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Executive Summary 
The oBank is a cutting-edge online banking platform that seeks to offer simple and practical financial services to its clients in the UK. Users can receive banking services online thanks to the business model, which is based on the Software-as-a-Service (SaaS) and Payment Service Provider (PSP) models. Individuals and small enterprises seeking an easily accessible and user-friendly financial solution are the target market.
To reach the targeted customers, the business plan makes use of a variety of digital marketing strategies, including social media, paid search engines, email marketing, and customer journeys. These methods are employed to give customers a personalised experience and are based on theories connected to innovation and creativity.
The company also understands the value of data security and protection, and as a result, it complies with the GDPR/Data Protection Act 2018 and the Privacy and Electronic Communication Regulations (PECR) to guarantee that client information is safeguarded and handled morally. To protect client data, the company also employs several security measures, such as secure access to cloud providers, caution over default access and frequent updates, and encryption of traffic both in transit and at rest.
The business concept uses marketplace platforms like Amazon and eBay to attract a larger consumer base and offer a variety of financial services to customers to continue the creative business proposal. Another top aim is to deliver first-rate customer assistance while building trust with clients.
The oBank is a creative business model that makes use of cutting-edge technology to offer UK customers simple and convenient banking services. The employment of diverse digital marketing strategies, adherence to privacy and security regulations, and the provision of top-notch customer support services are crucial elements that will determine the company's success.
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Since early 2021, the cost of living in the UK has increased. In October 2022, inflation reached a 41-year peak before beginning to decline modestly (Parliament.uk, 2023). Due to reasons including high consumer demand and supply chain bottlenecks, as well as high inflation, consumer products, particularly food, have become less affordable for households. The researcher will examine the difficulties of beginning and running a Brick and Mortar business in the present business environment in this study. The researcher will instead concentrate on a unique product - online banking systems - and suggest an eCommerce website to enable its distribution to customers because operating a physical store has substantial operational costs.
The researcher will describe the novel product and its distinguishing feature in section A of the report. The target market, targeted sales channels, and strategies for maintaining the value proposition of the business, including ways to stand out from competitors, will all be covered by the researcher.
The eCommerce website will be the subject of Part B of the report. The researcher will take into account various choices for setting up an online business, including utilising marketplaces like Amazon or eBay or software-as-a-service (SaaS) platforms like Shopify. When it comes to developing interesting website content, integrating payment services, and assuring compliance with Payment Card Industry Data Security Standards (PCI-DSS) if accepting credit card payments, the researcher will go through these topics.
The researcher will examine marketing tactics to connect with the target audience in section C. The role of customer journeys will be discussed, and the researcher will take into account social media and sponsored search engines like Google for promotion. Also, the researcher will investigate email marketing, including pre-launch campaigns that aim to collect email addresses.
The researcher will finally go through privacy and data protection issues for the eCommerce website for the online banking system in section D. The researcher will highlight the main demands of GDPR, the Data Protection Act of 2018, the Privacy and Electronic Communications Regulations (PECR), as well as the Privacy and Electronic Communications Act (DPA), particularly about obtaining client consent and offering an option to opt-out of marketing communications. To protect user data, the researcher will also go through the significance of securing access to cloud providers, encrypting traffic both in transit and at rest, and other security procedures. Overall, taking into account the difficulties of launching and running a business in the current economic climate, this study will offer a thorough framework for setting up an online banking system eCommerce website. 
The success of the novel business proposition, which includes the one-of-a-kind product or service that the researcher has identified, the online store that the researcher proposes, and the deft writing of this report, will ultimately be determined by the compatibility of the product or service with the target market, the efficiency with which online store can reach customers, and the precision with which the researcher communicate the proposal.
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[bookmark: _Toc131487368]Innovative service (Online banking) 
An online banking system is an innovative tool that has revolutionised how individuals handle their finances (Singh and Srivastava, 2020). This system gives consumers a safe and practical means to access their bank accounts online, conduct transactions, and carry out different financial duties from any location in the world. The internet banking system has made banking simpler and more accessible for millions of individuals worldwide because of its user-friendly layout and cutting-edge features (Sinigaglia et al., 2020). Without going to a physical bank branch, customers can check their account balances, transfer money, pay their bills, and even apply for loans and credit cards. The main online banking product which will be offered is a mobile application which the customer can use. Also, the internet banking system has strong security measures in place to guard against fraud and illegal access to users' private financial data. Overall, the advent of online banking has revolutionised the financial services sector and given consumers a more practical and effective way to handle their money.
[bookmark: _Toc131487369]Customers 
Customers of a novel product, such as the internet banking system, can be divided into five groups, according to the Diffusion of Innovation theory: innovators, early adopters, early majority, late majority, and laggards (Ramdani, Rothwell and Boukrami, 2020). Innovation is the early adoption of new technology, and innovators are frequently tech-savvy people that look for novel and intriguing items. Following the early and late majority, who are more cautious and frequently wait for others to use the product before adopting it themselves, early adopters are the next group to use the internet banking system. Laggards are the last group to use the product and are frequently change-averse (Yosaf, 2020). The early users and adopters of the online banking system are likely to be tech-savvy people who are accustomed to making purchases online and value the convenience and accessibility the system provides. That is why the niche market for the mobile app will be the tech-savvy people who like to do banking with ease. Before implementing the system, the late majority and laggards could need more persuasion and assurance regarding its dependability and security.
[image: Assumptions of basing our work on diffusion of innovation - OneOp]
Figure: Diffusion of Innovation theory
Source: (Yosaf, 2020)
[bookmark: _Toc131487370]Selling the services
The Marketing Mix theory's place and promotion components can provide light on how to market or sell the online banking system to potential clients. Place refers to the distribution channels that make the good or service available to clients, whereas promotion refers to the strategies employed to advertise and promote the good or service (Seyfang and Gilbert-Squires, 2019). The bank's website, mobile app, or joint ventures with other online platforms are just a few of the different avenues through which the online banking system can be sold. To reach potential clients, promotion can be done through specialised email marketing campaigns, social media advertising, and digital marketing initiatives. Through word-of-mouth advertising, where pleased consumers tell their friends and family about their excellent experiences, the internet banking system can also be promoted (Hanif and Lallie, 2021). Additionally, giving clients incentives to convert to online banking, such as lower costs or greater interest rates, can encourage them to do so. The online banking system can efficiently reach and convert potential consumers by utilising these tactics. 
[bookmark: _Toc131487371]Name 
"oBank" will be the name of the company that provides an online banking system. This name effectively captures the essence of the company and is straightforward to recall. While "bank" is a well-known and reliable term that clients connect with financial services, the term "o (online)" underlines the fact that the bank runs fully online. The term oBank also conveys a sense of modernity and innovation, which is consistent with the advantages of the online banking system (Achituve, Kraus and Goldberger, 2019). The term oBank is distinctive and simple to market while also effectively communicating the essential qualities and advantages of the company.
[bookmark: _Toc131487372]Sustainability
The Service-Dominant Logic (SDL) theory offers helpful insights to support the oBank business concept. According to SDL, value is jointly created by the consumer and the service provider, and the function of the service provider is to promote this interaction (Khan et al., 2021). Building customer relationships, upgrading the online banking system's functionality, and improving the user experience are all necessary to maintain the oBank business proposition.
Regularly obtaining consumer input via surveys, focus groups, or online reviews is one technique to improve the client experience (Langley et al., 2019). The user interface design, speed of transaction processing, and security features are just a few examples of areas that could use improvement based on this feedback. Moreover, personalising the user experience and enhancing the system's predictive capabilities can be achieved by utilising artificial intelligence and machine learning technology. Offering other services that complement the core banking services, such as investment counselling or financial planning, is another approach to maintaining the oBank business model. This may boost client loyalty and open up new revenue streams.
Furthermore essential to preserving the oBank business proposition is developing strong client relationships. This can be accomplished through individualised customer service, special deals for devoted clients, and focused marketing initiatives (Hodson, 2021). Also, building a sense of community through social media or online forums can increase client involvement by fostering a sense of belonging.
All things considered, maintaining the oBank business proposition necessitates a client-centric strategy, continual improvement, and a readiness to adjust to changing customer needs and market situations. These guidelines will enable oBank to keep its competitive advantage and keep giving its clients value for many years to come. 
[bookmark: _Toc131487373]Competitor analysis 
Monzo, Starling Bank, and Revolut are just a few of the online banking competitors in the UK (Pleger, Guirguis and Mertes, 2021). Similar services are provided by these businesses, such as mobile banking, contactless payments, and fast money transfers. It is crucial to underline the advantages that set the oBank business offer apart from those of these rivals.
The bank's emphasis on personalisation and the client experience is one of its main advantages. It may provide a more individualised banking experience with specialised recommendations for investment opportunities, savings objectives, and budgeting by utilising cutting-edge technology like AI and machine learning (Kaur and Arora, 2022). The bank can also set itself apart by providing more adaptable account options, such as adjustable overdraft limits and interest rates.
A multi-channel strategy, including web marketing, social media advertising, and targeted email campaigns, can be utilised to offer the oBank product. Partnerships with online platforms and shops can also improve visibility and draw in more clients (Latulipe, Dsouza and Cumbers, 2022). By offering incentives to current customers who refer their friends and family, oBank can also leverage word-of-mouth advertising.

Figure: Competitors
Source: (Kaur and Arora, 2022)
Rivals like Monzo and Starling Bank have grown their clientele by providing free mobile banking services. Revolut is a well-liked option for travellers because it sets itself apart by providing international money transfers with no additional fees (Laplante and Kshetri, 2021). It may, however, set itself apart by providing a more individualised and adaptable banking experience, with an emphasis on client satisfaction and long-term financial planning. By emphasising these distinctive qualities, oBank can draw clients who seek individualised banking and financial guidance.
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[bookmark: _Toc131487375]The website 
To develop a useful website, it is necessary to place a strong emphasis on both the user experience and the design. The website ought to have straightforward navigation, distinct calls to action, and user interfaces that are easy to understand (Kaur et al., 2021). The creation of a visually beautiful website that is both professional and simple to navigate can be facilitated by making strategic use of white space, typeface, and colour. A responsive design is also essential since it guarantees that the website will look well when seen on any device, be it a desktop computer, a laptop computer, a tablet computer, or a smartphone.
[bookmark: _Toc131487376]SaaS
It is advised that SaaS (Software as a Service) platforms, such as Shopify, or marketplace platforms, such as Amazon or eBay, be used when developing a website for oBank because these types of platforms offer the most functionality (Holmes and Burgess, 2022). These platforms provide users with a broad variety of features and tools that can be utilised to construct a website with a professional appearance rapidly and effectively.
[image: SaaS and recurring revenue model – Musato Technologies]
Figure: SaaS
Source: (Holmes and Burgess, 2022)
Shopify is a fantastic option for oBank because it offers a comprehensive array of e-commerce tools and services, such as layouts that can be customised, payment processing, and order management. This makes Shopify an excellent choice for oBank (Kemp et al., 2021). Users can easily set up an online store using Shopify due to the platform's user-friendly interface, which eliminates the requirement for specialised technical knowledge. In addition to this, it offers a wide variety of apps and integrations, all of which may be utilised to improve the functioning of the website as well as the user experience.
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A marketplace platform like Amazon or eBay will be utilised to advertise oBank's services to a more extensive customer base. These platforms already have a sizable user base and deliver a shopping experience that is reliable and comfortable for customers (Bloom et al., 2021). By opening a store on either Amazon or eBay, oBank will be able to take advantage of the infrastructure already in place at both companies. This infrastructure includes shipping and logistics, customer service, and marketing tools.
oBank will implement a wide range of marketing strategies, including advertising on social media platforms, search engine optimisation (SEO), and content marketing, to increase the volume of visitors to their website (Haru and Haruto, 2021). It is planned to advertise oBank's services to specific users on social media sites like Facebook, Instagram, and LinkedIn to reach those users most likely to be interested in receiving those advertisements. Improving the website's exposure on search engines like Google would need implementing several SEO strategies, such as conducting keyword research, optimising website content, and link building (Sinigaglia et al., 2020). Building credibility and driving traffic to the website may be accomplished with the help of content marketing strategies such as blogging and guest posting.
[bookmark: _Toc131487378]Content
In addition to the website platform itself, the production of content of high quality is an essential component in client acquisition and retention. This includes compelling writing, taking pertinent images, and creating interesting videos (Yosaf, 2020). The content that appears on oBank's website ought to be understandable, succinct, and informative, with an emphasis placed on the advantages and distinguishing characteristics of the company's services. The successful communication of complicated financial information can also be aided by the utilisation of data visualisation techniques such as infographics.
The website's visual attractiveness can also be improved by the addition of professional images and videos, which will also produce a more immersive user experience (Singh and Srivastava, 2020). Images of the user interface of oBank's mobile app, screenshots of the online account dashboard, and quotes from satisfied customers will be included in these visuals. Explainer videos highlighting the benefits of oBank's services and how to make use of those services will also be produced by oBank.
The website for oBank ought to be developed with the user in mind, with the user experience, design, and content taking precedence over other considerations. Setting up an online store in a way that is both efficient and effective can be accomplished by using the software as a service platform like Shopify or a marketplace platform like Amazon or eBay. Improving the website's readability and highlighting the value added by oBank's products and services can be accomplished through the production of high-quality content such as text, images, and videos (Seyfang and Gilbert-Squires, 2019). To increase the number of visitors to the website and spread the word about oBank's products and services to a larger demographic, a multi-channel marketing strategy will be used.
[bookmark: _Toc131487379]Payment system 
A key component of oBank's online banking system is the use of payment service providers like PayPal. The website of oBank will incorporate several of PayPal's payment processing features, allowing users to conduct transactions online safely and easily (Ramdani, Rothwell and Boukrami, 2020). The increased security that PayPal offers is one of its key advantages. To secure its clients' financial information from fraud and identity theft, PayPal uses cutting-edge encryption technology (Pleger, Guirguis and Mertes, 2021). Also, PayPal provides clients with a buyer protection programme, which guarantees that they will contest any unlawful transactions or problems with their purchases.
PayPal provides a user-friendly payment processing experience in addition to security. Customers may make purchases with only a few clicks thanks to the streamlined and user-friendly payment process (Latulipe, Dsouza and Cumbers, 2022). Additionally, PayPal offers a selection of payment methods, such as PayPal balances, bank transfers, and credit card payments, giving customers the ease and flexibility they require to make purchases. A variety of technologies and integrations from PayPal are being used to improve oBank's online banking platform. This entails the capacity to design unique checkout pages and payment forms, as well as to integrate them with accounting programmes and automate the billing and invoicing processes (Laplante and Kshetri, 2021). The bank will be able to streamline its payment processing and enhance its entire customer experience thanks to PayPal's analytics capabilities, which will also offer insightful data on consumer activity.
For oBank's online banking system, having a payment services provider like PayPal is crucial. PayPal will assist oBank in offering its customers a dependable and convenient banking experience that satisfies their demands by supplying increased security, a user-friendly payment processing experience, and a variety of tools and connectors.
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[bookmark: _Toc131487381]Promoting oBank
A strong digital marketing plan is essential to promoting oBank's online banking platform. The Innovation Adoption Model is one idea that might be applied to this tactic. According to this concept, adopting innovations occurs in five stages: knowledge, persuasion, decision, execution, and confirmation (Langley et al., 2019).
The first step in implementing this approach into oBank's digital marketing strategy would be to increase product awareness and inform potential clients about its advantages (knowledge stage) (Khan et al., 2021). Targeted social media ads, email marketing campaigns, and content marketing could all help with this. The following step is convincing potential clients to try oBank's online banking service (persuasion stage). This could be accomplished by using tailored email campaigns and focused retargeting advertisements that highlight the product's special qualities and advantages.
Customers must make a decision and register for oBank's online banking service once they have been persuaded of the advantages of the product (Kemp et al., 2021). Offering incentives like sign-up bonuses or referral programmes might make this easier. Following deployment, clients will evaluate the product's worth and decide whether to keep using it during the final step of confirmation. It may provide individualised help, engage often with consumers to get feedback and address any difficulties to guarantee customer satisfaction and retention. Therefore, oBank can effectively market its online banking system, increase acceptance, and sustain usage by incorporating the Innovation Adoption Model into its digital marketing approach.
[bookmark: _Toc131487382]Target customers and reaching strategy 
	Target Customers
	Reach Strategy

	Young professionals and students
	Social media advertising, particularly on Instagram and Twitter, target individuals in the 18-35 age range

	Small business owners
	Email marketing campaigns target small business owners and entrepreneurs, particularly those in the UK (Kaur and Arora, 2022).

	Families and individuals looking for a more flexible banking solution
	Content marketing through blog posts and articles, targeting individuals searching for flexible banking solutions online

	Tech-savvy individuals who prefer digital banking
	Partnering with technology blogs and websites to promote the benefits of oBank's online banking system and reach individuals who are already interested in digital solutions.
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The Social Presence Theory is one theory that can direct the usage of social media to reach the targeted clients of oBank (Hodson, 2021). According to this hypothesis, people who use social media want to create and keep up a sense of social presence, or a sensation of being "real" and present during online conversations.
Instagram: It is a terrific tool to reach this target market because it is especially well-liked by young professionals and college students (Holmes and Burgess, 2022). Because of its emphasis on visual material, Instagram is a fantastic medium for showing oBank's brand and personality.
Twitter: Because of its conversational focus and real-time nature, Twitter is a wonderful venue for connecting with customers and promptly responding to their queries and issues. It serves as a suitable forum for disseminating timely information regarding oBank's products and services.
LinkedIn: Reaching out to small company owners and entrepreneurs on LinkedIn is a terrific way to spread the word about oBank's digital banking products (Haru and Haruto, 2021). The professional focus of LinkedIn also enables oBank to present itself as a serious, reliable participant in the banking sector.
Facebook: Although having a large user base, Facebook can still be an effective tool for connecting with individuals and families searching for flexible banking solutions. Also, oBank can target particular demographics and interests using Facebook's advertising choices.

Figure: Social media
Source: (Hodson, 2021)
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Pay-per-click (PPC) advertising can help oBank reach its target audience through sponsored search engines. Finding pertinent keywords and phrases that potential clients may be looking for when looking for digital banking solutions is the first stage in this process (Hanif and Lallie, 2021). Tools for keyword research, like Google Keyword Planner, can be used for this. When oBank has determined which keywords to target, it can write appealing ad copy that appeals to the wants and desires of its target market. The advertisements can be created to highlight the special features and advantages of oBank, such as its adaptable account options and user-friendly online banking platform.
To optimise the impact of its PPC ads, oBank might also deploy tailored landing sites. These landing pages must be made with calls to action that are obvious and details on oBank's services to create a seamless customer experience (Bloom et al., 2021). Ultimately, oBank can contact its target clients precisely at the time when they are looking for digital banking products by utilising PPC advertising. It can increase traffic to its website and turn prospective customers into devoted users by focusing on relevant keywords and developing captivating ad material.
Role of counter journeys 
By offering a tailored and smooth user experience, customer journeys can be vital in helping oBank reach its targeted clients. The customer experience (CX) design method is one innovation theory that may be utilised to improve the customer journey (Achituve, Kraus and Goldberger, 2019). This strategy focuses on creating customer journeys that are customised to the particular requirements and preferences of every single customer.
The different interactions that customers have with the brand, such as browsing the website, creating an account, or using the mobile app, must first be identified for oBank to apply CX design. After that, oBank can examine each touch point to find any problems or areas where the client journey can be made better (Yosaf, 2020). To give its clients a more seamless and tailored experience, oBank can apply CX design concepts once pain areas have been identified. For instance, it may employ live chat or chatbots to offer clients real-time service, or it could make tailored recommendations based on each user's banking preferences.
The bank can set itself apart from rivals and build a devoted customer base by concentrating on CX design and constructing a seamless customer journey (Sinigaglia et al., 2020). By offering a user experience that is customised to their requirements and interests, this strategy can also aid in luring new clients.
[bookmark: _Toc131487385]Email marketing 
By establishing a rapport with them and offering them pertinent information and promotions, email marketing will be a successful method for reaching the clients that oBank is trying to attract. The bank will provide a pre-launch incentive, such as a free e-book or exclusive access to the service, in exchange for customers' email addresses to collect emails addresses before to debut (Singh and Srivastava, 2020). However, it's crucial to confirm that any email addresses gathered were acquired morally and following data protection laws.
As soon as oBank obtains a list of email addresses, it will launch email marketing campaigns to alert its clients of new offerings, deals, and upgrades (Seyfang and Gilbert-Squires, 2019). Each user's preferences and prior behaviour will be taken into account when creating email campaigns, ensuring that each client receives pertinent information. It will also leverage personalisation strategies, such as mentioning the customer's name and addressing their particular needs and concerns, to increase the effectiveness of email campaigns. Customers are more likely to interact with emails and continue to support a company if this is done.
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[bookmark: _Toc131487387]GDPR/data protection act 2018
The bank must adhere to the General Data Protection Regulation (GDPR) and the Data Protection Act 2018 as a company that collects and processes personal data (Ramdani, Rothwell and Boukrami, 2020). As a result, oBank is required to make sure that personal information is processed fairly, legally, and openly and that people have the right to access, modify, and delete their data. It must make sure that its clients give explicit consent for the collection and processing of their data and that the data is only acquired for specified, explicit, and legitimate purposes to comply with GDPR (Pleger, Guirguis and Mertes, 2021). Also, to safeguard the data from unauthorised access, disclosure, or destruction, oBank must put in place the necessary security measures.
To ensure compliance with GDPR and the Data Protection Act of 2018, oBank must also hire a data protection officer (DPO). The DPO is in charge of making sure that oBank's data protection policies and practices are current and that staff members have received data protection training.
For oBank to guarantee the privacy and security of its customers' data, compliance with GDPR and the Data Protection Act of 2018 is essential (Latulipe, Dsouza and Cumbers, 2022). By adhering to these rules, oBank may gain the confidence of its clients and safeguard its standing as a responsible and reliable financial institution.
[bookmark: _Toc131487388]Privacy and electronic communication regulations 
In addition to GDPR/Data Protection Act 2018, oBank is required to abide by the Privacy and Electronic Communication Regulations (PECR) as a provider of financial services (Laplante and Kshetri, 2021). Electronic marketing communications, such as emails, SMS, and automated calls, are governed by PECR. People must give their agreement to receive marketing communications, which is one of PECR's main requirements. This implies that before sending any marketing messages, oBank must make sure they have had each person's explicit and informed consent. Individuals must be given a clear and explicit way to withdraw their consent at any time, and the consent must be freely given, specified, and unambiguous.
Also, oBank must offer a simple and understandable method for people to stop receiving marketing communications. This might be as easy as providing a clear explanation of how to unsubscribe from SMS communications or adding an "unsubscribe" link to the bottom of all marketing emails (Langley et al., 2019). The bank is required by PECR to support people's rights, including the "right to erasure," as another important necessity (also known as the "right to be forgotten"). Individuals have the right to request that oBank remove their data, and oBank is obligated to do so in a fair amount of time.
The bank will put in place several steps to guarantee compliance with PECR. First of all, they will make sure that only people who have expressly consented to receive marketing messages are sent any marketing communications (Khan et al., 2021). Additionally, oBank will give users a simple and obvious way to stop receiving commercial messages, and it will abide by users' requests to have their data deleted.
To maintain compliance with PECR and other pertinent laws, oBank will also periodically review and update its privacy policies and practices. To ensure that everyone is aware of their duties and responsibilities under the legislation, they will also give training and awareness-raising for all staff members involved in marketing and data processing (Kemp et al., 2021). To preserve customers' privacy and data rights and to ensure that oBank is using ethical and legal marketing techniques, compliance with PECR is crucial. It may increase client trust and develop a solid reputation as a trustworthy and accountable provider of financial services by adopting a proactive and open compliance strategy.
[bookmark: _Toc131487389]Security and importance 
Maintaining clients' faith and confidence depends on the security of oBank's online banking system (Kaur et al., 2021). To do this, it is necessary to implement several security measures, such as secure access to the cloud provider, caution regarding default access and frequent updates, and encryption of both in-transit and at-rest traffic. To stop unauthorised access to the system, secure access to the cloud provider is required. Strong passwords, two-factor authentication, and access controls that limit access to only authorised workers can all help you achieve this (Kaur and Arora, 2022). Also, it is important to conduct routine security audits to spot vulnerabilities and reduce any dangers that might exist. 
Sensitivity to frequent changes and default access is crucial for ensuring the system's security. The minimum necessary for system operation should be the only access granted by default, and changes should only be done with the consent of those who need to know (Holmes and Burgess, 2022). This lessens the possibility of human error, which can result in security breaches and helps prevent unwanted access. Another crucial security precaution is the encryption of all traffic, both in transit and at rest. This means that all data kept in the system as well as data exchanged between the user's device and the system are encrypted to prevent unauthorised access. Secure protocols like SSL/TLS and encryption methods like AES can be used to accomplish this.
In addition to these precautions, oBank should have a thorough security policy that details the steps to take to protect the system. Guidelines for password management, access controls, data backup, disaster recovery, and incident response should all be included in the policy (Hodson, 2021). Staff members should receive regular training to help them understand security rules and procedures, spot potential security issues, and take the right action.































[bookmark: _Toc131487390]Conclusion
The online banking system is a cutting-edge business idea with the ability to give users convenient banking services at their fingertips, according to an analysis of oBank's many elements. The bank's target market includes a wide spectrum of people and companies, including those who prefer online banking, wish to save time, and need to conduct transactions remotely. It can use a variety of digital marketing techniques, including social media, paid search engines, and email marketing, to connect with these customers.
The bank needs to concentrate on the security of the online banking system to guarantee consumer happiness. This entails giving the cloud provider safe access, being cautious with default access and frequent modifications, and encrypting both in-transit and in-rest communication. Regulations under the GDPR/Data Protection Act of 2018 and PECR must be complied with by oBank. This entails requesting permission from clients before sending marketing materials, offering a way for clients to decline receiving them, and defending client rights such as the right to be forgotten.
The bank may think about switching to a subscription-based business model and introducing value-added services like financial planning and investment guidance to maintain its value proposition. This will also help set oBank apart from its rivals in the UK market, including Barclays and HSBC, which also provide online banking services. It can completely change how people conduct banking transactions, but to do so, it must uphold high-security standards and legal requirements to earn the trust and happiness of its users. To succeed in the cutthroat UK banking market, oBank must concentrate on offering top-notch banking services while utilising digital marketing methods. 
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