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Introduction. The marketing communications are an important structural component of commercial
banks. They serve as information support and an effective tool for interaction with the main subjects of
banking and market activities, customers, partners. Today, marketing communications play an important role
in making and implementing marketing decisions of banking. However, the task is the most effective
combination of their various components: bank advertising (image, product), PR-activities (including,
sponsorship), sales promotion, personal (personal) sales.

Analysis of recent researches and publications. Integrated marketing communications have been
studied by many scientists. Scientists consider integrated marketing communications as: concept (Kotler F.,
Armstrong G. [1, p. 749], Romanenko O. O. [2, p. 112]); planning concept (Bilova S.V. [3]); the concept of
joining forces (Demkura T. [4, p. 211]); management coordination concept (Kurban O. V. [5, p. 44]);
J. Burnett, S. Moriarty [6, p. 28]); special macro positioning of the brand (Biloshapka V. S. [7, p. 10]);
strategic analysis, selection, application and control (Romanenko O. O.[2, p. 112]).

Setting objectives. The main purpose of the study is to clarify the essence and determine the features
of integrated marketing communications in banking, to reveal the mechanism of action of integrated
marketing communications, each structural tool in its synergistic unity gives a significant positive effect for
successful banking.

Basic material and results. Relationships with actual or potential customers of the bank are
communications that create a positive image and reputation of the bank, banking products and services,
which promotes sales and strengthens its competitiveness and increases overall efficiency.

In the modern literature you can find the definitions of ,integrated marketing communications”,
»integral marketing communications”, ,,integration marketing communications” (IMC). However, the
essence of these concepts is the same — combining communication efforts and directing them in the
necessary direction of the business entity [4, p. 211].

Over the last two decades, integrated marketing communications have been actively developed and
applied in world science and practice, and in particular in the marketing activities of banks. According to
Remez Yu. B., ,,on the one hand, they combine all types of market (marketing) communications: advertising,
public relations, direct marketing, sales promotion, brand communications. In addition, the means of
communication are integrated, which allows you to send targeted audiences consistent, convincing marketing
appeals that help achieve the company’s goals”. The author also notes that ,the integration of marketing
communications requires that in the future, advertisers will need to conduct media planning so directly, and
respond to market changes in real time so quickly that there will be a tendency to combine all processes in
one place” [9, p. 133].

A number of scientists note the need to consider the integrated marketing communications of banks
through the prism of:

1) institutional factors that form the mental and pragmatic basis of the participants in the
communicative process;

2) communicative and managerial qualities in relation to the formation of the environment, the
organization of a favorable atmosphere of information exchange, which provide for the activation of
analytical, prognostic and other intellectual processes [10, p. 77].
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Integrated marketing communications are relevant and important in the use of banks in their activities
to achieve marketing goals, in particular:

- in the promotion of banking products and the provision of banking services;

- creation of competitive advantages;

- increasing the attractiveness of the bank;

- formation and maintenance of a positive image of the bank.

The goal, task and properties of integrated marketing communications in the activities of banks are
presented in Fig. 1.
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Fig. 1. The goal, task and properties of integrated marketing communications in the
activities of banks
Source: own development

For a deeper understanding of the essence of integrated marketing communications, it is advisable to
consider and group them (Fig. 2).

So, most authors believe that integrated marketing communications are:

- the concept of marketing communication management.

Some authors note that integrated marketing communications:

- special macro positioning of the brand;

- strategic analysis, selection, application and control over all means of marketing communications.

All definitions characterize integrated marketing communications as a universal means of achieving
marketing goals of companies and banks in particular. In our opinion, integrated marketing communications
of banks are a Totality of marketing communications that form a system of marketing communications and
cover a wide range of actions with promotion tools, their interaction with the emergence of a synergistic
effect, and each structural instrument of which in its synergetic unity gives a significant positive effect for
successful banking, and thus creates a positive image of the bank. The mechanism of action of integrated
marketing communications in the activity of banks is clearly presented in fig. 3.

The mechanism of action of integrated marketing communications is an effective tool for
communication activities of banks, because the interaction of marketing communication tools in their
synergistic unity creates a positive effect for activities banking.

Integrated marketing communications are relevant in that they provide information about banking
products and services, as well as help consumers show interest in a particular bank. Thus, it indicates an
improvement in the visibility and popularity of banks. Banks have become noticeable among consumers due
to the introduction of integrated marketing communications tools [11, p. 38].
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Conceptual approaches to the essence of integrated marketing communications

Approaches ] The essence of integrated marketing communications

The concept according to which the company carefully considers and
coordinates the work of communication channels (Kotler F.,
Armstrong G.) [1, p. 749]. Is a practical application of the concept of

C t ; e
oneep generality of communications (Romanenko O. O.) [2, p. 112].

The concept of planning marketing communications, based on the
need to assess the strategic role of each of its elements, in the
Planning concept promotion strategy, finding their optimal combination (Bilova S. V.)

[3]. It is associated with the need to assess the strategic role of
individual areas and find the optimal combination (American
Association of Advertising Agencies) [8, p. 692].

The concept of joining forces of the business entity to form and

"ljh.e .concept of || implement a multi-channel synchronized system of interaction with
joining forces target audiences (Demkura T.) [4, p. 211].
Management Managerpent cogrdipation concept of all communication channels in
| coordination concept | | Synergetic combination (Kurban O. V.) [5, p. 44].
Combines all the tools of marketing communications (J. Burnett and
N Combine tools S. Moriarty) [6, p. 28]
Special macro Special macro positioning of the brand, combination of different
—  Ppositioning of the types of advertising, integration of methods and tools
brand (Biloshapka V. S.) 7, p. 10]
Strate%ic analysis, Strategic analysis, selection, application and control over all means of
L appslei czctﬁ)(;lnén d || marketing communications (Romanenko O. O.)
control (2, p. 112]

Fig. 2. Systematization of approaches to the essence of integrated marketing communications
Source: compiled on the basis of [1-8]
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Fig. 3. The mechanism of action of integrated marketing communications in the activities
of banks
Source: own development
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The very integration marketing communications in banks is to combine different marketing
communications tool. The integration of the bank’s marketing communications allows to form the bank
integrated marketing communications as a holistic system of banking activity, which in turn will provide an
opportunity to increase the number of consumers, interest and attract more customers, apply the latest
products. For example, a combination of advertising and PR helps to stay competitive. Combining
communication tools will have a greater effect than the impact of individual tools. When the promotion tools
interact with the emergence of a synergistic effect, the goals of the bank are achieved.

Conclusions and prospects for further research.

From theoretical research:

- the purpose, tasks and features of the integrated marketing communications of banks for achievement
of the marketing purposes and increase of successful activity of banks are formulated;

- conceptual approaches to the essence of integrated marketing communications as a universal tool for
achieving marketing goals are identified;

- the author’s definition of integrated marketing communications of banks on the basis of the formed
conceptual approaches to the essence of integrated marketing communications and definitions of authors is
offered, and also the mechanism of action of integrated marketing communications as an effective tool of
communication activity is formed.

According to research results, integrated marketing communications of Ukrainian banks contribute to
achieving the bank’s attractiveness, the formation of a high level of customer service, the organization of
information support of the bank. The introduction of integrated marketing communications in banking will
provide an opportunity to improve the bank’s activities and relationships with consumers, as well as attract
new customers, improve the quality of customer service and banking services. The result of such actions
should be an increase in the level of banking service.
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Jemko Map’sana fIpociaBiBHa, acmipanTka. JIbBIBChKMI HamiOHAIFHUHN YHIBEpCHTET iMeHi [BaHa
Opanka. Oco06auBOCTi IHTErpOBaHMX MAPKETHHIOBHX KOMYHikauid 0ankiB. JlocmimkeHO CyTHICTBH i
0COOJIMBOCTI IHTETPOBAHMX MAapPKETHHTOBMX KOMYHIKalili Ta iX polb y JOCATHEHHI YCHIIIHOTO
(dyHKIIiOHYBaHHS OaHKIB Ha PUHKY. B yMoBax €KOHOMIYHOI HECTaOLTBHOCTI OAaHKW 3IIHCHIOIOTH MOIIYK
Halle()eKTUBHIMINX MAapKETUHTOBUX IHCTPYMEHTIB IS MpocyBaHHA OpeHAy. Tomy 3Ha4HO 30impmImmacs
pOJb IHTETPOBAHMX MAapKETUHTOBMX KOMYHIKaliil y [isybHOCTI OaHKiB. IHTerpoBaHi MapKETHHIOBI
KOMYHIKaIlil 3MIiIHIOIOTh KOHKYPEHTHY CTIHKICTh O0aHKY Ha PHUHKY, (OPMYIOTH MK OaHKY, MiIBUIIYIOTH
MpOCyBaHHA OaHKIBCHKHX TPOAYKTIB, HaJaHHS OaHKIBCBKHX TOCIYT Ta €(eKTHBHICTh OaHKIBCHKOI
nisuieHOCTI. CPOpMynTBOBaHO METY, 3aBAAaHHS 1 BIACTHBOCTI IHTEIPOBAaHMX MapKETHHIOBUX KOMYHIKaIliil
0OaHKIB ISl JOCSATHEHHS MapKETUHTOBUX IIJICH Ta MiABHMINEHHS YCHINIHOI AisuibHOCTI O0aHkiB. ChopMoBaHO
KOHIENTYaJIbHI MiAXOAW A0 CYTHOCTI IHTETPOBaHWX MapKETHHTOBMX KOMYHIKAIii $SK YHIBEPCaILHOTO
IHCTpYMEHTY JOCSTHEHHS MAapKeTHHTOBUX IIiiel (KOHULEMIis; KOHUENIis TIUJIaHyBaHHS; KOHLEMIis
0o0’eTHAaHHS 3YCWJb, YIpaBIiHChKA KOHIENINS KOOpJAWHAIii, 00 €IHAaHHS IHCTPYMEHTIB; 0COOJIUBE
MaKpOIIO3UIIIOHYBaHH: OpeH/ly; CTpaTeTiYHui aHali3, BUOIp, 3aCTOCYBaHHS Ta KOHTPOJIG). 3allpOIIOHOBAHO
ABTOPChKE BHW3HAUEHHS IHTETPOBAHMX MAPKETHHIOBHX KOMYHIKAIliii OaHKIB Ha OCHOBI C(OPMOBAHHUX
KOHIICTITYJIbHUX MiAXOMIB A0 CYTHOCTI iHTErpOBaHUX MapKETHHTOBHX KOMYHIKAallid 1 BU3HAYEHb aBTOPIB.
Ha ocHOBiI 11p0T0 BU3Ha4YeHHS C(HOPMOBAHO MEXaHi3M [ii iHTETpOBaHUX MAapKETHHIOBHX KOMYHIKaIliii sK
e(eKTUBHOTO IHCTPYMEHTY KOMYHIKAIIHHOT [iSUTBHOCTI, OCKIIBKH TIpM B3a€EMOJil 1HCTPYMEHTIB
MapKETUHTOBUX KOMYHIKalliil y CBOIH CHHEpPTreTHYHIH €IHOCTI BOHU CTBOPIOIOTH MO3UTHBHUI e(eKT s
ycrinHoi 0aHKiBChKOI MisibHOCTI. EdexkTuBHE ympaBiiHHA OaHKIBCHKOIO TiSUTGHICTIO 3/iHCHIOETHCS TPU
B3a€MOJIii IHCTPYMEHTIB TMPOCYBaHHS 3 BHHUKHEHHSM CHHEPIeTUYHOTO €QEeKTy, OCKUIBKH TMPH IHOMY
JOCATAIOTHCS MIOCTABIIEHI MAPKETHHTOBI I[LTI AisSUTBHOCTI OaHKYy.

Knwuoei cnosa: iHTETpoBaHI MapKETHHTOBI KOMYHIKalii, IHTErpaiis, CyKYyIHICTh Ta CHCTEMa
MapKETHHTOBHX KOMYHIKaIlil.
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Demko Mariana Yaroslavivna, PhD Student. Ivan Franko National University of Lviv. Features of
Integrated Marketing Communications of Banks. The essence and features of integrated marketing
communications and their role in achieving successful functioning of banks in the market are studied. In
conditions of economic instability, banks are looking for the most effective marketing tools to promote the
brand. Therefore, the role of integrated marketing communications in the activities of banks has significantly
increased. Integrated marketing communications strengthen the bank’s competitive stability in the market,
form the image of the bank, increase the promotion of banking products, provide banking services and
efficiency of banking. The purpose, tasks and properties of integrated marketing communications of banks to
achieve marketing goals and increase the successful operation of banks are formulated. Conceptual
approaches to the essence of integrated marketing communications as a universal tool for achieving
marketing goals (concept; planning concept; the concept of joining forces; management coordination
concept; combine tools; special macro positioning of the brand; strategic analysis, selection, application and
control). The author’s definition of integrated marketing communications of banks on the basis of the formed
conceptual approaches to the essence of integrated marketing communications and definitions of authors is
offered. On the basis of this definition the mechanism of action of integrated marketing communications as
an effective tool of communication activity is formed as at interaction of tools of marketing communications
in the synergetic unity create positive effect for successful banking activity. Effective management of
banking activities is carried out by the interaction of promotion tools with the emergence of a synergistic
effect, as this achieves the marketing goals of the bank.

Key words: integrated marketing communications, integration, totality and system of marketing
communications.
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