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Editor’s Note

As the marketing landscape continues to evolve, the BFSI sector stands at the forefront of one of its biggest

transformations. Al, changing consumer expectations, digital-first experiences, and new discovery platforms are
redefining how financial brands build trust, engage customers, and drive sustainable growth. Success today is no
longer determined solely by product innovation but by a brand's ability to remain visible, relevant, and credible across

every customer touchpoint.

In this edition of Marketing Stack Magazine, we bring together some of India's leading BFSI marketing leaders to share
their perspectives on the opportunities and challenges shaping the industry's future. Through leadership conversations,
strategic insights, and real-world experiences, this edition explores how brands are adapting to an Al-first world while
balancing innovation, compliance, customer trust, and business growth.

Our cover story explores the rise of Search Engineering and the growing importance of LLM SEQ, and why Al-powered
discovery is becoming the next frontier for marketers. We hope the insights shared in this edition inspire fresh thinking
and help marketing leaders confidently navigate the evolving future of BFS| marketing.

Editor
Sagar Kumar
sagar@ftaglobal.in

For More Information
To know more about FTA Global's specialisation, Srijita Das Roy | +91 95389 09513
reach out to the FTA Team now. VP - Brand and Communications

srijita@ftaglobal.in
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Building the Next Era
of BFSI Marketing

with Al, Data & -
Customer-Centricity ¢

As BFSI marketing undergoes a structural shift, brands are moving

beyond product-led communication to experience-driven

engagement. In this conversation, Senthil Kumar Hariram, Founder i

and MD, FTA Global shares his perspective on Al, personalization, f‘ g
\

and trust, and how BFS| marketers can build relevance in an
increasingly data-driven and customer-centric ecosystem.

Q: You've been closely invelved in building
marketing strategies across industries. How do you
see BFS| marketing evolving at this moment?

BFSI marketing is shifting from product-led
communication to  relationship-driven
engagement. Earlier, messaging focused
on rates, features, and transactions. Today,
it is about delivering consistent value
across the customer lifecycle.

Customners are more infarmed and digitally
active, which has raised expectations.
They are not just comparing products but
also experiences. As a result, BFSI brands
are moving towards predictive and
experience-led marketing, using data to
understand intent and anticipate needs.

This shift is also structural. Marketing is
becoming more integrated with product,
data, and customer experience teams,
making it central to business growth.

Q: As a leader at FTA Global, how are you
preparing your teams and clients for
what's next in marketing?

Our focus is on building capabilities that
are both forward-looking and practical. We
are investing in Al and data-driven
strategies while ensuring teams stay
strong on marketing fundamentals.

We are helping clients move from
campaign-led thinking ta
ecosystem-driven approaches, aligning
marketing with technology and business
goals.

Agility is also critical. Teams need to
continuously learn, experiment, and adapt.

Our goal is to ensure brands are
not just keeping up with change,
but are equipped to lead itin a
structured and sustainable way.



Q: We're seeing a shift from product-focused
campaigns to more storytelling-led approaches. How
is this playing out in BFSI?

Storytelling is becoming critical because financial
products are complex and often difficult to differentiate.
Instead of focusing only on features, brands are now
communicating outcomes such as financial security
and long-term planning.

This helps simplify decisions and builds emotional
relevance. It also shifts the focus from short-term
conversions to long-term trust.

However, storytelling in BFSI must remain clear and
credible. The brands that stand out are those that
simplify communication without compromising
accuracy or compliance.

Q: Al is becoming central to marketing conversations.
From your experience, where is it creating the most
real impact in BFSI| today?

Al is driving impact in areas that require both scale and
precision. One major shift is in audience segmentation,
where brands can move beyond broad categories to
behavior-based targeting.

Another key area is personalization at scale. Al enables
dynamic messaging across channels, ensuring
relevance without increasing manual effort. This is
especially valuable in BFSI, where journeys are long
and multi-touch.

Predictive analytics is also transforming engagement by
helping brands identify when a customer is likely to
need a product or disengage, enabling proactive
communication.

Q: There's often a concern that Al can make customer
interactions feel less human. How should brands
strike the right balance?

The concern is valid, but the issue lies in execution. Al
should enhance human interaction, not replace it.
Brands should use Al for efficiency and data
processing, while ensuring that critical interactions
retain a human element. High-value decisions and
complex gqueries require empathy and context.

A hybrid approach works best. Al brings scale and
consistency, while human intervention builds trust.
When balanced well, Al can improve the overall
experience.

Q: With increasing focus on data privacy and
regulations, how are BFS| brands rethinking
personalization?

Privacy is now shaping personalization strategies. BFSI
brands are moving towards first-party data and
consent-driven engagement, with greater transparency.

Customers are more willing to share data when there is a
clear value exchange. This is pushing brands to focus on
meaningful interactions rather than intrusive targeting.

We are also seeing investments in secure data
ecosystems where compliance is built into the marketing
process, enabling more sustainable personalization.

Q: What are some common mistakes you see BFSI
brands making in their marketing approach today?

One key mistake is over-dependence on performance
marketing without building a strong brand. While
performance drives short-term results, it cannot sustain
growth alone.

Ancther issue is fragmented customer journeys caused by
siloed teams, leading to inconsistent experiences.

There is also a tendency to adopt new technologies
without a clear strategy, which limits impact.

Finally, many brands struggle with simplifying
communication, which is essential in a complex category
like BFSI.

Q: Looking ahead, what will separate the brands that
win from those that struggle in the BFSI| space?

Winning brands will combine trust, technology, and
experience effectively. Trust will remain the foundation,
supportad by transparent communication.

Technology will act as an enabler, but the real advantage
will come from how well it improves customer journeys.

Experience will be the key differentiator. Brands that
deliver seamless and relevant interactions across
touchpoints will stand out by addressing customer needs
mare holistically.




c OMM U N |

The Marketing Stack Community is an
exclusive network of marketers, business
leaders, and industry experts dedicated to
advancing the future of marketing through
continuous learning and collaboration. Built on
the belief that the best ideas emerge through
shared experiences, the community provides a
trusted platform for knowledge exchange,
leadership development, and meaningful
industry conversations.

Members gain access to Marketing Stack
Events, executive webinars, the Marketing
Stack Magazine, expert podcasts, roundtable
discussions, and a dedicated WhatsApp
community for ongoing networking and peer
learning. These initiatives deliver practical
insights and help marketers navigate the
rapidly evalving Al-driven marketing landscape.

The community has already created strong
momentum through its flagship initiatives. Its
inaugural Marketing Stack event featured
leading Indian and international speakers, while
an exclusive webinar in collaboration with
OpenAl explored the future of Al in marketing.
The community is also collaborating with
institutions such as George Washington
University to bridge academia and industry,
equipping students with practical knowledge
and future-ready marketing skills.

With a growing network of 5,000+ marketing
professionals, the Marketing Stack Community
is shaping a collaborative ecosystem that
empowers the next generation of marketing
leaders through knowledge, innovation, and
meaningful connections.
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Cover story

Building the Next Era of
BFSI Marketing with Al,
Data & Customer-Centricity

The BFSI sector has long relied on digital search as one of its strongest customer acquisition channels.
Whether consumers are exploring personal loans, insurance plans, mutual funds, or credit products, the first
instinct is usually to go onling, compare options, read expert explanations, and shortlist trusted brands. For
years, this made traditional SEO a eritical growth lever for banks, insurers, NBFCs, and fintech companies.
Appearing on the first page of search results often meant entering the customer's decision-making journey
at the right mement.

That jeurney, however, is now changing faster than most BFSI marketers anticipated.

Consurmers are na longer browsing through multiple websites after typing a few keywords into Google. They
are increasingly asking conversational questions to Al-powered search systems and Large Language Model
platforms, expecting direct comparisons and simplified recommendations. Instead of scanning ten search
results, they now receive one summarized response that filters the most relevant options in seconds. In
many cases, the Al-generated answer itself becomes the first shortlist.

This shift is transforming the rules of digital visibility. BFS| brands are no longer competing only for rankings
on search engines. They are now competing for inclusion within Al-generated answers. That is precisely why
Search Engineering and LLM SEQ are emerging as the next strategic frontier for financial services
marketing.

Unlike traditional SEQ, which focused on optimizing pages, backlinks, keywords, and website performance
for search engines, LLM SEO is centered on making a brand understandable, authoritative, and trustworthy
for Al systems that generate responses. These systems do not simply reward keyword repetition. They
assess whether a brand consistently appears as a reliable source of information across the web and whether
its digital content is structured enough to be confidently referenced.
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Says this is changing the very first stage of customer
consideration. “Earlier, a user manually compared
different websites before deciding whom to trust.

Khushal Mehta Today, Al tools are doing a significant part of that
Director - Partnerships & Clent comparison and narrowing the field instantly. This
Engagament, FTA Global, means a BFS| brand has to eamn visibility much

earlier in the decision funnel, inside the Al-generated
recommendation itself. If the institution is not part of
that answer, it risks losing relevance before the
website visit even happens.”

His point reflects a larger consumer trend. Financial products are complex, and customers increasingly prefer
convenience when decoding them. Someone looking for a health insurance plan may ask an Al assistant which policy
offers better family coverage and faster claim settlement. A salaried employee comparing lenders may ask which bank
offers lower processing fees and easier approvals. A first-time investor may ask for the safest platforms to begin SIP
planning. In each of these scenarios, the Al engine becomes the first interpreter of financial information.

That creates a major challenge for legacy SEO strategies. Ranking for keywords may still drive traffic, but traffic alone no
longer guarantees visibility at the point of trust formation. Large Language Models pull information from multiple
authoritative sources, compare consistency, and generate a response based on what they identify as credible. if a BFSI
brand is digitally present but lacks structured authority signals, it may still be excluded from the answer.

Explains that this is where Search Engineering differs ‘\
sharply from conventional optimization. "Al systems are
lecking for much deeper confidence markers than search

engines did. They evaluate factual consistency, Yash Kashid
educational depth, external references, transparent Associate Director,
product communication, and semantic clarity. For BFSI FTA Global

brands, every explainer page, FAQ, media mention, and
expert-led article contributes to whether the institution
appears machine-trustwarthy.”

This means BFSI institutions now have to build their digital assets with two audiences in mind: the human customer and
the Al interpreter. A campaign page designed only for lead generation may attract clicks, but it may not necessarily help
an Al platform understand the institution's expertise. On the other hand, structured product explainers, transparent
comparison content, authoritative knowledge hubs, and externally validated thought leadership create stronger
machine-readable trust.

Search Engineering therefore, becomes a far broader discipline than SEOQ. it combines technical website architecture,
semantic content planning, structured data deployment, PR-led authority building, educational publishing, and
continuous testing of how Al systems surface the brand across financial queries. The goal is no longer just to rank. The
goal is to ensure that when a customer asks an Al engine about the best financial options, the brand has encugh digital
trust signals to be selected as part of the answer.

Believes this also demands a change in how BFSI
marketers measure success. “For years, teams looked at
rankings, website traffic, and click-through rates as the

Sairam lyengar primary indicators of search performance. Those metrics
Mﬂﬂm still matter, but they do not reveal the full customer
E'b"*l""’“l thawd journey anymore. A user may first encounter a bank or

insurer through an Al-generated recommendation,
absorb that trust signal, and then search for the brand
directly later The influence happens before the
conventional analytics dashboard ean capture it.”

That invisible recommendation layer i what makes this shift so significant. BFS| decisions are rarely impulsive.
Customers seek reassurance, compare alternatives, and look for expert validation before taking action. Al systems are
becoming effective because they simplify this entire process into a conversational exchange. Instead of manually
navigating technical terminclogy and multiple webpages, users increasingly expect one intelligent summary that helps
themn move faster.

As Al interfaces increasingly serve as the first gatekeepers of trust, BFSI brands must adapt to a future in which customer
decisions begin with Al-generated answers. In this evolving search economy, brands that embrace Search Engineering
early will gain the visibility and credibility Al systems prioritise during financial decision-making.
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Beyond Your Domain: Own the
Entire Search Landscape,

Go beyond keyword rankings and see your brand's full +
presence across the search landscape.
Track, analyze, and improve your visibility across every search
surface from one powerful inteligence platform.
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Preparing Consumers For Every Stage Of
Life Through Trust, Personalisation And Al

(). How does Tata AlA's unique positioning influence its marketing strategy?

). What are the biggest challenges in converting
insurance awarenass into meaningful adoption?
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0. How are protection, wellness and financial security evalving
for younger consumers?

(. What role do personalisation and predictive insights play in
customer experience?

0. How is Tata AlA adapting to Al-led
saarch and Search Engineering?

Girish Kalra,
Chief Marketing Officer at
Tata AlA Life Insurance .I O



The New Rules
of Insurance
Marketing:
Trust, Context
and Relevance

Insurance marketing is undergoing a significant shift
from conventional category-led storytelling towards
maore insight-driven, customer-first communication. In
a conversation with Harshita Hemnani, DVP -
Marketing at Bharti AXA Life Insurance, we explored
how purpose-driven narratives, emotionally relevant
campaigns, Al-led personalisation and trust-focused
media strategies are shaping the future of insurance
marketing. She also shared why the industry needs to
move beyond repetitive financial services advertising
and build stories that genuinely reflect real customer
anxieties, aspirations and
life stages.

Q. Do you see purpose-driven marketing becoming a
long-term growth driver in insuranca?

Yas, absolutely, but only when it is rooted in a real
customer need, not just as a feel-good campaign. In
insurance, purpose-driven marketing works when it
helps people see the product as something that solves
a genuine life concern, whether that is securing loved
ones' financial future against future uncertainties,
planning for women's financial independence, or
preparing for milestones with confidence. At Bharti
AXA Life, some of the work we have done around
financial literacy — the InspiHER campaign for women
and family-led financial awareness has shown me that
when the message Is relevant and emotionally true,
adding value to the customers, it creates both trust
and business impact. In insurance, purpose is not a
side story; it can be a long-term growth driver when
backed by consistency, customer insight, and real
execution.

Q. How do you balance emotional storytelling with
performance-driven  outcomes  in  insurance
marketing?

| don't think emotional storyteling and business
outcomes are opposites in insurance. They actually
work best together.

Insurance is a trust purchase. Emotion helps you enter
the consumer’s mind, while performance metrics tell
you whether you convinced them to act. The mistake
brands sometimes make is either becoming too
emational with no action or too product-heavy with no
relatability.

4 4

At Bharti AXA Life, we usually start with a very simple
guestion: What is the real human tension hera? What
problem is the product solving? Once we identify that
insight, we build storytelling around it and design clear
business objectives around distribution, leads,
recruitment or partner activation.

The best campaigns, in my view, make people feel
something and do something. Because awareness
without action is iIncomplete, and performance without
emoation rarely builds long-term trust. In insurance,
‘emotional story' still needs to convert, and that
balance s where good marketing lives.

Q. What role does offline media continue to play in a
digital-first marketing ecosystem?

In today's digital-first world, it is tempting to evaluate
every channel through immediate clicks and
short-term attribution. But | believe OOH continues to
play a very important role, especially in BFSI, where
trust and credibility are non-negotiable.

OOH is not just about visibility; it is about salience and
legitimacy. When consumers see a brand in public
spaces ke airports or highways, it signals
permanence and seriousness in a way digital often
cannot.

There is an unspoken reassurance that the brand is
established and trustworthy. Unlike digital ads,
outdoor media cannot be skipped, blocked or serolled
past. It quietly strengthens memory and trust over
time.

Of course, whenever budgets get tighter, outdoor
media s usually among the first channels to come
under scrutiny because its ROl s not always
immediate. But if you look at brands built patiently
over decades, consistent physical presence has
always played a role in shaping brand memaory.

That said, OOH today works best as part of a larger
ecosystem. Outdoor builds trust and recall, while
digital enables engagement, targeting and action. The
strongest outcomes happen when both work together.




. How is Al reshaping the future of marketing in insurance?

don't think Al is replacing creativity. | think it is democratising
and amplifying it.

For years, marketing teams spent disproportionate time on
execution, content versions, translations, personalisation at
scale and production timelines. Al is helping remove some of
that friction so marketers can focus more on customer insights
and sharper thinking.

But Al can generate content; it cannot generate human truth. It
cannot fully understand fear, aspiration or the emotional
tension behind financial decisions. That still comes from

markéters.

We have used Al strategically in areas like personalised partner
communication, localised content and cost-efficient campaign
execution. Some of our Al-led initiatives helped us deliver aver
1% cost optimisation while maintaining relevance and speed.

The bigger shift is persona Consumers increasir
expect brands to understand their context, life stage
intent, and Al can help us do that responsibly.

. What is one big misconception marketers still
have about insurance marketing?

One of the biggest misconceptions is that insurance
marketing has to look and feel a certain way:
emotional, serious and centred around a happy
family.

i vou really look across financ services
advertising, there is actually a lot of visual sameness.
A home loan ad shows a happy family moving into
their dream house. A car loan ad shows a happy

A

family on a road trip. A mutual fund ad shows
parents planning for a child's future. A pension or
retirement product shows a happy couple enjoying
fe stress-free. Insurance often falls into the same
visual language as happy families, sunsets,
aspirations, and protection.

i) Somewhere, financial services advertising became
too optimised for “safe,” but safe often becomes
Y forgettable. Insurance marketing today needs to
move beyond category clichés and become more
culturally relevant, insight-led and differentiated.

What is really keeping a young parent awake? L
financial anxieties does a working woman face?

What are first-job earners warried about? The future
of insurance storytelling lies in answering these
questions through sharper and more authentic
narratives.

Because at the end of the day, people don't
remember products; they remember stories that feel
true to their lives.

Harshita Hemnani,
DWF - Marketing at Bharti
AXA Life Insurance
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In Housing
Finance, The Real
Differentiator

Is Local
Understanding

Q. Aavas Financiers has built a strong presence in the
affordable housing finance segment, particularly across
underserved and emerging markets. How does this
consumer reality shape vyour overall brand and b
communication strategy "

Q. How does Aavas Financiers balance emotional
storytelling with product-focused communication?
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(). How is Aavas Financiers building credibility across digital and
on-ground customer journeys?

0. How is Aavas adapting its content strategy
for Al-led search and discovery?

Feroze Balsara,
Chief of Staff and Head of Product,
Marksting and Brand Strategy at
Aavas Financiers Limited
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In BFSI, visibility is not about ranking higher, it's about
knowing where the crawling stops. At FTA Search Labs,
we place you across the web’s decision-making
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How Anand Rathi Is
Redefining Investor
Communication In
A Digital-First Era

In an exclusive interaction with Devang Mehta, CMO,
Anand Rathi Group, we discussed how the financial
services firm is reshaping investor communication through
simplified messaging, Al-led engagement and trust-driven
advisory. The conversation highlights how Anand Rathi is
balancing technology and human connection to build
stronger investor relationships in a rapidly evolving digital
ecosystem.

Q - What drove Anand Rathi's shift towards more engaging
investor communication through initiatives like 'Sahi
Guidance' and ‘Market Melodies'?

For decades, financial services spoke a language filled with
jargon that only Dalal Street understood. It was dry,
intimidating and operational. We changed our approach
because we realised that if people don't understand you,
they can't trust you.

Initiatives like ‘Sahl Guidance' were born out of a need to
strip away jargon and give people clear, honest direction.
With ‘Market Melodies', we wanted to use generative Al to
make market insights more engaging by blending data with
culture and music. The goal was not just to push
information, but to start real conversations and meet
investors where they actually spend their time.

Q. How does a legacy advisory brand rebuild authority in an
era dominated by influencers and social media chatter?

Today's investors are flooded with 30-second reels, hot tips
on Telegram and unverified social media hype. It has
created a noisy environment where misinformation spreads
fast.

We don't want to beat influencers at their own game by
being louder. We want to win by being the voice of sanity in
the room. We are putting cur deep research and real
experts onto digital platforms, adapting insights into
snackable formats without losing substance. Influencers
may capture attention for a minute, but trusted institutions
provide long-term stability.

When the noise clears, investors look for safety, and that's
where we stand out.

Q. How is Anand Rathi redesigning its marketing funnel to
address investor hesitation and decision paralysis?

The old marketing playbook was simple: get a lead, push
them down the funnel and close the sale. But today, people
are suffering from information owverload, which creates
hesitation and decision paralysis.

17

GMO, Anand Rathi Group

We have redesigned our funnel to focus on
reassurance rather than just acquisition.
Instead of aggressively chasing data, we look
at where people get stuck. We use interactive
tools, bite-sized explainer content and
fransparent communication to  answer
unspoken fears before investors even ask.
By lowering the cognitive load, we help
investors move from feeling overwhelmed to
feeling confident enough to take action.

Q. What will be the biggest differentiator for
financial services brands in the future?

Financial products can be easily copied, and
advanced Al tools will eventually become
standard across the industry. The ultimate
differentiator will be content-led relationship
building that bridges the digital and physical
worlds.

While technology will handle much of the
heavy lifting, the more digital the world
becomes, the more premium a real human
connection will feel. People will pay not just
for an app, but for direct access to a real,
expert Relationship Manager. Finance is
deeply emotional because it is tied to family
security, ambition and legacy. The brands
that win will use smart, empathetic digital
content to spark relationships at scale, while
protecting the human RM as the ultimate
anchor of trust.

Technolegy will power execution, but human
connection will remain the one moat that
cannot be replicated.

Devang Mehta,



Equitas Small Finance Bank Bets
on Purpose-Led Banking to Drive
Deeper Engagement

In an exclusive interaction with Devon Bhandary, Head Product & Digital Acquisition, Equitas Small Finance Bank
Ltd, we discussed how the bank is strengthening customer relationships through purpose-led banking, family-focused
propositions, and sustainable digital acquisition strategies. With close to three decades of experience across retail
banking, affluent banking and customer proposition strategy, Devon has been instrumental in building differentiated
“Beyond Banking” offerings focused on customer experience and innovation

Q - How does Equitas Small Finance Bank differentiate its
purpose-led positioning in a crowded BFSI market?

At Equitas, purpose is not a campaign. It is foundational to
who we are. From inception, the belief was simple:
banking must create value not just for customers, but for
society at large.

As an institution, we commit 5% of our profits towards
social impact initiatives. What makes this distinctive is that
these are not outsourced CSR programs. We directly run
schools that provide free education to underprivileged
children, a cancer hospital offering free or highly
subsidised treatment, and several community-led
initiatives focused on meaningful societal change.

Our brand philosophy, “Beyond Banking”, reflects this
commitment. When a customer banks with Equitas, they
are not just choosing a financial partner. They are
becoming part of a larger purpose. Every relationship
contributes towards building a better society.

In a crowded BFS| market where products can often look
similar, purpose creates a far deeper emotional connection
than just transactional banking.

Q - In a category where most players converge on similar
value propositions, what is your core narrative that truly
sets Equitas Small Finance Bank apart?

Our product philosophy has always been centred around
the family, not just the individual customer.

Across our Mass Affluent, Affluent and HNI programs, we
have consciously designed propositions that extend
benefits to the entire family ecosystem rather than limiting
privileges only to the primary account holder. We believe
banking relationships today are deeply interconnected,
and products must reflect that reality.

Beyond core banking, we also focus heavily on curated
value-added services through strategic partnerships.
These offerings span lifestyle, wellness, wealth and
everyday conveniences, often at complimentary or highly
preferential pricing.

Devon Bhandary,
Head Product & Digital Acquisition,
Equitas Small Finance Bank Ltd

The idea is simple: customers should experience tangible
valug beyond traditional banking products, making the
overall relationship with Eguitas more meaningful and
differentiated.

Q - With rising digital focus and its challenges, how are
you balancing scale with quality?

Digital acquisition is ultimately a journey of continuous
learning and evolution. We launched our digital
onboarding platform, Selfe, during the COVID period, and
that gave us significant early insights into customer
behaviour, fraud patterns and onboarding journeys at
scale.

One of the key shifts we made was moving from a web-led
onboarding journey to an app-led ecosystem. This
allowed us to implement stronger controls through SIM
and device binding, significantly reducing the possibility of
multiple or non-genuine account openings from the same
device.

At the same time, we have
strengthened backend checks and
risk filters to ensure customer
quality while  keeping the
onboarding experience intuitive
and friction-light.

For us, the focus is not just on
driving volumes, but on building
sustainable, high-guality digital
relationships. The effort is always to
strike the right balance between
customer convenience, scale and

risk discipline.
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Transforming Organic Visibility:
FTA Global’s SEO Growth
Framework for ManipalCigna
Health Insurance

: ehaviour becomes increasingly central to customer acquisition in the insurance sector, brands are under

pressure lu strengthen their visibility across highly competitive digital ecosystems. For health insurance providers,

-:1 scoverability across informational, transactional, and comparison-led searches plays a critical role in attracting
high-intent users and driving quality leads

ManipalCigna Health I":E.-_:r;-;r'c= partnered with FTA Global to improve its organic visibility, strengthen non-branded
keyword rankings, and scale qualified user acquisition through a structured SEO transformation strategy.

‘What was the challenge?

ManipalCigna Health Insurance was operating in a highly competitive search environment where insurance-related
SERPs were dominated by aggregators, large publishers, and established financial brands. While the company had a
strong digital presence, visibility across non-branded transactional keywords remained limited, reducing opportunities
o attract users act wfh searching for health insurance solutions.

The website also faced technical SEO challenges impacting crawlability, indexation, and overall search performance.
Content gaps across TOFU, MOFU, and BOFU stages limited the brand's ability to engage users throughout the entire
customer journey. In addition, fragmented internal linking structures affected topical relevance across key insurance
L‘-dt::.]tll'l-:‘-b.

The objective was not just to increase traffic but to improve direct and organic users through high-intent SEQ strategies
that could contribute meaningfully to lead generation and business growth.

The FTA Global Approach

FTA Global approached the project using its

A

three-step framework of Assessment, Solution
Framing, and Co-Craation.

The team began with a comprehensive SEQ audit
to evaluate technical ¢ rmance, K
visibility, content effectiveness, and competitor
positioning. search intent analysis was conducted
to identify opportunities across transactional,
informational, and comparison-based health
insurance queries.

FTA Global also analyzed crawlability issues,
duplicate cantent risks, p perfermance gaps,
and internal linking inefficiencies impacting search
discoverability. Competitor benchmarking further
helped identify ranking gaps and content
apportunities across pricrity insurance categories.

i}
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Solution Framing:

Based on the findings, FTA Global developed a multi-layered SEO strategy focused on visibility, topical authority, and
qualified traffic acquisition.

The team implemented on-page SEDQ optimization across product, category, and blog pages while aligning keyword
mapping with search intent and funnel stages. Existing content was refreshed to improve rankings for declining pages,
while new informational and comparison-focused content was developed to strengthen TOFU, MOFU, and BOFU
coverage.

Metadata optimization, FAQ recommendations, and schema opportunities were introduced to improve click-through
rates and search relevance. Internal linking structures were also optimized to strengthen topical relationships across
health insurance categories.

From a technical SEQ perspective, FTA Global identified and resolved issues related to redirects, 404 pages,
canonicalization, crawl budget optimization, and mobile performance. Structured data opportunities and page speed
improvements were also recommended to strengthen technical SEO health.

The strategy extended beyond website optimization through Quora and Reddit initiatives, organic backlink creation, and
AEQ/LLM SEO planning to strengthen discoverability across evolving search ecosystems
The Impact

The SEO transformation delivered substantial improvements in organic visibility, non-branded keyword performance,
and gualified traffic acquisition for ManipalCigna Health Insurance.

Enhanced rankings across priority health insurance keywords improved discoverability for both informational and
transactional queries. Funnel-focused content optimization and stronger internal linking contributed to higher
engagement and improved user journeys across the website.

Technical SEQ enhancements strengthened crawl efficiency and overall website health, while expanded content and
backlink initiatives improved the brand's authority across competitive insurance categories.

The project demonstrated how a structured SEO framework can evolve from a visibility initiative inte a scalable
acquisition engine for BFSI brands.

The Bigger Picture

FTA Global's collaboration with ManipalCigna Health Insurance highlights how enterprise SEO has evolved into a
strategic growth function for modemn financial services brands. In today's insurance ecosystem, organic acquisition
depends not only on rankings but also on technical trust signals, search intent alignment, and content depth.

By combining technical SEO, content intelligence, community-led discoverability, and future-focused AEO strategies,

FTA Global helped build a scalable organic growth framework designed for sustained visibility and high-intent
acquisition.

Business Impact

ManipalCigna Health Insurance strengthens organic acguisition through strategic SEO transformation

Organic & direct Non-branded Google Search Keywords ranking
usars dlicks recorded Consaole impressions within Top 3 positions
90.2% 409.9% 2,105% 360.6%
Increased Growth Graled Increased
Growing from 103.5K in Increasing from 28.4K to Growing from 2.1 million to Improving from 33 keywornds to
September 2025 to 144.8K and contributing 46.3 million impressions 152 keywords betwesn
196.81 in April 2026, significantly to overall organic through expanded keyword September 2025 and April
acquiaition growth. visibility. 2026,
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BEYOND
BLACK & WHITE,
THERE’S MORE
TO MONEY
YOU MANAGE.
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In BFSI, persuasion is not the starting
point-trust is. And trust is never created in a
single moment; it is accumulated across every

mvastmant daclslun is even made. Hyhnd
1A Namanc ""&i t _!‘ ‘1



The Future of Mutual
Fund Marketing Will
Be Built on Trust,
Not Noise

0. How does PPFAS maintain its long-term investing
philosophy amid rapid digital engagement? Shailendra Pandey,
GMO and Head - Corporate

Communications at PPFAS
Mutual Fund

Q. How should traditional AMCs respond to the rise of
finfluencers and social investing communities?
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Q. How does PPFAS approach marketing differently Q. How do you see mutual fund marketing evolving in an
during both bullish cycles and volatile market phases? Al-led and digital-first environment?

Q. How is PPFAS using educational and insight-driven
content to strengthen investor relationships beyvond
product communication




How PolicyBoss Is
Building a More
Customer-Centric
Insurance Journey

In an exclusive interaction with Varun Kaushik, Executive Vice
President | CMO & Head of Digital Experiences, we discussed
how the BFSI industry is evolving from transactional selling to
relationship-driven engagement. From customer-language-led
communication and advisory-first aggregation to Al-led efficiency
and consent-driven marketing, Varun shares how PolicyBoss is
building a more contextual and customer-centric ecosystem

across the insurance journey.

Varun Kaushik,

Executive Vice President |

CMO & Head of Digital Experiances
at PolicyBoss

Q. How do you interpret BFSI's transition from transactional selling to
relationship-driven engagement?

| see this shift as a move from product-led selling to customer-language-led
engagement.

For the longest time, BFS| communication has largely spoken from the
company's side through product features, premium, returns and offers. But
customers think in terms of life stages and real situations such as buying a
car, protecting a family, planning for children or preparing for retirement.

If brands genuinely want to create a pull market, they have to speak the
language of the customer across these life stages. A customer should be
able to answer basic questions independently, in simple language, without
jargon or being forced into a sales conversation too early.

This does not reduce the importance of human advice. But access to
knowledge cannot be locked behind personal imteraction alone. The
customer journey has to be re-engineerad so that clarity is available before
the sale begins.

The real opportunity is to reduce confusion. Relationship-driven
engagement begins when a brand helps the customer understand better
and make a more informed decision.



Q. How is PolicyBoss redefining its role beyond being a
comparison platform?

The first phase of aggregation was comparison, and that
itself was valuable because custormers got access to
multiple options in one place. But today, comparison alone
is not enough.

At PolicyBoss, our philosophy is clear: Comparison +
Convenience + Advisory = PolicyBoss.

Comparison gives choice. Convenience makes the journay
easier. Advisory helps the customer choose better because
the cheapest product is not always the most suitable
product.

Our role is to simplify decision-making without
oversimplifying the product itself. Two insurance plans may
look similar on premium, but the real difference may lie in
coverage, exclusions, add-ons, claim process or suitability
to the customer's actual risk.

PolicyBoss operates across both  India-first agency
distribution and B2C priorities. India still needs assisted
jouneys and local trust, while also expecting digital
convenience and transparency. That is the bridge we are
building.

For customers, this means clearer discovery, easier
comparison and stronger support across the lifecycle. For
PoSP partners and advisors, it means better tools, renewal
support and faster business realisation.

Features like Sync Contacts, Live Brokerage and InstaPay
are examples of this thinking. They help partners identify
oppartunity, understand earning potential and stay
motivated through faster commission realisation.

Q. Where are you seeing the biggest impact of Al and LLMs
in BFSI communication?

The most practical impact of Al is in converting complexity
into usable action.

BFS| has complexity at every level including product
wording, underwriting rules, exclusions, eligibility and
compliance sensitivity. Earlier, converting all this into simple
communication depended  heavily on  individual
interpretation. Al and LLMs are helping improve that in a
practical way.

| see impact in four areas: communication guality, campaign
productivity, partner enablement and internal efficiency.

Technical inputs can now be converted inte simpler
customer or partner-facing language much faster. Teams
can create FAQs, scripts and content variants at better
speed. In a PoSP-led ecosystem, Al also helps convert
business inputs into communication that partners can
actually use.

At the same time, BFSI cannot use Al casually. A wrong
explanation in insurance can create wrong expectations
and claim-time friction. S0, human judgment and
compliance review remain non-negotiable.

For me, Al is not replacing marketing thinking. It is
improving the speed, structure and consistency of
marketing thinking.

Q. How is increasing focus on data privacy reshaping
BFSI marketing?

Data privacy is making marketing more disciplined,
and that is a good development.

For too long, data was treated mainly as a lead source.
In BFSI, that view has to change because customer
data carries responsibility. In this industry, data is not
only a marketing input. It is a trust asset.

The guestion is no longer only about how many people
brands can reach. It is about having the right consent,
context and value before reaching a customer.

This shift will reduce noise and improve relevance.
Customers will engage more openly with brands that
respect their information and use it to create value, not
pressure.

The future of BFSI marketing will be more consent-led,
contextual and accountable.

= ¥ -
e

Q. How do you measure marketing effectiveness
beyond immediate conversions?

Immediate conversion is important, but it cannot be
the only measure in BFSI.

Many custormers do not decide instantly. They
compare, discuss with family, speak to advisors or act
only when a life event creates urgency. So, if we
measure only instant conversion, we miss a large part
of marketing's real impact.

| look at effectiveness across the full journey. Are we
attracting the right audience? Are leads becoming
more gualified? Are drop-offs reducing? Are renewals
improving? Partner productivity is also a key measure,
because if marketing helps a PoSP identify the right
opportunity and convert better, that is a real business
outcome.

Good BFS| marketing should not only create demand.
It should reduce Iinformation gaps, make
decision-making easier and improve confidence
across the ecosystem. That is when marketing
becomes a business growth system, not just a

campaign engine.
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Beyond Protection:
How Insurance
e e i Brands Are Building

major life event triggers urgency.

How is Awviva India building

stronger everyday relevance Eve Wd ay Relevance
through its brand and content

strategy?

Q. Aviva India has consistently invested in purpose-led and emotionally driven
campaigns over the years. How do you balance emotional storytelling with
performance-focused marketing outcomes?

Q. From a marketing perspective, what are the biggest behavioural barriers
preventing faster adoption today?
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(. As data-driven marketing becomes more
central in BFSl, how do vyou ensure
personalisation enhances customer experience
without making communication feel intrusive?

Fersonalisation must feel like care, not
surveillance. At Aviva India, we use data-driven
personalisation to understand life stages and
aspirations, whether someone is starting a family,
focusing on health, or planning retirement.

Our communications are designed to feel like
timely advice from a trusted partner. Transparency'
and consermt are central to this approach.
Customers know why we're reaching out, and they
see the value in what we share. For example,
through the Aviva Wellness360 App, customers
e personalised wellness insights that fee
empowering rather than intrusive.

re

When personalisation 15 rooted in empathy and
genuine utility, it strengthens trust and deepens
relationships. It's not about data for data's sake;
it's about using insights to show customers we
understand them, and that we're here to support

their journey.

(. Search engineering is reshaping how
consumers discover and trust insurance brands
across Al answers and conversational search
journeys. How is Aviva India adapting its content
and digital strategy?

Search behaviour in insurance s undergoing a
major transformation. It is rapidly shifting from
keyword-based discovery to Al-led,
conversational journeys where consumers expect
instant, trusted, and highly personalised answers
which are conversational and deeply human.

At Aviva, our approach begins with simplifying and
restructuring content for conversational discovery.
We are optimising product information, FAQs,
content, and customer educatior
journeys to align with how users naturally ask
guestions in Al-powered search environments and
voice-led interactions. This includes creating
intent-driven, customer-centric content that
Moy vizibility across search engines, Al
summaries, and digital assistants. In other words,
we are speaking the language of our customers,
not the language of algorithms.

rust, however, remains the comerstone of discovery. Aviva
India's strong claim settlement ratio plays a crtical role in
reinforcing customer confidence and brand credibility. By
prominently highlighting claim settlement performance, service
reliability, and customerfirst experiences across our digits
platforms, we aim to build stronger reassurance for consumers
evaluating insurance brands onl

For us, adapting to search engineering is not just about being
found; it's about being belisved. By combining conversations
content with proof of reliability, we ensure that when customers
search for answers, they don't just discover Aviva India; they
discover a brand they can trust to protect what matters most.

Harshit Agrawal
Harshit Agrewal, Head of Marketing
at Awviva India Life Insurance
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To scale your industry, FTA Performance Labs
continuously scans the digital ecosystem,
identifying the opportunities that matter most
- and acting on them with precision. So when
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From Credit Access
to Customer Trust:
The Evolution of
Digital Lending

strategy today?
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Rahul MNair,
SVP - Marketing &
Bussiness at FatakPay

Q. What are the biggest challenges in standing out while building long-term
consumer trust?

The biggest challenge in digital lending today is that many brands are
communicating similar promises such as quick loans, easy access, minimal
documentation and instant disbursal. These are important strengths, but when
every player speaks the same languags, it becomes difficult for customers to
differentiate one brand from another.

For us, the challenge is not just to stand out but to stand out responsibhy.
Lending is a high-trust category. A customer is not simply buying a product;
they are making a financial decision that can impact their monthly cash flow,
repayment behaviour and credit score. Therefore, marketing cannot be built
only around speed or convenience. It also has to create clarity, confidence and
a sense of guidance.

At FatakPay, we look at trust as something built across the entire customer
journey. This includes how clearly we communicate before a customer takes a
loan, how we remind them about due dates, how we encourage good
repayment behaviour and how we reward responsible financial actions.

The marketing challenge is to balance acquisition with responsibility. In the long
run, that is what helps a fintech brand move beyond being another lending app
and become a trusted financial partner.

Q. How are you balanecing custormer acquisition with long-term
engagement and retention?

Customer retention is extremely important in fintech because
most lending products can look similar from the outside. If
engagement is not built into the customer journey, there is a real
risk of losing a customer whom the businesas has spent significant
effort and resources to acquire.

At FatakPay, our approach is that while customers may first come
to us for access to credit, they should continue with us because
of the service, value and trust they experience over time.

A large part of this comes from improving the post-acquisition
journey. For example, many customer queries are around bill
dates, due amounts, repayment timelines, or simple app-related
issues. Earlier, these were largely handled through conventional
support processas, where wait times and connectivity could
affect the experience. Today, we are using agentic calling and
Al-led email responses to resolve standard queries faster,
ensuring customers get timely answers without unnecessary
friction.

We also focus heavily on proactive communication, ensuring
customers are informed about upcoming bill dates, due
payments and repayment-related actions so they do not miss
important timelines or negatively impact their bureau score.

Beyond service, we are building engagement through our
WhatsApp community, where customers receive simple financial
awareness content, updates, and guidance. We are also
exploring tools such as expense tracking, loyalty rewards, and
small in-app games connected to financial behaviour, so
customers can understand money better while engaging with the
platfarm.

For us, acquisition and retention are not separate strategies.
Acquisition brings customers into the ecosystem, but trust,
education, service and ongoing value determine whether they
choose to stay.
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From Transactions to Trust:

How BFSI Marketing is Being
Rewired by Data, Al, &
Customer Context

The BFSI sector is undergoing a structural

shift in how it approaches marketing.
ead generation is now be
long-term customer engagement. Finar

Wi

3 are no longer competing anly on interest rates or product features.

are competing on expenence, credibility, a

d their ability to anticipate

customer needs in real time.

At the center of this shift is the move from product-led communication to
customer-led ecosystems. Traditionally, marketing strategies in
banking, insurance, and financial services revolved around pushing

. Today,

specific products such as loans, credit cards, or polic

ages

the focus is on mapping customer journeys across

planning wealth management, the
brands to understand intent and

communication at every touchpoint.

This evolution is being powered by but not in the
way it was previously understood. Access to d
longer a competitive advantage. The real differentiator
lies in how effectively brands can unify, interpret, and
activate that data. First-party data, su

CONSe

I3 N0

yported by

it-driven frameworks, s becoming the
backbone of modern BFS|I marketing. Financial
institutions are

custiomer

in  building unified

views through data platforms that allow
them to move from static segmentation to
dynamic, real-tin

shifting from data collection to data intelligence.

gagement. The challenge is

Yatin Bhasin,
VE, Sales & Marketing, FTA Global



Artificial intelligence is accelerating this transformation. Al is no longer limited to backend optimization or media
efficiency. It is actively shaping customer experience. Predictive analytics is enabling financial brands to identify
potential churn, recommend next-best products, and assess risk with greater accuracy. At the same time, large
language models are redefining how institutions interact with users. From intelligent chat interfaces that provide
contextual financial guidance to automated content generation that maintains compliance standards, Al is enabling
scale without compromising personalization.

However, as technology becomes more sophisticated, the role of content is becoming more critical. BFSI has always
baen a trust-driven category, but the way trust is built has changed. Customers today are more informed and more
cautious. They expect transparency, clarity, and value before making financial decisions. This is where content-led
strategies are gaining prominence. Educational content, financial literacy initiatives, and simplified storytelling are
replacing hard-sell tactics. Brands that invest in helping customers make better decisions are the ones that are earning
lang-term loyalty.

t the same time, marketers must operate within an increasingly complex regulatory envircnment. With evolving data
protection frameworks such as the Digital Persaonal Data Protection regulations in India, the emphasis on privacy and
consent is stronger than ever. This is pushing BFS| marketers to rethink their approach to personalization. It is no longer
about how much data can be collected, but how responsibly it is used. Transparent communication, clear consent
mechanisms, and ethical data practices are becoming integral to brand perception.

Another critical shift is the nomalization of omnichannal engagement. Customers do not differentiate between digital

and physical touchpoints anymore. They expect a seamless experience whether they are interacting through a mobile

app, visiting a branch, or speaking to customer support. For BFS| brands, this means integrating their marketing,

technology, and service layers to ensure consistency. Omnichannel is no longer a differentiator. It is a baseline
expectation.

From a performance marketing perspective, this transformation is also redefining success metrics. The focus is
gradually moving from short-term conversions to long-term value. Metrics such as customer lifetime value,
engagement depth, and retention are gaining importance alongside traditional acquisition KPIs. This requires
a more integrated approach where media, data, and content strategies work in tandem rather than in silos.

At FTA Global, this shift is reflected in how marketing ecosystems are being built for BFSI clients. The focus is
on unifying data sources, enabling real-time decision-making, and creating content frameworks that align with
both customer intent and regulatory requirements. Performance marketing is no longer seen as just a lead
generation engine but as a driver of measurable trust and sustained engagement.

Looking ahead, the future of BFSI| marketing will be defined by the ability to balance technology with human
insight. While Al and data will continue to enhance efficiency and scale, trust will remain the ultimate

differentiator. Brands that can simplify complexity, communicate with clarity, and deliver consistent value across

the customer lifecycle will emerge stronger in an increasingly competitive landscape.
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Trust,
Simplicity and
Speed Are Defining
the Future of Digital
Insurance

O - Axis Max Life has been strengthening its
digital-first insurance ecosystemn in recent
years. How is this shift changing your overall
marketing and customer acquisition strategy?

Sameer Jain,
Head of Ecommerce & D2C at
Axis Max Life Insurance
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Q - What are the biggest challenges in  driving
direct-to-consumer adoption in life insurance?

Life insurance has historically been relationship-led, with
advisors playing a critical role in building trust and
helping customers make decisions. While more
customers are now comfortable buying onling, including
a growing base of DIY buyers, driving D2C adoption
comes with unique challenges.

The first is creating a compelling reason to buy onling.
Unlike many categories where online purchases are
driven by discounts or pricing advantages, insurance
pricing remains largely consistent across channels.
Therefore, digital channels must create value through
canvenience, transparency, control and speed.

The second challenge is replacing a relationship-led
sales experience with a digital experience that can
independently build trust. Custemers must understand
the product, compare options, evaluate riders and make
a long-term financial decision without feeling uncertain.

The third challenge is simplifying the category itself.
Insurance still contains  significant  jargon  and
complexity. As marketers, our role is to simplify

benefits, riders, terms and exclusions so customers
can make informed decisions with confidence.

Q. How is Axis Max Life redesigning digital
experiences to improve engagement and
conversion?

Today's consumers benchmark every experience
against the best digital journeys they use daily.
Categories  like quick commerce have

fundamentally changed expectations around
speed, convenience and control.

In life insurance, the online jpourney has two

parts. The first is the purchase journay,
where customers select a plan, enter details,
review the propesition and make payment.
Significant progress has already been made
in simplifying this stage.

The second part is onboarding and

issuance, which remains more complex.

This includes proposal forms, health and

financial disclosures, KYC, income

validation, medical tests and underwriting
decisions.

At Axis Max Life, we have been focused on reducing
the time taken from intent to policy issuance. We have
made strong progress by digitising KYC, using account
aggregator-based journeys, enabling CIBIL and
payment-data-led income assessments, and reducing
the need for physical documentation for many
customers. For a large section of customers, KYC and
income validation can now be completed digitally, with
minimal additional documentation. In many cases,
medical tests are the only remaining physical or relatively
cumbersome step in the joumey.

The focus going forward is to compress this journay even
further through data, analytics, automation and better
experience design, reducing customer effort while
Improving transparency and speed.

Q. How are content and performance marketing working
together to influence insurance purchase decisions?

Insurance is a high-consideration category, and many
customers conduct extensive research before they even
visit a brand website. This makes the awareness and
consideration stages particularly important.

Our performance marketing strategy therefore extends
beyvond bottom-funnel acquisition. While we continue to
focus on high-intent users, we also invest in building
awareness and nurturing demand much earlier in the
journey.

Content plays a critical role. We have invested heavily in
organic  social media, educational content and
influencer-led communication. Insurance becomes easier
to understand when explained through real-life situations,
lecal context and simple language.

Influencer partnerships have been particularly effective in
translating complex product propositions into relatable
conversations. Vermacular content is also a key part of our
strategy. Through regional influencer collaborations
across languages such as Tamil, Telugu and Kannada, we
create communication that is not just translated but
contextualised for local consumers, helping build trust
and consideration more authentically.

0. How is Axis Max Life adapting to Al-led search and
conversational discovery?

Generative Engine Optimization is becoming an important
new frontier as a portion of long-tail search behaviour
shifts from traditional search engines to  Al-led
conversational platforms.

Earlier, customers searched across multiple websites and
comparison platforms. Today, many nuanced insurance
guestions are being asked directly to Al assistants. These
users are often highly researched and closer to purchase,
making this an important shift in consumer behaviour.

Our approach is to strengthen both traditional SEO and
Generative Engine Optimization by creating content that
is useful, accurate, structured and genuinely helpful. We
are also expanding our préesence across third-party
platforms, communities, forums and credible content
destinations.

While the discovery landscape is becoming more
complex, the fundamentals remain unchanged. K we
create transparent, customer-first experiences and
content that genuinely helps consumers make decisions,
we improve our chances of being surfaced across both
search engines and Al-led answer platforms.




Why Trust And Education
Are Redefining Global
Wealth Marketing

As global investors seek greater access to international wealth opportunities, marketing is evolving beyond product
promotion towards education, credibility and long-term engagement. We spoke with Joydeep Sanyal, Senior Vice
President and Head of Marketing at Kotak International, about how the role of marketing is changing in global
financial services. From building investor confidence and digital-first engagement to Search Engineering and Al-led
discovery, he shares how trust and expertise are becoming the cornerstones of modern wealth marketing.

Q. How has marketing evolved
in building awareness around
international fund management
solutions?

The role of marketing in
international fund management
and wealth has evolved
meaningfully, from product
communication to a more
strategic function anchored in
education, trust and access.

Earlier, marketing focused on
product features, returns and
distribution. Today, the
challenge has shifted towards
category-building. Investors are
asking deeper questions: Why
India? Why now? How can |
access it efficiently?

Marketing, therefore, plays a
critical role  in simplifying
complexity by explaining macro
narratives, requlatory
frameworks and access routes,
while building confidence
through thought leadership.

Trust has also become central.

In global financial services,
marketing must communicate
credibility, governance and

investment discipline. It helps
position markets like India not
just as emerging opportunities,
but as credible, investable
destinations.

There has also been a shift from
campaigns to always-on
engagement. Through research,
insights and digital platforms,
marketing now supports the
entire investor journay.

Utimately, the shift is clear:
from awareness to confidence.

Education first, trust always.
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Q. How do you approach communication in a category
that requires a high degree of education and trust?

In categories like wealth and cross-border financial
services, trust is foundational. A useful principle here is:
educate first, advise second, and promaote last.

For global investors and internationally mobile clients,
engagement often begins with understanding the market
itself, its growth trajectory, regulatory landscape,

and investment frameworks before any discussion

on solutions.

A structured communication
approach typically rests on a few pillars:

Simplifying Complexity:
Translating intricate concepts into clear, relevant insights
through research, outlooks, and expert perspectives.

Thought Leadership First:
Prioritising insights and context over product messaging,
helping clients build understanding before evaluating
solutions.

Institutional Credibility:

Consistently communicating governance,
process  strength, and long-term
discipline.

. 4 N
Cunfldet!ce over : N
Persuasion: \

Enabling infarmed

decision-making through . \\
balanced, transparent 1
communication of both k . .

opportunities and risks.

Uiltimately,
communication in  this
space is less about selling
and more about enabling
clarity, confidence, and
informed participation.

Marketing doesn't
create trust; it nurtures it

through consistency
and credibility
aver time.



Q. How is marketing strategy adapting for increasingly
digital-first global customers?

Digital-first is not just a shift in channels. It is a shift in
how clients discover, evaluate and engage. Investors
today expect the same level of accessibility, relevance
and ease from financial services as they do elsewhere.

Three key shifts are shaping this evolution:

Continuous Engagement:

Client interactions are no longer episodic. Marketing has
moved towards always-on engagement through insights,
thought leadership and digital touchpoints across the
investor journey.

Audience Precision:

Global audiences are diverse, ranging from institutions to
family offices and individuals. Digital platforms enable
moare targeted, segment-specific communication, making
interactions more relevant.

Digital Experience:

Clients increasingly prefer to research and engage
digitally befare speaking to anyone. This places greater
emphasis on intuitive platforms, seamless onboarding
journeys and accessible content.

At the same time, there is a growing demand for digital
access to global opportunities, where convenience must
coexist with trust and advisory.

Utimately, while delivery is digital, the objective remains
human: building relationships, delivering wvalue and
enabling confident decisions.

Joydeep Sanyal,
Senior Vice President
and Head of Marketing
at Kotak Internaticnal

Q. How is marketing adapting to Search Engineering and
Al-led discovery?

The way affluent clients discover and evaluate financial
solutions is evolving from traditional search to Al-driven,
intent-led discovery. Investors today are not just
searching for products; they are seeking answers,
insights and trusted guidance.

This is shifting marketing towards three important
changes:

From Search to Intent:

Clients explore broader themes such as diversification,
global investing and access to specific markets. Content
needs to address these underlying needs rather than
product-level queries.

From Visibility to Gredibility:

Discoverability increasingly depends on the quality and
relevance of content. Research, insights and explanatory
content play a critical role in building trust.

From Channels to Experience:

Every interaction, whether through search, Al interfaces
or digital platforms, contributes to perception.
Consistency in tone, clarity and credibility becomes
essential.

In this environment, trust becomes the key differentiator.
While discovery mechanisms continue to evolve, investor
gxpectations remain constant: clarity, confidence and
credible guidance.

Q. In a category where many offerings appear similar,
how does one differentiate effectively?

In international financial services, differentiation is rarely
created. It is revealed, articulated and consistently
deliverad. Many offerings may appear similar, but what
sets Institutions apart is how clearly their strengths are
understood and experienced.

Differentiation often begins with authenticity, focusing on
real strengths such as domain  expertise, global
capabilities, governance and client-centricity.

A few principles are useful in shaping differentiation:

From Products to Perspectives:

Clients increasingly wvalue insight and context over
product features. Thought leadership and research help
build credibility and relevance.

Audience-Centric Communication:

Different investor segments perceive value differantly,
and communication needs to reflect what matters most
to each.

Consistency Across Touchpoints:

Differentiation is built over time, not through a single
campaign, but through every interaction across reports,
platforms, events and conversations.

Ultimately, differentiation is less about what is stated and
more about what is consistently experienced.
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Accelerating App Discoverability:
FTA Global’s ASO Framework
for (2) Paisa247

What was the
challenge?

Palsa?47 was operating In a highly
competitive fintech category where multiple
loan and personal finance applications were
targeting similar user intent. Although the
platform offered a seamless borrowing
experience, install growth remained limited
due to discoverability challenges within the
app marketplace ecosystem.

The brand needed a structured ASO strategy
that could improve keyword visibility,
strangthen conversion rates from app store
visits to installs, and enhance owverall
marketplace performance. At the same time,
maintaining app stability and improving user
perception became equally important in
building trust among potential users.
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.~ The FTA Global Approach

Assessment:

The team began by analyzing Paisa?47's app
marketplace performance, including keyword rankings,
user engagement patterns, ratings, and conversion
trends across the Google Play Store. Search intent
analysis helped identify high-opportunity keyword
clusters related to instant loans, personal finance, and
digital lending solutions.

FTA Global also assessed user reviews, feedback
patterns, ANR rates, and crash metrics to identify areas
affecting user experience, retention, and discoverability.

The Bigger Picture

FTA Global's collaboration with Paisa247 highlights how
app discoverability has evolved beyond rankings into a
strategic growth function for digital-first financial brands.
In an increasingly competitive fintech ecosystem,
sustained install growth depends on a combination of
search visibility, user trust, app stability, and localized
engagement.

By combining search intelligence, conversion
optimization, user sentiment management, and
technical monitoring, FTA Global helpad build a scalable
ASO framework designed for continuous growth. The
result is a mobile acquisition strategy that adapts to
changing user behaviour while strengthening long-term
marketplace performance.

FTA Global approached the challenge using its three-step framework of Assessment,
Solution Framing, and Co-Creation

Solution Framing:

FTA Glebal implemented a data-driven ASO strategy to
improve keyword visibility, app discoverability, and
install conversion rates. Through continuous A/B testing
of app titles and descriptions, the team optimized
search performance. Localized store listings and refined
review response templates enhanced regional reach and
user engagement. Alongside ASO, FTA Global
continuously monitored ratings, user feedback, ANR
rates, and crash metrics to improve app stability,
delivering a seamless user experience while
strengthening overall app performance.

The Impact

Within 10 weeks, Paisa247 achieved significant growth
in organic installs through a focused ASO strategy.
Improved keyword visibility, optimized app store
listings, and localized content strengthened
discoverability across high-intent fintech searches.
Structured review management enhanced user
engagement, while continuocus monitoring of app
stability metrics supported a smoother user experience
and better retention. The campaign demonstrated how
ASO can become a scalable organic acquisition engine
for fintech brands.

Business Impact

Paisa247 accelerates organic install growth through ASO-led discoverability

13.5% 31.5% 56.2%
groath in inatalis roth in inatals growth in instalis
increasing from the reaching 30,385 installs scaling to 35,881
baseline average of through improved keyword installs within just
23,116 installs to visibility and optimized 10 weeks of
26,238 installs. store performance. execution.
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. -~ A COLOURFUL
BRAND VOICE
‘IS ALWAYS *
FRUITFUL.
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In BFSI, where :mary'brand promises security,
growth, and trust, standing out is not a luxury. It's a
necessity. FTA Creative Labs helps financial brands
build distinctive identities, memorable narratives,
and unmistakable voices that earn attention, build
trust, and stay relevant long after the first interaction.

/fta.creativelabs



How Fino Payments Bank
Is Making Banking More
Accessible, Trusted & Local

(- Fino Payments Bank has played a significant role in expanding access to
banking services across underserved markets. How has marketing evolved
alongside India's financial inclusion journey?




Q. How has Fino's phyaital model shaped Q. What continues to differentiate Fino Payments
customer engagement? Bank in a highly competitive market?

0 - What role should banks play in improving financial literacy?

Q. How is Fino adapting its content strateqy for
Al-led search and Search Engineering?

Prashant Choudhari,
Head of Marketing at Fino
Payments Bank
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FTA Global: A Year of Building
the Future of Marketing

From Vision to Momentum

In just twelve months, FTA Global has evolved from &
bold idea into one of India's fastest-growing Al-native
marketing companies. What began as a wvision to
redefine how brands achieve visibility in an Al-drven
world has grown into a thriving ecosystem of
technology, talent, and innovation.

The company's first year has been marked by rapid
growth and strong market acceptance. FTA Global
partnered with more than 100 brands across
industries, including BFSIl, healthcare, Saas,
education, retail, entertainment, and consumer
technology. More importantly, it established itself as a
trusted growth partner for enterprises navigating the
changing landscape of search, discovery, and
customer acquisition.

Building for the Al Era

At the heart of this growth is FTA Global's proprietary
Search Engineering™ framework, a next-generation
approach that goes beyond traditional SEO to help
brands become visible across search engines, Al
assistants, and emerging discovery platforms.

As consumer behaviour increasingly shifts toward
Al-powered answers and conversational search, FTA
Global positioned itself early as a company built for
the future. By combining strategic thinking,
technology, and execution, the company helps brands
remain discoverable across both traditional and
Al-driven search ecosystems

Creating an Integrated Marketing Ecosystem

Delivering Measurable Impact

The numbers tell a compelling story. FTA Global generated
mare than 20 million new monthly organic visits for clients,
tracked over one million prompts through its wvisibility
platform, and addad more than 10,000 new prompts to its
Al intelligence ecosystem. These efforts contributed to
more than $10 milllon in additional client revenue while
helping brands strengthen their digital presence and
maximise marketing performance.

Building More Than a Business

Beyond client success, FTA Global invested heavily in
community building and industry education. The company
organised the Marketing Stack Global Summit, published
15 Industry playbooks, produced 35 podcast episcdes,
distributed more than 500 copies of its magazine,
addressed owver 1,000 students through educational
initiatives, and built a growing community of over 500
CMOs and 1,000 marketers.

Looking Ahead

The people behind FTA Global remain its greatest strength.
In just one year, the company grew into a tean of more than
80 professionals spanning Search  Engineering,
performance marketing, creative strategy, Al research,
automation, and enterprise growth.

As FTA Global enters its second year, the mission remains
unchanged: helping brands win visibility in an increasingly
Al-driven world. The first year was about building the
foundation. The next chapter is about scaling globally,
advancing Al-powered marketing innovation, and shaping
the future of brand discovery.

Ower the last year, FTA Global launched six specialised business verticals: FTA Search Labs, FTA Tech Labs, FTA
Demand Labs, FTA Performance Labs, FTA Creative Labs, and FTA Prime. Together, they form a connected Marketing
Operating System designed to deliver measurable business outcomes.

The company also introduced FTAMisibility, an Al visibility intelligence platform that helps brands understand and
improve their visibility across Al-powered search engines and answer platforms.

Our Clients at a Glance
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Qur Brand Team

To know more about FTA Global’s specialisation,
reach out to the FTA Team now.

D +91 95389 09513

> marketingettagiobal.in +91 81234 47058




Stay connected for the latest insights, updates,
and innovations from the world of marketing.

B ©FTA-Global In ftaglobal @ firetheagency



