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Abstract  

Promotional strategy is a process that can allow an organization to concentrate its limited resources 
on the greatest opportunities to increase sales and achieve a sustainable competitive advantage. The 
promotion is to inform and remind individuals and persuade them to accept, recommend or use of a 
product service or ideas. Promotion is a demand stimulating aid through communication. The 
research is conducted for analyzing the level of opinion on various promotional strategies opted by 
the ICICI bank in the Rajasthan region.  The objectives of the study are to analyze the level of opinion 
on various promotional strategies opted by the ICICI bank in relation with the demographic details. 
The data collected were analyzed using the SPSS software. The study location was the Rajasthan 
region. The study is based on different elements of the promotional strategy opted by the ICICI bank 
for their customers.  

Keywords:- Promotional Strategies, Customer, Demographic Factors, ICICI Bank, Rajasthan. 

Introduction 

Indian banking is at cross roads today. With the deregulation and liberalization process in full swing, 
the consequent policy changes introduced in the Indian financial system in general and banking in 
particular are effecting unprecedented changes in its functioning. With the emerging changes did 
spring up new challenges of commercial viability, cost effectiveness, effective marketing strategy, etc. 
Market oriented policies also gave birth to new players like foreign and private sector banks and 
subsidiaries offering varied high tech and cost-effective Service. There was an absolute shift from 
sellers into buyers’ market, establishing the ‘consumer’ as the key factor in the market. The dictum 
“as the bank exists because of its customers, has become more pronounced and relevant in the 
present context”. Thus, marketing constitutes the key strategy for banks to retain good customers and 
also anticipate their future demands. 

Promotional Strategies in Banks 

The promotion is to inform and remind individuals and persuade them to accept, recommend or use 
of a product service or ideas. Promotion is a demand stimulating aid through communication. Any 
marketing promotion campaign has two objectives. 'They are to inform the prospective customer and 
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then to persuade him. Due to the inherent intangible nature of services, the customer of banking 
service relies more on subjective impression rather than concrete evidence. When a bank comes out 
with a new product, it makes its target customer segment aware of it only through marketing 
promotion. It may be in various forms like press advertisement, sales campaign, word of mouth, 
personal interaction directly mailing. Making the customer may be enough if the product is unique or 
in great demand. But this may not be so always. So, the second fundamental objective of a promotion 
campaign is to persuade the customer to buy the product in preference to other similar products 
available in the market. 

The promotive effort for banking services consists of both personal and impersonal devices. Personal 
device is purely subjective in nature and it differs from person to person. Impersonal promotion can 
be through advertising, publicity and sales promotion. Personal selling is the responsibility of the 
bank staff. Impersonal selling should be done by the respective banks and their association like Joint 
Publicity Committee for public sector banks and Indian Bank Association. The bank must try to 
understand the real needs and aspirations of the society and provide such product or services which 
will satisfy their assets. Promotional strategy should be designed to suit not only the present market 
but also the potential future market. 

Review of Literature  

Promotion is the direct way an organization tries to reach its publics. This is performed through the 
five elements of the promotion mix including advertising, sales promotion, personal selling, public 
relations and the direct marketing (Czinkota & Ronkainen, 2014). With the growing importance of 
the financial sector, pressures are escalating for more effective marketing management of the 
financial services. Despite the recent recessions, the financial services sector is continuing to grow in 
terms of turnover and profits and thus, has a supreme impact on the other spheres of the economy. 
Consequently, there is currently growing interest in applying marketing techniques and tools in 
financial services (Meidan, 2018). In spite of major changes on the market of financial institutions, 
there are indications that banks have not yet successfully embraced the marketing philosophy or 
achieved levels of its implementation consistent with satisfied customers. 

Kristina (2018) recommends that promotional strategies should be designed as per the nature of 
services to be promoted. The advertisers should seek a narrative approach to communicate the 
service experience rather than a logical, argumentative approach. Location convenience, speed of 
service, competence and friendliness of bank personnel are also the most important points with 
maximum value in banking services (Laroche et al., 2018). 

Meidan (2018) indicates that about 90.00% of the respondents banked at the branch nearest to 
their home place and place of work. Convenience in terms of location was also found to be the single 
most important factor for selecting a branch. It has been generalized in studies that services 
marketing is more challenging than the advertising of tangible products (Ray & Suchetana, 
2019).While formulating promotional strategy, a bank should focus attention on; consumer 
sovereignty, attitude, responsiveness and personal skills of bank staff, revitalizing the marketing 
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department, top management support to the marketing department and participation of marketing 
personnel in key bank decisions (Kumar, 2017). 

Objectives of The Study 

The present paper work has the following objectives. 

1.  To analyze the level of opinion on various promotional strategies opted by the ICICI bank. 

2.  To study the various communication factors, relate with promotional strategies opted by the 
ICICI bank. 

Hypothesis Framework  

Null Hypothesis (Ho): There is no significant difference between the Demographic profile of the 
respondents and level of opinion on various promotional strategies adopted by the ICICI bank. 

Alternative Hypothesis (Ha): There is significant difference between the Demographic profile of the 
respondents and level of opinion on various promotional strategies adopted by the ICICI bank. 

Research Design  

The proposed research design for the paper as follows: -  

 

Findings of The Study 

(A) Demographics details: 

a) Gender  
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              Source: Survey Data 

As per above data it is revealed that total 200 respondents sample taken for the study out of which 
119 are male and remain 81 are female. 

b)  Marital Status 

 

 

 
              Source: Survey Data 
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As per above data it is found that 138 respondents are married and rest 62 are unmarried are taken 
in the study. 

c)  Type of family 

 

 

                Source: Survey Data 

As per table it was found that 109 out of 200 belongs to joint family and remaining 91 respondents to 
nuclear family. 

(B) Hypothesis Testing 

Null Hypothesis (Ho): There is no significant difference between the Demographic profile of the 
respondents and level of opinion on various promotional strategies adopted by the ICICI bank. 

Alternative Hypothesis (Ha): There is significant difference between the Demographic profile of the 
respondents and level of opinion on various promotional strategies adopted by the ICICI bank. 



AIJRA Vol. V Issue III www.ijcms2015.co  ISSN 2455-5967 

 

 Evaluation of Promotional Strategies Adopted by ICICI Bank in Rajasthan  

Dr. Mukesh Jain & Vinod Vaishnav 

 

9.6 

Table 1: Gender wise level of opinion on various promotional strategies 

 

Inference: Since the sig value is greater than the level of significance 0.05 the null hypothesis is 
accepted. On the basis of this it is concluded that both male and female respondents having same 
opinion on the promotional strategies adopted by the ICICI bank . Thus, we can conclude that on all 
promotional strategies adopted by the ICICI bank both male and female respondents give a same 
level of opinion and there is no significant difference between the demographic profile of the 
respondents and level of opinion on various promotional strategies adopted by the ICICI bank. 
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Table 2: Marital Status wise level of opinion on various promotional strategies 

 

Inference: Since the sig value is greater than the level of significance 0.05 the null hypothesis is 
accepted. On the basis of this it is concluded that both married and unmarried respondents having 
same opinion with the promotional strategies adopted by the ICICI bank. Thus, we can conclude that 
on all promotional strategies adopted by the ICICI bank both married and unmarried respondents 
give a same level of opinion and there is no significant difference between the demographic profile of 
the respondents and level of opinion on various promotional strategies adopted by the ICICI bank. 
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Table 3 – Type of Family wise level of opinion on various promotional strategies 

 

Inference: Since the sig value is greater than the level of significance 0.05 the null hypothesis is 
accepted. On the basis of this it is concluded that in both type of families i.e. Joint and Nuclear, 
respondents having same opinion with the promotional strategies adopted by the ICICI bank. Thus, 
we can conclude that on all promotional strategies adopted by the ICICI bank both joint family and 
nuclear family respondents give a same level of opinion and there is no significant difference 
between the demographic profile of the respondents and level of opinion on various promotional 
strategies adopted by the ICICI bank. 
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Thus, it can be concluded that null hypothesis is accepted in all the demographic details i.e. Gender 
wise, Marital Status wise and Type of family wise and there is no significant difference between the 
demographic profile of the respondents and level of opinion on various promotional strategies 
adopted by the ICICI bank. 

CONCLUSION 

Promotion has different aspects for different industries, products and services. Its final goal is to 
communicate positive words and image among existing and potential customers about the corporate, 
product and service. In banking the customers must be ensured that services provided by a 
particular bank have been designed to give them maximum value of their money. In brief, it can be 
said that in India wherever the dilemma of private and public sector comes always two things are 
considered. Public sector is more reliable but not so good in the quality and innovativeness. Private 
sector is not reliable as compare to public sector because there may be hidden charges in services 
and false advertising about the product but they are better in service quality. Private sector banks 
must be truer and more reliable first. They have to win the hearts of the customers, after that they 
will be able to win minds as well. In traditional tools of promotion both sectors’ banks are almost 
same. Private Sector banks are adopting more push strategies to attract and catch the customers 
whereas public sector bank use pull approach to attract customers. 

From the analysis it is studied that both male and female having same opinion with the promotional 
strategies. It can be concluded that both married and unmarried respondents also, give a same level 
of opinion on promotional strategies. Type of family also does not affect the opinion level. It is found 
that respondents under various demographic wise categories give same level of opinion on 
promotional strategy opted by the ICICI bank.  

The study reveals that respondents are satisfied with the promotional strategies opted by ICICI bank 
and there is no significant difference between the demographic profile of the respondents and level 
of opinion on various promotional strategies adopted by the ICICI bank.  

With the increased competition and awareness about the banking sectors, customers are now 
becoming over demanding about the services offered. New and new trends are being witnessed now 
days. After the brief analysis, it can be concluded that the success of any business is totally depends 
upon the promotional strategies that you plan for organization of business, if it is followed in right 
direction with commitment from the staff of the organization, ultimately every organization would 
see the success.  

Recommendations and Suggestions: 

 Banks should embark, from time to time on marketing research. This is because of effective 
marketing strategies are a product of marketing research. Thus, good and adequate marketing 
mix is a product of effective marketing research too. Marketing research will bring about 
innovation, better services for customer and better method of production and processing. 
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 In adopting promotional strategies, banks should also compare different company’s strategies 
and access the success and the failure of such strategies in the industry. 

 Today most of the youngsters are earned persons, so they prefer best banking services. So, all 
the bank categories should inform and attract such potentials by adopting highly explored 
media such as internet, cinema, mobile, sports, and digital hoardings as promotional strategy. 

 The management of the banking institutions should be transparent and follow the laid down 
rules so as to create and sustain public confidence. This will definitely increase savings and in 
turn improve the level of economic growth. 

*Associate Professor 
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