
International Journal of Research Publication and Reviews, Vol (6), Issue (6), June (2025), Page – 8728-8729                                      

 

International Journal of Research Publication and Reviews 

 

Journal homepage: www.ijrpr.com  ISSN 2582-7421 

 

 

Marketing Strategies and Barclays India's market status 

Prateek Gupta 

BBA - Galgotias University 

Enrollment Number: 22041010004 

Abstract 

This paper delays the marketing strategies and brand positioning efforts of Barclays India. This shows that the bank effectively focuses a strong customer to 

remain competitive in digital tools, targeted performance marketing and financial sector. Research uses both first-hand and published data to understand that 

barclays, brand communication, customer connect and its marketing. The study found that the ongoing digital innovation, personal services and moral marketing 

are important for the continuous success of the Barclays. 
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1. Introduction 

The Barclay India is the Indian division of the Barclay PLC, a prominent player in Global Financial Services. As the digital economy develops, 

Barclays India has extended to innovative marketing that mixes customer insights, new technologies and modern strategies. This study sees how the 

bank keeps itself in the Indian financial market by using techniques such as Artificial Intelligence, CRM system and individual branding to add better to 

its customers. 

2. Literature review 

Recent research in financial marketing highlights digital changes, customer experience and increasing importance of large data. Studies of McInsey and 

Deloite suggest that individual institutions focus on individual, customer-focused strategies often see high loyalty and profitability. Barclays follows a 

similar path by integrating digital channels, brand consistency and data analytics to build a strong market appearance. 

3. Research system 

A combination of qualitative and quantitative methods was used for this study. Surveys were conducted among the customers of Barclays India, and 

interviews were conducted with marketing professionals in the bank. Additionally, the company's report, marketing magazines and online sources were 

analyzed. Random sampling was implemented to customer surveys, while objective sampling was used for expert interviews. Both statistical and 

theme-based devices were used to explain the data collected. 

4. Data analysis and observation 

• Barclays uses CRM tools and data analytics to make smart marketing decisions. 

 

• Response and customer profiles help create more targeted and relevant campaigns. 

 

• A major part of marketing funds go to digital platforms to change user preferences. 

 

• Employees receive regular training on digital equipment, moral practices and strategy updates. 

 

• The success of campaigns is tracked using a live dashboard that show ROI, lead quality and customer interactions. 
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5. Major findings 

• Barclays maintains brand stability in its global and Indian operations. 

 

• Future-saying marketing and AI-based partitions are actively used. 

 

• Continuous training helps the abolition to stay update and effective. 

 

• Marketing performance is directly associated with employee evaluation and innovation results. 

 

• Tech upgrade has led to better customer experience and smooth operation. 

 

6. Conclusion 

Barclays India has aligned its marketing strategies with global trends, focusing on trust, personalization and data insights. Its use of technology and 

customer response has helped maintain a strong position in the financial service market. Emphasis on training, morality and new trends ensures that 

barclays continue to grow continuously 
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