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Abstract — Banking sector in India is of great significance as it is sufficiently capitalised and well-
regulated. India is ready to end up as the world’s fourth largest economy in the traverse of two decades.
Economic opulence is furnishing numerous in this crowded country with genuine purchasing power; it is
just an opening that can’t be neglected by the banks worldwide. Despite of its allure, India remains a
creating economy. Accordingly, worldwide banks looking for a nearness or expansion in India must use
tactically designed promoting procedures that consider the nation’s multiplicity of challenges like
fundamental framework, basic infrastructure, dynamic political environment, prohibitive controls,
creating nation operational dangers etc. The version is old but the tenet are new and as yet creating.
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INTRODUCTION

The Indian banking sector has emerged as one of
the strongest drivers of India’s economic growth. It
has a large geographic and functional coverage. The
sector has undergone significant developments and
investments in the recent past. Here private banks
cater to short and medium term financing
requirements, while national level and state level
economic institutions meet longer-term requirements.

Banking industry in India has also achieved anew
height with the changing times. Most of banks
provide various services such as Mobile banking,
SMS & Net banking and ATMs to their customers for
their convenience. The use of technology has
brought a revolution in the working style of the
banks. Banking today has transformed into a
technology intensive and customer friendly model
with a focus on convenience. However, changing
dynamics of banking business also brings new kind
of risk exposure. In this article an attempt has been
made to identify the major challenges and
opportunities for the Indian Banking Sector. This
article is divided in two major parts. First half
includes the introduction and general scenario of
Indian banking sector. The second half discusses
various challenges and opportunities faced by Indian
banking sector.

PRIVATE BANKS

A private bank (or business bank) is a type of retail
bank that provides services, such as accepting
deposits, giving business loans and basic
investment products.
Privatebanks perform many functions. They satisfy
the economic needs of the sectors such as agricult
ure, industry, trade, communication, so they play
very significant role in a process of economic social
needs throughout the country.

For the purpose of assessment of performance of
banks, the Reserve Bank of India categorize them
as public sector banks, old private sector banks,
new private sector banks and foreign banks.

Non- scheduled banks are those which are not
included in second Schedule of the Reserve Bank
of India.

PUBLIC BANKS:

Public banking is retail and private banking
organized on a cooperative basis. Public banking
institutions take deposits and lend money in most
parts of the world. Public banking includes retail
banking carried out by credit unions, mutual
savings banks, building societies and public,
as well as private  banking services provided by
mutual organizations to public businesses. The
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public banks are broadly categorized into two main
categories. These are :

(a) Short term lending oriented Public Banks

- within this category there are three sub
categories of banks i.e. State banks, District
banks and Primary Agricultural societies.

(b) Long term lending oriented Public Banks

- within the second category there are land
development banks at three levels i.e. State
level, District level and Village level.

RELATIONSHIP MARKETING TACTICS

Relationship marketing refers to a wide range of
‘relationship type strategies’ that have developed
over the past few decades in product as well as
service markets and in consumer as well as business
to business sectors. Recent research has empirically
investigated the premise that loyal customers are
actually more profitable. The relationship marketing
strategies involves several tactics such as: service
quality, price perception, value offers, brand image,
communication, personalization, power, cooperation.
In this article, these eight variables have been
concerned to show their effects on relationship
quality and also customer loyalty.

MARKETING TACTICS OF THE BANKING
INDUSTRY

Banking Industry is a standout amongst the most
critical service ventures which touches the lives of a
large number of individuals. Its service is one of a
kind both in social and economic perspectives of a
country. Prior the state of mind of banking benefit
was that it was not proficient to offer one's services
and was superfluous as in customary connections
and nature of products were adequate to convey
forward the assignments. Before the mid 1950's the
banks had no understanding or respect for
advertising[1]. The bank building was made in the
picture of a Greek Temple to awe people in general
about the significance of a bank. The inside was
stark and the teller once in a while grinned.
Financiers kept up grave poise and they scarcely
looked after invitingness.

It was in the late 1950's that showcasing in banking
industry rose in the west, It development was
through publicizing and advancement idea. Around
then, individual setting couldn't get a noteworthy
place[2]. Slowly there was an adjustment in the
demeanour of brokers, likely in time with the
attitudinal change in clients. The possibility of clients'
fulfilment started in the late 1950's, prospered in
1960's and turned into a necessary piece of the
banking benefits in the 1970's. In any case, a similar
pattern couldn't be material, particularly in creating

nations and to be more particular in India in light of
socioeconomic and political reasons[3].

Showcasing came into Indian banks in the late
1950's not through promoting idea but rather in the
types of publicizing and advancement idea. Before
long it was understood that showcasing rises above
promoting and friendliness Till 1950 it was perceived
that individual offering was not necessary. The
financiers made a special effort to abstain from being
blamed for offering. The investors even wiped out the
word 'offering’ and they called the capacity of client
contact 'business improvement function. The brokers'
states of mind and appreciations about promoting
changed in the 1960's[4]. They started to understand
that promoting was significantly more than grinning
and inviting tellers. The possibility of client
accommodation started in the late fifties and it
thrived in the 1960's. Financiers were starting to
comprehend the idea of market division in the late
1960's. The bank advertising calling changed
drastically in the 1970's. Promoting positions in
banks were made and showcasing was
acknowledged as a hierarchical objective.

To see how saving money services can be
advertised better, one must inspect banking as a
service industry, in the substance of a quickly
evolving condition, reclassify promoting to suit a
financier's needs, break down how the showcasing
of monetary services varies from that of different
products, recognize the assignments required there
in and put forward a progression of ventures for
powerful bank marketing[5].

At the point when current chiefs in the world over
are caught up with having their showcasing
aptitudes, brokers in India can sick bear to
disregard it and avoid worldwide changes in saving
money which are supportive of "ldeal fulfilment of
clients' needs and formation of clients for novel
products”. In actuality rivalry was not in presence.
On the one side of the fence was the State Bank of
India alone, which is getting a charge out of
Government possession and on the opposite side
were private Commercial Banks, neighbourhood by
introduction,  fundamentally  overhauling the
enthusiasm of the controlling business houses. In
this way neither the State Bank nor the others
tended to the general population. Moreover, their
service is affirmed to a restricted scope of services
which included Current Accounts, Term Deposit
Accounts and Savings Bank Accounts in Deposit
Area. In the zone of advances, limits were
endorsed on the premise of security by method for
bolt and key records and bills, bought limits, their
random  services included issuance of drafts,
gathering of outstation checks, executing standing
directions and lockers office at a couple of focuses.
It was the period of class saving money and even
the correspondence through the media was looked
downward on with scorn as something against the
fundamentals of banking culture. Indeed, even the
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commercials discharged till 1966 were exceptionally
few.

After nationalization of 14 noteworthy business
banks in 1969, keeping money framework in India is
not any more the selective save of a couple of
Industrial Houses or business families and has
turned into a vital instrument of economic changes.
Brokers, after nationalization, woke up from their
impressive confinement and got themselves put in an
exceptionally aggressive and quickly changing
condition with rivalry getting to be noticeably wild
step by step. The conventional portrayal scarcely
gets the job done the present needs. Because of
this, banks approaches towards clients and market
experienced changes and center was bit by bit
moved to showcasing their products.

Indeed, even the market analyst's view that brokers
are leasers of cash and not unimportant purveyors of
credit does little equity to the present-day financiers'
crucial part in our general public. Today banks are
for all intents and purposes getting to be "Money
related Supermarket" for their customers [6]. Banks
were product situated associations, putting before
the planned client their scope of services,
anticipating that he should pick, assuming that the
client had the information, time, premium and
aptitude to select the services that would suit him.
Alongside it, banks additionally wound up noticeably
aware of their corporate picture and its projections
and this presented the advertising rationality in saves
money with the motivation behind picture projection.

The principal significant advance toward showcasing
was started by the State Bank of India in 1972, when
it perceived itself on the premise of real market
fragments, partitioning the clients on the premise of
action and cut out four noteworthy market portions.
They are business and institutional portion, little
enterprises and private venture section, agribusiness
fragment and individual and services banking
portion. The new hierarchical system epitomized the
rule that the presence of an association basically
depends up on the fulfilment of client needs. The
sign of the revamped setup was client introduction. It
went for.

Having an aggregate perspective of client’s needs.

- meeting the recognized needs in the most
ideal way, ID of potential clients, and

- conducting exercises at the branches on the
premise of cut out market portions rather
than work shrewd.

By 1974, nature turned out to be additionally
requesting with the accentuation on mass banking
and canalization of credit into need territories and
loaning at differential rates important to the weaker
areas of the general public. This set strains on the
productivity of banks which prompted sharp rivalry,

which is adverse to the banking framework in a
definitive investigation. This time despite the fact that
banks were discussing showcasing, they were
basically offering. A remarkable change amid the
period was identified with two noteworthy parts, that
is product and advancement. The other two 'Ps' that
is cost and place were exceedingly controlled by
focal keeping money specialist. Keeping money
started to offer benefit security standard pay,
retirement benefits, cash for marriage of the little girl,
instruction for developing kids and so forth.

It was in the mid 1980's that banks understood that
showcasing was more than that. They began thinking
as far as product improvement, advertise infiltration
and market advancement. In addition banks
likewise quickened the procedure of outfitting their
staff with promoting abilities as far as both
expertise and state of mind through inward and
outside preparing.

Through the persistent adjustment and correction
in banking and execution of budgetary division
changes according to the proposal of the panel on
Economic framework the working of banks in India
has experienced sensational changes. Beginning
from exceptionally preservationist customary
banking where the service of banks was bound to
a couple in the general public, now because of
advancement and privatization, a 'U' turn has
occurred in Indian keeping money. The sign of the
changed idea went for having a full perspective of
clients' needs. That is, satisfying the distinguished
needs in the most ideal way by required service.
These wonderful changes have three stages. They
are customary banking period.

- improvement banking period, and
- bank showcasing period

Figure 1. Discloses the evolution of bank
marketing in India.
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TRADITIONAL BANKING

This period is otherwise called Pre-nationalization
period. The fundamental image of this period was
solid bookkeeping introduction of investors down the
time. At the end of the day, fastidious upkeep of
records books and an internal looking methodology
in executing business with the client. Speculation of
banks reserves depends on liquidity standards. In
advancing, the nature of security is more imperative
and the prerequisite of the client gets minimum
significance. The client was given readymade
banking products with an alternative to accept the
only choice available. Because of the constrained
keeping money arrange then accessible, the client
had little options. So the banking business continued
flourishing even with a restricted customer’'s base
and an arrangement of resolute tenets and directions
carefully watched both in letter and spirit8. Amid the
period there was solid broker client relationship
however the clients were chosen the few of every a
general public. This period is prevalently known as
time of class banking.

IMPROVEMENT BANKING PERIOD

It is also called post-nationalization period. There
was sensational change with the nationalization of 14
noteworthy business banks in 1969. Propelled by the
notable economic destinations of nationalization
went in for wonderful branch development amid the
seventies to cover each niche and corner of the
nation. Money related help on an extensive scale
was made accessible to the economically weaker
areas of the general public , The sheer greatness of
improvement banking exertion embraced by open
segment banks amid this period stays unmatched by
the keeping money industry anyplace else in the
world9. To the extent the advancement of bank
showcasing is concerned, the financiers left their
ivory towers and connected with the majority. An
extensive number of store and advance plans were
produced amid this period as indicated by the
necessities of various segments of society according
to the national needs. Despite the fact that investors
connected with the majority, at that point,
introduction and outlook still did not advance much
past the accept the only choice available disorder of
the pre-nationalization time. The fundamental reason
is that the financier was all the while working
merchants' market. The derivation of this situation
recommends that the financier of this period never
thought that it was important to learn what the client
really needed. What the financier did was available a
couple of products to the clients and push sufficiently
hard among the clients with a specific end goal to
accomplish the foreordained levels of stores and
advances settled by the bank. At the end of the day,
the bank embraced an offering position. The train of
bank promoting travelled some separation in as
much as showcasing apparatuses like market
division, product enhancement and development
were explored different avenues regarding. For

example, the State Bank turned out with its market
division conspire and creative credit products like,
IRDP, Differential Interest Rate Scheme and Crop
advances, were broadly showcased.

In any case, the fundamental substance of
advertising still couldn't seem to be consumed by the
brokers on the loose.

BANK MARKETING PERIOD

It is otherwise called present day time frame. The
distracted pace of branch extension and credit
dispensing amid the advancement banking period
has coordinate effect on the strength of open part
banks. The genuine result was the expansion of
misfortune making branches. The issue of
correspondence and transport organize in the field,
rising client disappointment with saving money
services, and resultant unresponsiveness of bank
staff towards formative work are the essential
purposes behind this. The RBI encouraged
business banks to check out the situation, to merge
their increases and go moderate on branch
extension, in this manner introducing the time of
union. The bank pictures the hazard intrinsic in
proceeding to work together as some time recently.
So there is a developing mindfulness that
showcasing was a basic device in the hands of the
broker, an unpreventable need without which
maybe survival itself may wind up plainly
troublesome in future.

The most imperative elements which have given a
force to the bank promoting in the nation are
Economic Disintermediation. The fundamental
occupation of a broker is to acknowledge stores
from  economic  specialists or potentially
contributors and subsequent to giving assets to
statutory commitment like SLR and CRR bank
stretch out credit to borrowers. The distinction
between store financing cost and the credit loan
fee is the investor's 'spread'. In this way the bank
goes about as an interlinking component and this is
called monetary intermediation as in figure 2.

DEPOSITOR ]’ — BANKER ’-}——> BORROWER

Figure 2. Financial Intermediation

In another point, the financier unites the individuals
who have surplus reserve and the individuals who
need it. This has been the procedure throughout
the previous couple of decades in India. Presently
because of the opening of new roads for both
organization of surplus reserve and furthermore to
secure assets, meeting of contributor and borrower
through banks are currently meeting without the
intercession of bank. There are various non-
keeping money choices for the investor like offer
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market, Post-office sparing, UTI, shared subsidizes
and friends settled store. All these are speculation
roads and numerous other comparative ones have
overflowed in to the Indian money related market.
Besides, it is an unavoidable procedure of fast
economic development. The result of these
procedures is undermining the customary keeping
money capacity of middle person amongst economic
specialists and borrowers. This is known as the
procedure of money related disintermediation which
is delineated in figure 3.

DEPOSITOR }» —— BANKER '—O BORROWER \
— I

3

Figure 3. Financial Disintermediation

The fundamental result is that the procedure of
budgetary disintermediation cut the top of
conventional saving money. On the one side, store
activation is debilitated in light of option lucrative
speculation roads are accessible to investors.
Comparative is the situation for loaning perspective
likewise on the grounds that borrowers would now be
able to get to less expensive and less lumbering
roads for raising assets. More or less, money related
disintermediation has made a genuine danger to the
very survival and development of essential keeping
money exercises.

In such a circumstance, banks have been quickly
searching for contrasting options to survive and
flourish. It is here that bank advertising acted the
hero. With its accentuation on the centrality of the
client to whole banking operations, the bank
showcasing idea has given an exit plan as a large
group of new banking services and instruments.
Bank advertising has developed as the main survival
system for banks defied with a quickening pace of
disintermediation.

SIX TACTICS FOR DEVELOPING BANKING
PRODUCTS

In the wake of the notoriety of the American Sniper
film, it may be useful for investors to consider
product advancement as far as some key lessons
gained from uncommon operations fighting. Consider
these key six tactics commonly used by unique
operations groups:

REASON

Every mission has a reason that the whole group
gets it. Does everybody engaged with product
improvement at your bank comprehend why you are
evolving products? If not, get them on board; else,
you will meet barriers later. To help accomplish
lucidity, an undertaking sanction, settled upon by the
whole product advancement group, can give both a
mission statement and an arrangement of rules that

your group can use to control future choices when
data is vague or opposing.

STRAIGHT FORWARDNESS

While products that element a ton of fancy odds and
ends are enjoyable to construct and will without a
doubt keep your call focuses occupied with customer
questions, they are not generally the best solution for
your bank or for your customers. On the off chance
that a stage investor can't clarify a record or product
in three sentences or less, it's excessively
confounded. That doesn't mean, in any case, that
each bank should simply offer its own particular kind
of free checking and the 30-year settled rate
contract.

Driving client conduct through focused motivators,
particular to your client base and your bank, is the
best way to continue economic records gainful.
Finding inventive loaning arrangements that
address the issues of recent college grads will be
basic to banks hoping to fight off shared and other
non-bank credit suppliers like Lending Club and
Kabbage. Utilizing conduct driven evaluating and
product procedure enables your clients to bank the
way they need while you look after benefit.

Many banks have a variety of products that treat all
clients the same, as opposed to concentrating on
building one product that treats their clients
distinctively in light of what they do (their practices).
The best banks — those that tune in to their clients
and react — consider client conduct and give
adaptable answers for individual money related
necessities, without presenting pointless
unpredictability.

SPEED

The upsides of speed and astonishment in a battle
region are self-evident. Speed in new product

advancement enables your bank to exploit
advertise open doors as they introduce
themselves.

Are your frameworks and procedures improved for
speed in exploiting new income openings, or would
they say they are tuned for existing conditions? On
the off chance that you have to get custom
programming from your center supplier to present
another product, and if your audit and testing
process takes a large portion of a year, your
income will endure.

SECURITY

Keeping the points of interest of activity designs
mystery until the point that execution keeps
adversaries speculating the following move. | grow
this conclusion past just data security to the
security of knowing your product design considers
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every single conceivable result, which is less
demanding said than done.

There are a lot of schools and preparing open doors
for financiers hoping to figure out how to guarantee
credit, oversee consistence or design organize
servers, however exceedingly few for those hoping to
figure out how to convey an effective product in a
convenient manner. Experimentation can be
agonizing so captivating an outsider with broad
involvement in the product you are propelling can
help keep you from stumbles that can take a very
long time to loosen up.

REITERATION

Reiteration in procedures and preparing is basic in
the event that you need your group to cooperate
viably. Making a repeatable, versatile process in
product advancement begins with an all-around
archived arrange for that enables all colleagues to
give include while keeping the undertaking pushing
ahead.

Activities slow down when well-meaning colleagues
set up detours because of absence of assets,
misconstrue a task's motivation or neglect to
perceive the market capability of the new products.
Following a procedure that is settled upon ahead of
time of another product venture helps shield
unaddressed basic issues from causing a fizzled
product dispatch and minor issues from wrecking an
undertaking in process.

It is exceptionally useful to have a senior bank
pioneer champion the improvement of the procedure
documentation to guarantee that everybody on the
group gets tied up with the new structure.

SHOCK

Astounding your customers with unforeseen
advantages in another product or service drives
engagement and appropriation. The shock can be as
straightforward as a telephone call from a broker
ensuring another plastic touched base as asked for
or as confounded as a layered money rewards
structure for a progressed economic records.

In a perfect world, the unexpected factor begins a
positive  criticism circle of new customers
evangelizing your new product to loved ones, trailed
by them opening new records and telling more loved
ones. That input circle is the minimum costly and
most astounding worth promoting your bank can do
and everything begins with a shock.

Reason, straightforwardness, speed, security,
reiteration and shock — simple to state, justifiably
more entangled to try. The new universe of banking
that we work in requires another way to deal with

keep product advancement as the motor of income
development instead of the grapple keeping it down.

CONCLUSION

The Indian banking crucial issue today, we accept, is
low profitability: costs are rising even money related
and operational insights are humiliating. The general
population segment banks, which are the pillar of the
Indian managing an account framework, have lost a
lot of its previous fitness. On the other, the private
division banks are wandering into a radical new
session of mergers and acquisitions to grow their
bases. Further, money related deregulation and
expanding globalization have brought new rivalry to
local keeping money, and permitted significant
broadening by banks, insurance agencies and co-
agents. Deals advancement endeavours are for the
most part squandered. Coordinate advertising
mailing has poor reaction. Rate of new saving
money product disappointment is disturbing. So
there is an emergency in banks" advertising.

To be fruitful, a bank must have quality workers,
inventive service, have the capacity to utilize
innovation viably adjacent to having the correct
products and dissemination channels. Its vital
model should center around institutionalization,
correspondence, broadening and globalization. It
isn't sufficient that there is promise to the model at
the more elevated amount. It ought to permeate to
the lower levels as well. In this way paper gives a
guide to outlining winning meeting systems through
after advances.

\ Finish a self-finding and pick target
fragments

\ Evaluate potential markets
\ Examine contenders

\ Need to service

instrument.

fortify conveyance

\ Create imaginative product and service,

\ Deals constrain preparing for updating the
state of mind and their aptitude.

In nutshell, to be the best broker, the attention
ought to be on surpassing client desires with
administrative date base aptitude, quality
individuals, superb products and amazing service.
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