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ABSTRACT

In the 21st century, the business has become a digital technology-driven system that can hugely impact con-
sumer behavior and labor productivity. The use of the Internet in the new information age is a visible example
of globalization. Electronic platforms offer continuous information dissemination, interactive communication
with users, and digital systems for conducting transactions in the modern economy: In the context of the digital
revolution, along with the changes made to improve services, the electronic transformation of banks has also
become necessary, as modern technologies can increase the productivity, permanence, and transparency of the
use of information.

The paper identifies the key features of digital marketing that make companies successful in the banking
sector. The use of digital channels in the financial industry is growing day by day and, regardless of the level of
development of countries, is characterized by a growing trend everywhere. The article analyzes digital banking
marketing strategies and opportunities that are indispensable conditions for attracting customers in a changing
business environment.

The paper highlights the role of social media in shaping individual messaging in the banking industry and
creating a product tailored to the target audience. Based on secondary data analysis, the focus is on the role of
mobile marketing in digital banking marketing. It is noted that mobile marketing simplifies the implementation
of banking operations for customers.

The article highlights the importance of switching to digital services in the banking industry during the CO-
VID-19 pandemic, indicators of digital channel usage, customer engagement in mobile banking, and forecasts for
the future. It has been shown that in the context of the COVID-19 pandemic, the key issue for banks is to identify
consumer confidence-building indicators. The paper presents the latest statistics that have reflected on the
underlying characteristics of consumer behavior from the beginning of the COVID-19 pandemic to the present
day. After analyzing the secondary data, the article found that the active use of smartphones has increased the
importance of online advertising, which will continue in the future. With this in mind, the key recommendations
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that financial companies need to follow to succeed and optimize their budgets are precisely in the direction of
popular digital platforms.

One of the most important issues of the paper is the increased consumption of cryptocurrency in the world,
which is due to its sharp increase in popularity among users. Based on the above, the article shows that if technol-
ogy companies expand the use of digital currency, the forms of physical services of banks will become obsolete,
and the only way to popularize banking products will remain digital marketing.

Keywords: Digital Marketing, Banking Marketing, Mobile Banking, COVID-19 Pandemic.
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Mo 393050 39§09, 300y MmEgbdg. 530G ™3 Ladsb-
30 bLggPML BaBoG)gob aobamgda BoMG oz (30x6mem
Lodsb3zm 0bGgMad (3098305, Lyem Modwgbndg bgmos,
53 6563960 beoomuE dgmaslb Jom3g@nbammo
30B6gd0b gobbobm(s0gmgdma, 39Mdme, 3mdbds-
90 gdal 8mbowgal, Iggebgdgdol o6 bahozmgdal
dogdobomgol nygbgdagb. bmosm@o dgwnals obs-
963090 Mmemo (33mob 3630l 3gHLbmbaemals do-
96 a5bgmm dmBLabaEmgdol 3Gm(3gLL, AHmgmbacs
dmadbdsmgdmgdobogol dmbobgMbgdmow o4393L
(Mahboub, 2018). 53sbmsb, 3mIb3sGgdmgdo ©o-
2946©bmMd0sb LmosmnMo goasl, oy 3563960 o3
36bgd0b Lodmomgdoom Lagymetn maMgdamgdadol
Boc3dmBgbsl dgdemgdgb (Dootson at al,, 2016). pmgb
LegosmMa 39000 3563950bsmngal sm30mgdgmo
3eno@G@BmMM3Ids. 530@m3d b 3930b ¢dg@&gbmds gemdl
33900b bmgosmy® dgwmns bogHsgdn (Bacik at al.,
2015).

Legnoemy@a dgns doM39@0ban Lodsbgm Lgd-
&mAdo 356Lbgsz9dmmo b3gogogz0m babosmogds.
35630 ymggmmgal 3mbbgMzoonm abbGodndgdswe
3m00D69d 8 53 LGB LL 8936 gdmbzgg35dn nba-
Rbgdb. 535b00b, 0b@gMbyE d5b3n 83 AbMng YBcm
3Mmacgbymos. bmEgosmymo 3gwnal godmygbgds
356398L 30bbmdMagn sgma@monl 03900 byom-
dab, 390 gn3939060b Jomgdabs s Imbs(398980L
©g@dmNmo asdmdzob dgbadmgdemmdsal sdmgsl
(Vejacka, 2017).

3563980 35300600 Log8056Mdals 56 s@Fnbal@ Ms-
3000 303560 96 b0sB3ab gabomgozgdmawm nygb-
9096 3mb@& 6@ 356 3980bgb. baMnbbosbn 3mbBgbdnb
306 9dg 3563980L Logdnsbmds Mbrsnb LogH (3930
BomImmmaqbgmos. gb oMol 3 bs, MMl sbdsmg-
B0 (3 (3080 356 39@MMa g0 4939380609506
5 0DnEsggb 3m3b3smgdmgdl. 3mbEgb@ 0l dgJdbs
3063980bmngab dgndmygds 60dbsgogl gemgd@®Hmbyma
B0gbol @sdbowgdsl, MmIgmas 5h3969dL nbrngo-
0L, o) MHmame bws Jomwabgb Lybbol docmgdsb.
sbggg Igbadmgdgmos Bmaoswo dmmaanl BsbsbgMgdo
dm3b3smMgdgmms 0b@gMgbob badnbbgw 0d3gb, Moc-
356 bmma0©sb Jomgdnmoa asbm MRgzgdo Ggumal
odma g0l banb@gMgbm abgdl sR39693L. 3mbE@96E
3063980630 560l M1g3madol 06ndo gbs, HmBgemdss,
Jdgbademms, BoGmnma(s, edg0dmmlb 8mdbdsmgdgemo
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35630La06 @obIoMydal domgdal LognMmgdsdy.
abggg abedggdos SoMmmadamn Mgimeds gmgd-
BOmMbamo Boabgdol grm-gmb@edy goabsgboo ©s
moEgcgdol Loob 43600, HMBmgdbss 3 3abom
LaMggmodm dgmagebgdgdo dogbmmgdsc (Sawhney
& Ahuja, 2021).

Lodsbgm FmAbLabyFgdol doboDy (30g8MYma
303G Mzom@o. (308360 gome@o bodnomgdsl
5dmg3L Imab3omMgdmgdl, bogmgda 56 3mdbabyymgds
nbeg®ombmm s 306Hmzbgdab ogodbomgdob gomgdy
d90d0bmb. 5356 356 39@Mmma gdL Mg 3emadal dg4360b
adbam (3060 dgbadmgdmmdgda dabizs. o9y 3H03Gm-
35 B0b 3m3nmammds dgbsmBmbogds, 3563930l
30b0 3960 3mBLabnEgdalb gmMmIgdo dmdzgmgdamo
5dmBbEgds. gbadadabaw, badsbzm 3Gmun @ gdal
LEEBYmaMgdab gMmaEgHomn abs 0gd6gds (3056-
0 356 398,0680. 535Lmsb, 560365300 by, H™I
mgabsmgal, gabsbbyma LyMHgabgdol ©3aMs@GqgL-
Mol Imbadmzgdmom, &gdbmmmaoyma 3m33sbo-
9003 303G Mgz ol go8mygbgdsl (300mmdgb
(Bhadeshiya, 2021).

COVID-19-0bL 306R33000L 303 I6Y

GOVHIR LO3OV63M 306A3IGN63BI
Lodsbzm bgd@m@mIo banbgm@mszom G gdbmenm-
30960bs s dm3LabyMgdal bOYmymyab 3ymboom,
dmemm bobgddo 360336g9mmgaba (33mamgdgda
3mygb9058 Lodsb 3m IMBLabyMmgdal bodotdyg 3mb-
306 96(300L EMbg LogMdbMIMo© goboMEs. gbads-
d0bo, 3mdbdofgdgmms dmmbmgbgdo(s n33myds,
Loz 3965300mM90L 0b Bod@o, M3 Pmgabsmgal
dm3b3ogdmgdl Lodsbzm dmabobymgdol Fowmyg-
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35 (30g860ma 3meGymEmdgdol 3gdzgmdoo bygGm
(Capgemini, 2021). COVID-19-0b 356g800b gogmgbs
bodsbgm LobE 3oL GMbLEMMIs3nal 3Mm(39L-
do ©36033b69mmzobgbo 5mImAbs. 5b0dbymal
30035m0bbabgdoom, Bbmgmomlb 3Msegsmo J3g96ob
800360mdq63s Joomgb gosdbygz980 dm3gda, Hm3-
mgda(3 30D6o nbobogms spgommdfngn dmbabemyg-
mdabs o 3md3sbogdabosmgol gmEAmbaogamybmma
3569800, g53mbggmo dgmgaqgdol dgmdamagdal
(Marcu, 2021). COVID-19-0b 35673053 39360 153
30654365 Ladabzm bab@gdsdo, gobbs gmymmgdoom,
39domdab dgomegda. 83sbmeb, COVID-19-0b 356-
093053 ©d5hJoMs Lodsbzm Logdnsbmdol agnde-
m0by309, bgmo dgnbym sbammo m3gMs3ngdabs o
3Mm (3900 900b @sbgMagsl, 30600080 sbigo 3oem-
39330 ImBbomgdgmms dmmmEnbgda 33390Mo©
dgoggams (Baicu at al.,2020). 3393930 5h396430,
™3 9360m30b 439469630, 3mb3ocgdgmms g E)-
qbmdab 5bG0o, COVID-19-ab 3560300l gogmgboo,
LodoB3gM FmBLabyMgdal bgMmbgda aMdgmagomnab
3960b394@ 03530 LogMdbmdmom dqoz3mads (Ernst
& Young Global Limited, 2021).

COVID-19-0b 3560g80s dgodmads goboglb Lago-
Bobbm Lgd@mMob yzgmadg YBGm 860d365mm 3560
358mb3930 gobrgl abgmEnsdo. COVID-19-0b 356009-
3053 s0dggems badyamm, 3MmEY) 4@ gdob b dMgbogdal
d9dgbobmab s 393d0Mgdmma GG nbymo GEMsb-
bogngdoi 3o Lobsbzm dmbaby@gdal dgdzgmdaoc
30b6bmM(309meglb (Naeem & Ozuem, 2021). dmb@m-
6ol LogmbBLym@ozom ganxob dogm hoGomgdamao
33939 (Boston Consulting Group, 2021) (3bsymal,
08 sboma gmBmbagambob 30bwgdnolb 3gMomoda
3m3b3oMgdgmms 3603365mmzgebo Mammgbmds Rogm-
O™ mbroab 656306830 (ab. osgFoeds 1).

©053M535 1. COVID-19-0b 356009800b godm bbgasbbgs Jggybol dm8b3stigdmgdol RoMmgs mbmanb 356306330
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0536585 2. COVID-19-0b 35609300b dgmgaswm (3080mo s6bgdolb go8mygbgds bodsbzm byd@mmda

35609300l 89dymdo 35639670 gd0
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dmbGmbal LagmbLbym@oiom xangol asdms-
3mgged ohggbs, ®m3 2020 Bmobomgol Lodsbgm

dm3babymgdab bggg®madn Mgbdmbogb@gdolb 23% oy-
9696@5 Mmbemanb 6563063 L, brmem 30% - Imdamyn@ o3~
03530900 (0b. ©05gM585 2). 53 3gFommdn ybomom
3ba5603LBMMgds gMm-gFmo yzgmadg mmbmazbema
asbs. Mgbdmbrgbdgdal 20%-3s 068 gMbgE 6sb-
306g0b @s FmemygoymMa s3mmngs309d0b 3gdggmdom
3505bEgdo gsdoMmms. Mgbdmbogbgms 10%-bmgob
30 bogMgmo@m s Lawgdg@m doMomygdals godmyg-
6930b Lobdomg o6 Fgzzmoams. Hgbdmbogb@gdal
69%-0bm30L bogyomotn 45630L Jodocon bmds 356-
©09300b 3gMamedo o6 dg(33emams. omamns, sbgmo
dmdbdagdmgdo mog00bm d56398L 0bgg 9bmdnsb,
8ogM3 8omo 8603369mmgabo Momogbmds (24%)
399930 93L0 mg0b g56353mmds30 3MMz00qMd-
ab 3933l 39ads3L (Boston Consulting Group, 2021).
(3303930 g56Ls3NMMgdom @sdababnomgdgmos
sbamasbMs 3mdbdamgdmgdabomgal, Mm3mgdlacs
3ogOYm 35639330 msbbgdals asbmagbgds mgg&m
dmbobgmbgdmawm dnsRboso.

5 10 15 20 25 30 35
B Jmd0@mm0 5303530930
RQObLJ36Y

®5653906Mm3g 98 93dg Ledabzm dmdbabaMgdals
35baMbg 9MbLdmdL dmog®mo 3mbgm@gbzos, bmmmm
dmdbdomgdmagdo gmmabs s gabsbbyma bsjombg-
b0l 303563 bogdome abymMdamgdygmba sGnsb.
LogbsbLm d5bMNb BoMBmBowagbmgdo smosmgdgb,
63 21-9 boyy 396930 o430 gdgmons (308369ma be-
36 3m 3o 398 0bgob gobbmm309mgds, Moms dmabds-
196 g0mab 9539J@&00ba 3mIMbo o300 @adysmgl.
89d6mmmang&o 3Gmamabol 330ms 3306, d0bbgL-
356 99m 0(33mgds s ImJdgegdal gobbbgeggdmmo
d0doMommgdgdo yomndgds, HmIgmms gono-
35m0bbobgdmmds Ladsbzm Lyd@mEGdn dabbgbab
Rogomebol Mabgb DMeab. COVID-19-0b 3560g3nals
3039603 L6 3M s Loggnbsblbm mababymgdols
35baM by (30836040 3o 39806a0L g03mygbgdals go-
BMMgdabs o9 (30madmmds oL M. 356 3gdals
0d@03mds @AM s bogM (3930 o6 3g(33moms, m¢d-
(39, 3m3Ib3oM5dmgdmdb YHmogmommdab 3gbgxdgb@)L

5 30g860m bodsbzm Fom3zg@0balb pmgobomgal
m8603369mmgebgbo Bobos 830LM0s, BMImgdbacs

By39@0 3339 8 gobzamamgds LnMogds.
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