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This article analyzes the application of behavioral and innovative marketing in the fintech sector
as a key factor in the successful development of financial technologies. It examines the methods
used by both domestic and international companies to increase user engagement, build loyalty,
and promote financial services. Particular attention is paid to personalization, gamification, the
implementation  of  artificial  intelligence,  and  the  creation  of  ecosystems  through  strategic
partnerships. Case studies of Paytm (India), Nubank (Brazil), Revolut (UK), M-Pesa (Kenya),
Stripe, and Square (USA) illustrate how companies adapt marketing strategies to local conditions
or leverage global technological opportunities. The findings highlight the importance of synergy
between  behavioral  insights  and  innovative  marketing  for  increasing  financial  inclusion,
improving customer experience, and expanding market opportunities in the digital economy.
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  The swift advancement of financial technologies (fintech) has transformed the global
financial landscape, providing efficient digital solutions tailored to various consumer demands.
A key factor in fintech's success is its capacity to integrate behavioral insights with cutting-edge
marketing strategies.  This  essay seeks to  explore  the  methods used to  apply behavioral  and
innovative marketing by both domestic and international companies, emphasizing the similarities
and differences in their approaches. Fintech integrates technological advancements to enhance
financial services, including digital payments, blockchain technologies, and artificial intelligence
(AI).  These  innovations  aim  to  resolve  issues  like  inefficiency,  limited  accessibility,  and
financial  illiteracy  for  consumers.  Behavioral  marketing,  rooted  in  consumer  psychology,
focuses  on  understanding  and  shaping  customer  behavior.  By  leveraging  user  data,  fintech
companies  design  personalized  experiences  that  foster  engagement  and  customer  loyalty.
Conversely, innovative marketing utilizes advanced technologies and creative strategies, such as
gamification, influencer collaborations, or ecosystem integration, to attract and retain users. For
example,  India’s  Paytm  transformed  the  digital  wallet  landscape  and  later  expanded  into
financial services like lending and investments. The company applies behavioral marketing by
analyzing transaction  data  to  deliver  localized  offers.  Similarly,  the  UK-based Revolut  uses
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sophisticated analytics to provide real-time spending insights, empowering users to make smarter
financial choices.

Behavioral  marketing  customizes  services  to  align  with  individual  user  preferences,
delivering tailored experiences that build trust and loyalty. Personalization forms the foundation
of behavioral marketing. For instance, Brazil's Nubank demonstrates this by sending tailored
reminders and personalized credit card offers based on users' spending patterns. This strategy not
only appeals to unbanked populations but also drives strong user engagement. Similarly, Revolut
leverages  machine  learning  to  categorize  expenditures  and  propose  savings  goals,  fostering
financial literacy among its users.

Gamification turns routine financial  tasks into captivating experiences.  India’s Paytm
motivates users with a rewards system that offers "Paytm cash" for transactions, which can later
be  redeemed  for  purchases.  In  the  US,  Venmo  integrates  a  social  feed  where  users  share
transaction  details  paired  with  emojis,  fostering a  community-centric  approach to  payments.
These gamified features boost user engagement and encourage growth through word-of-mouth
referrals.AI-powered analytics are  integral  to  behavioral  marketing.  Sweden's  Klarna  utilizes
data analytics to instantly evaluate customer creditworthiness, supporting its popular "buy now,
pay  later"  (BNPL)  service.  Similarly,  Vietnam’s  MoMo  analyzes  rural  transaction  data  to
enhance  its  microloan  offerings,  catering  to  the  specific  requirements  of  underserved
communities.

Innovation  is  a  key  differentiator  in  a  saturated  fintech  market.  Companies  rely  on
creative strategies to distinguish themselves, attract customers, and establish trust. Fintech firms
often integrate  emerging technologies like augmented reality (AR) and blockchain into their
marketing strategies. For instance,  Cash App, a US-based platform, combines cryptocurrency
trading with QR-based payment systems, offering a modern, intuitive user experience. Similarly,
Paytm introduced sound-box devices for merchants, audibly announcing payments to enhance
transparency and trust in offline markets. Strategic collaborations amplify marketing efforts by
creating  interconnected  ecosystems.  Dutch  payments  giant  Adyen partners  with  global
enterprises to provide omnichannel payment solutions, ensuring a seamless customer experience.
India’s Paytm collaborates with e-commerce platforms like Flipkart to offer integrated payment
options, driving mutual growth. Domestic fintech firms often address localized challenges, such
as financial inclusion and literacy, while foreign companies focus on advanced ecosystems and
scalability.

Domestic Examples

Paytm addresses  India’s  financial  inclusion  gap  by  integrating  digital  wallets,  loans,  and
insurance  services.  Its  sound-box  innovation  caters  to  small  merchants  in  cash-dominated
markets,  ensuring  high  adoption  rates.
M-Pesa in  Kenya  enables  mobile-based  transactions  in  regions  with  limited  banking
infrastructure, driving financial empowerment in rural areas.

Foreign Examples

Stripe, a US-based payments company, collaborates with platforms like Shopify to simplify e-
commerce  transactions  globally.

________________________________________________________________

"Экономика и социум" №11(138) 2025                                     www.iupr.ru



Square,  another  US fintech,  empowers small  businesses through POS systems that  combine
financial tools with marketing capabilities.

Domestic  companies  excel  in  cultural  resonance  and  addressing  specific  regional
challenges.  However,  they  often  face  scalability  issues  due  to  limited  resources  and
infrastructure.  Foreign  companies,  on  the  other  hand,  benefit  from robust  R&D and  global
networks  but  may  struggle  to  localize  their  offerings  effectively.  The  implementation  of
behavioral and innovative marketing is integral to the success of fintech companies. Domestic
firms like Paytm and Nubank leverage localized strategies to address unique market needs, while
foreign players like Stripe and Revolut focus on advanced technologies and global scalability.
Both  approaches  highlight  the  importance  of  personalization,  gamification,  and  ecosystem
integration in capturing and retaining customers.  As fintech continues to evolve, the synergy
between behavioral insights and innovative marketing will drive the industry forward, fostering
financial inclusion, enhancing customer experiences, and expanding market opportunities. Future
trends,  such  as  AI-driven  hyper-personalization  and  blockchain-enabled  transparency,  will
further redefine the landscape, enabling companies to reach new heights in the digital economy.
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