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ABSTRACT 
In today’s fast - paced digital landscape,the success of your business heavily relies on effective online promotion. This abstract explores the pivotal role of digital marketing in propelling your business to new heights.From search engine optimization (SEO) and social media marketing to pay-per-click advertising and content creation,we delve into the diverse strategies that can supercharge your online presence.Discover how harnessing the power of data analytics,email marketing,and influencer partnerships can drive customer engagement and boost conversion rates.
INTRODUCTION 
A well-designed website is the cornerstone of this presence, but simply creating one is not enough. To truly thrive in the competitive online landscape, businesses need to effectively promote their websites. This is where digital marketing comes into play.Digital marketing encompasses a range of strategies and techniques aimed at promoting products, services, or brands through digital channels. These channels include search engines,social media platforms, email marketing, content marketing, and moreThe goal is to reachand engage with the target audience in a personalized and impactful manner.

NEED OF THE STUDY	
· Evaluate the effectiveness of Private Sector Bank digital marketing campaigns in enhancing brand visibility and engagement. 
 
· Analyze the success of personalized promotions anf financial product campaigns in driving customer acquisition and retention. 
 
· Assess the impact of loyalty programs and personalized communications strategies on enhancing customers satisfaction. 	 	
OBJECTIVES OF THE STUDY
PRIMARY OBJECTIVE: 
           To study the ANALYSIS OF MARKETING STRATEGIES of employees at PRIVATE SECTOR BANK. 
 
SECONDARY OBJECTIVE: 
· Increase brand visibility and customer engagement through targeted digital marketing campaigns to enhance Private Sector Bank market presence. 
· Drive customer acquisition and retention by implementing personalized promotions and innovative financial product campaigns, positioning Private Sector  Bank as a preferred choice in the competitive banking landscape. 
· Enhance customer loyalty and satisfaction by implementing customer-centric marketing initiatives, such as exclusive rewards programs and personalized communication strategies. 
· Expand market share by leveraging data analytics to identify and target niche customer segments with tailored marketing messages and product offerings. 
· Strengthen online and mobile banking adoption through strategic campaigns emphasizing the convenience and security of Private Sector  Bank digital platforms. 
 





.

SCOPE OF THE STUDY

· both traditional and digital platforms to reach its audience. Conducting a detailed exploration of Private Sector  Bank marketing strategies, this study aims to uncover patterns and assess the effectiveness of various campaigns and communication channels. 
 
· Investigating the strategic alignment, the research will analyze how well Private Sector  Bank marketing strategies contribute to and align with the broader business objectives of the organization. 
 
· Emphasizing a consumer-centric approach, the study seeks to understand how Private Sector  Bank adapts its marketing strategies to address the dynamic preferences and behaviours of its target audience.  
 
· Evaluating the utilization of diverse marketing channels, the research aims to assess the bank's effectiveness in leveraging
 
· Unveiling the impact of regulatory environments, the study will explore how Private Sector  Bank marketing strategies navigate and respond to changes in the regulatory landscape within the banking sector. 
 
 
.




REVIEW OF LITERATURE
Robert H. Shumway  (2023) 
Classical regression is often insufficient for explaining all of the interesting dynamics of a time series. For example, the ACF of the residuals of the simple linear regression fit to the price of chicken data (see Example 2.4) reveals additional structure in the data that regression did not capture. Instead, the introduction of correlation that may be generated through lagged linear relations leads to proposing the autoregressive (AR) and autoregressive moving average (ARMA) models that were presented in Whittle [209]. Adding nonstationary models to the mix leads to the autoregressive integrated moving average (ARIMA) model popularized in the landmark work by Box and Jenkins [30]. The Box&#x2013;Jenkins method for identifying ARIMA models is given in this chapter along with techniques for parameter estimation and forecasting for these models. A partial theoretical justification of the use of ARMA models is discussed in Sect.
David S. Stoffer (2023)
This paper investigates the approach to repairable system reliability forecasting based on the Autoregressive Integrated Moving Average (ARIMA) models. This time series technique makes very few assumptions and is very flexible. It is theoretically and statistically sound in its foundation and no a priori postulation of models is required when analysing failure data. An illustrative example on a mechanical system failures is presented. Comparison is also made with the traditional Duane model. It is concluded that ARIMA model is a viable alternative that gives satisfactory results in terms of its predictive performance.
Simon HYPERLINK "https://www.emerald.com/insight/search?q=Simon%20Stevenson"  HYPERLINK "https://www.emerald.com/insight/search?q=Simon%20Stevenson"Stevenson (2024) 
ARIMA models have been extensively examined in the context of the real estate market. The purpose of this paper is to examine issues relating to their application in a forecasting context. Specifically, the paper seeks to examine whether in‐sample measures of best‐fit and also past forecasting accuracy bear any relation to future forecasting performance.
Mohamed Reda Abonazel* and Ahmed Ibrahim Abd-Elftah (2022)
The Gross Domestic Product (GDP) is that the value of all product and services made at intervals the borders of a nation in an exceedingly year. In this paper, the Box-Jenkins approach has been used to build the appropriate Autoregressive-Integrated Moving-Average (ARIMA) model for the Egyptian GDP data. Egypt’s annual GDP data obtained from the World-Bank for the years 1965 to 2022. We find that the appropriate statistical model for Egyptian GDP is ARIMA (1, 2, 1). Finally, we used the fitted ARIMA model to forecast the GDP of Egypt for the next ten years.
Meyler, Aidan and Kenny, Geoff and Quinn, Terry (2023)
This paper outlines the practical steps which need to be undertaken to use autoregressive integrated moving average (ARIMA) time series models for forecasting Irish inflation. A framework for ARIMA forecasting is drawn up. It considers two alternative approaches to the issue of identifying ARIMA models - the Box Jenkins approach and the objective penalty function methods. The emphasis is on forecast performance which suggests more focus on minimising out-of-sample forecast errors than on maximising in-sample ‘goodness of fit’. Thus, the approach followed is unashamedly one of ‘model mining’ with the aim of optimising forecast performance. Practical issues in ARIMA time series forecasting are illustrated with reference to the harmonised index of consumer prices (HICP) and some of its major sub-components.
Jamal Fattah, Latifa Ezzine (2021)
The work presented in this article constitutes a contribution to modeling and forecasting the demand in a food company, by using time series approach. Our work demonstrates how the historical demand data could be utilized to forecast future demand and how these forecasts affect the supply chain. The historical demand information was used to develop several autoregressive integrated moving average (ARIMA) models by using Box–Jenkins time series procedure and the adequate model was selected according to four performance criteria: Akaike criterion, Schwarz Bayesian criterion, maximum likelihood, and standard error. The selected model corresponded to the ARIMA (1, 0, 1) and it was validated by another historical demand information under the same conditions. The results obtained prove that the model could be utilized to model and forecast the future demand in this food manufacturing. These results
A D Indriyanti (2021) 
The purpose of this research is to use the linear regression method to predict cycle sales results, the variable used is the period as an independent variable (X) and sales as the dependent variable (Y). The data used in the calculation of linear regression is the last four years data, from January 2014 to December 2019. The implementation of the cycle sales forecasting system is to predict sales in the coming months. To find out the level of accuracy of the prediction error calculation is needed so that it is known how many error levels are obtained. Calculation of forecasting errors using Mean Absolute Deviation (MAD) and Mean Absolute Percentage Error (MAPE). The results of this study are web-based cycle sales prediction systems using linear regression method. From this system, cycle sales forecasting is obtained the following month. In January 2015 with forecasting results of 12.63. To find out how accurate the forecasting level is, the error calculation result using Mean Absolute Deviation (MAD) is 3.40 and Mean Absolute Percentage Error (MAPE) is 44.33%. The results show that the error rate is small and the forecasting results are close to accurate.

RESEARCH METHODOLOGY 

Research involves systematically discovering new information, validating existing knowledge, and raising questions about complex concepts. Research design, a critical component, provides a structured plan for conducting studies, guiding data collection and analysis. Descriptive research design is used to describe and characterize a population or phenomenon without altering variables. The study employs probability sampling, specifically simple random sampling, ensuring equal selection chances. With a population size of employees at Tube Investment India Limited and Diamond Chains, the sample size is 196, determined using Morgan’s table for accuracy. Primary data is collected via a 5-point Likert scale questionnaire, while secondary data is sourced from publications and journals. Data analysis uses Kruskal-Wallis H Test and Pearson Correlation. 
 
DATA ANALYSIS AND INTERPRETATION KRUSKAL-WALLIS H TEST 
Null hypothesis Ho: There is no significant difference among the mean rank of age groups with respect to “Employee Engagement Strategies and Practices", "Employee Work Importance and Satisfaction", "Welfare Measures Alignment with Philosophy and Policy", "Impact Evaluation of Engagement Initiatives", "Effective Improvement Measures". 
 
Alternative hypothesis H1: There is a significant difference among the mean rank of age groups with respect to “Employee Engagement Strategies and Practices", "Employee Work Importance and Satisfaction", "Welfare Measures Alignment with Philosophy and Policy", "Impact Evaluation of Engagement Initiatives", "Effective Improvement Measures". 

Mann Whitney Test 
 
Ranks 
	 
	GENDER 
	N 
	Mean Rank 
	Sum of Ranks 

	Loan 
	1 
2 
Total 
	77 
	53.23 
	4098.50 

	
	
	41 
	71.28 
	2922.50 

	
	
	118 
	 
	 

	Performance 
	1 
2 
Total 
	77 
	53.96 
	4155.00 

	
	
	41 
	69.90 
	2866.00 
 

	
	
	118 
	 
	

	Customer Feedback 
	1 
2 
Total 
	77 
	55.89 
	4303.50 
2717.50 
 

	
	
	41 
	66.28 
	

	
	
	118 
	 
	

	Strategies 
	1 
2 
Total 
	77 
	53.75 
	4139.00 

	
	
	41 
	70.29 
	2882.00 
 

	
	
	118 
	 
	

	Satisfaction 
	1 
2 
Total 
	77 
	54.69 
	4211.00 

	
	
	41 
	68.54 
	2810.00 

	
	
	118 
	 
	 




Test Statisticsa 
	 
	Loan 
	Performance 
	Customer Feedback 
	Strategies 
	Satisfaction 

	Mann-Whitney U 
	1.096E3 
	1152.000 
	1300.500 
	1136.000 
	1208.000 

	Wilcoxon W 
	4.098E3 
	4155.000 
	4303.500 
	4139.000 
	4211.000 

	Z 
	-2.739 
	-2.421 
	-1.576 
	-2.511 
	-2.100 

	Asymp. Sig. (2tailed) 
	
	
	
	
	

	
	.006 
	.015 
	.115 
	.012 
	.036 


 	 	 	 
Kruskal-Wallis Test 
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Test Statisticsa,b 
	 
	Loan 
	Performance 
	Customer Feedback 
	Strategies 
	Satisfaction 

	Chi-Square 
	7.500 
	5.862 
	2.482 
	6.305 
	4.409

	df 
	1 
	1 
	1 
	1 
	1

	Asymp. Sig. 
	.006 
	.015 
	.115 
	.012 
	.036


· Kruskal Wallis Test 	 	 	 
· Grouping Variable: GENDER 	 	 	 







FINDINGS:

· Majority of the employees are Men  
· Majority of the employees are 30-35 Age groups. 
·  Majority of the employees have UG qualifications (37.3%)
               Majority of the respondents are UNMARRIED. 
· Majority of the employees have 3 years of service. 
· Majority of the respondents are 30.5% are disagree to what extent do you believe Private Sector  bank’s marketing strategies align with the overall business objectives. 
· Majority of the respondents are disagree with how well do you think Private Sector  bank's current marketing strategies communicate the brand message to the target audience. 
· Majority of the respondents are neutral in to what extent do you believe Private Sector  bank's marketing strategies reflect an understanding of the latest trends and changes in the banking industry. 
· Majority of the respondents are 24.6% are disagree on how would you rate Private Sector  bank's marketing team in consistently monitoring and adapting to changes in consumer behavior. 
· Majority of the respondents are 23.7% neutral on a scale of  to , how well-coordinated do you think Private Sector  bank's marketing campaigns are across various channels e.g., online, offline, social media. 
· Majority of the respondents are 32.2% are agree to what extent do you believe Private Sector  bank evaluates the effectiveness of its marketing strategies through key performance indicators kpis. 
· Majority of the respondents are 30.5% agree on how would you rate the appropriateness of the budget allocated for marketing activities in Private Sector  bank, considering its alignment with strategic goals. 
· Majority of the respondents are 30.5% agree on how would you rate the appropriateness of the budget allocated for marketing activities in Private Sector  bank, considering its alignment with strategic goals. 
· Majority of the respondents are 31.4% are agree  on a scale of  to , how effectively does Private Sector  bank leverage digital marketing channels to reach its target audience. 
· Majority of the respondents are 27.1% are agree for how consistent do you find Private Sector  bank's marketing messages across different communication channels. 







SUGGESTIONS 
 
 
The survey findings reveal areas of improvement for Private Sector  Bank marketing strategies. Firstly, there's a need to ensure better alignment with overall business objectives, as indicated by the disagreement among respondents regarding this aspect. Clearer communication and integration of marketing initiatives with strategic goals are essential. Secondly, addressing the perceived disconnect in communicating the brand message effectively across various channels is crucial. Enhancing consistency and clarity in messaging can improve brand perception and customer engagement. Additionally, there's an opportunity to enhance the bank's understanding of industry trends, as reflected by respondents' neutral stance on this aspect. Keeping abreast of emerging trends and consumer preferences is vital for staying competitive and relevant in the dynamic banking landscape. These insights highlight avenues for Private Sector  Bank to refine its marketing strategies and better resonate with its target audience while remaining adaptive to industry shifts. 
 	  





CONCLUSION 
 
 
In conclusion, the survey findings illuminate key areas where Private Sector  Bank can refine its marketing strategies to better align with business objectives and meet customer expectations. By focusing on improving alignment with strategic goals, refining brand messaging across channels, and staying abreast of industry trends, Private Sector  Bank can strengthen its competitive position in the dynamic banking landscape. Embracing these insights and implementing strategic adjustments will not only enhance the bank's brand perception but also foster stronger connections with customers, driving greater engagement and loyalty. This concerted effort towards refinement and adaptation is essential for ensuring long-term success and sustainability in the ever-evolving market environment. 
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