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Abstract – There have been major shifts in the financial services market in recent years. This transition is 
not specifically anticipated in relation to large mergers between banks and strategically partnerships 
between financial parties, but is not likely to be followed by the growing legislative reform of the banking 
industry and the decline of state involvement of banking relations. Preserving and, in the end, growing 
market share is the key objective and various approaches have been adopted by all financial entities to 
retain their clients. 
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INTRODUCTION 

Banking service marketing 

Bank executives have made new goods and serviced 
items through this endeavor. Yet since these 
developments require substantial investments and 
banking charges, a superior approach is backed by the 
emphasis on consumer loyalty by ensuring higher 
service efficiency and engaging consumers with a high 
degree of satisfaction. The value of effective banking 
contact techniques was first shown by Cheese et al. 
(1988). 

Financial advertising types and means 

Financial advertisement includes banks, credit 
services, insurance and investment fund ads. This 
grouping, apart from ads sent to customers or bank 
clients (transformative), can also contain market 
updates, promotional brochures for new share 
payments, investment plan progress reports, and 
many other financial statements (informative). 

The primary purpose of financial advertising may 
include cash purchase, sale of products and shares or 
announcement of the financial reports, in general 
insurance policies and MasterCard services. Economic 
advertisement is of essential importance:  

1. Banks publish their offerings that have 
overcome the traditional limits of bank 
accounts in our day and include a broad 
variety of deposits, various forms of lending, 
insurances and trusts, as well as capital 
assets consultancy. Many banks also 
expertise in different fields, whereas some 
focus on a single client gathering. 

2. Health government and private insurance 
firms have psychiatric care and accident and 
injury in-insurance services. 

3. Banks offer rent, raise cash from savers, and 
invest cash to purchase and construct 
homes. Many of their promotional 
campaigns aim at collecting funds and 
retaining enough finances to take care of 
loans. Significant selling factors are low 
interest rates, and therefore there is strong 
competition between banks and other 
financial institutions which provide such a 
service. 

4. Compensation companies provide protection 
plans on both hazards and times, providing 
vast quantities of marine and airplane cover 
and compensation on mobile and passionate 
lower worth properties. Most insurance 
undertakings often provide health and 
retirement plans, including funeral fees, thus 
carrying many specific expenditures. 
Insurance companies promise to assure 
consumers that their futures are not lost in 
the case of accidents or theft if their 
properties appear to be unexpected. 

5. Many banks provide investing services to 
their clients, which include individual 
investors in equity investments or other 
assets. 

6. In comparison to other retirement initiatives, 
insurance plans are provided through postal 
offices. 

7. There are also insurance brokers and 
financial advisory companies that, along with 
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clients' consultancy services, provide 
compensation, tax and pension plans with 
their financial services. 

8. The usage of "plastic" cash is widely 
encouraged by firms offering prepaid or gift 
cards including Barclaycard, Visa Card, and 
Coffee Store Card  

9. The various undisclosed firms announce their 
goals and disclose the amount of such 
securities issued to customers, announce 
annual reports on their operations and send 
versions of their numerical accounts and 
financial results annually to any of the 
participating businesses. 

The option of advertising means would rely on the 
unbiased selection of a business. Many banks are 
advertising small air conditioning holders and market 
their goods and services in the mainstream media. 
Press and TV are the chosen medium for larger banks 
with branches throughout the world. Investment 
programs commercials typically occur in the exchange 
press, while investment programs are available in 
almost all transmitted newspapers for small investors. 
Most banks rent rooms for their products and activities 
in different exhibits as well as print data brochures, as 
insurers do, but their brochures provide the same 
demand demands as their brochures. Most financial 
companies also acquired communications tools from 
the network and are prolific consumers of direct 
communication approaches with prospective clients, 
utilizing primarily mail systems. The openness of vast 
repositories of customers in privatized companies 
coupled of public infrastructure, mail archives and 
electronic records networks also rendered it possible 
for such organizations to attract potential buyers. This 
custom of sending pamphlets to prospective investors 
by mail is now so popular that some advertisements 
tend to alert participants of the negative influence of 
receivers of data pamphlets of financial year papers. 

Financial media ads typically utilizes massive paper, 
primarily in the business field, which provides itemized 
details required to explain the concept of programs 
and to raise the trust of potential investors. This kind of 
advertisement is based on benefits, usually interest 
rates and dividends, and contains reminders that 
investments will increase or decrease. The following 
principles include: profit, profit, protection, confidence, 
wealth and credibility. 

The position of banking marketing 

The financial industry is supposed to represent the 
wider economy-its ties to other markets imply that it is 
a conduit with all the activities of the world generally. 
In real reality, Bangladesh has the same sense of 
excitement and potential as Bangladesh's economy 
does today. There have been many experiences learnt 
from the fundamental systemic improvements through 
the years. A convergence of technological advances 

and a changing marketplace – intermediation, 
obscuring traditional roles and borders, focus on the 
growth of shareholders' interest, has contributed to a 
restructuring of the banking sector. Bangladesh's 
banking sector has grown and is increasingly running. 
Customers would have more options to buy, using and 
fulfill all of their demands for more appropriate sites. 
But they also have been progressively knowledgeable 
and foresee improved banking standards including 
more customer friendliness, more quality in the 
resolution of each of their problems or further 
modernisation of equipment and software. Marketing 
and finance are inseparable from each other here. 

Recently, advertisement has penetrated the banking 
industry, not through ads, but through advertising 
and sales ideas. Marketing transcends advertising 
and friendliness, as it has been known. Previous to 
this, personal sales were known as not required. 
The bankers also dispensed with the term 'deal' and 
named 'market growth' opportunity to reach 
consumers. In any event, they slowly came to 
understand that communication is something more 
than happy and loving tellers. 

In view of the progress of banking communications, 
now the bankers are going out and communicating 
with the masses from the ivory towers. Throughout 
the moment, several deposit and loan programs are 
being established throughout compliance with the 
national interest‘s needs of specific parts of society. 

A tailored service industry: Banking is a 
personalized business field. The marketing strategy 
includes direction, awareness, reaction (through 
user-oriented business designs and transports) and 
consumer loyalty and expectations to be workable, 
competitive and efficient. To appease the 
consumers, banks needed to boost their service 
level so that they could retain their existing 
customers and gain fresh and more prospective 
customers. 

The level of operation can be defined by a 
difference between operation implementation 
requirements of the customers before service 
meetings and service impressions (Asubonteng et 
al., 1996). Performance of Ser-Bad Customs for 
banks has a beneficial impact on a bank's reality 
and, in this respect, on the comparative advantages 
that an increase in the level of service offered will 
have to insure that the service viewed meets the 
customer's demand for service. Today, improved 
demand has rendered service efficiency a well-
known study area and a critical element in retaining 
the strategic role desired and sustaining consumer 
loyalty. 

The partnership formed by a consumer is visualized 
in a trust-oriented series that affects social 
interaction, thus influencing loyalty to the consumer. 
Trust in another accomplice relies on trust. The 
value of banks' faith lies in their position in 
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improving partnerships between citizens and 
individuals. For instance, the banker would cause the 
customer to agree that poor standard of goods was a 
basic error that cannot be resolved or solved, about 
service dissatisfaction in banks. 

Commitment is defined as a desire to sustain a 
meaningful friendship [Moorman, Deshpande and 
Zaltman, 1993]. The banking pledge indicates that the 
client has a linking ship fund. 

Loyalty to clients is a long-distance action and mindset 
to the vendor [Oliver, 1999]. 

These three ensure that customer support is effective, 
as banks retain their clear business-driven business 
orientation towards consumers, which allows banks to 
further expand. Consumer loyalty is a leading 
consistency strategy in businesses and organizations, 
which helps create a truly consumer-driven 
organization which community. 

Service delivery: Service is a matter of standards. In 
respect to goods, people anticipate a good quality 
commodity depending on the premium they are willing 
to pay for it. The standards of quality can are quite 
fuzzy. The person in question already has a certain set 
of standards at the moment when a consumer starts a 
partnership with you. Their impressions of you, your 
business and your sector are focused on these 
assumptions. We are influenced by personal 
knowledge and that of those with whom the consumer 
communicates. 

Consumer care performs the central role for customer 
support in the banking industry. Maintenance of clients 
is potentially a valuable weapon banks will use to 
improve their strategic role and succeed in a 
competitive environment that is continuously growing 
in banking. Resources, pricing, costs and prices 
charge are the main factors which influence customer 
loyalty and ensure a bank's custody. This is obviously 
not enough to please consumers by delivering 
outstanding service alone. Prices are important, if not 
a higher priority than service and partnership 
efficiency. 

There are good reasons for bank management to take 
better note of the factors that may boost consumer 
service quality in Bangladesh. Through an expansion 
of product quality beyond core services with new and 
future business features and pricing, a sustained 
strategic advantageous role would certainly not be 
improved. Thus, a split approach combines profitability 
and improved profits by growing the cost of all 
consumers and increases efficiency. Present 
consumers do not simply purchase goods or services 
of basic quality; they also purchase a variety of interest 
and advantages that are offered. This forces service 
providers like banks to follow a market-driven strategy 
which recognizes the needs of customers and 
introduces new products and redesigns established 
products. 

Employees Level: The level of operation is highly 
contingent on the efficiency of the staff in industries 
where essential goods are commodities-like. This is 
primarily documented in a Leeds (1992) survey, which 
estimated that around 40% of clients exchanged banks 
for what they felt were ineffective. Customer loyalty is 
certainly used for a long time as a key to deciding 
whether consumers quit or remain with a product. 
Organizations, and banks in particular, need to 
consider the way to retain their clients, if they are 
happy by all the services. 

Different promotional strategies draw potential 
depositors. However, the level of customer support 
experienced by consumers will be what eventually 
maintain the cycle of aging new deposits which will 
help to pace up deposit planning. The appearance of 
the banks in different banking services, such as cash 
withdrawal, check-raising, consistency and scope of 
customer-accessible infrastructural facilities, banks' 
attitudes towards consumers, pace and overall 
attitude must be broken down and assessed before 
the strategy program. 

Transformation and overhaul are the key to business 
marketing growth, like banks. Transformation and 
modernization is the key to performance. The 
definition of current banking is the delivery of all 
financial assets under one rooftop. The banks are 
actually the clearing centers, which are still the 
perfect locations for ads. Global banks have known 
this truth for a while in the past and they have been 
providing the best facilities according to the demand 
of their customers. The state-owned and neighboring 
private banks in Bangladesh are developing 
accordingly. Banks have been provided unique 
goods and services in the dynamic scenario. Today, 
consumers have multiple options. 

The position of the data desk has become essential 
in the current banking. Customers can need any 
assistance through different purchases, so the 
support desk will be able to provide assistance forms 
easily and politely. 

Human resources:   Banks must address trends in 
consumer demands, preferences and value-added 
standards. Banks will also provide a good support 
framework for consumers. Human resources play an 
significant part in managing market growth and 
sustainability. In contrast to Bangladesh's state and 
old-age private sector banks, new-year private sector 
banks and international banks enjoy leading. Banks 
should use a program to learn the needs of the 
consumers to reach the best degree of consumer 
service. 

Professionalism and market-based banking are 
needed in our country. Business structured banking 
needs a diverse culture: focused, skilled and 
dedicated work; expert services trained employees; 
unique branches; efficient communication teams 
through numerous banks; proactive sales; fulfilling 



 

 

Annu1* Dr. Vipin Mittal2 

w
w

w
.i
g

n
it

e
d

.i
n

 

1611 

 

 A Study on Marketing of Banking Services 

demands of potential customers; and cost-effective 
and successful programs for consumer retention and 
loyalty. Banks will note that it's too hard for a client to 
join the bank, but for a client to switch from one bank 
to the next is a split second. Concurrence is increasing 
on a typical basis and consumers collect a fee. The 
greater pressure, the easier market management is for 
the service banks. 

Banking sector Structure 

Companies' marketing efforts begin with deciding the 
sector in which they sell services or goods. Industries 
ought to figure out the features of the business it 
determines. Whilst the marketing department 
orchestrates the variables highly dictated by the client, 
the external variables should be also provided to it. We 
may consider as technological innovations, legal steps 
and rivalry the variables influencing the banking 
industry. 

The Banking Service Marketing Mix 

As long as possible, banks have received cash from 
previous currency purchases. The reputation is 
achieved by delivering mass facilities. 

Banking facilities are also impalpable, including other 
utilities. Banking programs protect cash of various 
forms and characteristics such as investments, 
savings and transactions. In contracts these intangible 
resources are formed. The banking system influences 
the institution's performance on a long-term basis. In 
addition to the basic virtues of quick, secure and 
simple banking, rights such as consultancy for com-
beat services are also valued. 

Price 

In the base of the exchange that takes place, the 
quality, which is an essential component of the 
marketing mix, is specific. The cost of their retail 
assets must be determined by banks. In doing so, they 
preserve partnerships and create fresh ones for their 
remaining clients. Banking rates include terms such as 
inflation, taxes and charges. Price is the only 
marketing item that allows profit, whereas others allow 
use of it. Cost Although other factors than product 
blends influence selling volume, costs specifically 
impact income and selling volume. 

When deciding the rates and pricing controls, banks 
will be vigilant. Since failures in estimation result in a 
move towards competitors that provide resources 
similarly. 

Using three approaches named "cost-plus," a 
transaction volume base and leaders of measuring 
their facilities, banks typically use three strategies. 

 

 

Distribution 

Specific forms lead in the difficulty of the banking 
services. The most critical part of banking is consumer 
convincing through facilities. Many banks' services are 
complex in qualities and offers are often mental 
immaterial despite their physical impalpability as this 
aspect contributes to the enigmatic characteristics. 
Once again, the profitability and benefits of service 
depend primarily on customers' knowledge, capability 
and expenditure, in addition to offers. This is the 
consequence of the non-separable dynamics of output 
and use in such systems. Most scholars say that these 
banking service characteristics make personal contact 
between customers and banks necessary and that the 
only other alternative is immediate delivery. That is 
why branches are utilizing modern methods in the 
delivery of banking facilities, for example before 
applications lately. 

Promotion 

The progress of product purchases, advertisement, 
media relations and the distribution of advanced 
devices were one of the most critical elements of 
the business mix of services. 

Sales by employees 

Thanks to the features of banking facilities, personal 
transactions are the way most banks prefer to 
increase revenue and usage. 

Two forms of specific selling take place. Firstly, the 
client and the lender work directly and individually at 
the workplace. In this scenario, the transaction 
covers entire employees, bank workers, supervisor 
and office managers. Secondly, consumer 
members are heading to the location with 
consumers. Customer representatives are a 
banking professional who form the partnership 
between banks who customers. 

Advertising 

Banks have so many objectives that they have to 
reach. These goals are to accomplish the following 
targets in order for banks to establish promotional 
strategies and to utilize the media. 

1. Allow clients to explore a broad range of 
services provided by banks  

2. Increase operation efficiency  

3. Render a picture of banks and facilities 
really appropriate  

4. Improve the behavior of our consumers  

5. Present banking infrastructure  
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6. External assistance for revenue  

7. Emphasize positive coverage and platforms to 
be utilized by banks include newsprint, paper, 
TV, direct-to-home and online advertisements 
and television advertisement. The target 
audience should be identified in the selection 
of media and the media should be liked to 
achieve this aim quickly and efficiently. 

Banks will suggest filtering media according to 
expectations. 

1. What outlets is the focus audience such as  

2. Operation features  

3. Text contents  

4. Price  

5. Expense  

Situation of rivals Announcements will be mainly 
informative, imagery and the following data:  

1. Chains, results, projects, innovative facilities  

2. Business environment, policy policies, future 
trends  

3. The incentives given for industries with 
national advantages for growth. 

Financial Affairs Corporate public relations will be  

1. Establish the most convincing method of 
contact. 

2. Sympathize with financial and client 
partnerships. 

3. Providing broadest knowledge on bank 
operation 

Selling advertising instruments 

The part of banks' development mix is revenue 
enhancement. Usually used methods for marketing 
enhancements are concept at point of sale, workers 
remuneration, workshops, exclusive prizes, 
promotions, tournaments. 

Technology of marketing reach evolves on a regular 
basis in the business marketing area dimension. Such 
technologies carry particular significance for the retail 
market, where consumers and equipment suppliers 
connect closely. 

 

 

Internal Commercialization 

Inner relationships do have importance, particularly in 
the service sector such as international relations. It 
demands that good workers be identified and 
maintained. 

For the organization's workers to be called their own 
priorities and operation condition, the organization's 
ideals are marketed to them. The communication 
techniques did for customers are also performed for 
the personnel in inner marketing and these two 
techniques go together. For instance, the ads that 
point making association's image should be set up with 
in regards to crowd which is composed of association's 
personnel. 

Marketing Network 

This strategy takes the company as a chain between 
suppliers and consumers who sell commodities to 
each other. Under this framework, the operations of 
the planning teams are primarily centered on the 
business. It will also affect the corporate framework. 

Marketing relationship 

It was reported that in the service sector a strong 
relationship was formed between manufacturers and 
customers. In addition, the consumer interaction 
existence cycle was also shown under the model 
style. 

According to the study, preserving the consumer 
partnership enhances the profit of businesses. It is 
important to note that this aspect is important for the 
service sector. 

The consumer relationship's life cycle consists of 
three phases. Companies aim to be popular at the 
first level to attract fresh clients. In the second point, 
the link between consumer and business was 
completed. During the point, corporations increased 
their activities with procured customers and they 
often made two commitments. These commitments 
are kept and the service used at the third level. 
During the point, businesses face "truth instants" 
which can enhance consumer loyalty and continuing 
partnership. This could also be true for the second 
step. Therefore, the execution of consumer 
interactions successively and realistic 
implementations may not in fact be effectively 
controlled by the roles of the marketing team. In fact, 
demand and service output are strongly interrelated. 
In this sense, marketing will have a position in the 
inter-instant manufacturing use, but also, at 
intersections. For this scenario, 4P cited for section 
two will be inadequate. Therefore, we might split 
service marketing into two sections as advanced 
(marketing mixes, marketing research) and 
marketing capability (consumer selling interaction) In 
the first point, activities where consumers are not so 
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unmistakable may be limited by staying consumers in 
the customer relationship process. This is done by 
positive customer relationships. Marketing can be 
defined by this methodology; marketing attempts to 
create continued relationships with consumers in ways 
that profit (particularly long-term). Two relevant sides' 
goals would therefore be met. This is done by mutual 
commitments and the execution of the agreements. 

Trends in Banking Marketing Strategy 

The Indian banking sector has traditionally gone 
through five stages: pre-freedom, post-autonomy, pre-
nationalization and post-progress. Marketing has often 
been known not to be a tea in any of these phases, 
rather than the third. Today, however, the market in 
the banking sector is considered a fundamental 
management job. India's banking industry has taken 
swift moves to overhaul and respond to the current 
dynamic market scenario. Typically, Indian banks do 
not take publicity and market analysis into account 
fully. The paper reflects on ongoing developments in 
the commercialization of the banking industry on a 
large and limited scale. The research also establishes 
the practical case work as a paradigm relating to 
banks for increasing consumer experience contact 
intent. Finally, the paper concludes that marketing 
resources are also important for the preservation and 
development of boycott ruler resources and for the 
formation of a committed consumer base. 

A crucial part of the economy is the banking industry. 
This sec-tor is also a central element in economic 
growth. Not only can a poor banking system threaten 
the economic survival, but a financial instability that 
may cause economic crises will activate it as well. 
Larger portions of banks actually prioritize 
advertisement, such that consumers are conscious of 
their offerings and advantages. 

Marketing is the main link between banks and 
consumers, without significant investments in energy 
marketing, no bank will expect to thrive. Banks are 
already discovering unexpected and exciting forms to 
draw clients and retain their client base. The banks of 
today are heavily focused on the development of long-
range ships with their current customers and the 
consequent rise in new customers. Then for the banks, 
marketing relationships become critical. It includes 
mapping the entire point of interaction and determining 
how and where and what resources are offered by the 
consumer and what is standard. 

Current developments in banking marketing 
strategies 

Banks have historically been known to provide the 
cash, but has changed its position in generating cash 
for graduates. The reach of banks today has grown 
considerably; banks are generally regarded as a vice-
president for the nation as a whole. The presence of 
every creative economy is a sound banking structure 
and representing the growth of the economy Financial 

inclusion represents an significant impetus for the 
Reserve Bank of India (RBI). Banks cannot come to 
the unbanked without financial inclusion. This is also 
an essential move towards higher savings and 
adapted growth. The Six th Banking Software Summit 
of the Indian Business Confederation (CIO) and the 
Society for Worldwide Interbank Financial 
Telecommunications (SWIFT) have been conducted at 
the end of two conferences in Mumbai, which discuss 
these concerns. 

Just 30% (2.1 billion) of the world's 6.9 billion 
population have bank accounts, while 75% of the 5.2 
billion population have mobile phones. "In India, 200 
million individuals are entering a bank account and 
811 million are using their cellular telephones. With 
a population of 1,2 billion, this converts into 68 
percent of the people who have mobile phones and 
just 17 percent that have bank accounts. The 
figures speak with themselves. 

Unless one considers the figures above, one can 
very well infer that the growth of the banking sector 
has already an acceptable scale. Then strong and 
creative marketing tactics are expected to reach the 
exposed demand. Developments in marketing 
strategy of banks have been found as late as:  

1. Advertising is, among other unique devices, 
the undisputed limit method for banks to 
date. The most expensive publicity rate for 
ads, including postal facilities, was 52% 
relative to 58% in 2007. 27% of the 
communications expenditures paid for 
external affairs, up from 21% in 2007. 

2. There is a growth in customer standards. 
With further customer awareness they are 
now expecting and willing to pay rates for 
progressively further value-added services. 

3. The necessity for now is portable banking. 
For customers who have not the luxury of 
visiting the bank themselves, this has been 
a benefit. The most favorable aspect for 
banks is that the expenses of delivering 
service to consumers are greatly 
decreased. Additionally, the nuances of its 
sponsored scalable banking systems are 
being used by service providers to draw 
and retain new customers. 

4. Social networking is now a communication 
tool for financial services. In 2009, 40% of 
banks used social media to sell. Digital 
network administration (i.e., Face 
Facebook, Instagram, etc.) is utilized by 29 
percent. Facebook, utilized by 76 percent of 
banks, is one of Twitter's 37 percent most 
popular network news outlets. Contact and 
competition were the key factors that social 
media is being utilized. 



 

 

 

Annu1* Dr. Vipin Mittal2 

w
w

w
.i
g

n
it

e
d

.i
n

 

1614 

 

 Journal of Advances and Scholarly Researches in Allied Education 
Vol. XIV, Issue No. 2, January-2018, ISSN 2230-7540 

 

5. When technological bases have been steadily 
used, Indian banks' operational performance 
has improved. Most of them had mastered the 
Internet by 2009 and several of them had 
websites. Marketer claimed that e-newsletters 
were the most persuasive Internet marketing 
tools, travelled by search engine ads and 
eventual patronages. 

6. The application of ads has become the extent 
of utter banking usage over the past few 
years. Marketing spending rose in 2009 given 
the current condition of the economy and the 
banking sector. Almost 60 percent of banks 
announced that in 2009 they were pursuing 
the same sum as in 2007 to raise their 
marketing expenses. Many banks regard 
commercialization as their strategic catalyst. 

7. Focus on Gradual New Consumer Growth: 
Then, banks are based on the future benefit of 
partnerships and their probability of interaction 
and maintenance instead of generating as 
much account as possible. 

8. Email Addresses for social occasions: The 
purpose of gathering (and using) email 
addresses was never particularly important as 
emails are paired with growing normal 
channels and the outcomes are improving. 

CONCLUSION 

The banking services sector has experienced critical 
changes in the last a long time. These progressions 
are expected not exclusively to enormous bank 
mergers and key partnerships between banking 
gatherings, yet additionally to the expanding 
administrative deregulation of the banking market and 
the diminishing the state intercession in banking 
issues; the above have prompted the production of 
another market which is portrayed by a slight increase 
in primary requests and less administrative restrictions. 
The protection and fundamentally the increase of 
pieces of the overall industry establish the primary 
goal of all banking organizations and numerous 
techniques have been executed so as to keep up their 
customers. 
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