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Abstract 

International trade finance plays a significant role in facilitating global 

business by reducing transaction risks and improving liquidity for importers 

and exporters. This study examines the effectiveness of applicant marketing 

for international trade finance services offered by American Express Bank. A 

descriptive research design was adopted using primary data collected from 

100 respondents through a structured questionnaire. Percentage analysis, the 

only statistical tool used in the original project, was employed to interpret the 

findings. The results indicate that customer awareness, digital marketing, 

relationship management, and service quality positively influence the 

adoption of trade finance services and customer satisfaction. 
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1. Introduction 

International trade has become one of the major drivers of economic growth 

by enabling countries to exchange goods and services across national 

boundaries. Globalization, trade liberalization, technological advancements, 

and the expansion of international markets have significantly increased cross-

border commercial activities. However, international business transactions 

involve numerous financial risks, including payment uncertainty, foreign 

exchange fluctuations, political instability, transportation risks, and documentation complexities. These challenges make 

trade finance an essential component of global business operations. 

American Express Bank is recognized globally for providing comprehensive financial services that support businesses 

engaged in international trade. The bank offers customized trade finance solutions that enable organizations to manage 

financial risks, improve working capital, and conduct international transactions efficiently. Products such as letters of 

credit, documentary collections, bank guarantees, export financing, import financing, and foreign exchange solutions 

assist businesses in managing global trade activities with greater confidence and operational efficiency. 

Marketing plays a vital role in promoting trade finance products and attracting prospective business customers. Applicant 

marketing involves identifying potential clients, educating them about available trade finance solutions, and encouraging 

the adoption of appropriate financial services. Effective marketing strategies include customer awareness programmes, 

relationship management, business seminars, digital marketing campaigns, personalized financial consultation, and 

technology-enabled banking services. These initiatives strengthen customer relationships while improving market 

competitiveness and service utilization. 

Customer awareness significantly influences the adoption of trade finance services. Many small and medium-sized 

enterprises remain unaware of the financial instruments available for international business transactions. Consequently, 

banks continuously invest in educational initiatives, relationship management activities, and digital communication 
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platforms to increase awareness and improve customer engagement. Advances in financial technology, online trade 

finance portals, automated documentation systems, and digital banking services have further simplified international 

trade operations and enhanced customer convenience. 

Relationship management has become another important determinant of successful applicant marketing. Businesses 

involved in international trade require continuous financial guidance, customized financing solutions, and prompt 

customer support. Relationship managers play an important role in understanding client requirements, providing 

professional advice, and establishing long-term business relationships that improve customer loyalty and organizational 

growth. Strong customer relationships also contribute to higher customer satisfaction and increased utilization of trade 

finance services. 

The present study examines the effectiveness of applicant marketing for international trade finance services at American 

Express Bank. It analyses customer awareness, service preferences, marketing strategies, relationship management, 

digital communication, and customer satisfaction. The findings are expected to provide valuable insights for banking 

professionals, researchers, business organizations, and policymakers interested in strengthening international trade 

finance operations and improving customer acquisition strategies. 

 

 

2. Literature Review 

International trade finance has been widely recognized as an essential mechanism for supporting global business by 

reducing financial risks and facilitating secure cross-border transactions. Earlier studies indicate that financial 

institutions contribute significantly to international trade through trade finance instruments such as letters of credit, bank 

guarantees, export finance, import finance, and foreign exchange services. These financial products improve liquidity, 

minimize transaction uncertainty, and strengthen confidence between importers and exporters. Researchers consistently 

emphasize that trade finance enhances business continuity while promoting sustainable international trade. 

Previous research has also highlighted the importance of customer awareness in determining the utilization of trade 

finance services. Studies found that many business organizations, particularly small and medium-sized enterprises, 

possess only limited knowledge regarding available trade finance products. Consequently, banks increasingly rely on 

educational programmes, business seminars, customer awareness campaigns, and relationship marketing to improve 

customer understanding and encourage wider adoption of financial services. Effective communication significantly 

influences customer confidence and service utilization. 

Researchers examining banking marketing strategies concluded that relationship marketing, personalized 

communication, and customer engagement contribute directly to customer acquisition and retention. High-quality 

banking services, prompt transaction processing, reliability, and professional customer support remain major 

determinants influencing customer satisfaction. Several studies further indicate that digital banking technologies have 

transformed trade finance operations by simplifying documentation, improving transaction speed, and enhancing 

customer convenience through technology-enabled financial services. 

Recent literature further suggests that digital marketing, customer analytics, and technology-driven financial solutions 

have strengthened applicant marketing within the banking sector. Financial institutions increasingly utilize online 

platforms, social media communication, personalized financial solutions, and customer relationship management 

systems to improve service awareness and customer engagement. Researchers conclude that successful applicant 

marketing enhances customer acquisition, increases trade finance adoption, strengthens customer loyalty, and improves 

competitive advantage within international banking operations. 

 

 

3. Research Objectives 

1. To study the concept and importance of international trade finance services offered by American Express 

Bank. 

2. To assess customer awareness regarding international trade finance products and services. 

3. To evaluate the effectiveness of applicant marketing strategies adopted by American Express Bank. 

4. To identify the factors influencing customers' selection of international trade finance services. 

5. To suggest measures for improving applicant marketing and customer acquisition for international trade 

finance services. 
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4. Research Methodology 

The study adopted a descriptive research design to examine the effectiveness of applicant marketing for international 

trade finance services at American Express Bank. Both primary and secondary data were utilized for the investigation. 

Primary data were collected through a structured questionnaire administered to business customers, importers, exporters, 

and respondents familiar with international trade finance services. Secondary information was gathered from books, 

research journals, banking publications, annual reports, websites, and trade finance reports. Convenience sampling was 

employed for selecting respondents, and the final sample consisted of 100 participants. The collected information was 

analyzed using Percentage Analysis, which is the only statistical technique employed in the original project. The 

analysis focused on customer awareness, trade finance product preference, applicant marketing effectiveness, digital 

marketing influence, customer satisfaction, relationship management, and factors affecting service selection. The 

findings were systematically presented using percentage tables and interpreted according to the research objectives. 

 

 

 

5. Data Analysis 

Table 1. Customer Awareness of International Trade Finance Services 

Awareness Level Respondents Percentage (%) 

Extremely Aware 32 32 

Aware 36 36 

Neutral 14 14 

Unaware 12 12 

Extremely Unaware 6 6 

Total 100 100 

Interpretation 

The findings indicate that 68% of respondents are either extremely aware or aware of international trade finance services. 

This demonstrates that a majority of customers possess adequate knowledge regarding trade finance products offered 

for international business transactions. Only a limited proportion of respondents reported low awareness, indicating that 

marketing initiatives have contributed positively to customer knowledge. 

Table 2. Preferred International Trade Finance Product 

Trade Finance Product Respondents Percentage (%) 

Letter of Credit 30 30 

Bank Guarantee 24 24 

Export Finance 18 18 

Import Finance 16 16 

Foreign Exchange Services 12 12 

Total 100 100 

Interpretation 

Letters of Credit emerged as the most preferred trade finance product, accounting for 30% of responses. Bank Guarantees 

ranked second with 24%, followed by Export Finance and Import Finance. These findings indicate that customers 

primarily prefer financial instruments that provide payment assurance and minimize transaction risks during 

international business operations. 

Table 3. Effectiveness of Applicant Marketing Programmes 

Response Respondents Percentage (%) 

Outstanding 33 33 

Good 37 37 

Average 14 14 

Poor 10 10 

Very Poor 6 6 

Total 100 100 
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Interpretation 

A combined 70% of respondents evaluated the applicant marketing programmes as either outstanding or good. This 

indicates that the marketing strategies adopted by American Express Bank have been effective in increasing awareness, 

attracting prospective customers, and encouraging the adoption of international trade finance services. Positive customer 

perception reflects the success of the bank's marketing communication and relationship-building initiatives. 

 

 

6. Results 

The study reveals that customers possess satisfactory awareness of international trade finance services offered by 

American Express Bank. Letters of Credit remain the most preferred trade finance product because they provide greater 

transaction security and payment assurance. Applicant marketing initiatives have successfully increased customer 

awareness and encouraged service adoption. Digital marketing, relationship management, and personalized customer 

communication positively influence customer acquisition and retention. Service quality, reliability, transaction 

efficiency, and customer support were identified as the major factors influencing customers' selection of trade finance 

service providers. Overall, the findings confirm that effective applicant marketing contributes significantly to customer 

satisfaction, service utilization, and business growth. 

 

 

7. Suggestions 

American Express Bank should continue strengthening customer awareness programmes to improve understanding of 

international trade finance products among importers, exporters, and small and medium-sized enterprises. Educational 

workshops, webinars, business seminars, and industry interaction programmes can effectively demonstrate the benefits 

of trade finance services and encourage wider adoption. The bank should also expand its digital marketing initiatives by 

utilizing online banking platforms, social media, customer portals, and electronic communication channels to reach a 

broader business audience. These initiatives can improve customer engagement while increasing awareness of available 

financial solutions. 

Customized marketing strategies should be developed to address the specific financial requirements of different 

customer segments. Relationship managers should provide personalized financial advice and continuous support to 

businesses engaged in international trade. The bank should further simplify documentation procedures, accelerate 

transaction processing, and introduce customer-friendly digital trade finance solutions that enhance operational 

efficiency and customer convenience. Regular customer feedback should be collected to identify service improvement 

opportunities and strengthen long-term customer relationships. Special attention should also be given to expanding trade 

finance accessibility for small and medium-sized enterprises through flexible financial solutions and dedicated advisory 

services. 

 

 

8. Conclusion 

International trade finance plays a fundamental role in facilitating secure and efficient cross-border business transactions 

by reducing financial risks, improving liquidity, and supporting international commercial activities. The present study 

demonstrates that American Express Bank has successfully promoted its international trade finance services through 

effective applicant marketing strategies. The findings reveal that customers possess satisfactory awareness of trade 

finance products and recognize their importance in international business operations. Letters of Credit remain the most 

preferred trade finance instrument because of their ability to provide payment security and minimize transaction risk. 

Customer awareness programmes, digital marketing initiatives, relationship management, and service quality have 

contributed significantly to customer acquisition and increased utilization of trade finance services. Furthermore, 

customers consider reliability, transaction efficiency, professional support, and customized financial solutions as 

important determinants when selecting trade finance service providers. The study concludes that effective applicant 

marketing strengthens customer relationships, enhances customer satisfaction, improves service adoption, and 

contributes positively to the sustainable growth of international trade finance operations at American Express Bank. 
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