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Abstract: This study came about from the deep interest in the field of branding and 

brand management particularly. The author who came from a marketing background 

strongly feels that a strong brand management strategy is essential for organizations 

to move forward and to sustain in today's competitive business environment. 
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1. Introduction 

1.1 Objectives of the study. 

The objective of this study is know in detail OCBC Bank (M) Berhad's brand 

management initiatives as part of its strategy to remain competitive and to develop 

the brand equity. 

 

1.2 Scope of the study. 

The scope of the study would be focusing on OCBC Bank (M) Berhad’s latest brand 

management initiatives in order to remain competitive in the banking industry and to 

create brand equity. The author begins the study by introducing what brand 

management is. Then the author will be presenting some literature reviews on brand 

management and its importance to businesses, literatures on real life Case study on 

brand management initiatives taken by Corporations like Transition and Mercedes 

Benz. There is also a literature review on Your brand's best strategy where there are 

detailed information on how a brand could strategizes their brand according to the 

segment which they competes in. After reviewing literatures, the author will introduce 

OCBC Bank (M) Berhad as one of the longest standing foreign banks in Malaysia and 

explain the core businesses and some brief history of this prestigious Singaporean 

bank. 
 
Then the author will start to focus on OCBC 's current brand management initiatives 
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and that of 2 other Foreign banks, HSBC and Standard Chartered Bank. 

 
2. Introduction to Brand Management. 

According to Wikipedia, brand management is defined as ‘the application of marketing 

techniques to a specific product, product line or brand. There are in fact several 

definitions of brand management. However the ultimate goal is to increase the 

product’s perceived value and achieve brand equity. Brand equity is the term used to 

describe a brand that is viewed by consumers to possess perceived quality compare 

to its competitors. This will result to the brand being an invaluable asset to the 

company. When consumers perceived a brand to be of certain quality, it will result in 

brand loyalty and subsequently increase in revenue and profit for the company. 

Brand managers roles now are even tougher with increased globalization of brands. 

Effective brand management will be essential in differentiating products as 

competition intensifies. Brand managers need to manage the brand effectively in order 

for it not to lose its equity but at the same time increase profitability for the company. 

Creating sub brands are essential for brands to move into different market segment. 

This strategy will ensure increase profitability and market share for the company. 

However it must be done properly to safeguard the brand’s equity. Managers also 

must be aware of its current climate of competition and market share in order to 

formulate its brand’s strategy. 

 

3. Literature reviews. 

Procter & Gamble in the 1970s moved aggressively to gain market share in the coffee 

business. Folgers, a P&G subsidiary, freed from a consent decree that had restrained 

its ability to grow geographically, came east from its western stronghold and took on 

Maxwell House in the clash of the coffee titans. Although Folger's had succeeded in 

expanding its market share in the east, it had left a bitter taste in the industry. Through 

its pricing actions which P&G had committed and successfully increased its market 

share, P&G had also effectively eliminated the industry profits of the entire' roast and 

ground' segment until the early 1990s. 

Basically from the study, we found that a brand that competes with other premium 

brands will have a higher profit compared to a brand that competes in a category that 

is full of value brands where their profits is lower. If a premium brand has a low 

relative market share( RMS) but its competitor in the same category are premiums 

brands as well, profits of the lower RMS premium brand won't be too small as 

compared to a premium brand that has a high RMS competing among premium brands 

in the same category. Let’s take the facial-skin-care category where it is filled largely 

with premium brands as an example. Most players in this category earn more than 
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15% pretax operating profit or return on sales ( ROS). Brands in this category that 

have market share of only one-fifth to one-tenth to that of the market leader, Oil Of 

Olay, have profits only lower than Oil of Olay’s. This means that brands with low RMS 

in premium category do earn substantial profits compared to the category market 

leader. 

We had developed a matrix with those two dimensions and can map the position of 

any premium brand within one of the four quadrant. Each quadrant has different 

implications for a brand's profit potential. Please refer to the table1. 

Table1-Two dimensions, Four strategies. 

 
The Hitchhiker 

 The High Road Brand 

   

 (Compete with (Compete with 

 
premium Brands ) 

 premium brands) 

   

 
The Dead End Brand 

The Low Road Brand 

  

 
(Compete  with value 

(Compete with value 

 brands) 

 brands)   

Low 
   

 High  

 
4.OCBC Bank- The Company. 

4.1 The Profile of OCBC Bank. 

OCBC ( Overseas Chinese Banking Corporation) Bank has been operating in Malaysia 

for more than seven decades and is today one of the top five foreign banks in the 

country. With a network of 29 branches located across both the Peninsula and East 

Malaysia, this Singapore-based Bank renders its services to a diverse range of 

individuals and corporate/SME clients, including sole proprietorships and partnerships. 

It has a staff strength of 3,000 employees and offers a broad spectrum of specialist 

financial services in Malaysia to meet the needs of its customers across communities. 

These include consumer, corporate/business, investment, premier, transaction and 

Islamic banking, and global treasury services. 

 

4.2 The History of OCBC Bank. 

OCBC Bank was born out of the Great Depression with the merger of three banks in 

1932 the Chinese Commercial Bank Limited (1912), the Ho Hong Bank Limited (1917) 

and the Oversea-Chinese Bank Limited (1919). 



Volume 6 Issue 6 2019 

   134 

  
Under the leadership of Dato Lee Kong Chian (1938-1964), Tan Sri Tan Chin Tuan 

(1966-1983) and Mr Lee Choon Seng (acting Chairman during the Occupation), OCBC 

flourished to become one of the largest banks in Singapore and Malaysia. OCBC Bank 

was also the only foreign bank to have branches in China in the 1950s - their long 

history in China dates back to 1925 when they opened their first branch in Xiamen, 

the first Singapore bank to do so. 

 
 

4.3 OCBC Organization. 

OCBC Bank offers a comprehensive range of innovative banking services and financial 

solutions in consumer banking, business banking, investment banking, global treasury, 

and investment management, among others. In addition, the OCBC Group has diverse 

subsidiaries that are involved in insurance, financial futures; regional stockbroking; 

asset management, trustee, nominee and custodian services; property development 

and hotel management. 

Consumer Banking. 

In Malaysia, OCBC Bank's Consumer Financial Services division offers an array of 

consumer products and services to its customers.  

Business Banking. 

The Business Banking division, the corporate banking unit of OCBC Bank, services 

small and medium-sized enterprises (SMEs), large corporates, real estate companies, 

government bodies and institutional customers. 

Investment Banking. 

The Investment Banking division, which comprises Capital Markets, Corporate Finance 

and Mezzanine Capital, works closely with the Business Banking division to develop 

and customise products and services to meet customers' specific requirements. 

Islamic Banking. 

OCBC Bank has also been actively offering a wide range of Islamic Banking products 

and services for both retail and business banking for the past ten years.Features such 

as fixed financing rates and profit sharing have attracted a growing loyal group of 

customers for Islamic Banking's concept of fairness, being caring and accurate. Islamic 

Banking has proven to be a profitable venture which benefits both the Bank and its 

customers. 

Transaction Banking. 

The Transaction Banking division offers transaction-related services such as cash 

management and trade finance to SMEs, large corporations, financial institutions and 

government entities.  

Treasury. 

The Treasury division works in partnership with the Business Banking and Consumer 
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Financial Services divisions to structure products and financial solutions for customers 

who need to invest their funds or hedge their exposure. 

 

5. OCBC Bank Brand Management Initiatives. 

Brand management is becoming more essential for corporations to differentiate 

themselves from competitors with the current competitive climate of the banking 

industry in Malaysia. This study will be focusing on the Consumer Banking and Islamic 

Banking side of OCBC’s business brand management initiatives. 

 

5.1-OCBC Stabilizer Programme. 

The OCBC Stabilizer Programme is another innovative product that OCBC’s Wealth 

Management department had developed. This product was developed during the 

world’s investment sentiments had dropped and the world market had become very 

volatile. The idea of this programme is to invest systematically in Unit Trust over a 

period of 12 months rather that at one lump sump. Prior to the launch of this 

programme, OCBC’s Unit Trust houses are going thru the phases of declined. At this 

point most of the customers are rather hesitant to invest because of market volatility 

plus anticipation of further melt down due to the subprime crisis. OCBC Stabilizer 

solves this problem because with this programme customers need not have to time 

the market anymore. Instead of investing at one go, this programme will 

systematically invest the fund over 12 months for the customer. Assuming the 

customer wants to invest RM120,000.00 in one of the Unit Trust funds that OCBC have 

in its shelf. OCBC will systematically invest RM10,000.00 monthly on a specific date 

for the next 12 months for the customer. Besides that the customer will receive 4 % 

p.a bonus from the initial investment every 6 months. This method of investing is a 

proven way to invest during volatile period. It is very risky to invest at one go during 

this market conditions. With OCBC stabilizer, customer will buy the Unit Trust fund at 

12 different prices throughout the 12 months. OCBC Wealth Management had done a 

back testing for this programmed and found that if the customer did systematic 

investment for 12 months and held it for another 3 years, 76% of the time customers 

will have a positive returns. The projected returns for this programme is around 11-

15% p.a. 

With the OCBC Stabilizer programme, OCBC customers are able to choose any 5 Unit 

Trust funds available . They are as below : 

1) Prudential Global Emerging Markets Fund  

2) CIMB Principal MENA Fund  

3) TA Asia Pac Income Fund  

4) Pacific Dividend Fund  
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5) OSK UOB Global Capital Fund  

The selection of funds was based on the potential that the funds have and with 

different asset classes to balance the customer’s portfolio. 

OCBC Bank (M) Berhad is the first in the market that offers such innovative product/ 

programme. Under normal circumstances, the customer has to do the systematic 

investment themselves without any specific programme by the bank. Furthermore, 

OCBC Bank gives bonus of 4% p.a back to the customer for participating in this 

programme. 4% p.a is higher than a 1 year FD rate. This programme aims to get 

customer back investing in the market but with a safer approach. This is similar to the 

dollar cost averaging method that is recommended in a volatile market conditions. The 

common mistakes made by customers are to wait for the bottom to come. The 

problem is no one can time the market and when the market picks up, most of the 

investors already miss the boat. This programme solves this problem as now OCBC 

systematically invests for them over a period of 12 months. If the market were to fall 

further, customers will still be buying bit by bit at a lower price. This way, customers’ 

will accumulate more units because the price is cheaper when the market falls. When 

the market picks up again, it is faster for them to break even and enjoy the upside. 

However if the customer feels that the market is moving up, he can choose to stop 

the programme and invest in one go. However he will forfeit the cash bonus if he 

terminates before the 6th month. If he terminates after the 6th month, he will only 

enjoy the first payment of the 4% p.a which is 2% net. 

This programme has enhanced the OCBC brand name because of the innovation that 

it brings. OCBC was able to differentiate itself from the other competitors especially 

players in the wealth management industry such as HSBC, Citibank, Standard 

Chartered Bank and CIMB. 

 

5.2-Branch transformation. 

As part of OCBC Bank’s brand management strategy which is providing innovative 

products and services, OCBC Bank is currently embarking on a project called branch 

transformation. This is another innovative idea by the bank to provide customers with 

enhanced levels of service, interaction and convenience.  

Other standard offerings of a new fully transformed OCBC branch includes a self-

service banking lobby known as OCBC Fastlane, a retail customer service area and 

teller services, a sizeable business banking centre to serve the needs of corporate, 

SME and community banking customers and a premier banking centre for high net 

worth individuals. The Premier Banking centres now are designed in a more classy 

and sophisticated manner as compared to before. There are several individuals 

meeting rooms for the Relationship Managers to meet their clients in a more private 
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manner. Attractive lounge for customers to relax while watching CNN, Bloomberg and 

others and of course there’s a mini bar for clients to enjoy a cuppa. The transaction 

rooms are more elegant and prestige with again privacy being the theme 

OCBC net profit up 20% for FY 2008. 

OCBC Bank (M) Berhad had reported a 20% increase in net profit to RM617 million for 

the financial year ended Dec 31 2008 due to stronger growth in total income. 

According to Mr Jeffrey Chew, Director and CEO of OCBC Bank (Malaysia), total income 

rose by 18% to RM1.5 billion, contributed by a 15% increase in net interest income 

to RM996 million and a 21% rise in non – interest income to RM432 million, while its 

Islamic banking income grew to RM113 million. According to Chew again, moving 

forward OCBC would continue to focus on expanding its presence in Malaysia with the 

opening of new OCBC Al- Amin branches, and by positioning the Islamic bank as a 

leading provider of innovative products. OCBC Bank will also continue to invest 

prudently in product innovation and service improvements in 2009, add Chew. 

( Source : bizedge) 

 
6. Conclusion. 

OCBC Bank has a very strong history and heritage in Singapore and also Malaysia. 

Traditionally OCBC is known as a conservative bank but with its latest branding 

strategy like the Stay Curious campaign, innovations in offerings plus branch 

transformation exercise, OCBC Bank has transformed itself into a modern, 

contemporary, innovative and customer-centric bank. OCBC Bank also had moved into 

a highly potential market segment, which is the islamic banking segment, by 

introducing its new subsidiary , OCBC Al Amin Bank. As per literature review ( Your 

brand’s best strategy - Vihay Vishwanath and Jonathan Mark ), OCBC Bank is applying 

the right strategy in terms of being innovative. As mentioned earlier, OCBC Bank had 

introduced several innovative offerings like among others, the iQ Banking ( Pioneer in 

the market) , the Stabilizer programme for investors, Titanium Credit Card , Cash Next 

Day financing by OCBC Al Amin and embarking on a branch transformation exercise 

which will transform the whole outlook of an OCBC branch. All these innovations and 

transformation are under the new major campaign that is at the centre of it all, which 

is the ‘Stay Curious’ campaign. 

With the financial result for OCBC Bank ( M) Berhad looks positive ( 20% increase in 

net profit – RM617 million) , we can say that OCBC’s brand management and brand 

building strategy is on the right track, although of course there are other contributing 

factors as well. OCBC Bank had employed the right strategy , which is being innovative 

in its offerings and niche marketing for it to compete with its competitors in a very 

competitive banking landscape in Malaysia. This is the right strategy for a Hitchhiker 



Volume 6 Issue 6 2019 

   138 

who has a lower market share but competes among Premium brands. As mentioned 

by Mr Jeffrey Chew above, OCBC will continue to invest in product innovation and 

service improvements moving forward. This is the right strategy for OCBC to pursue 

according to the literature presented earlier ( Your brand’s best strategy - Vihay 

Vishwanath and Jonathan Mark ),. With regards to employing sub brands, OCBC Bank 

had launched OCBC Al- Amin by using the endorser strategy in order to capture the 

emerging islamic banking market. This sub brand is still new and unable to measure 

its success yet but with the demand for Islamic Banking growing, plus the equity that 

OCBC brand brings, there is every possiblity OCBC Al Amin to succeed in this segment. 

OCBC Bank will continue to march on as a foreign bank that has a strong heritage and 

history in Malaysia. However things will be tough and more competitive due to the 

slowdown in global economy and upcoming liberation of the banking industry in 

Malaysia. OCBC Bank do expect business to slow down due to the economic situation 

but will continue with its strategy in building and managing the OCBC brand to remain 

ever competitive and building the OCBC brand equity. Managing the OCBC brand 

carefully and with the right strategy will bring its rewards because a strong brand is 

an intangible asset for the company which will result in brand loyalty , increase sales 

and increase profitability for the company as a whole. 

 
 


