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Branding Marketing Traits and Implementation Plans of Commercial Banks

QIAN Ying
( Financial College Jiangxi Normal University Nanchang Jianxi 330022 China)

Abstract: Along with the serious competition of banking business the working condition of bank has changed
from seller’ s market to buyer’ s market. The building of distinguished banking brands is the effective form of in—
tegrating financial commodities. Building banking brands or brands series will make clients develop a frame work
cognition of financial commodities and integrate products innovation into brands then working out a procedure of
branding marketing strategies and developing a higher customer satisfaction and loyalty.
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