrifts’, they have come up with different segments. Interestingly, this doesn’t follow the traditional divisions associated with age differences. They now have eight new segments forming the basis of every marketing decision, and have seen an improvement in ROMI as a result. A better understanding of their customers is helping them not only reach those customers but design products that suit their needs.
(https://www.maparesearch.com/revealed-hsbcs-new-approach-segmentation/)

In my view this is a great strategy that our bank should try. The bank needs to focus on specific qualities of corporate cliental and think beyond traditional techniques of segmentation. Exploration and analysis of such specific qualities of corporate clients is highly practical as the bank focuses on large multinational corporations. Much of their information is available via public sources such as websites, media and information services such as Bloomberg, Reuters, etc.  


· Segmentation Strategy
Segmentation strategy chosen by y the bank was Multi-Segmentation Coverage strategy. It is global survival strategy under any economic condition where marketing efforts are focused over multiple segments. This is also considered as a risk minimizing strategy as it intends to spread risk over multiple segments.

I think it’s a reasonable and profitable strategy. Global multinational corporations willing to deal with global institutions for reliability and safety.

Judith Nithere, MBA colleague highlighted:    The main markets for BMW and their BMW 3 series are the United States and Europe. Generally, BMW’s retail stores are often located in upper classes’ geographic regions. The strategy of the company is to inform customers that they are a luxury car manufacturer and that their brand and quality qualify to be there.

In fact, our bank also adopt a similar strategy for globally reputed clients where our marketers directly contact these companies in order to develop business.

Now the bank is ready to develop its product positioning strategy and the marketing mix for each segment.




3. Selection of appropriate media channels

Deciding which media channels and digital banking must be used for the task is evaluated case by case basis by taking characterizes of each jurisdiction and the business culture. Bank’s approach is a B2B approach which engaged in acquiring and developing further businesses with existing corporate clientele. Currently, the bank uses many areas such as: static channels such as advisements, brochures, etc; interactive based channels such as websites, mobile apps, social media, etc., and human touch where corporate banking experts directly integrate with business leaders.  

The bank’s approach would be to:

1. Evaluation of the effectiveness and the efficiency of the existing media channels used.
1. Evaluate the potential media channels for the fit for the B2B strategy and anticipated returns.
1. Select the optimal mix of media channels to be used in B2B business development strategy.    






What Channels Bank Uses

· Multichannel approach: Use of various channel for the same marketing strategy in order to improve the customer service. For example, social media channels (Face Book), TV, internet, etc. Bank needs to assess the cost effectiveness of this strategy of using multi-layer of channels may be a costly affair.

· Omni channel: This is an integrated approach that is communicated to corporate clients using Twitter, Hooked approaches, etc. This is relatively a cheap strategy. However, still the bank needs to assess what channels are used by the corporate clients frequently. 

Why Multiple Channels

Facilitate differentiation: They facilitate differentiation and help the bank to identify uniquely among corporate customers. The bank can develop specific social media apps to its corporate customers that are customized to their attitudes and corporate cultures.

Continuous integration with business partners: Corporate customers such as directors, managers and other senior executives are always travelling. Medial Channels facilitate them to be constantly engaged with business activities even while travelling. Advertising via social media channels is a larger source of profits as they provide cheap advertising. 


Leveraging with customers:  Social media channels can be used to leverage to understand customer needs. The banks strategy is to analyze the  customer requirements through other channels design unique apps customized to its corporate customers and effectively integrate with them.

It is important to choose the right media channels based on bank’s target audience, resources, corporate profile, competitive strategy, etc. it is necessary to focus on creating a well-planned appropriately timed social media strategy. As a result, in my view bank needs to assess the objectives of social media strategy in a further detailed manner. The bank needs to explore what channels are used by the targeted corporate clients and what channels are used by the competitors. The content of the marketing appeal must be unique among competitors and must be appealing to corporate clients.

4. MEASURING SUCCESS

Success Factors
Evaluation of the effectiveness of the success of media channel campaign is a key activity in the bank. Bank evaluates Key Performance Indicators (KPI) assess the effectiveness of campaigns conducted. 




The bank heavily uses data analytics tools in order to statistically track the performance media channel effectiveness. Bank calculates reports such as ROI, growth of number of corporate clients, growth of utilization of facilities granted to corporate clients, traffic data for social media channels, interaction data analytics, etc.

The bank employs key metrics Such as.

Growth in clients’ business volumes (Percentage Growth): As the bank’s revenue is based client relationships growth of client business could effectively be tracked. For example, higher utilization of credit granted, number of export Letters of Credits advised and negotiated, etc. As a result, bank is in a position to calculate the percentage change in business after the campaigns per client or on an overall basis. 

Return on the investment of the campaign (ROI):  The bank also can evaluate the percentage change in income growth against the media advertising expenditure incurred per client or on an overall basis. 

New product awareness: The bank also holds direct discussions with its corporate clientele with respect to the new products advertised via media channels. In fact, this is a qualitative assessment that the bank undertakes in order to assess the effectiveness of the media advertising campaigns.

Growth of new corporate clientele: Any increase of the number of new corporate clientele may be an indication of success of the bank’s effectiveness of the media advertising campaigns.

Assessing the effectiveness of blogging: continuous surfing by corporate clients increases the brand awareness and promotes the brand loyalty for bank’s products among customers. Evacuating the site traffic, time spent, number of searches made, interaction data, etc. are key criteria used by the bank. 

Key Issues in Measuring Success is the Inconsistency of customer data: Customer data used by various business lines with respective their various products. This may lead to inconsistencies relating to customer data among various business lines. 

As a result:
· The bank yet to consider in implementing a data repository at enterprise level for media campaigns through standardized processes. 

· Provide guidance to business lines when choosing channels.

· Formally evaluate channel performance.

In my view bank also need to address effectiveness of its strategies specifically with respect to response statistics. Not sure whether the bank is currently engaged in doing so. 




Link clicks: for example, its possible to note the overall clicks in Facebook. Such clicks can be further broken down to specific link clicks. They indicate degree of engagement to show to what extent the audience is interested in get to know the bank’s products.

Number of impressions: Number of people who see the message known as “Reaches”. For example, if an ad was shown to the same person twice, it would count as one reach and two impressions. Here the number of impressions are important. This would increase the brand awareness. 

Platform Engagement: this involves activities such ass such as responses, shares, retweets, follows, etc. Platform engagement is necessary to improve business volumes. 


5. CONCLUSION

In my view bank business functions are closely aligned in its overall STP process. Bank has multiple specialized functions; Corporate Banking, Investment Banking, Private Banking, Wealth Management etc. Additionally, bank has multiple sub division across other business lines such as Trade Finance, Retail Banking, FOREX, etc. that cater for corporate clients, business needs effectively. In other words, the bank is well equipped in serving corporate clients’ financial needs in a timely and effective manner.  

It appears that all business functions are closely integrated in serving clients. As a result, effective segmentation has enabled the bank to achieve its global strategic objectives effectively. All functions are headed by high caliber professionals and backed by highly qualified professional staff. 

Its segmentation strategy appears be to be effective as the general population of corporate clients in respective jurisdictions bank with our bank. They generate significant volume of businesses across the business lines. Corporate clients have been managed to achieve their corporate objectives by fulfilling financing needs through effective engagement.

Further, bank has adopted a conservative approach in selecting social media channels. Bank has made significant efforts to protect privacy, customer data and privacy. The bank has also implemented effective up to date cyber security programs when interacting with various media channels.

Although there is room for improvement, the bank has adopted reasonable measures in improving efficiency. Still, bank explore many number of ways to improve effectiveness and the efficiency in the growing global competitive environment.
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