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Abstract : Under the background of the country promoting the development of inclusive finance and the policy
of financial services being extended to the grassroots level, commercial banks are accelerating the
transformation of retail business and deeply penetrating the community market as an inevitable choice
for the stable operation of the industry and the consolidation of customer base. Financial regulation
guides financial resources to be tilted towards the grassroots level, and community finance has
become the core driving force for banks to connect with the people's livelihood and expand the retail
market. Currently, the banking industry is highly competitive, and product and marketing models are
converging. Most banks still use traditional standardized approaches to carry out community finance
business and have not made local adjustments, resulting in a disconnection between marketing
operations and actual needs. This paper is based on the actual development of community finance
and combined with the actual grassroots marketing of banks, elaborates on the connection between
community finance and bank localized marketing, sorts out problems in product setting, channel layout,
and publicity and promotion, and analyzes the manifestations of insufficient marketing adaptability.
On this basis, from the three dimensions of product, channel, and promotion localization, this paper
proposes implementable marketing optimization countermeasures to help banks take root in the
community, improve service quality and efficiency, enhance residents' sense of financial service, and
promote the long—term stable development of community finance.
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