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ABSTRACT 

 
Marketing strategy is one the most important areas that needs to be carefully examined by the policy makers of 

banks. This stems from the need to improve the performance and ensure sustainable growth of banks as competition 

in the banking industry intensifies. A sound marketing strategy becomes imperative for banks. It not only operate in 

an environment where service quality and financial returns are perceived as the essential criteria from customers’ 

viewpoint, but they must also compete with conventional banks which are known to have better experience and 

expertise in the banking business. Banks now have a firm belief that effective marketing strategies applied in the 

bank reducing the cost of services provided to customers, and raise the quality of banking services provided, and to 

influence the response to the client alone can assure the future of banking business.  

The paper is review of marketing strategies prevalent in Banking Sector. In this era of mature and intense 

competitive pressures, it is imperative that banks maintain a loyal customer base. Thus the orientation of banks 

should be with a much wider focus in relation to consumer and market needs, and the consequent marketing 

strategies. 
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I INTRODUCTION 

Indian banking is at cross roads today. With the deregulation and liberalization process in full swing, the consequent 

policy changes introduced in the Indian financial system in general and banking in particular are effecting 

unprecedented changes in its functioning. With the emerging changes did spring up new challenges of commercial 

viability, cost effectiveness and effective marketing strategy etc. The role of marketing strategies in the banking 

industry continues to change. For many years the primary focus of bank marketing was public returns. Then the 

focus shifted to advertising and sales promotion vis-a-vis the customer orientation is quite evident in today‟s 

banking activities. Consumers are the key factor in the market. The dictum “as the bank exists because of its 

customers. Thus, marketing constitutes the key strategy for banks to retain good customers and also anticipate their 

future demands. Many banking organizations are today applying effective marketing strategies to achieve 

organizational success for long time survival.  
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Banks are now required to cope with stiff competition in business and also the complex regulatory norms regarding 

capital adequacy and provisioning. Thus, banks are forced to adopt various marketing techniques and strategies. 

Marketing in banks can be stated as a new phenomenon that is shaping well over the past few decades. This can be 

firmly said that well-designed marketing strategies are very important to promote banking services effectively. The 

role of the banking marketing strategies is to achieve competitive characteristic in banks as an important pillar for 

achieving the goals and success of these banks. The higher rates of knowledge to the marketing strategies of the 

human race have increased banks have elements of tangible and intangible assets that enable them to excel on banks 

that do not bother them and become the owner of the leadership in achieving competitive characteristics that wants 

to clients. Thus the orientation of banks should be with a much wider focus in relation to consumer and market 

needs, and the consequent marketing strategies. While formulating marketing strategy, a bank should focus attention 

on (i) consumer sovereignty, (ii) attitude, (iii) responsiveness and personal skills of bank staff, (iv) revitalizing the 

marketing department, (v) top management support to the marketing department, (vi) participation of marketing 

personnel in key bank decisions.   

 

II MARKETING STRATEGY 

In the world market the rapid penetration of new markets, increasing level of competition are among the factors that 

encourage firms to find more effective ways to conquer the global market as well as develop the internal market. For 

businesses seeking a successful and long-term participation in market, it is expedient to organize their marketing 

activities; therefore they need to choose a clear marketing strategy. 

 

Marketing strategy is a broad plan for achieving marketing objectives. A marketing strategy that is well -articulated 

will enable one to focus on marketing activities to achieve the organisational goal. An organization's strategy that 

combines all of its marketing goals into one comprehensive plan. A good marketing strategy should be drawn from 

market research and focus on the right product mix in order to achieve the maximum profit potential and sustain the 

business. The marketing strategy is the foundation of a marketing plan. It is one of the functional strategies of the 

company that collectively make up a common business strategy. 

 

Chlivickas (2007) notes that marketing strategy development often is one of the most important aspects of business, 

because it is necessary to achieve company goals, to organize activities in a focused and targeted manner. Marketing 

strategy addresses specifically how to act to achieve the desired results. 

 

Virvilaite (2009) notes that marketing strategy is one of the functional strategies of the company that collectively 

make up an overall business strategy. However, the value of the common marketing strategy, the business strategy, 

is very high, whereas the control key marketing relationships with companies are outside of the support function – 

delivery of the goods to the market and sales.  
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A traditional definition of marketing strategy is a plan for pursuing the firm‟s objectives or how the company is 

going to obtain its marketing goals with a specific market segment (Orville and Walker 2008; Theodosio, Leonidus, 

2003; Kotler, Armstrong, 2009) while Brodrechtova (2008) explains that marketing strategy is a roadmap of how a 

firm assigns its resource and relates to its environment and achieves corporate objective in order to generate 

economic value and keep the firm ahead of its competitors. In laymen terms it is to determine the nature, strength, 

direction, and interaction between the marketing mix-elements and the environmental factors in a particular situation 

(Li et al 2000). According to Levie (2006), the aim of the development of an organization‟s marketing strategy 

development is to establish, build, defend and maintain its competitive advantage. 

 
III MARKETING STRATEGIES IN BANKING SECTOR 

The banking sector is an integral part of the economy. Hence this sector plays a key role in the wellbeing of the 

economy. A weak banking sector not only jeopardizes the long-term sustainability of an economy, it can also be a 

trigger for a financial crisis which can lead to economic crises. Majority of the banking institutions are now putting 

emphasis on marketing to make customer aware about the services and benefits offered by them. Marketing is the 

crucial connection between banks and customers, no banks can expect to succeed without putting substantial 

investments in its marketing efforts. Banks nowadays are coming up with surprising and impressing ways to lure the 

customers and retaining their customer base. These days‟  banks are focusing heavily on building long term 

relationships with their existing customers and thereby gaining new customers. Hence, relationship marketing 

becomes very important for the banks. It is concerned with mapping out all the touch point and evaluating what 

services are provided, by whom, and when, and how, and what is expected by customers. All the techniques and 

strategies of marketing are used so that ultimately they induced the people to do business with the particular bank. 

This can be firmly said that well-designed promotional strategies are very important to promote banking services 

effectively. The reasons for marketing scope to have importance in banking and for banks to interest in marketing 

subject can be attributed to the following factors:  

 Change in demographic factors  

 Cut throat competition in the service industry  

 Increased profit consciousness of the banks  

 Deregulation of interest rates  

 Entry of various private and foreign banks  

 Increasing awareness, education and urbanization  

 Indigenous growth of non banking financial institutions Disintermediation  

 Advent of the technology  

 Increasing the reach of innovative banking products  
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Marketing of bank products is the aggregate function absorbed at providing facility to satisfy customer‟s monetary 

needs and wants, more than the rivalry keeping in view the organizational objectives. Banking is a personalized 

service oriented industry and hence should provide services which satisfy the customers‟ needs. The marketing 

tactic includes forestalling, classifying, responding and satisfying the customers‟ needs and wants effectually, 

professionally, and beneficially. It can be said that the presence of the bank has miniature value without the presence 

of the customer. The main role of the bank is not only to attain and win more and more customers but also to 

preserve them through operative customer facility. Marketing as associated to banking is to explain a suitable 

promise to a customer through a variety of products and services and also to confirm operative distribution through 

satisfaction. The actual contentment delivered to a customer relay on how the customer is cooperated with. It goes 

on to prominence that every employee from the highest executive to the most junior employee of the bank should be 

concerned with marketing. 

 
IV LITERATURE REVIEW 

A number of studies have been conducted both in India and abroad over a period of time regarding the marketing 

strategies applicable in the banking sector. Followings few of the studies are reviewed hereunder as they would 

facilitate a clear backing for carrying out the present study.  

 

Jha, S.M. (1982); in his book “Services Marketing”, deals with bank marketing, marketing research, market 

segmentation, marketing mix for banking services, bank marketing in Indian environment. The author feels that 

despite the existence of commercial banks, which were established to make available timely and adequate services 

to the customers. Banks suffered due to lack of adequate and appropriate strategies for marketing their financial 

services. He explained the marketing mix strategies such as product mix, place mix, promotion mix, price mix, 

people mix, physical evidence mix and processes mix for the service sector.  

 

Levitt, T. (1974); explains that all the techniques and strategies of marketing are used so that ultimately they induce 

the people to do business with a particular bank. To create and keep a customer means doing all those things so that 

people would like to do business and continue to do it with a particular bank rather than with the competitors. A 

business is not a business if it cannot stay in business. It cannot stay in business if it does not attract and hold enough 

customers, no matter how efficiently it operates.  

 

 Mehta (2010) in his article” Personal Selling-A Strategy for promoting Bank Marketing “reported that there is lack 

of Marketing Communication in Indian Banks .He suggested for adopting banks suitable marketing promotion 

strategies for better business. He emphasized that on adoption of personal selling as a strategy for marketing 

promotion in Banks the banking business can improve considerably 
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Turnbull, Peter W. (1982), places the branch bank manager in a central position in the business in respect of the 

marketing efficiency of the banks at the local level. The study identified three reasons which underlie the lack of 

marketing orientation: motivation, ability and time and says that banks need to move quickly to ensure that branch 

bank managers can speedily meet the challenge. It was suggested that managers be given knowledge inputs on the 

principles of marketing and develop in them the commitment to implementing the principles in practice 

 

Ravisankar, T.S. (1985); in a study on “Marketing Strategies and Planning for Business Growth in Banks” says that 

the marketing plan for banking services should be supported by appropriate marketing strategies. He suggests that 

marketing strategy for banks must be oriented towards customers-current and potential as well.  

 

Radhakrishnan, S.(1987); conducted a study on 'Marketing of Banking Services, Constraints, Challenges and 

Strategy' and found that mixed banking, complaints from customers about bank charges, competition from non-

banking financial companies and growing investment consciousness of the public are some of the impediments to 

bank marketing. It is suggested that the branch manager can design appropriate marketing strategy through 

identification of customer needs and service efficiency with appropriate differentiation by understanding customer 

behavior.  

 

Talwar, R.K. (1975), Chairman of „Working Group on Customer Service in Banks‟ noted that there was 

considerable ignorance about the facilities and services offered by banks and the roles they were required to play. 

Most bank customers are unaware of various schemes and services offered by banks. The group recommended 

educational campaigns to be carried out by banks illustratively and every customer of bank should be provided a 

booklet containing the range of services offered by banks. The survey conducted by the working group pointed out 

that by and large less educated people and females are far away from the banks. The study observed that developing 

banking habits is not only a strategy for social uplift only but is equally important a strategy for bank marketing in 

the long run. 

 
V CONCLUSION  

Marketing by service industries are yet to gain momentum, especially when it comes to marketing by banks. In 

India, the liberalization of the financial sector has impelled all the players to redefine what business they are in and 

strategically think how to stay ahead in the existing business. Marketing orientation of banks is imperative for 

survival and success. With the increased competition and awareness about the banking sectors, customers are now 

becoming over demanding about the services offered. New and new trends are being witnessed now days.                                 

Further, financial deregulation and increasing globalization have brought new competition to domestic banking, and 

allowed considerable diversification by banks, insurance companies and co-operatives. Sales promotion efforts are 

mostly wasted. Direct marketing mailing has poor response. Rate of new banking product failure is alarming. So 

there is a crisis in banks marketing. To be successful, a bank must have quality employees, innovative management, 
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be able to employ technology effectively besides having the right products and distribution channels. Its strategic 

model should focus on standardization, communication, diversification and globalization 

 In nutshell, to be the best banker, the focus should be on exceeding customer expectations with managerial date 

base expertise, quality people, excellent products and legendary service. 

 
REFERENCES 

 
[1.] Berry, L. L.; Kehoe, W. J. and Lindgreen, J. H. (1980). "How Bank Marketers View their Jobs". The Bankers’ 

Magazine (USA), Vol. 163, pp. 35-40.  

[2.] Jha, S.M. (1982). “Services Marketing”. Himalaya Publishing House, Mumbai, p. 47.  

[3.] Kumar, A. (1991). “Marketing Strategies in the Banking Sector”. IBA Bulletin, Vol.No.6, 13-14.  

[4.] Levitt, T. (1974). “Marketing for Business growth”. McGraw Hill, New York.  

[5.] Levie, D. (2006). Capability reconfiguration: An analysis of incumbent responses to technology change. 

Academy of Management Executive, 31(1): pp. 153-174. 

[6.] Mehta, S. (2010) “Personal Selling –A Strategy for promoting Bank Marketing”State Bank of India Monthly 

Review. 

[7.] Radhakrishnan, S. (1987). “Marketing of Banking Services, Constraints, Challenges and Strategy”. The Journal 

of Bank Marketing, Vo1.16, No.1, 15-23.  

[8.] Ravisankar, T.S. (1985). “Marketing Strategies and Planning for Business Growth in Banks”. SBZ Monthly 

Review, Vo1.16, No.2, 27-32.  

[9.] Saxena, K.K. (1988). “Bank Marketing: Concepts and Applications”. New Delhi: Skylark Publications. 

[10.] Singh, J.D. (1985), “Bank Marketing in India”. International Journal of Bank Marketing, Vol.3, No.2, 48- 63.  

[11.] Talwar, R.K. (1975). “Working group on customer service in Banks”. Reserve Bank of India, Bombay, 42.  

[12.] Turnbull, Peter W. (1982). 'The Role of the Branch Bank Manager in the Marketing of Bank Services'. 

European Journal of Marketing, Vol.16, No. 3, 31 - 36.  

 

 

 

 

 

 

 

  

  


