2

[bookmark: _Toc227767945][image: ]
 
 
 
 
 
Student Name: Darshil Rakesh Vaddoriya
 
Student ID: 2525507
 
 
Module Name: Marketing Management 
 
Module Code: LCMB7024
 
 
 
 
Lecturer’s Name: Dr Mustakkima Afrin
 
 
 
Work Count: 2380
 
 
 
 
 
Term 1  

Contents
INTRODUCTION	3
ELEMENT 1: BRAND EXTENSION POSTER PRESENTATION	4
ELEMENT 2: DEVELOP A SEGMENTATION, TARGETING, DIFFERENTIATION, AND POSITIONING (STDP) ANALYSIS FOR THE BRAND EXTENSION	5
ELEMENT 3: MARKETING MIX (7PS) ANALYSIS	11
ELEMENT 4: REFLECTION	14
CONCLUSION	15
REFERENCES	17



LIST OF FIGURES
Figure 1: Brand Extension: Revolut Smart Financial Wellness Ecosystem	6
Figure 2: Growth expansion	8


[bookmark: _Toc228445756]INTRODUCTION 
	Brand development is a key strategy for growth of companies which allows them to leverage on brand equity to create new markets or segments, deepen relations with existing customers, as well as new revenue streams. In very dynamic and highly competitive markets, like financial technology (Fintech), to stay relevant and competitive, innovation must be continuous (Almrshed, Tuckova, and Hassan, 2023). This portfolio examines a brand growth strategy for  Revolut Ltd. enabling them to use their existing brand as a springboard for further development, with the introduction of the proposed Revolut Smart Financial Wellness Ecosystem that integrates digital banking and personalised financial wellness services. Using the 7Ps of the marketing mix and key marketing strategies, namely: segmentation, targeting, differentiation and positioning (STDP) the analysis calculates the economic feasibility of the brand. 
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[bookmark: _Toc228445758]ELEMENT 2: DEVELOP A SEGMENTATION, TARGETING, DIFFERENTIATION, AND POSITIONING (STDP) ANALYSIS FOR THE BRAND EXTENSION
Brand Extension: Revolut Smart Financial Wellness Ecosystem
	Revolut's Smart Financial Wellness Ecosystem is a rebranding strategy to transform Revolut Ltd from being a digital bank to a financial wellness provider (Khmelyarchuk and Abohamdan, 2025). It will integrate artificial intelligence (AI) budgeting, behavioural analytics of users' spending habits, auto-savings, monitoring of credit scores, and financial coaching in its app. This is a profitable proposition as Revolut already has economies of scale with 68.3 million active retail customers, 767,000 business customers, $6.0 billion in revenue and $2.3 billion in profit (before tax) in 2025, as illustrated in Figure 1 below (Revolut, 2026; Evagoras Fragkoudi, 2026). This suggests high levels of trust, resources, and brand momentum
[image: graphical user interface]
[bookmark: _Toc228445278]Figure 1: Brand Extension: Revolut Smart Financial Wellness Ecosystem
Source: (Evagoras Fragkoudi, 2026)



Segmentation
	Market segmentation allows companies to group customers according to similar traits and thereby more efficiently target and serve them (Kotler and Keller, 2016).
Geographic Segmentation
The potential markets are digital payment markets with a high penetration of smartphones, high banking penetration, and an appetite for mobile finance. Some of these markets are the United Kingdom, Ireland, Germany, France, and Spain. Revolut's own report majored that 1 in 5 working-age adults in Europe now have Revolut, which indicates extremely strong adoption in European markets (Immerman and Rodriguez, 2026). Strong growth was achieved in France, Italy, and Spain in 2025. Metropolitan areas like London, Manchester, Paris, and Berlin are particularly important because they hold young, high-income-earning people with digital lifestyles. In Figure 2, there is insight into the diversified revenue expansion of Revolut in different methods, such as Subscription, card payment, interest payment, and others. 
[image: ]
[bookmark: _Toc228445279]Figure 2: Growth expansion
Source: Immerman and Rodriguez, 2026
Demographic Segmentation
The market segments are:
· Generation Z (18-27 years): young, tech-savvy consumers looking for simpler ways to budget and manage their finances.
· Millennials (28-43 years): highest income earners with savings, mortgages, travel, and investments.
· Young families (30-45 years): families looking for budgeting and planning.
· Middle to high income professionals (£35,000+): more likely to pay for higher-end financial apps (Business, 2026).
Young professionals and millennials are especially appealing as they have high digital penetration and spending power.
Psychographic Segmentation
Psychographic variables play an important role in fintech usage. Important segments include:
· Conscious spenders are concerned with control.
· Achievement seekers with an interest in personal development and wealth.
· Lazy users who want to "do everything" in one place.
· Risk-averse users are embracing financial security in times of uncertainty and inflation (A. Mohamed Iliyas and Kumar, 2025).
This last segment is particularly important in the UK and Europe, where the cost of living is high.
Behavioural Segmentation
Behavioural priority groups include:
· Users of mobile banking.
· Frequent mobile banking users.
· Current paid subscribers.
· Unsteady savers who need reminders.
· Foreign currency travellers, who value Revolut's currency exchange (Meniga, 2026).
These are highly engaged with additional services.
Targeting
It is best to follow a differentiated targeting strategy. The core target should be income-generating adults aged 25-45 who live in cities, have a low to high level of income, and are high-tech and financially sophisticated (Business, 2026; Sow, 2025).
This target is critically important, as they have to manage rent or mortgage, student loans, travel expenses, investments, emergency savings, and retirement savings, among other priorities. They are also time-poor and prepared to pay for services that help them make decisions and increase their financial well-being (Sow, 2025).
Operative targeting needs firms to examine segments depend upon the quantifiability, availability, profitability, and strategic fit (Kotler and Armstrong, 2020).
A second promising segment is students, freelancers, or members of the sharing economy with a higher need to manage cash flows. Premium and Metal Revolut customers should also be targeted to benefit from lower costs via upselling.
Differentiation
The new product will be competing with traditional banks, neo-banks like Monzo and N26, as well as dedicated budgeting apps.
Competitive Benchmarking
	Brand
	Banking
	Budgeting
	International Use
	AI Coaching
	Ecosystem Depth

	Traditional Banks
	Strong
	Weak
	Moderate
	Weak
	Moderate

	Monzo
	Strong
	Moderate
	Moderate
	Limited
	Moderate

	N26
	Strong
	Moderate
	Strong
	Limited
	Moderate

	Revolut Ecosystem
	Strong
	Strong
	Strong
	Strong
	High


	
	This shows the potential for Revolut to hold a better hybrid space in the market as an ecosystem for banking, budgeting, travelling, and smart advice. Revolut is more relevant internationally than Monzo. Unlike N26, Revolut offers ecosystem extensiveness. So, positioning should emphasise the smartest budding all-in-one platform.
First, Revolut will be able to provide a seamless ecosystem of payments, savings, investments, and coaching. Others generally focus on one or two features.
Second, personalisation using AI delivers more value. Rather than provide users with dashboards, find users personalised recommendations responsive to their income, spending and budgeting.
Third, Revolut is a trusted, reputable brand with scale. In 2025, the company gained around 16 million more retail users, showing its value (Statista, 2026).
Differentiation strategies help in establishing competitive benefits through unique value that is apparent as meaningful by individuals (Kotler et al., 2019).
Positioning
According to Kotler’s positioning theory, brands should undertake an effective and distinctive place in consumer insight (Kotler and Keller, 2016).
Revolut should bring out its popularity in four value dimensions:
· Intelligence 
· Convenience 
· Financial progress 
· Trust 
Traditional banks are supposed to be protected, but slow. Budgeting applications are suitable but thin. Challenger banks provide creativity, but a restricted ecosystem breadth 
Revolut must undertake the specific position of high trust + high convenience + high intelligence.
Positioning Statement:
For tech-forward super creatives looking for greater peace of mind, the Revolut Smart financial wellness ecosystem is the smart and integrated platform that enables users to spend wisely, save more, and accumulate wealth over time, rather than traditional banks, which largely provide transaction services.
This puts Revolut in a premium-middle position versus banks (safe but slow) and budgeting apps (fast, but simple). 
This is a good brand extension according to the STDP analysis. Revolut already has the size, profitability, and brand trust to expand into financial wellness (Revolut, 2025). By launching this offering to digitally engaged professionals with unique integrated AI-driven services and positioning as a long-term financial wellness partner, Revolut Ltd will increase loyalty and subscription prices to expand recurring revenues and sustainable competitive advantage in the global fintech space.
[bookmark: _Toc228445759]ELEMENT 3: MARKETING MIX (7PS) ANALYSIS
Brand Extension: Revolut Smart Financial Wellness Ecosystem
	The Revolut Smart Financial Wellness Ecosystem (RWFE) is a proposal to build on Revolut Ltd's digital banking expertise and characteristics. The expansion incorporates digital budgeting with AI, automation of savings, behavioural finance, monitoring of credit, and individual coaching within the current Revolut platform. The 7Ps marketing mix is relevant because the solution is a technology service that has to be considered in terms of experience, trust, and the delivery system (Revolut, 2026).
1. Product
The product transforms transactional banking towards financial well-being services. The add-on not only enables payments but also helps users to enhance their budgeting, savings, and financial security. Such is one of the forms of augmented product, under which individuals are provided emotional and advice advantages rather than the essential product (Kumar, Kotler, and Rajan, 2026).  Main features within the product line of Revolut would include:
· AI-powered budgeting dashboards
· Mechanical savings knotted to paydays
· Credit score monitoring and alerts
· Behavioural spending analytics
· Goal-based wealth planning
· Tailored coaching and advice
· Connective transactions with payments, cards, and investments
The offering follows augmented product marketing (Kumar, Kotler, and Rajan, 2026), where product value goes beyond the core product to emotional and functional benefits. Beyond just shifting money, the ecosystem improves earnings and advice.
This impacts the concept of the augmented product, under which extra services improve core value and customer experience (Kotler et al., 2019).
2. Price	
Expected Structure:
· Free Tier: budgeting techniques, basic understandings, restricted savings nudges 
· Premium (typically £8.99/month, or £7.99/month if paid annually): developed AI coaching, credit optimisation, and prosperity planning techniques. 
· Metal/Ultra Bundle: included under the higher Revolut memberships
Revolut is already established as one of the strongest subscription businesses, generating approximately € 936 million in subscription revenue in 2025, highlighting that individuals accept its paid digital value-added services (Revolut, 2026). 
3. Place	
	Since the development is completely online, distribution comes mostly through the current Revolut mobile ecosystem. This is a cost advantage for Revolut, compared to brick-and-mortar banks. But its high digital service content increases the risk of losing customer trust through service outages or cyber attacks.
Channels:
· Revolut mobile app
· Website onboarding portal
· App stores
· Partner integrations (employers, fintech marketplaces, insurers)
This directly with consumers platform method reduces fixed costs and supports the global scalability through eliminating the requirements for physical branches. Revolut is already operating in a number of markets, so the infrastructure already in place might be considered to successfully implement the new service (Revolut, 2026a).
4. Promotion
	Promotion should consider performance marketing, content marketing, influencer reliability, and lifecycle CRM communications.
Essential promotional techniques: 
· The app's customized upgrade prompts
· social media marketing targeting young adults
· The educational material is titled "Improve your savings in 30 days."
· Rewards for the recommendations of premium adoption
· Leadership in considering financial security
· Partnerships among the academic institutions and employers
Promoting benefits is more effective than promoting features, as customers find value in benefits like lower stress, greater savings, and more control. Effective promotion emphasizes upon communicating customer advantages beyond than the product features (Kotler and Armstrong, 2020).  In 2025, Revolut gained around 16 million new retail customers, signalling its capacity to attract customers and its brand awareness (Revolut, 2025a). 
5. People
In the context of services marketing, employees play a major role in determining customer satisfaction, as service quality is often assessed by their interactions with human employees (Wilson, Zeithaml, Bitner, and Gremler, 2020). 
The primary service providers are software programmers, regulatory compliance specialists, service support, AI analysts and financial education specialists. AI can automate, but advisers play an important role in providing support for complex matters and invasive financial issues.
Thus, Revolut should adopt a hybrid approach of automation and human support. Staff training in empathy, privacy and product helps to foster trust, satisfaction and loyalty (Adepeju et al., n.d.).
6. Procedure 
	The comfort or unhappiness of the knowledge is impacted through the care of the procedure design:
· Suggested customer path
· One-click program activation
· Quick financial health score
· Selecting a personal objective
· Automated recommendations
· Reports on enhancement per month 
· Constant optimization nudges
A simple process makes for easier initial use. Nudging and automation also support building savings habits and retention and on continue to using the app.
While an effective procedure does turn over. Individuals are highly likely to stick along with a product if it’s the case clear and easy to undertake. 
7. Physical Evidence
	While fintech services are intangible, customers still seek tangible cues to assess their legitimacy. For Revolut, physical cues include app user interface, security seals, licensing, a clear dashboard, customer reviews, and savings improvement reports.
The signals alleviate risk uncertainty because customers can't physically sample the service. A sophisticated user interface also enables higher pricing for subscriptions because of its association with quality and reliability. So, digital physical evidence is essential for Revolut's competitive advantage.
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This reflection uses Gibbs’ Reflective Cycle (1988) to reflect on my learning journey of creating the Revolut Smart Financial Wellness Ecosystem and poster presentation. This assignment required strategic, research, creative and communication skills. I always thought brand extension was when you create a new product with the same brand. But, as part of the portfolio process, I found brand extension is successful if it is congruent with the parent brand, there is a customer need, the brand is competitively differentiated and it is operational. This allowed me to recognise branding as something that is not just about promotion, but viewing it as an evidence-based approach to business strategy.
The hardest part of the planning process was to identify an innovative yet viable extension. Revolut's current brand values are associated with being convenient, digital and international (GUERRA, 2025). So, proposing a Smart Financial Wellness Ecosystem made brand sense as it doesn't enter a different category and instead builds on established brand associations. This also underpins the view that brand extensions need to capitalise on existing brand trust and address new market gaps. I was also aware that fintech customers' needs are shifting from traditional banking to financial well-being, automation and personalisation.
One of the learnings from this project was the use of a marketing strategy. I was familiar with the STDP model and 7P's models in theory. Having discussed their use for a business,  I improved my decision-making ability. For example, segmenting was not only about identifying segments but which segments were most profitable, accessible and had the best fit. Similarly, I learnt that the marketing mix must be viewed more as a system than individual components. This allowed me to apply concepts to provide business advice, an important Level 7 skill (Polasik, Widawski and Lis, 2022).
The second key learning was skills for research. I was required to consider market information, financial results and a variety of other relevant academic literature to inform my advice. The poster presentation was also a good educational experience. I needed to condense key concepts, data analysis and other information into a visual pitch to then prioritise the most important components. I understood that giving a good presentation is not only related to the content, but also tone of voice, eye contact, and body language. When practising, I found that effective visual design is crucial to quickly convey ideas, particularly under time constraints. If I were to do this again, I would practice more to improve my delivery and transitions between points, and think of potential audience questions. This will enhance clarity and credibility.
From an emotional standpoint, it boosted my self-esteem. Initially, I was worried that I would not be able to give viable business recommendations for a fast-growing fintech firm. But such a project has shown me that analysis can result in clarity. It has also helped me gain confidence in independently tackling complex business problems.
In the future, I would further enhance my skills by performing primary research (such as surveys or interviews) to obtain unique insights into customers. I would also enhance my data visualisation and storytelling skills for presentation in the most effective manner. 
[bookmark: _Toc228445761]CONCLUSION
	In conclusion, the executed Revolut Smart Financial Wellness Ecosystem highlights an effective strategic possibility as a brand extension ability of aiding long-term expansion and in-depth customer involvement. Through responding to increasing demand for the integrated money-management solutions, the extension is accurately associated with the present fintech trends, fluctuating consumer attitudes, and expanding significance of financial wellbeing. The STDP analysis determined attractive market segments and confirmed an effective positioning facility, while the 7Ps marketing mix indicated how the concept can be established effectively with the help of product innovation, subscription pricing, and digital delivery. 
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Revolut's Diversified Revenue Growth
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INTRODUCTION

The following poster suggests a strategic brand
expansion of Revolut, a UK-based digital financial
technologies and banking company. The extension
is a reaction to growing consumer demands to
whole financial management solutions which
combine spending, saving, and investing, as well

as financial wellbeing in a single platform.

BRAND EXTENSION

The Revolut Smart Financial Wellness Ecosystem
suggested suggests the incorporation of Al-powered
budgeting software, intelligent financial coaching, credit
health, and behavioural mnsights into the already existing
application (Revolut, 2024). This will tum Revolut into a
full-fledged financial wellbeing platform, as well as
improving user engagement and lifetime value. The
model facilitates revenue growth in form of subscriptions.
Nonetheless, some issues will involve regulatory
attention, data privacy, and there may be a problem of
lack of trust when it comes to dealing with sensitive
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BRAND EXTENSION AND
CURRENT TRENDS

UK fintech market continues to be one of the leading financial
technology markets in the world that only sit second to the United
States and is the central figure in Europe. On the global investment
front, the volatility that characterized the industry over the past few
projected to be £34.7 billion by the close of the 2025-26 period
which is a huge contribution to the national economy (Mordor
Intelligence, 2024). Approximately 78 percent of all adults in the
United Kingdom now access the services of a digital bank (UXDA,
2025). Moreover, money pressure is on the increase with more than
60 out of 100 UK customers willing to get improved financial
management products. These trends point towards high need of
overall financial wellness solutions which are not just ordinary
‘banking services.

BRAND EXTENSION AND
SUSTAINABILITY

The ecosystem facilitates financial sustamability through

responsible expenditure, better savings behaviour and
financial resilience in the long run. Digital-first services

also save physical resource consumption.

CONCLUSION

The extension makes Revolut a pioneer in fintech

innovation of the next generation, and increases its

competitive edge as well as providing more customer

value in a more digital financial environment.
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