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o gfaseg,

I Ht HARE e IR IFET GRT F ST 37k F HeAT §
3T IR Qe T gU TS &Y BT TS T 5T 7. 39 fawier §
SfeRT & ¥ faqur T sTaftaT yffenT w1 faere fomar mn €. o
Tarail o1 IRgyd st M ¥ faenfad & @1 7, I T 3T
SHTdHAifereh o okt srrarvareRar o 9 T ®. g1 S §, 59 g
& fop ST T T SRR AR IATE ST AT O T
T Hifa TE 2 ; afch S FTeeht & T Stefyul Waty ST, IR
STTATAHATST T THEAT ST ST T TS HTAT IMHA 2.

IFF S o HRUl Tedl § ¥ U © WISTRUA TSt T STai<a,
ST ymEnett, fawE sfumal i yvefe wEiE % fon
AT Teh T THTH €. TSR TS # fagioarsti ol AT &
7T 9 TMeeh Ieare, (), Tmeeh Teer qoor (SHarRe), et o,
Tifthoher Rete, Rershrat & e ot &, For Sy 39K (oo
Fﬁmsﬁwﬁwfrw% T YOI 7 Shere RerehTe T
T feqeent ot T I S § Ao iR eens s T
1 TAIG 9T Tehmerat ot T off 7T ot €.

TTSTRUH TSt o T (T2 o BRI TAfafert 1 @ 3o o,
TS T AT FEE, SR FeSH HaT H W0 g ¥ T 9 €.
IE g AT RTehTar o T T ST THESTeA aiteh ¥ e ot
e TR el TTeh o Farel ¥ fege ua amiior sTeh) He Shar
2 AT, T AT e Qe S ST e W of
U 7, ST gfea foia o o s famor st o o Feet €.

freerd o &7 H, & s =g for fawor sifuet TR o i §
TR fFenT f1Ta 7. freme fomior, wmees feet o1 agrar < T
T gfeg T T I H Few § ST TR Heeyul €. ST HT AT
33T U, FEfSTaet TaTaIR oh ST gU 3 eIk 3R o Wredy ¥
Sferm Y Sfacarett o dier Sk o eTer § FeTa e
FA R, TH ST v HTERIIeRT & AN 7K FHR Aeeht o ufq
3TeT T fEaT W E §
T STET € o $ 37k o WTeAw § Seh! Sfeh H fuur o agemmar
T 31X A2 oo § 59 T o ST Hew o Gay H g
TG AT T

Dear Unionites,

[ am delighted to share my thoughts in the latest issue of 'Union
Dhara," our esteemed corporate magazine. This special issue
explores the indispensable role of marketing within the banking
sector. As the landscape of financial services continues to
evolve rapidly, the need for innovative and strategic marketing
has never been greater. At Union Bank, we understand that
effective marketing is not just about promoting products and
services; it is about creating meaningful connections with
our customers, understanding their needs, and delivering
unparalleled value.

One of the significant advancements at Union Bank is the
implementation of CRM Edge, an integrated solution designed
for Branches, Marketing Officers, and Admin Offices. CRM Edge
offers a myriad of features, including Product per Customer
(PPC), Customer Relationship Value (CRV), services availed,
graphical reports, and the ability to handle complaints, service
requests, and queries on a single platform. This system not
only facilitates the automatic routing of complaints to the
respective stakeholders but also escalates complaints upon
the expiration of the stipulated turnaround time (TAT).

With CRM Edge, Union Bank is equipped to automatically
track business activities, manage leads more effectively, and
significantly improve customer service. This comprehensive
solution allows us to handle complaints in a timely and
efficient manner and provides a detailed 360-degree view of
each customer. Moreover, it includes powerful analytics tools
and a campaign management solution, which are crucial for
informed decision-making and targeted marketing efforts.

On a concluding note, I would like to emphasize that marketing
officers play a pivotal role in shaping our brand. Their work
is integral to building trust, fostering customer loyalty, and
driving sustainable growth. By leveraging data, embracing
digital innovation, and crafting compelling narratives, they
help us navigate the complexities of the modern banking
environment. We are proud of the contributions of our
marketing professionals and their unwavering commitment to
our customers.

As you read through this issue, I hope you gain valuable
insights into the multifaceted nature of marketing in banking
and the strategic importance of this function at Union Bank.

3o AT gHeiA %‘g’ AN, Thank you for your continued support.
‘\’JWTE-ﬁ Tfed, With best regards,
Fa T "\p‘ll
oA
T nRe o
(T. AfoTIEe)  (A. Manimekhalai)

waier feeTeR we WEsh

Managing Director & CEO

e o, e, 2020 QA
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EDITORIAL

o1 argeRTToT,

3T o TfaieT FRIERT Aete |, faqure 37ave & ueh weeaqel
Ted] . I T Ul 3T o JER 7] 3Mavash ¢, e ot fa
AR, FTS 1 TIFAT I ST € 3 UTeeh! & T Hrefeh Tarer
ST ©. GHRTR foqur T § qaren, St ot
HTTT TEHTT & Tl TS T HeTH fhaT ST a1 7. ST IS
Y faqum aReyd § e aieds g €. gHTesTe oo &
Y SAGT STIWal adh, fefsiaet & TTeehl ot Trefeh alichl &

AT SYENfTeRT 3 HiW gigHr o qoma ¥ fauumes & o1
ST TTEeh! ohl TS ST S STere el h o aieh W ShifeT 3118
®. TITeRT o UfA Sl SR ekl o I H, YraTfeieh frert 1
TIfHeRT ATl TATaXoT o ST SIS ol ST STHIHT dsil &
SMMHTIT BT TR €. fIIvr Torifaet % efia Teelt ol Uehighd b
T el HRIER 1 GTAISTeR Gl o Frel WRad Hiel €, diedh
T YR STE Bfa off fashfad Far .

T 9T o 39 31 | TEA 0 Gl UESHIT & TG
oo =t fer-uRedeiter Geheat o fafie emamy ger s9eht
faehTaen ), Saeh 3T TAaT T bl U LT ohT FaTH
ferar 2.

fauuTT o faw T WIH § 9T 3 I=F hifd & @l 4 9
= AT TUR fAU h1et TArgel T TeT. ' 59 oTgA
TS TG ST AEH ok U T T ST 7. 39 TR
% UG o ATEAH ¥ TANT IcETe i = 89 STeLuiy
ShTeTeTeR ST ot T T o e SR &tk hid €. 3
37eh ol W% T8 GEASIa a9 | HUGehia GagenRl o

HEUT ANTEH 7 T 3ok Ui SR Ieh i 7.

TH 3TN € foF ‘I oRT BT ‘I faTeTeR S1TIehT et .
TH 39 37 & IR H 37T T 7T TFaET 7 3TTeh Gaa ol
ST I 1 527 L& ©, 37qT: T ST Hfafehar 37ae 9.

3TTIHT,
QY=

(Tt e feRTuT)

N ITEEETET

Dear Readers,

In today's dynamic business environment, marketing
is a crucial aspect. It is essential for promotion of every
successful enterprise, drive growth, enhance brand
visibilityy, and build meaningful relationships with
customers. The growing influence of innovation, technology
and artificial intelligence can be felt in contemporary
marketing strategies. Emerging trends constantly reshape
the marketing landscape. Right from effective marketing
to immersive experiences, the digital realm offers endless
possibilities to engage customers in meaningful ways.

The synergy of information technology and artificial
intelligence has revolutionized the way marketers
understand and interact with their target customers. In an
era of ever-growing environmental awareness, consumers
are increasingly being attracted to eco-friendly brands that
prioritize social responsibility. Integrating green initiatives
into marketing strategies not only aligns the business with
societal values but also develops a positive brand image.

We have endeavoured to showcase various dimensions
of the ever-changing concept of marketing, such as, its
evolution, components and latest trends, in this issue of
‘Union Dhara), for the benefit of our savvy readers.

It was quite a challenging task for us to select from among
numerous top-notch articles on marketing received from
staff. We express our heartfelt gratitude to our writers for
their wonderful contribution. We are grateful to respected
Executive Director Shri Sanjay Rudra for encouraging us by
writing the lead article of this issue. This issue has shaped
up rich in content and design as a result of the valuable
inputs given by the editorial advisors and we are grateful
for the same.

We hope that this special issue of ‘Union Dhara’ makes
for an interesting read. We wish to benefit from your
opinion regarding this issue and suggestions for further
improvement, so kindly do send us your response.

Yours sincerely,

(Gayathri Ravi Kiran)
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EVOLUTION OF MARKETING

~

. Sales Marketing
Production . ) : _
Orientation Era Orientation Orientation
(1800s - 1920s) iz (L2720 - Era (1940s -
1940s) 1970s)

Societal

Digital
Orientation Marketing
Era (1970s - Era (1990s
1990s) - Present)

Marketing is omnipresent. It is
so embedded in our lives that
it's difficult to pinpoint the exact
moment when it was nascent to
what it is today.

Marketing, as a  discipline,
underwent different periods of
refinement. It transformed over
time. With the needs of different
businesses, it was modified to the
suitability of the target customers
such that the ROI (Returns On
Investment) remained competitive.
We can broadly categorize the
Eras that shaped the evolution of
marketing as follows :-

Production Orientation Era
(1800s - 1920s) This was the era
of mass production. Companies had
this perception that customers want
easily available and cheap products.
As such, factories would produce
goods, focusing on the quantity
rather than quality. Businesses
believed mass production at lower
costs translated to more sales.

This was the basis of Industrial
Revolution in Britain. Companies
like Ford Motor Company hired a
myriad of workers to keep up with
the production to meet growing
demands. Later, these ideas
transpired to other parts of the
world.

Moreover, companies focused on
increasing their production and
distribution. When it came to
marketing, businesses targeted to
keep their prices low, to beat their
competitors.

Sales Orientation Era (1920s -
1940s) The general trend was that

companies wanted to lure their
customers with eye-catching blurbs.
This was an era when dedicated
marketing  departments  were
created within the companies to
decide and invest upon marketing
campaigns to sell their products.

Advertisements and media became
popular. Radio, television and print
were in vogue then. Also, door-to-
door selling of products took place.
Marketing, as a concept, only meant
sales, and came into play only after a
product was produced.

Marketing Orientation Era
(1940s - 1970s) Around 1940s,
companies felt that focusing on
just their outputs won’t necessarily
lead to customer satisfaction. So,
industries calibrated themselves in
line with the needs of the customers
and reoriented themselves to satisfy
those needs.

So, a new definition of marketing
developed. = Where industries
reasoned that achieving targets
was directly proportional to the
customers. Providing them with
their needs at a competitive price is
a key to achieving business goals.

This was also known as Marketing
Orientation. It was a process to
satisfy the customer’s needs. With
such segmentation in the market,
businesses could cater to different
needs at the same time. As each
segment could be satisfied by
purchasing one or other product.

Societal Orientation Era (1970s

- 1990s) Marketing became
synonymous with societal
marketing in this era. It was

termed as sustainable business
practices. Products were developed
not only focusing on the needs
of the customers, but also on the
environment. Companies created
taking into account that is should
not pollute the environment.

During the '60s and the ’70s, many
industries were focused mostly
on profits at the expense of the
environment. Those production
processes were not environmentally
sustainable for the time to come.
Thus, started the era when
companies, not only created high-
quality products but also ensured
that they were environment friendly.

Another benefit of societal
marketing is that it uplifts the image
and brand value of a company.
Customers love to patronize and
endorse brands which create
a minimum impact upon the
environment. Such products are
saleable, even if they’re valued
at a higher price point. This
is synonymous to sustainable
development and corporate social
responsibility.

Digital Marketing Era (1990s
- Present) The dynamics of
marketing got shifted during this
era. Well-known marketers got
stumped when they applied their
traditional means of marketing to
get the job done. No matter how well
organized, it failed to yield results.
Moreover, the old, traditional means
narrowed their customer base and
didn’t allow any room for attracting
new, potential customers.

Thus, digital marketing was
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Gscovered. It broadened the door
of possibilities. Companies could get
more traffic and exposure for their
products or services. And since the
'90s, with the advent of computers,
businesses have successfully
embraced digital platforms to
garner their reach.

Moreover, the digital marketing
era allowed the consumers to
choose their marketing content.
Companies like Amazon filtered out
unnecessary ads. So, consumers
subscribed to their Prime platform
without enduring unwanted
commercials. Social media ensured
that customers followed brands that
they endorsed.

Therisein mobile phone penetration
has also led to the success of
digital marketing. It helped the
marketers gain a larger audience.

Some of the digital marketing tools
include content marketing, Search
Engine Optimization (SEO) and
mobile marketing, etc. This also
created space for new jobs like SEO
specialists, content writers and
social media managers.

So, it is apparent that marketing,
as a concept, did not develop
overnight. It has refined from the
past centuries until now. Firstly,
it was production-oriented which
was a key to Industrial Revolution.
Subsequently, it became sales-
oriented, where cheaper the price,
more the customers. As time passed
by, it was realised that building
productsaccording to the customer’s
choice/needs, won't be enough. and
that required building of genuine
relationships with customers.

Eventually, we are in the societal and

o @ ‘ @ o
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digital marketing era. Companies
are striving to build world-class,
eco-friendly products. Traditional
marketing tactics are a thing of the
past. They are replaced by digital
marketing. Thanks to the internet,
industries now have customers
around the globe.

Hence, the evolution of marketing
indicates one thing - CHANGE.
Times are changing rapidly. What
is in vogue today might become
antique tomorrow. That is where
marketing comes in. It never stops
nor remains the same. It simply re-
orients.

Arindam Mishra
Jhalda Branch,
R.O., Durgapur

Interplay Between Art and Science

I nthe realm of business, marketing
stands as a pivotal force driving
growth, customer engagement,
and brand recognition. However,
the debate persists. Is marketing
primarily an art form relying on
creativity, intuition, and human
emotion? ORIsitascience guided by
data, metrics,and rigorous analysis?
In truth, Marketing encompasses
elements of both art and science,
each playing a significant role in
shaping strategies, campaigns, and
ultimately success in a marketplace.

The Art of Marketing

At its core, the art of marketing
involves creative expression of ideas,
emotions, and storytelling to capture
the hearts and minds of consumers.

It relies on intuition, imagination,
and a deep understanding of human
behaviour. Here's how the art of
marketing manifests:

1. Creativity and Innovation:
Effective marketing campaigns
often originate from creative
minds that dare to think
differently. Whether devising
compelling ad concepts, crafting
memorable slogans, or designing
visually  stunning  content,
creativity fuels the artistry of
marketing.

2. Brand Identity and
Storytelling: Building a strong
brand involves more than

just products or services; it
requires crafting a narrative that

resonates with consumers on
a personal level. Marketers use
storytelling techniques to evoke
emotions, establish connections,
and foster loyalty among their
target audience.

3. Design and Aesthetics: Visual
appeal plays a crucial role
in capturing attention and
conveying messages effectively.
Be it logo design, website layout
or packaging aesthetics, the art
of design influences consumer
perceptions and shapes brand
image.

4. Emotional Connection:
Successful marketing campaigns
often tap into human emotions,
whether it's humour, nostalgiaj
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joy, or empathy. By forging
emotional connections with
consumers, brands can cultivate
long-lasting relationships built
on trust and authenticity.

The Science of Marketing:

While creativity drives the art of
marketing, the science of marketing
provides the analytical framework
and empirical evidence needed
to make informed decisions and
optimize outcomes. Here's how the
science of marketing comes into

play:

1. Data Analysis and Research: In
today's data-driven landscape,
marketers rely on a wealth
of information to understand
consumer behaviour, market
trends, and competitor insights.
Through  market research,
surveys, and analytics, they
gather valuable data to inform
their strategies and tactics.

2. Segmentation and Targeting:
Effective marketing requires
reaching the right audience with
the right message at the right
time. Through segmentation
techniques and demographic
analysis, marketers identify
target segments and tailor their
campaigns to address specific
needs and preferences.

3. Metrics and Performance
Tracking: Key performance
indicators (KPIs) serve as

benchmarks for evaluating the
success of marketing initiatives.
Metrics such as conversion
rates, click-through rates, and
return on investment (ROI)
provide quantitative insights
into campaign effectiveness
and help marketers refine their
approach over time.

4. A/B Testing and Optimization:
Experimentation is integral

to the scientific method of

marketing. By  conducting
A/B tests and multivariate
experiments, marketers can
systematically test different
variables and determine
which strategies yield the best
results. This iterative process of
optimization drives continuous
improvement and maximizes
ROLI.

The Synergy Between Art and
Science:

While the art and science
of marketing may seem like
opposing forces, they are, in
fact, complementary aspects of
a holistic approach to achieving
marketing objectives. The synergy
between art and science enables
marketers to strike a delicate
balance between creativity and
analysis, intuition and evidence,
emotion and logic. Here's how this
synergy unfolds:

1. Data-Informed Creativity: In
today's digital age, data serves
as a catalyst for creativity rather
than a constraint. By leveraging
insights from analytics and
consumer research, marketers
can harness the power of data to
inform their creative decisions,
refine their messaging, and
optimize their campaigns for
maximum impact.

2. Creative Testing and Iteration:
While creativity drives initial
concepts and ideas, scientific
testing allows marketers to
validate  hypotheses, refine
strategies, and iterate based on
empirical evidence. Thisiterative
process of creative testing
enables marketers to uncover
what resonates most with their
target audience and adapt their
approach accordingly.

3. Personalization at Scale: The
marriage of art and science
enables marketers to deliver

experience}

scale. By

personalized

to consumers at
harnessing technology such
as artificial intelligence and
machine learning, marketers
can analyse vast amounts of
data to understand individual
preferences and behaviour,
thereby tailoring content and
recommendations to each user's
unique interests.

4. Measuring Emotion and
Engagement: While metrics
such as clicks and conversions
provide valuable insights, they
only tell a part of the story.
By incorporating sentiment
analysis, social listening, and
other qualitative measures,
marketers can gauge emotional
responses and engagement
levels, gaining a deeper
understanding of how their
campaigns resonate with
audiences on an emotional level.

In the dynamic landscape of
marketing, the interplay between
art and science continues to
shape strategies, campaigns, and
consumer experiences. While the
art of marketing taps into creativity,
emotion, and storytelling, the
science of marketing provides
the analytical rigor, data-driven
insights, and optimization
techniques needed to drive results.
Ultimately, it is the seamless
integration of art and science that
empowers marketers to connect
with audiences, drive engagement,
and achieve meaningful business
outcomes in an ever-evolving
marketplace.

Rashmirekha
Sahoo
R.O., Bhubaneswar
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Artificial Intelligence in Marketing

“People

do not buy goods
and services. They buy
relations, stories, and
magic."

- Seth godin

he business landscape is

becoming highly competitive.
In today’s competitive marketplace,
it is more important than ever for
businesses to establish themselves
as leaders in their industry. It is
essential to market its products
for any entity to survive and to do
sustainable business. Marketing is
understanding the needs and wants
of prospective customers and then
creating content that meets those
needs to build brand awareness and
recognition.

Marketing is becoming tough,
competitive, and complex day by
day. Organizations are scouting for
newer ways to stay afloat in these
unpredictable days. Embracing
newer technologies is the best
option and so the need for Artificial
Intelligence (AI) in marketing is very
relevant. Price Waterhouse Cooper
(PwC) estimates that by 2030, Al will
generate more than USD 15 trillion
for the global economy and boost
local economies by as much as 26%.

In Al, computers use algorithms and
large data to go a step further than
traditional computing models. As
the algorithms acquire more data,
the system learns, trains itself, and
improves as the data set grows. The
system then uses technologies such
as natural language processing,
natural language understanding,
and natural language generation

to create personalized consumer
content.

Al changing Digital Marketing

Artificial Intelligence Marketing
harnesses the power of artificial
intelligence to automate decision-
making processes in marketing.
It is the process of using Al
capabilities like data collection,
data-driven analysis, natural
language processing (NLP), and
machine learning (ML) to deliver
customer insights and automate
critical marketing decisions. Al
technologies are also being used
more widely to generate content,
improve customer experience, and
deliver more accurate results. Al
is employed to streamline efforts.
particularly in digital marketing,
where speed matters the most.

-

~

Artificial intelligence is the
science of making machines
do things that would require
intelligence if done by human

\ beings. )

Possible Areas where Al can be
deployed in Marketing

> Data Analysis: Automating
the collection and analysis of large
volumes of marketing data from
different campaigns and programs,
eliminating the need for manual
sorting.

» Content Generation: Al
generates both short and long-form
content for marketing purposes,
including video captions, email
subject lines, web copy, blogs, and
more.

» Media Buying: Predicting

the most effective advertisement
and media placements for a
business, maximizing the return
on investment (ROI) of marketing
strategies while reaching the target
audience.

> Real-time Personalisation:
Al technologies create customer
profiles based on data gathered
from their purchase history and
interactions. Marketers can then
deliver targeted advertisements,
offers, and new products that
align with customers' preferences.
Targeted  marketing, powered
by customer data, enhances
engagement, conversion rates,
and overall marketing return on
investment (ROI).

» Marketing Automation: Al is
utilized to automate tasks such as
lead generation, lead scoring, and
customer retention. By leveraging
Al, marketers can identify potential
customers and engage with them
at the optimal time when they are
most likely to respond positively to
marketing messages.

> Forecasting: Al serves as a
valuable tool for predictive analytics
and forecasting. Predictive analytics
utilizes data from past customer
interactions to anticipate their
future actions. When applied to
larger audience segments and scaled
up, Al can also forecast business
metrics such as revenue outcomes,
providing valuable insights for
strategic decision-making.

» Natural Language Processing
(NLP): Natural language processing
is a convergence of computational
linguistics and computer science. It
is the primary method to analyze
human language and break y
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down into smaller components,
such as part-of-speech tagging,
word segmentation, terminology
extraction, speech recognition, or
lexical semantics.

» Natural Language
Understanding (NLU): Natural
language understanding is the next
step in the NLP process that leads
to NLG. Once a machine analyzes
human language at the “parts”
level, the algorithm attempts to
“understand” the communication’s
meaning. That includes trying to
interpret the sender’s emotions.
NLU seeks to answer the question,
“What is the intent of this message?”

» Natural Language Generation
(NLG): Natural language generation
moves NLP from syntax analysis
into the world of semantics. It
produces meaning through content
creation. The algorithms create
words, phrases, and content based
on processes similar to human
methods, such as determining what
information to include, logically
ordering information presentation,
using the appropriate grammar, and
choosing the “right” verbiage.

» Automated Decision-Making:
Assisting businesses in deciding
which marketing or business growth
strategies to employ based on
historical data or external data inputs.

Artificial intelligence is a tool,
not a threat.

Al marketing solutions

Al marketing solutions play a
crucial role in enabling marketers
to establish connections with
consumers. The following
components make up the leading
solutions today, bridging the
gap between the vast amount of

customer data and actionable steps
for future campaigns:

» Machine learning: Machine
learning marketing technology
includes mining of structured

and unstructured consumer data
from multiple channels; e.g., email
messages, videos, photos, and
social media postings; predictive
modelling for marketing campaigns,
customer churn, and customer
lifetime value; granular segmenting
and targeting algorithms that can
return recommendations for the
most relevant consumer features as
they relate to purchasing habits.

» Deep learning: Deep learning
focuses on targeted components,
such as image classification, facial
recognition, and voice recognition.
Each of these ties into both Al
and machine learning tools for
marketing; e.g., identifying which
users prefer certain banner ads or
words and then auto creating that
visual content, or voice “chatting”
with customers to determine their
needs vs wants.

> Big data and analytics: The
rise of digital media has generated
a significant amount of "big data,"

presenting opportunities for
marketers to gain insights and
accurately assess value across
different channels. However,

the abundance of data can be
overwhelming. Al marketing comes
to the rescue by rapidly sifting
through the data, filtering it down to
its essentials, and providing analysis.
It can also recommend the most
valuable elements to incorporate
into future marketing campaigns.

The Challenges of Al Marketing

Contemporary marketing
heavily depends on a thorough
comprehension of customer needs
and preferences, as well as the agility

to act upon that knowledge swiftly
and efficiently. The capacity to make
data-driven decisions in real time
has propelled Al marketing solutions
to the forefront of marketing
strategies. Nevertheless, marketing
teams must exercise the ability to
judge well when determining the
optimal integration of Al into their
campaigns and operations.

» Data quality: Ensuring high-
quality data is essential for Al
marketing success. Al tools rely on
accurate, timely, and representative
data to make informed decisions.

» User data security and
privacy: Maintaining user data
security and privacy is critical
when implementing Al marketing
strategies. With increasing scrutiny
and regulations like GDPR, digital
marketing teams must handle
consumer data ethically and in
compliance with legal standards.

> Employee adoption: Digital
marketing teams should effectively
communicate the value of Al
marketing investments to business
verticals and provide training and
support to facilitate employee
adoption.

Marketing managers will be having
a wealth of data at their disposal but
will be lacking skilled resources and
time to gain key insights to drive
powerful customer experiences
that reinforce branch value.
Artificial Intelligence for creative
development turns that problem
into a strength, taking large amounts
ofdata, learning from it, and working
with humans to generate the best
creative results.

S B Karimullah
Sahib,
R.O., Kadapa.
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merican Marketing Association

defines Green marketing as
the marketing of products that are
presumedtobeenvironmentallysafe.
Thus, green marketing incorporates
a broad range of activities including
product modification, changes to
the production process, packaging
changes, as well as modifying
advertising. The green revolution,
going green, environmental
protection, sustainable lifestyle,
sustainable development, protecting
our earth, and many more have
become a natural phenomenon in
our everyday lives.

Greenbankingisanew phenomenon
in the financial world. Banks as the
financing agents of the economic and
developmental activities have an
important role in promoting overall
sustainable development. Green
banking is the term used by banks
to make them more responsible to
the environment, develop inclusive
banking strategies that will ensure
sustainable economic development.
Green Banking entails banks to
encourage  environment-friendly
investments and give lending
priority to those industries that
have already turned green or are
trying to go green and, thereby help
to restore the natural environment.
Green banking means combining
operational improvements,
technology, and changing client
habits in the banking business and

Green Marketing
tn Banking

promoting environmentally friendly
practices. This comes in many
forms such as using online banking
instead of branch banking; paying
bills online; opening up CDs and
money market accounts at online
banks or finding a local bank in the
area that is taking steps to support
local green initiatives.

Green marketing in banking is a
relatively easy means of promoting
environmentally friendly practices
and reducing carbon footprint from
your banking activities. Green Banks
give more weight to environmental
factors and aim to provide good
environmental and social business
practices. Before lending, whether
the project is environmentally
friendly and has any implications
in the future. Green marketing in
banking activity includes- using
online banking instead of branch
banking, paying Dbills online,
opening accounts at online banks,
finding a local bank in the area that
is promoting local green initiatives.
The different array of financial
products offered by Green Banks to
their customers includes :-

¢ Green Vehicle Loans - means
giving loans to purchase a vehicle
that is considered environmentally
sustainable and uses green energy.

¢  Green Mortgages - refers to a
type of mortgage that provides you
a money-saving discount or a bigger
loan than normally permitted as a
reward for making energy-efficient
improvements or for buying a
home that meets particular energy-
efficiency standards. Also, providing
loans for solar projects for green
energy.

¢ Green Credit Cards - Be itin the
form of environmentally friendly
rewards using  biodegradable
credit card materials or promoting
paperless banking, credit cards are
going green.

¢ Green Saving Accounts: Banks
make donations based on savings
made by customers. The more they
save, the more the environment
benefits in the form of contributions
or donations done by banks.

¢ Mobile banking and online
banking - These new-age banking
forms include less paperwork,
less mail, and less travel to branch
offices by bank customers, all of
which have a positive impact on the
environment.

Green Marketing in banking is
very important in mitigating the
following risks:

1. Credit Risk: Due to climate
change and global warming, there
have been direct as well as indirect
costs to banks. There have been
extreme weather conditions that
affect the economic assets financed
by the banks, leading to a high
incidence of credit default.

2. Legal risk: Banks, like other
business entities, face legal risk if
they do not comply with relevant
environmental regulations. They
may also face the risk of direct
lender liability for clean-up costs
or claims for damages in case they
take possession of pollution-causing
assets.

3. Reputation Risk: Due
to increasing environmental
awareness, banks are more prory
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to reputation risk, if their direct
or indirect actions are viewed
as socially and environmentally
damaging. Reputation risks
also emerge from financing of
environmentally objectionable
projects.

Several benefits associated with
Green Marketing practices

1. Avoiding Paper Use: Almost all
banks in India are computerized or
operate on core banking solution
(CBS).Thereisamplescope forbanks
to adopt paperless or less paper
concept for office correspondence,
audit, reporting, etc.

2. Creating Awareness: Many
NGOs and environmentalists
are  propagating  environment
consciousness among the public
through awareness programs and
seminars etc. Banks may associate
themselves by sponsoring such
programs.

3. Loans at comparatively lesser
rates: Banks can also introduce
green bank loans with financial
concessions for  environment-
friendly products and projects such
as fuel-efficient vehicles, green
building projects, housing and
house furnishing loans to install
solar energy systems, etc.

4. Environmental Standards
for Lending: Banks follow
environmental standards for
lending, which is a good idea and it
will make business owners change
their business to environmental
friendly, which is good for our future

generations.

Other benefits also include;
improving service standards,
automating manual tasks, attracting
and retention of staff, increasing
profitability & sales, reducing cycle
time, driving customer loyalty,
reducing costs to serve and sell,
reduce administrative burden.

@nks base several operational as

well as monetary challenges while

implementing green marketing
strategies.

Challenges: Green banks will
be screening their customers

and naturally, they'll be limiting
and restricting their business to
those entities that qualify. With a
smaller pool of customers, they will
automatically have a smaller profit
base to support them.

1. These banks are still start-ups:
It takes 3 to 4 years for a typical
bank to start making profits. Many
green banks in business today are
very new and are still in start-up
mode. Saving the environment does
not necessarily equate to making
profits.

2. Operating expenses and costs
are higher: Green banks require
specialized talent, skills, and
expertise as well, due to the kind
of customers they are serving.
Employees, such as loan officers,
need to have additional background
and experience in dealing with
green businesses and consumers.
Additionally, giving breaks to such
clients via discounted loan rates can
eat at their profit margins.

3. Reputation Risk: In all
likelihood, due to  growing
awareness about environmental
safety, banking institutions are
more prone to lose their reputation
if they are involved in big projects,
which are viewed as socially and
environmentally damaging.

4. Proper legislation is not
yet framed: Government must

design  proper legislation of
environmental rules for banks
and ensure enforcement. There

should be a continuous dialogue
relating to environmental matters
with relevant audiences, including
stakeholders, employees, customers,
governments, and the public.

5. Lack of environmental auditD
Environmental audits are required
to determine the environmental
status of a facility, property, and
operation and to identify regulatory
compliance status, past and
present problems, and potential
environmental risks and liabilities
associated with the project.

5. Unavailability of skilled
employees: Skilled employees are
required to implement the strategies
properly.

Suggestions:

1. Promoting different forms of
electronic banking and creating
customer awareness through media.

Providing environment-friendly
rewards to customers.

2. Carbon footprint reduction
by saving energy and paper

and financing more and more
environment-friendly projects.

3. Clear policies are required
to alter the present management
systems to incorporate
sustainability issues and training
and development of relevant skills
within bank employees so that they
can use them.

Until a few years ago, most traditional
banks did not practice green
banking or actively seek investment
opportunities in environmentally
friendly sectors or businesses.
Indian banks are far behind
their counterparts in developed
countries. Only recently have these
strategies become more prevalent,
not only among smaller alternative
and co-operative banks but also
among diversified financial service
providers, asset management firms,
and insurance companies.

Sourav Ghosh
R.O., Anantapur
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Ethical Marketing

Empathy

Deep Understanding of
Customers Needs

Sustainability

Commitment to public,
environmental and social
wellbeing

Promise Keeping

Genuine intention to fulfill
the promises given to
customers and society

Ethical marketing refers to the
process by which companies
market their goods and services
by focusing not only on how their
products benefit customers, but also
how theybenefitsocially responsible
or environmental causes. Ethical
marketing is a philosophy which
seeks to promote empathy, honesty,
transparency and sustainability in
all marketing projects and actions.
Forrester Research Inc defines
“Ethical marketing” as the process
by which companies market their
products and services by focusing
not only on how their products
benefit customers but also how
they benefit socially responsible
or environmental causes. Ethical
marketing is not a strategy; it is a
philosophy.

The basic framework of ethical
marketing:

e Ethical marketing puts people
above profits.

e Marketers are responsible for the
outcome of the campaigns and
advertisements they use.

e Marketers should embrace the
essential ethical principles.

Honesty

4--"""""-.' Lack of Manipulation and
exaggeration in
promotion
Transparency
Openness about business
operations used in
marketing

‘9 |

e Adoption of marketing
ethics principles by the top

management is crucial to
creating  ethical = marketing
campaigns.

* Businesses need to have a
good understanding and
implementation  of  ethical
decision making when it comes
to marketing.

Need for adopting Ethical
Marketing: The need for adopting
ethical marketing can be explained
by the following two reasons:

(i) Values-based consumers
demand ethical marketing:
Today’s empowered consumers

have high expectations of the social
and environmental stances of the
companies and brands they engage
with. To address these increasing
consumer demands, more and
more brands are embracing ethical
marketing.

(ii) Ethical marketing brings long-
term value and loyalty: There’s
a positive correlation between
ethical marketing, the quality of
consumer/brand relationships, and

how consumers perceive product
quality; together, they contribute to
brand loyalty. Ethical marketing is a
long-term play rather than a one-off
effort or pursuit of the latest trends.
Brands that express their values
consistently in ethical marketing are
more likely to reap the rewards.

Why should Organizations follow
ethical marketing?

1. Customer Loyalty: It is one of
the most critical factors of ethical
marketing. With the genuine
adoption of ethics in business
and operation, the company can
earn its consumers’ loyalty, trust,
and confidence that will aid in
the long-term growth of the
organization.

2. Long-term gains: The company
or organization’s foundation
is based not only on its ability
to survive the present but also
on planning a bright future. By
adopting appropriate marketing
ethics, brands can engage
prospects with high credibility,
customer loyalty, significant
market share, improved brand
value, better sales, and better
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revenue.

. Improved Credibility: When
an organization looks forward
to keeping its commitments
surrounding its services and
products on a constant and
consistent basis, it slowly and
steadily goes towards the path
of cutting itself into an authentic
and genuine brand in the market
and customers’ minds.

. Advanced Leadership
qualities: When a company
pursues ethical practices for an
extended period, it gradually
presents itself as a leader who
can benchmark its policies and
strategies that surround its
structure and functioning.

. Display of a rich culture: This
structure offers a positive outlook
when seen from the outside, and it
also leads to a good structure and
environment within the hierarchy
internally. It gives rise to higher
production owing to a confident
and highly motivated staff.

. Attraction of the right talent:
Once a company starts building
brand value in the market, it
becomes a beacon for talented
individuals.  Various people
like  prospective employees,
consultants, vendors, etc.,, look
forward to associating and
working with the ethical brands
thatencourage them. This further
lets them achieve their goals in a
short period successfully.

. Reaching financial goals:
To function smoothly for long
periods, the company has to
have good financial partners that
allow them to grow and make
significant strides in the market.

. Enhancement of brand value in
the market: Once a proper code
concerning ethical marketing is
followed by the organization, the

public in the form of consumers,
competitors, stakeholders, etc.,
look up to such organizations.

Best Practices for Ethical
Marketing Suggested by
Acumen Academy

» Be Transparent
» Be Respectful

» Be Responsible
» Be Inclusive

» Be Authentic

» Be Sustainable

» Be Accountable

Best Practices for Ethical
Marketing: There are many
best practices that businesses
can follow to ensure that their
marketing practices are ethical.
Acumen Academy, a global learning

community for social change
leaders, suggests the following
practices:

Be Transparent: Be honest and
upfront about your products and
services. Don't make false claims or
misrepresent what you are selling.

Be Respectful: Treat customers
with respect and avoid using
manipulative tactics to get them to
buy your products or services.

Be Responsible: Take responsibility
for your actions and the impact
they have on your customers and
the environment. Avoid engaging
in practices that are harmful or
unethical.

Be Inclusive: Avoid stereotyping
or discriminating against any
group of people in your marketing
campaigns.

Be Authentic: Be genuine and
authentic in your marketing. Avoid
using gimmicks or exaggerating
the benefits of your products or
services.

Be Sustainable: Consider t}h
environmental impact of your
marketing practices and strive
to reduce waste and promote
sustainability.

Be Accountable: Be willing to
admit when you make mistakes
and take steps to correct them.
Hold yourself accountable for your
actions and strive to do better in
the future.

Challenges in Implementing
Ethical Marketing Practices:
Despite the importance and benefits
of ethical marketing practices,
businesses often face challenges
in implementing them. One
major challenge is the pressure
to maximize profits and achieve

business objectives, which may
cause businesses to prioritize
short-term gains over ethical

considerations. Additionally, ethical
marketing practices may require
significant investment in resources,
such as research and development,
training, and consulting services,
which may not always be feasible
for businesses with limited budgets.
Another challenge businesses face is
the lack of clarity and consensus on
what constitutes ethical marketing

practices. Ethical standards
and consumer expectations are
constantly evolving, making it

difficult for businesses to stay up-
to-date and align their marketing
strategies with the latest ethical
guidelines. Finally, there is the issue
of enforcement and accountability.
Even businesses with the best
intentions may struggle to ensure
that all employees and partners
adhere to ethical marketing
practices.

R. Narayanan
U.B.K.C., Bengaluru
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LIFE STILL HAS A
MEANING e
LIFE IS A LIE

Life is a lie, a shadow on the wall

If there is a future
There is time for mending,
Time to see your troubles

Coming to an ending. A fleeting dream that fades with the
dawn's call
Life is never hopeless A fragile thing, a delicate dance
However great your sorrow. A moment's joy, a lifetime of trance
If you're looking forward
To a new tomorrow. The world outside is cold and grey
A never-ending cycle of dismay

The laughter of children, the tears of
the old

A never-ending story, a tale so bold

If there is time for wishing
Then there is time for hoping,
When through, doubt and darkness

You are blindly groping.
The sun rises high in the sky
Though the heart is heavy A golden glow, a twinkling eye

e e But beneath the surface, a darkness lies

[ s i e e e ing A world of pain, a world of sighs

There is time for healing.
The trees sway gently in the breeze

So Fiiagh peur o Their leaves rustle softly, like the sea

But the wind whispers secrets, of a

There is a new day breaking, orld untold
\Y u

Thank God for th ise,
e prene A world of magic, a world of gold

Though mind and soul be aching.

Life is a lie, a wondrous thing

[f we harvest over, A delicate balance, a fragile ring

et K el Eebgl il g A dance of love, a dance of strife

There is a new tomorrow ..
A never-ending journey,

And life still has a meaning a never-ending life.

Sanober Tawfique Jyoti Prakash Nain

R.O., Khammam
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Urban and Rural Markets

A Comparative Study

n the dynamic landscape of effective strategies that resonate
marketing, understanding the with diverse demographics. While
nuances between urban and rural urban and rural environments uniqueopportunitiesand challenges
areas is essential for crafting differ in terms

density, lifestyle, infrastructure, and
consumer behaviour, both present

of population for marketers.

Understanding the Markets

K Urban Markets: Urban areas serve as epicentres of\
economic activity, cultural diversity, and technological
advancement. Urban areas are characterized by high
population density, extensive infrastructure, diverse
consumer demographics, and a wide range of goods
and services. Marketers targeting urban markets
benefit from the concentration of potential customers,
accessibility to modern amenities, and a competitive
businessenvironment. Urban markets offerunparalleled
opportunities for marketers to reach a large and diverse
base. Moreover, urban consumers tend to have higher
disposable incomes, diverse preferences, and a greater

n{ural Markets: In contrast, to the hustle and bustle\
of the urban life, rural areas offer a tranquil setting
characterized by close-knit communities, traditional
values, and a slower pace of living. Lower population
density, limited infrastructure, close-knit communities,
and reliance on traditional livelihoods characterize
rural areas. Marketers operating in rural markets face
unique challenges such as limited access to technology,
lower purchasing power, and cultural conservatism.
However, rural consumers exhibit strong brand loyalty,
value-based decision-making, and a preference for
locally sourced products and personalized services. It

Qlclination towards convenience and innovation. J

presents unique opportunities for marketers to connect
Qvith consumers on a personal and meaningful level.J

Tailoring Marketing Strategies

K Urban Markets \

1. Digital Marketing Dominance: Urban consumers
are highly connected and digitally savvy, making online
channels indispensable for marketing campaigns.
Leveraging social media platforms, search engine
optimization (SEO), and targeted online advertising
allows marketers to reach urban audiences effectively.

2. Experiential Marketing: Urban dwellers crave
immersive brand experiences that resonate with
their fast-paced lifestyles. Pop-up events, interactive
installations, and experiential activations in high-
traffic areas enable brands to engage with urban
consumers on a personal level and create lasting
impressions.

3. Hyperlocal Targeting: Despite the wurban
sprawl, neighbourhoods within cities often have
distinct characteristics and consumer preferences.
Implementing hyperlocal marketing strategies,
that cater to the unique needs and preferences of
specific urban communities, fosters brand loyalty and

K Rural Markets \

1. Community Engagement: Building trust and
credibility within rural communities requires genuine
engagement and a commitment to local values.
Participating in community events, sponsoring
local initiatives, and collaborating with grassroots
organizations demonstrate a brand's dedication to
supporting rural livelihoods and fostering community
development.

2. Offline Marketing Channels: While digital
marketing is essential, traditional offline channels
such as print media, radio, and outdoor advertising
remain influential in rural areas with limited internet
penetration. Adopting a multi-channel approach that
integrates both online and offline marketing tactics
ensures maximum reach and engagement among rural
consumers.

3. Product Localization: Rural consumers have
unique preferences and consumption habits shaped by
their cultural, agricultural, and geographical contexts.
Adapting product offerings, packaging, and messaging
to reflect local customs, languages, and lifestyles

enhances customer engagement.

demonstrates respect for rural traditions and enhances

Qrand relevance. JJ
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Overcoming Challenges

~

/ Urban Markets

Competition Saturation: Urban markets are
highly competitive, with numerous brands vying
for consumers' attention and loyalty. To stand out
amidst the noise, marketers must differentiate their
offerings, emphasize unique selling propositions,
and continuously innovate to meet evolving urban
consumer preferences.

Information Overload: Urban consumers are
bombarded with advertisements and marketing
messages from multiple channels, leading to
information overload and decision fatigue.
Designing concise, compelling, and targeted
marketing communications that cut through the
clutter and resonate with urban audiences is crucial

N

Rural Markets \

Limited Infrastructure: Rural areas often lack access to
basic infrastructure such as reliable internet connectivity,
transportation, and retail outlets. Marketers must
overcome logistical challenges by leveraging alternative
distribution channels, investing in last-mile delivery
solutions, and collaborating with local businesses to reach
rural consumers effectively.

Cultural Sensitivity: Rural communities have distinct
cultural norms, values, and traditions that shape
consumer behaviour and attitudes towards marketing.
Failing to understand and respect these cultural nuances
can lead to alienation and backlash. Marketers must
conduct thorough research, engage local stakeholders,
and tailor marketing strategies accordingly to avoid

\for success.

\cultural insensitivity.

Conclusion: Marketing in urban
and rural areas requires a nuanced
understanding of the unique
characteristics, preferences,
and challenges inherent to each
environment. By tailoring strategies
to align with the needs, values,
and aspirations of urban and rural

n the dynamic and competitive

landscape of the banking industry,
effective marketing plays a pivotal
role in driving growth, fostering
customer relationships, and
maintaining a competitive edge.
At the forefront of these efforts
stands the Marketing Officer, a key
figure tasked with navigating the
complexities of the financial sector
while devising and implementing
strategic marketing initiatives.
In this article, we delve into the
multifaceted role of a Marketing

\

consumers, marketers can maximize
engagement, drive brand loyalty, and
foster sustainable growth in diverse
markets. Ultimately, bridging the gap
between urban and rural marketing
not only expands market reach but
also fosters inclusivity, equity, and
shared prosperity for all.

Officer in a bank, exploring their
responsibilities, challenges, and the
impact they wield in shaping the
institution's success.

Strategic Planning and Market
Analysis

One of the primary responsibilities
of a Marketing Officer in a bank is to
develop and execute comprehensive
marketing  strategies aligned
with the institution's overarching
goals and objectives. This involves
conducting in-depth market

Om Kumar
R.O., Mumbai
(South)

Role of a Marketing Officer in a Bank

analysis to identify emerging trends,
assess competitive landscapes, and
uncover opportunities for growth.
By leveraging market research and
data analytics, Marketing Officers
can gain valuable insights into
consumer preferences, behaviour
patterns, and market dynamics,
informing strategic decision-making
and resource allocation.

Brand
Positioning

Management and

Building and maintaining a strong
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brand presence is paramount for
banks seeking to differentiate
themselves in a crowded
marketplace. Marketing Officers
play a central role in crafting and
communicating the bank's brand
identity, values, and unique selling
propositions to target audiences.
They oversee brand development
initiatives, including logo design,
brand messaging, and visual
identity  guidelines, ensuring
consistency across all marketing
channels and touchpoints. By
effectively positioning the bank in
the minds of consumers, Marketing
Officers enhance brand recognition,
trust, and loyalty, driving long-term
growth and profitability.

Product and Service Promotion

Marketing Officers are instrumental
in promoting the bank's products
and services to both existing
customers and prospective clients.
Theycollaboratecloselywithproduct
managers and sales teams to design
and execute marketing campaigns
that highlight the features, benefits,
and value propositions of various
financial products, such as savings
accounts, loans, credit cards, and
investment  services.  Through
targeted messaging and creative
storytelling, Marketing Officers
engage customers, generate leads,
and facilitate conversions, driving
revenue growth and market share
expansion.

Customer
Management

Relationship

In an era where customer experience
reigns supreme, Marketing Officers
play a critical role in nurturing and
strengthening relationships with
bank customers. They develop
customer segmentation strategies
to tailor marketing communications

and offerings to different
demographic lifestyles,
and preferences. By implementing
customer relationship management
(CRM) systems and marketing
automation tools, Marketing Officers
can personalize interactions,
track customer interactions, and
anticipate needs, fostering loyalty,
retention, and advocacy among

existing clientele.

groups,

Digital Marketing and Innovation

In today's digital age, -effective
marketing extends beyond
traditional channels to encompass
digital platforms and technologies.
Marketing Officers are tasked with
harnessing the power of digital
marketing tools and channels,
including websites, social media,
email marketing, and search
engine optimization (SEO), to
reach and engage target audiences
in meaningful ways. They stay
abreast of emerging digital trends
and innovations, experimenting
with new techniques and strategies
to enhance brand visibility, drive
traffic,c and generate leads in the
online space.

Compliance and  Regulatory
Oversight
Given  the  highly regulated

nature of the banking industry,
Marketing Officers must navigate a
complex landscape of compliance
requirements and  regulatory
standards. They work closely with
legal and compliance teams to
ensure that all marketing initiatives
adhere to relevant laws, regulations,
and industry guidelines, particularly
concerning consumer protection,
privacy, and advertising practices.
By maintaining strict adherence to

compliance protocols, Marketir@
Officers safeguard the bank's
reputation, mitigate risks, and
uphold trust and credibility with
stakeholders.

Stakeholder Engagement and
Collaboration
Marketing  Officers serve as

liaisons between various internal
stakeholders, including senior
management, sales teams, product
managers, and external partners.
They foster a culture of collaboration
and alignment, ensuring that
marketing strategies are integrated
seamlessly with broader business

objectives and initiatives. By
fostering open communication,
cross-functional teamwork, and

shared accountability, Marketing
Officers drive synergy and cohesion
across departments, maximizing
the effectiveness and impact of
marketing efforts.

In the fast-paced and competitive
world of banking, the role of a
Marketing Officer is indispensable
in driving growth, enhancing brand
value, and fostering customer
relationships. From strategic
planning and market analysis to
brand management and digital
innovation, Marketing  Officers
wear many hats as they navigate
the complexities of the financial
sector. By leveraging their expertise,
creativity, and strategic acumen,
Marketing Officers play a vital
role in shaping the success and
sustainability of banks in today's
dynamic marketplace.

Yogesh Verma
Z.0., Chandigarh
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Marketing of a Banking Product
or Service involves various
techniques. The right technique
employed will help wus reach
customers and get desired results
in terms of business. Apart from
using the right technique, having
knowledge of a product or service we
are selling will help us understand the
customers need, pitching the correct
product, to convince the customer
and win the confidence of customer.

1. Marketing is need for survival:
At this competing world, especially
in our Banking industry there
is cut-throat competition from
our peer public sector banks and
private sector banks. As we observe
competition is increasing day by
day, interest rates are becoming
highly competitive, customer is well
informed of their product choices
in the market. Further evolution
of Fintech is opening the Banking
industry where small players are
also given opportunity to compete.
Technology in Banking is changing
rapidly which demands huge
investment for constant update/
modification or change of technology
to suit industry needs. Overcoming
all these challenges and by adhering
to various guidelines of regulators,
when a Bank develops a product,
so much of effort, energy, time
and money is spent in the product
till it is made live. Each product
developed comes out after vetting
by Risk Management Department
of Banks. After making a product
with such effort and investment, it
needs to be known to all potential
users of products, they should be
made aware of product features so
that it can be converted to business
so that Banks reap benefits out of
investment made. Marketing plays
major role for our MSME products to
reach the potential users and to earn

income. Since underwriting activity
of Banks are centralized, our bank
branches are now functioning as
mere marketing unit and service unit
where marketing plays an important
role in garnering business.

2. Challenges in MSME Marketing

a. Changing Customer Needs:
It is a big challenge to market
MSME products since it is dynamic
i.e. customer requirements keep
changing, customer trade/industry
prospects keep changing thereby
risk associated with the product
also changes. Each MSME customer
is different based on their product
produced, strategy, operating cycle,
industry they cater etc., and each one
has unique needs.

b. Almost every bank has similar
MSME products: As we can see,
all nationalised banks and private
banks have similar products and the
difference is with ROI and Charges.
Each bank conducts campaigns,
offers incentives in interest & charges
to get customers to their fold. Most of
these customers garnered through
such efforts are existing customers
who are banking with other PSU/
Private Banks.

c¢. TAT and Service matters
most: As we observe, many MSME
customers are very calculative on
interest and charges, but they are
much more concerned about timely
availability of loan from banks to
grab business opportunities.

d. Funding the unfunded,
bringing informal to formal
banking system: Still many MSMEs
units are under informal banking,
which are funded by money lenders,
individuals etc. Educating them to
bring them under formal banking
system is indeed a great challenge

MSME Marketing

since they lack financial knowledge,
bookkeeping etc.

e. Retaining existing MSME
customers: There are more choices
available for customers for funding
and customers are well informed
about peer bank products, interest,
charges and other options like PE
funds etc. Hence, retaining existing
customers is a challenge.

f. Difficultiesin decision making:
Sanctioning an MSME loan involves
satisfying unlimited parameters.
Delegated powers, activity, rating,
ratios, CMR rank, CIBIL, collateral,
purpose of loan, type of machinery -
new/used, scheme guidelines, DP for
sister concern debtors, deviations,
concessions, previous NPA history,
sister/group concern health, type
of facility, takeover norms, margin,
RAROC etc.

3. Productknowledge helps: Pitching
the correct product to suit customers
if we know our products, its USP.
Hence, having product knowledge will
help to pitch the best suited products
to the customers. Only knowing
our products cannot guarantee
conversion to business unless we
understand/analyse the customer
needs/requirements. Hence, staff
who market MSME products need to
do due diligence of the borrower, his
business, product, process, industry
and should know operating cycle
of the business. Further, knowledge
of risk mitigants like net worth of
borrower, availability of collateral,
eligibility for coverage under Govt.
schemes like CGTMSE/CGSSI will help
staff to offer them best suited product
to MSME customers.

4. Strategies / Steps for MSME
marketing:

® Deep understanding of MSMD
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products and difference between
our MSME products. Many MSME
products look similar but one needs
to consolidate each product USP i.e.
Unique Selling Preposition to market
it effectively.

® MSME customers are more
interested to know the effective
interestrate and charges. Interestrate
and charges are influenced by many
factorslike activity of borrower, credit
rating which captures demographic
details, obligor rating, safety rating
etc. Hence, having a one pager
reference handout of ROI details of
major products will be helpful for
clarifying customer doubts and to
confidently book the deal.

® For takeover cases or funding
existing units, obtaining basic
information like audited financials,
account statement, latest sanction
advice will help to make initial
assessment by the marketing official
about borrower credit worthiness.

n the digital era, social media has

become a cornerstone of marketing
strategies in the banking industry.
With billions of users worldwide,
platforms like Facebook, Instagram,
and LinkedIn offer unparalleled
opportunities for banks to connect
with customers. With billions of
active users worldwide, platforms
like Facebook, Instagram, Twitter,
LinkedIn, and others have become
integral to marketing strategies
across industries.

1. Expanded Reach and Targeting:
Social media platforms allow
banks to reach a wider audience
and target specific demographics
\with precision. Through advanced

Initial rating shall be made based on
available information to know about
internal credit rating of borrower.
Basic due diligence of customer plays
an equal role to know about customer
reputation in the market. Based on
the above, marketing official will have
a fair idea about the borrower and
what best suited product he can offer.

® Probability that a proposal
maybe booked through efforts of
the marketing officer the sole is
low. MSME customers who are
directly dealing with the sanctioning
authority, have more probability for
booking a proposal.

® Funding the unfunded, bringing
them under formal banking system,
for Banks need to run awareness
campaigns for the MSME. Bringing
them under formal banking will help
them get funds at much cheaper rate,
benefits of the Government shall be
passed on to MSMEs. It will bring
them credit discipline and operating

Harnessing Social Media for
Successful Marketing

targeting tools, banks can tailor
their messaging based on factors
such as age, location, and financial
behavior. This enables more efficient
allocation of marketing resources and
better engagement with potential
customers. Social media platforms
offer unparalleled opportunities for
businesses to expand their reach
and target specific demographics.
With  sophisticated  algorithms
and targeting tools, marketers can
pinpoint their ideal audience based
on factors such as age, location,
interests, and online behaviour.

2. Engagement and Customer
Interaction: Social media provides
banks with a platform to engage

discipline like doing insuranch
maintaining records etc. Customers
who maintain credit discipline shall
be rewarded by reimbursement of
part interest or other incentives.

® Inculcating the habit of banking,
safely through technology

As technology-oriented frauds are
increasing day by day, Banks need
to educate, guide them to keep them
protected from online frauds.

® Hence, having product
knowledge will help the officials pitch
in suitable products to the customer.
Apart from product knowledge,
having knowledge of the industry, its
trend, other bank product features
will help to convince customers and
get the proposal booked.

S.Suresh Kumar
Z.0., Chennai

directly with customers in real-time.
Through comments, messages, and
posts, banks can address customer
inquiries, provide assistance, and
build relationships. By fostering
meaningful interactions, banks can
enhance customer  satisfaction,
loyalty, and advocacy. Unlike
traditional forms of advertising,
social media enables real-time
engagement and interaction between
businesses and consumers.

3. Content Marketing and
Education: Social media has
democratized content creation,

allowing businesses of all sizes to
produce and distribute compelling
contentto their targetaudience. From
photos and videos to blog posts and
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Gfographics, brands can showcase
their products or services in creative
and engaging ways. Storytelling has
emerged as a powerful marketing
tool, enabling brands to connect with
consumers on a deeper emotional
level and differentiate themselves
in a crowded marketplace. Banks
can leverage social media to educate
customers about financial products
and services through informative
content. From budgeting tips to
mortgage advice, banks can position
themselves as trusted advisors
by sharing valuable information.
Content marketing on social media
helps banks establish credibility,
attract leads and drive conversions.

4. Influencer Partnerships:
Collaborating with influencers in
the finance and lifestyle sectors can
amplify banks' marketing efforts
on social media. Influencers can
promote banking products and
services to their followers, leveraging
their authenticity and influence.
Partnering with influencers helps
banks reach new audiences and
enhance brand visibility in a
competitive market. The rise of social
media influencers has revolutionized
the way brands reach and engage
with consumers. Influencers, who
have amassed large followings
on platforms like Instagram and
YouTube, can effectively promote
products or services to their
dedicated fan base.

5. Data Analytics and Performance
Measurement: Social media
analytics tools enable banks to
track the performance of their
marketing campaigns in real-time.
By monitoring metrics such as
engagement, click-through rates,
and conversions, banks can assess
the effectiveness of their strategies.
Data-driven insights allow banks
to optimize their marketing efforts,
improve targeting, and achieve
better results. From impressions and
engagement metrics to conversion

rates and return on investment
(ROI), businesses can gain valuable
insights into the effectiveness of
their marketing efforts. By analysing
this data, marketers can refine
their strategies, optimize their
content, and allocate resources more
effectively.

Social media has fundamentally
transformed the culture of
marketing in numerous ways:

1. Shift to Two-Way
Communication: Traditional
marketing was often one-way

communication from brands to
consumers. Social media, however,
fosters dialogue, allowing for two-
way communication. Consumers
now expect engagement and
responsiveness from brands, leading
to a more interactive marketing
culture.

2. Empowerment of Consumers:
Social media has empowered
consumers, giving them a voice and
a platform to share their opinions,
experiences, and feedback publicly.
This shift requires marketers
to listen, respond, and adapt to
consumer sentiments, influencing
marketing strategies to be more
customer centric.

3. Personalization and Targeting:
Social media provides vast amounts
of data about user demographics,
interests, and behaviours. Marketers
can leverage this data to personalize
their messages and target specific
audience segments with precision,
resulting in more relevant and
effective marketing campaigns.

4, Content Creation and
Storytelling: Social media
encourages brands to create engaging
and shareable content. Visual content
such as videos, images, and stories
have become central to marketing
strategies, enabling brands to tell
compelling stories and connect with
consumers on a deeper level.

5. Influencer Marketing: Social
media has given rise to influencers
who wield significant influence over
their followers. Brands collaborate
with influencers to reach their target
audience authentically and leverage
their credibility to endorse products
or services, reshaping the traditional
celebrity endorsement model.

6. Real-Time Marketing: Social
media facilitates real-time marketing
opportunities, allowing brands to
capitalize on trending topics, events,
and conversations. Marketers can
quickly respond to current events,
engage with audiences in the
moment, and stay relevant in a fast-
paced digital landscape.

7. Measuring and Analysing
Performance: Social media
platforms offer robust analytics tools
that enable marketers to track and
measure the performance of their
campaigns in real-time. Metrics
such as engagement rates, reach,
and conversions provide valuable
insights, allowing marketers to
optimize their strategies and allocate
resources effectively.

Conclusion: Social media has
emerged as a powerful marketing
tool for banks in the digital age.
From expanded reach and targeted
advertising to real-time customer
engagement and influencer
partnerships, social media offers
myriad opportunities for banks to
connect with customers and drive
business growth. By embracing
social media marketing strategies
and leveraging data analytics, banks
can stay competitive, enhance
customer relationships, and thrive
in an increasingly digital banking
landscape.

Namita Mishra
Z.L.C., Powai
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Futuristic Tendencies in Marketing

n today's fast-paced digital world,

marketing is constantly evolving
to keep up with technological
advancements, developments and
changing consumer behaviours. The
future of marketing is shaped by
innovative strategies that leverage
cutting-edge technologies to create
personalized, immersive, and data-
driven experiences for consumers.
One of the key futuristic tendencies
in marketing is the emphasis on
personalization. With the help of
advanced Artificial Intelligence
algorithms, marketers can now
customize their messaging and
content to individual preferences,
creating highly personalized
experiences for consumers. This
level of customization not only
enhances customer engagement
but also drives brand loyalty and
increases conversion rates.

Another  futuristic trend in
marketing is the integration of
augmented reality (AR) and virtual
reality (VR) technologies. These
immersive  technologies  allow
marketers to create interactive
experiences that blur the lines
between the physical and digital
worlds. By enabling consumers
to visualize products in real-
world settings or participate in
virtual events, augmented reality
(AR) and virtual reality (VR) are
revolutionizing the way brands
engage with their audience.

Voice search optimization is also
a growing trend in futuristic
marketing strategies. As voice
assistants like Siri, Alexa, and
Google Assistant become more
prevalent, marketers are optimizing
their content for voice search to
ensure that their brand remains

visible in this new search landscape.
By creating conversational content
that aligns with how people speak
naturally, marketers can improve
their search engine rankings and
reach a wider audience.

Data-driven decision making is
another key aspect of futuristic
marketing. By leveraging data
analytics and machine learning,
marketers can gain valuable
insights into consumer behaviour
and preferences. This data-driven
approach allows marketers to
make informed decisions, optimize
their campaigns in real-time, and
deliver more targeted and effective
marketing messages to their
audience.

Sustainability and ethical marketing
are also shaping the future of
marketing. With increasing
concerns about climate change and
social responsibility, consumers
are demanding more transparency
from brands. Futuristic
marketing strategies will focus on
sustainability, ethical practices,
and corporate social responsibility
to build trust with consumers
and differentiate themselves in a

crowded marketplace.

The future of marketing lies in a
delicate balance between Al-driven
efficiency and human-centered
authenticity. Brands that adapt to
these trends will grow and survive
in the evolving landscape.

Futuristic tendencies in marketing
are shaping the landscape. The
various elements are discussed that
may drive to build the shape and
definition of marketing in the future.
Time and demand are the important
drivers for the evolution aspect.
Marketing will increasingly need to
be hyper-personalized, one-to-one,
and real-time. Brands will leverage
data and technology to deliver
tailored experiences to individual
consumers. Expectation will be
more towards relevant content and
offers based on user behaviour and
preferences.

GenAl and Creative Talent : GenAl
(Al-driven creative generation)
will play a significant role.In
near future, approximate 80% of
creative talent will use GenAl daily,
allowing for faster development of
creative variations. This will lead to
increased spending on agency ary
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in-house creative talent for more
strategic endeavours.

Brands Positioning Around Al
Absence : As Al becomes more
prevalent, addressing consumer
trust and confidence issues will be
crucial. By another 3-4 years, approx.
15-20% of brands will differentiate
themselves by positioning and
emphasizing the absence of Al in
their business and products. These
“acoustic” brands will prioritize
authenticity and ethics.

Quality Concerns on Social Media:
In the near future, a perceived decay
in the quality of social media sites
will push 45-50% of consumers to
significantly limit their use of major
platforms. Consumer concern over
Gen-Al spreading misinformation
remains high, leading to active
limitations in platform usage.

Transparency and Trust:
Transparency will dictate brand-
customer relationships. Brands

that prioritize transparency, ethical
practices, and authenticity will
gain consumer trust. Addressing
Al-related concerns and ensuring
transparency in data usage will be
essential.

Data-Driven = Marketing and
Metrics : Personalized, data-driven
marketing will become friendlier.
More accurate metrics will continue
to emerge, allowing marketers to
measure and optimize campaigns
effectively.

From the opportunities presented
by digital marketing to the hazards
of failing to grasp that brand
transparency is now a crucial
marketing asset, these are the factors
that are increasingly impacting the
marketing strategy.

What will define the future of
marketing?

Qying to predict the future is always

a risky thing to do. However, certain
trends have evolved and should be
addressed by any organisation.

There will be increasing complexity
in consumer purchasing decisions.
Consumers use all kinds of media
to make shopping decisions, from
YouTube to Facebook, and it has
never been harder to categorize
them according to their purchasing
preferences. Traditional consumer
categories, such as mainstream
or high and low end, are being
challenged. Segmentation s,
therefore, becoming increasingly
complex. The same customer could
buy one high-end and one low-end
product at the same time, selecting
the products they want to buy with
an unbalanced mix of emotions and
rationale.

Personalization in product design
and communications will be more
prevalent. Thanks to big data, social
media and flexible manufacturing,
more companies are learning to
offer customized products and
designs. This trend is reaching
a growing number of industries
including the health sector. While
pharma companies continue to
treat all patients in more or less the
same way, they will soon be moving
towards personalized medication
based on differences, such as age,
sex, weight, and medical history.

Mobile communications are
becoming the centre of marketing.
There were accusations about
WhatsApp giving Facebook its
users’ phone numbers to deliver
targeted ads. Although getting a text
message aboutone of your favourite
products may seem intrusive, so
is telemarketing, and that hasn’t
gone away. As companies attempt
to communicate with consumers
more and more via their mobile
devices, watch out for consumers’

negative reactions if they feel them
privacy is being intruded upon.

Transparency will dictate brand-
customer relationships. Businesses
cannot escape the transparency
offered by social media. More
companies are learning the lesson
that if they are not truthful, they
will pay the price: not only in hefty
fines imposed by authorities but
also in lost loyalty and business
from their customers.

More accurate metrics will
continue to emerge. Measurement
will probably never be perfect, but
digital technology is improving it.

Marketing organization will
increasingly move from digital
silos to integrated teams. A few
years ago, one would have the
digital team on one side and the
marketing team on the other. It
can no longer be that way, the
two must be fully integrated. As
one marketer recently suggested,
companies do not necessarily need
a digital strategy, what they really
need to know is how to plug the
digital component into the complex
process of how consumers make
purchasing decisions!

The future of marketing will
be shaped by data, technology,
personalization, and a focus on
genuine customer experiences. As
we look ahead, where the interplay
between data, technology and
customer experience will continue
to adapt, we must keep focus on
the solutions that will help our
enterprise business best serve each
customer.

Joy Ghosh
Z.LC,
Bhubneshwar
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Marketing campaign is a strategic
sequence of steps and activities
that promote company’s product/
service with a specific goal. Often it
revolves around the product launch
or a specific goal of the company. It
comprises of mainly four steps viz.,
Planning, Execution, Tracking &
Analyzing the Marketing campaign.

Why do we need campaigns: To
achieve a certain goal we need a
strategic method/ series of events
and time bound activities. Marketing
campaigns play a vital role in this
process.

"The best
arguments in the
world won’t change a
single person’s mind. The

only thing that can do
thatis a good story”

- Richard Powers

Impactful marketing campaigns are
just powerful stories. A successful
marketing campaign has to be
impactful, futuristic, goal oriented
relevant and create BUZZ for the
audience.

First step - Determine the objective
of a campaign and its budget : Each
marketing campaign should have a
goal that guides its content. Every
marketing campaign starts with an
objective and a budget.

Second step - Identify target market:
Once the budget and objective is
set, identify the target market.
Identifying the target market involves
demographic and psychographic
characteristics of the buyers. It is
important to select the right media.

Third step - Create a Message:

Creating a clear message for the target
audience is important, this includes
showing them how the product
or services solves their problem
and benefits them. It also justifies
purchase. The message should
be clear and appeal to customer
emotions.

Fourth step - Develop a media
strategy: Selection of a media channel
is of utmost importantce. Media
plays a vital role in communicating
the message of company. Choosing
a media is the toughest part of
campaign planning. The budget and
type of market will have a big impact
on the media choice.

Fifth step - Implementation
of a marketing campaign
Implementation of a Marketing
campaign is complex process, which
becomes easier when it is well
planned. Planning would depend on
the type and stage of products.

Types of Marketing campaign

» Traditional Media: Traditional
media marketing user offline
marketing to reach the audience.

»> Seasonal Push Campaign: A
seasonal push campaign is based on
the time of the year and the main
aim is to promote products and
services relevant to a particular time.
Offering discounts and special offers
for product/ services are among the
most used seasonal marketing ideas.

» Product Launch: This type of
campaigns are the key whenever
companies bring out new products
/ services. It helps raise awareness.
It is necessary to start promotion
before the launch of new product to
generate curiosity at its release. This
will generate a buzz and excitement
among customers.

> Brand Awareness: Building
brand awareness and recognition

(ABC of an Effective Marketing Campaign

is the most vital part of a marketing
campaign. It tells the customer about
the company/ brand and how it is
different from competitors.

» Brand Launch - A brand launch
campaignaimsto tell the organization’s
story, message, values to its audience
and creates brand awareness. The
campaign is aimed to control the
brand’s narrative and public image to
differentiate from competitors.

> Rebranding Campaigns - A
rebranding campaign is when a
company uses marketing campaigns
to promote important changes such as
a brand identity like logo, name, color
or merger with another organization.
A company will need to make sure
that the message gets out to ensure
that the people recognize easily. These
campaigns need to show the audience
that a company is slowly transitioning
towards something new.

Sixth step - Measure & Analyze:
The last step in a marketing campaign
involves the analysis of the results.
Results will show which targets
responded best and what channels
provided the best opportunity to reach
the goal. The more we monitor the
better the results. If results are not as
per expectations the strategy should
be changed well before the timeline.

A campaign designer can not wait
until the end of the campaign. There
are some basic Key Performance
Indicators to measure the results
like sales response after a campaign
launch, awareness, hits in the company
website and responses received from
various sources.

Nikhil Soni
R.O., Raipur
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or any successful business,

Marketing and customer service
are very essential. One can increase
customer base with marketing but
retain customer base with good
customer service. Marketing helps in
attracting new customers and good
customer service makes customers
keep coming back. Customer service
and marketing are different but they
are essential to make any business
successful.

Customer service is not a one-time
service butan ongoing process. When
customer service is satisfactory, it
makes the customer happy. This is an
essential service which helps make
or break a company. Good customer
service is important for every
organization especially in the era of
social media where word-of-mouth
marketing travels at lightning speed.

Marketing is the process of
identifying opportunities and
converting potential customers
into real customers. This needs
development and distribution of
goods and services for adding valuing
to the business. Marketing involves
reaching out to new customers for
marketing new products. Whereas,
customer service involves the
process of identifying, addressing
and resolving customer complaints.
It can also be used for building
customer relationships.

Both are essential for attracting new
customers. Efficient customerservice
helps create lifelong customers who
will not only keep coming back but
will tell their friends and family
about the product/service. Good
marketing helps in creating demand
for the product and good customer
service helps in retaining the
customers. Marketing and customer
service complement each other in
various ways. Leads are generated
with effective marketing which can
@ followed by a customer service

team. So, when customers are happy,
it helps in increasing sales.

In order to create a positive
customer experience, marketing and
customer service play a vital role.
When customers are satisfied, sales
also increase as the products are
recommended to many.

Synergy of Marketing and Customer
Service:

Data usage: One way is to use the
data from the customer service team
for forming marketing strategies. For
example, if any customer asks for any
product on a regular basis, then this
can be informed to the Marketing
department, so that they can market
about that particular product/service.

Customer Feedback: For improving
customer  experience, customer
feedback can help. If customers are
unhappy with any product or service,
then the customer service team can
share the feedback with the marketing
team so that changes can be made in
the product or service.

Regular meetings: Customer service
and marketing teams should meet
regularly to discuss the issues of
the customers and find solutions.
When these two departments work
together, customers will get the best
experience.

Challenges:

¢ Acompanymaynotbeabletomeet
the needs of the customers. When the
customer service department does
not communicate the needs of the
customers, then the marketing team
will never know the demands of the
customer. Lack of communication
between these departments, will lead
to misunderstanding.

e When customer feedback is
not used for improving customer
experience, then the customers may
get dissatisfied with the service or
product.

. c e )
Customer Service vis-a-vis Marketing

Importance of Customer Service in
Marketing

Builds Customer Relationship:
Customer service is one of the most
important aspects of marketing. It
helps create customer relationships
by providing customers all the
support, assistance and information
they need.

Brand loyalty: When a customer
service team works diligently, it helps
in increasing the customer satisfaction,
creates repeat customers and also
builds brand loyalty. This also helps
in reducing the customer churn. Word
of mouth marketing is also increased
with quality customer service.

Solving problems: Customer service
helps in solving problems of the
customer so thisisavery powerful tool
for marketing success. This provides
value and builds a relationship with
the customers.

Marketing efforts will not bear
results if it is not backed by excellent
customer service and vice-versa.

The best way in which these two
departments can work together is
when they have communication
between them. Both teams should
know what the other department is
doing. Moreover, it is important to
keep an eye on metrics such as churn
rate and customer satisfaction.

Conclusion : Marketing and Customer
service are two very essential
components for any successful
business. New customers are attracted
by marketing and customer service
helps retain the customer. When these
work together, they can ensure that
the needs of the customers are met.

Ramandeep Kaur
R.O., Gurugram
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In the fast-paced landscape of
contemporary  business, = where
consumer behavior evolves with every
technological advancement, marketing
strategies must adapt to keep pace. The
traditional methods of marketing have
undergone a profound transformation
with the increasing integration of
technology into every facet of our lives.
From social media platforms to data
analytics tools, technology has become
an indispensable asset for marketers
seeking to engage with their target
audiences more effectively than ever
before.

Evolution of Marketing Strategies:
The evolution of marketing strategies
can be traced back to the emergence of
the internet and the subsequent rise of
digital marketing. Initially, businesses
utilized websites and email campaigns
to reach their customers in the online
sphere. However, with the advent of
social media platforms such as Facebook,
Twitter, and Instagram, the marketing
landscape underwent a seismic shift.
Suddenly, brands had direct access to
millions of potential customers, enabling
them to engage with their audience on a
more personal level.

Personalized Marketing: One of
the most significant advantages that
technology has brought to marketing is
the ability to personalize content and
messaging. Through data analytics and
artificial intelligence, marketers can
gather vast amounts of information
about their target audience, including
their preferences, behaviors, and
purchasing patterns. This data can then
be used to tailor marketing campaigns
to individual consumers, delivering
highly relevant content that resonates
with their interests and needs.

Social Media Marketing: Social media
platforms have become invaluable tools
for marketers looking to connect with
their target audience in a more authentic

and interactive way. These platforms
allow brands to engage with consumers
in real-time, responding to comments,
addressing concerns, and building
relationships that foster brand loyalty.
Moreover, social media algorithms
enable targeted advertising, ensuring
that marketing messages reach the most
relevant audience segments.

Influencer Marketing: Another trend
thathas gained prominence with the rise
of technology is influencer marketing.
Influencers are individuals with a
significant following on social media
platforms and have become powerful
allies for brands looking to amplify their
message. By partnering with influencers
whose values align with their own,
brands can leverage their credibility
and reach to promote their products or
services to a wider audience.

Augmented Reality and Virtual
Reality: Augmented Reality (AR)
and Virtual Reality (VR) technologies
are revolutionizing the way brands
engage with consumers, offering
immersive experiences that blur the
line between the physical and digital
worlds. Retailers, for example, can use
AR technology to allow customers to try
on clothing virtually or visualize how
furniture would look in their homes
before making a purchase. Similarly, VR
experiences can transport consumers
to virtual environments where they can
interact with products or services in
ways that were previously impossible.

The Role of Data Analytics: Central
to the increasing use of technology
in marketing is the role of data
analytics in informed decision-making
and measuring the effectiveness of
campaigns. By analyzing data from
varioussources,includingwebsite traffic,
social media engagement, and customer
feedback, marketers can gain valuable
insights into consumer behavior and
preferences. This data-driven approach

Embracing Digital Age in Marketing

allows for more targeted and efficient
marketing strategies, maximizing return
on investment and driving business
growth.

Challenges and Ethical
Considerations: While the increasing
use of technology in marketing offers
numerous benefits, it also presents
challenges and ethical considerations
that must be addressed. Issues such as
data privacy, algorithmic bias, and the
proliferation of fake news have raised
concerns about the ethical implications
of using technology to manipulate
consumer behavior. Moreover, the rapid
pace of technological innovation means
that marketers must continually adapt
and update their strategies to stay ahead
of the curve.

Conclusion: In conclusion, the
increasing use of technology in
marketing has transformed the way
businesses engage with their target
audience, offering unprecedented
opportunities for personalized and
immersive experiences. From social
media marketing to augmented
reality, technology has become an
integral partofthe modern marketing
toolkit, enabling brands to connect
with consumers in more meaningful
and impactful ways. However, with
these opportunities come challenges
that must be addressed responsibly
to ensure that technology is used
ethically and transparently to benefit
both businesses and consumers
alike. As we continue to embrace the
digital age, the role of technology in
marketing will only continue to grow,
shaping the future of commerce in
ways we are yet to imagine.

Sachin Verma
Z.0., Chandigarh
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Is this picture evoking some old memory, some deep emotion
or sparking creativity? Every picture is worth a thousand
words, however if you want to express yourself feelings in 02
lines, then let your pen create magic. Write a suitable title for
this picture and send it to us through the correspondent of your
Office Region.

Please ensure the following while submitting your entry:
¢ Slogan should be of only 02 lines.

¢ The entry may be sent in Hindi or English. In terms of circular
no. 7869 dt. 16.03.2024 separate prizes shall be awarded
under each category.

¢ A staff member may submit only one entry, either in
Hindi or in English. In case multiple entries are received
from any staff, they will not be considered.

o This contest is open only for the staff members presently in
service of the Bank.

¢ All correspondents are requested to consolidate the entries
of their office/Region within stipulated time and send them
to uniondhara@unionbankofindia.bank.

¢ The last date for sending entries is 12th July, 2024

¢ Entries, duly, adhering to the specified word limit, received
by the last date, shall only be included in the competition.
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ituated in the state of Madhya
Pradesh, lies Gwalior Fort, the
real "pearl in the necklace."

Gwalior is a city steeped in vibrant
and captivating history that spans
over a thousand years. Legend has
it that Sant Gwalipa, a saint, offered
water from the Suraj Kund to the
wandering king Suraj Sen, curing
him of leprosy. In gratitude, Suraj
Sen changed his name to Pal, named
the city Gwalior, and constructed the
fort that stands proudly today.

The best time to visit Gwalior is
from October to March, when the
weather is pleasantly warm and dry,
accompanied by clear blue skies.

Gwalior boasts of several captivating
tourist attractions, such as the
renowned Gwalior Fort, the majestic
Sun Temple, the historic Tomb of
Tansen, the exquisite Saas Bahu
Temple, the ancient Teli Temple, the
opulent Jai Vilas Palace of Scindia's,
and the revered Lakshmi Bai
Veerbhoomi.

Gwalior Fort, situated on a steep
sandstone mass, stands as the most
magnificent monument in the city. A
road, steep and winding, leads up to
the Fort, adorned with statues of the
Jain Tirthankaras intricately carved
into the rock face. The formidable
outer walls of the Fort, stretching
two miles in length and towering
35 feet high, serve as a testament to
its reputation as one of India's most
impregnable forts.

Within the Fort, one can find
remarkable examples of medieval
architecture. The Gujari Mahal,
built in the 15th century, stands as a
tribute to the love of Raja Mansingh
Tomar for the fearless Mrignayani, a
tribal Gujar Queen. While the outer
structure of the Gujari Mahal has

remained remarkably preserved,
the interior has been transformed
into an Archaeological Museum,
showcasing a collection of rare
antiquities.

Additionally, there are two other
splendid palaces within the fort
known as the Man Mandir Palace
and Karna Mahal, constructed
by Raja Mansingh and Raja Karn
Singh respectively. These palaces
feature grand chambers adorned
with exquisite stone screens, which
once served as music halls where
the royal ladies would receive music
lessons from renowned masters
of their time. To further enhance
the experience, a captivating Light
& music show is presented every
evening, bringing the rich history of
the fort to life.

The Sun Temple or Surya Mandir,
was built by Sri GD Birla and
stands as a remarkable shrine and

architectural marvel in Gwalior.
Inspired by the renowned Sun
Temple in Konark, Orissa, this
temple showcases a stunning blend
of red sandstone and white marble
architecture. While the exterior
is crafted from red sandstone, the
interiors boast of intricate marble
work, adding to its allure.

Resembling a chariot drawn by
seven horses, symbolizing the days
of the week, the temple features
24 wheels representing the hours

in a day. Surrounding the temple
are 365 idols of various gods, each
representing a day of the year
The centerpiece of the temple is a
magnificent marble idol of the Sun
God. Nestled in a peaceful setting,
the temple is surrounded by a well-
maintained garden that enhances its
beauty.

The Tansen Memorial, is located
in close proximity to Gwalior Fort.
Tansen, a distinguished musician
and one of the nine jewels of Akbar's
court, plays a vital role in the
Hindustani classical music heritage
of North India.

The architectural design of the tomb
follows the typical Mughal style,
with hexagonal pillars positioned
at each corner. The building, shaped
like a square, is topped with a
square dome embellished with blue
ceramic tiles.

The Sas-Bahu Temple, previously
known as the "Sahastrabahu
Temple," is a tranquil and spiritually
significant location. Situated within
the Gwalior Fort complex, this
pair of temples showcases the
architectural brilliance of the 11th
century. Intricate carvings and
majestic pillars combine to create an
atmosphere that transports visitors
back to a time of artistic excellence.

Constructed  from  sandstone,
the temple emanates a majestic
and graceful aura, captivating all
who enter its sacred premises.
It is believed that King Mahipala
of the Kachchhapaghata dynasty
supervised the construction of this
temple dedicated to Lord Vishnu.
The walls and columns of the Sas-
Bahu Temple are adorned with
mesmerizing sculptures depicting
stories from Hindu mythology
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including tales from the Ramayana
and Mahabharata. The remarkable
artistry, meticulous detailing, and
expert craftsmanship evident in the
temple pay homage to the talent and
devotion of the artists from that era.

The Teli ka Mandir, is a temple
located within the Gwalior Fort.
It is dedicated to Shiva, Vishnu,
and Matrikas, and is believed to
have been built between the early
8th and early 9th century CE. The
architectural style of the temple is
a blend of the north Indian Nagara

North India, and the South Indian
Dravidian style, as seen in the
spire of the temple. The temple
is renowned for its architectural
design based on  "musical
harmonics,"” which Hermann Goetz
considered a masterpiece of late
Gupta era Indian art.

Over the years, the temple has
undergone significant damage and
modifications. It suffered extensive
damage during the raids by the
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style, which is characteristic of

army of Qutb-ud-din Aibak and his
successor Iltutmish in 1232 CE,
along with other temples in the fort.
During the British era, it was even
used as a Soda factory and later as
a coffee shop. However, all such
activities were eventually prohibited
in that part of the Fort.

The Jai Vilas Palace, constructed
in 1874 by Maharaja Jayajirao
Scindia, stands as a prominent
tourist attraction in Gwalior. While
a portion of the palace serves as
a museum, the Scindia family still
resides in the remaining sections.
Even the banquet halls, which form
part of the museum, are utilized
by the family for special events.
This exquisite palace, featuring
a white facade, spans over a vast
area of more than 12 lakh square
feet, constructed at a cost of one
crore. It showcases remarkable

elements such as a grand Durbar
Hall adorned with the world's
heaviest chandeliers, intricate gold
furnishings, and a spacious carpet.

The Samadhi of Rani Lakshmi Bh
canbefoundatPhool Baghin Gwalior.
This serene park houses a memorial
in the form of a magnificent statue
depicting Maharani Lakshmi Bai on
horseback. Adjacent to the statue,
an eternal flame burns as a heartfelt
tribute to one of our nation's most
revered freedom fighters.

To honor her remarkable legacy, a
fair is organized in Gwalior every
year on June 18th, serving as a
poignant reminder of her sacrifice
and indomitable spirit.

In conclusion, a trip to Gwalior
unquestionably immerses us in
the grandeur of a bygone era and
presents a valuable opportunity to
delve into our rich cultural heritage
and history.

Yagnamurthy
Dwaraka Nath
Retd. R.O., Mysore
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YR e ST MR STFHRT § URyu] Tor THams e §. TSN i § i gigar o e et #
TSI T GfE § T Hecyul 0T 7. UHeRT & “SFIoART’ WY o ST HAEIRE! i g agd A 3T ShE Hife
T E. G IS IHT T HlAAr WA g qE TH S0 o o fei F of St © K U S7enT wireh ¥ BH 99T e 7.
T TG THY TURT SO S TS S OXE TAR ST % W Y TS S €. e €, 37 hfaang off eyt 9 Wi €,
fSrTeh Ter BRTEAET 9 TN BT YA SWfAH 7. UfTehT Y IS HooT U9 H50T Scp® ¢, fafaer Tt o1 goifed o ek gyof
UFTeRT IR i o T TUIeeh Heel o Hid AredTe 31K STATHT iehi & IS FehTe B JHHTHT.
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GEET TSTHT T bt dTeRt 3T-WHfa ot §Arseh Gt 1< hed oh Y hocl § Tl [IE0T ST FHOT 9 JTaT
T T AT AT WIS, & TE, &7, Tar. W T At S0, W, FWwEys (7. G, @A), 4 TRy FAR
fag, U HeweaYs (A1, T.), 4t T 59, 9 yg@, U1, S usia e, Jeds Hemeees (7.97.), ot Sheid FER,
frTen, fordtar Samg fovm, 4t gweix, 3T freerer @TTyT), g4t o7 a9, o.9.(T.91.), 3.7, U qO7 4 3Tsid AR
e, 9.9.(7.97.), & .36, 7.
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