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The marketing approach involves anticipating, identifying, reciprocating (through 
designing and delivering customer-oriented services), and satisfying the customer’s needs 
and wants effectively, efficiently and profitably. Banking is a personalized service-
oriented industry and hence should provide services, which satisfy its customer’s needs.  

Bank marketing refers to the creation and delivery of want satisfying services to the 
present and perspective customers at some profit to the banks by integrating various 
banking activities effectively. Bank marketing must be customer-oriented, thereby 
keeping a track of the hopes and expectations of customers. The new marketing concept 
revolves around consumer satisfaction. Every business wants to grow consistently. It 
wants to attain a growth, which knows no end. The consumer satisfaction is the basis of 
all business actions with a view to earn more profits which continue to grow. 
 
INTRODUCTION 

Financial institutions act as a channel through which the financial surplus of saving group 
in society are collected and then redistributed to groups in a society, which have a 
financial deficit. Within the financial services sector, the banks constitute an important 
segment of financial intermediaries as is evident from the fact that the aggregate deposits 
of banking sector as a whole constitute approximately 80 per cent of the total money 
supply in Indian economy. 

The strong economic system is the basic necessity for every nation. The progress of the 
nation is entirely dependent on the resources that constitute the economy like business, 
Industries, power generation, transportations, communications rural developments, 
tourism, horticulture, agriculture and its allied activities. All these big elements of the 
economy are interrelated and interdependent to each other. But banking sector is the 
foundation pillar for all these essential components that constitute the nation’s economy. 
A sound and effective banking system is an essential need of a healthy economy.  

At the beginning of the 21st century, banks across the world have become complex 
financial organizations that offered a wide variety of services to international markets. 
Supported by technology, banks are working to identify new business places, to develop 
customized services, to implement innovative strategies and to capture new market 
opportunities. The tremendous advances in technology and the aggressive infusion of 
Information Technology had brought in a paradigm shift in banking operations. For the 
banks, technology has emerged as a strategic resource for achieving higher efficiency, 
control of operations, productivity and profitability. This has instigated the banks to take-
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up technology to meet the increasing customer satisfaction and to face stiff competition. 
Therefore, Indian banks now have to develop modern banking services with world class 
service standard for satisfying their customers. Banks have witnessed an amazing change 
in the Indian banking sector as a part of the financial sector reforms. Today, growing 
competition in the banking sector has moved towards customers’ centric banking. The 
competition has forced into a new marketing policy in the banking sector. One of the 
major determinants of banking services is the customer satisfaction, which can be 
enhanced by using modern banking services.  

Banks have traditionally been in the forefront of harnessing technology to improve their 
products, services and efficiency. They have, over a long time, been using electronic and 
telecommunication networks for delivering a wide range of value added products and 
services. The delivery channels include direct dial-up connections, private networks, 
public networks etc and the devils include telephone, personal computers including the 
Automated Teller Machines, etc. with the popularity of Pc, easy access to internet and 
World Wide Web (WWW) internet is increasingly used by banks as a channel for 
receiving instructions and delivering their products and services to their customer. This 
form of banking is generally referred to as internet banking although the range of 
products and services offered by different banks vary widely both in their content and 
sophistication. Tremendous growth of internet during the mid nineties prompted banks to 
utilize internet as a medium for offering banking services. In internet banking banks 
allow their customers to perform banking transactions through their website in a secure 
way.  

A strong banking industry is important in every country and can have a significant effect 
in supporting economic development through efficient financial services. In India the role 
of the banking industry needs to change to cope up with the globalization movement both 
at the procedural level and at the information level. 

Concept “Bank Marketing” is the combination of two different words, Bank and 
Marketing.          In a true sense, it is application of marketing principles in the banking 
services or conceptualization of   marketing in the decision-making process of banking 
organization. 

The marketing approach involves anticipating, identifying, reciprocating (through 
designing and delivering customer-oriented services), and satisfying the customer’s needs 
and wants effectively, efficiently and profitably. Banking is a personalized service-
oriented industry and hence should provide services, which satisfy its customer’s needs. 
These customers come from different strata of economy. Naturally, the need of each 
group of customers is different from that of the others. It is therefore, necessary to 
identify different groups of customers, find out their needs, design the schemes to suit 
their needs and deliver these schemes in the best possible manner. 

Bank marketing refers to the creation and delivery of want satisfying services to the 
present and perspective customers at some profit to the banks by integrating various 
banking activities effectively. Bank marketing must be customer-oriented, thereby 
keeping a track of the hopes and expectations of customers. Banks should always strive 
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for creating new and innovative services, keeping in view the changing needs and life 
style of their customers from time to time.  

The new marketing concept revolves around consumer satisfaction. Every business wants 
to grow consistently. It wants to attain a growth, which knows no end. The consumer 
satisfaction is the basis of all business actions with a view to earn more profits which 
continue to grow. 

According to the new concept about marketing the theory of banking says that the banks 
exist or the customers; the most important person is the customer; that the customer is the 
purpose of business and is the most welcome and valued person on its premises. 

‘The customer is the king’ Today each and every bank chants ‘the customer is king’ 
mantra. It was quite a different story not so long ago. New marketing concept applied to a 
bank means that: 

The bank should continue to create new services for the use of customers and deliver the 
existing services to consume most effectively. 

Bank marketing must be customer-oriented.  

Owners, whose return is to measure primarily by profits that the banks earn, supply the 
banks with equity capital. This is not to say that banks should ignore serious community 
problems because they are not profitable to the banks. 

OBJECTIVE OF STUDY 

1) To analyse the comparative marketing practices adopted by Public and Private Sector 
Banks 

2) To evaluate the customer satisfaction level of customers regarding the available 
marketing practices of Banks  

3) To identify the problems experienced at different levels and recommend suggestions to 
strengthen the marketing practices and strategies in Banking Sector.  

HYPOTHESIS 

Within the framework of the above objectives, the thesis seeks to test the following 
important hypothesis: 

1) That the marketing practices followed by public sector banks and private sector banks 
are same. 

2) That there is no difference in the level of customer satisfaction in both two                                                
sectors of banks. 
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RESEARCH METHODOLOGY  

Research methodology helps us to systematically solve the research problem. Every kind 
of research study indicates with defining the research problem. Formulation of the 
problem is the first and vital step in research. 

To achieve the first objective, i.e. to hold a comparative examination of the current 
marketing practices deployed by Public and Private Sector Banks we will conduct a 
survey of 10 top marketing executives from the already selected banks and we will 
prepare a questionnaire relating to marketing practices in banks. An interview will also be 
conducted of the selected executives. 

To attain the second objective, i.e., to evaluate the perception of customers regarding the 
available marketing practices of Banks a field survey of customers of both sector banks 
will be conducted. A sample of 500 customers will be taken on simple random sampling. 
A structured questionnaire will also be prepared to collect information from customers 
regarding different types of services being deployed by various sectors of banks.  

To fulfill the third objective, i.e. to identify the problems experienced at different levels 
and recommend suggestions to strengthen the marketing practices and strategies in 
Banking Sector.  

RESEARCH DESIGN 

Research design is the plan structure and strategy of investigation conceived so as to 
obtain answers to research questions. It is an arrangement of the essential conditions for 
collection and analysis of data in a form that aims to combine relevance to research 
purpose with economy in procedure. Research design attempts to systematically solve 
research problems. It is used for conducting research and compiling data. It provides an 
empirical and logical basis for drawing conclusion. To accomplish the objectives of study 
both primary and secondary data will be needed. 

DATA INTERPRETATION AND ANALYSIS 

 
Table 1 
Profile of the Bank Officials (N =100) 

Variables  Public Sector Bank Private Sector Bank 

Frequency Percent Frequency Percent 
 
Gender  

Male 23 46 30 60 

Female 27 54 20 40 
 
 
Age  

Below 30 years 4 8 4 8 
30-40 years 12 24 13 26 
40 -50 years 22 44 27 54 
Above 50 years 12 24 6 12 

 DGM 3 6 3 6 
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Designation 

AGM 5 10 7 14 
Chief Manager 8 16 8 16 
Senior Manager 15 30 15 30 
 Branch Manager 14 28 13 26 
Assistant Manager 5 10 4 8 

The gender of the respondents is one of the most important profiles of the customers. 
Since the gender may play an important role in the performance of the customers. This 
profile considers towards the current marketing practices deployed by public  and 
private sector banks. 

Table 2 
Marketing Strategies adopted by the public and private sector banks 

Marketing 
Strategies 
adopted by the 
bank 

 Public Sector Bank Private Sector Bank 

Number of 
respondents 

Ranking Number of 
respondents 

Ranking 

Product  31 4 39 2 

Price  35 3 42 1 

Place 39 2 25 4 

Promotion 43 1 37 3 

 
From the above study it is clear that most of the bankers in public sector bankers i.e., 43 
are in the opinion that promotion (1st in ranking) regarding strategies are most 
influencing strategy in comparison of other marketing strategies. 39 bank executives have 
the view that they are adopting place as the marketing strategy tool (2nd in ranking). 35 
bank executives felt that they are focusing in price as the marketing strategy (3rd in 
ranking). 32 bank executives opined that they are adopting product as the marketing 
strategy (4th in ranking).    
In case of private sector banks  42  bank executives opined that they are adopting 
marketing strategies related to price (1st in ranking),  39 bank executives viewed that 
they are adopting product related marketing strategy (2nd in ranking). 37 bank executives 
opined that their marketing strategies are related to promotion (3rd in ranking). 25 bank 
executives viewed that they are adopting marketing strategy related to place (4th in 
ranking). 
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Table 3 
A Comparison of Knowledge regarding the Banking Product/Services of Public 
Sector Banks and Private Sector Banks 

 
 
Statement 

 
Public Sector Bank 

 
Private Sector Bank 

 
t value 

 

 

 

 
    σ 

 

 
Ske. 
 

 
Kurtosi
s 
 

 

 

 
    σ 

 

 
Ske. 
 

 
Kurto
sis 
 

 

ATMs 4.926 .358 -
7.13
2 

63.668 4.833 .468 -2.871 7.462 -5.205 

Electronic Fund 
Transfer 

4.170 .704 -
.946 

2.374 4.243 .620 -.217 -.594 -4.468 

Electronic Bill 
Payment 

4.150 .704
1 

-
.914 

2.295 4.200 .622 -.167 -.553 -5.251 

E-Cheque 2.746 1.18
6 

.840 -.668 4.080 .771 -1.369 3.597 -4.014 

Internet Banking 4.096 .731
7 

-
.719 

.754 4.240 .619 -.209 -.585 -4.468 

Tale-Banking 4.1433 .751
45 

-
1.28
9 

3.725 4.236
7 

.634
03 

-.321 -.271 -2.656 

e-Investment 2.5100 1.09
265 

1.17
4 

.382 3.940
0 

.926
97 

-.996 .870 -3.234 

The Table 3 reveals that 94.33 percent of the respondents very frequently use the ATM.  
Further, the application of chi-square test reveals a significant difference in the opinion of 
the customers regarding the usage of ATM, as the calculated value is greater than the 
table value 13.28 at 1 percent level of significance. The Table 3 reveals the rating scale 
given to respondents regarding the Electronic Fund Transfer. It is observed that the mean 
value of the views with regard to this is 4.17. It is higher than the mean standard score 3 
in five point scale. The variation in mean score is 0.704. This shows that the frequency of 
the respondents regarding the ATM usage is ranging between high to very high.  
Further, while analyzing the views of the respondents regarding the use of Internet 
banking, it is noted that the respondents do use Internet banking. The mean value support 
the above opinion. It is higher than the mean standard score which shows that the opinion 
of the respondents is ranged from very high to high. The standard deviation and skewness 
of response supports the above analysis. It reveals that there is a significant difference 
between the opinions of the respondents regarding the use of Internet banking. 
 The mean score of the responses relating to electronic bill payment is 4.150 which is 
higher than the average standard score 3 on the five-point scale. The standard deviation is 
.704 and skewness is -.914 which shows that opinion ranges between very high to high.  

The table 3 exhibits the mean score of responses relating to e-cheque is 2.746 which is 
slightly lower than the average standard score. The variation in opinion is recorded at 
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1.186. Further while analyzing the views regarding of customers to the e-investment it is 
noted that most of the respondent are not acquaint to do e-investment. The mean value 
2.463 supports the analysis. The standard deviation is 1.092 and skewness is 1.174.  

Table 4 
Customers Opinion, Perceiving the Internet Banking in Public Sector Bank and 
private sector banks 

 
 
Statement 

 
Public Sector Bank 

 
Private Sector Bank 

 

 

 

 
    σ 

 

 
Ske. 
 

 
Kurtosis 
 

 

 

 
    σ 

 

 
Ske. 
 

 
Kurtosis 
 

Internet 
Banking 
enables to 
conduct 
financial 
transaction 
more quickly 

4.841 .398 -2.464 5.574 4.826 .389 -1.928 2.359 

Internet 
Banking 
improves 
one’s 
effectiveness 
in 
conducting 
banking 
transaction 

3.857 1.09
0 

-.517 -1.043 4.213 .867 -.897 .027 

Internet 
Banking 
provides 
convenience 
since it is 
available 24 
hours, 7 days 
of the week 

4.710 .481 -1.270 .408 4.682 .474 -.897 -.909 

Internet 
Banking is 
time saving 
as compared 
to traditional 
banking 

4.390 .887 -1.473 1.515 4.465 .808 -1.620 2.362 

Internet 
Banking is 
easy to use 

3.825 .973 -.465 -.744 3.992 .890 -.684 -.177 
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Internet 
Banking is as 
safe as other 
modes of 
banking 

2.769 .860 .861 .067 2.988 .918 .299 -.789  

Source: Primary Probe 
It is evident from the table 4 that the mean value, i.e. 4.826 of the customers’ opinion 
regarding internet banking enables to conduct financial transaction more quickly is higher 
than the mean standard score. The standard deviation, i.e., .389 the skewness and the 
kurtosis are -1.928 and 5.574 respectively. It depicts that the majority of the opinion is 
divided between agree and strongly agree responses.  

It is observed that the majority of the customers are of the opinion that internet 
banking improves one’s effectiveness in conducting banking transaction. The mean 
value, i.e. 4.213 of the responses supports the above view.  

It is observed that the respondents agree with this opinion that Internet Banking is 
time saving as compared to traditional banking. The mean score 4.465 which shows that 
the opinion of the respondents is ranged from strongly agree to agree. The standard 
deviation .474 and skewness -.897 of response supports the above analysis.  

It is quite evident from table the 6.20 that the mean value of the responses relating 
to internet banking is easy to use is 3.99.The standard deviation .890, and skewness -.684, 
which shows that variation is towards higher side of the mean standard score. The mean 
value, standard deviation and kurtosis support our findings. It is also observed that the 
mean score of the responses relating to Internet Banking is as safe as other modes of 
banking is 2.988 which is less than the mean standard score 3 on the five-point scale. The 
standard deviation is .918 and skewness is .299, which shows that variation is towards 
lower side of the mean standard score 

As it is evident from the table that the employees of both public sector  and 
private sector bank  firmly believe that the training imparted to them increased the overall 
productivity of the bank, improved efficiency of the bank, employees are more 
comfortable , Improved House Keeping and Improvement in customer service or 
satisfaction. Much disparity could not be found in the comparative mean score of public 
sector and private sector bank.  

The comparative study, however, reveal that the comparative mean  score in three 
point scale of responses of public sector and private sector banks are 1.500 and  1.160, 
1.580 and 1.560 respectively. While mean score are more of private sector banks with the 
mean responses of 1.560 and 1.520, 1.640 and 1.600 respectively. 
           The skewness is positive in all cases. It reveals that the majority of the respondents 
are scattered more towards the higher side of the standard average score.   

But on comparing the data of both sector banks, we can say that standard 
deviation is more in all cases of private sector banks then the public sector banks. On the 
whole, it can be said that the responses are more inclined towards the favorable side of 
the average mean. 
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Table 5 
Factors being considered while formulating promotional strategies 

 
 
Statement 

 
Public Sector Bank 

 
Private Sector Bank 

 
 

 

No of 
Respondents 

Ranking No of 
Respondents 

Ranking   

Becoming a market leader 
by introducing new 
innovative products 

40 2 47 2 

Just follow other banks 
12 5 6 5 

Do some modifications in 
your existing schemes as 
per market needs 

42 1 44 1 

Remove the existing 
schemes which are 
rendered inefficient or 
costly to the bank 

22 4 20 4 

Feedback received from 
your branches on different 
aspects 

37 3 43 3 

         The analysis of bankers on the basis of factors being considered while formulating 
promotional strategies depicts that out of total respondents in the public sector bank 42 
bankers considered that some modifications in the existing schemes as per market 
needs(1st in ranking), 40 bank executives  have considered that becoming a market leader 
by introducing new innovative products (2nd  in ranking ), 37 respondents have 
considered that feedback received from your branches on different aspects( 3rd in 
ranking) Remove the existing schemes which are rendered inefficient or costly to the 
bank 
(4th in ranking), 12 bankers have considered just follow other banks while formulating 
own banks promotional strategy (5th in ranking). 
In case of private sector banks on the basis of above analysis 47 respondents have 
considered that becoming a market leader by introducing new innovative products is the 
main factor in their promotional strategies  (1st in ranking), 44 bankers have considered 
that some modifications in existing schemes as per market needs (2nd in ranking), 43 
bankers have considered that they will formulate the strategies on the basis of feedback 
received from different branches on different aspects (3rd in ranking), 20 bankers have 
considered the to remove the existing schemes which are rendered inefficient or costly to 
the bank (4th in ranking), 6 bankers have felt that just follow other banks (5th in ranking)  
 
 Rating Given by Respondents regarding their satisfaction level to overall services of 
the bank. 

Table 5 clearly shows that as per respondents’ opinion regarding Internet banking 
in banking industry rating given by very satisfied, satisfied, somewhat satisfied and not at 
all satisfied with 1 percent, 15.3 percent, 75 percent and 8.7 percent respectively. In short, 
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it can be concluded that customers of public sector banks were not happy with the overall 
services. The mean score and standard deviation also support our findings. The calculated 
values of Chi-square test of goodness of fit are more than the table value at 1 percent 
level of significance for different attributes and the null hypothesis is rejected. It reveals 
that the opinions of the respondents also support our result. 
 

Table 5 
Rating Given by Respondents regarding the overall service of the Public sector 
banks 

Rating Scale Frequency % of 
Respondent 

Mean Score/Chi 
Square Value 

1 Very satisfied 3 1.0 Mean = 2.9133 

S.D. =.522 

Chi Square Value 

       =  412.347 

2 Satisfied 46 15.3 

3 Somewhat Satisfied 225 75.0 

4 Not at all satisfied 26 8.7 

Total 300 100.0 
Source: Various Questionnaires from Respondents 
 
Table 5 clearly shows that as per respondents’ opinion regarding Internet banking in 
banking industry rating given by very satisfied satisfied, somewhat satisfied and not at all 
satisfied with 8.3 percent, 60.7 percent and 29.0 percent and 2.00 percent respectively. In 
short, it can be concluded that customers of private sector banks were happy with the 
overall services. The mean score and standard deviation also support our findings. The 
calculated values of Chi-square test of goodness of fit are more than the table value at 1 
percent level of significance for different attributes and the null hypothesis is rejected. It 
reveals that the opinions of the respondents also support our result. 
Table 6 
Rating Given by Respondents regarding the overall service of the Private sector 
banks 

Rating Scale Frequency % of 
Respondent 

Mean Score/Chi 
Square Value 

1 Very satisfied 25 8.3 Mean = 2.246 

S.D. =.627 

Chi Square Value 

=251.387 

 

2 Satisfied 182 60.7 

3 Somewhat Satisfied 87 29.0 

4 Not at all satisfied 6 2.0 

Total 300 100.0 
Source: Various Questionnaires from Respondents 
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Rating scale of overall services of banks 

 

 
  
CONCLUSION  
The globalization of financial markets has gained additional momentum as a result of 
liberalization programme and adoption of new technologies. The period of last five 
decades has witnessed many economic developments in India. Financial sector reform 
specially banking reforms made a departure from regulated banking to market oriented 
banking. One of the important objectives of reform in financial market was to improve 
efficiency of banking system. An attempt has been made to suggest the banks to explore 
new marketing strategies for enhancement of customer satisfaction and performance of 
banks under the competitive conditions. 

Innovative product or services is one of the powerful means of performing banking 
operations from office desks or home by customer. Due to increased usage of innovative 
product or services of private sector banks could increase their clientele. To increase its 
usage, awareness among public sector bank customer has to be increased and such 
services have to be customised, so that the customers of public sector banks avail the 
benefit of these products or services. 

Internet banking is one of the powerful means of performing banking operations from 
office or home by customer. The important thing about the internet banking is that it not 
only improves efficiency and increases client’s satisfaction, but also adds to the bank 
profitability by cutting down the operational costs. As far as the usage of internet banking 
by public sector bank customers are concerned they are more reluctant for the usage of it. 

Banks of both sectors accepted the significant need of training claimed that training was 
being imparted to their employees. Both sector banks have claimed that this area needs to 
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be strengthened with specialization in customer care. As the employees working at the 
counters of the banks determine the magnitude of success of the public relation activities 

The cost of retaining an existing customer is just one tenth of the cost of making new 
customers. Hence all the bankers strongly hold the opinion the need to retain the existing 
customers. Regular feedback from customer about the services, personal visit and 
personal relationship are commonly used as important tool to maintain the existing 
customers. 

   While formulating promotional strategies respondents in the public sector bank most of 
the bankers considered that there is the need of some modifications in the existing 
schemes as per market needs. As they felt that their market needs are not up to the actual 
need. 
In case of private sector banks bankers  have considered that becoming a market leader 
by introducing new innovative products is the main factor in their promotional strategies  
(1st in ranking), 44 bankers have considered that some modifications in existing schemes 
as per market needs (2nd in ranking), 43 bankers have considered that they will formulate 
the strategies on the basis of feedback received from different branches on different 
aspects (3rd in ranking), 20 bankers have considered the to remove the existing schemes 
which are rendered inefficient or costly to the bank (4th in ranking), 6 bankers have felt 
that just follow other banks (5th in ranking)  
Survey of the customer has revealed that as far as overall satisfaction level is concerned 
60.7 % customers of public sector banks are satisfied and only 15.3% customers are 
satisfied of public sector banks. Executives of public sector bank tried to justify their 
situation with the fact that they have to do social banking too and serve a large clientele 
base. Moreover the lower level staff of public sector banks is less qualified. All this 
naturally result in somewhat lower customer satisfaction. 
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