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ABSTRACT 

The study investigates is to analyze the uses of event marketing of a bank: A study on a commercial 

bank. To identify the uses of event marketing as experiential marketing in the banking sector is 

present in Bangladesh. It is clear that event marketing makes the bank more profitable than other 

advertising strategies because it can grasp client attention than other marketing strategies. Event 

marketing can increase loans more than other advertising strategies. Event marketing strategy is 

that given greater control over clients because it can grasp clients' minds with memorable 

experiences or promotional events. The findings of this study suggest that most government bank 

doesn’t pay more attention to event marketing. But private banks pay more attention to event 
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marketing and experiential marketing and they are beneficial with this. So it can be that a 

combination of event marketing and experiential marketing is the best solution for any bank for 

chooses their marketing tools. In commercial bank limited they need to increase event marketing 

because the uses of events become increasing day by day. An event marketing strategy that has a 

big opportunity in Bangladesh. There is no potential risk of using event marketing in the bank. 

 

Keywords: Bank, Marketing Mix, Strategy. 

 

JEL Classification Codes: M30. 

INTRODUCTION 

Event marketing is a strategy marketers use to endorse their brand, products, or service with an in-

person or real-time engagement. These events can be online or offline and companies can 

contribute as hosts, participants or sponsors, marketers use both inbound and outbound event 

marketing strategies for promotional purpose.In the 20th  century, communication and connectivity 

with customers are important for business. Bank or companies need conscious to make their 

communication that hasn’t done past. They have more difficulty which makes this work highly 

sophisticated. For communicating with customers, organizations can use event marketing as the 

experiential marketing. We know that event marketing is working with the strategy where the 

company invited people physically or virtually and makes conversation or does some activities 

with them. After those activities, they said about the product or offer to the customer. At present, 

we can use event marketing offline also online. Another side experiential marketing means to 

experience something before the product. For better experiential marketing, the company needs to 

organize many events. So we can tell that even marketing and experiential marketing work together 

for the organization. That's why we can use event marketing as the experiential marketing for the 

bank. It will be helpful for the bank because when they organize it, customers will be known about 

their service and bank. Also, customers can be experience their service freely. If they like those 

experiences which they use, they will be opened more accounts to the bank. 

At present, event marketing as the experiential marketing is a general policy used in the 

promotion of goods and brand. Bankers are all the time searching for an efficient path to sort away 

and alluring their clientele. They use this event and experiential marketing to attract their 

customers. Many people of the country don’t know about foreign exchange, loans, interest even 

how to open an account in a bank. This is a big problem for the bank. They can invite the customer 

to a specific event to experience their service. 

The method of marketing is to promote their services to the market by memorable 

experience or promotional things. Here involve the promotion in a low budget full of an 

unconventional and surprising way of advertising which allows high levels of innovation. Event 

marketing have evolved and developed with the enlargement mankind (Daniel, 2012) Thus event 

may be component of the economic or social or cultural, business environment, part of the tertiary 

sector. Event can be described as non-standard services in which the awareness, behavior and 

commitment to such service provider are crucial (Daniel, 2012). The project paper is more 

important for bankers to know the significance of the uses of event marketing as the experiential 

marketing. At present, antagonism is high in the market. So, if any bank wants to position on the 

customer's mind then they have to follow some unique strategy in a bank. As Bangladesh is 

developing towards economic growth (Akhter et al., 2020a; Akhter et al., 2020b; Jahan et al., 2020; 

Asheq et al., 2021; Kumar et al., 2019; Al Amin et al., 2020; Akhter et al., 2021; Tu et al., 2021; 

Ara et al., 2015; Ali et al., 2021; Ali et al., 2020; Baqir et al., 2020; Batool et al., 2021; Islam & 

https://www.cribfb.com/journal/index.php/ijmri


https://www.cribfb.com/journal/index.php/ijmri     International Journal of Marketing Research Innovation      Vol. 6, No. 1; 2022 

 

16 

Bhuiyan, 2021; Islam & Barghouthi, 2017; Islam et al., 2014; Islam & Miajee, 2018; Islam, 2016a; 

Islam, 2016b; Islam, 2016c; Islam et al., 2015; Hossain et al., 2017; Islam, 2015; Islam & 

Barghouthi, 2017; Islam et al., 2021; Sharif & Karim, 2017; Karim et al., 2021), it is necessary to 

study event marketing of commercial banks.  

 

LITERATURE REVIEW 

The premise of this study based around the research of Daniel (2012). He did his research on the 

uses of event marketing management strategies and further research possibility (Daniel, 2012). His 

study was event marketing concept and other possibility where he was defining event marketing 

and event management. A marketing strategy is a declaration in regard to how a certain brand or 

product researches it’s goals, giving a understandable way for the market segment, target market 

identification, positioning, element of the market mix, and the market mix cost (Morgan et al., 

2019). A marketing strategy is focus on allocating and creating market resources to achieve the 

goals (Cespedes & Piercy, 1996).  Therefore, the scope of marketing strategy is on how to define 

the market in a product line or certain product (Greenley, 1989). Then, the company will find its 

own competitive qualities and integrate them into the element of the marketing mix which is in 

line with the demand and needs of a potential customer in a market target (Constantinides, 2006). 

The researcher will analyze the uses of event marketing as the experiential marketing strategy as 

a new marketing strategy in bank and identify the uses of event marketing as the experiential 

marketing strategy as a new marketing strategy in bank. And also provide some recommendations 

or guidelines for bankers to use event marketing as the experiential marketing strategy as a new 

marketing strategy in bank. Defining event marketing can be based on its chronological context as 

the thought kept on changing opening from the initial time it was exposed and up until now (Wood, 

2009). Nonetheless, the most up-to-date description that can be consequent is that everything that 

is measured innovative and interesting is below event marketing (Wohlfeil & Whelan, 2006).  

Event promoting is that the united effort of actions taken to encourage an event. Effective 

marketing creates a obligation for your event during detection and creating and a fulfilling client 

wants (Gupta, 2003).  

 

METHODOLOGY 

The objective of research suggests that the paper is both exploratory and descriptive. An 

exploratory study is one that uses interviews to gather data, whereas a more structured study is one 

that uses a questionnaire. 

 

RESULTS & DISCUSSION 

Table 1. Gender status of respondents  

 

Name Frequency Percent 

Male 69 69.00 

Female 31 31.00 

Total 100 100.0 

 

Table at the above shows that 69.00% (n=69) of the respondents are male and the rest 31.00% 

(n=31) of the respondents are female. 
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Table 2. Frequency of executives and employee of using event marketing as the experiential 

marketing make bank profitable (source survey) 

Using event marketing as the experiential marketing is profitable for your bank. 

 

 Frequency Percent 

Strongly Agree 75 75.0 

Agree 25 25.0 

Neutral 0 0 

Disagree 0 0 

Strongly Disagree 0 0 

Total 100 100.0 

 

This table on top of shows that 75.0% (n=75) of the respondents strongly agreed to 

facilitate using marketing as the experiential marketing makes the bank more profitable than other 

advertising strategies because it can grasp client attention than other marketing strategies. By the 

information of this table, this is the evidence that using event marketing as the experiential 

marketing make bank profitable.  

 

Table 3. Frequency of executives and employee of event marketing as the experiential marketing 

can increase loans 

 

 Frequency Percent 

Strongly Agree 71 71.0 

Agree 29 29.0 

Neutral 0 0 

Disagree 0 0 

Strongly Disagree 0 0 

Total 100 100.0 

 

This table on top of shows to facilitate 71.0% (n=71) of the respondents strongly   agreed 

and besides 29.0% (n=29) of the respondents agreed that using event marketing as the experiential 

marketing can increase loans than other advertising strategy because it can grasp client attention 

than other marketing strategy. By the information of this table, this is the evidence that event 

marketing as the experiential marketing can increase loans.  

 

Table 4. Frequency of executives and employee of event marketing as the experiential marketing 

is beneficial. 

 

 Frequency Percent 

Strong Agree 82 82.0 

Agree 17 17.0 

Neutral 1 1.0 

Disagree 20 0 

Strongly Disagree 0 0 

Total 100 100.0 
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This chart on top of shows that 82.0% (n=82) of the answer strongly agreed and also 17.0% 

(n=17) of the answer agreed that using event marketing as the experiential marketing is beneficial 

than other advertising strategy. By the information of this table, this is the evidence that event 

marketing as the experiential marketing is beneficial.  

 

Table 5. Frequency of executives and employee of event marketing as the experiential marketing 

gives us greater control over clients 

 

 Frequency Percent 

Strongly Agree 54 54.0 

Agree 29 29.0 

Neutral 14 14.0 

Disagree 3 3.0 

Strongly Disagree 0 .0 

Total 100 100.0 

 

This table above shows that 54.0% (n=54) of the respondents strongly agreed and also 

29.0% (n=29) of the respondents agreed that using event marketing as the experiential is given 

greater control over clients. By the information of this table, this is the evidence that event marketing 

as the experiential marketing is given greater control over clients.  

 

Table 6. Frequency of executives and employee of event marketing as the experiential marketing 

is more convenient than other strategy 

 

 Frequency Percent 

Strongly Agree 69 69.0 

Agree 30 30.0 

Neutral 1 1.0 

Disagree 0 0 

Strongly Disagree 0 0 

Total 100 100.0 

 

This chart above shows to facilitate 69.0% (n=69) of the answer strongly agreed and also 

30.0% (n=30) of the answer agreed that using event marketing as the experiential is more 

convenient than other strategy. By the information of this table, this is the evidence that event 

marketing as the experiential marketing is more convenient than other strategy.  

 

Table 7. Frequency of executives and employee of there is a big opportunity to event marketing as 

the experiential marketing in bangladesh 

 

 Frequency Percent 

Strongly Agree 74 74.0 

Agree 23 23.0 

Neutral 3 3.0 

Disagree 0 0 

Strongly Disagree 0 0 

Total 100 100.0 
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This table on top of shows to facilitate 74.0% (n=74) of the respondents strongly agreed 

and as well 23.0% (n=23) that of the respondents agreed using event marketing as the experiential 

is a big opportunity in Bangladesh. By the information of this table, this is the evidence that event 

marketing as the experiential marketing is a big opportunity in Bangladesh. 

 

Table 8.  Frequency of executives and employee event marketing as the experiential marketing is 

easy to use on business 

 

 Frequency Percent 

Strongly Agree 55 53.4 

Agree 29 33.4 

Neutral 14 10.9 

Disagree 2 2.3 

Strongly Disagree 0 0 

Total 100 100.0 

 

This chart above shows to facilitate 55.0% (n=55) of the respondents strongly agreed and 

as well 29.9% (n=29) of the respondents agreed that using event marketing as the experiential is 

easy on bank because in that way bank employee do not face any difficult problem and also finished 

within very low cost. By the information of this table, this is the evidence that event marketing as 

the experiential marketing is easy to use on bank. 

 

Table 9. Frequency of executives and employee of event marketing as the experiential marketing 

helps to make more profit than others 

 

 Frequency Percent 

Strongly Agree 58 58.0 

Agree 31 31.0 

Neutral 5 5.0 

Disagree 4 4.0 

Strongly Disagree 2 2.0 

Total 100 100.0 

 

This chart on top of shows to facilitate 58.0% (n=58) of the respondents strongly agreed 

and as well 31.0% (n=31) of the respondents agreed that event marketing as the experiential 

marketing helps to make more profit than others. By the information of this table, this is the 

evidence that event marketing as the experiential marketing helps to make more profit than others. 

After the face to face interview with the customer in Dhaka city, the researcher got the 

following information from them: 

Maximum clients didn't know about event marketing. There are very few people who knew 

about event marketing. Only the students of the university and some of the people who work in 

various companies or banks were known to event marketing. Some people said that they knew 

about event marketing as the experiential marketing after we described which activities are event 

marketing involved. Most of the clients said that they didn't know about event marketing but when 

we give an example of some event marketing at that time they realized it. People who knew about 

event marketing as the experiential marketing, most of them are students and marketers who knew 
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about event marketing from the very beginning. So in short, it can be said that very few people 

know about event marketing as the experiential marketing. And after discussing event marketing, 

they said that they see this type of marketing. Maximum customers face that sort of marketing 

strategy but they didn’t know about it. But when we talked about and described the event marketing 

they understood the matter. Clients said that they faced event marketing and by facing these types 

of marketing strategy they were influenced by it but still they didn’t know that it was a event 

marketing. Maximum clients didn’t understand the event marketing as the experiential marketing 

strategy but after we talked about it with them, they realized about the event marketing as the 

experiential marketing they faced and the influence they got by it.  

Most of the clients who said that they faced event marketing made clear to me that they 

saw event marketing in the local area and besides the road or sometimes in an unexpected location. 

Someone said that they saw on Facebook. Most of the clients said that they saw the event marketing 

as the experiential marketing strategy in mass located area Almost 60% of clients said that they 

saw event marketing as the experiential marketing in a crowded area, university and some people 

mentioned that they saw event marketing strategy in Chattagram tourist area. Mostly event 

marketing as the experiential marketing has seen in the crowded of Dhaka city. Most of the 

customers, who are said that they faced event marketing as the experiential marketing, cleared to 

me that they saw it in the crowded areas when they buy goods but mostly not in the banking sector. 

Over all 60% customers said that they experienced event marketing as the experiential marketing 

strategy but mostly in the private banking sector. The rest 40% of customers said that they have 

not seen that in the banking sector and also some people said that they have no experience with 

the but mostly not in the banking sector marketing strategy. Clients said that they share their 

experience with their friends and relative when they face these types of strategy. People who faced 

event marketing strategy, most said that they shared this type of experience with their relatives and 

some people also said that they shared it with their friends. Almost all of the people who face event 

marketing as the experiential marketing said that event marketing was memorable and most of the 

time it was interesting to them, that's why they shared it with their relatives and friends. Few people 

who face or event marketing, said that event marketing as the experiential marketing sometimes 

was disturbing to them in crowded areas. 

Who face event marketing as the experiential marketing in private bank, said that it was 

interesting. Most of the clients who face event marketing thought that marketing is always 

interesting for the cause of surprising and memorable strategy of event marketing. Almost 50% of 

clients, who faced event marketing as the experiential marketing, said that event marketing is 

interesting. But 10% of clients, who faced event marketing, said that event marketing as is 

disturbing for grasping their attention because few banks didn't think about client's sentiment. The 

rest 10% of customers are neutral about event marketing because they said that sometimes event 

marketing as the experiential marketing is interesting and sometimes not. People who face event 

marketing as in the banks said that they never forgot it because it was surprising and memorable. 

Most of the customers who faced event marketing said that for the cause of surprising and 

memorable content that was not forgettable for them, they could not forget about those services. 

Like VIP dinner or posted video in social media that what was occur last year event. Most of the 

clients said that if they face the same thing again and again then they understand it. Most of the 

clients said that it is easy to find event marketing because they face more and more this marketing 

strategy and that is always memorable and surprising to them. One respondent said that event 

marketing that is found out to be outside the box, means that it is not the traditional concept of 

adverting that attracts them a lot. That's why most of the clients said that event marketing is easy 
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to find out because that is not in the traditional form of advertising or way to retain clients and it 

is always exceptional than other marketing strategies. They can also find out from email marketing. 

 

CONCLUSION 

According to the finding, it can be said that event marketing that makes the bank more profitable 

than other advertising strategies because it can works with directly clients. The user and the 

respondents want to use event marketing that make more memorable than others. Most people are 

now use facebook, if they see something surprising then that will easily attract them. In this 

situation charming event attract the client most. From the study, it can also be said that event 

marketing strategy that has a big opportunity in Bangladesh. Also event marketing is an important 

promotional tool for a bank. So the uses of event marketing in the bank have potential and some 

banks already used this strategy because it can easily attract clients. 
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