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ABSTRACT.  

The present paper acknowledges with same limitation that Indian private sector and foreign bank’s marketing strategies are quite better than Indian public sector banks. On the basis of performance parameters like deposits, advances, interest income, and operating profits, the growth in performance is much good in foreign banks and private sector banks. The paper also suggests some policies for the enhancement of bank marketing. 
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INTRODUCTION
Human is a social animal. Throughout the life, all we do is try our best to fulfill the needs. The place where things have exchanged or say mutual needs are satisfied, is called the market and the efforts to make people awake of your offerings encouraging them to deal with and let them believe that in doing so, they are satisfying the needs at its best is defined as marketing. After the banking sector reforms, marketing has been developed as a more integrated function within financial service organizations. Banks Marketing is called as a aggregate of function directed at providing service to satisfy consumer’s financial needs and wants, more effectively than the competition keeping the organizational goal of the bank. The bank marketing has become a very complex though interesting subject as it requires the knowledge of economics, psychology, banking and also core marketing concept in marketing, it is the customers who have the upper hand. The way of effective marketing bank products lies in the systematic and professional approach towards satisfying customer’s needs. Thus, banks have to set up “Research and Market Intelligence” wings so as to remain innovative to ensure customer satisfaction and to keep abreast of market development. 
Marketing Approach to Banking Services

· To Identifying the customer’s financial needs and wants.

· To Develop appropriate banking products and services to meet customer’s needs.

· To determine the prices for the products/services developed.

· To Advertise and promote the product to existing and potential customer of financial services.

· To Set up suitable distribution channels and bank branches.

· To Forecasting and research of future market needs.
II. Review of related study
Dwivedi, R. (2007) explained that different finance functions are important but not as important as the marketing functions. Difference  between the marketing and finance functions would be detrimental to Bank   Marketing   are  the aggregate function directed at providing service to satisfy customer’s financial needs & wants, more effectively than the competition keeping in view the organizational the smooth development and also functioning of any business organization. Finance objectives such as value maximization to shareholders are integral parts of any new strategy adopted by the organization. But the objective seems to have been lost amidst t of marketing activities focusing on market share. Conscious efforts must be taken to avoid the missing core objectives.    

Dixit, V.C. (2004) concludes that for successful marketing and to make it too more effective, identify the customer needs by way of designing new products to convenience the customers. The staff should be well equipped with proper adequate knowledge to fulfill the customer’s needs. He should adopt long-term strategies to convert the entire organization into a customer-oriented one.

Gupta, O. (1997) described the emergence of services sector and banking sectors experience in service marketing. He also emphasized customer satisfaction as the key to success and suggested a  measures to meet the needs and expectations of the customers.
Objectives, Research Methodology, Database
Objectives

· Study and analyze the marketing developments regarding products and services in various bank groups.

· Suggest some strategies for the enhancement of bank marketing.
Research Methodology

Research Design

Marketing has become a buzzword in the banking sector. Customer has suddenly moved to the centre stage and he has now a choice. How do banks then attract a customer to use their product and services? One has to reckon the fact that the old loyalty can no longer be taken for granted. Banks have to make efforts to retain the existing customers and use strategies to attract new customers to their fold.  
Sample Design  

The universe of the study is of Indian banking industry. The Indian banking industry has been divided into three major bank groups.

· Public Sector Bank Group – G-I (28)

· Private Sector Bank Group – G-II (28) 

· Foreign Bank Group – G-III (29)
Parameters of Study
· The Nature of competition in the banking industry pre and post 1993

· The Performance parameters of public, private sector and foreign bank group

· Deposits

· Advances

· Interest Income

· Other Income

· Operating Profit

All the parameters has been analyzed for the period 1993 and 2007

The Growth rate is measured with the help of following formula

  Growth rate =       Yt

-Yt-1

                              --------------

                               Yt-1

Yt= Current Year, yt-1=Base Year

Database

· The Report on Trend and Progress of Banking in India 1993 and 2007 RBI, Mumbai
Challenges of bank marketing

· Technology

Marketing by private sector banks and foreign banks as well is more effective than public sector bank because these bank is IT oriented. Private sector bank and foreign bank is attracting more customers by providing their e-services. Thus, technology has become a challenge before the public sector banks.
· Trust of Customers

Marketing can be enhanced only by increasing the customers. Customers can be increased only by winning the trust of the customers.
· Staff is Untrained
Often it happened that when a prospective customers approaches the branch, the employee seem to has very little knowledge about the scheme. These reflect an ugly picture of our bank’s image. Banks are not losing one prospective customers but ten more customers who would be touch of this man. Attitude of the employees towards customers are also not very well. Thus, it is a need of time to retrain the staff.

· Rural Marketing

This is a critical challenge before the Indian banks to enhance rural marketing to increase their customers. Banks must open their branches not only in the urban and semi-urban areas but also in the rural areas as well.

· Customer Awareness

Customer awareness are also a challenge before the banks. Bank can market their products and services by giving the knowledge about the product to customer or by awarding the customer about the products. Bank should literate their customers. 
Strategies for the enhancement of bank marketing

In the competitive market, needs of customer keep changing. Our marketing strategy must be dynamic and flexible to meet the changing scenario. Here the steps are that form successful and very effective marketing strategy for bank products. 
· Emphasis on Deposits

Emphasis, though in a discrete manner, should be given to mobilize more deposits as they are more profitable for the banks in comparison to demand. Introduction of products comparable to      “Kisan Vikas Patra (KVP)” of post office and product with the facility of tax rebate under section (88) of IT Act will of much help in this regard.

· Form a Saleable Product Scheme

Bank should form schemes that meet the needs of customers. A bunch of such schemes can also form a product. The bank product may include deposit scheme, an account offering more flexibilities, technically sound banking, tele, mobile, net banking, an innovative scheme targeted to special groups of customers like children, females, old aged persons, businessman etc. a bank product may consist of anything that you offer to customers. 

· Products for Women

The national perspective plan for women states that 96 pc of women workers are engaged in the unorganized sector and 84 pc of these in agriculture and allied activities like dairy, animal husbandry, handloom, handcrafts and forestry. Banks should do something to improve their access to credit which they required.

· Advertisement

Advertisement is an important part of marketing of bank products. Advertisement should be such that appeals to the people. It should not follow the orthodox pattern of narrating the product. For effective advertisement, bank should understand people’s choices.

· Selling Products in Rural Areas

For enhancing the marketing of their product, bank should be sell their products in rural areas. For it, there are need to open branches in the rural areas.

· Reconstruct Staff

The efforts in implementation of the measures is lacking among the bank staff. It is a fact that its employee is not able to rise up to the expectations of its customers. They lack in their behavior, attitude and efficiency. The phenomenon is at urban centers. Therefore, it calls for an immediate attention which are missing link in the entire process of marketing, and the bank should undertake all such steps to motivate and reorient its staff.

· Sale of Products / Services through E-delivery Channels

After the IT Act, many new e-delivery products have been introduced. These e-delivery channels are very helpful in enhancing the marketing of various products and services. Thus Indian banks should be sale the products and services through e-delivery channels.

· Sale of Products / Services through Web-sites

Internet is a network of network which connects to the world. Thus, banks should sale their products through website. This will enhance the marketing of the products not only at the national but also at the international levels.
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