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[bookmark: _Toc228473135]Abstract
This is a portfolio that offers a strategic brand extension by Revolut- Revolut Wealth+ integrated digital wealth management service that will serve mass affluent customers. The work includes the analysis of STDP, which has determined a targeted group Premium Multi-Product Revolut Users, 7Ps marketing mix based on freemium pricing and distribution in all channels, and a poster presentation. Examining this process through the Cycle of Gibbs, the following are some of the main skills that were acquired, such as evidence based strategic thinking, use of theory frameworks and visual communication. Crucially, it is only visible that digital-first trust-building in fintech must have elements of physical evidence such as interface design, printed statements, or flagship stores to offset the issue of intangible assets. Additional enhancements are stakeholder-simulation, prototype-checking, and competitor-war-games.
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[bookmark: _Toc228473136]Introduction
Launched in 2015, Revolut has expanded to become a global financial powerhouse, combining into a single financial super app that serves more than 70 million retail customers in over 200 currencies. The 2025 performance of the company indicates a revenue growth of 46 to reach to a level of 5.2 billion millions of euros and an increase in profit after taxes by 57% with increased customer activities in the lending as well as trading products. At the point when Revolut shifts to disruptor to a credible primary banking provider, brand development is at core of its growth strategy. This portfolio will include a strategic brand extension: Revolut Wealth+ - a combined digital wealth manager which provides personalised investment consultancy, automated portfolio management, and lifestyle-linked allocation of assets. 
[image: ]
Figure: Revolut (Zafin, 2024).


[bookmark: _Toc228473137]Element 1: Brand Extension Poster Presentation
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[bookmark: _Toc226279984]Why the Brand Extension Would Appeal to the Current Market
The current platform of Revolut already addresses these needs, and further expanding its brand to other segments such as sustainable financial services or investment offerings that are eco-friendly would provide an opportunity to exploit this emerging trend (Kunar et al, 2020).  As a company with already existing trust and user base, Revolut may expand by providing green investment plans, carbon offset products, or sustainability payment solutions to fulfill the preferences (Smith et al, 2022). 
[image: ]
Figure 1: Brand Development Strategies (Thompson et al, 2023).
[bookmark: _Toc226279985]Alignment with Sustainability Goals
An extension of the Revolut brand can be based on the environmental issue of eco-consumable financial services, including the provision of carbon footprint trackers, ethically managed investment funds, or the financing of sustainable organisations.  Since customers are increasingly asking companies to become more sustainable, Revolut should transition to sustainable finance because it is related to global sustainability and the growing pressure on corporations to be responsible in the financial sector (Kunar et al, 2020). 
[bookmark: _Toc226279986]Persuasiveness of the Brand Extension
The brand with extension will rest on the prevalence of Trust and the added advantage of sustainability being offered by Revolut and the company will be able to appeal to both the market of tech-friendly people and the environmentalists (Kunar et al, 2020). 
[bookmark: _Toc228473138]Element 2: Segmentation, Targeting, Differentiation and Positioning (STDP) Analysis.
Geographical Segmentation: strained market prioritisation.
Revolut Wealth+ employs a tiered market prioritisation in adopting the geographic market segmentation strategy. Key markets targets comprise the United Kingdom, where Revolut has recently got a full banking license and serves 13 million customers, which will act as a substantial platform to cross sell the premium wealth services. Secondary European markets- France, Spain and Poland are growth areas where Revolut has made considerable inroads but more than 30% of the adult population have taken out an account. Mexico the United States are target areas of tertiary expansion, pending a regulatory approval to operate as a nationally chartered national bank. 
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Figure: STDP (Morgan, 2023).
Demographic Segmentation: Occupational and Age and Income.
Revolut Wealth+ is segmented using demographical factors of disposable income, age groups and profession. Preexisting Revolut customer profiles indicate that half of their consumers are men, and a noticeable percentage of users resides in nuclear families with an oriented lifestyle on traveling (Revolut, 2025). Secondary demographic target would be the younger professionals, aged between 25 to 30 years who need to be provided with automated low fee investment options that would allow them to build wealth over the long term.

Psychographic Segmentation: Economic Independence and Online Incorporation.
Psychographic segmentation provides the exceptional edge of Revolut Wealth + against traditional providers, as it emphasizes attitudinal aspects. The major psychographic market will include those who offer a premium to financial independence and a connection of the first through the digital slow but are also looking to receive professional advice without paying much of what they would in the traditional setting of personal banking. One secondary segment would be lifestyle integrators - customers who consider financial management as part of daily digital life (Zafin, 2024).
Behavioural Segmentation: Usage behaviour and Loyalty.
The most useful behavioural segment is the segment of the customers that use at least five different Revolut services more than once a week which is high frequency, multi product customers. Second, referral originated customers are a unique group of behaviour, where 63% of new personal customers in 2025 will be obtained as a result of natural referral. These customers have higher levels of initial trust and quicker uptake of more services. Third, the best customers to target with Revolut Wealth+ are subscription tier migrants, who have over time upgraded their free accounts to Plus, Premium, Metal or Ultra service tiers, as they have also displayed a service consumption growth pattern (Morgan, 2023).
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Figure: Behavioural Segmentation (Klink and Wu, 2023).



Target audience: Premium Multi Product Revolut User.
Primary: Revolut Wealth+ will target the Premium Multi Product Revolut User, or people who have any of the Revolut premium subscriptions and use at least three different types of financial products in addition to the basic functionality of a current account. Such audience is defined by the incomes over 80,000 every year, their main residence is the UK or Western Europe, the age group is between 32 and 50 years, and they have shown interest in such investment features as fractional shares, crypto trading or savings vaults. 
Differentiation Strategy: Smart Automation and Ecosystem Integration.
Revolut Wealth+ is differentiated by three strategic pillars: intelligent automation, integration and democratised access of the ecosystem. To start with, the platform uses proprietary AI-supported analysis of spending behaviour, investment history and lifestyle information of Revolut as its data to create individual portfolio recommendations without necessarily providing the inputs to special financial planning (Morgan, 2023). Second, ecosystem integration distinguishes between Revolut Wealth+ and a standalone robo advisor by integrating wealth management into the super app which already accommodates daily spending, international transfers and crypto trading. 
Positioning Statement: Wealth Management minus the Wealth Barrier.
Revolut Wealth+ positioning statement amalgamates competitor research and target research into a consistent brand promise. Revolut Wealth+ is framed as: the wealth manager that works as hard as you do - intelligent investing that helps the financially ambitious, with the exclusivity and cost of traditional private banking. The overall brand issue, as was said by Revolut Chief Marketing Officer, is being viewed as a bank without being viewed as a traditional bank - customers believe in banking institutions but fail to see them as innovative ones (Mogaji & Nguyen, 2024). 





Revolut perceptual map
The positioning builds on the the current brand equity of Revolut as low cost, transparency and digital innovation but to a new type of service. With Revolut shifting its strategy to primary banking provider, with trusted wealth management as a core feature, a movement to high value relationships with customers supports a direct churn subscription to incumbent personal banks (Mogaji & Nguyen, 2024).
[image: ]
Figure: perceptual map (Klink and Wu, 2023).


[bookmark: _Toc228473139]Element 3: Marketing Mix (7Ps) of Revolut Wealth+.
Product: Wealth Management Suite: Integrated and Personalised.
Revolut Wealth+ product strategy is a package consisting of integrated set of wealth management functions meeting complete customer financial planning requirements. Its core product consists of automated portfolio management (individual risk tolerance profiles), personalised investment recommendations (copying of an algorithmic analysis of spending patterns), efficient investment structuring across multiple jurisdictions (tax efficient), retirement planning calculators (next to a pension consolidation tool) and white label financial goal tracking (integrated with existing Revolut savings vaults) (Klink and Wu, 2023). 
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Figure: 7P’s Mix (Nguyen, 2024).
Price: Freemium Architecture by Tiered Value Unlocking.
The Revolut Wealth+ pricing strategy is a variant of a freemium model, adjusted to the set of subscription tier architecture at Revolut. Simple wealth options such as portfolio visualisation, risk measurement and academic content is all provided at no cost to every user of Revolut as an acquisition funnel. This progressive method serves the principles of penetration pricing and subsequent upselling of value, which is implied by the successful monetisation of Revolut through free accounts later to premium subscription (Silicon Roundabout, 2020). 


Place: Distribution Omnichannel Digital First.
Revolut Wealth+ place strategy puts a heavy emphasis on digital distribution, but with selective physical augmentation. The main channel of distribution is the Revolut app which is available to more than 70 million users in 40 countries around the world and that the wealth features are built in the current user interface instead of being downloaded independently. Secondary digital channels: Revolut web platform to review a portfolio in detail, API integrations with third party financial aggregators (Revolut, 2025). A hybrid place approach is consistent with industry insights that, as digital first financial platforms evolve, physical presence becomes a factor in developing trust and differentiation, especially when wealth-related services are involved where customers need to be reassured about asset protection (Nguyen, 2024).
Promotion: Thru Integrated (Communication) Leveraging Brand Ambassadors.
The Revolut Wealth+ promotion plan is based on the principles of using a combination of several channels of communication, which are supported by one essential idea monitored by the main message of democratising wealth management. Television advertising, involving Graham Norton, who was chosen as the brand ambassador in the Revolut campaign in the UK in March of 2026, is above the line activities as it showed a dedication to asserting mainstream trust and cross-generational following (Mogaji & Nguyen, 2024). It has been demonstrated that financial services customers are highly responsive to services propositions designed to meet their demographic needs, thus an improved customer retention and competitive edge (Kiptoo and Mwirigi, 2023).
People: Certified Advisors and Algorithmic Support Integration.
People element covers the effort of the Revolut staff who provide wealth services as well as their experience with customers. Revolut Wealth+ has two types of employees: algorithmic advisors (robot-based investment engine which uses personal AI models) and human wealth specialists (certified financial planners who can be engaged at the next level of subscriptions). Relevant professional qualifications are possessed by human specialists such as a Chartered Financial Analyst (CFA) or Certified Financial Planner (CFP) qualification or designation established by the local regulatory authorities (Nguyen, 2024). 

Place: Intuitive On-boarding and initiating Portfolios.
Revolut Wealth+ process design aims at limiting friction whilst being regulation-compliant and assessing risk appropriateness. On-boarding starts with an automated risk assessment questionnaire that takes less than three minutes to complete and consists of about fifteen questions that results in a recommended portfolio allocation of equities, bonds, alternatives and crypto assets based on their personal risk tolerance, time horizon and liquidity requirements. 
After risk profiling, customers are then taken through goal setting - which is the establishment of financial goals such as retirement age goals, house purchase savings or general wealth accumulation - which prompts an algorithmic translation of this into monthly contribution suggestions (Khan et al., 2022). As technology keeps improving in terms of mobile applications and AI, Revolut will be able to incorporate any new offerings derived through technology and the extension will fit perfectly with customer expectations of convenience and innovation. 
Physical Evidence: Physical Clues of Online Trust and digital Professionalism.
Physical evidence of Revolut Wealth+ overcomes the problem of conveying credibility of a digital wealth service. Secondary physical evidence includes quarterly printed portfolio statements, sent to Wealth+ Private customers on high-quality paper stock giving tangible evidence that meets the wants of physical documentation of financial positions (Kotler and Keller, 2016). 
[bookmark: _GoBack]The loaded animation of the app, screens of verification, the design of notification and confirmation screens, all these are the digital physical evidence that, when combined, gives the impression of professionalism due to a uniform visual language, (Silicon Roundabout, 2020). Revolut already made positive steps in ensuring sustainability by investing and making a positive change in the environmental protection. It can also strengthen its sustainability initiatives through a brand extension that will make the company the leader in green fintech (Thompson et al, 2023). 



[bookmark: _Toc228473140]Element 4: Reflection
Description
The Revolut Wealth+ brand extension development included the development of a marketing strategy including the STDP analysis, the 7Ps marketing mix and a poster presentation. I did a secondary research on the case of Revolut that had 70 million customers, a 46 percent increase in revenues, and behavioural trends that, in the case of 63 percent referral-based acquisition. The poster needed to consolidate intricate tactical analysis into one A0 format and I designed it as a four-quarter concept, target audience, differentiation, marketing mix visualisation and anticipated outcomes.
Feelings
At first, I was embezzled by the amount of strategic decisions needed which included geographic prioritisation of the markets, free premium pricing. Nonetheless, after calculating the current data on the rates of subscription tier migration and the creation of any pattern of using multiple products in the existing data of Revolut, I became confident in my evidence-based recommendations. In the process of making the poster, I was frustrated in trying to balance the depth with visual coherence, however, I was proud of the professional resultant. 
[image: C:\Users\MURAD\Desktop\development-reflection-gibbs_original.png]
Figure: Gibb’s (McKinsey, 2023).
Evaluation
Good things: The project improved greatly my comprehension of the synthesis of quantitative behavioural data (e.g., 53% of users who have used the service and their travel preferences) into actionable segmentation criteria. Real fintech situations were applied to theoretical frameworks brand extension typicality (Klink and Wu, 2023) and product differentiation (Kiptoo and Mwirigi, 2023) to allow theory-practice bridges. For me, the poster creation enhanced my abilities in visual communication, especially, compressing 2,000+ words of analysis into readable quadrant.
Challenges: I undermined the complexity of the integrating all 7ps cohesively- the pricing logic had to be aligned with the channels of distribution and this took several revisions. Also, combining the physical elements of evidence (e.g., printed statements, Barcelona flagship store) with a digital-first proposal initially was a counterintuitive move, but this would be an important learning regarding fintech trust-building.
Analysis
This project formed three competencies which were critical. First, evidence-based strategic thinking all recommendations are based on Revolut 2025 Annual Report or industry research, which teaches me to be a resistant speculator. Second, combined marketing rationale - understanding the way positioning (democratising wealth management) needs to filter down both consistently through pricing (freemium), people (CFA-certified advisors), and process (3-minute risk assessment). Third, professional communication the poster was relentlessly prioritised, and the perspective it has opened is that it is often necessary to omit interesting but unnecessary analysis in order to be clear.
Conclusion
I have acquired portfolio-ready presence of strategic marketing capability, like the segmentation logic, input of 7Ps configuration, as well as, skill of visual communication. I am now able to prove complex marketing mix decisions in a way that is data-driven, professionally. Personally, I have become more at peace with ambiguity, none of the strategic planning promises or suggestions have sole correct answers, and I am given a framework of making defendable decisions.

Action Plan
Three refinements that I will apply in future projects include: Early stakeholder simulation; in the early planning phase of a project, hypothetical legal, product and compliance stakeholders are engaged in a simulation to uncover constraints in the project at an earlier stage. Prototype validation - Making low-fidelity mock-ups (e.g. Wealth+ dashboard wireframes) of the prototype so informal users can test it with it before specifications are finalised. 


[bookmark: _Toc228473141]Conclusion
This report has come up with an elaborate marketing strategy of Revolut Wealth+, which is an extension of the brand Revolut, aimed at democratising the wealth management of the mass affluent customer base of Revolut. In the study of the STDP, we found the key target group of Premium Multi Product Revolut Users who had been shown to be willing to subscribe to the service and use multi features. The long marketing mix used the 7-factor model to denote the product characteristics, pricing system, multi-channeled distribution, combined marketing and promotions, staffing, coherent procedures and corporeal displays that boost trust. 
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