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Abstract. The marketing communications play an important role in the activities of banks,
because it is one of the most important elements of the marketing activity. As an element of a
banking institution’s marketing activity, they must be carefully planned, organized and controlled.
The need to plan marketing communications in the bank stems from the fact that today it is difficult
for consumers to navigate the banking services market. The ongoing competition for each consumer
in the banking market drives banks to integrate marketing communications.

Banks are in constant contact with customers of banking services, financial institutions,
central banks, etc. Any bank requires interconnected communications that are constantly evolving
to meet the changing external and internal environment. Thus, marketing communications play an
important stage in the bank’s marketing activity.

In an age of digital economy, marketing communications are a prerequisite for improving
the increasing the effectiveness of banks and their profitability.

The practical aspects of ensuring the effectiveness of a bank’s marketing communications
are considered and explored in the article. The structure of the bank’s marketing communications
complex is influenced by the following factors: the level of management of the bank, the degree of
purchasing power of the potential client, the strategy of promotion of banking services, the
peculiarities of the complex of marketing communications of competitors and the financial capacity
of the bank.

In particular, digitalization (digitization) of the bank involves the modernization of the
banking structure, products and channels of interaction with its customers by applying modern
technologies to increase the effectiveness of marketing communications, increase profits and its
competitiveness.
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JOCJIIKEHHS TPAKTHYHUX ACIIEKTIB 3ABE3INEYEHHSA E@EKTUBHOCTI
MAPKETHHITOBUX KOMYHIKAIII BAHKY

AHoTauisi. Ha cboroini MapkeTMHIOB1 KOMYHIKaIlii BiIrparoTh BayKIMBY POJIb y AISTBHOCTI
0aHKIB, OCKUIBKH 11€ OJWH 3 HaWBa)JIMBIIIUX €IEMEHTIB MAapKETUHTOBOI JisSUTBHOCTI. SIK eleMeHT
MapKETUHTOBOI JisUIbHOCTI OaHKIBCHKOI YCTaHOBHM, IX HEOOXIHO pEeTeNbHO IUIaHyBaTH,
OpraHi3oByBaTH Ta KOHTpoOJrOBaTH. HeoOximHicTh 3abe3meueHHs e€PeKTUBHOCTI MAapKETHHTOBUX
KOMYHIKaI[iii y 0aHKy BHIUTUBA€ 3 TOTO, IO ChOTOJHI CIOXKMBAayaM CKJIQJHO OPIEHTYBAaTHUCS Ha
PUHKY OaHKIBCHKMX MOCHyr. HasiBHAa KOHKYpEHIIis 32 KO)KHOTO CIOKMBaya Ha pUHKY OaHKIBCHKUX
MOCIYT CIIOHYKAa€ OaHKH JI0 IHTeTpyBAaHHS MAPKETHHIOBUX KOMYHIKALIiH.

banky MOCTIIHO KOHTAaKTYIOTh 31 CHOXXMBauaMU OaHKIBCBKMX TOCIYT, (DiHAHCOBUMU
IHCTUTYyTaMH 1 LEHTpalbHUMHU OaHkamu. J{ist Oyap-sikoro OaHKy HEOOXiJHI B3a€MONOB’s3aHi
KOMYHIKaIlii, sIKi TOCTIHHO yIOCKOHAJIOIOTHCS BIAMOBIIHO /10 3MiH 30BHIIIHBOTO 1 BHYTPIIIHBOTO
CepeIOBHUIIA.

30kpemMa, B €MOXY pO3BUTKY LHU(POBOI EKOHOMIKM MAapKETHHIOBI KOMYHIKalii €
NepeayMOBOIO MiIBULIICHHS €()eKTUBHOCTI OaHKIB 1 MPHUOYTKOBOCTI IXHBOT AiSTILHOCTI.

Po3rnsiHyTO 1 JOCHIIKEHO MPAKTUYHI aCIIeKTH 3a0e3MevyeHHs e(peKTUBHOCTI MAPKETUHIOBUX
KOMyHIKaliii O0anky. Ha cTpykTypy KOMIUIEKCY MapKeTHHTOBMX KOMYHIKaliid OaHKy BIUIMBAIOThH
Taki (aKTOpHU: piBEHb MEHEKMEHTY OaHKy, CTYMiHb KYHIBEJIbHOI CIIPOMOKHOCTI NMOTEHIIHHOTO
KJIIEHTA, CTpaTeris NMpocyBaHHS OaHKIBCBKUX IMOCIYT, OCOOJMBOCTI KOMIUIEKCY MapKETHHTOBHX
KOMYHIKaI[iil KOHKYPEHTIB 1 (piHaHCOBI MOXKIIMBOCT1 OaHKY.

[udposizamis (aimkuTanizamis) 6aHky nependadae MoaepHi3aIilo OaHKIBCHKOI CTPYKTYpPH,
MPOIYKTIB 1 KaHAJIIB B3a€EMO/II 3 HOTO KITI€EHTaAMM LIUIIXOM 3aCTOCYBAHHS CyYaCHUX TEXHOJOTIH JUist
MiZIBUIEHHS €(QEeKTUBHOCTI MAapKETUHTOBUX KOMYHIKallid, 30UIblIeHHS MNpUOYyTKy Ta #oro
KOHKYPEHTOCIIPOMOXKHOCTI.  LludpoBuit MapketuHr y OaHKIBCBKIH JisUIBHOCTI TOCTIiIHO
PO3BUBAETHCS, 3’ IBJISIOTHCS HOBI METOM B3a€EMO/II1 3 MOTEHIIHHUMU KIIIEHTaMU.

Knwouosi cnoea: 06aHK, MapKEeTHHIOBI KOMYHIKamii, €(QEeKTHBHICTh MapKETUHTOBUX
KOMYHIKAITIH, TipKUTaIi3alis, iHTepHeT-0aHKIHT, TUGPOBUI MAPKETHHT.
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NCCIEJOBAHUE NPAKTUYECKUX ACIHEKTOB OBECIIEYEHUSA

3®PEKTUBHOCTU MAPKETUHI OBBIX KOMMYHUKAIIUN BAHKA

AnHoTanus. Ha ceromHs MapKeTMHrOBble KOMMYHMKALIMM WIPAIOT BAXKHYIO pOJIb B
JEATeNbHOCTH OaHKOB, IMOTOMY YTO 3TO OJMH W3 BAXXHEHIIMX HIEMEHTOB MapKETHHTOBON
JEATENbHOCTH. JTOT 3JIEMEHT MapKEeTHHIOBOM JAEATENIbHOCTH OaHKa HEOOXOJMMO TIIATEIBHO
IUTAHUPOBATh, OPraHU30BBIBATH M KOHTPOJIUPOBATh BCE KOMMYHHUKALIMOHHBIE MTPOIIECCHI.

baHKkM TMOCTOSIHHO KOHTaKTHPYIOT C TMOTPEOMTENsIMH OaHKOBCKHX YCIYT, (DMHAHCOBBIMHU
MHCTUTYTaMH W LEHTPaJIbHBIMH OaHkaMu. [lig mo6oro OaHKa MapKeTHHTOBble KOMMYHMKALUU
HE00X0/IMMO COBEPIIEHCTBOBATH B COOTBETCTBHH C U3MEHEHUSIMH BHEIIHEH 1 BHYTPEHHEH CpEJIbl.

B osnoxy pa3BuTus 1UPPOBOKH SKOHOMHKH MapKETHHTOBbIE KOMMYHHMKAIUU SBIISIOTCS
MPENOCHUTKON TOBBIMIEHUS YPPEKTUBHOCTH OaHKOB M UX MPUObUIBHOCTH. OCHOBHOE BHUMAaHHE
Heo0X0oMMO O0paTUTh Ha UU(POBOM MApPKETHHT, KOTOPBIM SIBIISIETCS  COCTaBIISIOLICH
KOMMYHHUKAIIHOHHON TIOJIMTUKU OaHKa.
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PaccMoTpeHbl M HCClieIOBaHBl MPAKTHYECKHE acCHeKThl obecrneueHus 3()(HEeKTUBHOCTH
MapKETUHTOBBIX KOMMYHUKAIMI OaHKa.

Kniwoueevie cnoea. 0GaHK, MapKeTUHTOBbIE KOMMYHHUKALUHU, 3(P(HEKTUBHOCTH MapKETHH-
rOBBIX KOMMYHHMKALUH, TUPKATAIN3AIMS, HHTEPHET-0aHKUHT, IU(PPOBON MapKETHHT.

@®opmyn: 1; puc.: 1; Tabm.: 2; 6ubm.: 30.

Introduction. The marketing communications play an important role in the activities of
banks, because it is one of the most important elements of the marketing activity. As an element of
a banking institution’s marketing activity, they must be carefully planned, organized and controlled.
The need to plan marketing communications in the bank stems from the fact that today it is difficult
for consumers to navigate the banking services market. The ongoing competition for each consumer
in the banking market drives banks to integrate marketing communications.

Banks are in constant contact with customers of banking services, financial institutions,
central banks, etc. Any bank requires interconnected communications that are constantly evolving
to meet the changing external and internal environment. Thus, marketing communications play an
important stage in the bank’s marketing activity.

Analysis of the research and the problem statement. In the conditions of development
of information economy there are transformational processes of using marketing
communications of the bank.

Today, there is an increase in the number of scientific works of domestic and foreign
scientists devoted to banking marketing and some aspects of the use of marketing
communications in the bank.

Scientists such as F. Kotler, D. Jober, D. Humphreys, T. Primak, P. Drucker, N.
Maslova, M. Oklander, M. Bakhanova, M. Huz, O. Radchenko and others made significant
contributions to the problems of banking marketing and marketing communications.

M. Bahanova [1] developed and substantiated methodical and practical approaches to
implementing effective marketing communications by Ukrainian banking institutions. M. Huz
[2] theoretically substantiated and developed methodological approaches and practical
recommendations for implementation of an effective complex of marketing communications by
banking institutions of Ukraine. In particular, O. Radchenko [3] developed the principles of
applying a systematic approach to managing a bank’s marketing communications.

N. Maslova [4] substantiates the use of modern marketing communication tools in the
activities of banks. M. Oklander [5] also points out that the use of digital marketing in
marketing activities by different economic entities increases their profitability and
competitiveness in the conditions of development of digital economy.

Scientists analyze the theoretical and methodological principles of the bank’s marketing
communications. They also point out that there have been changes in the use of marketing
communications in banking institutions in recent years. In particular, banks use digital
marketing communications, which are an integral part of banks’ marketing communications
policy at the current stage of their development.

The results of a bank’s marketing activities should be considered as increasing demand,
attracting new customers, the level of loyalty to the bank, the degree of satisfaction of customer
needs, the volume of sales of banking services and products, the degree of awareness, the
relative share in the market, the income from the main activities, etc. [6]

However, despite the considerable amount of scientific work devoted to the theory and
methodology of banking marketing, marketing communications, further research requires the
analysis and development of practical recommendations for the use of bank marketing
communications.

Research Results. In the conditions of increasing competition in the market of banking
products and services, banking institutions pay considerable attention to their communication
policy, which aims to attract the attention of existing and potential clients to the bank and its
activities.
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With regard to the costs of marketing the bank, they are often identified with the costs of

marketing (advertising), but this approach is limited, since the costs of marketing also include
the costs associated with the development of new banking products or services, pricing policy,
various communication events and more.
Since 2015, the National Bank of Ukraine has been publishing information on the total amount
of marketing and advertising expenditures by Ukrainian banks. Thus, in 2015, expenditures
amount to UAH 476 million, 2016 — UAH 489 million, 2017 — UAH 587 million, and by the
results of 2018 — UAH 844 million (Fig.).
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Fig. Total expenditures of banks for advertising in 2015—2018, million UAH

Source: compiled by the authors on the basis [7].

In 2018, banks spent UAH 844 million on marketing activities, which is 44% more than in
2017 and 77.3% more than in 2014. In particular, much of the expenses for the results of 2018 went
to state-owned banks — UAH 126.7 million.

According to the MinFin news agency [8], in January — April 2019 the banking sector
spent more than UAH 243 million on advertising and marketing. In the overall structure of
marketing and advertising expenditures as of May 1, 2019, 48% are for banks with Ukrainian
capital, 40% for banks with foreign capital and 12% for state-owned banks.

Analyzing the results of marketing activities of banks in 2019, we will note that the largest
amount of money for advertising (UAH 41.389 million) was spent by JSC «FUIB» which is by
UAH 10.44 million more than the same period in 2018. Also to the top five in terms of promotion
expenses are JSC «Alfa Bank» (UAH 33.58 million), JSC «Universal Bank» (UAH 21.106 million),
JSC «Raiffeisen Bank Aval» (UAH 14.369 million) and JSC «Oschadbank» (UAH 13.579 million).

In particular, JSC «FUIB>» held an advertising campaign to support its deposit products. The
activity of the bank was also manifested in the support of music festivals.

JSC «Alfa Bank» actively promoted card products, including affiliate programs created on
their basis. The bank also sponsored the prize fund for the Student Application Development
«Mobile Application — 2019» competition within the 1T-Universe Olympiad. It is also possible to
note the Alfa SQL Challenge, whose participants had to process open source analytics and come up
with practical applications in the banking sector.

JSC «Universal Bank» was marked by a campaign with further promotion of cards and
services of the monobank project. The bank also supports significant public initiatives. In particular,
in May 2019, he supported Chestnut Run. The funds raised under the project were directed to
purchase the necessary equipment and supplies for the Center for Pediatric Cardiology and Cardiac
Surgery of the Ministry of Health of Ukraine.

It should be noted that the common feature for banks during January — April 2019 was the
focus on card products, overdrafts, cash back, promotional credit terms and affiliate programs.
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Also note that information on marketing and advertising costs in banks’ financial statements
was not ordered until 2018.

In particular, the Resolution of the Board of the National Bank of Ukraine No. 17 of
February 27, 2018 «On Approval of the Rules of Accounting for Income and Expenditure of
Ukrainian Banks» [9] regulates the procedure for displaying marketing and advertising expenses by
Ukrainian banks.

The Resolution of the Board of the National Bank of Ukraine No. 141 of November 28,
2019 «On Approval of the Provision on Information Banking of Clients with regard to Banking and
Other Financial Services» stipulates that in 2020 there will be new requirements for disclosure of
information in advertising. Advertising should include essential features of the banking service [10],
including full value information, terms of service, risks and more.

The structure of the bank’s marketing communications complex is influenced by the
following factors: the level of management of the bank, the degree of purchasing power of the
potential client, the strategy of promotion of banking services, the peculiarities of the complex of
marketing communications of competitors and the financial capacity of the bank.

Let’s estimate the costs of marketing and advertising of banks in 2014—2018 (Table 1).

Table 1
Marketing and advertising expenses of banks of Ukraine for the period 2014—2018, UAH million*
Years Absolute
deviation Increase,
Ne Name of bank 2018 p. from 2018/2014
2014 2015 2016 2017 2018 2014 g_ (+1-), (%)
UAH million
1. | ISC «Raiffeisen Bank 208 | 289 | 336 | 41,2 | 593 +29,5 98,9
Aval»
2. | JSC «FUIB» 57,4 40,7 53,8 68,7 134,8 +77,4 134,9
3. | JSC «Alfa Bank» 26,9 23,3 48,9 102,9 | 110,9 +84,0 312,3
4. | JSC «OTP Bank» 20,9 73 15,9 42,6 46,6 +25,7 122,9
5. | JSC «Universal Bank» 10,2 6,2 1.8 4,2 49,1 +38,9 381,4
6. JBi%:‘»C'rEd't Agricole 5,2 67 | 200 | 206 | 339 +287 551,9
7. | JSC CB «PrivatBank» 171,0 | 100,0 86,0 60,0 49,3 -121,7 71,2
8. | JSC «UkrSibbank» 8,9 8,2 35,3 49,5 34,5 +25,6 287,7
9. | JSC «Oschadbank» 17,7 27,3 70,3 61,6 43,6 +25,9 146,3
10.| JSC «Pravex Bank» 1,5 1,1 3,4 4,1 8,1 +6,6 440,0

Thus, according to the results of 2018, the list of JSC «FUIB», which spent UAH 134.8
million, tops the list for marketing and advertising. The second place in the market was taken by
JSC «Alfa Bank» in terms of marketing and advertising expenses, which amount to UAH 110.9
million. Closes the top three leaders of JSC «Raiffeisen Bank Aval» which spent UAH 59.3 million,
JSC CB «Pravex Bank» spent the least over the represented period — UAH 8.1 million.

However, during 2014—2018, the largest increase in expenditures on marketing
communications and marketing activities in general was held by JSC «Credit Agricole Bank» —
551.9% (or UAH 28.7 million).

JSC CB «Pravex Bank» increased the cost of marketing communications during 2014-2018
by 440% (or by UAH 6.6 million). It closes the top three leaders of JSC «Universal Bank», with an
increase in marketing communications expenses of 381.4% (or UAH 38.9 million).

During the reporting period from 2014-2018, a number of Ukrainian banks also increased
the costs of advertising campaigns, which included: JSC «Alfa Bank» by 312.3% (or UAH 84
million), JSC «Ukrsibbank» by 287, 7% (or UAH 25.6 million), JSC «Oschadbank» — 146,3% (or
UAH 25.9 million).

On the contrary, JSC CB «Pravex Bank» has a decrease in marketing and advertising
expenses as of December 31, 2018, compared to December 31, 2014, which is 71.2% (or -121.7
million UAH). First of all, it is connected with the nationalization of the bank in 2016 and the
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restoration of the image among the clients of the bank due to false information about its insolvency
and conflict with the ex-owners of the bank.
In general, we observe that the banking sector of Ukraine does not spare money for
marketing and advertising.
In order to qualitatively use marketing communications by banks, it is necessary to evaluate

their effectiveness, which is carried out by the formula [21]:
E. = A_P*AE_'Cl * _MKsl
MK — AEI APC MK? ’

where E, — cost effectiveness of marketing communications;
A?, Atb , — assets of the investigated bank in the reporting and previous years, min.UAH;

Afi , AP _ total assets of the banking system as a whole in the reporting and previous years,
min. UAH;

MKf’_l, MK 2 — expenses on marketing communications in the investigated bank in the

reporting and previous years, min UAH.

Adjustment of the Enx indicator is performed by comparing its calculated value for the
investigated bank with the corresponding value for the bank that shows the highest Enx level in the
analyzed period.

The accuracy of assessing the effectiveness of a bank’s marketing communications depends
on the proper consideration of the relevant marketing costs and the associated financial results. In
terms of short-term results, the effectiveness of marketing communications is measured by revenue-
related metrics. From a long-term perspective, the effectiveness of marketing communications is
measured by brand and consumer-related indicators. Researchers also identify the effectiveness of
marketing communications [22] with the marketing activity of banks.

We calculate the effectiveness of the use of marketing communications for Ukrainian banks
according to the formula 1, using the information in the statements of financial results of banks and
total assets of the banking system in 2014—2018 (Table 2).

Table 2

Effectiveness of implementation of marketing communications in banks of Ukraine in 2014—2018

Efficiency Increase,
N{ Name of bank Years 2018/ 2014
2015/2014 | 2016/2015 | 2017/2016 | 2018/2017 | 2018/2014 (%)
1. | JSC «Raiffeisen 1,08 1,25 1,45 1,62 318 2955
Bank Aval»
2. | JSC <FUIB» 0.70 158 1,35 216 323 4617
3. | JSC «<Alfa Bank» 1,02 1,94 271 1,35 728 712.8
4. | JSC <OTP Bank» 0,35 258 327 0,94 275 7914
5. | JSC «Universal 0,54 0,26 287 16,16 6,45 12035
Bank»
6. | JSC «Credit
Agricole Bank» 1,38 3.5 1,03 1,86 10,37 7513
/.| ISCCB 0,70 0,69 0,88 0,92 0.39 558
«PrivatBank»
8. ] JSC
«UKrSibbank» 1,49 4,47 1,45 0,81 7,89 530,4
9. JsC
«Oschadbank» 1,93 343 0,99 0,68 4,45 230,0
10.] JSC «Pravex 0,78 277 1,45 1,75 547 706,0
Bank»
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As the data in table 2 taking into account the costs of marketing communications, the total
assets of each bank and the banking system of Ukraine as a whole, we can conclude that during
2014—2018 the most effective implementation of marketing communications are:

JSC «Credit Agricole Bank — 10.37 (751.3%);
JSC «Ukrsibbank — 7.89 (530.4%);

JSC «Alfa Bank» — 7.28 (712.8%);

JSC «Universal Bank» — 6.45 (1203.5%);
JSC «Pravex Bank»—5.47 (706.0%).

At the same time, JSC «Pravex Bank» has the least efficiency in the implementation of
marketing communications — 0.39 (or 55.8%).

In our opinion, the effectiveness of spending on marketing communications of banks is
influenced by the assessment of key performance indicators in the context of business lines.

In particular, success in accomplishing these tasks is evaluated in the following areas:

e Number of clients involved, number of accounts.

¢ Volume of deposits.

¢ Volume of banking operations and services provided.

e Customer satisfaction with the services provided.

Thus, the above approach allows you to analyze the effectiveness of marketing
communications in comparison with previous periods.

Today, the marketing departments are located in the large banks of Ukraine (JSC
«Raiffeisen Bank Aval», JSC «Alfa Bank», JSC «Oschadbank» etc.). In medium-sized and small
banks, marketing and advertising is often only done by one specialist because, on the one hand,
these banks cannot afford the staff of several specialists in particular areas, and on the other hand,
not all bank executives are convinced of the importance of creating marketing services, marketing
information system, and therefore marketing is reduced to advertising or marketing services.

It should be noted that the world is digitizing all sectors of the economy. In particular,
digitalization (digitization) of the bank involves the modernization of the banking structure,
products and channels of interaction with its customers by applying modern technologies to
increase the effectiveness of marketing communications, increase profits and its competitiveness.

In our opinion, the digital communications (digital communications) of the bank are
marketing interactive communications with the clients of the bank, which are carried out using
modern Internet technologies. In particular, marketing digital activity can be an effective tool of
modern marketing communication policy of banks in Ukraine. For Ukrainian banks [23, p. 47], this
is a significant source of cheap and highly efficient communications.

Digital marketing in the banking sector using all modern means of promotion, such as
content marketing, social media marketing (SMM), search engine optimization (SEO), traffic
management (traffic management), E-mail marketing, CRM (management of relations with
consumers), contextual advertising and more.

For example, First Ukrainian International Bank (JSC «FUIB») 2017 actively uses digital
tools (digital marketing) and tools of performance-marketing (marketing, focused on results,
measured in increased leads or sales) to communicate brand value of the existing audience and
potential customers. According to information of JSC «FUIB» [24], was increased efficiency of
advertising campaigns in digital marketing channels, built a strong sales funnel, three times
increased sales of loan products, CTR (a measure of CTR, that is an indicator of how often they
click on a banner for a certain period of time) and display advertising, and conversion rate — 2.5
times. The bank conducts an independent integrated advertising company in Digital with a big focus
on video content that boosts Brand Awareness, Brand Perceptions and Intention to Buy. First
Ukrainian International Bank focused on marketing 2.0 (social networks, SMM). The marketing
Department the Bank is building a social banking, the Bank’s representation in social networks to
inform, promotes sales and service.

Customers are increasingly served in online banking. This is facilitated by the penetration of
the Internet, the introduction of 4G and the popularization of smart phones. Development of remote

19



banking services contributes to the evolution in Ukraine related technologies that provide exciting
opportunities in both the banking and FINTECH solution. Among them: «block chain», biometrics,
ban contact, remote authentication, p2p transfers, and others.

According to a study by KPMG «The Future of Digital Banking» [25], banks are
personalizing their services to each client by 2030. To this end, financial institutions will collect
more and more information about each person’s life and analyze it using artificial intelligence. In
the near future, mobile payments will be replaced with voice commands and biometrics. Thanks to
the Internet of Things, any device can become a digital channel for paying for goods and services.

In our opinion, the digital bank according to 2019 is, first and foremost, a bank without
branches, which are replaced by employees of the banking or outsourcing call center, as well as by
courier service or affiliate offline network. The concept of non-branch banks may imply the
existence of several branches that perform information, education, transformation and credit-
investment functions. Secondly, the bank uses chat bots, mobile and internet banking.

In September 2019, experts of the world-renowned Global Finance magazine published the
rating of «Best digital banks in the world» [26]. The banks that won this rating were selected by the
following criteria: the success of customers using digital offers from banks, the growth of digital
clients, the digital strategy for attracting and serving customers, the range of banking products, the
benefits of using digital channels and the functionality of the official website of the bank.

In particular, the new app from Thailand’s United Overseas Bank (TMRW) the winner in
the nomination «The most innovative digital bank for consumers». TMRW has developed a game
application that allows customers to build their own virtual city. He also reminds them of important
payments and reflects their patterns of spending, encouraging customers to save.

Emirates NBD Bank [27] in his application Liv highlights the role that banks can play in the
daily lives of the clients It offers services, designed around the lifestyle of the client, education,
Finance, mental and physical well-being, of existence. Liv mobile application allows you to open an
account with their smart phones. After that they can immediately put funds into their account using
any Bank debit cards they have.

Turkish Akbank [28] among the 300 banks in the world, which were presented in the above
ranking, is also developing digital banking and digital channels of communication with customers.
So, with the help of the platform smart services «FIZ — Financial intelligence», the bank provides
bank products to customers through the use of advanced analytical techniques using machine
learning model. For the integration of Turkish youth in the financial life of the country subsidiary
Akdde, which is the first fintech in Turkey based Bank Akbank, uses the application Tosla.
Application Tosla through the use of social platforms, the Bank allows young people to make daily
financial transactions, not being an Akbank customer or any other Bank.

In 2018 in Stockholm (Sweden) [29] was based digital Bank Doconomy. The main
advantage of the mobile application Doconomy is possible to carry out the assessment of
environmental impact for a customer purchase. In 2017 the world’s first Bank has developed a
credit card that allows users to track their impact on carbon and to offset the cost of investing in
projects with a positive impact on the environment.

According to other experts, one of the leading digital banks in Canada, Tangerine Bank [30]
offers clients the following services, namely: credit card money back, business bank account, a
mortgage and a tax-free savings account.

Conclusion. In an age of digital economy, marketing communications are a prerequisite for
improving the increasing the effectiveness of banks and their profitability.

Digital banking, based on the use of the basic elements of digital marketing, gives the
modern bank the opportunity to compete successfully in the digital economy.

The prerequisite for the launch of new banking services in modern conditions is the
integration of all tools and channels of marketing communications in a single system that provides
for their use in synergistic interaction. In the framework of the above, its marketing communication
policy plays an important role in the bank’s activities. In this regard, in the era of digital economy
development, digital marketing is now part of the bank’s communication policy.
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From our point of view, prospects for further research on this topic are in the development

of theoretical and practical recommendations to ensure the effectiveness of marketing
communications of banks and their impact on the profitability of banks, as well as to increase their
competitiveness.
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