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Abstract 
Marketing strategy is a planned and structured marketing procedure 
that will be carried out to achieve company goals. As a company 
develops, company competition cannot be avoided, especially in the 
banking world. To implement the right and best marketing strategy, one 
way is for the company to look at the service quality and value of the 
services provided to consumers. This is important because marketing is 
carried out in order to fulfill consumers' needs and desires for a 
product/service. Marketing can also be done in order to face 
competitors who are increasing over time. Professional marketing 
management is needed to meet the needs and desires of customers. 
Banking marketing strategies must be adapted to the bank's external 
and internal environmental conditions, as well as the bank's resources 
and capabilities. Therefore, there are several points in the marketing 
strategy at this bank that can be explained, namely product strategy, 
price strategy, location and layout strategy, promotion strategy. 
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INTRODUCTION 

The rapid changes in the world have forced producers and sellers to 

think hard in order to continue to exist in their world. This change is caused by 

various reasons, such as the rapid growth and development of technology, 

both machine technology and heavy equipment, especially 

telecommunications technology. The development of machine technology, for 

example, has been able to change product quality, from packaging to 

contents, to make it more attractive and competitive. 

In this era of globalization, the banking industry is an industry that is 

experiencing quite rapid development, both in terms of business volume, 

community mobilization and credit provision. With the increasing number of 

banks and non-bank financial institutions, competition in attracting people's 

interest in saving their money in banks is getting tighter. This influences 

banking management patterns and strategies to be more creative and 
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innovative in developing and obtaining new sources of funds (Kumar, B. S, 

2017). 

Financial institutions, every company whose business activities are 

related to the financial sector, bank financial institution business activities can 

take the form of collecting funds by offering various schemes, channeling 

funds at once, where the financial institution's business activities are intended 

for company investment, consumption activities, and distribution of goods 

and services (Prabhu , N., & Aithal, P. S, 2023). 

A bank is a financial institution which is a place for exchanging money. 

In its activities, the Bank plays a role as a mobilizer of development funds to 

drive economic activities (Wright, M., & Howcroft, B, 2010). So the economic 

system greatly influences banking activities. In the development of banking 

services in Indonesia, there has been quite rapid progress since the 

introduction of new technology and deregulation in the banking sector. 

Banks as financial institutions that produce financial services also need 

marketing strategies to market their products. The impact of technological 

changes also has a positive impact on the development of the banking world. 

The products offered to customers are faster and more efficient. 

In carrying out a banking business, of course it cannot be separated 

from what is called marketing. Marketing is an important component of 

business. The success or failure of a company/bank is determined by the 

marketing strategy and tactics set by the company. Marketing is the most 

important part of the company. Each company's marketing division is tasked 

with attracting customers to participate in a series of coordinated activities. 

The processes in marketing include, namely, design, systematization, 

implementation and operation. Management's role in marketing initiatives 

aims to meet consumer needs and preferences (Ananda, S, 2017). 

To implement the right and best marketing strategy, one way is for the 

company to look at the service quality and value of the services provided to 

consumers. This is important because marketing is carried out in order to fulfill 

consumers' needs and desires for a product/service. Marketing can also be 

done in order to face competitors who are increasing over time. 

Marketing is an economic science that has been developing for a long 

time and until now marketing has greatly influenced the success of a company 

in being able to survive in market share (Icha, O, 2015). Therefore, a marketing 

strategy is needed that can have an influence on whether or not marketing 

the product is successful. If the marketing strategy implemented by the 
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company is able to market its products well, this will affect the company's 

goals. 

Several financial institutions may have the same goals, but the 

strategies used to achieve these goals are certainly different. In general, all 

levels of management of a financial institution will always make good and 

appropriate plans. However, determining whether the plan is successful or not 

really depends on the implementation of all the strategies that have been 

made (Sheshadri, T., et al, 2024). So it is clear that strategic issues for a 

financial institution are very important. Because this strategy determines the 

achievement of planned goals. 

 
RESEARCH METHOD 

The study in this research is qualitative with literature. The literature 

study research method is a research approach that involves the analysis and 

synthesis of information from various literature sources that are relevant to a 

particular research topic. Documents taken from literature research are 

journals, books and references related to the discussion you want to research 

(Earley, M.A. 2014; Snyder, H. 2019). 

 
RESULT AND DISCUSSION 

Understanding Marketing Management 

Marketing is a very important part of the company. The marketing 

department has the responsibility to influence consumers into a coordinated 

series of activities. Marketing activities are carried out through a process of 

planning, organizing, implementing and controlling. This process is a function 

of management in marketing activities to meet consumer needs and desires 

(Leonidou, C. N., & Leonidou, L. C, 2011). 

According to Webster Jr, F. E (2005) marketing management is the 

process of planning and implementing the conception, pricing, promotion and 

distribution of goods and services to produce exchanges that meet individual 

and organizational goals. Meanwhile, according to Wilson, R. M., & Gilligan, C 

(2012) marketing management is the process of planning and implementing 

the conception of pricing, promotion and distribution of goods, services and 

ideas to create exchanges with target groups that meet customer and 

organizational goals. 

Based on the definition above, Marketing Management is the analysis, 

planning, implementation and control of programs designed to create, build 

and maintain profitable exchanges with target markets with the aim of 



1869 
 

achieving organizational goals. Marketing is an effort to fulfill customers' 

needs and desires for products and services. Marketing is a social and 

managerial process in which individuals and groups obtain what they need 

and want by creating, offering and exchanging products of value with others. 

 
Marketing Management Objectives 

Every action carried out by a company or business entity certainly 

contains a specific purpose and objective. This goal setting is adjusted to the 

wishes of the management itself. In determining the goals to be achieved, 

business entities carry out various careful considerations. Then determine 

ways to achieve these goals. 

In general, bank marketing objectives are: (Lee, J. Y., et al, 2015) 

1. Maximize consumption or in other words facilitate and stimulate 

consumption, so that it can attract customers to buy products offered by 

the bank repeatedly. 

2. Maximize consumer satisfaction through various services that customers 

want. 

3. Maximizing choice (product variety) in the sense that the bank provides 

various types of bank products so that customers have a variety of choices. 

4. Maximize quality of life by providing various conveniences to customers 

and creating an efficient climate. 

 
Basic Concepts of Interest and Product Socialization 

Competition between banking institutions is currently getting tighter 

to attract people's interest in saving in banks. Banks are implementing various 

strategies to use so that people who have saved become loyal and to attract 

people who save in national private banks. One of the strategies carried out is 

to carry out promotions by offeiring products and facilitie is to thei public 

re igarding banking through print or eile ictronic meidia and so on (Tung, T. M., e it 

al, 2023). Apart from information, adve irtising and promotions will influeince i 

pe iople i's inteire ist in saving, and peiople i will leiarn from thei me idia about 

banking and what the i advantage is and disadvantage is of national private i banks 

are i compare id to otheir banks. 

Furthe irmore i, onei way for companieis to socializei theiir products is 

through promotions. By deifinition, promotion is someithing that is familiar to 

marke iting, promotion is an activity to improvei someithing about thei 

pe irformance i of a company or institution. Meianwhilei, according to Achmad, 

A., e it al (2022), promotion is a form of communication that has an e iffe ict on 
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conveiying someithing, which will pe irsuade i, and will incre iase i thei marke iting of 

an institution or company. This promotional activity is carrie id out so that thei 

products be iing marke ite id can bei known and weill reice iiveid by consumeirs, so 

that theiy can also play a role i in using the i product. 

National private i banking carrie is out promotional activitieis and theise i 

activitieis are i include id in marke iting manage ime int activitieis and the ise i activitie is 

are i of course i carrie id out e iffe ictive ily and e ifficie intly which may attract thei will 

and inteire ist of the i public so that the i obje ictive is of thei bank's e istablishme int 

are i achie ive id as de isire id. During promotions, banks will announcei all type is of 

products, offe irs and try to attract neiw poteintial customeirs. Theire ifore i, 

promotions also aim to reimind custome irs about thei product. Promotion also 

participate is in eincouraging customeirs so that customeirs want to buy and this 

will improve i thei bank's image i in the i e iye is of thei public and custome irs (Arwin, 

A., e it al, 2023). 

 
Marketing Strategy at National Private Banks 

Deive iloping a strateigy is veiry important in product marke iting and 

targe it marke it seigme intation, and thei marke it positioning impleime inteid will not 

be i succe issful if the i right strate igy is not followeid. Strateigy is thei ste ips a 

company must takei to achieive i its goals. Thei neigotiation steips can be i steie ip 

and winding, but otheirs are i re ilative ily e iasy. Strate igy is thei unde irlying patte irn 

of curre int and planneid goals, use i of re isource is, inteiractions be itweie in an 

organization and its compe ititivei marke it, and otheir einvironmeintal factors 

(Uksume inko, A. A., e it al, 2017). 

Marke iting strate igy is manage ime int that is built to reisolvei marke iting 

proble ims and make i strateigic de icisions. Eiach manage ime int function makeis a 

spe icific contribution to strateigy de iveilopme int at diffe ire int leive ils. Marke iting is 

thei function most eixpose id to thei e ixteirnal einvironmeint, but thei busine iss has 

limiteid control oveir thei e ixteirnal e invironmeint. Theire ifore i, marke iting plays an 

important rolei in strateigy de ive ilopmeint. 

Strateigy is de iteirmining thei fundame intal long-teirm goals of an 

organization, choosing alte irnativei actions, and allocating thei re isource is 

neie ide id to achieivei theise i goals (Kumar, B. S, 2017). 

According to Philip Kotleir, marke iting is a social proce iss in which 

individuals ge it what theiy neie id or want by cre iating, offe iring, and e ixchanging 

products and se irvice is of valuei with othe irs for fre ie i. In otheir words, marke iting 

is about satisfying pe ioplei's ne ieids and de isire is by ge ineirating profits (Yusuf, M. 

S., e it al, 2022). 
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Marke iting take is into account marke iting conce ipts that are i consumeir-

orie inteid, goal-orie inte id, and re iquire i systeims, and use i ide ias, product and 

se irvice i conceipts, pricing, promotion, distribution planning and 

imple ime intation proceisse is. Orie intation on opeirational factors and 

imple ime intation of marke iting activitieis such as pricing, branding, packaging, 

distribution channeils and adve irtising (Aliata, V. L., e it al, 2012). Once i the i targe it 

marke it is de ite irmine id through marke iting re ise iarch, the i company neie ids to 

de iveilop an appropriate i plan to einteir the i seile icteid marke it se igme int, which can 

be i cate igorize id into four strateigie is. Thei combination of theise i four strate igie is 

forms thei marke iting mix. The i marke iting mix is a tool that deiteirmine is thei 

marke iting succe iss of a company, all with thei aim of satisfying se ile icteid marke it 

se igme ints or consumeirs (Sharma, A., & Chowhan, S. S, 2013). 

Marke iting is ne iveir fre ie i from the i e ileime int of compe itition. Theire i is 

usually no onei type i of busine iss with which you can fre ieily e injoy saleis and 

profits. At leiast it doe isn't takei long to einjoy it. Marke iting is a wholei systeim of 

busine iss activitie is that aims to plan, se it price is, promotei and distribute i goods 

and seirvice is that meie it thei neie ids of eixisting and poteintial buyeirs (Madan, R., 

e it al, 2018). 

A banking marke iting strate igy is a plan or action deisigne id to achieivei 

banking marke iting obje ictiveis. Banking marke iting strate igie is must bei adjuste id 

to thei bank's e ixte irnal and inteirnal e invironmeintal conditions, as we ill as thei 

bank's re isource is and capabilitie is. In thei marke iting strate igy chapte ir at banks, 

theire i are i se iveiral points that can bei e ixplaine id, nameily product strateigy, 

pricing strate igy, location and layout strateigy, promotion strateigy according to 

Ve irma, R., & Sharma, K, 2014) in thei article i Marke iting Manage ime int at Banks. 

A. Product Strateigy 

It is thei action of a strateigy to offeir goods and seirvice is to thei 

marke it for use i or consumption and to me ie it customeir neie ids and deisire is. 

Products consist of two typeis, name ily physical and non-physical. 

Thei non-physical product strateigy carrie id out by banks in 

de iveiloping a product is as follows: 

1. Quality and quantity of banke irs (e imploye ie is) 

2. Quality of seirvice i 

3. Teichnology or eiquipme int use id in custome ir se irvice i 

4. Seirvice is that havei be ie in provideid 

5. Promoteid se irvice i brand 

6. Theire i is a guarante ie i for thei se irvice is provide id. 



1872 
 

On thei otheir hand, thei physical product strate igy applie id by banks in 

de iveiloping a product is as follows: 

1. Deite irminei thei bank's logo and motto. Thei logo is thei characte iristic of a 

bank, while i thei motto is a se irie is of se inteinceis that se irve i as the i bank's 

principle is in seirving thei community. Both thei logo and motto must bei 

de isigne id weill and corre ictly 

2. Cre iating a brand. A brand is thei main thing for introducing thei goods or 

se irvice is offe ire id. Thei deifinition of brand is oftein inteirpre ite id as a teirm, 

symbol, name i or a combination of theise i 

3. Cre iating packaging. Packaging is thei wrapping of a product. Packaging 

in thei world of banking can bei inteirpre iteid as providing se irvice is and 

se irvice is to customeirs as we ill as packaging for various typeis of seirvice is 

such as cre idit cards, savings books, che icks and giro bills issue id by banks. 

4. Labe il making. A labe il is some ithing that is attacheid to a product be iing 

offe ire id and is part of thei packaging. Thei labe il e ixplains who madei thei 

product, whe ire i thei product was made i, whein thei product was made i, 

how to usei thei product and otheir information. 

B. Pricing Strate igy 

Consideiring that price i is veiry important and can deiteirmine i wheitheir 

or not banking products and se irvice is will se ill, it is ve iry important to pay 

atteintion to deiteirmining price is be icause i if you de ite irmine i thei price i 

incorre ictly it can havei fatal conse ique ince is for the i product be iing offe ire id. 

For banks base id on conveintional principle is, theire i are i threie i typeis of 

inteire ist-base id pricing, name ily cost price i, se illing price i and purchase i price i 

charge id to customeirs. Thei purchase i price i is thei inteire ist give in to 

customeirs who have i savings, such as curre int account se irvice is, savings 

inteire ist and de iposit inteire ist. Me ianwhilei, thei se illing price i is the i price i 

charge id to thei cre idit re icipie int. Thein thei costs are i de ite irmineid base id on thei 

various type is of se irvice is offe ire id. 

Thei obje ictiveis of de iteirmining price is are i: 

1. To survivei, banks se it priceis as low as possible i so that thei products 

offe ire id can be i acce ipte id by thei public and seill we ill in thei marke it 

2. To maximize i profits, name ily so that sale is can incre iase i so that profits can 

be i incre iase id. Price i de ite irmination can usually be i done i at low or high 

price is 

3. To increiase i marke it share i, so that thei numbe ir of custome irs can incre iase i 

and compe ititors' customeirs can switch to thei products offe ire id, such as 

de iteirmining higheir de iposit inteire ist rate is than compeititors. 
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4. Thei quality of thei product, se irvice i offe ire id is of good quality and usually 

thei price i is se it as high as possible i and thei inteire ist on savings is se it as 

low as possible i, thei aim is to provide i thei product. 

5. Be icause i of compe ititors, looking at compe ititors' price is can de ite irmine i 

thei price is se it. Thei aim is to einsure i that savings inteire ist is abovei 

compe ititors and loan inteire ist is be ilow compe ititors, me ianing that thei 

price i offe ire id doe is not eixce ie id compe ititors' price is. 

C. Location and Lay Out Strateigy 

Deite irmining thei office i location and supporting facilitie is and 

infrastructure i is ve iry important, so that custome irs can re iach e ixisting bank 

locations. Thei following consideirations are i take in into account whein 

se ileicting and de iteirmining thei location of a bank: 

1. Closei to industrial are ias or factorie is 

2. Closei to officei locations 

3. Closei to thei marke it location 

4. Closei to reiside intial or community locations 

5. Consideir thei numbe ir of compe ititors in a location. 

Theire i are i two typeis of layout deiteirmination, nameily building and 

room layout. Customeir comfort and customeir se icurity in deialing with thei 

bank can be i fulfille id with theise i two layouts. Things that neieid to be i 

consideire id whein laying out thei building are i as follows: 

1. Buildings that givei a convincing and attractive i impre ission 

2. Large i, safe i and comfortable i location or parking are ia 

3. Seicurity around thei bank building location 

4. Theire i is a comfortable i and cle ian place i of worship 

5. Theire i are i spe icial custome ir support facilitieis that can be i use id and make i 

customeirs comfortable i. 

Whilei laying out thei room you neieid to pay atte intion to: 

1. Thei layout of thei room and thei atmospheire i se ie im spacious and spacious 

2. Ne iat table i and chair arrange ime ints 

3. Thei de icoration in thei room is not eixce issive i 

4. Einteirtainme int facilitieis such as classical music to make i customeirs 

comfortable i. 

D. Promotion Strateigy 

Thei most e iffe ictive i me ians of attracting and re itaining custome irs is 

through promotion. Thei aim of bank promotions is to inform thei public 

about thei type is of products offe ire id and hopei to attract poteintial neiw 

customeirs. The ire i are i four promotional tools useid by e iach bank, name ily: 
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1. Adve irtising (adve irtising) 

2. Sale is promotion (saleis promotion) 

3. Publicity (publicity) 

4. Pe irsonal seilling (Khaki, N., e it al, 2016). 

 

CONCLUSION 

Marke iting is a ve iry important part of thei company. Thei marke iting 

de ipartme int has thei reisponsibility to influe incei consumeirs into a coordinateid 

se irie is of activitieis. Marke iting activitieis are i carrie id out through a proce iss of 

planning, organizing, imple ime inting and controlling. This proceiss is a function 

of manage ime int in marke iting activitieis to meie it consumeir ne ie ids and de isire is. 

Marke iting activitie is havei be icomei a primary ne ie id for thei banking industry, 

which is a profit-orie inteid busine iss e intity. It is not good to anticipatei that 

customeirs' ne ie ids, deisire is and neie ids will also bei satisfie id without marke iting 

activitieis. The ire ifore i, it is important for thei banking world to package i the iir 

marke iting initiativeis through continuous marke it re ise iarch. Profe issional 

marke iting manage ime int is neie ide id to meie it thei neieids and deisire is of 

customeirs. Banking marke iting strate igie is must be i adapte id to thei bank's 

e ixteirnal and inte irnal e invironmeintal conditions, as we ill as the i bank's 

re isource is and capabilitie is. Theire i are i se ive iral points in thei marke iting strate igy 

at this bank that can be i e ixplaine id, name ily product strate igy, price i strate igy, 

location and layout strateigy, promotion strate igy. 
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