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ABSTRACT

The advancement of information technology enforces the growth of aggregated economy in a rapid way, and the banking industry is

also prosperous development in Taiwan, where the service and products offered by banking practitioners are quite similar and

diversified. However, due to the limited market and homogeneous products, the demand of banking service is derived by customers,

and thus the banks’ marketing strategy may need to make an adjustment in accordance to the external environment. The banks

usually have abundance of financial support and rigid information infrastructure to implement e-commerce and internet marketing.

Hence, the database marketing strategy and the customer relation management system are widely adopted in banking industry. The

methods of literature review and questionnaire survey are used in the present study. The staffs worked in domestic banks are

randomly chosen as subjects for exploring their perception and opinions about database marketing and its operational performance.

After completing the factor analysis, we find that the elements of both database marketing and operational performance can be

further divided into three constructs, and they are positively correlated with one another. Finally, some key successful factors for

database marketing were identified. They include: (1)the product innovation ability, (2)the product packing and design, (3)the

capability of product improvement, (4)internal resources, (5) the education and training for staff skill, and (6)the consultation and

assistance to customers, and so on. The results of the analysis of variance indicated that as jobholder’s position is different, the

perception concerning about the strategy and the performance of database marketing may have differences. However, other

attributes of jobholders do not show significant differences in their opinions.
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