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Abstract
The sharp development of digital technologies has changed the marketing aspects of the financial services industry, especially among traditional banks and FinTech startups. This paper explores the impact of digital marketing campaigns on customer engagement and retention, assuming a comparative analysis of these two classes of financial institutions. The study will determine some of the major digital marketing strategies used by banks and FinTech’s and analyse their success in terms of influencing customer behavior.
The qualitative research design adopted was a secondary data analysis. Industry reports and reporting by companies, academic literature and case-based evidence pertaining to digital marketing of financial services were the sources of data. A thematic analysis approach was employed to derive patterns and insights recurring within the context of the research objectives. Technology Acceptance Model (TAM) and Relationship Marketing Theory helped to justify the customer engagement and loyalty outcomes and formed the basis of the study.
The results show that conventional banks follow more relationship-based and trust-oriented digital marketing models using education to inform customers about the reliability of services. Conversely, FinTech startups deploy digital-first and innovation-led strategies that are typified by personalization, a smooth onboarding process, and interactive online experiences. It was discovered that customer engagement was greatly facilitated by digital marketing due to constant digital contact and personalized communication. In addition, customer retention and loyalty were highly conditioned by satisfaction with digital banking services, especially in the younger group.
It is concluded that neither of the two models is effective enough to maximize customer engagement and retention. Rather, a hybrid of digital marketing, which incorporates the innovativeness of FinTech and the reliability and security provided by conventional banking, is the most viable strategy. These observations have theoretical and practical implications for financial institutions that want to achieve sustainable competitive advantage in an environment of growing digital financial ecosystems.
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[bookmark: _epph2qpbzhzh][bookmark: _Toc220420820]Chapter 1: Introduction 
[bookmark: _z0kzcl9sz4ql][bookmark: _Toc220420821]1.1 Background 
Digital technologies have been evolving rapidly, with an inherent systemic impact on how organizations communicate, provide value, and develop relationships with their customers. In financial services, the extent of digital transformation has been no less significant than changing times, transforming old-fashioned, branch-based models of service to a highly digitized, data-driven, and customer-centric ecosystem (Rishabhsoft, 2023). Digital marketing, boosted by improved mobile technology, artificial intelligence, big data analytics, and automation, has become an imperative strategic competency, which allows financial institutions to improve their visibility, service delivery, and engagement with their customers.
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[bookmark: _Toc220421127]Figure 1: Benefits of digitalization in the Finance sector
(Source: Rishabhsoft, 2023)
The time-established stability, trust, and physical presence have forced traditional banks to modernise their customer communication pattern, as their customer expectation and competition increase. Their embrace of the digital marketing resources, including personalized email campaigns, mobile applications engagement strategies, search engine optimization and branding on social media, can be viewed as a continual attempt to keep up with a more digital marketplace (Nyagadza, 2022). Nevertheless, old systems, sluggish innovation processes and regulatory requirements tend to inhibit the capacity of the banks to harness the power of digital capabilities fully. Such restrictions pose some difficulties in competing with digitally native entrants who provide seamless, agile, and user-friendly experiences.
Conversely, FinTech startups have uprooted how financial services are provided through a digital-first mentality that makes user experience, convenience and personalization central to their marketing and service efforts (Egbuonu, 2024). They can establish more stable and vibrant relationships with customers through the power of behavioral analytics, algorithm-based personalization, gamification, and application-based interfaces. The digital marketing employed by FinTech’s like Revolut, Paytm, and Monzo is used as a promotional tactic, but also as part of the product experience, which supports brand retention and retention in the long term with continuous innovation and the ability to interact in real time (McCrea, 2025).
With mobile banking, online payments and online financial services developing in popularity as financial consumer choices, the role of digital marketing is no longer one of communications but of engagement, value generation and loyalty. Engagement and retention have become core competitive forces for both traditional banks and FinTech’s due to customer demands of personalized, accessible and seamless digital experiences (Agarwal, 2024). It is important to understand the relative efficacy of digital marketing approaches in these two different types of financial institutions. These lessons can be used to create more customer-focused digital behavior, improve long-term competitive advantage, and build academic understanding about digital transformation in financial services.
[bookmark: _tngxm5q68nwm][bookmark: _Toc220420822]1.2 Research Problem 
Although the trend of digitalization of the financial services sector keeps speeding up, there is a huge gap in the knowledge of how digital marketing activities can impact customer engagement and retention in various categories of financial institutions, namely, traditional banks and FinTech startups. Although other wider literatures point out the emerging digital technologies and their contributions to transforming the financial services sector, comparative literature is scarce on the effectiveness of these two industries in leveraging digital marketing to establish long-term customer relationships. Conventional banks work in old legacy systems and unbending regulatory frameworks, which may constrain their responsiveness in embracing novel digital marketing approaches. FinTech startups, on the other hand, due to their technological innovation and user-focused design, are more likely to use more dynamic and customized approaches to digital engagement (Weiß, 2024). Nonetheless, it is not evident that these inventions lead to better engagement and retention rates than incumbent banks.
One of the most significant research issues is the absence of empirical and conceptual clarity on which digital selling activities, including social media involvement, mobile applications personalization, search engine optimization, or information-based targeting, are most successful in shaping customer perceptions, behavioral participation, and loyalty. The existing literature has a tendency to study a traditional bank or FinTech separately; also, only a few studies compare the two segments and analyze their performance in terms of customer engagement and retention.
Moreover, the secondary data on the measures of engagement, customer satisfaction, the effectiveness of loyalty programmes, and trends in digital interactions are scattered, uneven, and frequently sector-specific (Mahmud et al. 2023). This constrained practitioners and scholars to help make meaningful conclusions regarding best practices in digital marketing in various institutional settings. As a result, financial organizations might have trouble crafting strategies to match the digital capability to consumer expectations.
To fill these gaps, this dissertation involves a foundation and comparative study of digital marketing strategies employed by established banks and FinTech startups in the context of their effects on engagement and retention, as well as strategic implications that might advance competitive advantage in a financial environment growing increasingly digital.
[bookmark: _kbmj095uhr8v][bookmark: _Toc220420823]1.3 Research Aim and Objectives 
Aim
This study seeks to critically analyze how the digital marketing strategies influence customer engagement and retention in the financial services industry through a comparative analysis of the traditional banks and FinTech startups.
Objectives
· To examine the most important digital marketing practices of traditional banks and FinTech startups.
· To determine how these digital marketing strategies have impacted the customer engagement rates in the two industries.
· To determine the importance of digital marketing in customer retention in traditional banks and FinTech organizations.
· To find out the best practices, lessons and strategic suggestions in making digital marketing effective in the financial services sector.
[bookmark: _ia6ttlhpgutc][bookmark: _Toc220420824]1.4 Research Questions 
· Which digital marketing tools are the most widespread among traditional banks and FinTech organizations?
· What are the outcomes of the customer engagement of these strategies in the two categories of financial institutions?
· How does digital marketing contribute to customer retention in traditional banks and FinTech startups?
· What are the best practices that can be suggested to improve the performance of digital marketing in the financial services industry?
[bookmark: _bsm2gbf0yjxs][bookmark: _Toc220420825]1.5 Research Relevance 
This research is timely in that it has enriched the body of scholarly literature and the practical application of digital marketing strategy, as applied in the financial services industry. With more and more financial institutions embracing digital solutions to interact with customers, the question of how various forms of organizations, such as traditional banks and FinTech start-ups, make use of digital marketing to affect the interactions with customers in terms of customer engagement and retention, becomes more urgent. Although there is previous research that has investigated digital transformation and customer behavior separately, relatively little research has been conducted in which the efficacy of digital marketing tactics is evaluated concerning these two well-known institutional designs (Sakas et al. 2022). This leaves a considerable knowledge gap, especially with the digital technologies that are still redefining competition, customer expectations, and service innovation in the financial sector.
Academically, the research makes a theoretical contribution to the field by applying Relationship Marketing Theory and Technology Acceptance Model (TAM) in explaining how digital marketing tools influence perceived value, trust and loyalty. A comparison of the traditional and digital-first organizations contributes to current debates on the subject of digital transformation and the management of customer relationships in financial services.
In practice, the study is very applicable to the marketing managers, digital strategists and decision-makers in banks and FinTech companies, who should adopt effective approaches that enable them to be competitive within a digital market environment. The information gained during this research will be used to guide organizations to create more personal, targeted, and customer-focused digital marketing strategies that have the potential to increase levels of engagement, decrease churn rates and increase long-term customer loyalty rates. With digital adoption rates picking up pace worldwide, these strategic differences need to be known in order to make customers satisfied, comply with regulations, and gain a competitive advantage in the long term.
[bookmark: _k3e4tn7klvc3][bookmark: _Toc220420826]1.6 Dissertation Structure 

[bookmark: _Toc220421128]Figure 2: Research Framework
(Source: Self-developed)
[bookmark: _o6x8i25ysas5][bookmark: _Toc220420827]1.7 Theoretical Frameworks 
The current research is based on two theoretical frameworks that can be considered to offer a full scope of analysis of the role played by digital marketing strategies in enhancing customer engagement and retention in traditional banks and FinTech startups, namely, the Relationship Marketing Theory and the Technology Acceptance Model (TAM). These theories will direct how the secondary data is interpreted and how one will analyze the variation between the two types of financial institutions.
The Relationship Marketing Theory is centered on the ability to develop long-term and mutually advantageous relationships with customers, instead of transactional exchange (Hidayat and Idrus, 2023). The discussed digital marketing tools, including personalized communication, mobile apps functionalities, targeted content and loyalty programmes, are the mechanisms that enhance trust, commitment, and satisfaction in the context of financial services. Research Questions 2 and 3, which investigate the impacts of digital marketing on engagement and retention, are directly informed by this theoretical perspective. Relationship marketing assists in the provision of insights as to why personalized and regular digital engagements are useful in the minimization of customer churn, maximization of the lifetime value, and maintenance of loyalty. It is also a basis to compare the reliance of traditional bankers on an established trust and credibility, compared to FinTech’s, which use digital convenience and innovation to create relational value.
The Technology Acceptance Model (TAM) further builds the theoretical foundation by offering insights into how customers embrace and react to digital marketing channels (Abbas, 2021). According to TAM, acceptance of technology among the users is influenced by two critical constructs, namely, perceived usefulness and perceived ease of use. The listed constructs are crucial in the context of the relationship between customers and digital resources, mobile applications, chatbots, and AI-based marketing applications utilized in the sphere of finance. TAM has a direct bearing on Research Questions 1 and 2 by assisting in the assessment of whether the digital marketing strategies can increase usability, convenience and value among the customers. As an illustration, FinTech companies tend to be successful because their digital interfaces are rated highly in terms of ease of use, and traditional banks might encounter resistance owing to old technology or ornate interfaces.
These two theoretical frameworks form a strong analytical foundation together. The emotional and relational effects of digital marketing are described through Relationship Marketing Theory, whereas TAM describes the behavioral and technological adoption variables. The collected lenses will enable the study to understand not only what strategies are adopted by the traditional banks as well as FinTech’s, but also why they impact differently on customer engagement and retention.
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[bookmark: _9cmop02by2xx][bookmark: _Toc215084661][bookmark: _Toc215772875][bookmark: _Toc220420829]2.1 Introduction
This literature review aims to develop both a theoretical and an empirical basis of how customer engagement and retention within the financial services industry are informed by digital marketing strategies. With the sector rapidly digitalizing, there is a need to evaluate how the marketing practices have changed over the years from the traditional media-based marketing practices to technology-oriented, data-driven and customer-focused digital marketing practices. A literature review allows seeing key themes, already established best practices and gaps, the latter still waiting to be filled through academic research, especially with regard to the manner in which various financial institutions react to digital change.
The use of digital marketing has become very significant in financial services as customer behavior, expectations, and consumption patterns of services have changed drastically. The customers are demanding 24/7 availability, customized communication, flawless online experiences, and transparency. Such expectations have a direct impact on the way financial companies develop engagement and retention programmes. The differences in the organizational culture, the technological capacity, the exposure to regulations, and the customers also influence the approach to digital marketing of traditional banks and FinTech startups.
[bookmark: _wc3qibrslfb8][bookmark: _Toc215772876][bookmark: _Toc220420830][bookmark: _Toc215084662]2.2 Empirical Review
[bookmark: _Toc215772877][bookmark: _Toc220420831]2.2.1 Digital Transformation in the Financial Services Sector
Evolution from Traditional Banking to Digital Banking
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[bookmark: _Toc220421129]Figure 3: Digital Banking vs Traditional Banking
(Source: Madegowda, 2025)
According to Madegowda (2025), the banking industry has also developed into a more digital as opposed to a traditional branch-based system of financial provision. Traditionally, the banking relations presupposed face-to-face communication, paperwork, and face-to-face consultation. Nevertheless, the increase in internet penetration, the use of smartphones, and the development of information systems resulted in the introduction of online banking in the early 2000s. With time, it evolved to mobile banking applications, automated decision systems and self-service platforms.
On the contrary, Patra et al. (2022) stated that digital banking is a current product that combines various technologies such as artificial intelligence (AI), analytics, cloud computing, biometric authentication, and real-time data processing. These tools enhance operational efficiency, facilitate personalization, and lower the cost-of-service delivery. The robots use artificial intelligence to automate customer service, detect fraud, evaluate creditworthiness, and target marketing. Financial institutions can track customer tracks, anticipate behavior, and customize communications by using analytics. All this happened to bring a transformation to the banking process; it transformed it to become experience-based.
The digital transformation theory modulates this transformation as an organizational realignment that is inherent to the new technologies, changing customer demands and competition pressure (Hanelt et al. 2021). It emphasizes that companies are not only changing in terms of digitizing existing services but also their business models, value propositions and interactions with customers. In the financial industry, this process has compelled the traditional banks to modernize their old systems and put in place technology-driven strategies.
The Rise of FinTech Start-ups
According to Khayer and Alam (2022), FinTech startups arrived in the market with technology to offer less complex, quicker, and easier-to-use financial services. They typically create their business models based on the digital-first delivery, minimal physical infrastructure, short product development cycles, and customer-friendly interfaces. FinTech’s are more focused on usability, innovation, and accessibility, unlike banks, which traditionally have a focus on stability and compliance with regulators.
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[bookmark: _Toc220421130]Figure 4: Fintech vs Traditional Banking
(Source: Roger, 2020)
Online lenders, investment apps, neobanks, and digital wallets, known as FinTech platforms, provide experiences of frictionless and transparent experiences using user-friendly application design, real-time support, and personalized notifications (Raviteja, 2024). Their flexibility enables them to test new marketing strategies, embrace new technologies at an early stage, and react swiftly to the reactions of the consumers. FinTech’s have also changed the delivery of services through the provision of immediate account-opening, smooth payments, automated investment solutions, and customized financial advice.
They use social media interaction, influencer relationships, game-based interfaces, and a community-building approach that appeals to digital-native consumers in marketing. The user-focused perspective of design enables them to establish more rigorous first interactions, especially in the younger and tech-savvy groups.
[bookmark: _msgesp3ok1df][bookmark: _Toc215084663][bookmark: _Toc215772878][bookmark: _Toc220420832]2.2.2 Digital Marketing Strategies in Financial Services
Core Digital Marketing Tools in Finance
According to author Zhang (2023), financial services, digital marketing have several tools that help in better communication, brand loyalty, and customer-focused services. Social media marketing enables banks and FinTech’s to post content on learning, financial advice, promotional posts, and customer service using Facebook, Instagram, LinkedIn, and X (formerly Twitter). It improves transparency and creates a two-way communication.
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[bookmark: _Toc220421131]Figure 5: Importance of social media for banks
(Source: 2STALLIONS, 2024)
Online discoverability is enhanced by search engine optimization (SEO). The websites and blogs of financial institutions are optimized so that they can be ranked in the search results when searched on terms of loans, savings, insurance or investment. This is necessary in a competitive online world where online searches are usually the initial step towards making financial decisions by customers.
Another core tool the content marketing is the use of blogs, videos of people explaining things, articles on financial literacy, and interactive calculators. Through value-added information, institutions gain credibility and become trustworthy financial advisors. Influencer marketing is a relatively recent marketing strategy in a financial context, but has been on the rise since institutions can partner with finance educators, industry experts or lifestyle influencers to gain credibility and access to particular demographic groups (Prasad and Sharma, 2022).
The marketing is especially significant in the context of mobile apps, as both the banks and FinTech’s use them as the main interaction channels. Push notifications, personalized dashboards, reward reminders, and in-app messaging are some of the methods used by institutions to engage and push new features.
Use of Data Analytics and Personalization
According to Theodorakopoulos and Theodoropoulou (2024), data analytics is a core element of contemporary digital marketing. Banks and lenders use the data on their transactions, behavior, browsing history and demographic features to personalize their messages and offers. The tools of big data are used to segment a customer with a stronger precision and predict the needs of their servicing.
AI-based insights are involved in recommendation engines that propose savings plans and spending controls or investment choices. Chatbots are also useful in improving service delivery by providing prompt responses to queries, evaluating eligibility to take a loan or providing product guidance (Theodorakopoulos and Theodoropoulou, 2024). The behavioral targeting relies on observed behavior patterns to provide marketing messages at the appropriate time and place, e.g. a reminder about bill payments or a message about increasing savings.
Individualization is also applied to automated email campaigns; dynamic web content and the mobile application experience being personalized. Although these strategies make customers more satisfied, they provoke issues of privacy, data protection, and reasonable use of consumer information. The financial services companies are bound by the regulatory requirements, including the laws on the protection of information, consent regulations and the law of accuracy. This forms a balance between innovation and compliance.
Digital Marketing Approaches: Banks vs FinTech’s
Banks prefer to have reserved and systematic digital marketing strategies. Their campaigns focus on trust, security, compliance and institutional credibility. Marketing departments have to operate under harsh set rules, resulting in more formal communication and slower responsiveness to new trends (Igwe-Nmaju, 2024). Another example of how banks are leveraging brand equity that has been developed over decades is through the use of digital platforms to expand upon an already existing customer base, as opposed to actively chasing new ones.
In their turn, FinTech’s embrace aggressive and experimental online marketing tactics. Some of the growth hacking approaches they frequently employ are referral bonuses, instant rewards, gamification and viral campaigns. They have an informal and user-friendly communication style, which is very responsive. As a new promotion strategy, FinTech’s often start online-only promotions, interactive challenges, or educational material to appeal to younger customers who are more inclined towards quick and clear digital services (Addula, 2025).
Case studies and systematic reviews evidence show that FinTech’s outsmart banks in customer acquisition via digital media because FinTech’s are more agile in their marketing and innovative in user experience design. But banks tend to record higher retention rates because of long-term trust, reliability and extensive service portfolios.
[bookmark: _b04os71ak4vx][bookmark: _Toc215084664][bookmark: _Toc215772879][bookmark: _Toc220420833]2.2.3 Customer Engagement in Digital Financial Services
Understanding Customer Engagement
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[bookmark: _Toc220421132]Figure 6: Customer Engagement
(Source: Roy et al. 2022)
According to Roy et al. (2022), customer engagement can be defined as the emotional, cognitive and behavioral bond between the customer and the financial institutions. In the digital environment, interaction is possible in terms of using websites and mobile applications, social media and automated service channels. The interested customers will find it easier to test new products, react to online marketing messages and sustain long-term relations.
The activities enabled by technology will be personalized notifications, financial management tools, educational material, and interactive elements like chat support or transaction dashboards. With the growing use of digital platforms by customers, the interactions have become more of an active participation rather than passive consumption, whereby customers interact with digital services periodically (Rayna and Striukova, 2021).
In addition to the simple interactions, customer interaction in digital finance is also related to the extent to which the institutions assist customers in their financial decision-making process. The new generation of customers requires digital experiences, which minimize uncertainty, decrease the difficulty of actions, and can offer guidance through the process of undertaking them, like applying for a loan, making an investment, or addressing a service problem (Demraoui et al. 2022). Interaction is enhanced when the customer believes that he is in command of his financial operations, is empowered by the digital tools that give him an understanding of financial transparency and access to information anytime.
Role of Digital Platforms in Enhancing Engagement
Cloud-based customer relationship management systems assist institutions in securing data related to customers, processing and analysing it with ease and thus allow viewing of customer behavior and preferences as a single entity. They help in targeted communication, resolution of problems, and the automation of a campaign.
Chatbots that are powered by AI offer real-time help, which minimizes the time taken to respond and provides 24/7 service (Demraoui et al. 2022). They manage frequent questions, prescribe products, and take users through online procedures, which enhances the quality of engagement.
Interfaces of mobile banking are essential since clients often use mobile apps to make transactions, check their balances, pay their bills, and request services. The ease of use design, handy navigation, and utility have a great impact on customer satisfaction and interaction (Guo et al. 2023). Social media also makes interaction even stronger by supporting interactive discussions, building a community, and providing immediate responses.
Online platforms are another way to boost interaction as they allow active and not passive communication. As an illustration, automated alerts on suspicious transactions, an insight into spending, upcoming payment reminders, and individualized financial suggestions will keep the customers informed and in control of their financial behaviors (Machireddy, 2023). Such initiating characteristics ensure that customers feel assisted and minimize the chances of frustrations and unhappiness about the service.
The integrative feature of third-party tools and services is another great contribution of digital platforms. Budgeting applications, investment robo-advisors or merchant offers have become a part of many institutions in a partnership and give the sense of an ecosystem. This enhances touchpoints that the customers get on the platform, which makes engagement strong. There are also secure authentication mechanisms like biometrics, which enhance the ease of service access, adding more to the pleasant user experiences. Customers who have gone through a platform that gives them value constantly are more prone to becoming active and loyal.
Traditional Banks vs FinTech’s: Engagement Effectiveness
Conventional banks are about relationship building that is based on a long-term approach, and that includes the digital engagement integration with the branch-based services (Singh, 2025). They base their engagement strategies on trust, stability and individual advisory services. These relationships are enhanced by the use of digital tools; however, the banks focus on security and compliance rather than quick-paced innovation.
Frictionless digital experiences facilitate high interaction by FinTech’s. Instant notifications, easy onboarding, fast payments, automated budgeting, and user-friendly interfaces are only a few features that bring more customer activity and satisfaction (Singh, 2025). They are entirely digital, which has allowed engagement to be part of any interaction, developing effective and interactive user experiences.
Current studies on usability and customer perception indicate that FinTech’s usually win over banks in interface design, speed, and convenience. Nevertheless, banks hold an upper hand when it comes to credibility, risk control, and complex financial need problem-solving. Thus, the two industries attain engagement in different ways, digital excellence by FinTech’s and relationship depth with banks.
[bookmark: _tqutb7jf4bhd][bookmark: _Toc215084665][bookmark: _Toc215772880][bookmark: _Toc220420834]2.2.4 Customer Retention and Loyalty in Digital Finance
Conceptualization of Retention & Loyalty
Rahayu (2024) states that customer retention in digital finance is the capacity of financial institutions to create sustained, long-term relationships with their customers by ensuring that they fulfil the customer expectations, via the delivery of personalized and reliable digital services. On the other hand, loyalty transcends continuity of service utilization and constitutes the emotional, cognitive, as well as the behavioral commitment of the customers to a monetary brand. In this respect, Customer Lifetime Value (CLV) will be one of the most important indicators because it will assess the potential risky economic willingness of each customer and allow the institutions to determine the segments that will be the most beneficial to long-term profitability. The study of digital financial behavior has revealed that the improved CLV is linked to the high level of digital activity, positive attitude to services, and an individual communication plan that helps the customer feel more valued.
Quite on the contrary, digital finance is getting less and less retained because switching behavior has become more accessible through digital onboarding, easy-to-use app-based comparison features, and reduced exit barriers. This is due to the fact that, as Kowsar et al. (2025) point out, customers in digital ecosystems can switch between providers in a short period of time since new entrants may have a more engaging interface or even more appealing promotions. This puts more emphasis on loyalty and brand loyalty. Trust-based on transparency, stability of service delivery and data handling security, forms the main theme of digital loyalty since the customers are largely dependent on institutions to ensure the safety of their financial data. Brand commitment is achieved when customers perceive long-term stability, and the traditional banks can use this as a selling tool because of their long histories and the credibility of the regulators.
Digital Marketing’s Role in Retention
Galib and Rijal (2025) propose that customer retention is all about digital marketing since it helps institutions to deliver personalized communication that is related to individual financial behaviors. Customized emails, mobile alerts, spend information, and personalized suggestions make the customers feel appreciated and encouraged. Such one-on-one interactions make the friction level lower and enhance the perceived convenience of staying with the same service provider. Online behavior-based nudges include prompts to save, budget alerts or automatic investment advice, which allow customers to remain active on the digital platform, which reinforces habitual behavior that facilitates retention.
Quite the contrary, such value-based tools as loyalty programmes and built-in financial capabilities are not the only reasons to keep a customer, but to retain them. According to Murti et al. (2023), reward systems, milestones and referral programmes become more frequently used as digital platforms to keep the person engaged. Such programmes stimulate the continued use as they provide distance benefits, like cashback, waiving of fees, or digital transaction rewards. Embedded finance also enhances retention to an even greater degree by embedding financial services as part of the daily digital experiences, including e-commerce applications or mobility platforms. As customers transact their daily business through interconnected ecosystems, the financial service becomes part of their daily life, which will enhance platform stickiness. Also, data-driven retention plans kept by sophisticated analytics enable institutions to anticipate the loss of customers and intervene in the process by offering individualized deals or fixing issues.
Comparative Retention Across Banks and FinTech’s
Egbuhuzor et al. (2021) argue that long-run retention is more likely to be observed in traditional banks due to their good reputation, a well-built customer trust, and the presence of a lot of regulatory agencies. Customers tend to consider the safety, reliability, and stability of banks, particularly in instances involving long-term or high amounts of financial commitments. Most banks are reinforcing loyalty by integrating digital technology with human advisory services, allowing them to use hybrid services that attract those customers who want both convenience and personalized advice. Their retention policies tend to focus on security, continuity and managing long-term relationships, aspects that are very appealing to older customers as well as those with intricate financial requirements.
Instead, FinTech’s usually succeed in retention through a better digital experience that is based on speed, convenience, and design. Kowsar et al. (2025) indicate that the use of FinTech solutions can attract and retain customers because it offers fast onboarding, instant payment processing, spending insights, automated budgeting applications, and gamified savings solutions. These capabilities encourage constant interrelations and enable a feeling of power and openness. Nevertheless, Fintech loyalty is less stable since customers can readily switch to other applications that have the same or better functionality. This puts a strain on FinTech firms to be innovative and have good value propositions, particularly with rewards and competitive pricing and user-smooth customer experiences.
The difference is supported by industry analysis evidence. Banks are likely to keep customers by creating trust, having a wide range of products, and regulatory protection, whereas FinTech’s depend on the experience and convenience of the digital world. The two industries are, however, becoming aware that personalization, consistent value creation and active engagement with digital platforms are all that is needed to ensure retention. With the increase in the competitiveness of digital finance, the capability to strike a balance between trust and innovation is going to be the defining factor of long-term loyalty of not only the banks but also the providers of FinTech services.
[bookmark: _harfye5etrnh][bookmark: _Toc215084666][bookmark: _Toc215772881][bookmark: _Toc220420835]2.3 Theoretical Framework
[bookmark: _870nscze9v07][bookmark: _Toc215084667][bookmark: _Toc215772882][bookmark: _Toc220420836]2.3.1 Relationship Marketing Theory
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[bookmark: _Toc220421133]Figure 7: Relationship Marketing
(Source: Gary, 2025)
The Relationship Marketing Theory underlines the significance of the creation of long-term reciprocated relationships between organizations and their customers. The fundamental tenets of this theory, trust, commitment and effective communication, are fundamental in-service sectors like financial services, where the confidence of the customer and their perceived security play an important role in decision making (Gary, 2025). Customer relationships are built on trust since there is sensitive financial information involved and a high perceived risk. Commitment displays a psychological attachment that a customer has towards a financial institution and the readiness to continue a relationship with the financial institution. The only way through which this commitment is reinforced is through effective communication, where the customers obtain clear, consistent and relevant information that falls within their expectations.
When it comes to digital banking and financial technology, the relationship development process has shifted to online banking, mobile apps, and bots. The Relationship Marketing Theory can be used to understand how digital technologies can replicate or upgrade personal interactions with personalized information, real-time updates, and active support (Rane et al. 2023). To illustrate, personalized messages, AI-based financial analysis, and online advisory services build a perception of constant interaction that helps to establish customer loyalty. Online avenues also allow financial institutions to be in regular communication with customers in a more cost-efficient and scalable manner, making relationship-based approaches core to the current digital marketing strategies.
[bookmark: _epjpfecrh9o6][bookmark: _Toc215084668][bookmark: _Toc215772883][bookmark: _Toc220420837]2.3.2 Technology Acceptance Model (TAM)
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[bookmark: _Toc220421134]Figure 8: TAM
(Source: Na et al. 2022)
The Technology Acceptance Model (TAM) demonstrates the way users arrive at adopting and utilizing new technologies. The model lists two determinants of adoption, which are perceived ease of use and perceived usefulness (Na et al. 2022). Perceived ease of use indicates how much a customer feels that using a digital platform, e.g., an app on a mobile phone that banks can use or a FinTech service provider, does not require a lot of effort. Customers tend to utilize more often simplified digital interfaces that are problem-free and easy to use and integrate into their everyday financial habits.
Perceived usefulness reflects the perception of the customer that they should use the technology to enhance their financial decision-making efficiency or general customer banking experience. This can be an increase in the speed of payments, real-time account details, budgeting, instant support, or automated services in digital finance. Customers are more likely to use the platform again when they feel some apparent advantages of the digital interactions. User intention is another important factor that is noted by TAM that contributes to the long-term adoption and engagement directly when the perceived usefulness and ease are positive. This is especially relevant to the process of customer acquisition and the use of new FinTech innovations or traditional banking to digital-first models.
[bookmark: _36j8uesczb5s][bookmark: _Toc215084669][bookmark: _Toc215772884][bookmark: _Toc220420838]2.3.3 Unifying Theoretical Lens for the Study
Combined, Relationship Marketing Theory and TAM can be used to offer a resounding theoretical basis in the analysis of customer engagement and retention in online financial services. Relationship marketing theory explains the reasons behind customer retention, i.e. through trust, commitment, meaningful interaction, whereas TAM explains customer adoption and retention of digital platforms through perceived usefulness and ease of use (Chang et al. 2023). These two theories, when put together, elucidate the emotional and functional aspects of digital customer behavior.
In the case of traditional banks, this single lens would show that deeply rooted relationships and high levels of trust have to be backed by the help of digital platforms that are seen as useful and worthy by the customer. Digital upgrades cannot be used alone in cases where customers are not emotionally attached to the institution. In the case of FinTech’s, the combination of the theories is that, despite the initial use of platforms driven by convenience and usefulness, long-term loyalty will have to be established through instilling trust, transparency, and a stable communication channel that traditional banks have traditionally dominated.
[bookmark: _p2804s87w4z9][bookmark: _Toc215084670][bookmark: _Toc215772885][bookmark: _Toc220420839]2.4 Gaps in Existing Literature
The literature shows that there are numerous gaps in the current research on the effect of complete digital marketing in the financial services. One, the majority of the studies discuss digital transformation, but they are not comparative, meaning that they do not compare the use of digital marketing in traditional banks and FinTech firms, as they directly relate to influencing customer behavior. Second, existing studies tend to focus on marketing, engagement, and retention individually, and no one has provided an integrated format that describes how digital marketing strategies can successively influence engagement and translate into long-term loyalty. Third, the existing evidence is mostly on developed markets and emerging economies are not well represented in spite of their fast pace of digital finance adoption.
[bookmark: _p6yt4wwbdepj][bookmark: _Toc215084671][bookmark: _Toc215772886][bookmark: _Toc220420840]2.5 Chapter Conclusion
This chapter reviewed the major academic views on digital revolution, marketing and customer interaction, and retention in the financial services industry. The review has pointed out the differences between traditional banks and FinTech’s concerning the application of technology, methods of communication, and customer relationship management. Whereas banks are dependent on trust, stability, and regulatory credibility, FinTech’s are the most innovative, fast, and digital user experience. Theoretical models like Relationship Marketing Theory and the Technology Acceptance Model gave a background of the perception of both the emotional and functional motivation of customer behavior in digital finance. The chapter also established some gaps in the current research, such as the necessity to conduct comparative sectoral studies and combined analyses between the outcomes of marketing, engagement, and loyalty. These insights underlie the following methodology and empirical research, and they determine how the research will view the effectiveness of digital marketing between traditional banks compared to FinTech service providers.
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[bookmark: _Toc220420841]Chapter 3: Methodology 
[bookmark: _vscr8c5havo9][bookmark: _Toc220420842]3.1 Introduction 
The chapter summarizes the methodological framework used to explore the effects of digital marketing strategies in customer engagement and retention in traditional banks and FinTech startups. It describes the philosophical position in the study, the inductive research methodology and the case study methodology that will be applied in the comparison of the various types of financial institutions. The sources of secondary data, methods of data collection, and the thematic analysis of the findings are also mentioned in the chapter. The transparency and rigor are also provided by discussing ethical issues and methodological constraints. The combination of these aspects creates a coherent and realistic basis on which the research questions are going to be answered.
[image: Energies 13 04897 g002]
[bookmark: _Toc220421135]Figure 9: Research Onion
[bookmark: _nn3e3tfm6fqt](Source: Mbedzi et al. 2020)
[bookmark: _dh9s4rrck0zj][bookmark: _Toc220420843]3.2 Research Philosophy 
A research philosophy is a set of assumptions made by a researcher regarding the nature of reality, knowledge and the feasibility of how such knowledge can be derived in a meaningful way. In this dissertation, the research philosophy will be based on an interpretivist epistemological position, which will inform the way the research discusses the role of digital marketing strategies in engaging and retaining customers in traditional banks and FinTech startups (Gillani, 2021). To support this decision, it is necessary to compare interpretivism with positivism and provide reasons why interpretivism is more appropriate to the objectives of this study.
Positivism is an epistemological stand which presupposes the objective possibility of a measurable reality, which can be analyzed using observable variables, statistical procedures, and empirical experiments. It is synonymous with quantitative research and is more focused on prediction, generalization, and causal explanation. Within a positivist paradigm, digital marketing performance would be measured by the use of numerical measures like click-through rates, usage and conversion measures (Bu, 2025). Although these measures are effective, they fail to reflect all the subjective experiences, meanings, and perceptions that inform the core of customer interaction with financial institutions in an online environment. 
Conversely, the interpretivism concept believes that reality is a social construct and perceived in various ways by different subjects, basing it on their experiences, interactions and perceptions (Pervin and Mokhtar, 2022). Knowledge is thus not found, but rather interpreted in terms of human behaviors, relationships and context-specific patterns. The interpretive approach suits the interest of this dissertation topic of examining the impact of digital marketing strategies on customer engagement and retention of which is a subjective result as it depends on user perception, satisfaction, trust, and technological acceptance. 
The strength of interpretivism can also be explained by the fact that the suggested study will use a qualitative, inductive, and comparative design that depends on secondary information, including case studies, organizational reports, analysis of the industry and literature. These sources contain valuable, descriptive information about how conventional banks and FinTech startups create and deploy digital marketing strategies, how customers use these digital channels, and how engagement and retention behavior are developed. The interpretivism approach recognizes the fact that various financial institutions exist in diverse cultural, technological and strategic environments, and their digital marketing performance can be perceived as interpretive and not as an innovation that can be perceived through generalization.
Also, the interpretivist position has an impact on the way knowledge is constructed in this research. The research will not test any predetermined hypotheses; it will focus on establishing themes, patterns, and meanings emerging as a result of comparing digital marketing practices in the domains of traditional and FinTech companies. Interpretivism allows the researcher to learn about why some strategies are more appealing to customers, why digital interactions foster trust or emotional bonding and what contextual leads influence engagement outcomes and retention. 
Finally, taking an interpretivist philosophical approach would imply that the study would be sensitive to the nuances of digital behavior, organizational culture, adopting technology and how it is perceived by customers (Lim, 2023). It offers a methodological basis to study digital marketing not as a list of discrete measures but as a process with many dimensions that are socially constructed within the general directions of the digital transformation of the financial services sector. 
[bookmark: _ysqom7mctmxo][bookmark: _Toc220420844]3.3 Research Approach 
The research method describes the logical arguments which bridge the research philosophy with the methods of data collection and analysis. Two major forms of reasoning are widely applied in scholarly studies: deductive and inductive reasoning. The present research is an inductive research approach because it seeks to produce insights and conceptual knowledge based on the trends observed in the secondary data, instead of subjecting a set of hypotheses or a theory to analysis (Yuwono and Rachmawati, 2023).
A deductive approach is generally linked to positivist research, and it entails the starting point based on an existing theory, hypothesizing along with the theory and utilizing empirical evidence to support the hypotheses (Okoli, 2023). Deductive reasoning is aimed at proving or disproving theoretical propositions by means of measurable data. In the case of this research being deductively oriented, the research would, say, test particular hypotheses like: personalized digital marketing does boost retention by FinTech’s, or traditional banks attain greater engagement with an omnichannel strategy. 
On the contrary, an inductive approach commences with gathering and analysis of qualitative data, based on which themes, patterns, and conceptual information are founded (Naeem et al. 2023). This methodology is in line with the objectives of the study, which intends to investigate the role of digital marketing strategies in customer engagement and retention in traditional banks and FinTech startups. Since digital marketing is dynamic, context-dependent and behavior-driven, an inductive approach enables the researcher to make sense of the findings without necessarily being bound by predetermined assumptions.
The problem of the research itself is another reason to use the inductive approach. The current body of literature identifies a gap in the comparative research that analyses the differences between traditional banks and FinTech’s in employing digital marketing strategies. Instead of having to test the existing theories, the dissertation aims at creating new conceptual knowledge, defining best practices, and giving recommendations based on the trends noted in the secondary data.
Moreover, it is the application of an inductive approach that is in line with the research methodology used. The research is based on qualitative thematic analysis, according to which the data in the annual reports, industry publications, academic research, and digital marketing indicators of performance are considered, and similar themes are identified in relation to customer engagement, digital personalization, innovation, and loyalty. As a result of inductive reasoning, these themes are naturally revealed by the data so that the findings represent real industry practices and not what ought to be according to theory.
This methodology also warrants the comparative research. The inductive approach enables the researcher to describe similarities, differences, and contextual effects by comparing two different categories of banks, namely, the traditional banks and FinTech startups, without placing strict theoretical limits (Yuwono and Rachmawati, 2023). This is needed because it is flexible enough to pick up the details of the digital marketing strategy in various organizational structures, technological capabilities, and customer segments.
Overall, the inductive research method is the most suitable in this dissertation since it partners with the interpretivist school of thought, is compatible with the qualitative data collection methodology, reflects the exploratory character of the research problem, and enables the design process to generate valuable information on how online marketing strategies influence customer interaction and retention within the financial services industry.
[bookmark: _kt9nd8st4dvh][bookmark: _Toc220420845]3.4 Research Strategy 
A research strategy identifies the broad conceptualization on which a study will be conducted, and ensures that the research design is consistent with the research philosophy, approach and objectives. To conduct this dissertation, it is to a case study strategy that the most reasonable approach to investigate how digital marketing strategies influence customer engagement and retention within the financial services industry. The case study methodology enables an exploration of intricate organizational behavior in a contextualized way; hence it is quite adequate in carrying out a comparative study among traditional banks and FinTech startups (Paparini et al. 2021).
The philosophy and inductive approach used in the current research (interpretivism) follow the case study approach. Because the goal of the research is to comprehend how and why digital marketing approaches affect customer engagement and retention, a strategy that is focused on depth, meaning, and context is required. The case study would allow the researcher to study real-life organizations more closely, exploring the specifics of their digital marketing efforts, systems of interaction with customers, technology potential, and retention strategies. This is critical as an institutional context, regulatory environment, customer behavior, and organizational culture of a particular case cannot be understood effectively without digital marketing in the financial service sector.
In this study, several case studies will be employed, including chosen traditional banks (e.g., HSBC, HDFC) and FinTech startups (e.g., Revolut, Paytm) (Sharma, 2024). On comparing these cases, the study will be able to find out patterns, differences and common themes between two different kinds of financial institutions. Multiple case study design enhances the robustness of the analysis since it will enable cross-validation of the findings in the different organizational settings, which will generate more comprehensive insights than cross-validation across one case study would have given.
Other methods, including surveys, experiments, ethnography, or action research, were advisable but were unsuitable. The survey plan would entail massive primary data gathering, which is impossible to have in this dissertation and cannot be compatible with the interpretivist emphasis on subjective meaning. The experiments do not work, since the behavior of digital marketing and financial interactions with customers is not meaningful to simulate under controlled conditions. Ethnography implies extensive time observation in organizations, which is not feasible due to the barriers to access (Gertner et al. 2021). Action research involves the researcher intervening and making changes within organizations, and this is not possible or even conforms to the exploratory nature of the study. The case study methodology is more flexible and comprehensive enough to adequately analyze secondary information as compared to these other methods, although it still makes sense and is pragmatic in its method.
The research queries can also be discussed with the help of the case study approach to support the investigation of:
· Digital marketing of organizations.
· The impact of such strategies on customer interaction.
· Reasons why some of the practices endorse retention.
· Best practices can be identified in cases.
Exploiting publicly available secondary data resources in the form of annual reports, online performance measures, industry publications, marketing journals, and academic materials will mean that the research has a chance to be viable and also that it offers contentful information credible to thematic analysis.
Overall, the case study approach is the most suitable and feasible design in this dissertation because it allows the researcher to analyze the actual and real digital marketing practices in detail, create a productive comparison between existing banks and FinTech’s, and produce relevant insights that will answer the research purpose and questions.
[bookmark: _5mpf74s150xb][bookmark: _Toc220420846]3.5 Data Collection Types
After developing the case study approach, the study will solely use secondary information to explore the effectiveness of digital marketing plans in customer engagement and retention in conventional banks and FinTech startups. Secondary data is especially adequate since it offers access to comprehensive, heterogeneous, and reliable information already available in the form of organizational reports, industry studies, and scholarly articles (Areco et al. 2021). This provides feasibility as well as methodological correspondence with an interpretivist, qualitative design.
The research will gather a few categories of data that are directly related to the research questions. First, data about digital marketing activity will be compiled, such as the data about social media campaigns, web-based engagement methods, applications in mobile apps, web-based SEO, content-based marketing strategies, and digital personalization solutions (Goles, 2025). These types of data assist Research Question 1, which investigates digital marketing approaches that are typically employed in the two industries.
Second, the indicators of customer engagement will be gathered. These can be metrics like patterns of app usage, trends in website visits, levels of interaction with social media, user reviews, clickstream behavior and insights on customer experience that annual reports or industry whitepapers may feature, although they are generally descriptive as opposed to statistical (Theodorakopoulos and Theodoropoulou, 2024). These data set towards answering Research Question 2 by demonstrating the influence of digital marketing strategies on engagement behavior.
Thirdly, the data associated with customer retention will be analyzed, including the description of the loyalty programmes, churn-related indicators, satisfaction patterns, complaint patterns, and the description of the improvement observed in the quality of the digital services (Adekunle et al. 2023). These inform Research Question 3, which is concerned with the realization of the influence of digital marketing on encouraging long-term loyalty.
Lastly, the cross-case performance narratives such as strategic priorities, technological investments and innovation practices will be analyzed to determine best practice. These data will be necessary in answering Research Question 4 and provide anything meaningful information in comparing these institutions.
These types of data are collectively used to form the analytical base upon which one can examine trends and themes through the qualitative thematic study.
[bookmark: _qqeder8g9xit][bookmark: _Toc220420847]3.6 Data Collection Method 
Since this research is of a qualitative and interpretivist orientation, the method employed in the study is secondary data gathering through document analysis. Document analysis is the analytical and critical evaluation of existing records to derive valuable information that can be used in the research questions (Armstrong, 2021). This is also suitable for the case study approach, in that it is possible to explore the organizational practices, customer engagement patterns and online marketing approaches in detail without necessarily gaining entry to the subjects.
The information used to carry out this study will be gathered through various types of documents. These are annual, sustainability, digital transformation, marketing strategy, industry, regulatory, market, and research reports, and peer-reviewed scholarly articles. In the case of FinTech’s, other data will be obtained via product update releases and other data via descriptions of digital platforms, documentation on the interface, selections of user feedback, as well as publicly available performance reviews. Taken together, these sources provide a good level of contextual information regarding the implementation of digital marketing and the way customers interact with digital platforms in both traditional banks and FinTech firms.
The justification for using secondary data has a number of reasons. To begin with, there are important practical and ethical difficulties in reaching primary data of major financial institutions, such as limited access, confidentiality issues and time constraints. Second, secondary data will be more informative and up to date on the performance of digital marketing, and in many instances, it will be self-reported by the institutions or verified by experts in the industry. Thirdly, document analysis is close to an interpretivist position, because it enables the researcher to make an interpretation of meaning, context and motivations that have been underlying in the organizational narratives and industry documentary.
All in all, this approach will allow the researcher to retrieve high-quality, credible data that speaks directly to the research purposes without interfering with the nature of the study's methodological coherence, considering it as a qualitative study that explores.
[bookmark: _a5a6lwsy97qd][bookmark: _Toc220420848]3.7 Data Analysis Method
Since the study involves a qualitative and exploratory approach, thematic analysis has been chosen as the tool of data analysis on the data collected by document analysis, as it is one of the most recognized approaches to extracting, sorting, and interpreting patterns in qualitative data (Christou, 2022). Research based on an interpretivist philosophy, in particular, is well matched with thematic analysis, through which the researcher is able to investigate meanings, relationships, and context-specific insights found in the organizational documentation, industry reports and in the academic literature.
The analysis was carried out on a structured six-step approach to analysis suggested by Braun and Clarke (2006): familiarization of data, creating first-codes, theme search, theme review, theme definition and name creation, and final analysis generation (Bayram et al. 2023). In this systematic process, the recurrent ideas based on digital marketing strategies, mechanisms of engagement, customer retention strategies, and cross-sector differences were established and grouped into significant themes. The findings are based on these themes and allow straightforward correlation to the research questions.
All in all, thematic analysis provides the flexibility required to gather insight into various secondary sources and offer a powerful structure to create information about the role of digital marketing in customer communication and retention of both conventional and start-up banks.
[bookmark: _mpfs6zvygaj9][bookmark: _Toc220420849]3.8 Ethical Consideration
Since the proposed study is fully based on secondary data, it did not involve any direct interaction with any participant, and as such, the informed consent and confidentiality procedures did not apply to human subjects. All data were obtained through publicly available sources, including annual reports, publications in the industry, and academic sources, which means that ethical standards are adhered to in using data. Special attention was paid to ensuring that all the sources were properly represented, and no plagiarism or academic integrity issues occurred. No primary data were collected, and thus there was no need to seek formal ethical approval, but the research conformed to the ethical principles of responsible usage of secondary data in the university.
[bookmark: _ix6fm4ldv4fp][bookmark: _Toc220420850]3.9 Limitations
This paper recognizes a number of methodological weaknesses which can affect the richness and generalizability of the findings. First, the use of likely secondary data isolates access to real-time customer information and the ability to explore specific perceptions, which may restrict the depth of engagement-related meaning. Second, different reporting criteria between traditional and FinTech startups can give rise to bias, with certain organizations reporting to have more detailed information on digital performance, compared to others. To alleviate these weaknesses, the data were cross-referenced with various valid sources, such as industry reports, the academic literature, and regulatory publications. 
[bookmark: _qln5d8fda0vp][bookmark: _Toc220420851]3.10 Summary
This chapter outlined methodological decisions that the research was based on and showed that they were in accordance with the goal and research questions of the study. It started with a description of the interpretivist philosophy of research that justifies the study of subjective experiences as well as organizational practices in the case of digital marketing. The chapter subsequently defended the use of an inductive research methodology, where trends and findings were discovered from qualitative secondary data. The choice of a multiple case study strategy was based on the necessity to compare traditional banks and FinTech startups in the context of real-life situations. The main source of data collection was document analysis, and thematic analysis was applied to define the repeated themes and relationships. 


[bookmark: _Toc220420852]Chapter 4: Data Analysis 
[bookmark: _jvlgc9k1zba5][bookmark: _Toc220420853]4.1 Digital Marketing Strategies Adopted by Traditional Banks and FinTech Startups 
The theme under analysis explores the variety of digital marketing strategies embraced by traditional banks and FinTech startups and points out particular differences in their adoption, implementation in their organizational pages, and strategic orientation. Digital marketing is a key tool that presents financial institutions with the means to convey value, interact with customers and remain competitive in a more digitalized marketplace (Murti et al. 2023).  They generally have an online presence that consists of official websites, mobile banking apps, email marketing, and social media, like LinkedIn, Facebook, and X (previously Twitter) (Sahoo, 2024). There is also the use of search engine optimization (SEO) as a way of making products visible online, especially the core products, including loans, savings accounts, and credit cards (Yudanegara et al. 2024).
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[bookmark: _Toc220421136]Figure 10: Customers learned about the mobile banking services of Axis Bank/ICICI Bank through various channels or methods
(Source: Sahoo, 2024)
The figure shows the awareness of customers to mobile banking services of Axis Bank and ICICI Bank through various digital and traditional marketing channels. Word of mouth also comes out as the most effective medium in both banks, and this mode of marketing has continued to play a significant role in traditional banking that revolves around trust-based and relational marketing. The role of social media and customer education initiatives, in turn, is quite substantial and represents a growing dependence of banks on digital space and informative content to encourage service adoption (Sahoo, 2024). However, the impact of paid advertisement is comparatively smaller, which means that the application of only promotional strategies is not very effective. On the whole, the statistics show that the traditional banks use a moderate digital marketing strategy, which incorporates the digital media with relationship-based strategies to boost customer awareness and involvement, as opposed to the use of aggressive digital advertisements.
FinTech startups, on the other hand, have a digital-first and highly agile strategy to marketing, wherein digital platforms not only serve as communication channels but are themselves a part of the product experience. FinTech companies greatly use mobile apps, social media marketing, influencer collaboration, and game interfaces in order to capture and keep users (Ojonugwa et al. 2022). In educational content, promotional campaigns, and engagement with customers, social media that is often utilized is Instagram, YouTube, and TikTok. In contrast to conventional banking, FinTech’s use a more informal and conversational tone of communication that is highly appealing to the younger generation of digitally native consumers.
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[bookmark: _Toc220421137]Figure 11: % of visitors to Digital-First Banks who also engage with Traditional Banks
(Source: Vargas, 2021)
The number shows the intersection of customers that use digital-first banks and traditional banking platforms, which means that digital marketing strategies are effective in both models. The number of customers visiting FinTech apps like Monzo, Revolut, and Starling Bank also engages with banks that have existed since the early 1900s, like Barclays, HSBC, and Lloyds. It can be suggested that the FinTech digital marketing strategies, based on mobile-first design, social media channel use, and referral programs, have been effective in building users who still use traditional banks to receive core financial services (Vargas, 2021). This information indicates a blend of customer behavior with digital marketing by FinTechs, causing exploration and not switching. In the case of a traditional bank, this overlap illustrates how the digital platform and brand proximity of the conventional bank remain relevant, which underscores the necessity of integrated and competitive digital marketing strategies.
FinTech digital marketing works based on data analytics and artificial intelligence. FinTech startups are also very dependent on behavioral, transactional history, and user interactions to present hyper-personalized messages, product stack recommendations, and real-time notifications (Pandey et al. 2025). Platform adoption and viral growth are usually promoted through referral programmes, cashback incentives, and digital rewards. These measures allow FinTech’s to achieve a large number of customers in a short period of time and high customer engagement due to innovative and experimental approaches.
[bookmark: _cr4gcf16j5ne][bookmark: _Toc220420854]4.2 Influence of Digital Marketing Strategies on Customer Engagement 
This line of discussion seeks to understand the effects of digital marketing approaches in customer interactions in the traditional bank and FinTech startup. Customer interaction in digital financial services goes beyond its use in transactions and entails emotional, cognitive, and behavioral interactions of the customers with financial institutions. Marketing through digital means is important in the context of these interactions, through the facilitation of continuous communication, personalization and interactive experiences over digital platforms.
Customers are mainly engaged by conventional banks through digital marketing efforts that take a structured and informational form. Their engagement platforms are frequently shipped in mobile banking apps, websites and official social media platforms. To keep customers regularly in touch with banks, they use push notifications, email notifications, service notifications, and education materials (umar Muhammad et al. 2024). These applications facilitate functional interaction by allowing customers to control accounts, track transactions and view financial information at their convenience. 
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[bookmark: _Toc220421138]Figure 12: The Flowchart of the system
(Source: umar Muhammad et al. 2024)
FinTech start-ups, conversely, show a more vibrant and engaging approach to interactivity with customers, making digital marketing part of it. The interaction is proactively promoted with the help of user-friendly mobile apps, real-time updates, gamification, and customized directories (Chikri and Kassou, 2024). FinTech apps facilitate constant communication and interaction through spending insights, budgeting options, instant payments, and automated advisory services. These capabilities change usage behavior to participation and enhance consumer-platform interaction.
[image: ]
[bookmark: _Toc220421139]Figure 13: AI Pyramid
(Source: Chikri and Kassou, 2024)
Within the FinTech engagement strategy, social media marketing is an especially important part. FinTech companies use interactive content, short films, influencer-branded content, and focus group discussions to create familiarity and emotional attachment with brands. These platforms allow two-way communications, meaning that customers can comment, provide feedback, and interact directly with the brands (Atkins, 2025). This responsiveness increases the perceived accessibility as well as strengthens customer engagement.
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[bookmark: _Toc220421140]Figure 14: RACE customer lifecycle
(Source: Chaffey, 2023)
The figure shows the impacts of digital marketing strategies on customer interactions at various levels of the customer journey, from reaching customers to engaging them. Online content marketing, among other digital touchpoints like social media, search engine optimisation, influencer outreach and social media marketing, can improve initial customer awareness and engagement (Chaffey, 2023). The closer customers are to conversion, the more they will be attracted by the individual message, omnichannel and automated marketing tools that will attract them, and decrease decision uncertainty. During the engagement step, repeat interactions and long-term relations with the customer are promoted through loyalty programmes, personalised services, and re-engagement efforts. This model shows that the experience of continuous digital interaction creates sustained customer engagement as opposed to single marketing steps and is of strategic value to integrated digital marketing throughout the customer lifecycle.
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[bookmark: _Toc220421141]Figure 15: Strategies For Customer Acquisition
(Source: Parvathy, 2023)
The figure illustrates the role of digital marketing strategies in improving the level of customer engagement by facilitating the process of acquiring customers in a smooth and personalised manner. Onboarding process simplification lowers the barriers of entry and fosters initial interaction through the removal of a physical presence in the branch and paperwork. AI-based, analytics-supported, personalised digital acquisition enhances customer engagement and interaction by customising the experience to their unique preference (Parvathy, 2023). Data-driven insights will help financial institutions access other groups of customers and maintain their interaction with them through relevant and understanding communication. Also, effective service delivery is facilitated by the strategic digital partnership and indirectly enhances the interaction with customers due to the improvement of service quality and responsiveness. Altogether, it is evident that digital marketing can be greatly determined by the seamless, personalised and technology-based visuals in the way of engaging customers.
The difference in the observed engagement results is also explained by the Relationship Marketing Theory (Sedalo et al. 2022). FinTech’s are keen on promoting the relationship and emotional attachments via personalized communication and value addition. Traditional banks, though, anchor their applicability on the depth of relationships established over time due to trust and institutional reputation, with digital interaction being an auxiliary and not a main tool. Such a difference explains why FinTech’s tend to have a greater rate of digital interaction, whereas banks preserve engagement via relational continuity.
[bookmark: _l1uxp7gx7sct][bookmark: _Toc220420855]4.3 Role of Digital Marketing in Customer Retention and Loyalty 
The theme explores the importance of a digital marketing approach in customer retention and customer loyalty in traditional banks and FinTech startups. The concepts of retention in the digital financial services environment and loyalty are indicated as the emotional commitment, trust and advocacy of a financial institution in customers. Digital marketing is core in defining these effects because it helps to create personalized messages, strengthen value propositions, and maintain relationships with customers over the long term.
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[bookmark: _Toc220421142]Figure 16: Customer satisfaction with digital banking channels
(Source: Burnett and Kinder, 2025)
The figure illustrates the preference of the banking approach among the age brackets and shows the contribution of digital marketing to facilitate customer retention and loyalty. Younger customers are highly interested in mobile banking, which means that engagement using an app, personalised notifications, and digital loyalty programmes are essential to retain this customer group. Mobile and online channels are also preferred by middle-aged users, which supports the significance of smooth digital experiences as the only way to use them in the long term (Burnett and Kinder, 2025). Conversely, the older generation of customers is more dependent on online and face-to-face banking, indicating that the retention methods should integrate digital communication and support and trust principles. In general, successful digital marketing should be age-responsive to ensure long-term customer loyalty.
Digital marketing is a mechanism used by traditional banks to create a stronger framework of trust, reliability and service continuity (srvmedia, 2025). Their retention plans revolve around ensuring digital contact via email marketing, mobile application push notification and customer service portals. They are avenues to update services, security notices, policy modifications and individual product proposals depending on the financial profiles of the customers. These strategies are aimed at increasing the perceived stability and minimizing uncertainty, which are very important factors affecting retention in financial services.
The traditional banking industry also encourages loyalty due to the established tradition of long-term relationship and relationship-building features based on institutional credibility and regulatory assurance. Reward points, discounted interest rates, and financial bundling (digital loyalty programmes) are frequently incorporated within online platforms to promote continued usage (Rauf, 2024). Nevertheless, these programmes are usually conservative and instrumentalized such as the focus of banks on risk reduction and compliance. These strategies are very useful in maintaining numerous clients with complicated financial obligations or long-term engagements; however, they might lack the emotional resonance and urgency of more inventive computer-related experiences.
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[bookmark: _Toc220421143]Figure 17: Preferred banking method by age
(Source: Burnett and Kinder, 2025)
The figure shows that there is a good positive correlation between the use of digital banking and customer satisfaction, which is the focus of customer retention and loyalty. The more developed the satisfaction, the more active the use of digital banking, and it can be concluded that successful digital marketing contributes to the perception of the value of service and user experience. The digital capabilities, including user-friendly interfaces, customised communications, and smooth service delivery, are part of increasing customer satisfaction, thereby enhancing repetitive usage and customer loyalty (Burnett and Kinder, 2025). The lack of intense dissatisfaction is also a good sign of increased acceptance of digital banking platforms by customers. On the whole, the information shows that digital marketing and service-based policies are a key to satisfaction-based retention in contemporary financial services.
FinTech startups are more proactive and experience-driven in terms of retaining and maintaining customers, in which digital marketing is directly integrated into the ecosystem of the service. FinTech platforms use real-time data analytics to offer hyper-personalized offers, automated financial insights, and context-aware notifications, which react to the behavioral patterns of the users. (Nguyen, 2025) Such practices cause routine use and dependencies on the platform, which raise switching costs even in highly competitive digital markets.
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[bookmark: _Toc220421144]Figure 18: Emerging Technologies in AI for Fintech
(Source: Nguyen, 2025)
FinTech retention tactics are highly featured with digital reward mechanisms. Bonuses related to cashback, referral bonuses, gamified savings, and incentives tied to milestones are common in the interest of maintaining repeat usage and constant engagement (Petkevičius, 2024). Together, these components create emotional interaction because financial management can be made more interactive and rewarding. Moreover, FinTech’s prioritize non-disruptive onboarding, immediate service delivery and constant feature addition, which increases the perceived value and customer loyalty to the platform.
But the interaction of retention in the two types of institutions is quite different. Conventional banks will generally record a better long-term retention owing to customer inertia, regulatory shield and diversification of service offerings. With easy exit points and high competition, FinTech’s can get high customer loyalty in the short term, but encounter the risks of losing customers to competitors. This compels the FinTech companies to innovate and update their online marketing programmers to maintain a following.
[bookmark: _d9nh3uwasy8][bookmark: _Toc220420856]4.4 Comparative Effectiveness of Digital Marketing Between Traditional Banks and FinTech’s 
The topic offers a comparative analysis of the efficiency of the digital marketing used by the traditional banks and the Fintech start-ups in shaping customer engagement and retention. Although the two types of institutions are now more dependent on digital channels to stay competitive, the two experience different levels of effectiveness as a direct result of their organizational structure, stage of technology, regulatory limitations and strategic priorities. These distinctions are essential to evaluate the role of digital marketing in creating a competitive edge in the financial services industry.
The conventional banks have been showing effectiveness in digital marketing mainly due to the ability to engage with customers and maintain long-term relationships based on trust. Their brand recognition, regulatory supervision, and perceived financial stability contribute to customer confidence, and it correlates with increased movement to the digital world and usage thereof. Banks digital marketing approaches (one-on-one email marketing, mobile banking newsletters, education) can be effective in preserving customer relationships, especially when it comes to risk-averse customers and those with more sophisticated financial requirements (Nkpurukwe et al. 2025). The tactics create perceived reliability and less uncertainty for the customers, which makes their retention stronger in the long term.
The success of digital marketing of traditional banks is, however, constrained by organizational inflexibility and old systems. The need to comply with regulatory boards decelerates innovation and limits testing of emerging digital tools, which leads to less interactive and emotion-driven marketing programs (Zaheer, 2023). The user interfaces may be practical but not necessarily intuitively designed and real-time responsive as digitally native customers expect them to be. As a result, as banks can maintain customer relationships, they are weak in their attempts to develop high-frequency digital interactions and emotional connections using digital marketing alone.
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[bookmark: _Toc220421145]Figure 19: Enhancing UX through Emotional Understanding
(Source: Zaheer, 2023)
FinTech startups, on the contrary, are more effective in customer interaction due to digital marketing innovation and user-oriented design. Digital-first operating models enable them to bring marketing strategies into the service experience and establish seamless interactions across mobile apps, social media, and online platforms. FinTech companies are specialists in the use of data analytics, artificial intelligence and automation to provide hyper-personalized marketing messages, contextual notifications and dynamic product suggestions (Komandla and Chilkuri, 2019). These activities lead to a high perceived usefulness and ease of use, which promotes active interaction and use of the platform.
Customer acquisition and initial engagement are the areas in which FinTech’s are particularly effective (FasterCapital, 2025). Digital marketing strategies that trigger growth, including referral programmers, influencer relationships, gamification, and reward-related campaigns, can be used to develop user bases quickly. The interactive content and informal style of communication adopted by the FinTech’s are a strong appeal to the young and technologically adept consumers. Consequently, FinTech’s tend to do better than conventional banks in indicators of the frequency of using the app, the intensity of digital interaction, and the satisfaction that the digital experiences bring to the users.
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[bookmark: _Toc220421146]Figure 20: Navigating the Fintech Landscape - Fintech customer acquisition
(Source: Faster Capital, 2025)
Theoretically, the Technology Acceptance Model (TAM) rationalizes the high effectiveness of FinTech’s in terms of engagement. Their platforms are rated high on ease of use as they are simple to use, as indicated by onboarding and easy-to-use interfaces, and their usefulness is reinforced by real-time financial insights and automated services. The Relationship Marketing Theory also brings to the fore the opposite functions: traditional banks have trusted and committed relationships, and FinTech’s generate relationships by keeping in constant digital contact and creating personal value.
Irrespective of these benefits, FinTech’s struggle to retain and build loyalty in the long term. FinTech’s face a greater rate of customer churn because of low switching costs, stiff competition, and their low historical trust (Rahman et al. 2024). This minimizes their long-term success in digital marketing unless consistent innovation and value improvement are revealed. Whereas less innovative, traditional banks enjoy customer inertia, a diversified portfolio of services and regulatory assurance, and hence better long-term retention.
	Dimension
	Traditional Banks
	FinTech Startups

	Digital Strategy Focus
	Trust, stability, compliance
	Innovation, agility, growth

	Marketing Approach
	Structured, formal
	Digital-first, experimental

	Personalization Level
	Moderate, rule-based
	High, AI-driven

	Customer Engagement
	Transactional
	Interactive, immersive

	Acquisition Effectiveness
	Moderate
	High

	Retention Strength
	Long-term, inertia-based
	Short- to medium-term

	Loyalty Drivers
	Brand reputation, security
	UX, rewards, convenience

	Technology Adoption
	Legacy-constrained
	Cloud-native

	Data Utilisation
	Conservative analytics
	Real-time behavioral data

	Speed of Innovation
	Slow
	Rapid

	Regulatory Impact
	High
	Moderate

	Emotional Connection
	Low–moderate
	High

	Switching Barriers
	High
	Low

	Overall Effectiveness
	Stability-driven
	Engagement-driven



On the whole, the comparative analysis shows that the traditional banks are more successful in keeping their customer relationships stable over long periods of time by means of the use of trust-based digital marketing, whereas FinTech’s are more successful in spurring the level of engagement, innovation and customer acquisition. The best online marketing strategy in financial services is in combining these assets, the innovativeness and the personalization with the trust and credibility that have been related to banks. This relative knowledge highlights the strategic value of hybrid digital marketing patterns within the changing financial services arena.
[bookmark: _ggrln52kp5ox][bookmark: _Toc220420857]4.5 Best Practices and Strategic Implications for Digital Marketing in Financial Services
The integration of digital marketing and core service delivery has been ranked among the most important best practices. The perfect example of this is the fact that FinTech startups use better marketing mechanisms, including personalized notifications, spending insights, gamified rewards, and automated recommendations that are directly integrated into the mobile applications. This strategy makes digital marketing more of an added-value service and no longer a promotional tool. Conventional banks, on the contrary, are more likely to consider digital marketing as a side of the communication tool rather than a part of the customer experience. Tactically, the banks should go beyond informational messages and introduce touchy and experiential features into their online platform in order to increase their perceived usefulness, as it is highlighted in the Technology Acceptance Model (TAM).
The other best practice is the use of data-driven personalization alongside trust and compliance. It can be analyzed that FinTech companies are doing a great job of using analytics and artificial intelligence to create hyper-personalized content, which highly enhances engagement and short-term loyalty. Their retention in the long term, however, is vulnerable because of the lack of trust in the past and the minimal switching costs. Traditional banks have a comparative advantage in trust, regulatory legitimacy, and long-standing relationships with customers; however, do not fully exploit customer data because of operational rigidity and compliance. Banks need to strategically invest in safe analytics that can make responsible personalization without violating data privacy. This would be a hybrid strategy that will enhance engagement without reducing institutional credibility.
Another best practice that has a high strategic implication is user experience (UX) optimization. FinTech applications gain more engagement by placing the emphasis on the convenience of use, simple navigation, and the onboarding procedures. These attributes have a direct impact on the acceptance of technology and reuse. Conversely, conventional bank platforms tend to be responsive and are not always emotional. Emotionally, financial institutions are advised to embrace the use of emotion-sensitive UX design, live feedback systems, and dynamic interfaces in accordance with the changing customer expectations. This is necessary to keep up with the competition, particularly with digital native customers.
The strategic significance of relationship-oriented digital communication is also brought out in the findings. Start-ups in the FinTech sector leverage social media, influencer marketing and two-way digital interactions successfully to create emotional attachment/familiarity with the brand. Traditional banks have a greater dependency on institutional trust based on relationship continuity with time, and not on digital interactivity. Strategically, banks need to increase their visibility on interactive online platforms with a professional tone that can be aligned with their brand values. The integration of relationship marketing concepts and interactive digital technology has the potential of enhancing emotional as well as behavioral loyalty.
Moreover, the constant innovation and responsiveness are also important best practices. To keep their customers interested, FinTech’s ensure regular changes to features, will receive incentives, and react quickly to user feedback. The legacy systems and regulatory constraints tend to slow down the innovation process in traditional banks. Tactically, the banks need to embrace digital modular structures and dynamic marketing systems that enable them to experiment under control without posing a higher risk to operations. An inability to innovate on an incremental basis could undermine the levels of engagement in the long-run, even with the loyal customers.
Overall, the strategic implication of this analysis is that the best digital marketing solution in the financial services sector is the ability to unite FinTech-style innovation with the trust and stability of a bank. Such best practices are to integrate marketing into service design, exploit secure personalization, maximize user experience, build interactive relationships, and have ongoing innovation. The adoption of a hybrid digital marketing approach by financial institutions, which balances technology flexibility and regulatory stability, will be in a better position to increase customer engagement, maximize customer retention, and maintain a long-term competitive edge in the rapidly changing digital finance environment.


[bookmark: _urpmgw38rmps][bookmark: _Toc220420858]Chapter 5: Discussion
[bookmark: _gwanrizeye1z][bookmark: _Toc220420859]5.1 Introduction to the Discussion
The objective of this paper was to critically evaluate the effect of a digital marketing approach on customer engagement and retention in the financial services industry by comparing traditional banks and FinTech startups. The findings of Chapter 4 are analyzed and interpreted in terms of empirical evidence and existing literature on the topic and the theoretical frameworks presented in this discussion chapter. Namely, Relationship Marketing Theory and the Technology Acceptance Model (TAM) are utilized to describe the differences in customer behavior between the two types of institutions.
[bookmark: _kz0xx62nj4aw][bookmark: _Toc220420860]5.2 Discussion of Digital Marketing Strategies in Financial Services
The results presented in Chapter 4.1 respond to Research Question 1 because they show clear disparities between the digital marketing tools that the traditional banks and the FinTech startups have embraced. Structured and low-risk methods like search engine optimization (SEO), email marketing, educational content, official websites and in-app service notifications are also the key tools used by traditional banks. These are mostly informational tools which are aimed to strengthen brand credibility, regulatory compliance and financial literacy (Murti et al., 2023; Yudanegara et al., 2024). This risk-averse strategy is indicative of the effect of legacy IT infrastructure and stringent regulation policies, which inhibit trial and error and fast-tracked innovation.
FinTech startups, on the contrary, are using digital marketing as an after-sales service experience. Customers are attracted and engaged through the use of mobile applications, social media interaction, influencer marketing, referral programme and gamification (Ojonugwa et al., 2022). The digital-first organizational culture underlines these strategies by focusing on agility and experimentation, and customer-centric design. As Murti et al. (2023) put it, it is the nature of the experience and the interactive nature of FinTech marketing, as opposed to the compliance-focused banking marketing.
The results indicate that the digital approaches in the financial services are becoming more integrated as digital means with relationship-based processes. The evidence of the prevalence of word-of-mouth and customer education in the old-fashioned banks gives rise to the Relationship Marketing Theory, in which the focus of trust and credibility is still at the centre. Simultaneously, the visual examples of cross-engagement between FinTech and traditional banking platforms point to the efficiency of digital-first strategies in capturing the attention of technologically-minded users. This indicates that although the FinTech’s are ahead in digital innovation and reach, traditional banks have a strategic role to play by incorporating digital marketing with proven trust frameworks, which justify hybrid digital marketing frameworks.
[bookmark: _i0temhssmjlk][bookmark: _Toc220420861]5.3 Digital Marketing and Customer Engagement
Digital marketing improves interaction through unending interaction, personalized communication and real-time feedback that is made through digital platforms. FinTech startups have better outcomes in terms of engagement because they are usable, fast, and interactive in design.
A useful model that can be used to explain these findings is the Technology Acceptance Model (TAM). The perceived ease of use can be seen especially within FinTech mobile applications, where new users experience easier onboarding procedures, user-friendly interfaces, and automated services. These features promote the habits of frequent use of the platform and active engagement (Singh, 2022). Likewise, usefulness in the form of real-time spending information, instant notifications and personalized recommendations facilitates long-term interactions by improving the efficiency of customers in financial decision-making (Pandey et al., 2025).
The traditional banks, despite having functional digitally based platforms, have low rates of emotional and behavioral engagement. They have a formal digital interaction that is less interactive and slower to adjust to because it is rigid and has compliance limitations in the system (Mahmud, 2025). Consequently, banks have consistent yet less intensive involvement than FinTech’s.
The study has shown that integrated digital marketing throughout the customer journey is a strong determinant of customer engagement in financial services. Multichannel models of engagement can serve as effective visual aids, which attest that long-term engagement is the product of sustained digital interactions and not a campaign. FinTech platforms are more engaging by introducing personalization, automation, and social interaction to the digital services, as the focus of perceived ease of use in TAM. Although digitally present, traditional banks engage with customers mainly via functional interaction, implying that interactivity is required to keep afloat in the digitally motivated engagement with customers.
[bookmark: _88vriwi9fcjx][bookmark: _Toc220420862]5.4 Digital Marketing and Customer Retention
The results show that retention in financial services is highly dependent on trust, the continuation of relationships, and commitment, which aligns with Relationship Marketing Theory. The long-term retention of traditional banks is better based on the bank's reputation, regulatory guarantees, and long-term customers (Nkpurukwe et al., 2025). The relationships formed with these banks through digital marketing strengthen these bonds due to consistent communication, financial education, and the reliability of the services offered by the banks, rather than the frequency of their promotional interactions.
FinTech startups, although they receive high engagement and customer acquisition rates, have more difficulties with retention. Low switching costs increase the rate of churn, as well as high competition and low historical trust (Rahman et al., 2024). Despite the use of personalized propositions, incentives based on rewards, and gamification, FinTech’s tend to develop transactional, rather than relational, loyalty.
The evidence indicates that digital marketing is relevant in the context of customer retention through the boost of satisfaction and regular use of digital banking tools. The Technology Acceptance Model is corroborated by data that indicate a greater satisfaction level among digitally active customers, in which the attitude of perceived usefulness and ease of use leads to further adoption. Mobile banking with younger demographics also suggests that app-based interaction and individual communication are the key to retention. Nevertheless, the traditional banks still have a strong suit in terms of trust and continuity in services, and therefore, the need to balance digital innovation and relationship stability.
[bookmark: _iiyhk4qcf4jj][bookmark: _Toc220420863]5.5 Comparative Discussion: Banks vs FinTech’s
The comparative analysis has brought out a distinct trade-off between engagement and retention between traditional banks and FinTech startups. The old banks are very competitive in retaining customers because of the credibility of the institutions, the regulatory credibility and relationship continuity, but in innovation of digital engagement, they are less competitive. Their marketing messages give more emphasis on stability, as opposed to emotional and interactive experience.
On the other hand, FinTech start-ups are masters of digital innovation by acquisition and engagement by customers via usability and personalization. Their platforms match the TAM variables closely, especially the perceived ease of use and the perceived usefulness. Nonetheless, they do not pay much attention to relationship depth, which makes long-term loyalty weak.
Banks are theoretically dominating in terms of the outcomes that should be explained in the Relationship Marketing Theory, whereas FinTech’s have higher scores of other elements of TAM. This asymmetry demonstrates the necessity of strategic convergence when every type of institution learns the lessons of the other to enhance the effectiveness of digital marketing in general.
[bookmark: _ehpplf8pd7e1][bookmark: _Toc220420864]5.6 Strategic Implications for Financial Institutions
Hybrid digital marketing models are necessary in financial services. Customers Customer More agile digital designs should be embraced by traditional banks without losing trust, security and regulatory compliance. The user experience can be improved by making interfaces easier to use and adding features that will help maintain the user engagement, but not the credibility. FinTech startups, in their turn, need to enhance the efforts of building trust through the enhancement of transparency, data processing practices, and managing long-term relationships. In the digital markets, with the maturity of the digital markets, trust will be a decisive competitive advantage as opposed to innovation.
[bookmark: _hwl98xat7njy][bookmark: _Toc220420865]5.7 Chapter Summary
In this chapter, the empirical results of the research were mentioned and connected to the existing theories and previous works. It proved that digital marketing has a strong impact on customer interaction and retention, although its efficacy differs in relation to traditional banks and FinTech startups. Whereas usability and innovation are the main strengths of FinTech’s when it comes to engagement, banks have a greater position in terms of retention as a result of trust and relationship continuity. The discussion confirmed that engagement is not sufficient to guarantee loyalty and emphasized the need to use hybrid digital marketing strategies.


[bookmark: _Toc220420866]Chapter 6: Conclusion 
[bookmark: _4tbhgv9j9xjj][bookmark: _Toc220420867]6.1 Introduction 
The chapter is the conclusion of the study, as it is going to summarise the main findings of the research and comment on the way in which the objectives and questions of the research were answered. It incorporates the findings of the data analysis and discussion to provide a general idea about the impact of digital marketing strategies on customer engagement and retention in traditional banks and FinTech startups. Another important aspect of the chapter is that it sheds light on the theoretical and practical implications of the findings, along with the limitations of the study, and future research directions. Bringing the primary results of the study together, this chapter offers a consistent conclusion to the research study and supports the importance of digital marketing to the development of modern financial services.
[bookmark: _fage5djvepog][bookmark: _Toc220420868]6.2 Summary of Findings 
This research paper has analyzed how digital marketing activities affect customer penetration and retention in both traditional banks and FinTech’s. The results provide indicative variations in designing and executing digital marketing among the two forms of financial institutions. Structured and relationship-based digital marketing strategies are the primary techniques of traditional banks that focus on trust, security, and customer education. From the data evidence, it can be seen that word-of-mouth communications and information channels are still the most influential in advertising mobile banking services, which serves as a reminder of the relevance of Relationship Marketing Theory in the traditional banking setting.
FinTech startups, on the other hand, adopt the use of digital-first and innovation-driven business models, focusing on personalization, easy onboarding, and interactive digital experiences. The overlapping of customers served by FinTech platforms with traditional banks proves that FinTech digital marketing is effective in the attraction of technologically active users, but does not necessarily displace the traditional banking relationships. This brings out a nature of customer behavior hybrid whereby consumers use both models to meet various financial requirements.
The results also show that digital marketing plays a key role in improving customer engagement by ensuring the presence of continual customer interaction throughout the customer experience. The visual data demonstrate that the perceptions of ease of use and usefulness are enhanced by personalised communications, automated services, and omnichannel touchpoints, which align with the Technology Acceptance Model (TAM). Digital banking customer satisfaction has a strong impact on customer retention and loyalty, especially in younger generations who use mobile-based services.
In general, the findings indicate that FinTech’s are more engaged and innovative compared to traditional banks, whereas the latter are more competitive in terms of trust and long-term customer relationships. As a hybrid approach would be the most effective pattern of marketing digitally, and it incorporates the elements of technological innovation and the approach of relationships and relationships based on trust, it provides a middle way of reaching sustainable customer engagement and retention in the world of financial services.
[bookmark: _x69o7ktc65jc][bookmark: _Toc220420869]6.3 Linking with Research Questions 
The research questions that were answered in this study were as follows: What determines customer engagement and retention in digital marketing strategies of traditional banks and FinTech startups? The themes and corresponding data presented in the findings give coherent and organized answers to every research question.
Influencing the first research question about the nature of digital marketing by the traditional banks and FinTech’s, the results point to different strategic orientations. Relationship-based and informational approaches like customer education, word of mouth influence and secure mobile banking platforms are significant to traditional banks. FinTech startups, on the other hand, use digital-first approaches, which involve personalization, smooth onboarding, gamification, and social media-based interactions. This shows that despite the high level of digital marketing in the two institutions, the strategies they employ are very different.
The second research question investigated the effect of these strategies on customer engagement. The findings indicate that digital marketing increases engagement based on persistent digital touchpoints, personalized communication and interactive service provisions. The platforms based on FinTech also create more engagement because of the perceived ease of use and the ability to respond instantly, which confirms the Technology Acceptance Model. Engagement is only realized through functional and trust-based interaction by traditional banks, though.
The third research question assessed the importance of digital marketing in customer retention and loyalty. The results indicate that customer satisfaction regarding the services of digital banking is closely linked to repeat use and long-term usage, especially in younger generations likening to the services offered through mobile-based platforms. Customers are held onto by traditional banks based on trust and continuity of service, unlike FinTech’s that are pegged on innovative experiences and reward systems.
On the whole, the results affirm that digital marketing practices have a substantial influence on the customer engagement and retention figures, and the hybrid model will become the most valuable choice both in the banking and FinTech industries.
[bookmark: _j3a4rcw7yibg][bookmark: _Toc220420870]6.4 Reflection 
This study helped in gaining knowledge in terms of changing the role of digital marketing in financial services, as well as contributed to the knowledge of the researcher on the role of technology-based strategies in customer behavior. The comparative analysis of traditional banks and FinTech startups has trained important analytical skills, especially in synthesizing secondary data and applying theoretical frameworks, including the Technology Acceptance Model and the Relationship Marketing Theory. Among the major learning outcomes was the ability to identify the necessity to match digital innovation with trust and moral accountability in very regulated sectors. The research also enhanced the capacity of the researcher to analyze the digital marketing strategies both on a technological and relationship basis, instead of interpreting them as a promotional tool. Also, the study identified the necessity of constant adaptation in accordance with the changing consumer demands and tendencies of digital transformation. All in all, the project helped not only to achieve academic progress but also to advance professionally and to begin to value the decision-making process as applied to digital marketing of financial services.
[bookmark: _x51kfq50pa13][bookmark: _Toc220420871]6.5 Summary 
[bookmark: _ouirvyv0w9jb]Overall, this study has shown that digital marketing approaches have become crucial in determining customer engagement and retention in the financial services industry. The findings show obvious distinctions between traditional banks and FinTech startups in the approach and technology risks, and in building relations. Personalized, user-centric, and interactive digital marketing allows FinTech’s to be more competitive, but at the same time, trust, stability, and long-term relationships with customers can help traditional banks be more competitive. This paper endorses the applicability of the Technology Acceptance Model and Relationship Marketing Theory towards the explanation of customer behavior within a digital financial sphere. In general, the study demonstrates the relevance of implementing hybrid digital marketing strategies that integrate both innovation and trust to attain sustainable competitive advantage as well as increased customer loyalty.
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