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Using data from Taiwan, this paper studies the cross-selling
and the transferring of customer relationships among commercial
banking, underwriting, and assets man:
financial holding companies (FHCs). This study finds that only
cross-selling from commercial banks to underwriting divisions is
effective, while cross-selling from underwriters fo commercial
banking divisions is ineffective. Cross-selling between commercial

ment divisions within

banks and assets management divisions and between underwriters
and assets management divisions is all ineffective. This study also
finds that only customers’ main banks can transfer these customers
to their associate underwriters, while non-main banks cannot. The
paper concludes with the argument that FHCs need to manage and
exploit their unique customer relationships in order to create the
expected synergies
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