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ABSTRACT 

In emerging nations, digital lending platforms experience specific issues in gaining the confidence of underbanked communities, 

breaking down obstacles to financial literacy, and establishing trustworthiness. This study looks at how digital lenders can use 

emotional marketing techniques as effective tools to engage with consumers, encourage adoption, and create long-lasting relationships 

in these rapid marketplaces. We investigate how emotional appeals might change the lending experience from transactional to 

transformative by analyzing consumer behaviour patterns, cultural contexts, and successful case studies. 
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INTRODUCTION 
With platforms like Tala, Branch, Money view, KreditBee transforming credit availability for millions of previously neglected 

individuals, the digital lending scene in emerging nations has grown at an unprecedented rate. Technological innovation alone, 

however, is not enough to succeed in these markets; a solid understanding of customer psychology and the capacity to build 

emotional bonds that go above traditional banking relationships are both necessary. 

 

The use of emotional appeals for changing consumer behaviour and decision-making is known as emotional marketing, and it has 

become a vital strategic tool for online lending platforms. Emerging markets provide special chances to use emotional links to 

increase trust, lower perceived risk, and promote customer acquisition and retention, in contrast to developed markets were credit 

histories and long-standing banking relationships. 

 

OBJECTIVES OF THE STUDY 
1. To analyse how emotional marketing foster trust and adoption of digital lending in emerging markets. 

2. To examine the role of emotional appeals in transforming digital lending from transactional to relationship-driven. 

 

RESEARCH METHODOLOGY 
This study is conducting through qualitative and conceptual research design, depending mainly on secondary data collected from 

different academic journals, industry reports, World Bank databases and company case studies of dominant digital lending platforms 

such as Tala, Branch, MoneyView, PaySense, and KreditBee. Approach of case study method has been used to examine how 

emotional marketing strategies are well balanced into lending practices across emerging markets. The methodology gives emphasis 

on thematic approach of analysis of customer behavior patterns, cultural contexts and emotional appeal strategies to realise their 

role in enriching trust, minimising risk perceptions and enhancing application of digital lending services. This conceptual framework 

helps in drawing insights on how emotional marketing transforms the lending experience to relationship-driven rather than 

transactional. 

 

Emotional Marketing as a strategic tool 

The emotional marketing studies how to arouse emotions in people to induce them to buy a particular product/service. Recent studies 

have shown how purchasing choices and decisions are the result of a careful analysis of rational and emotional aspects. 

Psychological literature recognizes that the emotional conditions influence every stage of decision-making in purchasing processes. 

Emotions play a key role in any kind of social or business decision. (Domenico Consoli 2010). Consumer behaviour may often be 

controlled by emotion, once the advertisement works in their mind and makes a stimulus for purchase behaviour or action. (Yiyang 

Hou, 2023). Companies searching for apt and sensational emotional strategies with a broader customer fundamental by framing 

emotional stories, incidents, appeal and experiences rather than an ordinary campaigning of goods or services manufactured by 

them. ( Ziyuan Guo et al., 2024) 
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The Emerging Market Context 

Financial Inclusion Gap: According to the World Bank's Global Findex Database, approximately 1.7 billion adults remain 

unbanked globally, with the majority concentrated in emerging economies. This represents both a challenge and an enormous 

opportunity for digital lenders. 

 

Mobile-First Adoption:  

With mobile penetration rates frequently reaching traditional banking access, several emerging markets have grown beyond 

traditional banking infrastructure. This produces a distinct population of digital natives who are open to new financial solutions. 

 

Trust Deficit 

Both mistrust and openness to alternative providers who can build confidence through diverse means are caused by traditional 

banking institutions' limited reach or bad reputations in emerging economies. 

 

Aspiration Vs Necessity 

Instead of seeing credit as just a financial tool, consumers in emerging nations frequently see it as a means of achieving upward 

mobility. Opportunities for emotive messaging about aspirations, objectives, and life improvement are created by this aspirational 

worldview. 

 

Community and Social Proof  

When making financial decisions, relationships and community recommendations are quite important. Emotional marketing that 

makes use of community belonging and social proof can be especially successful. 

 

Risk Perception 

Due to their lack of formal financial services experience, many customers in emerging markets perceive risk as being higher. These 

worries can be addressed with emotional marketing that highlights safety, dependability, and security. 

 

Social Media Marketing  

Peer-to-peer influence and community building are made possible by platforms like Facebook, WhatsApp, and regionally well-

known social networks. Through these platforms, emotional marketing could highlight community success stories and social proof. 

 

SMS (Short Message Service) and Mobile Marketing  

Although direct mobile messaging enables customized emotive appeals, it necessitates a delicate balancing act between intrusion 

and relevancy. Instead of feeling aggressive messages should be encouraging. 

  

Case Studies and Best Practices 

Tala (Kenya, Philippines, Mexico, India) 

Tala has successfully leveraged emotional marketing by positioning itself as a partner in customers' financial journeys rather than 

just a lender. Their "Build Tomorrow" campaign emphasizes hope, aspiration, and empowerment, connecting small loans to big 

dreams. Key strategies include: 

Storytelling: Featuring real customer stories that showcase transformation and achievement 

 

Community Building: Creating online communities where customers can share experiences and support each other 

 

Educational Content: Providing financial literacy resources that empower customers beyond just lending 

  

Branch (Kenya, Nigeria, Tanzania, India, Mexico) 

Branch has focused on trust-building through transparency and community connection. Their emotional marketing emphasizes 

reliability, fairness, and community belonging: 

 

Transparency: Clear, upfront communication about rates and terms to build trust 

 

Local Partnerships: Collaborating with local businesses and community organizations 

 

Social Proof: Highlighting community success stories and peer recommendations 

  

 

 



 
 

SJIF Impact Factor (2025): 8.688| ISI I.F. Value: 1.241| Journal DOI: 10.36713/epra2016          ISSN: 2455-7838(Online) 

EPRA International Journal of Research and Development (IJRD) 
Volume: 10 | Issue: 9 | September 2025                                                                    - Peer Reviewed Journal 

 
 

2025 EPRA IJRD    |    Journal DOI:  https://doi.org/10.36713/epra2016      | https://eprajournals.com/ |143 |  

PaySense (India) 

PaySense has successfully used aspirational messaging targeted at young urban professionals, emphasizing lifestyle enhancement 

and goal achievement: 

Lifestyle Marketing: Connecting loans to lifestyle improvements and experiences 

 

Digital-First Messaging: Emphasizing convenience and modernity to appeal to tech-savvy consumers 

 

Achievement Recognition: Celebrating customer milestones and loan completions 

 

MoneyView Credit App (India) 

A prominent Indian fintech startup founded in 2014 by IIT graduates, with the mission of promoting financial inclusion and making 

financial services accessible to Indians across all backgrounds. The company has achieved unicorn status and operates in 19,000+ 

locations across India. 

 

Revenue Growth: 75% increase in operating revenue to INR 1,012 crore in FY24 (up from INR 577 crore in FY23) 

 

Profitability: Net profit of INR 171.15 crore in FY24, representing a 5.2% increase 

 

Unicorn Status: Achieved in September 2024, marking a significant milestone 

 

KreditBee (India)) 

KreditBee is a leading Indian fintech startup that specializes in providing instant personal loans and digital lending services. Founded 

in 2017, the company has emerged as one of India's most successful fintech unicorns, focusing on serving the underbanked 

population, particularly in Tier 2+ cities. 

 

Revenue Growth: 95% jump in operating revenue to INR 1,399.2 crore in FY24 from INR 717 crore in FY23 

 

Profitability: Posted INR 200 crore profit in FY24 

 

Loan Volume: Disburses more than one million loans per month 

 

Credit Disbursed: Over Rs 30,000 crore in total credit disbursed 

 

Personal Loans: Quick, unsecured personal loans ranging from small to medium amounts 

 

CONCLUSION 
For digital lending companies that operate in emerging nations, emotional marketing is a potent strategic weapon. Platforms are 

able to establish significant emotional connections that drive client acquisition, engagement, and loyalty while encouraging sound 

financial practices by knowing the distinct psychological, cultural, and economic settings of these marketplaces. 

 

A thorough awareness of local customs, close attention to moral issues, and constant investment in measurement and optimization 

are all necessary for success. Platforms that master these techniques will be well-positioned to develop long-lasting competitive 

advantages and have a good effect in the communities they serve as emerging markets continue to change and new technologies 

allow for increasingly complex emotional marketing tactics. 

 

The capacity to establish genuine emotional relationships that empower clients and support their financial goals will probably be 

more important in determining the future of digital lending in emerging economies than technology advancement or aggressive 

pricing. The most successful platforms in these vibrant and opportunity-rich areas will be those that acknowledge and make 

investments in this emotional aspect of financial services. 
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