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Abstract

In the era of the digital economy, financial technology has become a key support for the marketing
transformation of commercial banks. As a regional commercial bank, Bank A faces practical prob-
lems such as financial constraints, technological bottlenecks, data silos, and difficulties in organiza-
tional collaboration in its traditional marketing model. It has pain points such as product homoge-
nization, insufficient channel collaboration, weak precision marketing, and customer churn. This
article is based on the 4P theory and big data marketing theory, and uses literature research and
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case analysis methods to systematically analyze the current marketing situation and deep problems
of Bank A. Around the four dimensions of product, channel, pricing, and promotion, actionable op-
timization strategies that are adapted to regional characteristics and resource constraints are pro-
posed. The research can provide a practical path for Bank A to enhance its marketing competitive-
ness and promote digital transformation, and also provide a reference for marketing innovation of
similar regional small and medium-sized banks.
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3 American Marketing Association. Definitions of Marketing, 2017. https://www.ama.org/the-definition-of-marketing-what-is-marketing/
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