1. Introduction 
The ANZ bank’s venture into China focuses on private consumer and corporate banking for business activity between Australia and China reflecting their strengths and core competencies in Australia. Accessing these markets and delivering what they have set out to do will be the largest challenge for ANZ. The purpose of this report is to assess key issues and provide alternative solutions to ensure the success of ANZ’s venture into China. China is a highly competitive environment; ANZ must differentiate themselves from others in order to gain a niche market. ANZ should use their core competencies to take advantage of the gap that currently exists within the market and focus on providing high customer satisfaction, establishing and developing their private banking sector as well as creating prestigious brand image. Management of processes and outcomes is essential in the delivery of services through effective customer service in order to gain market share and a loyal customer base. The solutions put together focus on ANZ’s corporate presence and operations in wholly owned branches. Information was sourced from various journal articles and textbooks. Changes in Chinese political and economic constraints in the future create limitations to the report, which is based on China’s current circumstances. 
2. Brand Management 
2.1 Issue Identification and Analysis
2.1.1 Target Market
ANZ is a highly respected banking institution in Australia, yet in China, ANZ is relatively unknown and is therefore faced with the challenge of building a brand image as a high-end financial institution.

There is strong competition of foreign banks in China such as Citibank and Golden Sachs. Due to this, ANZ need to build a strong brand perception amongst consumers in order to compete and survive in the private banking sector of China. ANZ aims to become known as an upper-class bank in comparison to the typical government run banks in China (Cheek, et al., 2010). Therefore their key target market will be middle to upper middle class citizens as well as the high net worth individuals looking for a banking institution that offers high quality customer service, superior processes and procedures and state of the art Internet facilities. ANZ needs to be able to reach and attract these consumers effectively in order to successfully conduct business in China. It may be important to keep high-end customers separate from the every day banking for the middle class market so they can create and retain a more prestigious experience. 
2.1.2 Brand Distinction
The Chinese consumers prefer to shop with brands from Europe and America, such as Golden Sachs and Citibank (Czinkota & Ronkainen, 2010). Due to this, ANZ will have to work hard to make their brand distinguishable and convince Chinese consumers that their Australian bank is of the same high standard as European and American banks. Competition in banking is very fierce as products are intangible, and can be quickly matched (Silver & Björn, 2010). Therefore, trust is a key consideration for ANZ, as the company must first build trust from consumers in order to attract them. Trust of the unknown is impossible and ANZ need customers

to be able to trust the company before they will allow it to handle their fortunes. 
2.1.3 Developing Customer Loyalty
The second issue for ANZ in brand management is how to create brand loyalty. Brand loyalty is vital to brand management as it eventually develops into brand equity (Schiffman et al, 2008). Loyalty is an important concept in the banking industry as consumers often show great loyalty to the bank they choose and switching banks usually only occurs one or twice in a persons life (Silver & Björn, 2010). Due to this, ANZ need to build a brand that customers trust and that they will ultimately remain loyal to. 
2.2 Alternative Solutions
2.2.1 Choice of Advertising Format and Branch Location:
ANZ should aim to advertise itself in prestigious media formats such as high-end magazines. By doing so, consumers will associate ANZ with other prestigious brands also advertised in these magazines. This will help to create a perception in the customers’ minds of the ANZ brand (Schiffman et al, 2008). Another strategy would be to create alliances with another superior brand in China who they can work in partnership with. For example, advertising with Chinese Airlines associates ANZ with travel which is a sought after activity for middle class consumers (Silver & Björn, 2010). ANZ also needs to make sure that branches are located in high-end areas of the cities they operate in. The buildings themselves should be first class and reflect the image they wish customers to perceive. 
2.2.2 Prestigious rewards
Another strategy ANZ should consider when communicating the 

image of superiority, is to reward ANZ customers with the types of activities and gifts that the growing middle class like to associate themselves with. These kinds of incentives can include nights in luxury hotels, shopping vouchers in high-class shopping malls and theatre tickets. This kind of reward system will help ANZ to distinguish themselves from their competition as well as keeping customers loyal to the brand. 
2.2.3 Brand Ambassador
Using a Chinese brand ambassador to promote ANZ in China is an effective way to build brand recognition and trust amongst consumers. Chinese consumers can associate the foreign brand with a local inspiration, and consumers will then start to develop trust and show approval towards the previously unknown company (Schiffman et al, 2008). Once trust is established, ANZ can use service incentives such as longer operating hours and superior customer service to attract customers and to keep them brand loyal. 
3. Products and Services Offered.
3.1 Issue Identification
An external issue that ANZ faces when expanding into China is the intense competition from both domestic and foreign banks. Foreign banks such as HSBC, Citibank and Standard Chartered already have market presence and an established brand within China, which increases the pressure on ANZ to obtain market share and market presence. Such competition may result with ANZ entering China and not gaining sufficient market share due to already established competitors offering similar products and services to loyal consumers. This is a threat that any firm faces when embarking on the internationalisation

process, however, within the banking sector, such a threat is more pronounced as consumers within the banking sector tend to be more loyal to their chosen firm (Karjaluoto, Koivumäki & Salo, 2003).

3.2 Alternative Solutions
To allow for market share and presence to occur it is in ANZ’s best interest to offer a differentiated service and/or product aimed at the rising middle class. Due to China’s large market size it is feasible to gain a niche within the market and provide a specialised service whilst still registering profits that make such a risk worthwhile (Wright, 2008). 
3.2.1 Customer Satisfaction
China’s domestic banks have struggled within the area of customer service and constantly experienced low levels of customer satisfaction (Cheek, et al., 2010).   Conversely, ANZ thrives within the customer service area with high levels of customer service being delivered consistently, which results in high customer satisfaction (Cheek, et al., 2010).   By focusing on the successful delivery of high customer service whilst in China ANZ can close this gap and integrate themselves into the market via a unique position. 

Actions that ANZ can take to enable a better customer experience can be shorter waiting lines, more knowledgeable staff and higher quality branches (Cheek, et al., 2010), such high service will help to deliver high levels of customer satisfaction (Nadiri, Kandampully & Hussain, 2009). Due to being a new firm within the market it may be beneficial for ANZ to incorporate a higher level of customer involvement to increase customer loyalty. One such

way is to allow customers to ‘co-create’ ANZ. Co-creative enterprises are businesses in which other stakeholders including customers and employees participate in management decision-making (Ramaswamy & Gouillart, 2010). The customer involvement that co-creation entails has seen different companies reach positive results that otherwise may not have occurred without consumer assistance. One example is La Poste, a French postal service, who faced a decrease in demand due to the rise of the Internet; customer satisfaction was also very low due to long waiting times. By using customer advice a solution was found which resulted in the waiting time of customers being cut by fifty percent (Ramaswamy & Gouillart, 2010). To build customer loyalty ANZ can create a website that is readily available to all customers with a section that allows consumers to provide feedback on certain products and services offered or to make suggestions to the company. To make it interactive, management can post questions about certain topics on the website and ask for customer views. This may make customers more involved in the process and experience a stronger affiliation with ANZ. Obtaining advice and feedback from customers within China results in ANZ developing their services offered to suit the cultural needs of Chinese consumers. Feedback from Chinese customers can be used to base future decisions and developments. This may increase the financial performance of ANZ as higher customer service is positively correlated to the financial performance of the bank (Duncan & Elliott, 2002).
3.2.2 Private

Banking
One way ANZ can differentiate themselves from other banks already within China is to further build and develop their already accomplished private banking branch. China’s wealth is growing at an extremely fast pace (averaging 11% increase in real GDP per annum), which therefore results in an increase in the wealth management opportunities (Wright, 2008). Many Chinese and foreign banks do not offer private banking as more emphasis is placed upon commercial banking (Cheek, et al., 2010). To close this gap ANZ can offer private banking services and market their brand in a way that can target the growing segment of wealthy Chinese. ANZ can show differences between themselves and other banks through direct comparison in advertisements. Using pamphlets or brochures, which highlight all the services offered by ANZ, provides a clear and concise way to communicate the different products and services on offer. Online information on a web page (which must be changed to suite Chinese readers) also provides extra information for those target consumers who may not be able to physically go to the bank’s branches.
3.2.3 Competitive Advantage in China-Australian Business
Trade conditions between China and Australia has been consistently improving due to the supply and demand relationship of key products between the two nations (Lianjing & Mahmood, 2006). Due to ANZ’s connection to Australia they have a competitive advantage in efficient business services between Chinese and Australian businesses that they can exploit. Many businesses require fast transactions, particularly within the

financial sector. A key benefit that Chinese or Australian businesses can enjoy includes within the day transfers of funds and payments as well as exchanges, allowing for more efficient transaction processes. ANZ can use this to further differentiate themselves as other Chinese banks would not be able to link businesses from Australia and China. 

4. Human Resource Management
4.1 Issue Identification 
4.1.1 Recruitment and Selection
ANZ has been granted preliminary regulatory approval in 2009 to establish wholly owned branches (Cheek, et al., 2010). Across China the growing middle class provides a huge opportunity for ANZ to offer more advanced or new banking solutions to them. Whilst ANZ can offer unique products and banking solutions to consumers ANZ must be able to deliver this to consumers through customer experiences with employees and online. Local employees allow ANZ to match the company to China when entering a market with products they already have core competencies in. Recruiting locals for banking employee positions and tellers is beneficial for understanding culture, language and business practices within China. This is particularly relevant to their more rural operations in Liangping where ANZ plan to tap into niche competencies they possess from Australian operations in agri-business (Cheek, et al., 2010). Here the uniqueness of the service for the market will require greater levels of local knowledge and high employee involvement. Recruitment for this area could provide a particular challenge. It is important to note that here they are supporting government rural

reform programs, which may work in the favour in building relationships in the country (Cheek, et al., 2010). A customer-centred model desired by ANZ means a localisation strategy is suited to their need for local knowledge and outlines decision-making controls (Lasser, 2007). Studies have revealed that when a company has a strong commitment to human resource (HR) activities they are more likely gain better relationships with the government, attract a better caliber of employees and improve employee satisfaction (Li, Qian, Liao & Chu, 2008). This is of clear importance in the Chinese labour and political environments. 

In China labour shortages are high for managerial and professional employees and more recently there have been significant, albeit sporadic shortages of non-managerial employees (Desslet, 2006). This is largely a problem in the cities as most of the labour force is in rural areas, which will assist staffing of ANZ’s rural operations in Liangping (Desslet, 2006). While the attraction of candidates is difficult in itself, determining suitability of candidates is made harder as Chinese candidates are reluctant to promote themselves during interviews and the selection process (Dessler, 2006). Selection criteria should include competencies focused on strong communication and language skills so they can successfully work with first time customers. Evidently training needs are considerably high in China and transforming recruits into skilled employees is a challenge that takes time. 
4.1.2 Training 
In service industries, such as banking, customer evaluations are highly

dependent on their experience of employee performance. For ANZ in particular the performance of front line bank employees is pivotal in shaping consumers’ perceptions of service quality in early stages with the bank (Yee, Yeung & Cheng, 2008). Service employees have ample opportunity to build relationships and exchange information with customers and subsequently have a strong influence on purchase decisions (Yee, Yeung & Cheng, 2008). This requires specific training for employees to ensure they are able to explain the new systems, the benefits and provide positive customer service. As they are new products and systems it will be very difficult to recruit people with an understanding of this type of banking system or any experience. Therefore, educating employees on the products, services and operations are essential and will be very costly and time consuming for ANZ. 
4.2 Alternative Solutions 
4.2.1 Training 
Service employees such as bank tellers and local employees are often ‘caught-in-the-middle’ between strategic objectives and customer desires (Yee, Yeung & Cheng, 2008). It is important employees deliver and reinforce what ANZ wish to promote and enhance their image through customer experience in order to gain loyalty. Hence training and motivation are key areas of investment for ANZ. Training in customer service and product knowledge needs to be accompanied by training in decision-making for branch managers. This is because in order to deliver better customer service it will be necessary to push decision-making authority to lower levels as action can be taken

immediately for customers (Short & Callahan, 2005). However this leaves ANZ open to a lack of control and potential for inconsistencies. Therefore training and control mechanisms must be effective and detailed. In one study of Chinese managers group-based training led to improved self-efficacy and higher performance (Newman and Nollen, 1996). Focusing on the needs of Chinese employees is important when delivering the training, as they are likely to be different to what ANZ is used to conducting. 
4.2.2 Improving Quality Employee Motivation
Values are at the core of cultural differences and determine the importance of different facets of work, which directly impacts on overall job satisfaction (Hattrup, Mueller & Joens, 2007). Chinese HR has previously been characterised by lifetime employment, seniority-based promotion or wage increases, and extensive welfare programs (Ngo, Lau & Foley, 2008).   However in the current environment this is changing and companies investing in employee development and involved HR systems are experiencing increased job satisfaction and organisational commitment (Ngo, Lau & Foley, 2008). As ANZ are working in very developed areas of China as well as more remote areas of Liangping they will need to determine what values are applicable to the different groups of employees to maximise their productivity. The Chinese culture is based in Confucianism, which values harmony, reciprocity and loyalty (Yui-Tim & Hon-Kwong, 2007). These characteristics are likely to have a positive impact on employee commitment and group performance. Employees

with greater levels of commitment are more willing to devote more energy towards organisational goals and project a positive attitude (Yui-Tim & Hon-Kwong, 2007). 

In one study it was found satisfied employees were more motivated to provide better quality customer service (Yee, Yeung & Cheng, 2008). Furthermore happier employees can lead to customers developing a positive attitude towards the product or service regardless of actual performance (Yee, Yeung & Cheng, 2008). This may assist ANZ as they attempt to establish themselves in the market and are still learning.   Taking this a step further, customer satisfaction results in increased loyalty and profitability, as they are more likely to repeat purchase and be less sensitive to changes such as interest rates or policy conditions (Yee, Yeung & Cheng, 2008). Customer and employee satisfaction become intangible assets, which enhances the reputation of the bank, which can in turn assist in building relationships with stakeholders and produce a halo effect influencing consumer once more (Yee, Yeung & Cheng, 2008). Developing employee trust in management is important to gain these benefits because hierarchies and paternalistic authority are strong in Chinese business environments (Yui-Tim & Hon-Kwong, 2007). 
4.2.3 Expatriates
Considering China’s shortage of managerial employees and candidates with banking sector knowledge similar to ANZ they will have a high need for expatriates. It is important ANZ develop expatriate managers with strong cultural competence (Short & Callahan, 2005). Selection of expatriates

with a tolerance for ambiguity, adaptability and strong cultural and communication skills is essential as these skills are vital for their success and almost impossible to train (Lasserre, 2007). storking on assignment expatriates need to relay corporate objectives to lower levels as well as create and improve communication with external suppliers and affiliates. This demonstrates their need to be able to act from a global perspective and translate it into methods that work for the local environment (Short & Callahan, 2005). Top management may take periodic visits to subsidiaries to check performance and help anticipate future problems and directions.   Pre-departure training needs to be conducted and followed up with systematic analysis of the assignment to reduce culture shock and support the assignment. The training can include providing expatriates with a checklist of relationships to build and set up video conferencing fortnightly where the expatriate debriefs on business and personal contacts. 
4.2.4 Reporting and Control
Top management must receive accurate and timely information regarding financial results and performance indicators in order to compare actual performance with planned goals and allow for adjustments to be made (Deresky, 2010). With stringent accounting standards ANZ must meet what is prescribed in Chinese law as well as their head quarters or the home country requirements (where applicable). When operating overseas it is important information is comparable across counties. This may require two or three sets of reports (Deresky, 2010). It is also important

to understand where information is not comparable due to different constrains within the country. The design of monitoring systems needs to take into account constraints experienced in different countries, management practices and variables in evaluations and information systems. Therefore internally and externally based systems could be developed to address ANZ’s different needs. If this is carried out effectively it will assist a more responsive organisational structure (Short & Callahan, 2005). ANZ will need to allocate resources including funds and personnel to ensure they closely monitor changes in China’s political and economic environments as well as competitors. This way ANZ can determine what may impact on them and develop appropriate strategies in response. 

As part of ANZ’s internal monitoring and information systems it is necessary managers have a sound understanding of the corporate strategy. This makes HR practices suitable for the particular set of employees and ensure they are working towards the achievement of organisational goals (Hicket, 2003). Keeping transparency for accurate assessment must be incorporated into management standards. In many organisations in China, problems occur when there is an absence of standardised and transparent HR practices (Hickey, 2003). Networking internal information exchanges is also important for their superior customer service delivery and co-ordination efforts. This information must be effective and accessible to all employees in decision-making positions, with different levels of access built in. 
5. Conclusion
Creating

awareness of ANZ’s brand, product and services is crucial to their success, especially as they are in a niche market. As the market has previously been underserviced it consists of a number of people with a growing need for new and more sophisticated banking solutions. For certain services customers are often first time users. In order to create an image of prestige, ANZ should aim to advertise in high-status media formats as well as offering incentives, which will attract sophisticated middle class consumers. ANZ must be able to deliver to these consumers what they promote by ensuring they have effective systems in place and knowledgeable employees with strong communication skills. 

6. Recommendations
ANZ should aim to employ Mingxia Fu as a brand ambassador. Fu is a well-respected Chinese Olympic diver who has won multiple gold medals. By using Fu as a brand ambassador, ANZ will be able to associate their brand with a highly successful and inspirational individual. 

ANZ can reward customers through a credit card reward system, where customers earn points for every dollar they spend and gifts are provided once enough points are accumulated. Gifts should be typical to the lifestyle of China’s growing middle class such as five star hotel vouchers.

ANZ should develop a ‘co-creating’ model as a way to further involve customers into developments in product and service strategies. This will result in higher customer service, which will in turn increase the financial performance of ANZ bank.

Significant investment in training and additional HR activities for local employees

is essential to improve their commitment and ensure they deliver superior customer service. High customer satisfaction can lead to customer loyalty, which will have a positive flow on effect in all other areas of the organisation. 

Designing effective internal and external information systems will allow management to network relevant information to appropriate levels of management in order to make effective and timely decision and develop strategies. 
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