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ABSTRACT 

The Indian financial market has experienced significant growth in retail investor participation, 

supported by digital technology, increased financial awareness, internet connectivity and the 

availability of online trading platforms. A Demat account has become an essential facility for 

investors to hold securities in electronic form, while a Trading account enables investors to buy 

and sell securities through a stock broker. In this competitive environment, stock broking 

companies need effective customer acquisition and conversion strategies to attract potential 

investors and convert them into active customers. 

This article examines customer acquisition strategies for Demat and Trading account opening 

at Choice Equity Broking Pvt. Ltd. The study focuses on customer acquisition methods, the 

conversion process, brokerage charges, account-opening procedures, tele-calling, digital 

marketing, customer service, mobile applications, FinTech adoption, customer education and 

follow-up. The project is descriptive in nature and is primarily based on secondary information 

from sources such as SEBI, NSE, BSE, company information, annual reports, financial journals 

and financial websites. 

The study indicates that no single acquisition method is sufficient. Effective customer 

acquisition requires a combination of competitive pricing, digital marketing, tele-calling, 

simple account opening, customer education, referrals, reliable technology, transparent 

communication and effective customer support. The article concludes that a customer-centric 

and data-driven approach can help Choice Equity Broking improve customer engagement, 

conversion and retention. 
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1. INTRODUCTION 

The Indian financial market has experienced significant growth in recent years, with an 

increasing number of individuals participating in equity markets and other investment 

activities. The development of digital technology, easy access to financial information and 

online trading platforms has made investment more accessible to retail investors. A Demat 

account is used to hold securities such as shares and other financial instruments in electronic 

form, while a Trading account enables investors to buy and sell securities through a stock 

broker. 

The growth of the stock market has increased competition among stock broking companies. 

Therefore, attracting new customers and converting potential investors into Demat and Trading 

account holders has become an important activity for brokerage firms. Companies use methods 

such as tele-calling, direct communication, digital marketing, referrals, online advertisements, 

customer follow-up and explanation of investment services to reach potential customers. 

Customer acquisition involves identifying potential investors, creating awareness about Demat 

and Trading accounts, understanding customer requirements, explaining brokerage charges and 

services, addressing doubts and encouraging customers to complete the account-opening 

process. Customers may hesitate because of lack of investment knowledge, market risk, 

brokerage charges, documentation requirements, lack of trust or preference for competing 

brokers. 

Choice Equity Broking Pvt. Ltd. operates in the stock broking and financial services sector and 

provides services related to Demat and Trading accounts. Its acquisition process involves 

approaching prospective customers, explaining services, providing information about account 

opening and guiding interested customers through registration. The effectiveness of these 

activities can influence the number of new customers acquired by the company. 

The increasing adoption of FinTech has also changed customer acquisition. Online KYC, 

digital documentation, mobile trading applications and online account opening have made 

investment services more accessible. At the same time, customers have more choices, making 

brokerage charges, service quality, technology, convenience and trust important considerations. 

2. INDUSTRY PROFILE – INDIAN STOCK MARKET 

The Indian stock market provides a platform through which companies raise capital and 

investors buy and sell securities. The market connects businesses requiring funds with investors 

seeking investment opportunities. The project identifies the Securities and Exchange Board of 

India (SEBI) as the regulatory authority responsible for promoting transparency, investor 

protection and fair trading practices. 

The two major stock exchanges identified in the project are the National Stock Exchange of 

India and the Bombay Stock Exchange. NIFTY 50 and BSE SENSEX are widely used 

benchmark indices for tracking market trends. Stock brokers act as intermediaries between 

investors and stock exchanges by facilitating transactions. 



The growth of retail investor participation has created opportunities for stock broking 

companies. However, it has also increased competition because customers can compare brokers 

based on charges, technology, services, convenience and customer support. Consequently, 

customer acquisition has become a major business activity in the industry. 

3. COMPANY PROFILE – CHOICE EQUITY BROKING PVT. LTD. 

Choice Group, incorporated in 1992, is described in the project as a financial institution with a 

focus on solving financial problems and bridging gaps for individuals, institutions and 

governments. Choice Equity Broking Pvt. Ltd. operates in the stock broking and financial 

services sector and provides Demat and Trading account services. 

The company's customer acquisition process involves identifying prospective investors, 

communicating the benefits of investment services, explaining the account-opening procedure 

and supporting customers during registration. The company operates in a highly competitive 

environment in which investors can compare several brokerage firms before selecting a service 

provider. 

The project emphasizes the importance of technology-driven and customer-friendly services. 

Digital account opening, online KYC, mobile trading and customer support can reduce 

inconvenience and encourage prospective investors to complete the account-opening process. 

4. CONCEPT OF DEMAT AND TRADING ACCOUNTS 

A Demat account, or dematerialized account, is an electronic account used to hold securities 

such as shares, bonds, mutual funds, government securities and other financial instruments in 

digital form. It eliminates the need for physical certificates and makes holding and transferring 

securities more convenient. 

In India, Demat accounts are maintained through Depository Participants. The project identifies 

the National Securities Depository Limited (NSDL) and Central Depository Services (India) 

Limited (CDSL) as the two major depositories. The digital nature of Demat accounts reduces 

paperwork and allows investors to monitor holdings electronically. 

A Trading account is used to facilitate the buying and selling of securities through a stock 

broker. The combination of Demat and Trading facilities allows investors to participate in 

securities markets through an organized digital process. 

The account-opening process generally involves registration, e-KYC using documents such as 

PAN and Aadhaar, submission of required documents, verification, OTP or e-sign 

authentication and activation after successful verification. A simple process can reduce 

customer drop-offs and improve conversion. 

 

 

 



5. CUSTOMER ACQUISITION IN STOCK BROKING 

Customer acquisition refers to the process of identifying, attracting and converting prospective 

customers into actual customers. In stock broking, acquisition is closely linked to creating 

awareness about investment services and helping customers understand the benefits and 

requirements of opening a Demat and Trading account. 

The project identifies tele-calling, digital marketing, social media, referrals, online advertising, 

direct customer interaction and follow-up as important acquisition methods. Traditional 

methods allow direct interaction, while digital methods provide the ability to reach a larger 

audience. 

The acquisition process can be understood as a sequence: identification of prospects, initial 

contact, awareness creation, requirement understanding, product explanation, handling 

objections, follow-up, documentation, account opening and customer activation. Each stage 

can affect the final conversion rate. 

Effective communication is particularly important for first-time investors. Clear explanations 

regarding account features, charges, risks, services and procedures can reduce uncertainty. 

Employees involved in customer acquisition need to communicate in simple and 

understandable language. 

 

6. CUSTOMER CONVERSION PROCESS 

Customer conversion is the stage at which an interested prospect completes the required 

process and becomes a Demat and Trading account holder. A lead may express interest without 

completing registration, so conversion requires continued communication and assistance. 

The first stage is lead generation. Potential customers may be identified through digital 

marketing, tele-calling, referrals, social media or direct interactions. The second stage is 

qualification, where the customer's interest and investment requirements are understood. The 

third stage is communication, in which the company explains account benefits, charges, 

services and procedures. 

The next stage involves addressing objections. Customers may raise concerns about brokerage 

charges, market risks, documentation, security, technical difficulties or competing brokers. 

Effective responses and transparent information can increase confidence. Follow-up is then 

used to assist customers in completing registration and KYC requirements. 

The final stage is account activation and relationship building. Acquisition should not end at 

account opening. Continued customer support, education and service quality can encourage 

customers to remain active and potentially recommend the company to others. 

 

 



7. FACTORS INFLUENCING DEMAT ACCOUNT OPENING 

The project identifies several financial, technological and personal factors that can influence 

the decision to open a Demat account. Awareness, convenience, brokerage charges, digital 

facilities, trust and customer service are important considerations. 

Brokerage charges and other transaction-related costs can strongly affect customer decisions 

because customers can compare different brokers. Transparent pricing helps customers 

understand the actual cost of services and can reduce confusion. 

Ease of account opening is another important factor. Customers are more likely to complete a 

registration process when documentation, KYC and verification are convenient. Delays or 

technical difficulties can discourage potential customers. 

Technology also influences adoption. Customers increasingly expect mobile applications and 

online platforms to provide convenient trading, portfolio tracking, market information and 

account-management facilities. Security and reliability are important for building confidence. 

Customer knowledge and risk perception can also influence investment decisions. First-time 

investors may require education and guidance before they feel comfortable using investment 

services. Therefore, awareness programmes and simple educational content can support 

acquisition. 

8. ROLE OF DIGITAL MARKETING 

Digital marketing has become an important customer acquisition channel in financial services. 

Websites, social media, online advertisements, educational content and digital campaigns can 

help stock brokers reach potential investors. 

The main advantage of digital marketing is its ability to reach a broad audience and provide 

information before direct interaction occurs. Potential customers can learn about services, 

account-opening procedures, charges and investment facilities through digital channels. 

For Choice Equity Broking, digital marketing can be used to target different customer 

segments. Students, salaried employees, business owners and first-time investors may have 

different information requirements. Customized communication can make campaigns more 

relevant. 

Digital marketing should also focus on trust. Financial services involve customer money and 

sensitive information, so communication should clearly explain security, compliance, services 

and customer support. Misleading or unclear communication can negatively affect customer 

confidence. 

9. ROLE OF FINTECH AND MOBILE APPLICATIONS 

FinTech refers to the use of technology to provide and improve financial services. In investment 

services, FinTech includes digital account opening, mobile trading applications, online KYC, 

electronic payments, automated tools and digital customer support. 



The project identifies convenience, ease of use, security, speed, accessibility and customer 

confidence as factors influencing FinTech adoption. Customers can perform several activities 

digitally, including account registration, KYC, fund transfer, trading and portfolio monitoring. 

A user-friendly mobile application can support both acquisition and retention. A potential 

customer may be attracted by convenient digital services, while an existing customer may 

remain with the broker when the platform is reliable and easy to use. 

Continuous improvement of the application is therefore important. Smooth navigation, reliable 

performance, useful market information and convenient account management can contribute 

to customer satisfaction. 

10. ROLE OF TELE-CALLING AND CUSTOMER FOLLOW-UP 

Tele-calling provides direct communication between the company and prospective customers. 

It allows employees to explain Demat and Trading account benefits and answer customer 

questions. For customers who are unfamiliar with investment services, direct communication 

can provide reassurance. 

The effectiveness of tele-calling depends on the quality of communication. Calls should focus 

on customer needs rather than only promoting products. Employees should explain charges and 

procedures clearly and respond to concerns professionally. 

Follow-up is essential because customers may not complete account opening immediately after 

the first interaction. Appropriate follow-up can remind interested customers, provide missing 

information and help overcome procedural difficulties. However, repeated communication 

without understanding customer preferences may reduce engagement. 

A structured follow-up system can therefore improve conversion. Customer responses can be 

recorded and used to determine the next appropriate action, while non-responsive leads can be 

handled differently from highly interested prospects. 

11. CUSTOMER SATISFACTION AND RETENTION 

Customer acquisition is only the beginning of a long-term relationship. Customer satisfaction 

influences continued usage, loyalty and referrals. The project identifies service quality, 

brokerage charges, trading platform performance, customer support and transaction 

convenience as important factors affecting satisfaction and retention. 

Transparent communication is essential in financial services. Customers should understand 

applicable charges and procedures before using services. Quick responses to queries and 

effective after-sales support can improve the overall customer experience. 

Satisfied customers may also become a source of new business through referrals. Encouraging 

existing customers to recommend the company can provide a relatively personal form of 

acquisition and strengthen trust among prospective investors. 

 



12. REVIEW OF LITERATURE 

Previous studies and research discussed in the project indicate that technology, service quality, 

awareness, convenience, charges and trust are important factors influencing investors' 

decisions. These factors are relevant to the customer acquisition and conversion process. 

Studies on investor behaviour generally indicate that financial knowledge, risk perception, 

income, investment objectives and market awareness can influence investment decisions. 

Investors with greater awareness of financial markets may be more comfortable using digital 

investment platforms. 

Research related to customer satisfaction in stock broking suggests that service quality, 

brokerage charges, trading platform performance, customer support and transaction 

convenience affect satisfaction and retention. 

Studies on online trading and FinTech adoption indicate that ease of use, convenience, 

accessibility, security and technological efficiency encourage adoption. The growth of mobile 

applications and online account-opening facilities has increased access to investment services. 

Research relating to Demat account adoption indicates that awareness, ease of account opening, 

brokerage charges, digital facilities, trust and customer service can influence an individual's 

decision to open an account. These observations support the need for a multi-dimensional 

acquisition strategy. 

13. RESEARCH METHODOLOGY 

The study adopts a descriptive research design. The purpose of descriptive research is to 

provide a systematic understanding of existing practices, customer-related factors and industry 

trends associated with Demat account acquisition and conversion. 

The study primarily uses secondary data. The project identifies SEBI, NSE, BSE, Choice 

Equity Broking Pvt. Ltd. information, annual reports, financial journals and reputed financial 

websites as sources. Information is organized and interpreted using tables, percentages, charts 

and comparative analysis wherever applicable. 

The study focuses on customer acquisition methods, customer conversion, Demat account 

services, brokerage charges, customer communication, digital platforms, customer concerns 

and the broader industry perspective. The methodology is designed to identify challenges and 

develop suggestions for improving acquisition and conversion. 

14. MAJOR FINDINGS 

The study identifies significant growth in Demat accounts and retail investor participation, 

indicating increased participation in the securities market. Digitalization has made online 

account opening, digital KYC and mobile trading more accessible. 

Customer acquisition is important because competition requires stock brokers to continuously 

attract new investors. Tele-calling can be effective for explaining account benefits and 



addressing initial doubts, while digital marketing and social media provide opportunities to 

reach a larger audience. 

Brokerage charges are important because customers compare the costs of different brokers. A 

simple and quick account-opening process can encourage completion. Mobile applications are 

also important because customers expect trading, portfolio tracking, market information and 

other investment services through digital platforms. 

The project also identifies customer education, trust, follow-up and customer service as 

important components of acquisition and conversion. Overall, acquisition strategies work best 

when they combine pricing, technology, communication and service quality. 

15. MAJOR CHALLENGES IN CUSTOMER ACQUISITION 

The stock broking industry is highly competitive, with customers having many brokers to 

choose from. Price competition is significant because customers can compare brokerage and 

other charges. 

Lack of financial awareness can create hesitation among first-time investors. Customers may 

not understand investment products, risks or account procedures. This makes customer 

education an important acquisition activity. 

Trust is another challenge. New customers may be cautious about providing personal 

information and using financial services. Brokers therefore need to communicate security, 

regulatory compliance, service quality and charges clearly. 

Digital competition also creates pressure because competing brokers may offer advanced 

applications and convenient digital features. KYC and documentation issues can create delays, 

while unsuccessful follow-up can result in lost leads. Market volatility can also influence 

investor interest. 

16. STRATEGIES FOR IMPROVING CUSTOMER ACQUISITION 

First, Choice Equity Broking can strengthen digital marketing through social media and other 

online platforms, particularly for young and first-time investors. Educational content can be 

combined with service information to create awareness. 

Second, tele-calling strategies can be improved by training employees to communicate clearly, 

understand customer requirements and answer questions in simple language. Calls should be 

customer-focused and supported by appropriate follow-up. 

Third, transparent pricing should be provided. Brokerage charges and other applicable fees 

should be explained clearly to build trust and avoid misunderstandings. 

Fourth, the account-opening process should be as simple and convenient as possible. Reducing 

unnecessary friction in registration, KYC and verification can improve conversion. 



Fifth, the mobile application and digital platforms should provide simple navigation, reliable 

performance and useful investment information. Technology should support both new 

customer acquisition and existing customer retention. 

Sixth, customer education can be strengthened through webinars, awareness programmes and 

educational sessions covering Demat accounts, trading, IPOs, mutual funds and investment 

risks. 

Seventh, customer referrals can be encouraged. Satisfied customers can recommend services 

to friends and family, creating an additional acquisition channel. 

Eighth, customer support should be responsive. Quick resolution of queries and effective after-

sales service can improve satisfaction and retention. 

Ninth, marketing can be customized for different segments such as students, salaried 

employees, business owners and first-time investors. 

Finally, the company can use data-driven acquisition by analysing customer responses and 

conversion rates. This can help identify which channels generate stronger results and allow 

resources to be allocated more effectively. 

17. OVERALL DISCUSSION 

The overall analysis indicates that customer acquisition in stock broking is influenced by 

several interconnected factors. The growth of Demat accounts and retail investor participation 

creates opportunities, but customers have multiple choices and can compare services before 

making decisions. 

Competitive brokerage charges, easy account opening, digital marketing, mobile applications, 

tele-calling, customer service, referrals, financial education, social media and relationship 

management all contribute to acquisition. No single strategy is sufficient on its own. 

The most effective approach is therefore an integrated strategy. Digital channels can generate 

awareness and leads, tele-calling can provide personal communication, customer education can 

reduce uncertainty, technology can simplify registration and trading, and customer service can 

support retention. 

For Choice Equity Broking, the combination of traditional and modern acquisition methods 

can provide a broader approach to reaching potential investors. The company can continuously 

monitor conversion performance and improve strategies based on customer responses. 

18. SUGGESTIONS 

1. Strengthen digital marketing and social media activities to reach new investor segments. 

2. Improve tele-calling through employee training and customer-oriented communication. 

3. Provide transparent information about brokerage and applicable charges. 

4. Simplify and streamline the Demat and Trading account-opening process. 



5. Improve the mobile application and digital customer experience. 

6. Conduct financial awareness programmes, webinars and educational sessions. 

7. Encourage customer referrals from satisfied customers. 

8. Strengthen customer support and after-sales service. 

9. Customize marketing communication for different customer segments. 

10. Conduct regular competitor analysis covering pricing, services and digital features. 

11. Track lead-to-account conversion rates across acquisition channels. 

12. Use customer feedback and acquisition data to continuously improve marketing and 

conversion activities. 

 

19. CONCLUSION 

Customer acquisition is an important factor in the growth of stock broking companies. 

Increasing retail investor participation and digitalization have created significant opportunities 

for Demat and Trading account acquisition. At the same time, intense competition means that 

brokers must offer a combination of value, convenience, technology and service quality. 

The study of Choice Equity Broking Pvt. Ltd. shows that effective customer acquisition 

involves more than simply generating leads. The company needs to create awareness, 

communicate clearly, address customer concerns, provide transparent pricing, simplify account 

opening and maintain effective follow-up. 

Digital marketing, social media, mobile applications and FinTech can improve accessibility, 

while tele-calling and direct communication can provide personal support. Customer education 

can reduce uncertainty among first-time investors, and quality customer service can support 

satisfaction and retention. 

Overall, customer acquisition in the stock broking industry depends on a combination of price, 

service, technology, trust and marketing strategies. By strengthening digital presence, 

improving communication, simplifying account opening, providing transparent information 

and using data-driven acquisition methods, Choice Equity Broking Pvt. Ltd. can improve 

customer engagement and conversion while building long-term customer relationships. 
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