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In modern conditions the Internet is developing rapidly. Marketing communications on the
Internet is one of the main elements of Internet marketing of banking institutions and an important
element in establishing relationships with target audiences and managing them, informing customers,
improving the image of the bank. It is determined that the Internet today covers the information,
communication and logistics areas of marketing communications of banks. The paper identifies the
areas of integrated marketing Internet-communications in the activities of banks and their main
elements to present their characteristic. At the present stage of development of Internet-communications
in activities banking, it is advisable for banking institutions to use advertising, digital and creative
strategies. It was found that the current trends in the development of marketing communications on the
Internet also indicate the growth of Internet-communications in social networks as an important
mechanism for interesting the bank customers and forming interaction with them and the development
by the bank of its website, its attractive design, updating information on it. The results of the study
showed that the largest share of Internet users in Ukraine uses mobile phones or smartphones, the
number of which is growing, which expands the capabilities of banks in the field of Internet-
communications. It was established that the most active banks in the media space are banks with state
share: JSC CB «PrivatBanky», JSC «Oschadbanky, JSC «Ukreximbank» and banks of foreign banking
groups such as JSC «Raiffeisen Bank Avaly, JSC «OTP BANK», JSC «ALFA-BANKY. JSC «FUIB» is
among the banks with private capital. At the same time, the largest media activity of banks in 2019 was
observed in banks of foreign banking groups, and in 2019, 2021 by the number of messages in state-
owned banks. The analysis of the collected marketing information showed that the largest number of
messages from the leading banks of Ukraine by categories of media was observed in the Internet media,
as the Internet is a convenient, cheap and effective communication channel in all areas activities. The
expediency of using the Internet to promote banking products is also due to the fact that recently the
effectiveness of traditional channels for disseminating information about banks and their products has
decreased.
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Problem statement in general and its connection with important scientific or
practical tasks. Modern conditions actualize for banking institutions the use of Internet
marketing as an effective tool for marketing activities. Through the Internet, it is possible to
implement marketing measures faster, explore the market situation, adapt communication
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policies in accordance with market conditions, to ensure the acceptance of consumer orders. In
the information society, economic results depend on the effective management of the system as
awhole. Informatization involves the widespread and effective implementation and application
of information and communication technologies and innovations in banking.

Analysis of the latest research and publications, which initiated the solution of this
problem. Trends in the development of Internet marketing, marketing Internet-
communications were studied by such scientists as K.Malinoshevskaya [1]; A.Kulyk [2];
T.Dubovik, V.Ortynska [3]; N.Kosar, Yu.Pankivska, N.Kuzio [4]; N.Duchynska, K.Gulyaeva
[5]; P.Bradulov [6]; L.Zatsna [7]; A.Kuzmenko, Yu.Tretyak [8] and other. Scientists have
viewed Internet marketing as a promising tool that will replace traditional mass media and will
also apply to solve a wide range of marketing tasks. Along with that, scientists pay great
importance to integrated Internet marketing communications as to an important element of
managing relationships with target audienceses.

In particular, K.Malinoshevskaya notes that the Internet, including Internet marketing,
will gradually replace traditional mass media. Over time, the global information network will
be an important tool for implementing integrated marketing communications, as well as
marketing programs. Subjects of the advertising market are primarily interested in the
development and application of Internet marketing, ,i.e. advertisers, media, advertising
agencies for conducting communication activities, as well as customers in obtaining and
applying marketing information [1, p. 79].

A.Kulyk also notes that the Internet has new opportunities in the field of marketing, as
it can be actively applied to solve a wide range of marketing tasks, including: market research,
promotion, application of the Internet as a sales channel. Global computer networks form a new
environment of information interaction, including the emergence of new forms of
communication [2, p. 89].

T.Dubovik, V.Ortynska substantiate that the concept of «integrated Internet-marketing
communications, the meaning of which is explained by their dominance in modern conditions
among other electronic means of communication on the Internet, is proposed to consider as
process of managing relationships with target audiences, what asserts an interactive, system
approach to integrating Internet marketing communications taking into account monotype,
interactivity, — multidimensionality,  cross-functional  personalized interaction and
encouragement of profitable relations of subjects of internet marketing communication of the
totality in the short-, medium-, long-term perspectives with application of complex of additive
measures» [3, p. 63].

N.Kosar, Yu.Pankivska, N.Kuzio, [4, p. 282] determine directions of influence of
information technology, above all the Internet, on various areas of the enterprise.

Highlighting previously unsolved parts of the general problem to which the article
is devoted. However, the application of modern marketing tools and innovations on the Internet
in the banking sphere, which are spreading rapidly is still do not sufficiently explored in
scientific publications.

Formulation of the purpose of the article (problem statement). Investigate the
marketing Internet-communications of banks, analyze the media activity of Ukrainian banks,
in particular, by category of media and in time.

Presentation of the main material of the study with a full justification of the
obtained scientific results. The application of marketing Internet-communications involves
maintaining the relationship between customers and the bank via chain the Internet. Today, the
Internet covers the information, communication and logistics areas of marketing
communications of banks (Table 1).
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Table 1 — Internet marketing technologies in various areas of marketing communications of

banks
Areas Value
Information Receiving information, electronic surveys, sending messages,
monitoring the by to visitors to the bank's website
Communication Organization of PR and teleconferences, advertising, brand
promotion, providing feedback customer
logistics Promotion of banking products via the Internet, on the bank's website

Source: built by the author on the basis of [5, p.73].

The communication space of the Internet differs from other means of disseminating
information, outweighing them by a number of important characteristics [6]:
—multifunctional model of message transmission in order to implement a wide diapason
of species of interactive communication interaction;
—monitoring above search for information with by customers to form an active position
in the communication process;
—a wide range of types of information presentation and interactive communication
interaction;
—high flexibility and scale;
—search for information due to the hypermedia nature of its presentation;
—implementation of interactive transactions: concluding agreements and making
payments electronically through an electronic resource.
Integrated of marketing Internet-communications help to enhance the reputation and
image of the bank. The components of marketing communications of banks on the Internet are
given in table 2.

Table 2 — Marketing communications of banks on the Internet

Marketing

T Value of marketing communications on the Internet
communications

Advertising on the Internet represents a notification and informing customers
about the bank, banking products, provides an opportunity to interest and attract
new customers. Types of Internet advertising are search, media, video
advertising (digital)
PR-activities PR activities on the Internet are aimed at improving the image of the bank,
(including, attractive to the customer, interaction with social services. Sponsorship as a type
sponsorship) of Internet-communication is used when the site is sponsored by a brand
The Internet allows to disseminate information about discounts when using
banking products, loyalty programs, provides the opportunity to use the system
«client-banky, Internet banking, mobile banking on preferential terms
Electronic of postal of mailings, affiliate programs.
Direct Internet marketing, which is based on personal direct communication with
the recipient of the message without information intermediaries, uses direct
address mailing of messages in the Internet on target consumers by using via e-
mail and RSS (description of news feeds, article announcements, changes in
blogs, etc.). Anticipates the application of search engines SEO, SMO
(optimization for social networks), social networks SMM (social media-
marketing), SEM (search marketing).
Source: built by the author on the basis of [7, p. 214-221; 8, p. 390]

Bank advertising
(image, product)

Sales promotion

Personal sales,
direct marketing
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At the present stage of development of Internet communications in banking activity, the
following may apply Internet marketing strategies can be used [9]:

—advertising strategy online advertising: the latest banking products; news from banking
experts; sorting various messages for users, audience segmentation; setting up tracking of
orders, sales, calls, downloading advertisements on the Internet, social networks; automation
of advertising on Google and Facebook for marketers, mailings via Viber are more effective in
comparison with SMS messages; messages via Instagram (but here, when there are a large
number of messages, the information is not grouped, it is difficult to follow the status).

—digital strategy: information about the target audience, budget, benefits of banking
products, development of IT infrastructure, quality of work CRM and databases, of site;

—creative strategy: development of corporate style of the bank, creative ideas, brand
promotion.

The main advantages of banks' application of Internet marketing communications are
[10, p. 112-113]:

—globalization asinformation from the Internet can be viewed anywhere in the world;

—increasing the level of information support of the activities bank as there is an
opportunity at any time to conduct various marketing research, to obtain information about
competitors;

—convenience for customers isthe ability to use certain services at any time 24/7 without
leaving home, office;

—rapid adaptation to today's conditions is the ability to quickly respond to customer needs
and proposals of competitors;

—reduction of bank costs;

—promotion of banking services, of brand.

Current trends in the development of marketing communications on the Internet,
provide for the growth of Internet communications in social networks as an important
mechanism for customer interest. In social networks, banks have the opportunity to:

—advertise the latest banking products;

—to provide the level of information support to the client to increase his purchasing
interest;

—monitor clients;

—conduct staff training;

—visit webinars (online conferences, seminars, business meetings, staff meetings,
negotiations with clients);

—organize new promotional events;

—increase customer trust by offering loyalty programs;

—to ensure the positioning of the brand, the formation of its positive image and reputation;

—provide feedback;

—reduce advertising costs, etc.

O.Kots, L.Bondarenko highlight the following advantages of social networks for
Ukrainian banks [11, p. 317-318]:

—informing existing and potential customers about the latest banking products;

—formation of an attractive brand of the bank and improvement of its image;

—attracting new customers through promotions, affiliate programs and loyalty programs;

—free and dynamic advertising space;

—a large audience for carrying out marketing research and testing of new banking
products;

—formation of trusting communication between clients and the bank;

—the ability to adapt and respond quickly and neutralize the risk of negative information;
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—additional customer service support;

—dissemination of information about the bank (through likes, dissemination, customer
comments);

—implementation of banking transactions through social networks;

—lead generation meaning the transformation of an active audience into real customers of
the bank.

M.Veselova notes that social networks have become a platform for many financial
topics for society, which provide an opportunity [12, p. 218]:

—increase the level of financial literacy of customers;
—increase the level of transparency of the banking system.

However, N.Kosar, N.Kuzio [13, p. 147], emphasize that to attract customers,
commercial banks must also improve marketing communications within branches, at points of
sale of his products with the possibility of application of the commercial bank Digital Signage
or digital merchandising as a modern powerful tool to promote of his products. This tool is a
component:

—of marketing communications of the bank;
—of merchandising;
—of logistics at the point of sale and service.

As note, T.Girchenko, R.Kossmann, no less important element of communication policy
is the Web-site of the bank on the Internet, because it [14, p. 79]:

—provides the bank with a wide range of additional opportunities, the bank can provide
users with additional services;

—the client has access to a significant amount of information, and he will form a more
complete opinion about the bank and its proposals.

Therefore, banking institutions should pay considerable attention to the issues of its
attractive design, updating information on it.

Today the number of Internet users in Ukraine is growing. The audience of Internet
users is presented in Figure 1.
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Figure 1 — Types of access of «regular» Internet users III quarter of 2019 [15]

According to research conducted in the third quarter of 2019 by the Internet Association
of Ukraine (Figure 1), the largest share of Internet-users applies mobile phones or smartphones.
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According to the main indicators of the Internet: the share of regular users is 71%, with the
availability of the Internet at home 65%. Among «regular» Internet users: the share of mobile
device users is 69% (smartphone and tablet) and 22% of users who use only mobile devices

[15].

In January 2020, the number of Internet users increased to 4.54 billion, which is 7%

more (298 million new users) compared to January 2019 [16].

For the banking sector, customer trust is important. This is determined by the specifics
of the bank's activities in relation to the use of funds received from customers for the purpose
of profit. The basis of trust is a strong positive reputation of the bank. Carrying out media
analysis allows to assess the competitive environment of the bank, to establish direct and hidden
information dangers, as well as to determine the effectiveness of communications [17, p. 42].
Information on mediaactivity of Ukrainian banks is presented in table 3.

Table 3 — Mediaactivity of Ukrainian banks

Number of messages

Banks 25.05.2019- | 08.01.2021-
24.06.2019 06.02.2021
1. Banks with a state share
JSC CB «PrivatBank» 18171 12626
JSC «Oschadbank»» 3786 4833
JSB «UKRGASBANK» 1439 -
JSC «Ukreximbank» 736 1245
JSC «<SETTLEMENT CENTER» 17 11
2. Banks of foreign banking groups
JSC «Raiffeisen Bank Aval» 1259 1339
JSC «OTP BANK» 1169 901
PSC «Prominvestbank»» 671 593
JSC «<ALFA-BANK» 653 805
JSC «UKRSIBBANK» 425 489
JSC «KREDOBANK» 368 481
JSC «PRAVEX BANK» 316 203
JSC «CREDIT AGRICOLE BANK)» 272 409
JSC «PIRAEUS BANK ICB» 210 143
JSC «ldea Bank» 181 293
JSC «BANK FORWARD» 122 -
JSC «BTA BANK» 117 -
JSC «ProCredit Bank» 111 180
JSC «DEUTSCHE BANK DBU» 101 -
JSC «CREDIT EUROPE BANK» 100 21
JSC «CITIBANK» 83 243
JSC «ING Bank Ukraine» 24 32
3. Banks with private capital

JSC «FUIB» 456 970
JSC «BANK CREDIT DNEPR» 299 199
JSC «TASCOMBANK)> 246 615
Pivdennyi Bank 240 -
JSC «INTERNATIONAL INVESTMENT BANK» 154 181
JSC «MEGABANK» 143 278
PJSC «BANK VOSTOK» 92 325
JSC «BANK FOR INVESTMENTS AND SAVINGS» 86 29
JSC «CRYSTALBANK» 84 -
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Continue table 3
JSC «Ukrainian Bank for reconstruction and developmenty 12 68
JSB «CLEARING HOUSE» 11 44

Source: compiled by the author according to the data [18, 19].

According to table 3, the following most active banks in the media space are observed:
—banks with state share: JSC CB «PrivatBank», JSC «Oschadbank», JSC
«Ukreximbanky;
—banks of foreign banking groups: JSC «Raiffeisen Bank Aval», JSC «OTP BANK», JSC
«ALFA-BANKY;
—banks with private capital: JSC «FUIB».

The largest media activity of banks in 2019 was observed in banks of foreign banking
groups, and in 2019, 2021 by the number of messages is dominated by banks with a state share.
Media activity of the largest most leading banks of Ukraine by categories of means of
disseminating information in table 4.

Table 4 — Media activity of the largest most leading banks of Ukraine by categories of means
of disseminating information

Number of messages
08.01.2021-06.02.2021
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1. Banks with a state share

JSC CB «PrivatBank» 038 | 4682 | 258 | 73 | 79 | 276 13 70 203

JSC «Oschadbank» 218 | 2209 | 153 | 71 | 18 86 | 0| 6 31 227
JSC «Ukreximbank» 40 674 45 12 | 7 19 |0] 2 10 46

2. Banks of foreign banking groups
JSC «Raiffeisen Bank Aval» 29 679 63 16 5 22 0| 6 6 42
JSC «<OTP BANK» 39 562 21 4 0 1 0| 0 5 30
JSC «<ALFA-BANK)» 29 427 34 3 0 10 0| O 6 21
JSC «UKRSIBBANK)» 20 211 14 6 2 4 0| O 6 3
JSC «kKREDOBANK)> 27 233 17 5 0 2 0| 0 5 42
JSC «CREDIT AGRICOLE
BANK> 16 212 10 1 0 2 0| O 1 3
JSC «PRAVEX BANK» 7 117 9 2 1 0 0| 0 2 1
JSC «ldea Bank» 10 127 12 2 0 5 0| O 1
3. Banks with private capital
JSC «FUIB» 39 414 33 8 | 39 21 {0 O 9 53
JSC «TASCOMBANK» 16 369 33 3 1 13 |0] 4 5 24
JSC «MEGABANKY» 18 124 16 3 1 1 0| O 2 25
JSC «<BANK CREDIT
DNEPR» 10 111 5 1 0 6 0| O 4 0
Source: compiled by the author according to the data [18, 19].
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Table 4 shows that the largest number of information messages of the leading banks of
Ukraine by categories of means of disseminating information is observed in the Online media,
as the Internet is a convenient and effective communication channel and inexpensive compared
to television.

In today's conditions, a growing role of the media in the communications of Ukrainian
banks is observed. The number of mentions of Ukrainian banks in the media from 01.05.2020
to 31.10.2020 has increased.

Today, in the banking sector, online media coverage prevails over offline, and with the
increase in the length of the covid-19 period and the digitalization of communications, it will
continue to grow. More than 90% of the media corevage of the banking sector falls on online
media. In percentage terms, the largest number of mentions in the top media falls on JSC CB
«PrivatBank» - 13.6% and JSC «Raiffeisen Bank Aval» - 12.4%. JSC «ALFA-BANK)» - 21.8%
and Monobank - 19.7% are most often mentioned in profile sources. For all banks except JSC
CB «PrivatBank» and JSC «Oschadbanky, a larger percentage of mentions are in the profile
media. This shows the growing role of industry media in the communications of Ukrainian
banks [16].

Evaluation of media efficiency of commercial banks is based on the following indicators
[16, 20]:

—Media Visibility (MV) — an indicator of visibility in the media. The indicator is
calculated on the basis of such characteristics as tonality, role of mention (main, secondary,
episodic), mass media rating.

—Media Quality (MQ) — an indicator of the quality of communications. Built on the basis
of such parameters as the role of mention, tonality, eventy, type and level of mass media.

—Media Favourability Index (MFI) — this is one of the quantities for measuring the
effectiveness of communications, which is based on tonality. It is based on the ratio of the
number of positive messages to negative ones. If positive predominates, then MFI is greater
than 1 (positive messages predominate), if negative, then on the contrary - MFI is less than 1
(of negative publications more than of positive), if MFI = 1 the number of positive and negative
publications is the same.

The MV and MQ indices do not depend on each other. For example, the highest MV
indicator in JSC CB «PrivatBanky is 32957.2. This was influenced by the largest number of
mentions in the media. But if you look at the MQ results, the best indicator in JSC
«UKRSIBBANKY» is 0.59. This means that the quality of mentions in the media in him is higher
than in other banks, although by the number of mentions hi significantly inferior than competing
banks. The most balanced visibility in the media and quality of mentions in JSC «Raiffeisen
Bank Aval». Both indicators as MV 5892.9 and MQ 0.53 are quite high compared with others
in given banking institution. The highest rates of media commitment are in JSC «Raiffeisen
Bank Aval» - 2.30 and JSC «OTP BANK» - 2.24. JSC «OTP BANK» received the fewest
media mentions among all banks, but his MFI indicator is one of the best. The opposite
example is JSC «Oschadbanky, which has a high quantitative coverage, but his MFI is 0.90.
When assessing the effectiveness of communications should always take into account both
guantitative and qualitative parameters, because they do not always coincide in value [16].

The characteristics of the media field of banks also indicate that [21]:

—external, non-customer communications remain very important for banks, because for
the successful business of banks it is necessary to form a favorable attitude towards them on
the part of the state and the absence of reputational turbulence on its part. Most of the part of
the messages on banks (53%) were in the context of either their relations with the state (NBU,
Ministry of Finance, government, parliament, local authorities) or relations with society
(participation in social projects and initiatives);
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—the least attention media was observed in regarding messages on the promotion
(marketing) by banks of products and services;

—the number of texts on financial innovations and the digital component of bank services
is growing. More than 30% of the media-field, by a result 2020, are banking products and
services (retail, services for large corporate business). The maximally digitalized (in the media)
were JSC «ALFA-BANK)» and JSC «Raiffeisen Bank Aval» (with markers of innovation
concentration of 15% and 11%, in accordance);

—banks' efforts to form a reputation through media-tools in 2020 do not increase
(compared to previous periods). On average, 20% of the media field of banks is their presence
in the rating of influential media, due to which institutions formation the reputation of
stakeholders;

—banks' efforts to formation the image of services in 2020 are not growing compared to
previous periods. On average, 28% of the media field of banks is the presence of specialized
media, which are a platform for the promotion of services;

—Ukrainian banks strive mainly for an impersonal model of communication with the
market and the professional community. On average, only 10% of each bank's publications are
accompanied by comments from managers or bank owners. JSC «BANK CREDIT DNEPR»
was the bank out the most active participation of speakers in the formation of the media field
(almost 50% of the bank's mentions in the media are accompanied by comments from the bank's
speakers);

—according to the values of the indices of probable media loyalty to infooccasions and
the possibility of probable contact of infooccasions with the media audience, the leadership is
among the private banks of the project — Monobank (works on the base of JSC «<UNIVERSAL
BANKD») (these parameters are applied to measure the resonance quality);

—among the banks that were most dynamic in formation their own media image and tried
to very actively influence the content and structure of their own media field, the leadership at
JSC «BANK CREDIT DNEPR» and JSC «ALFA-BANKY» in value of Media Field Event
Density Index (the another one tool for measuring communication quality);

—one of the many options for assessing the outcome of communications is the analysis of
the traffic of banking sites. The largest of traffic, according to the results of 2020, shows of
website of JSC CB «PrivatBanky, the largest growth in 2020 the traffic of websites - in
monobank, Pivdennyi Bank, JSC «OTP BANK» and JSC «UKRSIBBANK».

Today, Ukrainian banks pay more attention to media communications to shape their
image.

Conclusions from this research and prospects for further developments in this
area. At the present stage of development of Internet-communications in activities banking, it
is advisable for banking institutions to use advertising, digital and creative strategies. It was
found that the current trends in the development of marketing communications on the Internet
also indicate the growth of Internet-communications in social networks as an important
mechanism for interesting the bank customers and formation interaction with them and the
development by the bank of its website, its attractive design, updating information on it.

The results of the study showed that the largest share of Internet users in Ukraine uses
mobile phones or smartphones, the number of which is growing, which expands the capabilities
of banks in the field of Internet-communications. It was established that the most active banks
in the media space are banks with state share: JSC CB «PrivatBank», JSC «Oschadbank», JSC
«Ukreximbank» and banks of foreign banking groups such as JSC «Raiffeisen Bank Avaly,
JSC «OTP BANK», JSC «ALFA-BANK»y». Among the banks with private capital is JSC
«FUIB». At the same time, the largest media activity of banks in 2019 was observed in banks
of foreign banking groups, and in 2019, 2021 by the number of messages in state-owned banks.
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The analysis of the collected marketing information showed that the largest number of messages
from the leading banks of Ukraine by categories of media was observed in the Internet media,
as the Internet is a convenient, cheap and effective communication channel in all areas
activities. The expediency of using the Internet to promote banking products is also due to the
fact that recently the effectiveness of traditional channels for disseminating information about
banks and their products has decreased.

Further research is aimed at analyzing foreign experience in the application of integrated
marketing communications in the banking sector and its adaptation to domestic realities.
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Jdemko Map’ana SlpocnaBiBHa, acnipanmka xaghedpu MmapkemuHzy eKOHOMIYHO20
Gaxynememy Jlvgiscorozo nayionanbHoeo yHigepcumemy imeni leana @panxa (Jlvsie, Yrpaina).

Po3BUTOK iHTerpoBaHHX MAapKeTHHIOBHX IHTepHeT-KOMYHikauiii B JisyIbHOCTI
YKpaiHCbKHMX OAHKIB.

YV cyuacnux ymosax cmpimro 6i0bysacmuvcsi pozsumox mepedici Inmepnem. Mapkemuneogi
KOMYHiKayii 6 mepeoxci [nmeprem € 00HUM 3 OCHOBHUX enemenmie [nmepHem-mapkemuney O6aHKIBCLKUX
VCMAHO8 MA  BANCTUBUM EIEeMEHMOM 6CMAHOGNCHHS GIOHOCUH 3 UYLIbOGUMU aAYOUMOPIAMU MA
VAPAGNIHHA HUMU, [HOpMYSauHa KIieHmis, nidsuwjeHHs imiodxcy Oamky. Busnaueno, wo mepedica
Inmeprem cb0200Hi oxXONMOE IHGOPMAYTUHY, KOMYHIKAYIUHY MA N02ICMUYHY Chepu MapKemuH208uUx
KOMYHIKayilu Oankie. Y pobomi euokpemieno cgepu inmezposanux mapxemurneosux Inmepuem-
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KOMYHIKayil 6 OisibHOCMI OaHKi6 ma ix 20/106HI enemMenmu, H0OaHo ix xapakmepucmuxky. Ha cyvacrnomy
emani po3sumxy Inmepnem-komyHikayiii y OAHKIBCObKIU OisANIbHOCMI OOYLIbHUM € 3ACMOCYBAHHS
OAHKIBCOKUMU YCMAHOBAMU PEKIAMHOL, yuposoi i kpeamuenoi cmpamezii. 3’1c06aHO, WO CYYACHT
MmeHOeHYii pO36UMKY MAaPKeMUH208Ux KOMYHIKayiti 6 InmepHemi ceiduams mMaxKoxic npo 3pOCHAHHS
Iumepnem-komyHikayili 6 COYIANbHUX MepeXHCcax AK BANCIUBO2O0 MEXAHIZMY 3aYiKA8NeHHA OaHKOM
KIi€Hmie ma QopMyeanHs 63a€MO0ii 3 HUMU i pO3POOAEHHS OAHKOM C8020 6eO-caiimy, U020
npUBadIUB020 0QOPMIEHHS, OHOBNEHHA iHopmayii Ha Hbomy. Pezynomamu docniosxcenns nokazanu,
wo Haubinowa yacmka Inmepnem-kopucmysauie 6 Yxpaini 3acmocogye mooOinbHi meneghonu abo
cMapm@onu, KilbKicmb KOPUCHY8AYi8 SAKUX 3POCMAE, WO POUUPIOE MOXCIUBOCMI DAHKI8 Yy cepi
Iumepnem-xomynixayii. Ilpu yvomy 6cmanoeieHo, w0 HAUOIIbW AKMUSHI OAHKU 8 MeOdiliHOMY
npocmopi — ye banxu 3 Oepocasroro uacmkorw. AT KB «llpusambanxy, AT «Owaobanky, AT
«Ykpexcimbauky i banku inosemHux bauxiecokux epyn maxi axk AT «Paiigghaiizen bank Asanvy, AT
«OTIl BAHK», AT «AJIb®@A-BAHK». Cepeo 6anxis 3 npusamuum Kanimaiom Moxicua suoxpemumu AT
«IIYMPBy. Ilpu yvomy Haubineuia media-axmusnicmos Oawnxie y 2019 p. cnocmepicanacs y 6anxie
iHo3emHux bankiscokux epyn, a 8 2019 p., 2021 p. — 3a KinbKicmio n08IOOMNIEHb Y 0EPAHCABHUX OAHKIS.
Ananiz 3i0panoi mapkemuneoeoi iHopmayii nokazas, w0 HAUOLILUA KIILKICMb NOGI0OM/IECHD
npogioHux Oaukie Ykpainu 3a xameeopisimu 3acobie nowupenHs ingopmayii cnocmepicanacs 6
Iumepnem-3MI, ockinbxu Inmepnem € 3pyynum, deule8um ma epexmusHUM KOMYHIKAYIIHUM KAHATOM
y 6cix cgpepax Oianvuocmi. [oyinouicms 3acmocysanHs Inmepuemy 071 npocy8anHs OAHKIBCLKUX
NPOOYKmi6 00YyMOGLeHA MAKONC MUM (AKMOM, WO OCMAHHIM YACOM 3MEHULYEMbCI eheKmUBHICmb
MPaouyiuHUx Kaualie nowuperts inghopmayii npo 6anku ma ix npooyKmu.

KirouoBi crnoBa: iHTerpoBaHi IHTepHET-MapKeTWHTOBI KOMyHikarii, OaHku, I[HTepHeT-
MapKETHHT, Me/ia-aKTUBHICTh OaHKIB, 3aCO0M MOIIMPEHHS iH(hOopMaIii.
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