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Transformation of the Ukrainian banking sector marketing under conditions of war

and digitalization

Abstract. The digitalization of Ukraine’s banking sector creates new opportunities for improving
marketing efficiency, building customer trust, and developing innovative financial services. During wartime,
digital marketing becomes a key tool for banks’ adaptation to crisis conditions, ensuring flexibility, resilience,
and competitiveness in a rapidly changing financial environment.

Problem statement. The war and the rapid development of digital technologies have changed the
operational environment of Ukrainian banks, highlighting the need to transform marketing strategies.
However, the uneven level of digital readiness among banks, insufficient professional competence in digital
marketing, and growing cybersecurity threats hinder the modernization of marketing systems.

Unresolved aspects of the problem. Despite the active introduction of digital tools, there is still no
unified model for assessing the effectiveness of digital marketing in Ukrainian banks. Insufficiently studied
remain the issues of integrating international experience, managing reputational risks, and ensuring data
protection in the digital environment.

Purpose of the article. The purpose of the study is to analyze the transformation of marketing
processes in Ukraine’s banking sector under the influence of digitalization and wartime challenges and to
determine the main directions for improving the effectiveness of banks’ marketing strategies.
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Presentation of the main material. The study applies a comprehensive approach combining the
analysis of scientific sources, statistical data, and a practical case of JSC CB “PrivatBank.” The article
examines the impact of digital technologies, artificial intelligence, and online platforms on customer
engagement, service promotion, and competitiveness. The SWOT analysis of PrivatBank’s marketing
strategy revealed key strengths — a robust digital ecosystem, innovation, and customer orientation — as
well as threats related to cybersecurity and market instability.

Conclusions. Digital marketing serves as an important driver of the Ukrainian banking sector’s
development during wartime, enhancing its adaptability and financial stability. The research results can be
applied to improve strategic marketing management, advance customer service, and shape effective models
of digital communication.

Keywords: digital marketing, digital transformation, banking sector, innovation, customer
engagement, competitiveness, financial resilience, social responsibility, artificial intelligence.
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Introduction. In the modern economic environment, characterized by instability and the
rapid development of digital technologies, marketing in the banking sector is becoming one of the
key factors in ensuring the competitiveness and sustainability of financial institutions. The digital
transformation of the economy has fundamentally changed the mechanisms of interaction between
banks and their customers, requiring new approaches to communication, brand management, and
the promotion of financial services. Digitalization has led to the emergence of new tools — online
platforms, mobile banking, artificial intelligence, and big data analytics — that significantly expand
the opportunities for banks to improve customer service and operational efficiency.

The banking sector of Ukraine has undergone a particularly profound transformation since
the beginning of the full-scale war. The crisis conditions of wartime have intensified the need for
flexible and customer-oriented marketing strategies, capable of maintaining trust and loyalty in an
unstable environment. The adaptation of marketing activities to new realities requires not only
technological innovation but also a rethinking of the principles of interaction with clients, brand
positioning, and communication ethics in times of social stress and uncertainty.

Modern Ukrainian banks are actively introducing digital marketing tools — from social
media campaigns and targeted advertising to personalized online services and mobile applications.
Such digital solutions allow banks to maintain constant communication with clients, ensure service
accessibility, and build a strong emotional connection with the brand. At the same time, the growing
role of digital marketing is associated with new challenges: information security threats, the need to
protect personal data, and the preservation of a positive corporate image in the context of intense
competition and social responsibility.

Therefore, the study of the transformation of banking marketing in Ukraine in the conditions
of war and digitalization is of high scientific and practical importance. It makes it possible to
identify the main trends in marketing development, analyze the impact of digital technologies on
the financial services market, and determine the role of marketing in strengthening the stability and
resilience of banks in times of crisis. The research focuses on identifying the innovative
components of banking marketing that contribute to building long-term relationships with
customers and ensuring sustainable development of the financial sector.

Literature review. The transformation of marketing in the banking sector under the
influence of digitalization has become a central topic in modern economic research. Numerous
Ukrainian and international scholars emphasize that digital technologies are radically changing the
principles of marketing management, customer interaction, and the competitiveness of financial
institutions. The transition from traditional to digital banking models is accompanied by the
integration of innovative tools such as mobile applications, big data analytics, artificial intelligence,
and online communication platforms.
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According to Bastari et al. [1], digitalization in the banking sector contributes to increasing
motivation, improving service quality, and enhancing the overall efficiency of financial institutions.
The authors highlight that the integration of digital tools requires not only technological adaptation
but also changes in the corporate culture of banks, which should focus on innovation and customer
engagement. Similar conclusions are drawn by Danik and Torlopov [2], who note that digital
transformation in Ukrainian banks significantly affects their operational efficiency, marketing
strategies, and long-term competitiveness.

A number of scholars have studied the impact of digitalization on the structure of the
banking sector and its adaptation to global trends. Hantsiak, Verheliuk, and Fomov [3] argue that
the digital transformation of the banking system forms a new paradigm of interaction with clients,
where the focus shifts from the sale of standard services to the creation of personalized financial
solutions. Meier et al. [8] stress that the digitalization of financial systems, as demonstrated by the
Swiss experience, ensures transparency, speed, and flexibility of banking operations, while
maintaining the stability of national financial markets.

Modern research also pays attention to the challenges of digital banking in the context of
sustainable development. Skvarciany, Lapinskaité, and Stasytyté [13] explore the efficiency of the
digital economy and its relationship with sustainable development indicators, concluding that digital
tools enable more rational use of resources and the formation of innovative business models.
Similarly, Kostiuk et al. [6] emphasize that the development of digital banking services in Ukraine
stimulates business growth, improves financial infrastructure, and enhances customer satisfaction
through innovative solutions.

The importance of marketing in the digital environment is highlighted in studies by
Hrytsenko and Kozhushko [4], who identify the main trends in banking marketing in Ukraine. They
note that digital technologies have redefined the role of marketing departments, shifting their focus
toward data-driven decision-making, interactive communications, and the personalization of
customer experiences. Tsilnyk [14] develops the theoretical basis for optimizing the interaction of
marketing technologies under digitalization, emphasizing the need for a systematic approach to the
integration of digital tools into marketing strategies.

At the same time, researchers focus on the risks associated with digitalization. lvanov and
Pylypenko [5] analyze the structural transformations of the banking sector during martial law and
point out the growing significance of digital resilience and cybersecurity. Similar concerns are
expressed by Nwoke [11], who explores global FinTech innovations and the risks they pose to
traditional banking systems. Radhakrishnan and Shankar [12] examine the evolution of digital
banking and emphasize that the success of financial institutions increasingly depends on their
ability to balance technological innovation with consumer trust and data protection.

Ukrainian scholars also address the issue of digital management in corporate banking.
Kretov et al. [7] show that digitalization has become a key factor in the modernization of corporate
banking processes, improving customer communication and internal management efficiency.
Furthermore, the Ministry of Finance of Ukraine [9] and the National Bank of Ukraine [10] provide
valuable statistical insights into the dynamics of digital service implementation and the
competitiveness of banks in the domestic market.

Empirical evidence indicates that Ukrainian banks are actively adopting global best practices
in digital marketing and customer relationship management. Zarutska et al. [15] reveal that during
times of military crisis, Ukrainian banks adjusted their business models to focus on social
responsibility, brand trust, and online communication channels, which helped maintain stability and
customer loyalty. These findings are consistent with the conclusions of Kretov et al. [7] and
Hantsiak et al. [3], who stress that digital marketing is a decisive factor in the resilience and
adaptability of the banking system.

Thus, the reviewed literature demonstrates that the digital transformation of marketing in the
banking sector is a complex, multidimensional process that combines technological innovation,
strategic management, and customer-centric approaches. Ukrainian and foreign researchers agree
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that digitalization not only improves service efficiency but also creates a new type of marketing
environment based on personalization, trust, and social responsibility. However, the rapid
development of technologies and wartime challenges require continuous adaptation of marketing
strategies to ensure financial stability and sustainable development of the banking sector.

Purpose, objectives and research methods. The purpose of this study is to analyze the
transformation of marketing in the Ukrainian banking sector under the dual influence of war and
digitalization, and to determine the strategic directions for its further development. The research
seeks to identify how digital technologies, innovative tools, and changing customer behavior
contribute to the modernization of marketing management in financial institutions.

To achieve this purpose, the following objectives were defined:

1. To examine the theoretical foundations of digital marketing and its application in the

banking sector.

2. To analyze the main digital transformation trends affecting the Ukrainian banking system

during wartime conditions.

3. To study the practical aspects of implementing digital marketing tools in Ukrainian

banks, with a focus on JSC CB “PrivatBank.”

4. To evaluate the effectiveness of marketing strategies in enhancing customer loyalty,

brand positioning, and competitiveness.

5. To identify opportunities and challenges associated with the integration of innovative

digital solutions in the marketing activities of banks.

The methodological framework of the study is based on a systematic approach, combining
theoretical and empirical research methods. General scientific methods such as analysis, synthesis,
induction, and deduction were used to study the essence and evolution of banking marketing.
Comparative and structural analysis allowed for identifying the key features of digital marketing
transformation in Ukrainian banks. The graphical and tabular methods were applied to visualize
statistical data and present the results of marketing performance analysis. The study also employed
the SWOT analysis to assess the strengths, weaknesses, opportunities, and threats of PrivatBank’s
marketing strategy in the context of war and digitalization.

Research results. In today's competitive environment, characterized by rapid technological
development, marketing in the banking sector plays a key role in building a positive image of the
institution, attracting new customers, maintaining their loyalty and ensuring profitability. This
activity covers a wide range of measures aimed at effective promotion of banking products and
services among the target audience.

The effective organization of marketing activities in the banking sector is of particular
importance, as it facilitates the implementation of the latest solutions in the promotion of financial
products and services, as well as the formation of close and long-term relationships with customers.
Successful marketing management in a bank involves not only creating a positive public image, but
also actively developing innovative products that can meet new customer needs. Therefore, the
study of the organization and management of marketing activities in the banking environment is
relevant, as it determines the ability of banks to adapt to technological changes and remain leaders
in a competitive market.

Marketing in the banking sector plays a key role in building a positive image of the
institution, attracting new customers, maintaining their loyalty and ensuring profitability. A modern
bank's marketing strategy involves not only informing customers about the services available, but
also a deep understanding of their needs, preferences and behavioral patterns. Successful
implementation of such strategies allows banks to strengthen customer interaction, increase
customer satisfaction and build long-term relationships.

In a competitive environment, banking institutions are actively implementing digital
marketing tools, ranging from targeted advertising and email campaigns to social media promotion,
SEO optimization, and consumer behavior analytics. Online banking and mobile applications have
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become the main channels of communication with customers, and their effective promotion helps to
popularize new services and functionality [1].

To increase customer engagement, banks also offer various loyalty programs, cash bonuses,
and personalized offers. Such measures help banks to stand out from the competition, build a strong
brand, and adapt their products to market needs [10].

Marketing activities in the banking sector have become an integral part of the sustainable
development strategy. It not only maintains the competitiveness of the institution but also
contributes to its dynamic growth, allowing it to respond quickly to changes in consumer
expectations and technological trends.

Effective marketing activities of a bank are based on clearly defined tasks aimed at
achieving the strategic and tactical goals of the institution. Banking marketing tasks cover both
analytical and practical aspects of management: from studying customer needs to developing
competitive financial products and building long-term relationships with the target audience. Fig. 1
systematizes the main tasks of bank marketing that ensure the stable functioning of a banking
institution in a dynamic market environment.

Market research to understand the
— financial expectations, behavior and
preferences of the target audience

| Identifying and analyzing
customer needs

Development and Developing services in accordance with
1 promotion of banking — customer needs and ensuring their
BOSTNTR effective presentation

Creating a clear image of the bank
— among competitors, defining a unique
value proposition

| Positioning the bank in the
market

Using marketing tools to expand your

Attracting new customers

customer base
rr?aarrl](lélt?r? || Retaining and increasing || Development of loyalty programs,
ke g the onalty of existing personalized services and quality service
| Development of the bank's || Increasing awareness and trust in the
brand bank through communication strategies

Continuous improvement of products
— and marketing strategies in response to
market changes

Maintaining the bank's
competitiveness

Implementation of online and offline

- Expanding communication — tools for effective communication with

channels with customers

customers
Ensuring the bank'’s || Optimization of financial services sales
profitability growth processes to improve financial results

Figure 1. Tasks of bank marketing
Source: complied by the authors based on [9, 10]

One of the key tasks of marketing in the banking sector is to attract new customers by
actively engaging with potential audiences. This includes analyzing customer needs, creating
attractive offers, and communicating the benefits of banking products through effective
communication channels. To attract customers, banks use personalized approaches, such as
individual email campaigns, social media activity, and online consultations. This format of
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communication contributes to a positive customer experience and brand trust. Customer retention is
an equally important component of the marketing strategy. Banks strive to develop long-term
relationships by providing quality service and flexible financial solutions adapted to changing
customer needs. Regular service updates, personalized offers, and round-the-clock support help
maintain loyalty and increase customer satisfaction.

Banking marketing is based on an extended model of the marketing mix (7P), which
includes not only traditional elements but also components specific to the service sector [11]. Each
of the elements performs an important function in building an effective customer relationship
strategy. Table 1 shows the main elements of bank marketing and their brief description, which
allows to better understand the logic and structure of marketing activities in the banking sector.

Table 1. The main elements of bank marketing

Ne An element of bank marketing Characteristics
Banking services and products (loans, deposits, insurance, online
1 Product ) . h o ; .
services), their quality, accessibility and innovation
2 Price Service fees, interest rates, commissions, and flexibility of pricing
policy depending on the target audience
3 Place Channels of distribution of banking products: branches, online banking,

mobile applications, partner networks

Tools for attracting customers: advertising, PR, promotions, loyalty
programs, digital marketing

Bank employees who directly interact with customers, their
qualifications, service culture and communication skills

Internal customer service processes: speed, convenience, automation,
quality standards

Material attributes of the bank: branch design, mobile application
interfaces, brand image, certificates and awards

4 Promotion

5 People

6 Process

7 Physical evidence

Source: complied by the authors based on [9, 10]

Bank marketing performs an important educational function, helping customers to better
understand financial products and make informed decisions.

In today's environment, bank marketing has become an integral part of every financial
institution's activities, with one of its key tasks being to create competitive advantages in the market
and ensure financial stability, which is especially important during the martial law in Ukraine.

One of the banks that has demonstrated high financial stability in times of war is PrivatBank,
whose marketing strategy is focused on comprehensive coverage of target audiences in all market
segments. To this end, the bank is actively implementing modern communication tools, digital
technologies and automated analytics systems.

PrivatBank sees marketing not only as a promotional tool, but also as a key component of
creating long-term value for customers, strengthening the brand and increasing competitiveness in
the Ukrainian financial services market.

In 2022-2025, PrivatBank continued to implement a multi-level marketing strategy aimed at
strengthening customer loyalty, digitalizing banking services, and maintaining its leading position
in the Ukrainian financial market. The focus remained on customer focus, product innovation, and
support for socially responsible initiatives [12].

During this period, the bank actively used digital marketing tools: targeted advertising,
email marketing, SMM, content marketing, SEO/SEM. An important role was played by the
Privat24 mobile application, which was not only a service platform but also a channel of
communication with customers (push notifications, personalized offers, banner ads).

During the war, PrivatBank implemented a number of marketing campaigns to support new
products, including: “Cash at the cash desk”, “Top-up at the cash desk”, “Online practice”, Credit
holidays, debt restructuring, etc.

14



ISSN 2786-5002 (online) ®IHAHCOBO-KPEANTHI CUCTEMW: MEPCNEKTUBU PO3BUTKY
ISSN 2786-4995 (print) FINANCIAL AND CREDIT SYSTEMS: PROSPECTS FOR DEVELOPMENT

4(19)2025

Promotion included comprehensive advertising campaigns in the media, social networks, and
email newsletters. As part of the brand strategy, a series of outdoor advertisements was also created,
using bright colors and informal style, telling about specific services of the bank. that made the brand
closer to people and more modern. During the martial law, the bank actively supported the Armed
Forces and volunteer movements, initiating security programs for customers. This became part of the
image marketing strategy that formed a positive emotional connection with the brand.

JSC CB PrivatBank is an innovative leader that consistently holds the lead among Ukrainian
banks thanks to its bold and progressive decisions.

Digital platforms have become a key element of PrivatBank's marketing strategy, providing
not only convenient communication with customers but also effective promotion of products and
services. The Privat24 mobile application, the bank's official website, and social media pages
(Facebook, Instagram, YouTube, and TikTok) form the digital environment where most customer
interactions take place. Through these channels, the bank not only provides information about new
services, promotions, and products, but also builds its brand, maintains trust, and responds promptly
to feedback. Due to the high speed of content updates, the ability to personalize communications
and wide reach, digital platforms ensure high efficiency of marketing campaigns.

Affiliate marketing is another important tool in building long-term customer loyalty.
PrivatBank actively cooperates with large retail chains, government agencies, educational initiatives
and digital platforms. Such cooperation allows us to create joint projects with a double benefit for
both partners and clients of the bank. For example, the integration of financial services into online
learning platforms (such as JuniorBank or courses for entrepreneurs), participation in government
support programs, and affiliate programs with cashback in stores allow the bank to be as present as
possible in the customer's daily life.

Event marketing and PR activities have become an important element of the bank's
promotion as an expert, innovative and responsible financial market player. PrivatBank regularly
participates in financial conferences, industry forums and discussions, where it shares its experience,
presents its own cases and innovations. The bank is also actively recognized in prestigious ratings
and awards, such as FinAwards and PaySpace Magazine Awards, receiving awards for the
introduction of the latest financial technologies, development of customer services and social
responsibility. Participation in such events not only enhances the bank's reputational capital but also
builds trust among customers, partners and regulators.

The combination of these tools - digital channels, affiliate programs, and public activity -
forms a holistic, multi-level marketing ecosystem in which JSC CB PrivatBank does not just sell
financial services, but builds sustainable relationships with the audience, adapting to modern
challenges and expectations of new generations of customers [13].

Due to active digitalization, large-scale marketing campaigns, and continuous improvement
of services, PrivatBank has significantly increased the volume of daily transactions. According to
the NBU, the bank accounts for a significant share of all non-cash transactions in Ukraine.

PrivatBank is consistently ranked among the three most recognizable and trusted brands in
Ukraine, according to research by local and international analytical agencies. Due to consistent
branding, effective advertising campaigns, active social position, and emotional closeness to
customers, the bank's brand is associated with reliability, speed, and technology. Support for
socially important projects, transparent communication during crises, and a willingness to admit
mistakes all contribute to the bank's positive image among different age and social groups.

In addition to its success in the market, PrivatBank plays a key role in the financial stability of
the country. It is one of the largest taxpayers in the banking sector, actively lending to businesses,
supporting government social initiatives and providing access to financial services in the most remote
regions. Thanks to its national coverage and digital infrastructure, the bank performs an important
function of financial inclusion, increasing the level of financial literacy among the population.

Indicators of the effectiveness of marketing activities of JSC CB “PrivatBank™ are shown in
Table 2.
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Table 2. Indicators of the effectiveness of marketing activities of JSC CB ““PrivatBank”
. 2025
Indicator 2022 2023 2024 (forecast)

Number of active clients, min 20.5 21.7 22.8 24.0
Privat24 users, min 12.3 13.9 15.5 17.0
Number of advertising campaigns 60+ 75+ 80+ 90+
Banking market share, % 28% 30% 31% 32%
Digital marketing coverage, min 35 45 50 60

Source: compiled by the author based on the company's materials.

The SWOT-analysis of the marketing strategy of JSC CB PrivatBank structuredly covers the strengths,
weaknesses, opportunities and threats that have influenced or may influence the bank's marketing policy (Table 3).

Table 3. SWOT Analysis of PrivatBank's marketing strategy for 2022-2025

S — Strengths W — Weaknesses

- Leading positions in the banking sector of Ukraine; | - Reputational risks associated with martial law;

- Brand awareness and high customer trust; - Limited global marketing - focus is mainly on the

- Strong digital ecosystem; domestic market;

- Active implementation of innovative products; - Technical failures during heavy loads on Privat24;

- Flexibility and adaptability of marketing during the | - Slowdown in the perception of new products by the
war; conservative part of the population.

- Strong support of the state as an owner.

O — Opportunities T — Threats

- Development of personalized marketing based on - Wiar and political instability affecting marketing
Big Data and Al investments;

- Engaging young audiences through TikTok and - High cybersecurity risks and possible loss of customer
YouTube; confidence;

- Expanding the international presence of the - Changes in legislation that may limit banks'
Ukrainian embassy abroad during the war; communications with customers;

- Further growth of digital banking; - Increased activity of competitors in the banking

- Partnership marketing activities with well-known services market and overloading of consumers with
Ukrainian brands. bank offers

Source: complied by the authors

PrivatBank has a strong marketing potential thanks to its brand recognition, technological
solutions, and developed digital infrastructure. At the same time, the bank must respond to
reputational challenges, changes in consumer behavior, and competition from new players.
Strengthening customer data analytics, personalizing offers, and partnering with innovative
companies are key to further strengthening its position.

Thus, the integration of innovative technologies opens up new opportunities for banks:
improving the level of customer service, strengthening competitive positions, and improving
internal processes. Ukrainian banks are actively implementing both technological and managerial
innovations: digital services, transformation of business processes, focus on efficiency,
implementation of CRM systems, benchmarking and development of customer loyalty programs.
All of this is shaping a new quality of banking services in the face of full-scale disruption.

The main driver of digital transformation is the ability of modern technologies to quickly
process and analyze large amounts of data. Artificial intelligence, cloud services, mobile
applications, social media, the Internet of Things, edge computing, and robotic process automation
are fundamentally changing the way banking is done. For Ukrainian financial institutions,
digitalization is a new stage of evolution and a challenge at the same time.

Modern banks are actively moving to digital service channels, focusing on mobile and
internet banking. This allows customers to conveniently conduct financial transactions 24/7 without
having to visit branches. This approach not only improves the user experience, but also allows
financial institutions to optimize costs by reducing physical infrastructure.
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The development of strategic management in banks today is increasingly focused on
automation and analytics. A key role in this process is played by Big Data technology, which
processes large amounts of data to create personalized financial solutions. This allows banks to
more accurately predict customer behavior, identify potential fraudulent activities, and sell their
products and services more effectively while reducing operating costs.

Among the latest technologies being actively implemented in the financial sector is Near
Field Communication (NFC), which is rapidly spreading around the world. It allows for contactless
payments using smartphones, gradually replacing traditional payment cards. In addition, biometric
solutions are growing in popularity: fingerprints, face or retinal recognition are increasingly being
used to identify customers, increasing the level of protection of financial transactions and
strengthening trust in banking services.

Modern digital technologies are significantly changing approaches to strategic management
in the banking sector, including transforming marketing methods. Online marketing, which is
increasingly referred to as digital marketing or interactive marketing, is becoming an integral
element of the banking development strategy. Its key goal is not only to expand the audience reach
but also to ensure a customer-oriented approach to communications and services [11].

Traditional marketing tools are adapting to the new digital realities: social networks, mobile
applications, personalized messages, and data analytics allow banks to get closer to customers and
form long-term relationships.

Digital marketing offers banking institutions a number of competitive advantages:

- increasing brand awareness through a stable presence in the online environment;
- personalized information and reaching a wider target audience;

convenience and functionality of service platforms;

forming an emotional connection through interactive tools;

enhancing customer engagement through high-quality visual content.

These opportunities create conditions for increasing customer loyalty, as they value the
availability of services, ease of use, and time savings (Fig. 2).

Building a recognizable brand
through social media presence

— Branding

Wide dissemination of
— Coverage information targeted at different
audience segments

Benefits of digital
marketing

User-friendly interfaces for
customer service

Functionality

Maintaining constant
— Interactivity communication and long-term
relationships

Engaging customers with visual
and creative digital tools

—  Visual appeal

Figure 2. Benefits of digital marketing in the banking sector
Source: complied by the authors
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Banks that effectively implement digital strategies are able to provide customers with more
flexible, faster and more personalized services that meet the requirements of today's dynamic
market.

In Ukraine, one of the most dynamic areas of banking services transformation is the
development of mobile banking, which reduces staffing costs for banks and provides customers
with convenient access to financial transactions 24/7. Smartphones are becoming a universal tool
for managing finances, which contributes to the growth of the digital customer base. Mobility,
convenience and time savings make mobile banking increasingly popular among Ukrainian
consumers.

Along with the development of mobile applications, voice assistants such as Siri, Google
Assistant, and GPT assistants (based on ChatGPT) are being increasingly introduced. They have
already become a part of users' everyday lives and are increasingly used by banks as new channels
of customer interaction. A striking example is the introduction of Erica, a virtual assistant by Bank
of America that provides personalized advice via voice commands, text messages, and interactive
menus. This technology has already proven its effectiveness by serving millions of customers.

Banking innovations cover all areas of the institutions' activities - from improving products
and services to optimizing operational processes and expanding marketing opportunities. The
experience of Ukrainian banks demonstrates that the integration of the latest technologies
contributes to sustainable growth, strengthening market positions and increasing profitability.

Among the key technology trends, artificial intelligence (Al) and machine learning (ML)
occupy a special place. These tools allow processing large amounts of data, predicting customer
behavior, mitigating risks, and creating personalized offers with high accuracy. Big Data analytics
is becoming critical for the effective functioning of digital sales channels and building flexible
business models.

The widespread use of digital tools, the development of mobile banking and intelligent
services are key to the sustainable development of the banking sector in times of war. They allow to
adapt to new customer demands, increase efficiency and create competitive advantages in the
modern financial services market [12].

Table 4 shows the options for using artificial intelligence technologies and analyzing
consumer activity.

Table 4. Potential of artificial intelligence and customer data analytics in sales growth

Ne Prospect Description Ways of implementation
Generate customized | Implementation of recommendation
1 | Personalization of offers recommendations based _on | systems, use of CRM systems with Al
customer purchase history, | modules
behavior, and preferences
Mailings, targeting, and advertising | Integrating Al into email marketing
2 | Marketing automation campaigns that can be customized in | platforms, launching chatbots to attract
real time customers
3 Optimization of pricing Adaptation of prices to customer | Implementation of Al platforms for
policy motivation and market conditions dynamic pricing, price sensitivity analysis
Predict demand for goods and | Use of machine learning models, integration
4 | Demand forecasting services with ERP and inventory management
systems
5 Reducing customer Identification of the risk of losing | Building  churn  prediction  models,
churn customers and timely intervention automated retention triggers
6 Identification of new Discovering new target groups by | Customer clustering, market segmentation
market segments analyzing behavioral patterns using Al analytics
7 | Increasing conversion Adaptation_ of_ sales_ channels_ to | A/B testing with Al analytics, personalized
more effective interaction scenarios | sales funnels

Source: complied by the authors based on [9, 10]

One of the most striking examples of the effective use of artificial intelligence in the
banking sector is the practice implemented by the Polish bank mBank (Export Development Bank).
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Thanks to digital solutions, the bank's clients have been able to access banking consultations around
the clock, perform standard financial transactions, and receive reference information via online chat.
The peculiarity of this service is that instead of a bank employee, an intelligent chatbot built
on the basis of artificial intelligence and machine learning algorithms communicates with the client.
The system is able to independently analyze typical customer requests, queries, and behavioral
scenarios, which allows it to learn to give accurate answers, advise customers, and perform basic
operations after verifying their identity. One of the key advantages is the continuity of
communication: a customer can start a dialog on a smartphone and continue it on another device,
while the system “remembers” where they stopped and preserves the context of the conversation.

At the same time, the use of Al in banks is not limited to the customer service sector. It
opens up great opportunities for improving management and analytics efficiency. For example,
Kotak Mahindra Bank in India has implemented an intelligent platform that combines artificial
intelligence and machine learning. This system allows the bank’'s top management to promptly
request and receive key statistics and analytical data, build predictive models, and respond quickly
to changes in financial performance. Thus, modern technologies are becoming an integral tool for
making strategically important decisions.

The transition to innovative banking business models will provide Ukrainian banks with a
number of significant advantages [9]:

1. Improving the quality of banking products and services. Thanks to the introduction of the
latest technologies, banks will be able to expand their product lines, improve the
characteristics of existing products, and attract new customers, increasing their share in the
financial services market.

2. Improving the efficiency of banking operations. Innovations will help reduce costs, which
will lead to improved results in the financial, marketing, organizational, and human
resources areas. This will increase the overall efficiency of the bank's operations.

3. Optimization of the risk level and increase of liquidity. Innovative products that appear on
the market will contribute to better risk management and improve the bank’s liquidity,
increasing its attractiveness to investors.

4. Achieving strategic and social effects. The introduction of innovations will help strengthen
the bank's market position and increase customer satisfaction with new products and
services. This will allow the bank to reach a new level of technological development.

5. Entering the international financial market. The use of innovative technologies of
international level will allow Ukrainian banks to compete in the global financial market.

6. Currently, no banks in Ukraine have implemented voice assistants or voice control systems
for applications, and there are no technologies for interacting with cryptocurrencies or
electronic digital signatures. However, big data analysis technologies are actively
developing, which is a major trend in the financial services market.

In today's environment, when the banking sector faces numerous challenges caused by the
war, bank marketing requires flexibility and adaptation to new realities. The crisis is forcing banks
to consider new approaches to customer service, introduce innovative technologies and revise
strategies for interacting with target groups. In a time of war, it is important not only to support
existing customers but also to attract new ones, which requires a quick response and flexible
solutions. Accordingly, banking institutions should focus on adapting marketing strategies to the
changing environment, taking into account the specifics of the current situation.

Table 5 shows the key prospects for the development of marketing in the banking sector
during the war, as well as their impact on the activities of financial institutions.

In view of the above, we can conclude that the successful development of bank marketing in
times of war requires a combination of innovative approaches, adaptation to changing customer
demand, and a quick response to crisis situations. Banks that are able to effectively use digital
technologies, adapt marketing strategies to the current needs of consumers and respond
appropriately to environmental challenges will have a competitive advantage in an unstable
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environment. Maintaining customer confidence through transparent communications and support
for social initiatives will also be important, which will help strengthen the banks' image and
increase their influence in the market.

Table 5. Prospects for the development of bank marketing in times of war

Prospect

Description

Impact on the banking sector

Adapting to new conditions

Banks are forced to adapt their
marketing strategies to the new
environment, in particular, taking into
account changes in customer behavior
during the war

Increased flexibility and responsiveness to
changes in the market and demand

Digital platforms and online
services

Developing digital channels for
customer service through mobile
applications and online banking

Increasing the availability of banking
services to customers in areas with limited
physical access

Personalization of marketing
offers

Use data analysis to create customized
offers focused on the specific needs of
customers during the war

Increase customer loyalty by taking into
account their needs and priorities

Crisis marketing and
communication

Developing special communication
strategies that focus on customer
support in times of crisis

Strengthening the bank’s credibility and
image as a stable and reliable institution in
times of crisis

Flexibility of offers and
adaptability

Offering products that take into
account changes in the financial
conditions of customers, such as loan
restructuring and deferred payments

relations  and
maintaining the

Improving  customer
customer satisfaction,
customer base

Attracting new customers
through social media

Active use of social media to raise
awareness of banking services and
attract new customers

Expanding the customer base through new
channels of communication and interaction

Support for social initiatives

Banks can take an active part in
supporting social initiatives related to
the war (donations, assistance to the
Armed Forces)

Improving the bank's image in the eyes of
the public, strengthening social
responsibility

Innovations in security and
data protection

Implementation of new technologies
to protect customer data while
increasing online operations

Increasing the level of trust in banking
services, especially in the context of
digitalization

Source: complied by the authors based on [9, 10]

The conducted research confirms that the transformation of marketing in the Ukrainian
banking sector is a multifaceted process influenced simultaneously by technological, economic, and
geopolitical factors. Digitalization has become the dominant trend, determining the competitiveness
and adaptability of financial institutions. The analysis of theoretical sources and empirical data
reveals that the digital transformation of marketing is not limited to the use of technological tools
but involves a fundamental change in management philosophy and customer relationships.

Discussion. The case of JSC CB “PrivatBank” illustrates how the successful integration of
digital technologies into marketing strategies can ensure the resilience and stability of a financial
institution even under wartime conditions. The bank’s marketing activities are based on a
combination of technological innovation, social responsibility, and customer focus. The systematic
use of online communication platforms, mobile applications, and personalized digital campaigns
allows the bank to strengthen its brand and maintain trust in a turbulent environment [7; 15]. The
SWOT analysis demonstrates that the bank’s competitive advantages lie in its strong digital
ecosystem, flexibility, and innovation-oriented management, while the main challenges are related
to reputational risks, cybersecurity threats, and market uncertainty.

The findings align with those of Meier et al. [8] and Radhakrishnan & Shankar [12], who
emphasize that digital transformation is a strategic instrument for sustainable banking development.
The integration of artificial intelligence, big data analytics, and automation enhances decision-making
efficiency, customer segmentation, and product personalization. Ukrainian banks increasingly rely on
digital ecosystems similar to those implemented in the EU and the United States, which provide
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omnichannel communication and integrate marketing with customer data platforms. This trend
reflects the global shift toward data-driven and customer-centric banking models [1; 11].

At the same time, wartime challenges have led to the emergence of crisis marketing
strategies that prioritize transparency, empathy, and social engagement. As shown by Zarutska et al.
[15], Ukrainian banks have intensified their social communication and participation in humanitarian
and defense initiatives, strengthening public trust and positioning themselves as socially responsible
institutions. Such an approach supports not only brand loyalty but also contributes to social
cohesion and the image of the banking system as a pillar of national resilience.

Another significant aspect revealed by the study is the growing role of personalized digital
marketing. The use of artificial intelligence and machine learning in communication processes
enables banks to predict customer behavior, prevent churn, and tailor offers to individual needs [11;
12]. These technologies enhance operational efficiency while maintaining high levels of customer
satisfaction and loyalty. However, researchers such as lvanov and Pylypenko [5] and Nwoke [11]
point out that the rapid expansion of digital technologies creates new vulnerabilities, requiring
constant attention to cybersecurity, regulatory compliance, and ethical data use.

Thus, the discussion of research results highlights that Ukrainian banks, despite operating in
extremely difficult conditions, demonstrate a remarkable capacity for digital adaptation and
marketing innovation. The combination of technological advancement, analytical management tools,
and human-centered marketing ensures not only their financial sustainability but also the
modernization of the national financial system. Continuous investment in digital infrastructure,
personnel training, and innovative communication strategies remains essential for strengthening
competitiveness and maintaining long-term customer trust.

Conclusions. The conducted study made it possible to comprehensively assess the
transformation of marketing in the Ukrainian banking sector under the influence of digitalization
and wartime challenges. The analysis confirmed that digital marketing is becoming a key
component of the strategic development of financial institutions, ensuring their adaptability,
competitiveness, and customer orientation in a dynamically changing environment.

The study demonstrated that the effective use of digital tools — including social media,
mobile applications, artificial intelligence, and big data analytics — contributes to the creation of
personalized financial services and strengthens customer trust. The example of JSC CB “PrivatBank™
illustrates that the integration of digital marketing strategies enables banks to maintain market
leadership, increase customer loyalty, and enhance operational efficiency even in crisis conditions.

It has been established that the main drivers of marketing transformation are technological
innovation, customer experience management, and the ability to analyze and interpret large volumes
of data. At the same time, the digitalization process requires continuous improvement of
cybersecurity measures, compliance with ethical communication standards, and the development of
new mechanisms for protecting personal data.

The SWOT analysis of PrivatBank’s marketing strategy confirmed that flexibility, brand
awareness, and the developed digital ecosystem are key strengths that support stability and
resilience. However, reputational risks, limited international activity, and growing cybersecurity
threats remain important challenges that need to be addressed strategically.

The research results have both theoretical and practical implications. They enrich the
understanding of digital transformation processes in the financial sector and can serve as a basis for
improving marketing management systems in Ukrainian banks. In practice, the conclusions can be
applied to develop adaptive marketing strategies, improve digital communication with customers,
and strengthen financial institutions’ competitiveness during crises.

Further research should focus on studying the impact of artificial intelligence and data-
driven decision-making on customer satisfaction, as well as exploring new forms of digital banking
communications, including voice assistants, chatbots, and virtual financial ecosystems. Such
developments will determine the future trajectory of marketing in the Ukrainian banking sector and
its integration into the global digital economy.
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TpaHncpopmallis MapKkeTHHIy 0aHKIBCBKOIro ceKTOpy YKpaiHu B yMoBax BiliHu Ta nudposizamii

Anomauyin. ludposizaniss GaHKIBCHKOTO CEKTOpYy YKpaiHHM CTBOPIOE HOBI MOXMJIMBOCTI JUIsl Mi/JIBUINEHHS
e(EeKTUBHOCTI MapKETHHTY, 3MII[HEHHsI JIOBIpH KIIIEHTIB Ta PO3BUTKY 1IHHOBAI[IMHUX (DIHAHCOBUX MOCIYT. Y BOEHHUH
yac HU(POBUI MapKETHHI CTa€ KIIOYOBHM IHCTPYMEHTOM ajamnTaiii OaHKiB 10 KPHU30BHX YMOB, 3a0e3medyroun
THYYKICTb, CTIHKICTh T2 KOHKYpPEHTOCIIPOMOXHICTh y HIBUAKO3MIHHOMY (DIHAHCOBOMY CEpPE/IOBHIIII.

IMocranoBka mnpobGuemu. BiifHa Ta cTpiMKHH pO3BHTOK IM(POBHX TEXHOJOTIH 3MIHWIM oOIepaliiine
CepeloBHUIIe YKpPaiHCHKUX OaHKIB, MiAKPECIWBIIM HEOOXiJHICTH TpaHChopMalii MapKeTHHTOBHX crparterid. OmHak
HEpiBHOMIpHUI piBeHb IHU(POBOI TOTOBHOCTI OaHKIB, HEJOCTaTHS MpodeciiiHa KOMIIETEHTHICTh y cdepi mudpoBoro
MapKeTHHTY Ta 3arpo3H y KibepOe3mneri CoBUTFHIOIOTh MOJIEPHI3aIlil0 MAPKETHHTOBUX CHCTEM.

Hepo3p’sa3ani acnexkTn. He3Baxkaioun Ha akTMBHE BIPOBA/KECHHs IU(POBUX IHCTPYMEHTIB, J0CI HE iCHYe
€IMHOT Mojeli OLIHKK e(eKTHBHOCTI IM(pPOBOr0 MapKeTHHIYy B YKpaiHChbkux OaHkax. HemoctaTHbO BUBUEHHMH
3aJIMIIAIOTHCS NMUTAHHS 1HTErpaiii MKHAPOJHOTO IOCBIiy, YIPABIiHHS PEMyTAiHHUMH PU3UKaMHU Ta 3a0e3NeueHHs
3aXHCTY JIaHUX y HU(PPOBOMY CEpeIOBHIII.

Mera craTtTi. MeToro IOCTIKCHHS € aHami3 TpaHcdopmallii MapKeTHHTOBHX TPOIECIB Yy OaHKIBCBKOMY
cekTopi YkpaiHu mizx BIiMBoM IudpoBizalii Ta BUKIMKIB BOEHHOTO 4acy, a TaK0)XK BU3HAYEHHsS OCHOBHHX HAIpSIMKIB
TTiABAIIEHHS e)EeKTUBHOCTI MAPKETUHIOBUX CTpAaTeTiil OaHKiB.

OcHoBHEIT MaTepian. Y IOCITIPKEHHI 3aCTOCOBYETHCS KOMIUIEKCHHHN MiJXif, IO MOEAHYE aHATi3 HayKOBUX
JoKepen, craTHcTHIHuX Maunx Ta npaktnaauii npukinag AT Kb «lIpuBatbamk». VY craTTi po3risgaeThCs BILTHB
IU(POBUX TEXHOJOTIH, MITYYHOTO iHTENEKTy Ta OHNAaWH-TIaT()opM Ha 3aTy4eHHS KII€HTIB, MPOCYBaHHS IMOCIYT Ta
KOHKypeHTocpoMOokHicTh. SWOT-anani3 mapketunroBoi crpaterii [IpuBaTbanKy BHSBUB KITFOYOBI CHIIBHI CTOPOHH:
HaJliitHy 1M(POBY €KOCHCTEMY, IHHOBAIIIT Ta Opi€HTAIlII0 Ha KIIE€HTA, @ TAKOX 3arpo3u, MoB'si3aHi 3 KibepOe3neKkor Ta
HecTaOlIbHICTIO PUHKY.

BucnoBku. [{udpoBuii MapkeTHHr € BaXJIMBUM (AKTOPOM PO3BHUTKY OaHKIBCBKOTO CEKTOpY YKpaiHu B
yYMOBax BiHHM, MiJBHIIYIOYN HOTO aJanTHBHICTh Ta (hPIHAHCOBY CTAOLIBHICTh. Pe3ynbTaTi mOoCiKeHHs MOXYTh OyTH
BUKOPHCTAaHI Ul BAOCKOHAJICHHS CTPATEr1YHOI0 MapKETHHIOBOT'O MEHEPKMEHTY, MiJIBULIEHHS! IKOCTI 00CITyroByBaHHS
KJII€HTIB Ta (hopMyBaHHS e(eKTUBHUX MoJieliel In(poBoi KOMyHIKaIlii.

Knrouosi cnosa: yugpposuii mapxemune, yugposa mparcgopmayis, OaHKI6CLKUL CceKkmop, I[HHO8ayil,
KAIEHMOOPIEHMOBAHICING, KOHKYPEHMOCHPOMOICHICIb, (DIHAHCO8A CMINIKICMb, COYIATbHA 8ION0GIOAIbHICb, WMYYHUL
iHmenexm.

®dopmynu: -, puc.: 2, Tadmn.: 5, 6i6m.: 15.
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