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Abstract
The study sought to find out the growth of digital marketing and its impact on 
customer service in Nationalist banks in India. The study was guided by, consumer 
behavior theory; two-factor theory of customer service and  Mcluhan’s media and 
growth of commercial banks. Digital marketing ability in the banking industry in 
India is best and that Nationalist Bank should also choose the methods of digital 
marketing in a way that is in line with their goals achievements.  

 Globally, the victory of every company fabricates in its customer 
base. With the  development of high social media outposts, networks, 
blogs, platforms and ‘vertical’ or specialist communities, there 
is a possibil ity for a more considered and targeted approach to 
marketing brands in the social space. Digital marketing is no longer 
about  simply adding online channels to the media mix; it is about 
fit in digital into all facets of marketing. Digital advertising endures 
growing, increasing its hold on the global market share of  the entire 
advertising market.  
 Digital marketing plan builds on and familiarizes the principles of 
traditional marketing, using the openings and challenges offered by 
technology and the digital moderate. User-centric thinking, which 
comprises placing the user at the core of all decisions, is vital when 
looking at building a successful digital advertising strategy. The 
advent of new knowledge means the digital marketing strategist of 
today is offered not only an embarrassment of new tactical likelihoods 
but also unprecedented ways of measuring the effectiveness of 
chosen strategies and tactics. The fact that digital marketing is 
highly experimental is one of its key strengths. Everything can be 
measured: from comportments to actions and action paths, to results. 
This means that the digital marketing strategist should start thinking 
with return on speculation in mind. Built into any strategy should be 
a testing structure and the ability to remain flexible and dynamic in a 
medium that shifts and changes as user behaviors do.   
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 According to Kates, “Digital marketing has technology at its heart. It is, therefore, crucial to 
involve both technical and aesthetic minds in the initial stages of strategy formulation.  ” The ideas 
should speak to both system and story and the tools have enough money by technology should 
be a starting point in the process of developing strategic objectives. Digital marketing has been 
extensively used in the modern day by the banks as they try to place themselves in the inexpensive 
markets which have already been conquered by Micro finance institutions, private lenders and 
shylocks. Before the mid-1950’s the banks had no  thoughtful or repute for marketing. It was in 
the late 1950’s that marketing in the banking industry  developed in the west. Its beginning was in 
the form of advertising and promotion concept. At that time, the personal setting could not get a 
significant place.   
 Social Media Marketing Social media marketing, (SMM), is a form of internet marketing that 
outfits various social broadcasting networks to achieve marketing communication and branding 
goals. Social media marketing mostly covers activities involving social partaking of content, 
videos, and images for marketing purposes. Social media marketing platforms usually center on 
efforts to create content that attracts attention and  boosts readers to share it with their social 
networks. A commercial message blowouts from user to user andapparently resonates because 
it appears to come from a trusted, third-party source, as opposed to the brand or company itself. 
Digital marketing is a subset of social media marketing.   
 The platform at which digital marketing works is based on the social media policy and is wholly 
dependent on social media triangle. Digital promotion in the banking sector has taken the industry 
into whole new heights. There are many reasons as to why effective digital marketing has become a 
necessity in the banking sector these days. According to Ryan, and Jones, “digital marketing is the 
marketing of the future.” While the  out-dated methods used for advertising and promotion can still 
be successful in this day and age, the fact is that the world of the banking sector is more connected 
online than ever before. This is leading to an increase in digital strategies, which could one day 
completely replace the more traditional  methods. As more clients begin to adapt to technological 
devices, they will likely expect banks to do the same. A study by Carter et al. found that Digital 
marketing methods allow banking  segment to reach out like never before and empower them to 
interact with the audiences they want to target but were previously unsure how to approach. Brian 
Fung wrote in the Washington Technology Journal (2012, Pp.78) that along with their high digital 
expectations, a client  also wants to see online content that fits what they are looking for in the 
banking sector.     
  “Today, people want to see examples, hear smart people talking to them in   
  videos and learn about how you’ve helped solve problems they can relate to,” 
 Evolving digital technology, rather than the monetary industry desire to improve customer 
facility, has been the force that has put clients firmly in the driving seat. Coincidentally, it’s only 
technology that can help banks and financial vendors to regain lost trust and win with their client 
online. Banking sector Clients perceptions and expectations have altered when it comes to online 
involvements, and so must those in the monetary industry. Today, clients believe to move easily 
from digital services to personal interactions and back again and they expect banks to know who 
they are (and what they want) every step of the way.
 Digital marketing is a present trend in both developed countries and developing nations and 
specifically in India. Digital marketing is taking the banking industry by storm, on behalf of 
transformational opportunities for banking amenities, especially in   India. Banks in India wanting 
to gain must now attention on incorporating digital marketing to their marketing strategies to 
take improvement of the big growth in technologies and a mounting middle class. The growth 
and transformational prospects that digital marketing offers to the banking sector in India are 
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enormous. The entire scalability of the digital marketing battle is the primary reason why banks have 
incorporated this trend. Banking sector forms the largest part of our Financial Services portfolio 
and the Banking Sector Marketing Managers play a vital role in the foundation the firm’s success 
within it. In   India, a 372 percent jump in Facebook users over the previous year, signals the need 
for banks to start thinking about reaching their client on the site. Digital marketing Technology 
has greatly progressive playing a major role in improving the standards of service delivery in the 
monetary institution sector. Days are long gone when the client  would queue in the banking halls 
waiting to pay their utility bills, school fees or any other financial dealings. They can now do this 
at their convenience by using their ATM cards or over the internet from the comfort of their home 
environment.
 Furthermore, due to the tremendous growth of the mobile phone  production most monetary 
institutions have ventured into the unused opportunity and have partnered with mobile phone 
network providers to offer banking services to their clients. ATM banking is one of the earliest 
and widely adopted retail e-banking services in India. However, according to an annual report by 
Reserve Bank of India and Nationalised Banks its adoption and usage has been outdone by mobile 
banking in the last few years. The optional reason for this is that many low-income earners now 
have access to mobile phones. A positive aspect o f mobile phones is that mobile networks are 
available in remote areas at a low cost. The poor often have greater familiarity and trust in mobile 
phone companies than with normal financial institutions. The analysis concludes that the level of 
digital marketing capability in the banking industry in India is the best to level  . This is mainly 
because the use of online banking in those India is still growing. However, some banks have 
more advanced capabilities, and these banks have the potential for strong growth in the number 
of  clients using digital channels. The study, therefore, concluded that   Indian banks should also 
choose the methods of digital marketing in a way that is critically important to their goals and 
anticipations. The study concludes that strategies used in the digital marketing at the Barclay bank 
should additionally be adopted at the branch level. The study  enhances that there should be an 
enhanced scope of strategies and not only depending on a few digital marketing strategies. It is 
concluded that for the bank to offer excellent customer service then the digital marketing strategies 
should be tailor-made to cover such aspects on the organization.  
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