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Introduction 
The UK retail banking industry is going through a radical transformation due to an influx of digital technologies and changing consumer behaviour, and increased competition from fintech and challenger banks. Although Lloyds Bank has a solid market presence and a trusted brand, traditional banks are struggling to stay relevant with younger and more globally mobile customers. Many of these potential customers place greater importance on convenience, speed, personalisation and online access versus visiting a local bank branch. Because of this, it will be important for traditional banks to rethink how they connect with new customers using enhanced digital engagement (Ryan 2020).
Lloyds Bank is creating a marketing plan to assist its existing mobile banking app in reaching out to international postgraduate students and early career migrants currently living in the UK. This is an attractive customer segment for Lloyds Bank as it has a large size, strong growth potential and significant future revenue potential. As students and skilled migrants will often require multiple financial products from Lloyds Bank over time (Current Accounts, Savings Accounts, Credit Cards, Personal Loans and Mortgages), early engagement will create opportunities for Lloyds Bank to create strong relationships with its customers that will lead to substantial lifetime value (Yang and Zhao 2023).
Experiential aspects of banking services are different from those of other services, as they are intangible services and are considered higher risk, which is why the customer experience is critical for customer satisfaction and loyalty. Digital touch points have increased importance regarding customer experience, especially among customers who primarily depend on mobile platforms for interacting with banks as opposed to visiting their local branches. As a result, research indicates that by integrating factors related to customer experience, both conscious and unconscious, into the process of creating banking services, banks can develop innovative services and sustain long-term customer engagement (Liu et al. 2024).By providing a digital medium for new international customers, Lloyds Bank can minimise uncertainty around using their services and provide both emotional assurance and functional efficiency to all new international customers.
In addition, evolving technology allows Lloyds Bank to further enhance the reasons for this campaign through predictive analytics and artificial intelligence. Because the Bank has access to so much data on customer behaviours (through social media, etc.), they now can develop more targeted marketing messages and offer a wider range of services and products that correspond to their target customer types. This allows Lloyds Bank to increase their marketing effectiveness and ROI by matching content marketing and offers to each customer type's profile (Al Khaldy et al, 2023). Therefore, the proposed digital campaign for Lloyds Bank aligns with the Bank's strategic positioning regarding customer-centricity, digital leadership, and sustainable growth in a competitive marketplace (Malthouse et al, 2020).
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1. Segmentation Analysis
Through segmentation, organisations can create products and services that best meet the requirements of specific consumer groups, rather than advertise to all potential customers (mass marketing). Because the financial decision-making process is complex and diverse among the UK population, a multi-dimensional segmentation approach will be most effective for Lloyds Bank. The proposed campaign will use demographic, geographic, psychographic, and behavioural segmentation variables to define the most applicable customer group (Camilleri, 2017).
Demographically speaking, the segment will be comprised of individuals aged 21 to 35, either international postgraduate students or early-career migrants with legal residence in the UK. The geographical area from which this target segment will come is metropolitan areas that have the largest international populations, such as London, Manchester, Birmingham, and Edinburgh. Psychographically, the target customers will place a high value on independence, financial security, transparency, and digital convenience. Behaviourally, the customers will be highly engaged in mobile application usage and use social media and do online research when choosing which services to use (Naim, 2023).In the case of the financial industry, understanding how consumers behave when they make purchases is especially important because the financial products they purchase have a high perceived risk and require a long-term commitment. Customers who are not from the region or country in which they are purchasing may spend time doing research so that they can find out more about the regulations and institutions in that region or country. Because of this, it is important that clear communication and reassurance from the bank, along with digitally accessible education, are part of the marketing strategy utilized by the bank. Effective segmentation will allow the bank to create messages that are more relevant to a specific segment and to reduce the cognitive and emotional barriers to adoption (Berlian, 2022).
2. Targeting
The targeting strategy of Lloyds Bank will be concentrated (niche) and will focus on the segment of international customers that has been determined. This allows Lloyds Bank to allocate marketing resources in a more effective manner and to design unique digital experiences that cater to the needs of that segment. Furthermore, predictive analytics can be used to refine the targeting by identifying future customers who have a greater probability of having a long-term relationship with the bank, adopting multiple products, and having a greater customer lifetime value (Kumar et al., 2024).
Relationship marketing research suggests that trust and satisfaction are critical to maintaining long-term customer value in service industries. Initial interactions will significantly affect how a customer views the institution and how he/she behaves in the future (Kojuri & Ali, 2024). By targeting the international customer at the time of entry or enrolment, Lloyds Bank can establish a foundation as a supportive financial partner from the beginning, which increases the likelihood of retention and opportunity to cross-sell products in the future (Yang & Zhao, 2023).
3. Positioning
Lloyds Bank is the trusted digital partner for building customers' financial confidence in the UK. This proposed positioning strategy communicates trust, guidance, and digital convenience. Lloyds Bank is differentiated from its fintech competitors by offering its customers a high level of customer service with digital products and services with potentially lower perceived risk and the absence of supportive services. Positioning theory indicates that brands succeed when they occupy a specific and distinctive location in a consumer's mind aligned with emotional reassurance and functional benefits (Camilleri, 2017).
Emotional elements such as security, reassurance, and belonging are much more pronounced when marketing to international customers. Positioning the mobile app as a supportive resource for navigating through UK financial products enhances emotional ties between the consumer and the brand and increases loyalty to financial services provided by the bank (Panduro-Ramirez et al., 2024).
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1. Social Media Marketing
Social media platforms will be the most widely used media channels for the campaign to raise awareness of the campaign and engage customers. International students and young professionals frequently use social media platforms such as Instagram, TikTok, YouTube, and LinkedIn to gather information about financial products, seek referrals from their peers, and to see what other people are doing. Campaign content will consist of short videos providing explanations of UK banking topics, testimonials from international customers who have used the bank's services and hosting interactive Q&A sessions with Lloyds Bank personnel.
One of the unique features of social media is the opportunity to interact with customers in real-time, creating a community, which is critical to the development of trust in the financial services industry. Interactive content and responsive responses enhance customers' perceptions of and credibility of brands (Kaplan & Haenlein, 2020). Furthermore, social Customer Relationship Management (CRM) enables Lloyds Bank to provide personalised customer service and manage relationships cross-platform through the integration of customer and social interaction data (Malthouse Et al., 2020).
Content marketing is an important part of this channel because it serves to educate instead of sell, as providing a cultural understanding will help lower the perceived risk of doing business with a bank and promote positive perceptions of banking brands. Research supports the conclusion that when a digital brand effectively utilizes content marketing strategies, its website engagement and conversion rates increase (Isibor Et al., 2025).
2. Search Engine Marketing (SEM) and Programmatic Display Advertising
Most online searches are made with "high intent" keywords (i.e., high potential for action), so Lloyds Bank will target these terms, such as "UK bank account for international students" or "best mobile banking app in the UK", to reach potential customers and convert them. Display and programmatic advertisements will also be used to generate awareness among users who search for education or relocation options or career-related information.
Data-driven optimisation strategies will be used to refine all aspects of SEM and programmatic advertising, such as bidding strategies, creative formats, and audience targeting using predictive analytics. By implementing data-driven optimisation strategies, Lloyds Bank can achieve maximum return on marketing activities at a lower cost (Srivastava & Sharma. 2021). Retargeting efforts will also be in place for users who have engaged with Lloyds Bank content but have not registered for an account.
3. Email and In-App Marketing
Email marketing will help the organization to onboard and develop relationships with converted prospects once they have completed registration. New customers will receive automated emails guiding them through account setup, features of the app and performing critical functions related to finance (e.g., bill payments, savings, management).
Notifications within the app will remind customers to continue using the app and will highlight their opportunities or insights valued to each user.
Due to the need for consistency and integration of marketing communications across various digital platforms, integrated marketing communication (IMC) strengthens the coherence, trust, and familiarity with the Lloyds brand. Research indicates that when an organisation's digital communications are coordinated, there is a positive impact on customer satisfaction and loyalty, particularly in the banking segment (Widjaya, 2024). Additionally, the ongoing and personalised communication identified in the literature regarding relationship marketing creates ties resulting in long-term customer loyalty (Zephaniah et al., 2020; Panduro-Ramirez et al., 2024).
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An effective assessment process allows for continued accountability through evaluation and improvement of digital marketing. Metrics associated with marketing provide the basis for measuring performance, optimising campaigns and allocating resources (Kanta, 2024). A balanced set of short- and long-term metrics will be used to evaluate the success of the campaign.
Acquisition metrics provide an indication of the immediate effectiveness of the campaign in attracting the targeted segment and include measurements such as the number of app downloads, the number of new accounts opened, the cost of acquisition (CPA) and the conversion rates associated with the different digital channels. Engagement metrics provide insight into both the behaviour changes and utilisation of services by new users and include metrics such as the number of active users of the app, the number of logins per user and the number of features each user utilises (Srivastava & Sharma, 2021).
Customer Lifetime Value (CLV) will be the key strategic metric for assessing the Harper's long-term profitability derived from acquired customers. Predictive analytics tools will be used to estimate future revenue generation based on customer behavioural patterns, length of time with Harper and product(s) purchased. Research supports the CLV evaluation process as a value-enhancing tool in banking where profit is generated through extended customer relationship building (Kumar et al., 2024; Yang & Zhao, 2023).
Relational metrics measure customer satisfaction, the degree of trust associated with the company (Trust), and customers’ inclinations to refer (i.e., Net Promoter Score [NPS] and loyalty) using digital surveys and feedback mechanisms. Research indicates that marketing communication quality has a strong influence on customer loyalty through perceptions of credibility and emotional connection associated with credibility (Quayson et al., 2024; Amoako et al., 2017). Together, these measures provide a comprehensive approach to assessing campaign effectiveness while balancing cost-efficiency and long-term relationship sustainability (Kojuri & Ali, 2024).


















Conclusion
The marketing plan for the campaign has been expanded to develop an integrated digital strategy for the Lloyds Bank Mobile Banking App. Targeting international postgraduate students and early career migrants living in the United Kingdom (UK) presents a market segment with potential growth and under-service (Ryan, 2020). By leveraging segmentation, targeting and trust-based positioning, this campaign targets a high-growth market that has been largely ignored by banking institutions. The use of social media; search engines, personalised digital communication and combining these elements to develop a customer acquisition strategy and build long-term relationships (Ryan, 2020). The framework for measuring success on both an immediate and long-term basis incorporates customer lifetime value (CLV) and relational metrics, aligning short-term results with long-term, strategic objectives. Additionally, this alignment enhances Lloyds' competitiveness in an increasingly digital banking marketplace (Ryan, 2020).
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