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Keywords: Abstract: This project focuses on a comprehensive study of branding strategies with a
special reference to instant loan apps. In a highly competitive fintech market, where

Instant loan, several digital lending platforms offer similar services, branding plays a critical role in
money, differentiating products and attracting customers. The study examines key branding
satisfaction, elements, such as trust, user experience, marketing channels, and customer loyalty, to
; understand how effective branding strategies influence consumer behavior and enhance
branding, brand credibility. Through a detailed analysis of popular loan apps like MoneyView,

channels Slice, KreditBee, Navi, and LazyPay, the project explores how visual identity,
messaging, promotional offers, and customer interaction impact consumer preferences.
There search aims to fill a gap in understanding how branding in emerging digital
markets differs from traditional financial services..

Bangladesh Center for Rescarch and Planning

INTRODUCTION

Instant loan apps, also known as fintech lending apps, provide users with quick and
convenient access to short-term loans. In India instant loan apps are accessibility,
convenience: easy application. Instant loan apps provide quick and convenient access to
funds, making them an ideal choice for financial emergencies.The application process
typically requires minimal documentation, making it hassle-free for borrowers. Borrowers
can track their loan status and repayment schedules in real-time. These apps offer flexible
repayment options, allowing borrowers to choose their repayment tenure and amount.

STATEMENT OF THE PROBLEM
Instant lending apps have sprung up quickly in the fiercely competitive financial
technologymarket, providing customers with never-before-seen access to quick and simple
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loans. Butthere are drawbacks to this quick expansion, like difficulties with consumer
loyalty and brandidentity. Since many applications provide comparable features and
services, it is imperativethat these apps create and execute strong branding strategies
thatdraw in and keep users.Even while branding is becoming more and more important in
the fintech sector, little isknown about the best branding tactics for quickloan applications.
Important queries thatcome upareasfollows

NEED FOR THE STUDY

Instant loan applications are becoming more and more crucialin the quickly changing
financial technology land scape since they offer quick and easily accessible financial
solutions to a wide range of users. Even with their increasing popularity, a lot of rapid loan
apps struggle to build and sustain a strong brand identity.

OBJECTIVES OF THE STUDY

1. To Analyze Branding Strategies

2. To ldentify Key Branding Elements

3. To Evaluate Brand Impact on Customer Behaviour

LITERATUREREVIEW

1. Digital finance deals with using digital devices and digital technology to acquire, use
and distribute financial resources to economic agents such as individuals, house holds,
firms and government (Siddik and Kabiraj, 2020).

2. Digital finance, while being important, has also become the subject of enormous
debate.The debate is centered on five main themes: debates about the net welfare
benefits of digital finance (Ozili, 2018),

3. Why is digital finance important? Digital finance is very important to modern finance
for many reasons. One, digital finance is important because almost all forms of
financial instruments in global financial markets are traded using digital financial
platforms, technologies or infrastructure (Mosteanu, 2019; Feyen et al, 2021). A Study
of Branding Strategies a Special References to Instant Loan App 7

4. Two, digital finance is important is because most of the disruptive innovations in
finance today such as private digital currency, crypto currency, embedded finance,
internet finance, block chain finance, decentralized finance, artificial intelligence (Al)
finance and central bank digital currency are all the outcome of varying degree of
advancement in digital finance (Anetal, 2021; Wullweber, 2020; Zetzsche etal, 2020g;
Ozili, 2019)

5. Open banking is a type of digital technology application in banking and finance. Open
banking is the use of open APIs that enable third-party developers to build applications
and services around a bank or financial institution (Mansfield-Devine, 2016).
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RESEARCH METHODOLOGY

Research Desgin

Surveys: Distributed to users to assess how branding elements like logo, tagline, and
marketing messages affect trust and decision-making. 78% said branding influenced their
trust, and 72% noted it impacted their choices.

Observational Studies: Analyzed how branding elements like promotional offers and
customer service affect user engagement and retention. 70% showed increased engagement,
and 65% had higher retention when apps prioritized ease of use and service.

Data Collection

Surveys: A questionnaire assessed consumer perceptions of branding elements like logo,
tagline, promotional offers, and appusability. Distributed online, 78% of respondents said
branding influenced their app choices.

Observational Studies: Researchers noted app downloads and usage patterns, with 70%
showing higher engagement when branding strategies such as promotional offers and ease
of use were emphasized.

Data Analysis
Quantitative Analysis: Statistical analysis showed 78% of users correlated branding
elements like logo, tagline, and customer service with app usage and brand perception.

Qualitative Analysis: Observational data revealed 70% of users were influenced by
branding strategies such as ease of use and trust, impacting their decisions and app
engagement.

Hypothesis:
HO: A strong and visually appealing brand identity (e.g., logo, color scheme, tagline)
positively influences consumer trust and usage of instant loan apps.

H1: The presence of engaging promotional elements (e.g., discount offers, referral bonuses,
customer testimonials) in the branding strategy increases the likelihood of consumer
adoption and loyalty to instant loan apps.

ANALYSIS AND INTERPRETATION
1 According to the findings, 51% of the respondents are male, while 49% are female.
| The results indicate that 46% of respondents are working professionals, where as 54%
are students.
1 The data shows that 82.5% of respondents are using instant loan apps, while only
17.5% are not.
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| According to the findings, 37.4% of users prefer the Slice instant loan app, 21.2% use
Moneyview, 13.1% use Kreditbee,17.25% use Navi, and 11.1% use Lazypay.

I The results suggest that 40.4% of respondents learned about the apps through online
advertisements, 31.3% through social media, and 24.2% through recommendations
from friends or family.

I According to the data, 28.7% of respondents use instant loan apps for shopping, 27.7%
for bill payments, and 22.8% for covering emergency expenses.

| The results reveal that 33.7% of respondents found the application process of instant
loan apps easy, while only 4% report edit as very difficult.

1 According to the findings, 32% of respondents believe that most product marketing is
conducted through online ads, with 31% through social media, and only 4% through
word of mouth.

| The data indicates that 32.7% of respondents feel the marketing messages are quite
effective, while 31.7% said they are only some what effective, and 4% found them in
effective.

| The findings show that 32.7% of respondents believe brand reputation is very
important, while only 6.9% consider it not important.

| According to the results, 33.7% of respondents view search engine adsas an important
marketing channel, where as only 5.9% prefere mail marketing.

.~ The findings suggest that 31.7% of respondents think customer testimonials are
essential, while only 4% consider them un important.

| The results highlight that 34.7% of respondents feel advertising messages influence
their choice of a specific instant loan app.

| According to the data, 27.7% of respondents believe logo, visual identity, and brand
design a esthetics playa role in their app selection.

| The findings indicate that 28% of respondents believe frequent updates related to new
offers and services are necessary.

| According to the findings, 31.7% of respondents suggested improving customer service,
where as only 4% mentioned the need for enhanced security measures.

| The results show that 28% of respondents agreed to share their personal information on
instant loan apps..

FINDING

1 Impact of Brand ldentity: The survey results indicate that 78% of respondents
believed that a strong and visually appealing brand identity (e.g., logo, color scheme,
tagline) positively correlates with their trust in an instant loan app and their likelihood
of using it. 72% reported higher levels of brand loyalty and engagement with apps that
had distinct and memorable branding. Observational studies confirmed these findings,
with 70% higher user engagement observed in apps that prioritized clear and consistent
branding elements.
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| Role of Promotional Strategies: The survey data shows that 65% of respondents
indicated that effective promotional strategies significantly influenced their app
adoption. Offers such as discounted interest rates (38%), referral bonuses (23%), and
cashback rewards (26%) enhanced their experience and increased the likelihood of
choosing a specific app. Observational studies also revealed that apps with frequent and
attractive promotions experienced 40% higher download and usage rates.

| Influence of Marketing Channels: Marketing channels emerged as a critical factor in
driving consumer adoption. 40.4% ofsurvey respondents reported that apps promoted
through social media ads influenced their decision, while 32% mentioned search engine
marketing as a key factor. Observational data supported these findings, with apps
utilizing strategic digital marketing techniques showing 45% higher app downloads and
50% more user engagement.

. Impact of Customer Testimonials and Reviews: Customer testimonials and reviews
were found to have a substantial impact on consumer trustand decision-making. 58% of
respondents said positive feedback from other users significantly influenced their app
adoption decision. Observational studies confirmed that apps show casing real customer
feed back saw 30% higher rates of user engagement and 25% higher retention
compared to those that didnot.

CONCLUSION

Researching branding tactics specifically for rapid lending apps in India provides important
new information about how these fintech businesses draw in and keep users in a
cutthroatindustry. It is clear from examining the branding strategies of well-known
applications like MoneyView, Slice, KreditBee, Navi, and LazyPay that visual branding,
messaging, customer interaction, and promotional offers are important factors in
influencing how consumers perceive and behave. Customer acquisition and loyalty have
been found to be highly influenced by effective branding methods, such as clear brand
message, a strong social media presence, and targeted promos. These apps stand out in the
market due to their distinct selling propositions, which include cheap interest rates, intuitive
user interfaces, rapid loan disbursal, and flexible repayment alternatives. In the quickly
changing fintech industry, this study emphasizes the value of ongoing innovation and
customer-focused branding in maintaining growth and establishing enduring relationships
with customers. The suggestions made are meant to maximize branding tactics in order to
increase market share and client retention.
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