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 EXECUTIVE SUMMARY
 Through the observation the authors made through various credible sources of
 information, the authors attempt to critically analyse Citibank internal and external
 environment to as to outline key issues encountered by Citibank Singapore. The
 authors would recommend what Citibank could take so as to remain competitive in
 the global market.
 Readers are encouraged to refer to annex 1 for a brief understanding of Citibank in
 Singapore, and the history of the banking industry in Singapore and the banking
 industry today.
 1.0 INTRODUCTION
 1.1 The Report Organization
 ! Due to the extensive business structure of Banking Industry, this report will be
 focusing on Retail Banking, on 2 products of consumer banking, credit card and
 saving deposit of Citibank Singapore.
 ! In this report, qualitative information such as types of service of each banks were
 quantified by the number of awards, number of ATM machines, type and user-
 friendly mobile banking facilities, operations hours of call centers, random call to
 test on the knowledge of call centers, level of security banking and lastly the type
 of CRM tool used.
 ! Note that the implications after each Strategic tool are not conclusive. It serve as
 possible recommendations, readers have to refer to the final conclusion (which
 will take into all the analysis tools)

Page 5
                        

4!|!P a g e !
 !
 1.2 Consideration as identified in the Case Study of Citigroup
 ! Citibank needs to reconsider its domestic and international distribution plans
 ! Citibank need to consider whether:
 o To have universal product range (ie many financial services) or to have
 specialist product range
 o To offer customize production line
 ! Citigroup have been marketing itself as a bank that’s never sleeps, which offers
 24/7 customer service. While its strongest competitor HSBC has been marketing
 itself as a world local’s bank. Citibank have to consider if she wants to compete
 with HSBC and market its percept on consumer as a world local’s bank or focus
 on its customer service. Thus Citibank have to consider:
 o Its marketing effort of Citibank that never sleeps or as an international
 bank.
 o Analyze the various customer touch point (ie telephone, mobile and online banking) whether it was achieving the desired level of trial and
 repeat customer visits.
 ! Differentiate themselves from their competitors (i.e. local banks, HSBC,
 Standard Charter and Overseas Market)
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 2.0 ENVIRONMENTAL ANALYSIS
 2.1 MARCO ENVIRONMENT OF CITIBANK
 The PESTEL analysis given below provides the information of banking industry’s
 current situation, problems and opportunities which Citibank can respond effectively
 in relations to the changes of the marco environment.
 2.1.1 Political and Legal Factors
 ! Liberalised Singapore banking sectors, creating a more open and competitive
 market. The Government gave foreign financial institutions more access to the
 domestic market, and deliberately exposed local players to greater
 competition so as to spur their development and upgrading.
 ! The Government has protected and nurtured the local banks, and enabled
 them to grow to their present size and strength. The Government is confident
 that they will strive to transform themselves in order to meet the challenges of
 a new banking environment.
 2.1.2 Economic Factors
 ! Market Shares: DBS has 26% market share, while OCBC, UOB each have
 about 10%. In comparison, the two largest banks in Hong Kong - HSBC and
 the Bank of China group - together have 55% of the market.
 ! Internationalised Banking Strategy: Banks have to internationalize their
 bank in order to remain sustainable and competitive. Banks operates
 internationally example Standard Chartered Bank and Agricultural Bank of
 China (ABC) have signed a memorandum of understanding (MoU)
 establishing a strategic partnership to explore the joint development of
 business opportunities. Also, OCBC purchase of ING Asia Private Bank and
 re-branded it as Bank of Singapore, Asia’s Global Private Bank.
 ! Consumer confidence: Since the 1997 Asian Financial Crisis, Consumers
 are concerns about the reputation of commercial banks. From Global Finance,
 it report the top 50 banks in the world 2009, Citibank was not listed in it.
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 Among the banks in Singapore, HSBC ranked 18, DBS ranked 24, UOB
 ranked 35 and OCBC ranked 36 (refer to annex 2)
 ! Policy against Unemployment: if the unemployment is too high, government
 will keep piling on more stimulus money and therefore affecting inflation rate.
 2.1.3 Social Factors (demographic of consumer) ! Multiple needs: Customers are having more needs, Banks need to consider
 offering customize product line.
 ! Prestigious esteem: As customers is concern about their esteem since
 financial status reviews their earning capability. Banks have to brand their
 product skillfully to attach customers.
 ! Increasing need to connect: Many multinational corporations are grabbing a
 pie into social medial to connect with their stakeholders via social media
 platform such as Facebook, Linkedin, Twitter and Friendster.
 ! Increasing standards of living: Enable Citigroup to venture into China’s
 market - First foreign bank in China to issue credit cards. Credit cards
 ownership had become a growing trend. Banks charged higher rates therefore
 more revenue.
 ! Education: Generation Xers were a prime target for banks as they were once
 the best educated generation and therefore earning good incomes and they
 were planning for their future. Banks can satisfy their needs in mortgages,
 college savings plans and retirement planning.
 ! Customer loyalty: Generation Y customers will be earning high in the future
 therefore there is a need to start customer loyalty now for the future.
 ! Gender: Women nowadays have higher earning power; therefore there is a
 need to create products/services especially for them.
 ! Diversified Groups: Growing ethnic group and cosmopolitan population there
 is a need to understanding the culture of these customers in order to create
 product such as customer loyalty program to reward them and their family as
 well.
 2.1.4 Technological Factors ! Advances in technology: Enable the banking industry from offering basic
 banking services to also providing financial services. Though the local banks
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 in Singapore stood out among the soundest in Asian during the Asian
 Financial Crisis, Local banks are not sustainable. Globalisation and electronic
 delivery channels have fundamentally altered the competitive landscape.
 Further rapid developments in Internet banking will enable foreign banks to
 reach out extensively to domestic consumers, reducing and eventually
 neutralising the advantages of an extensive branch network and Government
 protection.
 ! CRM (Customer Relationship Management): CRMs brings all sorts of
 customer data together for sales and service through whatever distribution
 channels customers use, whether branches, ATMs, telephones or the Internet.
 2.1.5 Environmental Factors (environmental friendly) ! Giving back to the community: Sociality are concerned about the rich being
 richer and the poor getting poorer. Sociality believes that corporations should
 donate part of their earning back to community so as to narrower the gap of
 the rich and the poor.
 ! Environmental Friendly: As corporation gets larger, the amount of nature
 resources increases to support the operations (i.e., papers, electricity). Banks
 have to ensure they do not violate such initiate so as to protect their
 relationship with environmental activist.
 2.2 Macro Implication: ! Increase customer loyalty through public relationship building
 Increase customer loyalty by incentivizing customers for their faithfulness to
 Citibank. In additional, Citibank should leverage on their public relationship
 and connect with customers. They could hold various events to target different
 customer segments, ie parenting seminar, money sense educational talks.
 ! Loyal vs Committed, Identify, Connect and Care for Committed Customers o Loyal and committed customers have a distinctive characteristic. Loyal
 customers take a passive stand, while committed customer takes a more
 proactive stand.
 o Committed customers are more proactive in seeking financial solution from
 their bank provider. In the event when their bank provider made mistakes,
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 committed customers provides valuable. Yet, critical feedback allows the
 bank to continuously improve.
 o Citibank could intensify the level of public relationship such as monthly
 calls to “targeted” high usage of Citibank banking and finance customer.
 However, Citibank have to be cautious and balance out the number of calls
 made. Alternatively, targeted committed customer to have a specific VIP
 call center number to attend to their calls.
 ! Taking Over Smaller Foreign Banks Citibank could merge and acquired smaller banks in order to own a bigger
 market share, this in turn not explore joint opportunities it can also boost
 consumer confidence. This would allow strong bank presence internationally.
 ! Connecting with Existing Customer and Various Stakeholders (ie employee and suppliers) In order to create a friendlier banker with younger and young at heart
 customers, Citibank could use internet social media such as Facebook, Twitter
 to keep those internet customers a constant updates on bank’s activities and
 performance.
 ! Socially Responsible Organisation Organise more community events to closer the gap between customers and
 employees, this in turn not only promotes customer to invest in Citibank it also
 create training and sharing ground for the employees.
 2.3 MICRO ENVIRONMENT OF CITIBANK
 Citibank have established their tangible and intangible resources over the years. The
 value chain will help to ascertain if Citibank resources are organise into systems and
 if they have been fully utilised effectively and efficiently so as to gain competitive
 advantage.
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 2.3.1 Value Chain
 1. Is Citibank value chain creating value for customer?
 2. what resources, activities and relationship enable Citibank to achieve competitive advantage
 Value-Chain Activities
 How does Citibank create value for the customer?
 Evaluation
 Sustainability Value Rareness Imitability Organised
 Firm Infrastructure
 - Citibank channels its strategy as an international bank presence ! X ! X No
 HRM - Average way of recruiting and training X X ! X No
 Technology - Integrated CRM solution that linked customer’s profile, this helps to maximize customer experience as their experiences are recorded.
 ! X ! ! Yes
 Procurement - Procurement of drive through ATMs machines were state of the art. ! ! ! ! Yes
 Marketing and sales
 - Locations of service centers at MRT stations with large traffic flow. ! ! ! ! No
 Service
 - Citibank reduced its operating expenses by increasing call centers and reduced branch expenses- Call centers was toped in service standard (2003)
 ! ! ! ! Yes
 Operations
 - Reduces walk in branch experience by increasing the power delegated to call centers- Citibank locates large number of ATM machines to increase its accessibility.
 ! ! ! ! Yes
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 2.3.2 SWOT analysis:
 Strength Weakness
 ! Good service was emphasised to Citibank employees.
 ! Phone banking and internet banking made banking easier for customers which save on overhead costs.
 ! Citibank can be found in 100 countries. This is useful for frequent travellers as Citibank credit card is recognised and accepted internationally.
 ! International presence
 ! Also, Citibank has a strong front presence in Singapore. Citibank is a Full Bank thus the government does not have any restrictive policies constraining the bank’s performance.
 ! Citibank market their credit cards that compliments Singaporean lifestyle and culture.
 ! Mobile (Iphone) banking and internet banking has changed the way customers visit branch outlets. Technology made banking convenient which appeal to the Gen X and Y population.
 ! Citibank’s slogan, ‘Citi never sleeps’ gives customers a deep and positive impression which refers to service round the clock.
 ! Risk of operating business is diversified across 100 countries.
 ! Citibank did not consider the importance of the aging population in Singapore which will occur in the near future as the current target is Gen X & Y.
 ! Even though Citibank has a wealth of experience in the Banking and Finance industry, there will always be a risk if the organisation practices mismanagement.
 ! Citibank should not be too complacent with its current technological advances as technology is easily replicate and so does products.
 ! It is important to differentiate Citibank from other direct competitors so that it will not become substitute overtime
 ! !
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 Opportunity Threats
 ! The advance in technology will allow Citibank to reach out to even more customers.
 ! Citibank can focus on the aging market in Singapore which they currently do not target on. Also, Citibank do not target any cosmopolitan population which Singapore is made up of.
 ! Customers can easily brand-switch once they feel uncomfortable banking with Citibank. The customer loyalty can easily be bought over by other banks which provide similar products.
 ! It is hard for customers to distinguish the products offered by Citibank and other direct competitors as customers look for value.
 ! In addition, other competitors offer similar products to local market allow customers to have more choices, lower differentiation among banks and higher bargaining power.
 ! Main competitor, HSBC (as per seen from the Group Analysis), HSBC has been standing firm and strong even with the great impact suffered from the Lehman Brothers.
 ! Financial industry market is small in Singapore, Citibank should pre-empt competitors in areas of service, technology, security, products etc. Especially technology, it is easily replicated by competitors.
 ! Though advanced in technology will allow easier procedures security can be an issue which Citibank must not overlook.
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 2.4 SWOT Implication
 ! Achieve strong commitments of Customers
 There is low differentiation and high substitution among banks thus customers
 can brand-switch as and when they like. Thus Citibank have to continually
 retain their customer. At the same time, earn their commitment to Citibank.
 ! Connect through Social Media
 With the increasing popularity of social media like Facebook, Linkedin,
 Citibank can use social medias to connect with the Generation X & Y as they
 are currently the targeted market segment of Citibank.
 ! Increase and strength Public Relationship with existing accounts
 As Citibank is targeted at the Gen X & Y market, it is important for customers
 to feel that Citibank is looking into the development of personal relationship
 with them rather than just a financial partnership relationship. Public Relations
 is thus important for customers to feel so and is a good advertising of bank
 through mouth-to-mouth.
 ! Set up a Research team to continually review Technological breakthrough
 o Technology is easily replicated. Citibank should not be complacent with
 its current system and ‘slack’ back. Instead, Citibank should constantly
 update and review on the current system.
 o Security factor like the issuing of credit cards, other than lessening the
 paper documentation should be implemented .This cuts down on
 customers’ hassle of going through all the application forms. Security is
 also linked up to the technical support which the bank can provide
 customers with.
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 ! Market itself with a distinctive financial service provider
 Service quality can never be copied. The procedures of customer service are
 never the same. Customer can experience service through branch experience
 and call centre.
 3.0 INDUSTRY ANALYSIS
 3.1 Key Success Factor
 3.2 Competitor Analysis
 Success Factors Description
 1. Have Sturdy and secured in online banking
 With technology getting advances, customers will prefer to do bank transactions online rather than going to the bank. Banks have to secured banking so as to attach customer.
 2. Fast, accurate technical assistance
 Bankers should be well versed in their products in order to provide the right information.
 3. Have Short delicate response time
 Important as customers nowadays treats time as money therefore the shorter the response time, the more the bank can retain them.
 4. Have Wide Product Lines
 Customers likes to diversify their capital on hand into different channels therefore having wide product lines can retain customers.
 Priority Of What Customer Wants.
 High
 Low
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 3.3 Porter’s 5 forces
 The competitive environment is analyzed on a global basis using Porter’s 5 forces
 model as shown below:
 3.4 Current Competitor Positioning
 Citibank faced competition with OCBC in terms of their services rendered to
 customer and faced competition from Standard Chartered and HSBC in terms of
 product range.
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 3.5 Current Strategic Group Analysis
 HSBC stands out to be Citibank international’s competitor and locally, OCBC is
 offering wider range of customer segments.
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 3.6 Micro Analysis Implication
 ! Brand Competition: Possible use of other colour to different Citibank and Standard Bank
 Customers might be confused between Citibank and Standard Chartered bank
 due to the resemblance of colour therefore Citibank could have review their
 corporate colour to different itself.
 ! Brand Competition: Citigroup international perception lost to HSBC
 o Citigroup’s marketing goal was to create international presence in the
 world, with banks located in 100 countries, while HSBC has branches in
 88 countries. However in the perception of customer’s mind, HSBC has
 stronger world presence as it brands itself with the slogan “The world
 local bank”.
 o Also, HSBC further strengthen its slogan by advertising strongly at
 Singapore Changi Airport Passenger Loading Bridge to market its
 presence at world class internal airport. This was to create the first
 impression of HSBC presence in Singapore market.
 ! Brand Competition: Citibank to focus on its slogan “Citi never sleeps”
 Citibank should focus on its slogan “Citi never sleeps”. As this target busy
 working adults, Citibank could find their niche from they 24/7 call center (which
 was also awarded as Best Call Centers”)
 ! Industry Competition: Citibank market itself as truly a Citi that never sleeps that is not only efficient but effective
 Citibank could further shorten the waiting time of call centers by having the
 customer service officers right from answer the first 3 rings and directly direct
 them to the right department. This would shorten the time required by
 customer having to listen to whole list of options. Also, Citibank would be able
 to competent with OCBC in terms of service.
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 ! Industry Competition: Customizable Service is the Niche
 o Further lower the cost of resources by leveraging on call centers and
 online web presence. Citi could leverage their web presence by having
 Chat Service online. As such, they are able to segment their incoming
 queries away from just call centers.
 o For Citibank customer, when they login to the chat services, customer
 service officer would have profile of the customer.
 o Also, in a cosmopolitan workforce there are bound to have language
 barrier communicating products details to customer. With chat service,
 foreigner is able to understand better with their person translation.
 o Lastly, it would also facilitate physically disable people such as the
 deaf. They would be able to serve by Citibank too.
 ! Generic competitors: Citibank has to on their toes at all times.
 Citibank should always be on their toes against their competitors even to
 those generic competitors although they pose little threat. Such systematic risk
 should also be looked into from a holistic view so as to mitigate any possible
 threats on Citibank.
 ! Internal Customers should be a mentioned as a Key Success Factor
 As products are easily replicated, it is customer service that distinct
 companies today. In the financial industry which relies on human resources to
 hold the account of customers. The lured away of a employees would be a
 potential lost of customer accounts to competitors.
 ! Various Stakeholders are Customers
 Citibank has to build a amiable and partnership relationship as the success of
 Citibank is dependable on their suppliers and stakeholders.
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 4.0 FUTURE LONG TERM AND SHORT TERM OBJECTIVES
 With the above implication, the authors have drawn up short term and long term goal
 Citibank should achieve.
 4.1 Short Terms
 ! To strengthen the position of Citibank as a “Universalist” in the global finance
 market
 ! Increase Citibank Customer Service experience (call centre/after-sale
 service/branch experience)
 ! Increase its product range and product line
 ! Continuous collect feedback from customer pertaining to technological
 System, ensure that system is user friendly yet secure
 ! Customization of individual package (based on personal characteristic)
 4.2 Long Terms
 ! To be listed in the World’s 50 safest banks in the next ranking by Global
 Finance.
 ! To win consumers’ confidence though customer experience
 ! Continue to drill into the minds of the customer, as a bank that never sleeps
 ! Venturing into international market.
 ! Differentiating ourselves from competitors banks
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 5.0 GROWTH STRATEGY
 Figure 1 shows typically a product life cycle of any product, based on the negative
 net profit Citibank is beginning to enter into the maturity stage. In order to remind
 competitive and not enter into declining stage, Citibank have to consider gain new
 sales from existing customer, gain new customer segmentation and enter into a new
 market.
 Figure 1: Product Life Cycle
 5.1 Ansoff Model
 Market penetration Market development
 Gain new sales from existing customer: ! With the establishment of CRM, various
 department could use the centralize platform to search for potential sales from the existing customer database.
 ! Citibank should invest in Public Relationship with existing customers to retain loyalty. Prevents customers from brand-switch.
 ! Short term promotions to attract new customers into using Citibank as a consumer banking (e.g road shows, newsletters).
 ! Ease of applying deposit accounts and credit card (reduces procedures and paper documents-convenience element).
 Gain new customer segment ! Wide product range to target
 customers of all demographics (e.g family, elderly)
 ! Re-engineer products to appeal to the new customer social lifestyle
 ! Have products linked together so as to appeal to customer whom prefer one stop banking service. This will also help to increase customer switching cost.
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 5.2 Diversification
 5.2.1 Criteria to be considered:
 ! Market Characteristics o Current Citicorp growth by
 region (Latin America, North
 America, Asia EMEA)
 o Projected opportunity by country
 o The projective GDP growth by
 country
 o GDP growth by cities
 o Culture of market and Public
 Advocators
 o Government Regulations
 o Population sizes
 o Consumer spending
 power
 o Degree of competition
 o Income level (Kim &
 Mauborgne, 2002)
 ! Business Strengths
 o Market share
 o Supplier bargaining power
 o Infrastructure to support
 shipping
 o Resource infrastructure
 5.3 Recommendations: Entering China Market
 Product Development Diversification
 Retain the current existing customer and Gain New Customer
 ! Customize products based on individual’s characteristics (income, gender, age).
 ! Improve current’s technology (security issues). ! Sell the ‘experience’ and not just products
 (value-added service). ! Expand product lines.
 Gain new sales in a new market ! Focus on the China Market. ! Credit facility into China market. ! Venture into other untouched
 provinces in China. ! Aims to be the key centre of commerce
 and industry in China. ! Work with local financial institution to
 exploit resources and manpower. ! Acquisition of other local banks to gain
 local power. ! Credit facility into China market as
 China does not have any credit card facility currently.
 ! Venture into other untouched provinces in China so as to expand successfully and widely in China.
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 ! After the financial tsunami, the world no longer depend on the United States
 for building financial order, instead its turning towards China, the fast growing,
 emerging market.
 ! From the current investment of Citicorp (North America, Latin America, EMEA
 and Asia) (refer to figure 2) Citicorp Regional Consumer banking income
 distribution with Asia as the best performer, net income of 75% and EMEA as
 the poorest performing region of negative 11%. (Citcorp Financial presentation
 2009).
 ! Figure 3: Asia being with high growth rate and positive relative market share
 holds good position and capable to grow its presence to a market leader.
 ! Refer to figure 4, Concentrated Opportunity available in China (emerging
 marketing), with performance above its GDP (Citcorp Financial presentation
 2009)
 ! China GDP remains the top among all the developed countries (refer to figure
 5). Higher GDP will strengthen the banking sector development.
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 Figure 2: Citicorp Regional Consumer banking income distribution with Asia as the
 best performer, net income of 75% and EMEA as the poorest performing region of
 negative 11%. (Citcorp Financial presentation 2009)
 5.4 Boston Consulting Group Model
 Retail Banking
 Citibank’s sales 2009 ($m)
 Number of direct competitors (worldwide)
 Sales of 3 largest firms in the sector ($m)
 Forecast annual growth rate (%)
 Relative Market Share (RMS)
 Asia 6,616 840 6616*, 1103, 903
 9 6
 Latin America
 7,354 122 18,385, 7354*, 5497
 16 0.4
 North America
 7,246 180 36230, 12370, 4053
 7 0.2
 EMEA 1,555 613 1555*, 777.5, 480
 (5) 2
 Disclaimer: growth is based on data retrieved on 16 July 2010.!
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 Star Question Mark
 Cash Cow Dogs
 Wildhorse
 Dinosaur
 Figure 3: Asia being with high growth rate and positive relative market share holds
 good position and capable to grow its presence to a market leader.
 10
 0
 10x 1x 0.1x
 North America (7, 0.2)
 EMEA (-5% , 2)
 Latin America (16%. 0.4)
 Asia (9%, 6)
 -10
 -20
 Desired Position
 Growth Rate
 RMS
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 Figure 4: Concentrated Opportunity, with China (emerging marketing) performing
 above its GDP (Citcorp Financial presentation 2009)
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 2050 Rank
 Country Name
 2000 GDP
 2010 GDP
 2020 GDP
 2030 GDP
 2040 GDP
 2050 GDP
 1 CHN China 1078 2998 7070 14312 26439 44453
 EU European
 Union 9395 12965 16861 21075 28323 35288
 2 USA United
 States 9825 13271 16415 20833 27229 35165
 3 IND India 469 929 2104 4935 12367 27803
 4 JPN Japan 4176 4601 5221 5810 6039 6673
 5 BRA Brazil 762 668 1333 2189 3740 6074
 6 RUS Russia 391 847 1741 2980 4467 5870
 7 UK United
 Kingdom 1437 1876 2285 2649 3201 3782
 8 GER Germany 1875 2212 2524 2697 3147 3603
 9 FRA France 1311 1622 1930 2267 2668 3148
 10 ITA Italy 1078 1337 1553 1671 1788 2061
 Figure 5: Top 10 GDP Countries 2000 – 2050 by GDP expressed in billions of
 US listed by projected 2050 rank (Source: Goldman Sachs 2009)
 5.5 Market Development (GE Model)
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 Market
 Attractiveness
 High Japan China Mexico
 Medium US India France
 Low Brazil UK Canada
 High Medium Low
 Competitive Position
 Figure 6: Nominal GDP of Cities in China, highlight in red are cities that performed
 beyond 14% of China Normal GDP (Source: Starmass 2009)
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 ! From Figure 6, Citibank should continue go into China market and Citi should
 focus on the below cities:
 o Tianjin
 o Inner Mongolia
 o Jilin
 ! Second group of cities are:
 o Chongqing
 o Shaanxi
 5.6 Justifications for entering China Market
 ! Citi has an unmatched international presence in financial services, and
 China remains one of its priority markets. As of December 2009, China has
 9 branches in China with its Chongqing’s branch as the latest.
 ! China’s financial economy has bloomed and has many affluent customers
 on the rise. Hence it is a very good opportunity to market China now and
 capture the consumer base.
 ! There were many uncovered province in china that have yet to be been
 ventured into.
 ! Citi launched “Making $ense of Money” in China.
 o It is designed to help teenagers aged 15-17 years gain a better
 understanding of concepts relating to money and to develop
 important skills related to financial planning and management.
 o ( This was a stepping stone for Citi as it helps the bank set the
 foundation for entering the financial industry ) The consumers will
 have a positive perception of the bank and will be more receptive
 towards it.
 ! Shutting down of Citi’s Private Banking Sector in China.
 o Citi will fold the operations of its Private banking arms which
 targeted the country’s growing ranks of millionaires. With this move,
 Citi will focus its retail banking business in China instead as the
 bank takes a different approach by streamlining its business.
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 o More resources and manpower will be used for the retail banking
 business in China, enabling Citi to develop into other cities of
 China.
 5.7 Potential Problems
 ! Poor infrastructure development in some parts of China, such as the
 availability of adequate power supply and bilingual employees may hinder the
 expansion in some provinces. ! Foreign banks competitors in the country. ! Market size and purchasing power among the different provinces in China
 vary. ! Provide different level of banking experience to different categories of
 consumers. o To capture on the correct market, Citi will have only offers Citibanking
 to the provinces which are not as developed yet and Citigold services to
 the more developed provinces.
 6.0 TARGETING AND POSITIONING
 6.1 Current Situation
 ! Citibank is a wholly owned subsidiary of Citigroup, which had a watershed
 2009 globally in terms of financially, strategically and operationally.
 ! Citibank focus its business market outside North America especially Asia (as
 the region with the highest net worth individuals in the world by 2013) as it
 makes up approximately 50% of its overall revenues, that explains why
 Citibank in Singapore is strongly advertising itself in terms promoting of credit
 cards.
 ! Citibank has not won back consumers’ confidence since its failure in 2006. In
 the latest 2009 Global Finance magazine published its world’s 50 safest banks
 listing for 18 years and Citibank is not listed among them. This shows that in
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 terms of bank stability, long term credit ratings and total assets, Citibank still
 has to put in more effort.
 ! In order for Citibank to be consistently strong profitability, it has cut down on
 manpower, reduced the size of Company by 21%, put in efforts to centralize
 operations and technology to support clients in this fast changing innovative
 world.
 6.2 Objectives
 ! To be listed in the World’s 50 safest banks in the next ranking by Global
 Finance.
 ! To win back consumers’ confidence.
 ! To strengthen the position of Citibank as a “Universalist” in the global finance
 market.
 6.3 Approach to positioning – a general overview
 Desired!Position
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 ! As a financial provider, it is good to have a wide range of products and know
 them at your fingertips to provide the best services as customers would prefer
 to have more choices and information in investing their money.
 ! Presently the segments that Citibank is serving are basically Generation-Xers
 as they mostly are high net worth individuals but for a bank to be present
 globally, it should be serving more segments.
 6.4 General Strategy for re-positioning
 ! In order for Citibank to be able to be listed in the World’s 50 safest bank, it has
 to not only sustain profitability yet have to increase their total assets. It needs
 to begin now by preserving their high levels of capital, liquidity and reserves.
 ! Constant improvement is needed in client focus, global strength and constant
 innovation in order to make Citibank’s foundation stronger hence to win back
 consumers’ confidence.
 Desired!Position
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 6.5 Tactics
 ! Improvement on customer services & technical support. Having well trained
 staff and well secured customer data base can boast up front line services
 hence win back customers’ confidence.
 ! Meeting economical and social challenges by contributing to the economy
 recovery and by helping out in the poor and needy will hence draw the public
 attention that Citibank is giving back to the society in the way helps itself to
 promote their brand.
 6.6 Product Market Scope
 The above illustration is important as it summarizes what Citibank is currently offering
 to the consumers, and also, what products are not available. The targeted groups are
 classified as Children, Student, Ladies, Working adults, Elderly and Family. It clearly
 shows us which products Citibank can consider offering to its customers, as an one-
 stop service provider.
 With the possible solutions drafted as above, Citibank can now develop a set of
 strategic solutions to target and serve. This can be done determined by evaluating
 the following:
 ! Market size of customers
 ! Competitors’ positions, strengths and strategies.
 ! Relevance of the product for various customers groups.
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 Segments Product Range
 Deposits Credit Cards Existing Implement Existing Implement
 Children - Junior saving Account
 - Coin Deposit ATM to encourage children to save. - Entice children with rewards i.e. redemption cards.
 No available schemes
 No available schemes
 Student No available schemes
 - Campus account catering for students - Citi Clear Card
 - Linked the existing account by cross selling with other product range ie loans
 Ladies No available schemes
 - Specially designed savings account for ladies with privileges meant for them only.
 No available schemes - Ladies Card
 Working Adults
 - Step-up Interest Account - Tap & Save Account - Maxisave plus Account
 - Linked the existing deposit account by cross selling with other product range ie credit card.
 - Lifestyle: Paragon, Esso, M1, SMRT, TANGS - Travel: Premier Miles
 - Linked the existing account by cross selling with other product range ie loans
 Elderly No available schemes - Retirement scheme No available
 schemes
 - Linked the existing account by cross selling with other product range ie elderly retirement schemes
 Family No available schemes
 - Linked the existing deposit account by cross selling with other product range ie credit card.
 No available schemes
 " Card protection for household members.
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 7.0 POSITIONING
 7.1 Competitive strategies
 As an industry that focuses heavily on its service, Citibank should on its core competence through its Human resource to gain competitive advantage. Such strategy value add customers and at the same time, difficult to imitate.
 ! Customer Service (call centre/after-sale service/branch experience) ! Range of products (product line) ! Technological System (user friendly yet secure) ! Continue to drill into the minds of the customer, as a bank that never sleeps ! Customization of individual package (based on personal characteristic) ! Segmentation
 7.2 Core Strategy: Customer service
 ! Service is never a strategy that can be replicated. ! To improve the service of customers banking with Citibank, Citibank have to
 increase the service standard of employees through service programs. ! 24/7 call centre and online banking allows customers to do banking
 transactions as and when they want to. ! Security issues with regards to customers’ confidential information. ! Employees have to understand customers’ profile via CRM and cross sell their
 product line. ! Citibank can help to empower front line staff with greater autonomy (yet with
 control measures) to help customers purchase products offered via phone or ATM.
 7.3 Range of products
 ! Wide product range allows different segments of the market to be targeted. ! Citibank can launch wider product lines that are suited for uncovered market
 segmentation such as family, students, ladies and elderly products. ! Citibank is able to offer product lines that ties up with their product range, this
 helps to reduce bargaining power of buyers as the cost of them switching to other banks is higher.
 7.4 Technology
 ! Establish a Research and Development team that consistently look into new way of improving banking experience, also maintaining secured banking.
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 7.5 Drill into the minds of customer the slogan “Citi never sleeps”
 ! “Citi never sleeps” leaves an impression to customers that service is provided whenever and wherever they need it.
 7.6 Segmentation ! Citibank can segment its market based on geographic, demographic, and
 benefits.
 Segmentation variables Geographic Population size of region (How big the market is)
 Demographic Income, age (student, working adult, elderly), gender
 (female, male), education level
 Benefits Prestige, convenience, reward system (dining discounts, shopping discounts)
 7.7 Implication
 Therefore, Citibank must realize that they should be more service-oriented as products and technology can be easily replicated which is otherwise for service. Thus, they should shift towards the service-oriented portion (desired position).
 Cost leadership Differentiation
 Focus cost leadership Focus differentiation
 ! Citibank will be able to communicate service excellence to its entire staff, and place strong emphasis on it. However it will be up to the individuals on whether to deliver it to the customers and how well they delivery.
 ! Hence the KPI for Citi’s employees, especially those in the customer service sector, will have to be assessed closely against the level of service rendered to its customers.
 ! Internally, awards will have to be given to the ‘Service Hero’ of the month to recognize the staff’s efforts.
 Citibank’s target
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 ! Staff recognition is essential for employees’ morale and gives them the motivation to provide the highest level of service and commitment to its customers.
 ! Different banks have different marketing strategies and target segment of customers. Citibank has a wider range of products for the working class group of customers and less focus on elderly and families group.
 ! Since people are now looking for the one-stop service to save the hassle of running around, providing products which also focus on the elderly and families will be beneficial to the bank.
 ! This will enable the bank to capture a group of customers, members in the family, when speaking to just a family member.
 7.8 Justifications
 ! Differentiation strategy for Citibank will be service quality. ! Service quality standard is achieved it creates loyalty and commitment from
 customers towards the bank and retains these groups of existing customers.
 8.0 IMPLEMENTATION
 8.1 Actions to be taken
 Market penetration Market development
 " Citi should adopt market penetration
 as an ongoing strategy continuing to
 extend its presence in more parts of
 China. Citi will continue to play an
 active role in the ongoing growth and
 development of China’s financial
 services sector. " Launch of campaign with free gifts to
 attract new customers. " Loyalty programs for loyal customers
 who bank with Citi on a continuous
 " Citi should adopt market development as
 an ongoing strategy by seeking new
 opportunities to enter other parts of China. " Capturing new segments such as providing
 credit facility to the consumers. " Continue to provide services catered to the
 changing needs and lifestyles of the
 consumers. " Citi is the first bank in Chong Qing to offer
 the third generation mobile payment
 services via its Renminbi debit card. It
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 basis
 " Sell the experience and not the
 product. To provide value added
 services and excellent customer
 service to capture the hearts of the
 consumers.
 allows cardholders to use their mobile
 phones to conduct range of transactions in
 connection with their debit cards, including
 checking the debit card’s balances via the
 phone.
 ! Due to the tight local regulations, debit
 cards were only first allowed in China in
 2007 for foreign banks. Citi should work
 towards issuing credit cards for its
 consumers as this will help the bank
 capture another market shares in China.
 ! Long Term
 o Provide credit facilities to consumers.
 o Loyalty programs for customers.
 ! Short Term
 o Launch of Campaigns to attract new customers’ base.
 ! On Going
 o Continue to provide services catered to the changing needs and
 lifestyles of the consumers. o Seek new opportunities in entering other provinces.
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 8.2 Proposed Activities & Budget
 Activities
 Year Budget Allocation per Yr (S$ Million)
 Total Cost (S$ Million) 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020
 Entering into China Market: Diversifications
 Market Research and Understand
 Market Culture
 6.6 40
 Public Relations and Communication 3.3 30
 Loyalty program 4 20
 Advertising and
 Promotions/Campaigns
 6 30
 Retail Operations 2.5 20
 Technology development 8 40
 HR Training and Development 5 50
 Total 230 Million
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 9.0 EVALUATION AND CONTROL
 Success of the business plan is achievable through both short and long term
 commitment and support of staff with the following:
 ! Quarterly measurement of Citibank’s financial performance to examine its
 profitability and performance.
 ! Yearly assessment of Citibank’s financial performance to the industry to
 measure the strength of Citibank’s dominance in the market – market share.
 ! Conduct market surveys on customer satisfaction to build relationship and
 enhance customer loyalty.
 ! Measure performance against standards set.
 ! Market research can be conducted to evaluate customer’s preference of
 Citibank (a US bank) against their local banks.
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 Annex 1
 Background of Citibank in Singapore
 ! Established its operations in Singapore on 1 July 1902. It was then
 known as the International Banking Corporation (IBC) and was the first
 American bank to set up a branch in Singapore.
 ! Citibank Singapore Ltd is a wholly-owned subsidiary of Citigroup, one
 of the world's largest financial services organisations. Citibank Singapore
 business model is based on remote distribution and centralized operations
 that leverage call centers and direct mail, as there are limited opportunity
 for physical expansion in Singapore.
 ! Although it entered into the Singapore market only in 2004, with full
 license, it has develop a very strong retail network by 2009
 ! The bank uses multiple channels and customer touch point to sell
 products, such as loans and credit cards. The bank also expands its
 market through industry partnership.
 ! By combining local expertise with the strength of Citibank's worldwide
 consumer banking network, Citibank offer some of the world's leading range of financial services including deposit accounts, foreign currency
 deposits and investments as well as credit cards, mortgages, insurance
 and charge cards.
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 History of the banking industry in Singapore
 The Banking Industry today
 ! Among the strongest in the world
 Engaged wide range of financial Services
 ! Has excellent infrastructure and highly skilled cosmopolitan workforce
 ! Total Assets of commercial banks = $413b (as at 2005)
 ! Singapore financial services accounted for 11.6% of Singapore's GDP (2003),
 while employing just 5% of the population. Making it the highest value added
 service industry.
 Singapore!under!Colony,!1970s!
 High!level!of!foreign!banks!participation!
 MAS!adopted!policies!to!protect!the!local!banks!so!as!to!allow!local!banks!to!grow!and!assume!larger!share!of!the!domestic!market.!No!licences!for!full!and!restricted!banks!were!granted!between!1970!to!1983.!
 2010
 Government!launch!a!Five"year!programme!of!liberalisation!to!allow!competition!in!Singapore!banking!sectors!
 1999
 Competition!will!improve!corporate!governance!practices!
 Resulted!in!lifting!40!percent!foreign!shareholding!limit!
 1983! 2003
 From!the!crisis,!local!bank!stood!strong.!However,!Gov!aims!to!strengthen!local!banks!banking!sector!and!alter!the!competitive!landscape.!
 1997
 Asian!Financial!Crisis!revealed!the!weakness!of!regional!banks!
 Local!banks!faced!international!competition!
 Full!bank!category!introduced!
 Offshore!bank!category!
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 The current Banking & Finance Industry
 Due to the Lehman Brothers bankruptcy in 2008 which impacts the world global crisis
 leading to a global financial crisis, this led Singapore GDP to contract 2.1% in 2009.
 Singapore economy shrinks since 2003 which has a great impact on the industries in
 Singapore. The manufacturing industry received the most impact from the financial
 crisis 2008.
 The 2008 financial crisis not only affected Singapore but the whole world. For
 instance, Taiwan annual per capita has decreased and the government have to
 prepare relief incentives to the citizens to smoothen the recession impact.
 In 2009, the Singapore government’s Resilience Package firmly underpinned the
 local economy and MAS’ deposit guarantee boosted confidence in banks operating
 here.
 120
 Commercial Banks
 7
 Local Banks
 113
 Foreign Banks
 OCBC UOB
 FAR EASTERN
 BANK
 DBS
 BANK OF
 SINGAPORE
 SINGAPORE
 ISLAND
 ISLAMIC BANK
 OF ASIA
 26
 Foreign Full Banks
 48
 Wholesales Banks
 39
 Offshore Banks
 Subsidiaries
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 Annex 2
 GLOBAL FINANCE WORLD'S 50 SAFEST BANKS 2009
 1 KfW (Germany)
 26
 Caisse centrale Desjardins (Canada)
 2 Caisse des Depots et Consignations (CDC) (France)
 27
 Pohjola Bank (Finland)
 3 Bank Nederlands Gemeenten (BNG) (Netherlands)
 28
 Deutsche Bank AG (Germany)
 4 Landwirtschaftliche Rentenbank (Germany)
 29
 Intesa Sanpaolo (Italy)
 5 Zuercher Kantonalbank (Switzerland)
 30
 Caja de Ahorros y Pensiones de Barcelona (la Caixa) (Spain)
 6 Rabobank Group (Netherlands)
 31
 Bank of Montreal (Canada)
 7 Landeskreditbank Baden-Wuerttemberg-
 Foerderbank (Germany)
 32
 The Bank of New York Mellon Corporation (United States)
 8 NRW. Bank (Germany)
 33
 DnB NOR Bank (Norway)
 9 BNP Paribas (France)
 34
 Caixa Geral de Depositos (Portugal)
 10 Royal Bank of Canada (Canada)
 35
 United Overseas Bank (Singapore)
 11 National Australia Bank (Australia)
 36
 Oversea-Chinese Banking Corp. (Singapore)
 12 Commonwealth Bank of Australia (Australia)
 37
 CIBC (Canada)
 13 Banco Santander (Spain)
 38
 National Bank Of Kuwait (Kuwait)
 14 Toronto-Dominion Bank (Canada)
 39
 J.P. Morgan Chase & Co. (United States)
 15 Australia & New Zealand Banking Group (Australia)
 40
 UBS AG (Switzerland)
 16 Westpac Banking Corporation (Australia)
 41
 Societe Generale (SG) (France)
 17 ASB Bank Limited (New Zealand)
 42
 Wells Fargo & Co. (United States)
 18 HSBC Holdings plc (United Kingdom)
 43
 Credit Suisse Group (Switzerland)
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 GLOBAL FINANCE WORLD'S 50 SAFEST BANKS 2009 contr’!
 19 Credit Agricole S.A. (France)
 44 Banque Federative du Credit Mutuel (BFCM) (France)
 20 Banco Bilbao Vizcaya Argentaria (BBVA) (Spain)
 45 Credit Industriel et Commercial (CIC) (France)
 21 Nordea Bank AB (publ) (Sweden)
 46 Nationwide Building Society (United Kingdom)
 22 Scotiabank (Canada)
 47 U.S. Bancorp (United States)
 23 Svenska Handelsbanken (Sweden)
 48 Shizuoka Bank (Japan)
 24 DBS Bank (Singapore)
 49 Northern Trust Corporation (United States)
 25 Banco Espanol de Credito S.A. (Banesto) (Spain)
 50 National Bank of Abu Dhabi (UAE)
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