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Marketing Quotes :
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“Marketing is not the art of finding clever ways to dispose of

what you make. It is the art of creating genuine customer value.”

Philip Kotler
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Marketing is
engaging customers
and
managing profitable
customer
relationships.
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(5 .~ Definition of Marketing

LG . : Marketing is the activity, set of institutions, and
/- processes for creating, communicating, delivering,
| and exchanging offerings that have value for
customers, clients, partners, and society at large.
(Approved 2017)
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Definition of Marketing

Marketing is the activity, set of institutions, and
processes for creating, communicating, delivering,

and exchanging offerings that have value for
customers, clients, partners, and society at large.
(Approved 2017)
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Marketing is the whole business seen from the
customer’s point of view.
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B2C — Business to Consumer
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Customer
Needs

Customer
Wants

Customer
Demands
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Demands
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Selling focuses on the needs of the seller;

marketing focuses on the needs of the buyer.
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Fundamental Differences
between Selling and Marketing

Marketing

—
- J Product A Market Need

Create
Increase Sales ~ 2
@ . U Sustainable Value

=

FUTURE

TODAY
O Short-Term ﬁ;) Long-Term

- >
Ll Procue 2 custome
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CLASSIC MARKETING FUNNEL AIDA MODEL

AWARENESS

Customers become
aware of your brand
and offerings.

INTEREST
Customers show
interest and seek more
information.

CONSIDERATION
Customers evaluate
your products or
services.

INTENT
Customers intend to
purchase and select
your offering.

PURCHASE

Customers make
a purchase.

LOYALTY

Customers become
loyal and advocate
for your brand.

ATTENTION

Get the attention of
your target audience.

INTEREST

Generate interest in
your product or
service.

DESIRE
Create desire by

showing the benefits
and value.

ACTION

Drive action and
encourage purchase
or engagement.
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BANKING MARKETING FUNNEL

From Awareness to Loyalty — Building Long-Term Customer Relationships

WHAT HAPPENS BANK EXAMPLES KEY GOAL SUCCESS METRICS
Adbvertising (TV, Digital, OOH)

ORersLaidle il

ENBANK

* Customers are exposed to

1. AWARENESS

Customers become
aware of the bank and
its offerings.

the bank through various
- Social media & content marketing

O

channels.

/ Build brand * Reach / Impressions
ll * Brand awareness

awareness and
* Website / App visits

Ne
e

+ They learn about the bank's Word of mouth & referrals visibility.

brand, values and offerings.

* Social media followers

Branch presence & PR activities

2. TRUST

Customers develop
trust and confidence
in the bank.

3. USAGE

Customers try and
use the bank's
products and
services.

* Customers evaluate the bank
based on credibility, security
and reputation.

« Trust reduces perceived risk
and builds confidence.

* Customers try and start
using the bank'’s products
and services.

« Experience quality
determines continued usage.

+ Customers stay loyal, engage
more and recommend
the bank to others.

Strong brand reputation

Secure & transparent processes
Customer reviews & testimonials
Quality of branch & digital experience

Compliance and data security

Digital onboarding & account opening
Using app for payments, transfers j
Applying for loans or products [ | l I
Customer support experience

KYC / Process simplicity

Loyalty programs & rewards
Personalized offers & communication '

Excellent service & issue resolution

o

Build trust and
reduce perceived

risk.

Drive product
adoption and
active usage.

Retain customers
and grow lifetime

value.

.

* Trust score
* Consideration rate
* Brand preference

+ Customer inquiries

* Account opening rate
* Product adoption rate
* Active users (MAU)

* Transactions per user

Retention rate

Customer lifetime value
(CLV)

Net Promoter Score (NPS)

CHUEE vOo@milo A O

3 5 : Cross-selling & relevant products
+ Relationship grows over time.
Referral programs * Referrals & advocacy

AWARENESS TRUST USAGE

B

Gl Focus on the right experience,
message and value at each stage
O\ to build long-term relationships
and sustainable growth.

THE BIG PICTURE

Effective banking marketing is
about moving customers smoothly
through each stage of the funnel.

LOYALTY
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BANKING MARKETING FUNNEL

From Awareness to Loyalty

1. AWARENESS « Advertising (TV, Digital, OOH)

Customers become aware * Social media & content
of the bank and its offerings. » Word of mouth & referrals
« Branch presence & PR

2' TRUST « Strong brand reputation

Customers evaluate « Secure & transparent processes
the bank and develop + Customer reviews & testimonials

trust and confidence. « Quality of branch &
digital experience

3. USAGE « Digital onboarding &

Customers try and account opening
start using the bank’s | * Using app for payments,

ductsand 4 transfers
products and services. | b Brdbans oopratucts

« Customer support experience

v LONG-TERM
RELATIONSHIP
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BANKING MARKETING FUNNEL
From Awareness to Loyalty : L; )Lf u,._]g‘ 6‘),; Lg ’.,_,w..,c d..L>).,o u.:‘ )d

1' AWARENESS « Advertising (TV, Digital, OOH)

Customers become aware * Social media & content
‘ of the bank and its offerings. « Word of mouth & referrals
« Branch presence & PR
* o ‘ .
* * 0.0

L el slps .
2' TRUST « Strong brand reputation sz (5 d it

Customers evaluate « Secure & transparent processes
the bank and develop « Customer reviews & testimonials

0’0
trust and confidence. « Quality of branch & . d ¢> ‘
digital experience .

EXAMPLES

3- SAGE « Digital onboarding & K
CUctomers try and account opening :
start using the bank’s | * Usind app for payments, ) *

cteas 3 transfers
Procuctsiancisevices .S 5 Applying for loans or products

« Customer support experience g:) . . Y
-
. g o
u‘ 3O Aoyl
([ ]
o5 tailg
[ ]

v LONG-TERM
RELATIONSHIP
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BANKING MARKETING FUNNEL 93 “i“ |§ d-.‘.JS‘ Slosel d‘l,.ﬁ U"‘ 4

From Awareness to Loyalty

S WS wleesl Wb (6 i
1. AWARENESS -(TV,DigitaI,OOH) . ay ,‘ t)l Q“C‘ (_,L’@ &5.;[.9 ®

Customers become aware * Social media & content
‘ of the bank and its offerings. « Word of mouth & referrals
« Branch presence & PR

2. TRUST « Strong brand reputation

Customers evaluate « Secure & transparent processes
the bank and develop « Customer reviews & testimonials

trust and confidence. « Quality of branch &
digital experience

Al o LSLQA;%‘).‘} °

3USAGE | D PAG oo Trust el as L:J""ﬁ'c

Customers try and account opening
start using the bank’s

4 transfers
products and services. y . . [
« Applying for loans or products
. ) .

« Customer support experience
—

*
. [ J

[ )‘Ji.: S 4 o0

* L d *

| . Q . - .

Al

* * * *
. é l MRS .
*

! ‘ oo 4-3 . PeS o

« Using app for payments,

v LONG-TERM
RELATIONSHIP
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BANKING MARKETING FUNNEL

From Awareness to Loyalty

¢ Ced> )‘ 61.9‘9 sola! 4.L>)A LJ"‘ o

EXAMPLES

« Advertising (TV, Digital, OOH)
Customers become aware * Social media & content R

| of the bank and its offerings. :!::Li:fpzc;:;hc:;e::rals wa_) ‘ ) &_)‘ L’ )MAMO )‘ L5> ).’ W‘ ui&-@
Lol ascsl 00,5 5L 1, Glus ¢ sl 00 S
’

2. TRUST : . . . o .
« Strong brand reputation RS ..L.’ g ‘ & 9‘5 o s)l o ‘

Customers evaluate « Secure & transparent processes
the bank and develop « Customer reviews & testimonials

trust and confidence. « Quality of branch &
digital experience

OW@OW

1. AWARENESS
[ ]

: Usage e o LYo
UX oo

3- USAGE « Digital onboarding &

account opening
« Using app for payments,
transfers
« Applying for loans or products
« Customer support experience

Customers try and
start using the bank’s
products and services.

MRS A4

(_gdl.o.»..ﬂ‘-‘ = ¢

v LONG-TERM
RELATIONSHIP
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BANKING MARKETING FUNNEL

From Awareness to Loyalty

. 9 &“A.AJJ‘ OM )‘leg (5 ’.J.AM“ . duL>).a° &i‘ )d
,
1. AWARENESS « Advertising (TV, Digital, OOH) ‘ AQ d LS'O M ‘ o‘ ‘) ) dl Q ** " L

Customers become aware * Social media & content
‘ of the bank and its offerings. « Word of mouth & referrals

« Branch presence & PR - * A . L [ )
(3
J .
- * e ‘ ‘ LA . * [ )

EXAMPLES 3 m o lM 6 () LO =

2. TRUST = J s
L « Strong brand reputation
Customers evaluate « Secure & transparent processes . —~ . °®
= . . o * *
the bank and develop Customer reviews & testimonials . > ; o M ‘ h) i’ ‘ ( ; ) L’
* * u * * ) *

trust and confidence. « Quality of branch &
digital experience

3. USAGE  Digital onboarding & . ‘ lé ‘ 9-C
Customers try and accotint opening ° LS ) & 9

start using the bank’s | * Using app for payments,

et d 4 transfers
RroguCEStancSeixices S{ie Applying for loans or products Aad ' ’9 [
* )

« Customer support experience
) Lo.lc ‘ i

v LONG-TERM
RELATIONSHIP



y A

LS)‘“)S"L’ 4= LS’L’)‘)L’ S rrsluaislelily

ENBANK

¢ G b i 5 b S 31 5l S

BANKING MARKETING FUNNEL

From Awareness to Loyalty

-EXAMPLES
1' AWARENESS « Advertising (TV, Digital, OOH)

Customers become aware * Social media & content
of the bank and its offerings. * Word of mouth & referrals
 Branch presence & PR

2. TRUST « Strong brand reputation

Customers evaluate « Secure & transparent processes
the bank and develop « Customer reviews & testimonials

trust and confidence. « Quality of branch &
digital experience

-EXAMPLES
= | 3.USAGE - Digital onboarding &

account opening
« Using app for payments,
transfers
 Applying for loans or products
+ Customer support experience

m Customers try and
= start using the bank's
products and services.

ERM
IONSHIP
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Modern Trends In Banking Marketing
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Forrester 2025 : Digital Banking Experience
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Capgemini Retail Banking 2025
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The Financial Brand — 2025 Banking Marketing Trends
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