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Abstract Aim:

It is not that long ago, that banks were acting on their own in 
order to improve their performance. However, due to the 
internationalisation of the customers and the request for added 
value like intersectoral knowledge, it has become increasingly 
difficult for a single organization to manage on the market. 

Strategic alliances have gained in importance during the last years 
also in the case of banks. An alliance makes it possible to offer 
competition advantages in many multifaceted dimensions. 

Research questions:

This study examines the reasons and objectives for entering a 
strategic alliance. The main task is to find out to what extent a 
strategic alliance matters for the credit services sector and to get a 
picture of the structure of such a co-operation. The concrete 
question will then be “is a strategic alliance a relevant tool for a 
bank?”. 

Method:

I start out by using empirical data providing a backdrop consisting 

www.hig.se
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of general information, definitions, as well as the benefits and risks 
of strategic alliances. Due to the unthrifty situation that primary 
data was not available as desired, I have been using secondary 
data to find out what kinds of alliances have been entered into in 
Germany banking sector, what the main reasons are, what the 
banks wish to achieve through different cooperation and what the 
tendency is concerning cooperation vs. single-handed business on 
the market.

Result & Conclusions:

This work shows that strategic alliances suit banks and, moreover, 
are desirable because of their importance in assuring competitive 
advantages. The industrialisation of the financial service sector is 
not possible to resist anymore. To be able to keep up with the 
continuing changes, it is necessary to work on the processes and 
the strategies of the bank. 

Suggestions for future research
A deeper analysis and a better overview of this theme could be 
possible if the work would be extended with aspects like Joint 
Ventures and Outsourcing. These omissions in this thesis could 
thus form an incentive for further study. The theme Outsourcing 
or Strategic Alliance in a Vertical way could also deliver enough 
stuff for another research and even a competitive work on Co-
opetition and Co-operation, could deliver interesting reading. 

Contribution of the thesis

This work has showed that strategic alliances suit banks and, 
moreover, are desirable because of their importance in assuring 
competitive advantages. The industrialisation of the financial 
service sector is not possible to resist anymore. To be able to keep 
up with the continuing changes, it is necessary to work on the 
processes and the strategies of the bank. 

Keywords Co-operation, strategic alliance, banks, Germany
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Drum prüfe, wer sich ewig bindet, 
ob sich das Herz zum Herzen findet.

(Die Glocke)
Friedrich von Schiller 

1 Introduction

1.1 Background and Motivation

In the 1960s and 1970s strategic alliances were established in the industrial sector. 
Banks then came in contact with strategic alliances when they were helping their 
industrial customers to enter a foreign market.  At this time, a co-operation was made 
only in order to not loose a customer. Today the reasons for strategic alliances are 
different. On the one hand, the competition demands that the banks pull no punches. 
On the other hand, strategic alliances and co-operation between banks are getting more 
and more common. In 1983, for example, no articles in German trade papers were 
written about strategic alliances between banks. Five years later more than 30 statistic 
reports were describing various strategic alliances between banks1. This is a sign of 
banks and strategic alliances having a common future. Technological developments and 
rapid changes on the financial markets require that both small and big banks co-operate 
in order to achieve their strategies. Even if it seems that a great number of banks 
started to use the tool of strategic alliance at a very late point when compared to the 
industrial sector, these banks are catching up today. Co-operation and strategic 
alliances are becoming more and more important for banks. 

1.2 Research Question

This study examines the reasons and objectives for entering a strategic alliance. The 
main task is to find out to what extent a strategic alliance matters for the credit services 
sector, and to get a picture of the structure of such a co-operation. The concrete 
research question will then be:

• Is a strategic alliance a relevant tool for a bank?
The sub-questions that are researched are: 

  
1 Knoppe  p. 45.
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• In what constitution is the strategic alliance made?
• What is the main reason for entering a strategic alliance? 

1.3 Objective of the Study

The core purpose of this study is to follow the development of strategic alliances 
within the banking sector. The objective is to get an idea of the use of strategic 
alliances in German banking and, furthermore, to understand what kind of alliances are 
entered and why. This will be achieved by analyzing and evaluating different German 
banks. The aim is to follow the tendency of banks to co-operate with other banks and 
competitors as well as intersectoral partners. 

To achieve an understanding of what I mean with a strategic alliance, I will first give a 
definition based on the different opinions that can be found in literature.  The general 
objectives for co-operation, the reason as well as the preparatory work will be 
examined. Based on empirical information collected I will analyze the reasons for 
entering a strategic alliance and look at the different forms of such alliances. Out of 
existing information, I will then try to reflect on the current trend and finally give a 
recommendation to banks wanting to continue to be successful in German banking.

1.4 Scope of the Research

In this work only strategic alliances that are in process or have been terminated are 
analysed. I will look more closely into strategic alliances entered in Germany, which 
means that international alliances, even in cases when one partner is a German bank, 
will not be analysed. Adjacent areas like Joint Ventures, Mergers and Acquisitions, as 
well as outsourcing will not be included. Likewise, a deeper contractual analysis or 
analysis of the legal aspects of the alliance will not be discussed here.
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1.5 Structure of the work

2 Theory

In this chapter I present main concepts and definitions found in literature contributed 
by different authors. At first I will make an external analysis, and then continue on 
with the definitions. After the definition of the terms used in this paper, I will continue 
with the objectives, strategies and motivations for entering a strategic alliance. 

2.1 External Analysis of the Banking Market

There are many factors that can affect the banking market. Unstable environmental 
structures, for example, require new solutions from the banks. If the economy is 
turbulent, such as the case is when employment figures are increasing, exchange rates 
are volatile, the interest rate is constantly adjusted or there are strong movements on 
the stock-exchange, it can be difficult to always be up to date. Political changes like 
EU membership expansion also have an impact on the payments and transaction fees of 
a bank.  To be able to see where the main threats are and what cases are affecting the 

Introduction

Theory

Method

Chapter 1
A short background of the market situation; the 
question that will be researched, and the objectives 
of the study are presented. 

Chapter 2 Starts with an external analysis of the 
banking business includes definitions of relevant 
terms, motivations for entering a strategic alliance, 
as well as identification of the possibilities. 

Chapter 3 Information about how I collected data 
about the actual situation on the market and about 
the methods used.

Presentation of the information collected concerning 
the existing strategic alliances in Germany. 
Information obtained from primary data, secondary 
and from the research Company is presented

In chapter 5 I will analyse the obtained results. 
And in chapter 6 some recommendations, the 
conclusion and closing words are found.

Empirical 
Data

Analysis
Conclusion

Recommendation
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banking market, I will shortly analyse the banking market on the basis of Porters five 
forces2.

2.1.1 Existing competition within the banking industry

In the banking business the competition is very high. This is due to the fact that the 
German banking market is very big. Even if it has decreased over the last 10 years, 
there were still 2.300 financial institutes with more than 40.000 branches in 20063. A 
decrease of about 60% since 1995 shows us that the market is faltering and that small 
banks have problems with staying in the market. The huge amount of banks, as well as 
the fact that banks need to fight for the same customers and resources, lead to 
decreasing margins. Also, the fact that banks are starting to co-operate leads to a 
disproportionately high reduction in costs due to economies of scale. This means that 
the bank needs to pull its weight to be attractive. Since everybody on the market are 
offering almost the same products, differentiation such as brand identification or 
customer loyalty has become essential to a successful business. These are connected to 
additional marketing costs. 

  
2 Jobber and Fahy, P.277.
3 www.bankenverband.de.

Suppliers/
Customers

New 
Entrance

Substitutes

Buyers/
Customers

Rivalry within
Banking 
industry

www.bankenverband.de.
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2.1.2 Threat of new Market Entrants 

Through new entrants on the market, the competition level in the industry will rise. 
Low barriers for entering the banking market pose a threat to existing banks. In 
Germany the market barriers have become lower. New forms of banking, such as 
telephone banking or home banking are reasons for this, as is the fact that banks today 
can offer their services without having branches all over the country. 

Porter4 is talking about different essential threats of facing new entrants; the key entry 
barriers are economies of scale, capital requirements, switching costs, access to 
distribution and expected retaliation.  

For a bank entering a new market, especially in the case of a foreign market, there are 
also governmental rules and regulations to be taken into consideration. Besides this, it 
is almost impossible to enter a new market without the help of a national player who 
can give access to the distribution channel. 

2.1.3 Bargaining Power of Buyers

The negotiating powers of customers have increased extensively during recent years. 
The reason for this is that customers of today have become more informed and are 
more internationally oriented. Also, the fact that the banking market is filled with 
institutions that have relatively similar products gives the customer the power to 
negotiate. Flexible solutions, fast delivery and low pricing are some of the new 
expectants. The saying “The customer is always right” corresponds to reality. 

2.1.4 The Power of Suppliers and Savers

In banking there are no suppliers like those that can be found in the manufacture 
business (cf. the existence of spares in the automobile industry).5 The supplier to a 
bank can be seen on the liabilities side of the financial statement, meaning it is the 
savers that are offering capital to the banks. 

Since 1994, money market funds are also allowed in Germany. Many companies are 
covering their capital need on the capital market. Through these, the awareness of the 
savers has changed and as a logical consequence the savers try to obtain higher interest 
yields. This has put the spread6 of the banks under pressure, since the favourable 
refunding volume of the demand deposit is decreasing. 

  
4 Jobber / Fahy p. 277.
5 Hammes, W. p. 292.
6 The individual financing costs for a bank granting credits.
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2.1.5 The Threat of Substitute Products (including Technology Change) 

A great amount of conventional banking services are today offered by non-banks. 
Companies are setting up their own banks, so-called corporate banks that are replacing 
the traditional banks. A car manufacturer offering a loan for buying a car, or a leasing 
solution, is an example of this. New competitors offering cross-selling and one-stop 
finance concepts (insurance companies and non-financials) are a real threat to 
conventional banking. 

Another example is securitization,7 which redeems the financial intermediation of the 
bank due to the fact that the companies obtain funding from investors and do not need 
a direct credit facility linked to a bank anymore. 

Also the development in technology can be seen as a threat due to the fact that it helps 
the customer to handle his or her own cash-flow (for example through cash-pooling). 
Besides this, the life cycles of electronic services always need to be updated due to 
developments of new technology.

2.2 Definitions

2.2.1 Co-operation  

The term co-operation does not have an exact, literal interpretation, neither in practice 
nor in theory.  One reason for this is that co-operation is a term found both in general 
language usage as well as in technical language usage. Another reason is that the term 
is used in different branches of study and therefore corresponds to a divergent content 
of meanings. Even in the various fields of branch study, no standard definition is 
enforced.8 In addition to this, there is a great number of terms in both the English and 
German languages − e.g. Strategic Alliance, Joint Venture, Networks, Global Strategic
Partnership, Coalition, etc. − that, depending on the author and context of the word, 
receive different meanings. Sometimes they are synonymous to co-operation; 
sometimes they correspond to a stricter definition, and sometimes to an even broader 
one. 9

  
7Securitization is a structured finance process, which involves pooling and repackaging of cash-flow 
producing financial assets into securities that are then sold to investors. The name "securitization" is 
derived from the fact that the forms of financial instruments used to obtain funds from the investors 
are securities. www.wikipedia.org.
8 Friese, Marion p. 57.
9 Friese, Marion p. 58.

www.wikipedia.org.


Strategic Alliances in German Banking 
Created by Mikaela Meese

12

Below I will give some of the definitions of the term co-operation that can be found in 
German literature. 

Picot/Reichwald and Wigand10 say that "the concept of co-operation characterises the 
co-equal collaboration between legally and economically independent companies." 
(Free translation).

Several other authors11 stress that a co-operation is achieved when two or more 
companies want to improve their results, and that these companies are prepared to 
partly give up some of their economic independence in favour of a co-ordinated co-
operation in order to achieve improved business objectives.

Büchs12 stresses the criteria of a long-term basis of co-operation, as well as the explicit 
declaration of co-operation. According to him, collaborations with a random character 
are not co-operations. 

2.2.2 Strategic Alliances

When talking about strategic alliances it is not farfetched to think of military 
confederacies. Without doubt, two of the most famous strategic alliances are NATO 
and the Warsaw Pact. If one compares the military strategic alliances and the economic 
strategic alliances, it is possible to identify some parallels. An economic strategic 
alliance is made to protect the company from disagreeable rivals (competitive 
advantage) and to enter new markets within a strategic alliance while a military 
strategic alliance is made to protect the country against enemies and to conquer new 
territories.13

2.2.2.1 Meaning of the word Strategic Alliance

The origin of the term “strategic alliances” in the economic system is difficult to 
determine. Some authors14, credit Michael E. Porter with the concept, and others, like 
Hammes15, means that it was a theme for economic research long before Porter dealt 

  
10 Picot, A., Reichwald, R., Wigand, R. p. 23. 
11 Kutschker, Nieschlag, Dichtl Hörschgen and Lewis.
12 Büchs (1991) p. 3.
13 Knoppe p. 1.
14 For example Albach p. 664.
15 Hammes, W. P. 16.
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with it. In 1985, James16 was discussing the concept strategic alliance between 
companies in his literature. Hammes affirms, further, that Pfeffer and Nowak17 already 
in 1976 were researching the connection between different companies 
(interorganizational linkage); however, this research was strongly targeted to the 
foundation of a joint venture. 

So even if the term Strategic Alliance is not a new one, there is, just as with the term 
co-operation, no clear conceptual definition in the literature. The term strategic alliance 
can be seen as a synonym for the term co-operation. In German literature the terms are 
sometimes defined differently, but they are used without any unknowable restrictions 
by the majority of authors. This seems to be the case also in Anglo-American 
literature.18

The term strategic alliance is in general used to describe a wide range of co-operative 
partnerships among different firms in different countries. Bronder19 is defining a 
strategic alliance as being formed when two or more companies use value-added 
activities to become a resource and competence network. A requirement, however, is 
that such a network has a competitive edge.

Schubert and Küting describe a strategic alliance in broader terms when they say it 
encompasses every merger between companies.20 According to Backhaus, Piltz21 and 
Heck22, a strategic alliance is a collaboration between at least two legally, financially, 
and economically independent firms which through this collaboration see a strategic 
relevancy and which in the long term will receive competitive advantages in a certain 
business segment or in certain markets. Heck23 means, further, that the strategic 
alliance and co-operation is just a pre-stage to a joint venture or a merger. Picot, 
Reichwald and Wiegand, however, do not see the terms co-operation and strategic 
alliance as synonyms. They mean that a co-operation can, for example, be anything like 
a joint venture, a strategic alliance, a virtual company, a network, or a syndicate24. 
Rath’s25 view is in line with this key note; he alleges that co-operation is an umbrella 
term that is superior to and implicit to strategic alliances, joint ventures and mergers. 

See picture 2.2.1 below.

  
16 James, B p. 76 ff.
17 Pfeffer/Novak 1976.
18 For definitions in the Anglo-American literature see Friese; M. p. 63 f.
19 Bronder Ch. P. 6.
20 Schuber, W/ Küting, k p. 3-5.
21 Backhaus, K /Piltz, K p. 2.
22 Heck, A. p.4.
23 Heck, A. p.8.
24 Picot/Reichwald/Wiegand (2001). 
25 Rath (1990) Unternehemnskooperation p. 11 ff.
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Picture 2.2.1. Hierarchic Architecture of co-operation, Strategic Alliances and Joint Ventures 26  

According to Schwamborn the strategic alignment and long-term co-operation, 
distinguish a strategic alliance and differ from a traditional co-operation, which marks 
out co-operation in the short term and places a lower emphasis on competition ability. 
Furthermore, she argues that the term strategic alliance is settled on another level than 
a joint venture, due to the fact that a joint venture needs a certain legal form.27

In the literature the authors differ over the question whether strategic alliances need to 
be legally placed through a contract. According to Bruhn28, a co-operation and a 
strategic alliance can definitely be based on a tacit agreement or a non-contractual 
undertaking, and be organized as a project. Also Knoppe29 shares in this opinion when 
he says that the alliance does not need to be defined through a contract or written 
agreement like a joint venture.

Even if the majority of authors30 do not, generally, see that a contractual agreement 
needs to be compulsory, Bronder31, Schubert and Küting do not want to commit 
themselves in this question.  Their view is that the alliance between companies may 
either be legally dependent or independent.32

  
26 Knoppe p. 37.
27 Schwamborn . 13.
28 Zentes/Swoboda/Morschett p. 1188 (Bruhn) 2003.
29 Knoppe p. 42.
30 Nieschlag/Dichtl/Hörschgen p. 1054.
31 Bronder Ch. P. 6.
32 Schuber, W/ Küting, k p. 3-5.

Co-operation

Strategic Alliance

Joint Ventures

Strategically 
motivated
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2.2.2.2 Operational or Strategic Factors

A series of factors can, according to Badaracco33, form the reason for activating a 
strategic alliance (see more below). According to Eilenberger and Knoppe32, it is 
important to differentiate between operational and strategic factors. Operational 
factors are, contrary to the strategic factors, not objects of explicit, strategic planning. 
Operative releasers often consist of crisis situations where the crisis management enters 
a “half hearty” strategic alliance, without enough planning, in order to be able to solve 
a specific problem ad hoc. 34

Unlike an operative alliance, a strategic alliance is, from the beginning, an object of a 
strategic corporate planning. Through strategic planning, the management gives the 
company a strategic direction where the strategic objectives will be achieved35.

2.2.2.3 Horizontal, Vertical or Diagonal direction 

There are discussions in the literature about the direction of the co-operation in a 
strategic alliance. The co-operation can either be horizontal, vertical or diagonal.

A horizontal co-operation takes place when companies in the same branch or at the 
same level at the supply chain co-ordinate. An example of this is banks co-operating in 
order to finance a syndicated loan. However, an official, documented Horizontal 
strategic alliance can lead to problems with regards to competition law.  The admission 
of such a strategic alliance is dependent on the type of business, common strategic 
objectives, as well as connected value-added activities. The first one of this kind in 
Germany was that of Dresdner bank and the French bank BNP Paribas, banks that sold 
their financial services reciprocally via their distribution network36. The horizontal 
Strategic alliance can be divided into a heterogeneous and a complementary alliance.37

A heterogeneous alliance is e.g. a conglomerate, where the service sector or markets 
are enlarged. A complementary alliance is formed when the partners operate at the 
same level in the value-added chain without being competitors. 38  

  
33 Badaracco  p.20 ff, p.48 and  Knoppe p. 8.
34 Knoppe .11.
35 Knoppe p.12.
36 www.Finanznachrichten.de (the alliance ended 2002).
37 Knoppe p. 133. 
38 Knoppe p 132. 

www.Finanznachrichten.de
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The vertical alliance fills the gap in the value-added chain. The starting basis for such 
an alliance is a customer-supplier relationship. The alliance is also called an up- or a 
downstream integration alliance.39 To increase the cost structure of a bank, a vertical 
alliance in the high-tech-particular value-added activities, such as in back office area
could be possible.  Conformity in style of a vertical alliance is also the phenomena “out 
sourcing”. This is when a bank sources out the complete process to another company.
According to the literature this should however be seen as a market entry for a new 
company. 40

A diagonal alliance is a co-operation between different branches and different levels in 
the supply chain. An example of this is a bank co-operating with a car manufacturer in 
the context of lease financing. The bank and its alliance partners generally operate in 
independent markets. A petrol station with cash dispensers is a common diagonal co-
operation.41

Backhaus42 distinguishes between strategic alliances and strategic networks. The 
difference, he says, is to be found in the direction of the co-operation. He says that the 
strategic alliance is horizontal in the supply chain, while the strategic network is 
vertical or diagonal. This, however, will be refused by several authors below.

Similarly to Backhaus’ argument above, several other authors, e.g. Hammes43 and 
Schwamborn44, mean that a strategic alliance can only be horizontal. According to 
them, the parties are more or less competitors. 

Knoppe45, in contrast, argues that a strategic alliance is an interfirm co-operation with a 
strategic orientation between at least two companies that co-operate in a horizontal, 
vertical, or diagonal way. 

2.2.3 The German Bank

Germany’s banking system is composed of three pillars which differ with respect to 
ownership and objectives: public sector banks, cooperatives, and commercial banks. 
The public sector banks, comprising the Landesbanken (which is mostly owned by the 

  
39 Weder R.  and Knoppe p.133.
40 Hammes, p. 323 ff.
41 Knoppe,  p.112 f.
42 Backhaus (1999) s. 269.
43 Hammes, W p. 29.
44 Schwamborn p.7.
45 Knoppe p. 42.
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states), the Sparkassen (savings banks that are mostly owned by local governments), 
and various development institutions, operate commercially, but also have a public 
mandate and currently benefit from a government guarantee.

The co-operatives serve the interest of their owners, who are also their depositors and 
borrowers. Even among commercial banks (contrasting this term with that of “bank”, 
which here mainly refers to companies), several of the smaller institutions are held by 
only a few, stable shareholders.

The definition of a bank is, according to the German banking act (KWG), the 
following46:

“A credit institution is an enterprise which conducts banking business 
commercially or on a scale that requires a commercially organised business 
undertaking.”

2.3 Motivation for a Strategic Alliance

2.3.1 Business Objectives

The literature provides us with different objectives for entering an alliance. As superior 
objective is the fulfilment of competitive advantage mentioned. 47 Also an increase of 
the efficiency is stated as the joint purpose in the literature48. Strategic objectives 
subordinated to the above mentioned are, according to Knoppe, the realisation of 
quality-, time-, and cost benefits, the access to new markets, and know-how. These 
subordinated objectives contribute to the realization of the superior objective. Through 
the subordinated operational objectives the subordinated strategic objectives will be 
reached.49

To keep track of this, the different objectives are pictured below.

  
46 The complete section of Kreditwesen Gesetz in appendix 2.
47 Friese, M. p.120.
48 Nieschlag/Dichtl/Hörschgen p.1054.
49 Knoppe p.42 ff.
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Source: Friese 1998, P. 121 (free translated)

Now I will look closer to the different subordinated operational objectives and what is 
written about these in the literature. 

2.3.1.1 Quality

A positive coherency exists between quality and profitability.50 This means that a 
company with a high relative quality level generates an obvious higher Return on 
Investment (ROI) and Return on Sales (ROS) than a company with a lower quality 
level. Several quality benefits can be achieved through co-operation. A starting point 
for profit-taking of the quality benefits obtained through co-operation is marketing 
research, information about customer needs51. The perceived quality of an effort or 
achievement is the determining factor of the buying decision and also affects customer 
loyalty. Through a joint marketing with the partner, potential gaps in the product mix 

  
50 Das Strategische Planungs Institut and Friese, M. p. 123.
51 Friese p.124.
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can be closed52.  Hence it is possible to offer a complete package of services for the 
customer. For example, today almost every bank is co-operating with insurance 
companies. In addition to this, the companies handling the same market may profit 
from a positive image of each other.

2.3.1.2 Cost Benefits

For companies that provide services, such as banks, the fixed elements of the costs 
constitute a relevant part of total costs due to the permanent capacity of the company. 
The utilization of synergy effects makes it possible to reduce costs in areas that are 
arranged in common with the partners.53 One way to do this is to decrease the unit cost 
for a product or service effort by increasing the output (economies of scale). Especially 
fixed costs can, through a strategic alliance with another bank, be divided so that the 
average cost decreases. An example of this is the alliance between Bayerische 
Landesbank and BMW, two companies that co-operate solely in the purchasing of 
aliments for their in-house canteens. The shared purchase management saves labour 
costs and enables a reduction of the purchase price due to the increased purchase 
volume.54

If the costs of a joint production of two or more products can be less than the cost of 
producing them separately, we have what is called economies of scope.55. The 
advantage of economies of scope arises from a company’s ability to share the costs and 
investments with another company, within the same or another value chain. Such 
sharing can take place across segments, products or markets, and may involve a joint 
use of different kinds of assets.56 Credit institutes with specialized knowledge stand to 
benefit from this in that they are able to customize existing infrastructure for some 
banks, and, contrariwise, to use the infrastructure of others. In other words, the 
partners can expand their initial business segment without the need to establish new 
capacity by using the capacity for further services of the partner.

A more favourable cost structure as the comparable competitor makes it possible to 
strengthen the competitive position for the own company. Through such a preferable 
cost structure, and the advantage linked to it (e.g. room for negotiating about price, 

  
52 Bruhn p. 1285.
53 Bruhn p. 1285.
54 www.bmw.de.
55 Friese, M. p.128.
56 Friese, M. p.128.

www.bmw.de.
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etc.), the company is both protected against expectant customers and influential 
suppliers, as well as the risk that the company’s own activity could be replaced by 
substitute products. In addition to this, low costs appear to be an effective entry barrier 
for potential competitors. 57

2.3.1.3 Time Benefits

Time has become a factor of success and a factor of competitiveness. The level of 
importance attached to the time span that a costumer needs to wait for the satisfaction 
of his or her needs has increased. Through a fast delivery of an offered service, the 
company has a competitive advantage when facing competitors. Flexibility in the 
distribution of an offered service is also desirable.58 An example: the development in 
technology means that the life cycles of electronic services become shorter and 
therefore these services need to be updated. The customers ask for quick solutions, and 
the supplier that is able to rapidly react on a customer request is therefore in a 
favourable position. A co-operation with a suitable partner company, like a software 
company or a company allowing the use of its distribution channel, may result in time 
benefits.59 Time benefits are often reached through a possibility of avoiding the 
preparatory work and investment required in a company having its own R&D-
department.

2.3.1.4 New Market Entry

There are many different reasons for a company to enter a new market. The motives 
can be profit-oriented, business safety oriented (e.g. distribution of risk), or growth 
oriented (e.g. the attainment of a growth target). It is, however, both expensive and 
difficult for a company or a bank to enter a new market. Especially when entering a 
foreign market, entry barriers such as institutional standards, rules, and regulations can 
pose challenges.60 Many banks have safeguarded themselves against a lack of know-
how, high capital requirements, an absence of customer contact, lack of competence, 
etc., through co-operation with local banks, enabling them to enter new markets. In 
order to be able to reduce the costs and to accelerate the processing in foreign 
businesses, Commerzbank started to co-operate with National Westminster Bank and 

  
57 Porter M. p.63 f.
58 Friese, M. p. 131.
59 Bruhn 1286.
60 Bruhn p.1285 in Zentes/Swoboda/Morschett.
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Société Généralé in the small and mass payment area as early as 1993. Following this, a 
great number of this kind of co-operation has been entered. Co-operating with a 
potential competitor may make it possible to enter a new market immediately. If one 
bank, for example, has very good distribution channels, it might make sense for a 
competitor with strong services to co-operate with such a bank, or vice versa.  Banks 
are, in general, not able to within a short time expand their distribution channels 
beyond the normal sales structure. To overcome this, many banks, as already 
mentioned above, co-operate with insurance companies. 

2.3.1.5 Knowhow

Through a strategic alliance it is possible for banks to exchange know-how and, by 
doing so, to achieve a win-win situation. Due to the risk of know-how loss, the partner
needs to be chosen carefully, especially if it is operating in the same branch. However, 
a matching of customer information is a common reason for co-operation, and a good 
way to enhance the knowledge of the market and the customer.61

2.4 Identification of potential of co-operation

The interest and motive of the parties entering a strategic alliance may differ. However, 
a successful alliance requires partial objective congruence and a partial objective match. 
The higher the match between the aimed objectives of the companies are, the greater 
the prospects of success. 62 Before entering an alliance some analysis are needed (see 
picture 1 below). 

  
61 Bruhn p.1288.
62 Friese, M. p. 89.
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Picture1: Plan before entering a strategic Alliance. (free translation of Bronder/ Pritzl)63

2.4.1 Strategic Decision

The strategic decision is the basic decision of whether to be in favour of or in 
opposition to entering a strategic alliance. In the initiation phase some analysis of one’s 
own company and business, such as a situation analysis of strength and weaknesses, 
must be done. The internal analysis, or the state of art, includes soft facts about the 
company. This involves taking into careful consideration the vision of the company in 
connection to its practises, as well as its potential strategic capability of success.64

The external analysis includes legislation questions, changed market conditions, 
changed customer behaviour, environmental trends- and developments that the 
company (or the bank) has to attune to.65 The analysis of the competitors makes up an 
important part of the overall analysis. Such a analysis may be a bit difficult in the 
banking business, since it is almost impossible to achieve complete information about 
the competitors. However, the credit industry is a homogeneous market, and this could 

  
63 Bronder, Ch./Pritzl, R 1992 p. 18.
64 Knoppe p. 103.
65 Knoppe p.103.
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make it easier to achieve concrete estimates about the competitors, and to use these 
estimates as corner stones when making decisions. 

The next step is to identify the co-operation potential. To be able to identify the 
strategic capability to co-operate, it is important to decide which value-added activity, 
and in which strategic business units and with what potential of success, it is that, in 
principle, constitutes a co-operation capability.66 To answer this is thus to understand 
to what extent the existing basic principles of the company policy, the strategic tenor, 
as well as the strategic objectives, allow co-operation.

2.4.2 The Setting Up of a Strategic Alliance

During the forming of a strategic alliance it has to be decided in which field the co-
operation shall take place. The following questions need to be answered: which value-
added activities shall be connected, or, in other words, what is the subject of the co-
operation? In which market or markets shall there be co-operation? What will the 
direction of the co-operation be – horizontal, vertical, or diagonal?67 The aim of the 
strategic alliance, the architecture of the alliance, and, eventually, the form of the 
agreement, shall also be decided. In some cases it may be important to consider anti-
trust regulations. Also, the aspect of co-operating with several partners at the same 
time should be considered. 

2.4.3 Partner Analysis

A strategic alliance makes high demands on the bank and its potential partner. Both the 
bank and the partner company need to show a willingness to co-operate from the 
beginning. It should be clear that the strategic alliance is, in the long-term, a matter of a 
subjective and balanced benefit arrangement for both parties. This is why all identical 
value-added activities and strategic business areas need to be identified, and the level of 
capacity revised.68 According to Knoppe both the fundamental fit and the strategic 
fit needs to be proofed. The strategic fit is built upon the fundamental fit and specifies 
the harmony between the bank and the potential partner for strategic purposes. 

  
66 Knoppe p. 110 ff. 
67 Knoppe p. 127 ff.
68 Knoppe p.152.
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Conformity of the strategic objectives of the partners is seen as a central criterion for 
success69.  

One of the biggest problem fields of a strategic alliance follows from the different 
business cultures and informal structures70. An analysis of the culture can help to 
identify the differences and similarities between the parties, and provide a basis for 
creating a solution. Bleicher71 suggests some solutions from a personnel point of view 
that can have a positive effect on the cultural acceptance. With this he means for 
example an exchange of senior management between the parties. 

2.4.4 Management of Strategic Alliances

The management has an important role in the decision stage and in the pre-work. The 
management also leads the concrete negotiation process with potential partners, where 
the concrete objectives of the co-operation are defined, positioned and dealt with. 
Legal regulations need to be considered so that public criticism and attention of the 
antitrust division can be avoided.72 This results in the vision of a concrete, long-term 
strategic alliance (encompassing fundamentals, a basic strategy, and objectives). The 
vision, formulated as a mission statement, expresses the business philosophy of the 
strategic alliance, as well as prepares the structure and culture in the co-operation 
field.73

2.4.5 Risks with a Strategic Alliance

When deciding upon a co-operation, the opportunities, in the shape of a potential 
increase in effectiveness (cross-selling effects) and a potential increase in efficiency 
(economies of scale effects), must be weighed against the risks. These risks are partly 
manifested in co-operation- or networking costs: costs for finding a partner, contract 
negotiation costs, integration arrangement costs, and costs for legal disputes or cultural 
discrepancies74. 

  
69 Bronder, C./Pritzl, R. p.36.
70 Knoppe p. 158.
71 Bleicher, K. p. 431 ff.
72 Knoppe p 175.
73 Knoppe p. 177.
74 Reiß / Zieger p. 36.
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Through co-operation, there is a risk of a flow of expertise and competence to the co-
operation partner. This may cause a situation where the competition-sided 
differentiation of the financial service provider is replaced by e.g. financial subsidiaries 
of non-financials.75

2.5 Reflection on the Theory part

At the beginning of the theory part I tried to give a picture of the banking market based 
on Porters five forces. This explains the need of new concepts for the banks to be able 
to stay efficient on the market. 

Then continuing to the definitions, one can realise that there is a big undefined area of 
possibilities to co-operate. The literature offers a great amount of explanation of both 
co-operation as well as strategic alliance. I could have mentioned many more examples, 
but I think the interior validity is given. However, in this thesis I define co-operation as 
being a generic term for Strategic Alliances, Joint Ventures, and Mergers. By co-
operation I mean voluntary collaborations and amalgamations of all kinds, no matter 
whether operational or strategic. The parties of a co-operation are allowed to keep or 
give up their legal and economical independence. Since this work is mainly 
investigating Strategic Alliances I will restrict the thesis to not include any co-
operation, such as e.g. a Joint Venture, that would need to be legally bounded. 
However, the term co-operation (as well as collaboration) will be used below as a verb 
referring to the undertaking in a strategic alliance. 

Concerning the term Strategic Alliance, the origin can not be determined and in the 
literature no uniform definition. Everything between a merger, joint ventures and a 
non-binding collaboration between two parties is mentioned as a strategic alliance. I 
think the term is shapeable and will change during the development process on the 
market. Since it is not settled in any legally bounding act, the definition will continue to 
evolve. However, when talking about a Strategic Alliance below, I mean a partnership 
between at least two legally, and, to a large extent, economically independent business 
ventures which enter an alliance with the objective of receiving common competitive 
advantages due to the realisation of external synergies. The co-operation should be of 
long-term duration. 

  
75 Reiß /Zieger p. 36.
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I agree with the authors76 according to whom a strategic alliance can be horizontal, 
vertical, or even diagonal in the supply chain. The co-operation with competitors can 
then either be horizontal or vertical. It is horizontal if it concerns two parties in the 
same business area offering the same products or services. When however a party is 
co-operating with a competitor on another level in the supply chain – it is according to 
my opinion the question of a vertical strategy alliance. This is because the parties are 
not competitors in their core-business. 

Between vertical alliances and outsourcing is a narrow difference. Outsourcing, that 
has become quite common in the banking business, is when a bank sources out the 
complete process of a kind to another company, without sharing a common goal. 
According to the literature an out sourcing should be seen as the market entry for a 
new company. I do not think it is that easy to draw the line at that. There are many 
banks that have “out sourced” for example their handling of payments to another bank. 
This bank, already exists, and do not only do handling of payments. This is barely a 
new entry, much more a vertical strategic alliance. However, determining is the 
common strategic goal of the parties. The common goal is probably to improve their 
business and to become cost-efficient. I think this could possible be seen as a strategic 
alliance or as an out sourcing.

Further on in this thesis I will imply the term vertical strategic alliance with caution, 
and concentrate on strategic alliances with financials (in banking business both 
horizontal and vertical) or non-financials (diagonal).  

In the literature of economics, there are many different theoretical approaches that 
explain why companies enter strategic alliances or start to co-operate. Within the 
credit services sector, I think that Porters generic strategies, “cost leadership and 
differentiation”77, are the most applicable ones. 

The cost leadership is based on a vision to obtain a competitive advantage by cutting 
costs, achieving lower costs than the competitor while preserving an adequate service 
and quality level. Through a strategic alliance it is possible that a linkage of company 
know-how results in a cheaper, better or new, unique art of service.

The differentiation strategy is also appropriate since banks today, through a co-
operation with other parties, such as non-financials, try to create a product that is
perceived as being unique. This is discussed in more detail below. An example of this 

  
76 Picot/Reichwald/Wiegand 305 f and Knoppe p. 42.
77 Porter M. p. 62 ff.  and Kotler/Keller p.56 ff.
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would be cc-bank that offers discount house customers’ credit cards, in the sense 
“cheese, butter and credit card”. 

A third type of Porter’s Generic Strategy for increasing competitive advantages is the 
Focus Strategy. It is, however, not possible to achieve this kind of a competitive 
advantage for the complete branch, but instead for one, or a few segments of it. By 
implementing both of the above mentioned strategies, Cost-Leadership and 
Differentiation, in the chosen niche, a competitive advantage will be achieved.

The preparatory work is an important part of a successful co-operation. As seen above, 
a deep analysis of the own company which includes future objectives, present strategies 
and current business fields (Porter78) are essential. Furthermore the competitor, the 
future of the market, and the potential partner including their business culture need to 
be evaluated.  I think that especially so called hard facts, that the company can not 
control, are very important to analyse by doing for example case scenarios. Later on in 
the analysis chapter I will give an example of a strategic alliance that did not work out 
due to an inadequate pre-work. 

The role of the management shall not be underestimated whose task it is to be 
responsible for an appropriate implementation of the operational action.

3 Method

3.1 Methodology and Character
The research method for this study is mainly empirical. However, a theoretical method 
is used in the first part in which I try to find the coherency of the factors that affect co-
operation as well as in the case of the explanatory notes, and causes and effects. The 
major part of the paper, however, has an inductive character, since my answers to the 
research question are mainly based on the empirical study.

The goal of my work is to describe the current market situation in German banking and 
picture the current situation. I partially aim to answer the research question based on 
this formal study. The purpose of the study is descriptive in the cases where I examine 
how many strategic alliances are entered by banks, with which they are entered and for 
what reason.

  
78 Porter M.E, p. 78 ff.
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Not being completely convinced whether the study should be placed in a quantitative
or qualitative box, I consider it to better fit into the latter. The reason is that I did not 
carry out any large-scale survey of the banks in general, but rather selected some 
strategic alliances, partly entered with financials, partly with non-financials, and 
observed and analysed these instead. 

3.2 Primary Data

The previous accomplishment served the purpose of getting a deeper insight into the 
character and management of co-operations and strategic alliances. In this chapter on 
empirical data, I present information that I have obtained either through annual reports, 
press releases, journals, interviews, the internet, or by using research made by the 
research company Steria Mummert Consulting AG in connection with F.A.Z.-Institut 
für Management-, Markt- und Medieninformationen GmbH79

At the beginning I was planning to collect primary data in order to get an overall idea 
of the market development. I made questionnaires and sent them via mail and email to 
public sector banks, cooperatives, and commercial banks across Germany. Of my thirty 
attempts to receive answers, I only, even after making call-backs, received concrete 
information from three. The banks providing answers were banks to which I had a 
previous connection (former employers, employers of friends, and other similar 
connections). The accomplished interviews are enclosed in the appendices 1.1 – 1.3. A 
reason for the other banks not answering my question is probably a lack of time, but I 
have also come to realize that there is a disinterest in making co-operations public. 
Even the banks answering the questionnaires said that they were frankly not able to 
speak about all co-operations.  Many banks do not even want the customer to notice 
that they are not handling everything themselves and that they therefore face the 
customer autonomously. This was not enough to gain an overall picture of the market 
situation, the business trend and the development in the credit services sector. 

3.3 Secondary Data
At this stage I was forced to use secondary data. In order to be able to see with whom 
the different credit institutes enter strategic alliances I have been using the internet (the 
companies’ WebPages), Annual Reports, press releases, newspapers and journals, as 
well as the results of a research made by the research company Steria Mummert in co-

  
79 Branchenkompass 2007 Kreditinstitute.
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operation with F.A.Z.-Institute80. This research company does a yearly research of 
various industries. The research institute has discussed sectoral trends as well as 
strategy and investment objectives until 2010 with executives from the 100 biggest 
credit institutes in Germany. The interviews were made using the CATI method 
(Computer Aided Telephone Interviewing). 

The problem with using secondary data is that it often only contains part of the 
information needed, either information is missing or it is only available in aggregated 
form.81 It was not easy to access relevant data, neither through the homepages nor 
through press releases, and the information obtained through the research made by the 
research company, was restricted to the analysis itself. However, even if it was not 
possible to obtain information about any particular credit institute or any concrete 
strategic alliance, the results gave me a deeper insight into the subject matter and the 
market trend.

In order to show relevant theoretical concepts and previous research in this field, I 
have been using literature. Most frequently I have been using the Munich State library, 
a library with a very good search engine for both books and journals (including 
electronic journal access).

3.4 Validity
The interior validity of the definitions seems to be assured due to the fact that the 
empirical information achieved agrees to a large degree the theoretical definitions of 
the subject.82 Since I really had big difficulties to become complete information from 
companies I was as already mentioned forced to find another solution for collecting 
empirical data. However the fact remains, even if I done my best to exhaust my 
options, this work will not satisfy 100% reliability. Nevertheless I am convinced that 
another researcher on this theme would have obtained the same result – maybe not 
conform in the percent of the objectives for entering an alliance, but in the overall 
tendency on the banking market and concerning the mindset of the banks.

  
80 Branchenkompass 2007 Kreditinstitute.
81 Blumberg, Boris p. 343.
82 Eriksson / Wiedersheim-Paul p. 60 -61.
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4 Empirical data

4.1 Overview of potential Co-operation Partners

Below, we get an overview of potential co-operation partners83. The picture is only 
divided into financials and non-financials, whereas financials include both banks and so-
called near-banks (insurance-, factoring-, and leasing companies, etc.). The picture 
gives us an idea of how wide the co-operation potential is. As we can see in the interior 
circle are financials listed that offer financial services. It is no surprise for everyman if 
factoring or leasing companies offers financial services – it is moreover expected. 
However, if we take a look at the exterior circle where non-financials offering financial 
services are listed, we find here retailer, travel business, sport associations, online 
stores etc.  This is today still a bit surprising, nevertheless it is the reality. Through 
different strategic alliances with financial institutes, financial services are offered by 
partners who are not expected to do so.  

Spectrum of potential networking partners for financial services84 (Free translation)

  
83 Reiß, M and Zieger, T Banken und Nichtbanken. 
84 Reiß, M and Zieger, T; Banken und Nichtbanken.
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4.2 Reasons for entering a Strategic Alliance

In a study by Steria Mummert85 executive managers from the 100 biggest credit 
institutes were asked about their aim to enter a strategic alliance in the near future86. 
The interviewed decision makers represented the most important banking groups, such 
as savings banks, co-operative banks, major banks, direct banks, captive banks, other 
specialized commercial banks, building societies and mortgage banks. As a result of the 
interviews, Steria Mummert arrived at the conclusion that 73% of German banks have 
planned to enter a strategic alliance by the end of 2010. In the research made by the 
same company in 2006, only 60% planned to enter a strategic alliance. This shows the 
direction of the development. To the question whether the bank is planning to continue 
without any co-operation or shareholdings, only 21 % gave a positive answer (in 2006, 
this figure was 30 %). The aim to enter a strategic alliance exists in every group of 
banks. However, savings banks are more reserved than co-operative banks. According 
to the analysis by Steria Mummert, only 62% of savings banks, compared to 79% of 
co-operative banks, are planning to enter a strategic alliance. Additionally, and here 
excursion, 34% of the inquired banks are planning to merge and 16% to acquire shares 
of companies, this partly for their core business. 87

As main reasons for entering co-operations with companies inside and outside of the 
financial sector, the executive managers in the research made by Steria Mummert 
mentioned the following the banks can extend their marketing base and distribution 
potential

ü they can justify their range of products to suit their customers use 
ü by carrying out the back office, they can benefit from scale effects from special 

expertise.  

4.3 Overview of the Market Situation
As previously stated, and as seen in the Steria Mummert research, there are a great 
number of strategic alliances planned and existing in the banking market, which makes 
it impossible to list all of them. One example is SEB AG that has more than 300 
strategic alliances, at both regional and national levels88. Below I have chosen to study 

  
85 Branchen kompass 2007.
86 Interviews were made in 2007.
87 Due to the fact that the banks may decide to do both mergers and acquisitions as well as to enter a 
strategic alliance, the sum total will not be 100% if the percentages are added.
88 Interview with SEB.
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several different alliances of different banks, in order to get an overview of the market 
situation. I have obtained the information from annual reports, interviews, journals and 
press releases. Below, I have listed the alliances according to the direction of the co-
operation. First I present the co-operations with financials. Under this subject both 
horizontal co-operations (at the same level of the supply chain) and vertical co-
operations (up- or down-stream integration in the supply chain) will be discussed.
Finally, co operations with non-financials or with other words, the diagonal co-
operations will be gone through.

Horizontal

SEB, Merkur Bank, Citibank, GE 
bank, BB Bank, Wüstenrot, Degussa 
bank, Sparda Banken, Südwest bank, 
Santander bank and more

Cash-Pool Competitive advantage
Saving costs

Deutsche Bank, Dresdner Bank, 
Commerzbank, HVB and subsidiaries

Cash-Group Competitive advantage
Saving costs

HVB Ergo 
(Insurance company –
allfinanz)

Competitive advantage
New Customer

Commerzbank AMB Generali, Volksfürsorge Competitive advantage
New customer

SEB AXA
(Insurance company  -
Allfinanz)

Competitive advantage
New customer

Sparda Bank - BHW u DEVK (insurance 
company)

Competitive advantage
New customer

DAB Bank Plansecur (investment 
counsellor)

Competitive advantage

Ford-Bank/ Ford-Auto-Verischerung Nürnberger Versicherung Competitive advantage
Customer loyalty

Euro Hypo AG Other banks (syndications)
VdP (Verband der 
Pfandbriefbanken)
BdB (Bundesverband deutscher 
Banken)

New customer
Saving costs
Risk limitation

Bayern LB HUC Coburg Competitive advantage
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(insurance company  -
allfinanz)

New customer

Wüstenrot
Alliance Dresdner
BHW

AWD 
(financial Consultant)

New Customer
Competitive advantage

Vertical

Volks-und Raiffeisenbanken VR Kreditwerk GAD eG 
(Handling of credits and building 

society savings)

Reducing costs 
Concentrate on 
Core business

DwpBank DZ Bank, Desdner Bank, 
Postbank,
Several federal banks.
(Bond transactions)

Reducing costs 
Concentration of core 
business

Postbank Deutsche Bank
Dresdnerbank
(the settlement of payments)

Reducing costs
Concentration of  core 
business

Sal. Oppenheim Xchanging GmbH
(bond clearing)

Reduce costs and concentrate 
on core business

BW bank Credit plus
(handling the credit business)

Concentrate on core business 
and save costs

Diagonal

Taunus sparkasse Bakeries 
Thomas Cook

Cost saving (utilization of 
space)
Added value
New customer

MEAG GmbH/Ergo KarstadtQuelle New sales channel
Added value
New customer

DresdnerBank Autoscout, ImmoScout24
Art

New customer
Customer loyalty
New sales channel

Commerzbank TUI
EBay
Steigenberger Hotels
Advocard AG

New Customer 
New Sales channel
Customer loyalty
Added value

Haspa Immonet (Springer/RDM) New sales channel and 
customer
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Cost saving (common Internet 
service provider)

HVB  FC BayernMünchen New Customer
Customer loyalty

Deutsche Bank Lufthansa Miles & More
Frankfurter SkyLiners
ADAC
Art
Rossmann (drugstore)

New Sales channels
New customers
Customer loyalty
Added value

Berliner Volksbank Herta BSC,
Union Berlin

New Customer
Customer loyalty

CC-Bank (BSCH) AvD, Suzuku, Kia New sales channel
New Customer
Added Value

VW Bank, ADAC
Lidl

New Sales channel
New customer
Customer loyalty
Added value

ING-DiBa Aral Petrolstation 
Real
Web.de

New sales channel
New customer
Customer loyalty
Added value

Postbank
Royla Bank of Scotland (Germany)
ComDirect  bank

Tchibo New sales channel
New customers

Bayerische Landesbank BMW Cost Reduction

Cosmos Direkt Otto Gruppe New sales channel
New customer

SEB AG SAAB
O2

Customer loyalty
New sales channel
New customer
Cost reduction
Added value

MLP Different universities New sales channel
New customers
Customer loyalty

BHW Bank Different companies 
(Advertising on payrolls)

New Sales channel

Different credit cards 
Co Branding –

Lufthansa, Porsche, 
Vodafone, TUI, Karstadt, 
Deutsche Telekom

Customer loyalty
New sales channel
Added value
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4.3.1 Co-operation with financials (Horizontal and Vertical)

A co-operation with a competitor can support an efficient self-service for the customer. 
Cash points supported by different co-operation groups like Cash Group89 and Cash 
Pool90, where the customer may draw money at no charge, is an example of this. These 
extend the marketing base, give the banks a necessary competitive advantage (or, 
maybe better, lead to a disadvantage for ones not part of it), and save costs since there 
is no need to have cash-dispensers situated throughout the country.

A co-operation with a competitor may also dilute the crowding out of the market. Such 
strategic alliances principally aim for improvement in efficiency through a standard 
settlement of non-core duties. One example of a non-core duty is the back-office area. 
The arranging of the back-office of a bank through co-operation has gained in 
importance over recent years and is done more and more often in the German banking 
sector. DwP Bank (Deutsche WertpapierService Bank), for example, carries out the 
bond transactions for the co-operative banks, savings banks, and also for the Deutsche 
Post Bank and Dresdner Bank91. Also Sal. Oppenheim, one of the largest privately 
owned banks in Europe with headquarters in Germany, has transferred the bond 
clearing to Xchanging GmbH (former European Transaction Bank), partly owned by 
Deutsche Bank92. The payments transactions of both Dresdner Bank and Deutsche 
Bank are today handled by Deutsche Postbank. Through this a win-win situation is 
achieved, according to the Postbank93. This strengthens the position of Deutsche Post 
bank as a transaction bank and enables it to efficiently use its full capacity and increase 
its income. Both Deutsche Bank and Dresdner Bank reduce their costs and are able to 
concentrate on their core business through this long-term strategic co-operation.94

4.3.2 Co-operation with Non-Financials

4.3.2.1 Differentiation

Co-operation with non-financials establishes differentiation potentials. As already 
mentioned above, the complementors from the financial sector form the linchpin of the 

  
89 Deutsche Bank, Dresdner Bank, Commerzbank, HypoVereinsBank and their subsidiaries.
90 SEB Bank, Merkur Bank, GE Money Bank, Citibank and many more.
91 www.dresdner-bank.de presscenter 11.3.2004
92 www.deutsche-bank.de Zwischenbericht (30.06.2004)
93 www.postbank.de Joachim Strunck at the Postbank in Presse-Information Postbank/Dresdner Bank 
and Deutsche Bank, October 2003.
94 www.postbank.de Presse-Information Postbank/Dresdner Bank and Deutsche Bank, Oct. 2003.

www.dresdner-bank.de
www.deutsche-bank.de
www.postbank.de
www.postbank.de
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one-stop finance concept. Especially financial conglomerates, who want to develop the 
cross-selling potentials by offering multifaceted financial services (one stop), are 
headed by this. Such co-operation can increase the efficiency through a cost-optimized 
utilisation of resources95. To give an example: in the department stores of Karstadt 
Quelle Group, a big department store group in Germany, financial services and 
products that require little consultancy are offered in co-operation with Ergo 
Verischerungsgruppe and MEAG, Munich Ergo Asset management GmbH96. In other 
words, in-store banking is offered. 

4.3.2.2 Distribution Channels

To establish new distribution channels, without setting up new branches, is a common 
reason to co-operate with non-financials. An example is the co-operation between the 
direct bank ING-DiBa AG and Aral petrol stations, as well as the co-operation of this 
bank with the chain “Real”, Real-Selbstebienungs-Warenhäuser, belonging to Metro 
Group97. ING-DiBa AG has, through these co-operation partners, ensured attractive, 
highly frequented locations for their cash-points. A great number of other financial 
service providers are also co-operating in order to open up more intense customer sales 
channels without the need to build up networks of branches on their own. Examples 
hereof are the co-operations that Tchibo, a coffee shop, entered with Axa, an insurance 
company, with the Royal Bank of Scottland, Germany, with Postbank, a bank with 
accounts and savings products, and with ComDirect bank, a bank with investment 
products98.  VW Bank, Volkswagen Bank, has lately started to distribute call money 
accounts at the discounter Lidl something that, according to the bank, in Börsen
Zeitung 11.4.2008, has been a success so far.  Deutsche Bank is also on the way to 
entering the retail industry. Through a co-operation with Rossmann, a drugstore, 
Deutsche Bank is offering standardized, small credits under the Rossmann label. 
However, Rainer Neske, a member of the management board, hints at a modification99. 
The reason for this has not been revealed. However, there exist several earlier cases of 
financial service providers failing in their co-operation with drugstores. An example of 
this is HUK 24, an insurance company, which tried to sell insurances via Schlecker, a 
drugstore, without achieving success100.

  
95 Interview SEB.
96 www.meag.com unternehmensporträt.
97 www.ing-diba.de. 
98 www.all4finance.de Nachrichten 27.08.2007.
99 Zeitung für Finanzmärkte Nr. 70 p.5.
100 Börsen-Zeitung, 04/2008 Nr. 70 p.5.

www.meag.com
www.ing-diba.de
www.all4finance.de
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4.3.2.3 New Customers, Loyalty and Cross-Selling

Through a co-operation with non-financial complementors, the efficiency may be 
optimised e.g. through targeted new customer acquisition, a rise in customer loyalty, 
or the opening up of cross-selling potentials.

As an alternative to closing down branches, a bundling of the service offerings of the 
complementors, e.g. one-stop shopping at one location, is often successful in the retail 
sector. In the face of the demographical development, characterized by an excess of 
age and lack of time, this offers a significant added value for the customers. Taunus 
Sparkasse, a savings bank, provides a good example of this. The bank offers its 
services in the same locations as bakeries and the tour operator Thomas Cook101. 

Also, through bonus programs and different card programs, such as City cards, Banks 
are co-operating with local retailers. A pure bonus card can, besides its money card 
function, also have a customer card, or even a credit card function. Such is the case 
with the co-operation between Karstadt Quelle, the warehouse group, and MasterCard 
and Deutsche Telekom that has resulted in the Karstadt MasterCard102. Even internet 
company eBay is in co-operation with Commerzbank103, offering a credit card that the 
customer can design on his or her own, and where each purchase results in bonus 
points. The list of bonus programmes in a co-operation with a financial service provider 
can be almost endless. 

Sports clubs also offer good partnerships for strategic alliances with banks. Alongside 
investment forms (such as investment funds) and advisory products (such as the 
professional sports banking provided for top level sportsmen by Hypovereinsbank104), 
so-called co-branding cards or affinity cards are especially worthy of consideration. 
Banks offer such cards to football- and other associations (e.g. FC Bayern München, 
HVB, Frankfurter SkyLiners in partnerships with Deutsche Bank105, Herta BSC and 
Berliner Volksbank106). Often the customers are offered scores of vantages such as fan 
excursions or preferred attendance tickets.

  
101 www.taunussparkasse.de
102 www.karstadt.de/mastercard
103 www.commerzbank.ebay.de and interview with Commerzbank
104 www.hvb.de
105 www.deutsche-bank-skyliners.de
106 www.berliner-volksbank.de. 

www.taunussparkasse.de
www.karstadt.de/mastercard
www.commerzbank.ebay.de
www.hvb.de
www.deutsche-bank-skyliners.de
www.berliner-volksbank.de
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The list of possibilities for banks and financial service providers in their co-operation 
with non-financials in a strategic alliance can be made long. Through, for example, the 
Public-Private-Partnership by MLP AG, a German corporation providing financial 
services, with different universities, MLP has the possibility to directly accost the 
customer with a high earning potential107. When buying a new car, strategic alliances 
between financial service providers, automobile traders and car manufacturers provide 
the financing, and, by doing so, assure the emergence of a considerable new business. 
Examples of this are, among others, SEB AG and Saab. These parties have almost 
identical target groups, something that allows for a homogeneous sales approach. They 
are using the same marketing and sales channel to reach the customers, and the 
customers benefit from value-added actions (for example, if the customer chooses to 
take an instant loan from SEB, he receives free driver training)108. Some banks are co-
operating with the art world, providing specific consultancy services concerned with 
investments in the arts (Deutsche Bank and Dresdner Bank provide examples of this). 
Others advertise retirement arrangements and make financial investments on payrolls 
(e.g. BHW).109

There are already a great number of non-financials that have entered the classical 
financial market. One example is ADAC, Allgemeiner Deutscher Automobil-Club e.V., 
(Germany’s and Europe’s largest automobile club), which, besides car financing in co-
operation with VW Bank and Deutsche Bank, now also has entered the insurance 
business and is offering a savings scheme for customers buying a car110. Otto GmbH, 
the world’s largest mail order company, has already entered the market for financial 
products through its co-operation with Cosmos Direct111.

  
107 www.uni-protokolle.de 27.06.2007.
108 Interview with SEB AG.
109 Reiß / Zieger p.34.
110 www.adac.de www.sueddeutsche.de 21.09.2005
111 www.presseportal.de 06.01.2003

www.uni-protokolle.de
www.adac.de
www.sueddeutsche.de
www.presseportal.de
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5 Analysis and Result

As mentioned above, it is both time and cost intensive to enter a strategic alliance. A 
thorough investigation of one’s company, the market and the potential partner need to 
be done before stepping into an alliance. To prerecord an example of how important 
this preparatory work is, the strategic alliance between Commerzbank and Crédit 
Lyonnais can be mentioned. Here both parties concentrated more on expansion than on 
co-operation. The alliance did not only fail because of the strategic conflict, but also 
because of insuperable difficulties of business culture, as well as national cultural 
differences. So what it is then, that make banks shouldering such great pre-work, 
without knowing whether the effort will be successful or not. What are the main 
reasons and objectives are for a bank looking for a partner to entering a strategic 
alliance with?

5.1 Objectives
As we have seen above, the traditional full service bank is currently in a profound 
alteration phase. Cut-throat competition in the financial services sector results in 
decreasing margins in the standard business. The resulting losses need to be covered 
elsewhere, e.g. through a reduction in administration costs, or through further 
commission earnings, especially cross-selling earnings. Even the classical idea of one-
stop finance is not effective enough to be competitive today. This is why the banks put 
their organization and their business processes to the test. They ask themselves where 
it is possible to increase production, distribution and settlement. Every bank needs to 
find its road to success – no silver bullet exists.

The executive managers of the 100 banks interviewed by Steria Mummert said that 
their main objectives were to be able to extend the marketing base and distribution 
potential, to become more customer friendly by offering the products that customers 
ask for, and, finally, to be able to make use of scale effects and special knowledge. 

5.1.1 Horizontal strategic alliance

The different strategic alliances I have studied are divided into horizontals, verticals 
and diagonals. The objective of the entered horizontal alliances was to hope for a 
competitive advantage. Since these alliances are, for the most part, co-operations 
between a bank and an insurance company (a so called allfinanz concept), the two 
parties are offering each others’ product. In addition to being able to offer more 
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products, the customer database of the partner may be used as well. Between parties 
offering financial services, a kind of supplement network is established (for example a 
request for construction financing requires ascertain insurances as well). Through the 
“extra service” offering and the existence of additional products, the customers also 
stay loyal to the bank. This was also mentioned as reason for a strategic alliance in the 
horizontal direction. One can say that the objectives of entering a national strategic 
alliance in a horizontal direction are mainly to obtain a competitive advantage. To give 
this a strategic name, one might say that the banks have been using a cost leader and a 
differentiation strategy to achieve their competitive goals. 

If I had investigated horizontal strategic alliances on an international level, I take it that 
the objectives would have been different. The objective of an international alliance is 
certainly to achieve a market entry where one bank can use the distribution channels of 
the other one.

5.1.2 Vertical strategic alliance

The main reasons for filling the gap in the supply chain and therefore entering a vertical 
strategic alliance are, for all the above mentioned banks, to reduce costs and 
concentrate on the core business. Through the co-operation, the banks streamline and 
optimize their internal processes in order to be able to concentrate on the core 
business. The strategy used is a focusing strategy, where the aim is to focus on one 
niche. 

The vertical strategic alliances are not that many on the banking market and do not 
seem to increase in number. The tendency, however, to achieve an up- or downstream 
integration in the supply chain has increased significantly. Today, this is done through 
outsourcing. The bank out sources the complete process to another company without 
sharing a common strategic goal. As already mentioned I will not look closer to the 
outsourcing process, since it according to the literature should be understood as a 
market entry for a new company.

5.1.3 Diagonal strategic alliance

The form of co-operation that seems to be expanding the most is the alliance in a 
diagonal direction. Here there is the possibility of giving the customer added value and 
many services at one place (one-stop shopping).
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The researched banks have mentioned different reasons for entering an alliance (each 
bank mentioned more than one reason) and the table below shows us the importance of 
the various objectives. 

Objectives % of the banks that 
mentioned this as a 

reason
New customers 77 %
New sales channels 77 %
Customer loyalty 55 %
Added value 50 % 
Costs saving 22 %

As we can see, the criteria “new customer” and “new sales channels” are in focus for 
banks entering a strategic alliance with a non-financial. These two criteria are related 
and coherent, because through the use of a new sales channel, new potential customers 
are reached. Since the German banking market is crowded, the customers dare to 
present their demands to the bank, and to ask for flexible and quick solutions. In order 
to be able to keep the customer satisfied, many banks are working on their customer 
loyalty. 55% of the researched diagonal strategic alliances stated that customer loyalty 
was one important reason for the co-operation. Then again, customer loyalty is 
obtained by offering added value, and half of the researched co-operations declared this 
as being an objective. Only a few banks mentioned that the reason they co-operated 
with a non-financial was to save costs. Through co-operation the banks seek 
differentiation from other banks, i.e. the strategy that they use is a differentiation 
strategy. 

5.1.4 Co-operation partner

If we look at where the banks have found their partners, we can see that there are both 
regional and national partners. The field of strategic alliances is so extensive, however, 
that it is not possible to draw any conclusions with regards to this on the basis of such 
limited research. If the objective is to save costs by using the same location, we have a 
pure regional alliance (such as Taunus Sparkasse and Bakery, or Bayrische Landesbank 
and BMW). On the other hand, if the aim is to get new sales channels, the alliance is 
often nation wide (such as ING-Diba and Aral Petrolstation, or VW Bank and Lidl). 
Some alliances are not targeted to all customers, only to special segments. These 
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alliances (such as HVB and FC Bayern München, or MLP and universities) are formed 
with an objective of getting through to the target group. 

Information about how many and which ones of the entered strategic alliances really 
have been successful are not available. However, most of the banks studied here seem 
to be continuing their co-operation. 

5.1.5 Summary of interviews

5.1.5.1 Partners

The Interviews that were made are of course included in above analysis and a part of 
the given result. One can see the interview as good examples of what is mentioned 
above. All interviewed (enclosed as appendices) banks were cooperating with other 
partners. For example SEB that first started to enter strategic alliances last years, now 
are cooperating with more than 300 national and regional partners, both with financials 
and non-financials. Also Commerzbank lists different financial and non-financial 
partners with whom they have entered strategic alliances. Eurohypo AG is a mortgage 
bank, and according to Ekkerhards zur Megede they are at the moment concentrating 
on alliances with other financial institutes. 

5.1.5.2 Reason and Risk

Reasons for entering strategic alliances are by the both commercial banks obtaining 
new customer, become new sales channels, be competitive and to offer the customer
added value. The mortgage bank Eurohypo mentioned as objective to become 
competitive and to be able to divide the risks and save costs, especially by syndications. 
Even if the banks are aware of risks like loss of strategic partner, loss of know-how or 
an alliance without success, they are confident and are likely to enter new strategic 
alliances within the next 2 years.

6 Recommendation and Conclusion

6.1 Recommendation

To a bank that aims to stay in the market, or even become a cutting edge bank, I would 
suggest the following measures: 

ü Increase the profitability and focus comprehensively on the added value
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To achieve a satisfying profit situation, the banks must listen to the customers wants 
and try to supply cost-effective solutions and services to them. The goal should be to 
streamline and optimise the internal processes (back-office, business- and management 
functions) and to find a forward-looking business model.

ü Consider the strategic significance 
The bank should decide which part in the value chain it will continue to cover by itself 
and which one it could possibly hand over to somebody else. The bank will need to 
prioritize. The decision should be based on what, according to the customers, has a 
high distinctive character in the competition and hence features a strategic impact. I.e. 
try to find a strategic fit and concentrate on the cash-cow.

ü Seize the opportunity
By entering a strategic alliance with a specialist, the bank may achieve sufficient cost 
advantages due to economies of scale. In addition to this, it may obtain the necessary 
infrastructure. Especially in the case of a small bank, it may be difficult to keep 
performance outside the core business updated with the latest know-how. By using a 
partner, it may be possible to get this under control, and so the desired competitive 
advantages can be obtained. 

ü Avoid the risks
The preparatory work carried out before entering a strategic alliance is essential but 
expensive. The costs are many and they need to be compared to the opportunities. The 
risks (costs, flow of expertise, etc.) need to be soundly analysed and a worst-case-
scenario may be of avail. 

6.2 Suggestion to future studies

This research could have been more in-depth if the banks have had answered the 
questionnaire and if I had taken international strategic alliances into consideration as 
well. Furthermore, if I had included Joint Ventures, and even Outsourcing, the work 
could have offered a deeper analysis and a better overview. In this thesis it would 
however have gone beyond the scope of the theme. These omissions and weaknesses 
also form an incentive for further study. Only the theme Outsourcing or Strategic 
Alliance in a Vertical way could deliver enough stuff for another paper.  Even to make 
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a competitive work on Co-opetition and Co-operation, could deliver interesting 
reading.

6.3 Answer of the research question and Closing words

The research question that has been answered above inter alia in the analysis and so 
also was the central theme in this thesis was:

• Is a strategic alliance a relevant tool for a bank?

As has been mentioned several times above, a fast structural change in banking is 
currently taking place. The global networking and the technical integration will 
certainly increase compared with the situation today and the digitalisation of almost 
every financial service will probably accelerate the industrialisation taking place in 
banking world further. Today the banking business is affected by a high intensity of 
competition and the market is faltering. A growth in sales for a bank is usually only 
possible at the expense of trade rivals or competitors. The increasing competition 
intensity tends to result in a price war and in low margins. For many companies the 
logical consequence of this is a crowding out of the market.

Due to this fact it is not surprising that a paradigm shift is taking shape. After many 
unsuccessful attempts to generate growth through mergers and acquisitions, German 
banks have now shifted their activities towards co-operation. The advantages of co-
operations are obvious. The investment in a co-operation is definitely less than the 
investment in an M&A and the risks are to a large extent manageable. Furthermore, a 
co-operation is possible both with other financial service branches and with other 
branches such as retail industry or other service companies (non-financials). Today the 
tendency goes toward more co-operations with non-financials, since the customers are 
requesting extraordinary flexible financial solutions. 

The co-operation in general makes it possible to establish competitive advantages and 
to offer new products and product additions. This as well as establishing new customer 
and sales channels have been the major reasons for the above analyzed Strategic 
Alliances.  As a result of this, the banks hope to keep their market position and manage 
to elude the crowding out competition.

This work has showed that strategic alliances suit banks and, moreover, are desirable 
because of their importance in assuring competitive advantages. The industrialisation of 
the financial service sector is not possible to resist anymore. To be able to keep up with 
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the continuing changes, it is necessary to work on the processes and the strategies of 
the bank. 

However, even if the strategic alliances are used more and more often by banks today, 
various factors, such as anti-trust regulations, decide to what extent these alliances will 
be established in the future. In the hope that Bill Gates’ statement that “banking is 
essential, banks are not” does not turn into reality, the banks need to be flexible and 
open minded, ready to embrace new and non-traditional banking solutions also in the 
future, come what may.
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Zentes, J /Swoboda, B / Morschett, D.; Bruhn - Kooperationen, Allianzen und 
Netzwerke 2.Aufl 2006 Wiesbaden 2005.
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Administrative Science Quarterly Artikel: Pfeffer, J / Novak, P.; “Joint Ventures 
and Interorganizational Independence”, in: September 1976 p. 398 ff.

Banken und Partner Artikel: Pelzl, U.; „Wachstum durch Win-Win-Allianzen“ in 
Heft 2 2006.

Bank Praktiker Artikel: Bankbarometer 07 Heft 3 seite 116 “Handlungsbedarf wurde 
erkannt“.

Börsen-Zeitung – Zeitung für die Finanzmärkte Artikel: Speicher-Utsch 4/2008 
Nr. 70 p.5 „Bankprodukte im supermarkt“.
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Die Bank, Zeitschrift für Bankpolitik und Praxis Artikel: Lamberti, 
„Industrialisierung des Bankgeschäftes“ Nr.06/Juni 2004.

Kreditwesen Artikel: Reiß, M / Zieger, T; „Strategische Partnersuche für 
Finanzdienstleistungsnetzwerke“ Nr.2/ 2006.

Press Information /Tickers
Different Press Information have been found in Internet and in different newspapers, as 
in Handelsblatt, F.A.Z (Frankfurt Allgemeine Zeitung) and Süddeutsche Zeitung.

Trendthema Branchenreport Kreditinstitute 2006/2007.

Zeitschrift Bank und Markt Verlag Fritz Knapp GmbH Artikel: Reiß, M /  
Zieger, T ;“ Banken und Nichtbanken“  Heft 2 Februar 2006.

Zeitschrift für Betriebswirtschaft (ZfB) Artikel: Albach, H.: „Strategische 
Allianzen, strategische Gruppen und Strategische Familien“, Heft 6/1992, P. 663 ff..

Zeitschrift für Betriebswirtschaftliche Forschung (Zfbf) Artikel: Backahus, K / 
Piltz, K; „Strategische Allianzen“ Sonderheft 27 p. 21-34, Frankfurt am Main/ 
Düsseldorf.

Zeitung für Finanzmärkte Nr. 70 p 5 2008.

Inter Alia following Internet pages have been used to become further information of 
the different banks; their homepages with Annual Reports have been essential. Also 
other helpful internet pages have been used. 

www.deutsche-bank.de  
www.seb-bank.de
www.postbank.de
www.postbank.de
www.meag.com
www.ing-diba.de. 
www.all4finance.de
www.taunussparkasse.de
www.karstadt.de/mastercard
www.commerzbank.ebay.de
www.hvb.de

www.deutsche-bank.de
www.seb-bank.de
www.postbank.de
www.postbank.de
www.meag.com
www.ing-diba.de
www.all4finance.de
www.taunussparkasse.de
www.karstadt.de/mastercard
www.commerzbank.ebay.de
www.hvb.de
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www.deutsche-bank-skyliners.de
www.berliner-volksbank.de. 
www.uni-protokolle.de
www.adac.de
www.sueddeutsche.de
www.presseportal.de
www.Finanznachrichten.de
www.bankenverband.de
www.bmw.de
www.bsb-muenchen.de
www.wikipedia.org
www.wiso.de

www.deutsche-bank-skyliners.de
www.berliner-volksbank.de.
www.uni-protokolle.de
www.adac.de
www.sueddeutsche.de
www.presseportal.de
www.Finanznachrichten.de
www.bankenverband.de
www.bmw.de
www.bsb-muenchen.de
www.wikipedia.org
www.wiso.de
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Interviews

SEB AG
Udo Schweers 
Direktor / Leiter Multipartner- & Kundenbindungsprogramm
Date of interview:  23.11.2007

Commerzbank
Jochen Klösges 
Zentral Stab Konzernentwicklung/Konzerncontrolling
Date of interview: 20.01.2008

Euro Hypo AG
Ekkehard zur Megede 
Chefsyndikus
Date of interview: 21.11.2007

Appendices

Appendix 1. 

Letter with Interview questions:

Im Rahmen einen MBA Programm in Marketing Management, an der Universität 
Gävle, Schweden, behandele ich in meinen Abschlussarbeit Strategische Allianzen in 
der Kreditwirtschaft. Um den deutschen Markt analysieren zu können, habe ich einen 
kurzen Katalog mit Fragen zusammengestellt die ich von Ihnen gerne beantwortet 
haben möchte. Es ist mir bewusst, dass Sie hierfür nicht viel Zeit haben, aber auch über 
kurze Antworten freue ich mich. Wenn es Ihnen lieber ist, Telefonisch Auskunft zu 
geben, Rufe ich Ihnen selbstverständlich gerne an. 
Die Antworten benötige ich bis zum 30 November.

Fragen zu den Strategischen Allianzen im Banken bereich

Name des Kreditinstituts:_________________________________________________

Fragen beantwortet von:  ________________________________________________

1) Kooperieren Sie mit anderen Firmen in Form einer Strategischen Allianz? 

2) Handelt es sich hierbei um eine Kooperation mit gleichen Branchen (andere 
Banken), artverwandten Branchen (z.B. Versicherungen) oder artfremde 
Branchen? 
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3) Wenn möglich bitte ich um eine Auflistung von Ihren kooperations- Partnern.

4) Was sind ihre Ziele für die eingegangenen Allianzen?

5) Wie lange bestehen bereits die Kooperationen?

6) Sind Sie mit dem bisherigen Ergebnisse zufrieden?

7) Haben Sie vor innerhalb die nächsten 2 Jahren weiter Strategische Allianzen 
einzugehen? 

8) Was sind gemäß Ihnen die größte vorteile bei eingehen einer strategischen 
Allianz?

9) Was ist gemäß Ihnen die größte Gefahr bei eingehen einer Strategischen 
Allianz?

Sie dürfen selbstverständlich auch die Fragen ergänzen, wenn Sie mögen.  
Ich bedanke mich bereits im Voraus und verbleibe,

mit freundlichen Grüssen,
Mikaela Meese

Appendix 1.1.

Interview with SEB AG

Kooperieren Sie mit anderen Firmen in Form einer Strategischen Allianz? 

Ja, wir haben mehr als 300 nationale und regionale strategische allianzen. 

Handelt es sich hierbei um eine Kooperation mit gleichen Branchen (andere Banken), 
artverwandten Branchen (z.B. Versicherungen) oder artfremde Branchen? 

unterschiedlich

Wenn möglich bitte ich um eine Auflistung von Ihren kooperations- Partnern.

u.A. Axa, Saab, O2

Was sind ihre Ziele für die eingegangenen Allianzen?

Intensität erhöhen, wie z.B. Günstigerer Zugang zu Kunden, Information Abgleich, 
Kundenprofil um etwa 50% zu erhöhen

Wie lange bestehen bereits die Kooperationen?
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Unterschiedlich, aber eigentlich erst seit Mitte letzten Jahres haben wir mit dieser art 
von Kooperationen begonnen. 

Sind Sie mit dem bisherigen Ergebnisse zufrieden?

Sehr

Haben Sie vor innerhalb die nächsten 2 Jahren weiter Strategische Allianzen 
einzugehen? 

Ja

Was sind gemäß Ihnen die größte vorteile bei eingehen einer strategischen Allianz?

Kundenbindung
Vertriebskanäle ausnutzen
Image Transfer

Was ist gemäß Ihnen die größte Gefahr bei eingehen einer Strategischen Allianz?
Ausgenutzt zu werden ohne erfolg. Abwanderung von Kenntnissen. 

Appendix 1.2.

Interview with Commerzbank AG

Kooperieren Sie mit anderen Firmen in Form einer strategischen Allianz?
Mit der AMB Generali. Mit der italienischen Muttergesellschaft Generali besteht 
zudem eine Überkreuz-Aktienbeteiligung

Handelt es sich hierbei um eine Kooperation mit gleichen Branchen (anderen Banken), 
artverwandten Branche (z. B. Versicherungen, Finanzdienstleistern) oder artfremde 
Branchen?

Mit Artverwandte Branche (Versicherung), andere Banken sowie Artfremde Branchen.

Wer sind Ihre Kooperationspartner?

Deutschlands drittgrößter Erstversicherer AMB Generali bzw. die dt. Tochter 
Volksfürsorge anderen Banken wie z.B. Cash Group, Versicherungen (Volksfürsorge) 
und artfremde wie u.a. TUI, Steigenberger.

Was sind die Ziele hinsichtlich der eingegangenen Allianzen?

Vertrieb von Bankprodukten durch Volksfürsorge, Angebot umfassender Allfinanz-
Produktpalette für CB-Kunden, Neue Kunden zu erhalten.
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Wie lange bestehen die Kooperationen bereits?

Die Kooperation mit AMB Generali besteht seit dem 1. Mai 2001, andere 
unterschiedlich 

Sind Sie mit den bisherigen Ergebnissen zufrieden?

Unser Kooperationspartner AMB Generali ist im europäischen Markt sehr 
leistungsfähig und unser direkter Produktpartner Volksfürsorge sollte durch die 
geplante Verschmelzung mit Generali Deutschland noch an Vertriebsstärke gewinnen. 
Volksfürsorge ist auch aus heutiger Sicht unser bevorzugter Versicherungspartner in 
Deutschland. 
Die gemeinsame Tochter von Commerzbank und AMB Generali die "CommerzPartner 
Beratungsgesellschaft für Vorsorge und Finanzprodukte" konnte ihr Geschäft auch im 
letzten Jahr um knapp 20% steigern, besonders erfolgreich war hier der Absatz von 
staatlich geförderten Produkten.  

Haben Sie vor, innerhalb der nächsten 2 Jahre weitere strategische Allianzen einzu-
gehen?

Wahrscheinlich aber derzeit nicht geplant

Worin bestehen nach Ihrer Meinung die größten Vorteile einer strategischen Allianz?

Austausch von Know-How bzw. cross-selling von Produkten
Wettbewerbsvorteil ggü. Konkurrenz

Worin bestehen nach Ihrer Meinung die größten Gefahren einer strategischen Allianz?

- Potenzieller Wechsel des strategischen Partners würde zu erheblichem 
Anpassungsbedarf sowie vorübergehendem Geschäftsrückgang führen

- Einschränkung Handlungsfreiheiten
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Appendix 1.3.
Interview with Euro Hypo AG

Kooperieren Sie mit anderen Firmen in Form einer strategischen Allianz?

Es gibt in einzelnen Geschäftsbereichen strategische Allianzen, d. h. kontinuierliche 
Zusammenarbeit. Dies gilt etwa für die Syndizierung von Krediten. Hier gibt es eine 
Vielzahl von Bankpartnern, mit denen in dieser Weise zusammengearbeitet wird. 
Außerdem gibt es Emissionskonsortien für die Ausgabe von Pfandbriefen sowie 
Zusammenarbeit mit Investmentbanken bei größeren Finanztransaktionen oder auch 
Kapitalmaßnahmen.

Darüber hinaus muss auch die Verbandsarbeit genannt werden, d. h. die Tätigkeit für 
den VdP (Verband der Pfandbriefbanken) und den BdB (Bundesverband deutscher 
Banken), die für die Branchen auch gemeinsame Ziele, etwa Refinanzierung über den 
Pfandbrief, fördern.

Handelt es sich hierbei um eine Kooperation mit gleichen Branchen (anderen Banken), 
artverwandten Branche (z. B. Versicherungen, Finanzdienstleistern) oder artfremde 
Branchen?

Die Kooperation findet in der gleichen Branche statt, d. h. mit anderen Banken.

Wer sind Ihre Kooperationspartner?

Naturgemäß die Gesellschaften der Commerzbank-Gruppe, im Übrigen handelt es sich 
hier um einen Pool von Banken bzw. Investmentbanken, wobei diese führend im 
Bereich der Grundstücksfinanzierung oder bei Emissionen tätig sind.

Was sind die Ziele hinsichtlich der eingegangenen Allianzen?

Die Ziele bestehen in der Optimierung der Wettbewerbsmöglichkeiten und auch, 
gerade bei Syndizierungen, der Risikostreuung bei eingegangen Krediten, um zum 
gemeinsamen Nutzen tätig zu werden.

Wie lange bestehen die Kooperationen bereits?

Mit der Commerzbank ca. zwei Jahre; ansonsten sind sie im Laufe der letzten fünf 
Jahre aufgebaut worden.
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Sind Sie mit den bisherigen Ergebnissen zufrieden?

Bei der punktuellen Zusammenarbeit mit anderen Banken bei Syndizierungen und 
Emissionen ja. Zur Tätigkeit des Konzerns kann man hier keine generelle Aussage 
treffen.

Haben Sie vor, innerhalb der nächsten 2 Jahre weitere strategische Allianzen einzu-
gehen?

Wir werden uns sicherlich bemühen, die Zahl der Bankpartner zu erweitern. 

Worin bestehen nach Ihrer Meinung die größten Vorteile einer strategischen Allianz?

In der Optimierung der Aktivitäten und der Gewinnung von Synergien.

Worin bestehen nach Ihrer Meinung die größten Gefahren einer strategischen Allianz?

In der Entwicklung einer Abhängigkeit und letztlich sogar dem Verlust der 
Eigenständigkeit.
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Appendix 2.
Definition of Credit Institutes

1. Definitions
(1) Credit institutions are enterprises which conduct banking business commercially or 
on a scale which requires a commercially organised business undertaking. Banking 
business comprises 
1. the acceptance of funds from others as deposits or of other repayable funds from the 
public unless the claim to repayment is securitised in the form of bearer or order debt 
certificates, irrespective of whether or not interest is paid (deposit business), 
2. the granting of money loans and acceptance credits (lending business), 

3. the purchase of bills of exchange and cheques (discount business), 

4. the purchase and sale of financial instruments in the credit institution's own name for 
the account of others (principal broking services), 

5. the safe custody and administration of securities for the account of others (safe 
custody business), 

6. the business specified in section 1 of the Act on Investment Companies (Gesetz über 
Kapitalanlagegesellschaften) (investment fund business), 

7. the incurrence of the obligation to acquire claims in respect of loans prior to their 
maturity, 

8. the assumption of guarantees and other warranties on behalf of others (guarantee 
business), 

9. the execution of cashless payment and clearing operations (giro business), 

10. the purchase of financial instruments at the credit institution's own risk for placing 
in the market or the assumption of equivalent guarantees (underwriting business), 

11. the issuance of prepaid cards for payment purposes, unless the card issuer is also 
the service provider and hence the recipient of the payment made using the card 
(prepaid card business), and 

12. the creation and administration of units of payment in computer networks (network 
money business).




