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l. OBLUA XAPAKTEPUCTUKA HA NOKTOPCKATA
ANCEPTALUA

A. 3HayeHMe Ha nscneagBaHUA Npooénem

BaHKOBMAT CeKTOop € efHa OT HaW-BaXHUTe 4acTu OT (pPuHaHcoBaTa cucTema Ha
HauuoHanHaTa u CBeTOBHaTa MKOHOMMKA. TOBa € CUIMHO perynupaH CekTop — BeskKa
AENHOCT Ha BcsAka GaHka ce perynupa oT 3akoHa, OT Hapeabu Ha HaumoHanHuTe GaHKw,
OT BbTpeWHN GaHkoBM Hapeabu n T.H. HMBOTO Ha pa3BuTne Ha GaHKOBUA CEKTop €
OTpa)xeHne Ha HMBOTO Ha pa3BUTWE Ha HauMOHanHaTa MKOHOMMUKA — ABETe CU BIUAAT
B3aMMHoO. pouechbT Ha gurutanusaums Ha busHeca e TeHOEHUNS, KOATO HECbMHEHO €
yCroBme 3a KOHKYPEHTOCMOCOOHOCT M ycnewHa paboTHa AEeWHOCT BbB BCUYKM

MKOHOMWYECKN CEKTOPU, B TOBA HYAUCIIO A BGaHkoBuMA.

MapKeTUHIbT € HauMH Ha obLLyBaHe MexXxay Npomn3BoanTeNUTEe/goCTaBYMLMTE Ha YCyru
n knueHtute/noTpebutenute Ha ycnyrn. KomyHukaumsTta TpsbBa ga e ABYNOCOYHa, 3a
Aa 6bae ycnewHa. lNpouecbT Ha gurntanusaumsa Ha OaHKOBUTE YCNyrM nNo3Bonssa
KOMyHMKauuaTa cbllo ga 6bae gurutanuanpaHa, KoeTo e S HanpasBu MHOMo Nno-fecHa
N no-edekTMBHa 3a ABETE CTpaHW — CTpaHaTa Ha npegnarawure M cTpaHata Ha
TbpcewuTe. Npeasua ToBa, 3HAYEHMETO Ha TOBa u3crneaBaHe MOXe Aa ce pasrnexja

KaTo akageMn4iHa 1 npaktn4ecka obnacTt u moxe ga ce OTpa3n B crnegHunTe aCneKkTu.

» Habnsra ce Bbpxy 3Ha4€HUETO M ponsaATa Ha MapkeTUHra BbB (oMHaAHCOBUS
CeKTop;

> ObGsicHaABa ce M Ce MNOsACHABa KOHUenuusitTa 3a npegnovntaHuatTa wm
MHEHUATa Ha BaHKNTE N TEXHUTE KITMEHTM MO OTHOLLEHME Ha npoueca Ha
anrntanusaumna B 6aHKOBUS CEKTOP OT MapKEeTUHIOBUS NOOXOA;

» PaspaboteHa e opurMHanHa TeopeTMyHa pamMKka 3a uenuTte Ha To3u Bug
n3crneaBaHe;

» AHanusnpaHu ca npeguliHn M3cneaBaHus B Tasm obnact u ce 3anbnear
nponyckute, KOUTO Ce [JonyckaT B pasBUMTMETO Ha Tasu obnact B
npakTukaTa u KOMTo BCe OLLe He ca U3cneaBaHu;

» PasBuBa ce MeToaos10rns 3a TeCTBaHe Ha HAKOJTKO XUMNOTE3W;



>

N3Bexaga ce KOHUenuusiTa 3a Harnacute Ha OaHKOBUTE KMUEHTU U
yrnpaBuTENM Mo OTHOLUEHME Ha Npoleca Ha Aurvtanusaums B GaHKOBUS
CEeKTOp W MpUNOXMMOCTTa My KaTo CpeacTBO 3a KOMYHMKaLUS Mexay
CTpaHaTa Ha TbpceluuTe 1 cTpaHaTa Ha npeanaralumTe;

N3sicHsBaT ce u3nonsBaHWTe KoHUenuuu Ha ©0asaTa Ha npeguiuHa

nuTepaTypa v NpeauLIHN n3cnenBaHus.

B. Llen n 3apaun Ha nacneaBaHeTo

B.1 Llen Ha u3cnepBaHeTo

Ll,enTa Ha un3crneagBaHeTo € Aa ce rnoco4vYat Bb3MOXHOCTUTE 3a MnpwunaraHe Ha HOBU

TEXHONOrMM B AeNHOCTTa Ha 6aHKMTe, KaTo cneumnanHo ce Habnsra BbpXY rnpunaraHeTo

Ha MHTErpnpaHnTe MapKeTUHroBn KOMyHUKaunn n gurmtasiHn TexXHOoJ10rmn.

B.2 3agaun Ha uscnegBaHeTo

>

[a ce vwgeHTudMUMpa N aHanusupa nutepaTypaTa, 3aHMMaBalla ce C
KaHanuTe 3a gurmtanHu npogaxbu B 6aHKOBMS CEKTOP, KakTo W
Bb3MOXHOCTUTE 3a TAXHOTO MNPUIIOXKEHWEe 3a uenuTe Ha OurutanHua
MapKETUHT,;

[a ce pa3paboTn meTogonornyecka pamka 3a nposexgaHe Ha uscrnegBaHe
no gageHa Tema;

[la ce M3roTBAT aHKeTW, KOUTO Ja ce npoBedaT Bbpxy npencraBuTesiHa
n3Bagka;

[a ce aHanuaupaT nonydyeHnTe pesyntaTtu;

[la ce HanpaBAT CbOTBETHUTE U3BOAM U Aa Ce NOTBBLPASAT UMM OTXBBLPAAT
xmnoTesuTe;

[a ce ngeHtTndmumpaTt HegocTaTbLUUTE U OrpaHUYEeHUsTa B U3CNeaBaHEeTO

1N ga ce HanpaeAT NpenopbKU 3a ObaeLln nacnengBaHus.

B. NMpeameT 1 06eKT Ha u3cneaBaHeTo



I'Ipe,u,lvleT Ha Wun3cneaBaHEToO Ca BbBLINPUATUATA U aAHAIMUM3BT HaA Cb34aBaHETO W
OOCTaBAHETO Ha CTOMHOCT 3a KfMeHTa MO OTHOLWEHWE Ha aurutanums3aumsita Ha

GaHkmpaHeTo Ha ApebHo.

O6eKT Ha n3cneaBaHeTo e gurntanusaumsta B 6aHkoBus CEKTOop, T.e. UHTErpnpaHeTo Ha
OUrnTariHn KOMyHUKaumn mn KaHanm 3a npo,uamGa, KOeTO uWe Hanpasu GaHkoBUTE
npoAaykKTn n ycnyru no-AoCtblHN 3a KITMEHTUTE U LLEe HanpaBu KOMYHUKaUUATa Mexany

OaHKNTE M KNNEeHTUTE No-riecHa n I'IO-ed.)eKTVIBHa.

I'. Metoa/n Ha n3acnepBaHeTo

B cboTBeTcTBME C Beye [AeduvHMpaHata LUen Ha M3cnedBaHeTo Aa ce Mocoyu
Bb3MOXHOCTTa 3a MnpunaraHe Ha HOBWU TeXHONormm B OGaHKOBWU ornepauuun, Kakto U
N3MNON3BaHETO Ha MHTErpUpPaHN MapKETUHIOBU KOMYHUKALUM U AUTUTaNHN TEXHOMOMM, B
TO3M KOHTEKCT 6e cb3fageHa eMnupuyHa uscriefioBaTernicka pamMka, KoAaTo Aa obscHM
npeaMeTHaTa pamMka M Aa npeumsvpa XunoTtesnte Ha uacrensaHeTo. Ma3nonssaHu ca
cTaHOApTHUTE MHCTPYMEHTM 3a 06paboTka Ha CTaTUCTMYECKM OaHHU — CTaTUCTUYECKU

copTyepeH nakeT 3a obuectBeHn Haykn SPSS, Bepcus 22.

EMI'IVIpVI‘-IHOTO nacneanBaHe, HaCoO4eHO KbM M3MepBaHETO Ha HUBOTO HA 3a40BOJIEHOCT U
onpegendaHeTo Ha aHalin3a Ha Cb3aBaHETO U JOCTaBAHETO Ha CTOMHOCT 3a KnneHTa, be
npoeegeHo 4pel3 aHanmmM3 Ha OCHOBHUTE [OaHHW, C'b6paH|/| nocpeacrtsom O630pHO
nacnegsaHe. BcbUWHOCT, 3a Ta3u uen 6sxa n3rotBeHn ABe aHKeTu, KaTo CTPYKTYpUTE "N

Ha ABeTe Ce CbCTOAT OT NO ABE 4YacCTw.

MbpBaTa YacT OT aHkeTaTa 3a 6aHKOBUTE KINMEHTW BKMYBA BBLMNPOCK, CBbP3aHUN CbC
couuanHo-aemMorpadckuTe XapakTepUCTMKM Ha pecrnoHaeHTuTe. Mpu U3roTBAHETO Ha
Tasun YacT OT aHKeTaTa 1 M3bopa Ha XapaKTepUCTUKUTE Ha PEeCroHOEHTUTE ca B3eTU Noj

BHMMaAHUE OHE3N XapaKTeEPUCTUKN, KOUTO HYEeCTO Ce TMNoABABaAT KaTo nNpeaMeT Ha



pasrnexgaHe B CXO0AHW Hay4YHU n3cneaBaHu4. BTopaTa 4acT OT aHKeTaTa ce OTHacd Ao
CI'IeLI,I/IqI)I/I'“IHVITe Harnacu Ha pecroHaeHTUTe OTHOCHO M3MNoJiI3BaHETO HA HOBU TEXHOJT10TNI
B OaHKkMTe, KaKTo " HyXOaTa Te Aa ce afantupat CnpAaMo KIMTMEeHTUTE. 3a n3mMepBaHeETO
Ha (He)C'bFJ'IaCI/IeTO Ha yd4aCTHMumMTEe B n3cnegBaHeTo OTHOCHO BCAKO OT ropenoco4eHnTe
TBbpOEeHUA O6e wn3nonseaHa ﬂVIKepTOBaTa CKalla C net cterneHn Ha WMHTEH3MBHOCT.
PecnoHngeHTuTe n3pasnxa MHEHNETO CU MO BCAKO OT TBbpAEHUATA Ype3 orpaxgaHe Ha

elHa OT npearoxeHnTte CTOMHOCTW.

MpoyuBaHeTo 6e npoBegeHO npe3 Mawn, toHuM 1 tonm 2020 1. cpen PecrnoHO4EHTU C
pasnuyeH Nos, Bb3pacT M CTaTyT Ha 3aeToCT, 3a KOMTO ce cMmsATalle, Yye M3nonasart
b6aHkoBM ycnyrn B rpagoBete Ha Penybnuka Coupbua (benrpaa, Hosu Capg, Huw,
KparyeBau, JleckoBau, BpaHs, lNupot, KpyweBau, Kpaneso, bop, 3anuvap, Yxuue,
bysHoBay). EgHa 4act oT aHkeTuTe 6saxa pasnpocTpaHeHu dumsmyeckn (okono 200
Opoukun), a ocTaHanaTa 4YacT — oHnanH, Ypes Google Questionnaire (okono 800 6pouikn),
KaTo Ha TaX oTroBopuxa obLo 678 pecnoHaeHTU. [ocTapaxme ce Aa pasnpocTpaHum
aHKeTUTe nopaBHO U3 TeputopudaTta Ha Penybnuka Coupbusa. Cnep cvbupaHeTo Ha
aHkeTute 6e popmynupaHa cboTBeTHaTa 6a3a AaHHM. CbLo Taka ce noctapaxme ga

obxBaHeM BcsKa oT 26-Te 6aHKM, KOUTO ca YacT oT baHkoBaTa cuctema Ha Cbpous.

. XunoTte3un Ha nscnegBaHeTo

OcHoeHa xurnomesa:

Xunome3sa 0: Habniogasa ce HapacTBaHe B CTeMeHTa Ha NpUemnMBOCT OT CcTpaHa Ha
GaHKOBUTE yNpaBUTENM U KIUEHTM CNPAMO AUrMTanusaumsta Ha GaHKoBUTE YCNyru U
KOMYHUKaLMATA, KaKTO M NMOMNOXUTENHW Harnacu KbM yBenuyaBaHeTo Ha NpMemMnimnBocTTa

3a bbaelleTo.
OcBeH OcHOBHaTa xunoTesa ce nsBexagaTt U cnegHUTe JOMbAHUTENTHU XUNOTE3N.

HdonbnHumesniHU xunomesu:




Xunome3a 1: CoblecTByBa MNO3MTUBHA Kopenauusi Mexay npuemMnnBocTTa Ha
Avrntaniute 0aHKOBM YCNyrM M NPOAYKTU B COUMANHUTE MpPEXM M Bb3pacTtta U

obpasoBaHuMeTO.

Xunomesa 2. C'bl.l.l,eCTByBa NO3NTUBHA Kopellauna mexany yn0Tpe63Ta Ha aurntanHuTte

MHCTPYMEHTU N HNBOTO Ha O6p33083HI/Ie Ha KIMMEeHTUTeE.

Xunomesa 3. C'bLLl,eCTByBa no3NTUBHaA Kopernauna Mexay HUCKata uUeHa Ha

AUrnTariHMTe KaHalrim 1 MUHCTPYMEHTU U XKeNnaHUEeTOo aa Ce U3Mnos3ear.

Xunome3sa 4: CbliecTByBa NO3UTUBHA Kopenauus Mexay No3UTUBHUTE Harfacu cnpsiMo
ObAeLLeTo Ha aurMTanHuTe ycnyrm B GaHkMpaHeTo Ha apebHo n MoTuBauuaTa Te Aa

ObaaTt nsnonasaHu noHacrtosem B Cbpbus.

Xunome3sa 5: CbluecTByBa NO3NTMBHA KOpenauus Mexay CTeneHTa Ha 3a40BOSIEHOCT
Ha ynpaBuMTENWTE OT HWBOTO Ha AMMUTanNM3auMsi Ha TEXHUTE YCRyrm KU cTerneHTa Ha

NMPU3HATENTHOCT KbM 3HAa4Y€HMUETO, KOEeTO Te€ OTAaBaT Ha AUTUTANMHNA MapPKETUHT .

Xunomesa 6: C'bUJ,eCTByBa NnOo3NTUBHA Kopelauna Mexay noBullaBaHETO Ha
yAoOBJeTBOPEHOCTTA Ha KIMMEHTUTE OT AUTUTanHUTE ©aHKoBM ycnyrm n e(beKTI/IBHOTO nm

M3nonssaHe oT camuTe GaHKu.

E. OrpaHnyeHusn

MpunoXxeHNeTo Ha NNaHMpaHUTe U3crneaoBaTeNckn OeNHOCTY LWe 6bae orpaHMYeHo OT
06ekTMBHM dhakTopn. OrpaHnYeHoCcTTa Ha PUHAHCOBUTE pecypcy Hamansisa obxsaTa Ha
nnaHupaHoTo nscnegeaHe. OyakBa ce, Ye HsiMa a ce Nosy4m CTONpPOLIEHTOB OTFOBOP OT
CTpaHa Ha u3cregBaHUTe KNMeHTM M GaHKoBWM ynpaBuTenu. BeposTHOCTTa BCUMYKM
PeCrnoHAeHTN ga NpeaocTaBAT NMbfHa M TOYHA MHOPMauusa Ccblo e manka. EgHo ot
Hal-BaXXHUTE OrpaHNYeHnsi e CbNoCTaBMMOCTTa Ha pe3ynTtaTtuTe OT U3cneaBaHeTo CbC
cxogHn wuscneaBaHus. [Jocera Ha TepuTtopusata Ha Penybnuka Cbpbua He ca ce

nposexganu nicrieaBaHunsa, CBbp3aHuM C TeMaTta Ha Anceprtauunara.



Mangemmara COVID-19 cbuwo cb3gaBa npobnemn. Toea e ocobeHo ,0xmnBeHa“ cpepa
OT Ou3Heca. MHOXeCTBO oOpraHusauuu, BKIIHOUYUTENHO (PUHAHCOBM WMHCTUTYLMWU, LUE
pa3paboTAaT HOBM METOAM 3a AUrnTaneH MapkeTUHr 3apagu counanHoToO AucTaHuupaHe
N NpeMMHaBaHeTO KbM ,0e3KOHTaKTHN® dopMn Ha paboTta B busHeca. CnegoBaTeriHo,
HAKOW OT NpeacTaBeHUTE WM 3anucaHn TyK dakTu MoXe Ja ce pasmuHaBaT C

[eiCTBMTENHOCTTa Npu 3aBbpLUBaHETO Ha Ta3u pa3paboTka.



. CbAabpxaHue U CTPYKTypa Ha AOKTOpCKaTa aguceprauums

BbBEOEHUE

MABA I: AHAITU3 HA NPEOULLHU U3CINIEABAHUA U NPEMMMEQ HA
JINTEPATYPATA

1.1 [OurutanHaTa TpaHcdopMaumsa B GaHKOBUSA CEKTOP — Npernes Ha
nuTepaTypaTa

1.2 OTunTaHe Ha HyXaaTa 3a gurntanHa TpaHcopmaums B 6aHKOBUS
ceKkTop

1.2.1 Pa3BuTtue Ha 6aHkMpaHeTo Ha APebHO B UCTOPUYECKM KOHTEKCT
1.3 [poueHT Ha nsnonasaHe Ha UHTepHeT B Cbpbus

1.4 HoBu nHBECTMLMM Ha BaHKUTE B MHOPMALMOHHN TEXHOMOTK
1.5 PonsaTa Ha gUrnTanHus MapkeTuHr B 6aHkupaHeTo Ha ApebHo

1.6 TpaHcdopmauusTa Ha AUrnTanHUa MapkeTUHr B 6aHKMpaHeTo Ha
apebHo

1.7 T[lepcnekTuBaTa Ha AUrUTaNHUS MapKeTUHT B CEKTOpa Ha
6aHknpaHeTo Ha apebHo

MABA |I: KAHAIIN 3A NMPOOAXBA 3A BAHKUTE B CbPBbUA
2.1 EnekTpoHHOTO GaHkMpaHe KaTo kKaHan 3a 6aHKoBM nNpoaaxou

2.2 BHoOCKUTe U KpeauTHUTE KapTu KaTo KaHanu 3a 6aHKoBM Npogaxoun u
anctTpmnbyumnm

2.3 WHoBaumnte B MOBUNHOTO HBaHKMpaHe kaTo hopma Ha nogkpena 3a
pa3BUTUETO Ha KaHanuTe 3a BaHKOBM NpoaaXkou

2.4 Pongara Ha coumanHute megum B 6aHKMpaHeTo



2.5 Bb3aencTBMeTo Ha ynpaBreHMeTo Ha OTHOLLEHMSATA C KNMEHTUTE B
pa3BUTUETO Ha BaHKOBUTE yCNnyru

2.6 EnekTpoHHa TbpProBUs 1 yrnpaeneHne Ha OTHOLLIEHUATA C KIMEeHTUTe
— cTpaTernyecku noaxon

MABA 1lI: METOOOJIOMNA HA U3CINEOBAHETO
3.1 KoHTekcTyanHa pamka — 6aHKoBUAT cekTop B Penybnuka Copbus

3.2 TlpouechbT Ha u3cneaBaHe U OCHOBHUTE ENEMEHTU Ha Hay4YHUTE
n3cnensaHus

3.3 MeTtoau Ha nscneasaHe v npoueaypu
3.3.1 N3uncnasaHe Ha pasmepa Ha u3Bagkute
3.3.2. Bupose n3Bsagku

3.4 CTpyKTypa Ha aHKeTuUTe

3.4.1 Bvnpocu 3a 6aHKOBU KNNEHTU

3.4.2 Bbnpocu 3a 6aHKOBM ynpaBUTENu

3.4 MeTogonorua 3a aHanus Ha JaHHUTe

NMABA IV: AUCKYCUA
4.1 AHanus Ha cTpaHaTa Ha TbpcewmTte
4.2 AHanus Ha cTpaHaTa Ha npeanarawure

4.3 TecTBaHe Ha xunortesunTe

n3sogu



NMPEMOPBKA
LnTpaHun M3TouyHULMK

NMPUNOXEHUE - PE3YJITATU OT SPSS U3YUCTIEHUATA
AHKETA 1 - BAHKOBW KITMEHTU
AHKETA 2 — BAHKOBW YTIPABUTEIN
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BbBEOEHUE

EgHa oT kniovoBuTE LEenn Ha CbBpeMeHHUTE BaHKM € aa OTKpMBaT Han-noaxogsawmTe
Ha4YMHM N METOAM 3a NOCTUraHe Ha CTabUITHO KOHKYPEHTHO NPESUMCTBO B YCrOBUATa Ha
NMOCTOSHHO yBenuyaBallata ce KOHKYpeHUMs Ha duHaHcoBuTe nasapu. PyHkumaTa u
uenTa Ha opraHusauumnte 3a GusHec GaHkMpaHe ce npucnocobsBaT B 3aBUCUMOCT OT
dopmaTa Ha MKOHOMMYecKaTa AenHoCT. HesaBucumo oT ToBa, obaye, Npu BCSKAKBU
COUManHo-MKOHOMMYECKN OBCTOATENCTBA OCHOBHOTO CbAbpXaHue Ha OaHkute ce
onpenensa oT NoCPegHNYeCTBOTO My BbB (PMHAHCOBUTE OTHOLLEHUS. BaxkHM dhakTopn B
MKOHOMMYEecKaTa MocrefoBaTeNHOCT, T.€. Bb3Npou3BexXaaHeTo, ca KpeautuTte, napute
N Opyrn oMHaAHCOBU MHCTPYMEHTU. baHknuTe nmat cneymanHo MsiCTO U pons B TOBa, Tbi
KaTo AencTBaT KaTto cneumannanpaHn MHCTUTYLIMKN, YMATO OCHOBHA OyHKUMSA e Aa 6baat
nocpefHuLM B cdeparta Ha napuTe, KaTo LenTta e fa nognomarat Bb3npoussexgaHeTo
C HeobXoOUMOTO KOSNIMYEecTBO Napu u kpeauTu. baHkMpaHeTo KaTto chneumnduyHa
MKOHOMMYECKa [OeWHOCT ce onpejens OT Buaa M CbObpXaHMeTo Ha OaHkoBuTe
WHCTUTYLMM M onepaumn, KOMTO B3aMMHO nogobpssaT CbCTOAHMETO CU U CbCTaBnsiBaT
UAnocTTa Ha CbOoTBETHMS 6aHKOB CEKTOp, OKa3BaWKM CUIMHO BfWUSIHUE BbPXY

CbI/IHaHCOBaTa OCHOBa N cuctemMa Kato uaso.

doKycbT BbpXy noTpebutennte, ocobeHo npes nocriegHuTe roavHu, ce paswupsisa B
WHAOYCTPUUTE, OPUEHTUPAHN KbM YCIyrn, B TOBa YMCNO 1 BaHkuTe. [MoHexe HyxauTe Ha
notTpebutenute Ha (UHAHCOBM YCINYrM Ce MPOMEHSIT AMHAMWYHO, HarOXUTENHO €
GaHKMTe Aa YCTaHOBSAT AbMroCPOYHM OM3HEC OTHOLLEHUS C KINMEHUTE CU, 3a Ja ocTaHaT
poxoaHu. CbBpeMeHHUTe TeHOeHuMM B rnobanHata nasapHa cpega Bce rnoseye Lie
N3NCKBaT OT pasnuyHuTe Gu3Hec OpaHLUuoBe, 0COGEeHO GaHkuUTe, Ja NPOMEHAT CBOETO
6usHec nosegeHne. C MOMOLUTA HA MWHTErpUpPaHUTE MAPKETUHIOBU KOMYHUKaLUU
GaHkMTEe Le MoraT Aa YCTaHOBAT TpalHa U edekTUBHA Bpb3Ka C KNUEHTUTE CU U Aa
yBenuyaTt ePeKkTMBHOCTTa Ha ycnyrute cu. ToBa [0 ronsima cterneH ce noanomara oT
avrutanusaumsaTta Ha 6aHKoBUS BU3HEC U U3NON3BaHETO Ha MHOXECTBO COLMaIHN MPEXu

KaTo CpeacCTBO 3a KOMYHUKaUUA Mexny OaHKNTE 1 KNUeHTUTE.
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AvrmtanusaumaTa, MHOBaUMWUTE U MOAEPHUTE TEXHOMOMMM ca U3pasu, KOUTO Le YyBaMe
BCE MoBeye W Bce no-vyecto. HaBpemeto 6OaHkoMaTUTEe ©Osixa BbPXbT Ha
avrutanusaumaTa B 6aHkMpaHeTo. [lHec Ha npakTuka MoXxem Aa OAbpXum GaHkaTa ,B

akoba cu” unm No-To4Ho ,B pbLETe cu“, ako uanornssame MOGUNHO 6aHkupaHe.

AvrutanHoto GaHkMpaHe e LMPOK TEPMUH, KOWTO MOXe [a ce MHTepnpeTupa Mo
pasnMyHM HauMHW. Bbnpekn ToBa, OOLWOTO MeXay BCUYKM Te3n MHTeprpeTaumu ca
KOHKPETHWUTE Mon3u 3a notTpebutenute. ToBa 03Ha4YaBa crnecTsiBaHe MbpBO Ha BpeEME, a
BrnocrneacTBUe 1 Ha Napu, Tbil KATO BCUYKM TpaH3aKLUWU, KOUTO M3BbPLUBAME OHMaiiH, ca
Ao 10-15 NbTU NO-€BTUHU, OTKONKOTO ako Ce U3BBLPLUBAT MO TPAAULMOHHUS HaYMH — C

oTuBaHe o baHkaTa.

LlenTa Ha npoueca Ha aurMTanusaunsi B 6aHKOBSI CEKTOp e Aa npefocTaBu No-6bp3u, no-
A06pU 1 No-epeKkTUBHM YCNyrn Ha KIMEHTUTE CU U Aa NOANOMOrHe yCTaHOBSABAHETO Ha
No-NecCHN KOMYHUKaLUN U UHTEPAKTUBHWN BPpb3KM Mexay 6aHkuTe u knueHTuTe. KasaHo
Mo-NpoCTO, OT MapKeTUHIroBa friedHa Todka, LenTa Ha aurutanusaumsTta B 6aHKoBus
CEKTOp B ABLITOCPOYEH MfaH € Aa noaobpun kayecTBOTO Ha GaHKOBUTE YCMyru, KOETO B

KpaVIHa CMeTKa e yBeJIn4n U cTteneHTa Ha 3aoBOJIEHOCT Ha KITMEeHTUTE.
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[ll.  TJIABA MbPBA: MNPEMNMEQ HA IUTEPATYPATA

Tasn rnaBa e 6GasvpaHa Ha nuTepaTypeH nperned, pasgerieH Ha HSKOMKO TeMu,
CBbp3aHu C U3creaBaHeTo, KOUTO BKINOYBAT: [urmtanHata TpaHcgopmMauus B 6aHKoBUS!
CeKTop, M3yyaBaHe Ha HeobxoouMMoOCTTa OT AurMTanHa TpaHcgopmauusi B GaHKOBUS
cektop; Pa3Butne Ha GaHkMpaHeTo Ha ApebGHO OT rnegHa Toyka Ha MCTOPUYECKUS]
noaxon; N3cnenBaHusi, cBbp3aHN C NPOLEHTa Ha M3non3BaHe Ha MHTepHeT B Cbpbus;
N3cnenBaHusi, cBbp3aHu ¢ 6aHkoBuUTe nHBecTMumn B T M AUrmTanHn TeXHONOMn, Kakto

N n3cnegBaHus Ha aurMTanusaumsTa U gurMtanHata TpaHcdopmauus Ha GaHkuTe B

Cobpbus.
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IV. TTIABA BTOPA: KAHAJIN 3A NPOOAXBU 3A BAHKUTE B
CbPBUA

MHoro 6GaHku, BkntounTenHo te3n B Cbpbud, Beye ca Bb3NpUENN CBOUM COOCTBEHMU
cTpaTerMm Mo OTHOLIEHWE Ha kaHanuTe 3a npogaxbu, 3a ga crturaT no-6bp3o Oo
KnueHTtute cn. ToBa € noctTurHaTo 6narogapeHne Ha YoBELLKNA U TEXHUYECKUS KanuTan,

OT elHa CTpaHa, N NSBUCKBaHUATA Ha KITMEeHTUTE, OT Apyra CTpaHa.

BaHkMTe wn3non3eBaT pasnMyHM KaHanu 3a npogaxbw, 3a ga yCbBbpLUEHCTBAT
Npoun3BOAMTENHOCTTa Ha Bu3Heca cu, T.e. Aa NogobpAT nasapHUTE CU NO3MuMKM 1 Aa
nocTurHat HabenasaHuTe uenu (ga NOCTUrHaT uenute no TeKylwuTe CU CMEeTKU, Aa
npogaBaTt KpeauTu, Oeno3nTW, KapTW, 3acTpaxoBKM WU T.H.). KnueHtuTe, manonseawum
GaHKOBM yCnyrn, ovakBaT YBENMYEHWEe B MNepcoHanu3auusaTa U HagexaHocTTa Ha
KaHanute Ha 6GaHkoBUTE OMCTPMOYTOpCKM Mpexu. B Tasm rnaBa aHanuanpame Kowu
KaHanu 3a npogaxobu B 6aHkuTe ce nanonaeat B Cbpbusi 1 ce onnucea Ha4YnMHBLT UM Ha

JYHKUMOHUPAHE.
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V. TTNNABA TPETA: METOOONOINA

OT camMOTO Hayano WMHTEPECHT HM € HacO4YeH KbM U3BBLPLUBAHETO HA MAPKETUHIOBU
aenHoctn B GaHkoBusi cektop. Cvbutmdata, cCBbp3aHM C KpusaTa, NPUYMHEHa OT
nangemunaTa COVID-19, MHorobponHnTe nHoBauumn B NpeaoCTaBAHETO Ha NpoaaKom u
yCcrnyrm, HacTomumBocTTa 3a paboTa OT BKbLM, KaKTO WU MHOrO Apyrn aktu
npegonpegenuxa XenaHMeTo HW a aHanuavpame gurutanHuTte ycnyrm B 6aHkoBuS

CEKTOP U Bb3MOXXHOCTTA OaHkuTe ga M3BbPLUBAT MapKETUHIOBUTE CA OENHOCTU OHNaWH.

ToBa nscnegBaHe e CTPYKTYpupaHoO Taka, Ye Ha MbpBO MSCTO pasrfiegaxme HanumyHuTe
n3crnefBaHus No Temarta Ha QurMTanHus MapkeTuHr B 6aHkoBMS cekTop Ha Peny6nvka
Cbpbus. B noytn BCUYKM TPyAOBE W M3cnedBaHus, 3aHMMaBally ce C Tasu Tema, ce
n3passiea cbrnacve, 4Ye WHTEPHET TEeXHOMOrMUTEe U TEXHOMOIMYHUTE WHOBaLMM B
WNHTEPHET KOMyHMKaumMnTe nobmBaTt Bce No-ronsiMo 3HavyeHne B GU3HeC KOMyHUKaLuumnTe
Mexay KomepcuanHute 6aHkMm u HenpodecuoHanHuTe KIMeHTW. [ocTbhnHOCTTa A0
WHTEepHET, MacoBaTta ynoTpeba U edeKkTMBHUTE COTYEpHU PELUEHMSI Bce MNoBeye
npeacTaBaT MIHTEpHET KaTo KOMYHMKAaLMOHEH KaHanm Mexay KoMepcuanHute GaHku u

TexHuTe knueHTn (Ranisavljevic, 2014).

Mo TO3n noBoA, CTUrHaxXMe A0 3aKIOYEHNETO, Ye NOBEYETO TPYAOBE U U3cneaBaHus ce
3aHMMaBaT C aHanu3 Ha npepfiaraHeTo Ha AuruMTanHu GaHKOBM YCIyrn, KakTo U Ha
HauMHa, No KOMTO KNMEHTUTE pearvpaT Ha TOBa npeafiaraHe, 4OKaTO NO-Mmarka Yact oT
TPpyOoBeTe ce 3aHMMaBaT C Bb3MOXHOCTUTE 3@ MapPKETMHIOBU AeNHOCTU, GasnpaHn Ha
npenniaraHeTo Ha gurutanHu GaHkoBu ycnyri. [Nopagu Tasu npuymMHa NpeHacodYnxme
MHTepeca cu KbM cdepaTa Ha Wu3cneaBaHe Ha MapPKETUHIOBM Bb3MOXHOCTM,
npousnusaLlum oT gurMTanHuTe ycnyru, npegocTtaBsiHy oT 6aHkoBMS cekTop B Peny6nuka

Cobpbus.

N3cnepBaHeTo € U3roTBEHO Taka, Ye Aa ce pasBvBa B [Be HanpasieHus:
1. TeopeTnyHo UscneaBsaHe

2. EmMnupnyHo nscnensaHe.
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[MnaHbT Ha n3cnenBaHeTo e npeacrtaBeH Ha crnegHaTta I'paCbMKa.

®durypa 1. UscnepgoBaTencku npouec

(-Ll,en Ha n3cneagaHeTo ¢ JlutepatypeH npernes, h
*[lpegmeT Ha n3cneaBaHeTo * AHaNu3 Ha NpeauLLHN
© O6eKT Ha u3cneaBaHeTo nscneasaHna
Jxnoresa e o Ao
1. Onpepenane
* Orpanuuenua [ 2T MapKeTUHT 1 6aHKoBUTE
¢ Jlormyecka maTpuua Ha Ha OCHOBHUTE . leopeTtnyHo KaHa/1 3a AUrMTanHn
W3cnefoBaTencKNA NpoLec eNnemeHTn Ha uscneasaHe npoAaK6M
n3cneaBaHeTo
\ y
N

7 4. AHanu3 Ha
3. EMn1punyHo
OaHHUTE U

n3cneasaHe “3BOAM ¢ O6bpaboTBaHe Ha SPSS
AaHHUTe

® AHann3 un
MHTEpnpeTauma Ha
AaHHUTe

* N3goau

¢ /I3roTBAHE Ha aHKeTa
e[lpouec Ha
npoyysaHe
e Knacudwmkauma Ha
oTroBopuTe
.

UsmouHuk: Nl3eomeeH om asmopa.

EmMnnpnyHOTO n3cnegpaHe, HacCOYEHO KbM M3MEPBAHE Ha CTENeHTa Ha 3a40BOSIEHOCT U
onpegensiHe Ha Harnacute Ha 6GaHkoBUTE KIMEHTM WM GaHkoBUTE ynpaBuTenu, Ge
npoBeOEeHO Ype3 aHanmM3 Ha OCHOBHMTE [JaHHM, CbbpaHM 4pe3 npoyyBaHe Ha
nacneaBaHuaTa. BeblHOCT, 3a Ta3um uen 6sxa N3roTBEHN ABE aHKETU, YUMTO CTPYKTYpU

Ce CbCTOAT OT NO ABE 4acCTHU.

MbpBaTa rpyna pecnoHaeHTn ca 6aHkoBuTE KNUEHTW. Tasu rpyna HM no3BonsBa Ada
Hay4Mm TAXHaTa CTpaHa OT UCTopuATa, T.e. Aa pa3depeM KakBu cpeacTea 3a gurutanHa
KOMYyHMKauusa nanonasat no npuHuun (Facebook, Instagram, Twitter...), KakTo 1 KakBo nm
npegnarat 6aHkuTe. M0 TO3M HaYMH LWe MOXEM Aa NonyyYynum npeacraBa 3a roTOBHOCTTA
Ha BaHKOBMWTE KIMUEHTU a NpyemaT gurutanHuTe KaHanu 3a npogaxou, ganu ru Hammpar
3a nonesHu u, pasbupa ce, Aa OTrOBOPUM Ha BbMNpoOca Aanu 1 B Kakea CTerneH nsnonssar
ANrnTanHuTe kaHanu 3a npodaxbwu Ha 6GaHkuTe noHactodawem. Btopata rpyna

pecrnoHaeHTn ca 6aHkoBuTe ynpaButenu. KbM Tax ce npuumcnsiBat GpaHLoBUTE
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yrnpaBuUTenu, cpeaHuTe u Ton ynpaeutenute. Ha 6a3a Ha TEXHUTE OTFOBOPY LLIE MOXEM
Aa nonyysm npeactaBa 3a pasbupaHusiTa MM 3a HeobxoaumocTTa OT pasBMBaHE Ha

OUTUTarnHnTe KaHasrm 3a npop,a>K6|/| N HacTosdwara obcTaHoBKa.

BaxHoTo B cnyyada Gewe ga ce onpegenn paaMmepsm Ha u3zeadkume Ha OBeTe rpynu.
I'IpraTa CTblKa B TO3UM rnpouec Oe pa ce onpegenun cbC cToripoueHToBa TOYHOCT 6pOFIT
Ha XopaTa B OBETe rpynu, a creg toBa uM3nosjiaBaxme npmudHata mMetoaonorund, 3a ga
onpepennMm pasMmepa Ha n3Bagknte 3a gBete rpyrnn cbC CbOTBETHOTO HMBO Ha 3HA4Y€EHNE

3a TOo3n BU4 n3cnegBaHu4.

Mpobnem npeacTaBnsaABalle U pasMepbmM Ha uzeadkume. 3aMUCbbT Npu M3bopa Ha
OaHkoBM ynpasutenu 6e Bcudkn pernoHn B Penybnuka Cbpbus ga 6vaaT auckytupaHu
nopasHoO, 3aToBa u3bpaxme OHe3un rpagoBe, B KOUTO Ce HaMMpaT NOBEYETO OT OCHOBHUTE
0aHkoBM OpaHLoBe, Tbil KATO B rpafgoBeTe, KbAETO HAMa OCHOBHWM GpaHLwoBe, HAMa
ynpaBuTenu, T.e. MOXe [a MMa HSKOINKO, HO ToBa He e poctatbyHo. Crnepn toBa
nogbpaxme Ha criydaeH NpuHUMN ynpaBuTenuTe, Uanpawankm MM aHkeTa no umMemnsn.
Kputepuat 3a nsbop Ha GaHkute Gewe cxogeH npu nogbopa Ha GaHKOBUTE KIMEHTW,
caMo 4e B TO3M Cliyyal, OCBEH OCHOBHUTEe OpaHwoBe U wabkBapTnpn, npeameT Ha
nacnegBaHeTo 6sixa M KNMEHTU B OpaHLwoBe (Korato MpoyyYBaHETO ce npoBexaalle
NINYHO, C NONbJIBaHE Ha aHKeTU), ce uanpawaxa u Npon3BosIHM UMennu 4ypes n3bop Ha
nunua, Tbi KaTo No-ronsiMaTta 4YacT OT HaceneHneTo ca 6aHkoBM knNneHTU. CnegosaTenHo,

1 B ABaTa cry4das be npunoXxeH mMetoabT Ha NPONU3BOJTHUTE U3BAOKW.

Cnep kaTo onpedenvxMme pasMepa 1 BUaa Ha U3BafkuTe, CbCTaBUXME aHKeTU 3a ABeTe

rpynm n ce onntaxme ga otkpuem Bpb3Ka MeXQy BCEKN BbIMPOC N CbOTBETHATA XMUMNMoTe3a.

- CTpyKkTypa Ha aHKeTuTe

Bbnpocu 3a 6aHKOBU KNNEHTU
AHkeTaTa ce CbCTOM OT 3 rpynu BbNPOCHU:

1. MbpBaTta rpyna e cbCTaBeHa OT BbMNPOCU C OOl XapaKkTep OTHOCHO mona,

Bb3pacTTa 1 06pa3oBaHNETO Ha KNUEHTUTE.
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2. BtopaTa rpyna Bbnpocu ce oTHacs OO ToBa Aanu noTpebutenvte uanonseat
coLmarnHn Mpexmu 1 Kou ca Te.
3. TpetaTa rpyna BbnpoCcK € CBbp3aHa C M3MNO0N3BaHETO Ha AUIUTaNHUTE YCTPONCTBA

OT CTpaHa Ha GaHkuTe KaTo cpeacTBo 3a gurntTaneH MapKeTuHr.

3a uenute Ha npoyyYBaHeTO M Ha BasaTa Ha BeYe U3CcrneaBaHn HanU4yHK nuTeparypa,
TPy4OBE W M3CnedBaHWs MO TemaTta, Cu MNocTaBuMxMe 3ajayaTta ga onpegenvwu
Harmacute Ha OaHKOBWUTE KMMEHTW W ynpaBUTENM CApAMO Aurntanusauuata u
N3MnonN3BaHeTOo Ha onpeaerneHn CpeacTBa 3a KOMYHUKaLUUS, KOUTO ca pe3yntaTt OT TO3n
npouec (Hanpumep counarnHn Mpexu), KakTo U FOTOBHOCTTA Aa Ce npuemMar KaHanm
3a gurutanHa koMyHukaumsi ¢ 6aHkata. OcBeH ToBa, UenTa € ga ce onpepenart
pa3bvpaHusaTa Ha GaHKOBUTE yNpaBUTENM 3a NpoLieca Ha aurMTanusaums U ganm te
ro BWXOaT KaTo 4acT OT pas3BUTMETO Ha OaHkoBus cekTop B Obgewe. Ypes
npoBeAeHOTO uscnensaHe We gobvem npeacrasa 3a HUBOTO HA MHAOPMMUPAHOCT Ha
GaHKOBUTE yNpaBUTENM OTHOCHO 3HAYEHWETO Ha AgurntanusauuaTa 3a 6aHkoBuTe
ycnyrn 4pes nogobpsiBaHe Ha NPou3BOAMTENHOCTTA Ha ©OusHeca Ha GaHkute. OT
Apyra ctpaHa, NpOy4YBaHETO Lie NOoKaXe Bb3NpUATUATA Ha KIMEHTUTE 3a HOBUTE
TEXHOMOrM1, M3Non3BaHn B AEWHOCTTa Ha GaHKUTE, KaKTO M KIOYOBUTE MON3n 3a

KIMMNMeHTUTE B Mnpoueca Ha n3nosisBaHe Ha Te3n MogepHn TeXHOJ10rMn B 6aHKVIpaHeTO.

CneposaTenHo, LenTa Ha u3crneaBaHeTo e creaHaTa:

Llen Ha uscnedeaHemo:

Llenma Ha Hacmosiwama OOKmOpCKa Oucepmauu,q e 0a noco4yu 8b3MOXHocmume 3a

ripuriacaHe Ha HO8U mexHosioeuu 6 OelHocmma Ha 6aHKume, Kamo ce o6prua

crieyuarsiHo HUMaHuUe Ha ripusiaecaHemo Ha UHmeezpupaHu MapKemuHa08U KOMyHUKauuu

u duauma’siHu mexHoJs102uu.

Bb3amoxxHoCcTMTE 3a nogobpsiBaHe Ha Ou3HEC pe3ynTaTtute HamupaTt OTpaXeHue B

TEXHONOINM4YHNTE peLlleHna 3a no-no6pa KOMYHUKaLKnA C KIMMEeHTUTe, oCBeAOMEHOCTTa 3a

TEXHUTE HYXON U e(beKTVIBHOCTTa Ha BusHec npouecure. 3a ga nocTturHat KOHKYPEHTHO

npegunMmcTBoO, OaHknTe TpFI6Ba Oa MHBECTUpaT B peKrnamMmmpaHeTo Ha YCIyrn u ja sbBeaart
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NHOBaLMKN B OM3Heca cu, KakTo 1 Aa NogobpaT n MHTerpupaT KaHanuTe 3a KOMyHMKaumm
“ npoaaxou. Mo To3n HaYMH CTOMHOCTTa Ha BaHKMTE ce yBenMyaBa KakTo 3a KIMEeHTUTe,

Taka 1 3a camute b6ankun. OT Tasm rnegHa Touka:

lMpedmem Ha u3scsiedeaHemo:

I'Ipedmem Ha u3credsaHemo ca eb3ripudmudma u Haesiacume Ha baHkosume KnueHmu

u 6aHkosumMe MEHUOXBbPU cripsiMo duaumarnusayusima Ha baHkupaHemo Ha OpebHo.

Cropeq uenta u npegMeTa Ha M3creABaHETO, M 3a [a ce ynpaBnsiBa NpouechbT Ha

nscnenBaHe, KaTo 06eKT Ha u3crneaBaHeTo onpeaensame:;

Obekm Ha u3crie0gaHemo e Ouaumanu3ayusma 6 6aHKo8uUss CeKmop, m.e.
UHMezpupaHemo Ha KaHaru 3a duaumarsiHu KOMyHUKayuu u npodaxobu, Koemo yrecHsiea
usrosideaHemo Ha baHKosu MpPOOyKmuU U ycilyeu OmM cmpaHa Ha KiueHmume u

rnpedocmassi rno-eheKmueeH Ha4yuH 3a KOMyHUKauus Mexoy baHKume u KnueHmume.

BbamoxHocTUTe 3a nogobpsiBaHe Ha Ou3Hec pesyntaTuTe HamupaT OTpaKeHue B
TEXHONMOMMYHNTE peLleHns 3a No-A4o0pa KOMyHUKaUUS C KIMEHTUTE, OCBEAOMEHOCTTA 3a
TEXHUTE HYXOW U ePEKTUBHOCTTA Ha BM3Hec npouecuTe. 3a Aa NOCTUrHAT KOHKYPEHTHO
npeaumcTBo, 6aHkMTe TpsibBa Aa MHBECTMPAT B pekraMupaHe Ha ycrnyrute 1 Aa BbBeaar
nHoBaumMm B OM3Heca cu, KakToO M fa nodobpsaAT M MHTerpupaTt kaHanuTe cu 3a
KOMYHUKaLMKN 1 npoaaxou. o To3m HaumH CTOMHOCTTa Ha GaHkaTa ce yBernMyaBBa KakTo

3a KNMEeHTUTe, Taka n 3a camute 6aHku.

B cboTBeTCTBME C Beye pAeduHMpaHaTa Uen Ha M3cneaBaHeTo ga ce Mocouu
Bb3MOXXHOCTTa 3a MpunaraHe Ha HOBM TEXHOMornM B GaHKOBMTE onepauuun, a CbLlo U
N3MNoN3BaHeTo Ha UHTErpMpaHy MapKeTUHIOBM KOMYHUKALMN U AUTUTaNHN TEXHOMNOMMN B
TO3M KOHTEKCT, 6e pa3paboTeHa pamka, C KOsiTO Aa ce 0bsACHM NpeaMeTHaTa pamka 1 aa
ce npeuusvpaT HayyYyHuTe XxunoTesu. bsixa manonseaHu cTaHOapTHU MHCTPYMEHTU 3a
06paboTka Ha CTaTUCTUYECKM AaHHWU: CTaTUCTUYECKM COPTYyepeH NakeT 3a obLecTBeHn

Hayku SPSS, Bepcus 22.
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EMI'IVIpVNHOTO nacnegBaHe, Koeto € HacCcO4eHO KbM Hu3MepBaHETO HAa HMBOTO Ha
yaoBIeaBOpPEHOCT n onpeaendaHeTo Ha HarnacmutTe Ha OaHKOBUTE KITMEHTU N ynpaBuTersu,
be npoBeageHo 4ypes3 aHarim3 Ha OCHOBHUTE OaHHMU, C'b6paHI/I nocpeacTtsoM MNnpoy4yBaHe Ha
n3cnenBaHuaTa. BebwHoCT, 3a Tasu uen 6sxa n3rotBeHn ABe aHKeTU, YAUTO CTPYKTYpPH

Ce CbCTOAT OT NO ABE 4acCTU.

I'IpraTa 4yacT OT aHKkeTaTa 3a OaHKOBUTE KITMEHTWU BKIHOYBA BbIMpPOCU, CBbP3aHN CbC
COLI,I/IaJ'IHO-E,eMOFpa(bCKI/ITe XapakKTepuctnukn Ha pecrnoHaeHTuTe. |-|pl/l N3roTBAHETO Ha
Ta3n 4acT OT aHKeTaTa U no,u,6|/|paHeTo Ha XapakTepuctuknte Ha pecrioHgeHTuTe non
BHMMaHue Osixa B3eTU OHe3wn XapaKTepucTtukm, KOMTo 4eCto Ce ABABaT NpeamMeT Ha
pasrnexgaHe B CXOO4HWU un3cnenBaHUA. BTopaTa 4acCcT OT aHKeTaTa € CBbp3aHa CbC
CI'IeLl,I/I(*)I/I‘-IHI/ITe Harnacu Ha pecrnoHaeHTnuTe CcrnpsamMo 1n3nosfi3aBaHeTo Ha HOBU TEXHOJTOTMN

B BaHKMTE, KaKTo 1 HyXaaTta Te fa obaaTt c1>o6pas;|BaH|/| C KInMeHTuTe.

3a ga ce M3mepu (He)cbrnacueTo Ha yvYacTHULMTE B MPOYYBAHETO NO OTHOLLUEHWE Ha
ropecnomeHaTute TBbpAeHus, 6e usnonssaHa JlukepToBaTa cKkana C NeT HMBaA Ha
WHTEH3MBHOCT. PecrnoHaeHTuTe um3pasmxa MHEHMETO CU NO BCSKO TBbpPAEHWE 4ypes
orpaxkgaHe Ha eHa OT NoCoYeHnTe CTOMHOCTU. MNMpoyyBaHeTo Ge nNpoBeaeHO Npe3 mawn,
toHn 1 tonu 2020 r. cpea pecnoHOEHTH C pasnuyeH nos, Bb3pacT U CTaTyT Ha 3aeToCT, 3a
KOUTO ce npepgnonara, 4Ye wmsnonssat 6aHkoBW ycnyrm B rpagoBeTe Ha Penybnuka
Cobpbus (benrpaa, Hoeu Cag, Huw, Kparyesau, Jleckosau, BpaHns, NMupoT, Kpywesal,
Kpaneso, bop, 3anyap, Yxuue, bysHoBau). EgHa 4yact oOT aHkeTute 64xa
pasnpocTpaHeHn dpuamndecku (okono 200 Gponkn), a ocTaHanaTa 4YacT — OHMavH, 4ypes
Google Questionnaire (okono 800 6poriku), Kato Ha THAX OTroBopuxa obwo 678
pecnoHaeHTu. MNMoctapaxme ce ga pasnpoCTpaHMM aHKeTUTE NopaBHO M3 TepuTopusaTa
Ha Penybnuka Cobpbus. Cneg cbbupaHeTo Ha aHkeTuTe Oewe opmynupaHa
cboTBeTHata 6asa gaHHM. CbWO Taka ce noctapaxme ga obxBaHeM BcCsika OT 26-Te

GaHKn, KOMUTO ca YacT oT GaHkoBaTa cuctema Ha Cbpbus.

I'I'praTa rpyna pecrnoHaeHTun ca 0aHKOBUTEe KINUEHTU. Tasn rpyna Hu
Nno3BOJIsAABa Aa Hay4dynM TdaxXHaTta CTpaHa OT uctopudaTta, T1.€. a pa36epeM KakBU cpeacrtBa

3a gurutanHa KoOMyHukaumsa uanonasat no npuHumn (Facebook, Instagram, Twitter...),
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KaKTo W KakBo UM npeanarat 6aHkmTe. o To3M HauMH e MoXeM Aa Aobuem npeacrasa
3a roTOBHOCTTa Ha GaHKOBWUTE KNMEHTU Aa Npuemat AUrMTanHUTe KaHanm 3a npoaaxou,
Aanv rv Hammupar 3a nonesHu 1, pasbupa ce, 4a OTFOBOPMM Ha BbMpOCca Aanu U B Kakea

cTeneH mn3noni3eart aurntTariHnTe KaHalsnum 3a npo,u,a>|<6|/| Ha OaHKMTE NOHaCTOSLLEM.

Bropata rpyna pecnoHaeHTM ca 6aHkoBuTe ynpaButenu. Kbm TaX ce
npuuncnseat GpaHLoBMTE yrnpaBUTENU, cpeaHuTe U Ton ynpasutenute. Ha 6asa Ha
TEXHUTE OTIOBOPM LUEe MOXEM Ja MonyyYMM npeactaBa 3a pasbupaHusita um 3a
Heo6XxoaQMMOCTTa OT pasBMBaHE Ha OUrMTANHWUTE KaHanu 3a NpoaaxkOu u HacTosiaTa
obcTaHoBka. [Npu M3uMcnsiBaHeTO Ha pasmepa Ha M3BagkuTe TpsibBa ga ce cnepggat

creaHuTe CTbIKK:
| Cmbnku 3a npedeapumersniHO npecMsimaHe:

1. [a ce onpenenv pasMepbT Ha HaceneHneTo;
2. [a ce onpenensit OCHOBHUTE NPOMEHSNBU:
a. rpaHunua Ha rpeLukuTe;
0. HMBO Ha JoBepue;
B. CTaHAAPTHO OTKITOHEHME;

r. z-pesynTtar.
Il TpecmsimaHe.

1. [a ce 3agage ypaBHeHue;
2. [a ce crnoxart y1cna B ypaBHEHUETO;

3. [a ce npecmeTHe.

Mo oTHoOWweHMe Ha TecToBeTe M aHanm3a B CbOTBETCTBME CbC SPSS nporpamarta,

n3nor3saxme.

- ANOVA aHanus Ha BapnaumuTe 3a [okassBaHe Ha BIUSHUETO Ha eduH Unn noseye
dakTopu BbPXYy NPOMEHNMBOCTTa Ha OadeHo siBfeHue. 3a Aa onpeaenum Mexay Kowu
Bb3pacToBM Ipyny CbLIECTBYBA pasnvka Mpu M3MOM3BaHETO Ha CouMamnHu MPEXM,

npunoxuxme kputepuna TUKEY kato 4yact ot ANOVA npouegyparTa.
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- KoedumumeHTbT Ha kopenaumaTa Ha [nbpCbH € 13nonsBaH, 3a Aa ce NpoBepwu

Aanun cbllectByBa KonmmM4yeCcTBeHa Bpb3Ka MeXAy NPOMEHITMBUTE.

- EnHodaktopeH MANOVA aHanus e 6bae n3nonasaH, 3a Aa ce ycTaHOBM ganu

M3NoJs13BaHETO Ha HAKOA OT coumnariHnuTe MpexXm 3aBUCKU OT Bb3pacTTa Ha peCnoHAEeHTUTe.

- L‘|I/I-KBa£l,paTHl/IFIT TEeCT 3a He3aBUCMMOCT LWe 6bae n3nonaeaH, 3a ga ce TecTBa

MOAAaJTHOCTTa Ha 3aBUCUMOCTTa Ha ABE NPUIOXeHnA.

- Tam, kbaeTo e Heob6xoaumo, e 6bOAT U3NOoN3BaHN N ONUcaTENHU CTaTUCTUKM.
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V. THNABAYETBBPTA: AUCKYCUA

WpesTta, 3anoxeHa B HacTosillata AOKTOpcka auceptauusi, 6e ga ce npoyyu panuv
6aHkute B Penybnuka Cbpbua ca pa3sunu B JocTaTbyHa CTENEH AUrMTANHN KaHann 3a
npodaxou N MapkeTUHr (CTpaHaTa Ha npegnarawuTe), OO KakBa cTteneH GaHkoBuTe
KNWEHTN (CTpaHaTa Ha TbpceLlimTe) NOHACTOALWLEM U3NoN3BaT AUrnTanHnTe KaHanu 3a
npoaaxou n MapkeTuHr Ha BaHKuTe 1 JanuM nma MSACTO 3a NO-HaTaTbLUHO pa3BUTUE Ha
Te3n KaHanw.

B YeTtBbpTa 4act cme npeacrtaBunu pesyntatute OT NpoyyYBaHeTo nog dopmarta Ha
SPSS pesyntatn. CbLUO Taka cme 0BACHUNKU onpefeneHn CToMHOCTU. B Taaun vacT we
npeacraBum onpegeneHn HabnwgeHna nog dopmaTta Ha AUCKYCUMS U LWe U3roTBUM
NpeunsHn OTroBOPU Ha onpeaeneHn BbNpPoCcK C ACHO NOTBBbPXAEHUE UM OTXBbPISHE
Ha XMnoTesnTe, N3BeJeHN B Ha4anoTo Ha n3crnegBaHeTo.

Pasgenunu cme guckycusita Ha 2 4acTtu:

1. CTtpaHaTta Ha TbpcelumTe, KbAeTo NpeameT wWe ObaaTt pesyntatute OT aHKeTa,
pasnpocTpaHeHa cpeq 6aHKOBUTE KIUEHTY;

2. CtpaHaTa Ha npegnarawuTe, KbOeTo npeaMeT Ha Auckycudata we 6baar
pesyntaTuTe OT aHKeTaTa, pa3npocTpaHeHa cpeq baHKoBUTE ynpaBuTenu.

B Tasu rmaBa cme npegctaBunuv pesyntatute oT U3cnenBaHeTo U CMe HanpaBuu HAKOU

n3soan. B pesyntaT cme HanpaBuiv NpoBepka Ha XMUNoTesuTe.

XunoTtesa H1l: CoblyecTByBa NO3UTMBHA Kopenauusi mexagy npueMnuMBOCTTa Ha
AUrnTanHuTe 6aHKOBM yCnyru U NpoaykTU B COLMANIHUTE MPEXU M Bb3pacTra U

obpasoBaHueTO:

[MoBeyeTo OT HaWMTE PEecnoHAEHTU B KaTeropusta Ha OaHKOBUTE KNMEHTU Bsxa Ha
Bb3pacT o 30 rogmHu (41% nonagaxa B Tasu rpyna). 23% 6sxa Ha Bb3pacT mexay 31
n 40 rognHn. CnepoBaTenHo, MOXEM [a KaXeM, 4Ye MOBeYeTO OT PEeCrnoHOeHTUTe

nonagaxa B rpynarta nog 40 roguHu.
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M3nonseankn metoga 3a aHanu3 Ha BapuaHTHoctTa — ANOVA, yctaHoBuxme, 4e
Bb3pacTra oka3Ba edeKT BbpXy U3NON3BaHETO Ha AUrnTariHM ycnyru/couuanHum

MpPEeXn n 6aHKOBM AUrnTanHu ycnyru.

Cnep ToBa, nocpeactsomM Tecta TUKEY, cTUrHaxme O0 3aknioYeHneTo, Ye cbliecTByBa
pa3nuka B u3non3BaHeToO Ha coLuarHM MpeXxu B 3aBUCUMOCT OT Bb3pacToBaTa

KaTeropusd, B KOATO nonaaar 0aHKOBUTE KITUEHTMW.

[MoHexe HsAMa cTaTUCTUYECKM 3HavyMma pasnuvka mexgy knueHtute go 30-rogviHa
Bb3pacT U KNMeHTUTe, nonagaium B rpynata mexay 31 n 40 rogmHn, MoXeM [ia CbCTaBUM
e[Ha-eJMHCTBEHa rpyna 3a knmeHTtu oo 40-rogmiiHa Bb3pacT. He cbliecTByBa pasnuvka
B M3NON3BaHETO Ha couMantn Mpexn Mexay KnmeHTuTe Ha Bb3pacT oT 41 0o 50 rognHu
n ot 51 go 60 roguHK, KakTo U MexXay KNnMeHTUTe Ha Bb3pacT mexay 61 n 70 roguHu n

Hag 71 roguHu.

Peasyntatute ot Tecta TUKEY nokassart, 4e no-mnagara 4act oT HaceneHueto (go 40-
roguilHa Bb3pacT) U3MNon3Ba CoumanHu Mpexmn u gurmtanHn 6aHkoBM KaHanu noseye
OTKOJSIKOTO MO-Bb3pacTHaTa 4YacT OoT HaceneHneTo. Mexay no-Bb3pacTHUTE rpynu HUBOTO

Ha n3nornsBaHe Ha AurnTarnHn MHCTpyMeHT HaMmardBea.

Xunote3a H1 e BAPHA

Xunotesa H2: CobliecTByBa MO3UTUBHA Kopenauus MeXay W3Nofi3BaHeTO Ha

AUrnTasqHn MHCTPYMEHTU N HUBOTO Ha oGpasoBaHMe Ha KInneHTuTte

PecnoHgeHTuTe ¢ ocHoBHO obpasoBaHune ca 34.6%, cnegBaHn OT PeCnoHOEHTUTE CbC
cneumanmsmpaHo obpasoBaHue (27.0%) n pecnoHgeHTuTe ¢ obpasoBaTenHa creneH
.-Marnctoep“ (22.0% ot obwwusa 6pon), a 16.5% OT pecrnoHAEeHTUTe ca CbC CpegHOo
obpasoBaHue. [loBe4yeTo OT peCnoOHAEHTUTE ca C pasnnyHa CTerneH Ha BUCLUE

obpasoBaHue.
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[aHHnTe ot uscneganmaTta ¢ metoga ANOVA u tecta TUKEY nokassart, 4Ye KNUeHTuTe
C NO-BMCOKO HMBO Ha obpasoBaHMe M3nona3eaT AUrUTANHUTE UHCTPYMEHTM MO-4YecTo,
AokaTo CbC CnagaHeTo Ha HMBOTO Ha obpasoBaHMe 4ecToTaTa Ha AOoCTbn Ao

OUrnTariHuTe MHCTPyMEeHTU HaMarnsBea.

Xunote3a H2 e BAPHA

Xunotesa H3: CbllecTByBa MNO3MTUBHA Kopenauus MeXxay HUCKaTa LieHa Ha

AUrnTanHuTe KaHasqsim " UHCTPYMEHTU U XXenaHmneto Aa ce n3non3Bar.

Cnopep AaHHWTE OT HalIeTo Mpoy4YyBaHe W TECTOBE, MOXeM [a HanpaBuMm M3BoAa, 4e
HUCKUTE LEHN HEe ca OCHOBHUAT hakTop, KOMTO NomMara Ha KIMeHTUTe Aa peluaeat aanu

Aa n3nons3eat HAKOU OT AUrnTanHuTe KaHanim n MHCTPyMEeHTU Ha OaHkuTe.

M3nonseainkn L‘|I/I-KBa}:l,paTHI/IFI TecCT, Cturame Ao m3sona, 4e CbulecrtesyBa CUJTHaA BPb3Ka
MeXxay Bb3pacTtTa U Harnacute Ha pecrioHaeHTuTe Crnpamo LeHUTe Ha baHkoBUTE YCIyru.
Mo oTHoweHWe Ha ueHaTa, no-eb3pactHata 4YacTt OT HaceJIeHMETO € MNno-BaXHa B

CpaBHeHMe C No-mnagoTo NOKOoJIEHUE.

Coblwo Taka cbuieCctByBa CTaTUCTUYECKM 3HAYMMa BpPb3Ka MeXAy 06pasoBaHmeTo 7
Harnacnte Ha KIneHTute CrpdamMmo LEeHUTe Ha bGaHkoBUTE YCIyru. Cpep, XOopaTta C no-

BuUcCLUE 06pa3OBaH|/|e ce Habniogaea no-ronsima 3arpm>XeHocCT Nno OTHOLWEeHNne Ha LUeHnTe.

Xunorte3za H3 e TPELLUHA

XunoTtesa H4: CblecTByBa NO3UTUBHA Kopenauus Mexay NO3UTUBHUTE Harnacwu
KbM 6beLlleTo Ha AUruTanHuTe ycnyru B 6aHKMpaHeTo Ha ApebHO U MOTMBaUUsTa

Te Aa ce nanonseart B Cbpbus:
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75.9% OT BCWUYKM PECnOHOEHTU CMATAT, Ye AurnTanHuTe KaHanu 3a npoaaxown we
3aMeHAT 6aHkoBUTEe BpaHwoBe B 0603puMoTo 6baelle, 8% He cmartaT Taka, a 16.1% ot

pecrnoHaeHTUTE He npoAasaBaT NHTEPEC KbM TO3U BBIPOC.

OT BCMYKM PECMOHAEHTWU, KOUTO CMATAT, Ye AUrMTanHUTE KaHanm 3a npogaxou uwe
3aMeHAT 6aHKkoBUTE BpaHLwoBe B 0603pMMoTOo ObaeLle, 24.2% BspBart, Yye gurntanHara
TpaHcdopMaumss € HoBa TeHOEHLUSs, 3a KOSAATO Ce roBOpM M KOSITO TpsibBa ga G6bae

npunoXeHa, 3a Aa ce nogobpu NasapHUAT asan.

9.1% cmaATaT, Ye TexHonorusTa LWe yBenuynm 6pos Ha knueHtute, 63.6% cmaTtar, ye
npoayktute/ycnyrute Tpabea ga 6baaT NPUrogeHn KbM HYXXOAUTE HA HOBUTE KIMEHTU, a

3.0% npunaraT gpyru gurutanHi 6aHKoBM yCnyru.

Xunote3a H4 e BAPHA

Xunorteza H5: C'bI.LleCTByBa no3UTUBHA Kopenauusa Mexay cTeneHtTa Ha
yAOBNEeTBOPEHOCT Ha ynpaButeriute ot HUBOTO Ha AUTrUTaNn3aunaTa Ha TexXHuTe
ycnyrm m cteneHta Ha OCbH3HaBaHe Ha 3HA4YeHMeTO, KOeTO Te npuaaBaT Ha

AUrnTanHna MapKeTUuHr:

Mo OTHOWEHME Ha HMBOTO Ha MpunaraHe Ha AUrnTanHW KaHanu B cBouTe OaHku,
noseyeTo ynpasutenn (69%) naeaT oueHka 3 no ckanata ot 1 go 5. Hukonm He pape
oueHka 5. CnegoBaTtenHo, MOXe Aa ce Kaxe, Ye obLLo B3eTO, MMa MACTO 3a NogobpeHns
B Ta3u cpepa OT acnekTa Ha 6GaHKOBUTE ynpaBuUTENN, KAaKTO 1 Ye yrnpaBuTenuTe ca HUTo

3a40BOJIEHN, HNTO HE3a4OBOJIEHU.

Xunote3za H5 e HEYTPAJIHA

MNMoa HeyTpanHa umame npeaBud, Ye crnopen OTroBopa, Tasu xunoTesa He MOXe Aa ce
[AoKaXke KaTo BsipHa unu rpewHa. CmsaTame, Ye ToBa Ce ObMMKM Ha hakTa, Ye NpoLechbT
Ha aurMTanusauus e OeWCTBUTENEeH, NpoTuYall B peanHo Bpeme Mpouec, KakTo U ye
ynpaBuTenuTe HAMaT SICHO MHEHWe No Bbhpoca, 3acdaraiy Xunotesa H5. MNMopaan Tasu

npu4YMHa onpeaensiMe xunotesaTa kaTto HeyTparHa.
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XunoTtesa H6: CobliecTByBa MO3UTUBHA Kopenauus mexay yBenuMyaBaHeTO Ha
cTeneHTa Ha 3a[0BONIEHOCT Ha KNMUEHTUTe OT AUruTaniHuTe GAHKOBMU yCnyru u

ehpeKTUBHOTO MM MU3NoOn3BaHe OT CTpaHa Ha caMuTe BGaHKM!:

[MpoyyBaHeTO nMoKa3Ba, 4e KIMeHTUTe pearnpaT MO3NTUBHO Ha gurutanHuTe
WHCTPYMeHTM Ha ©GaHkute. Hanpumep, 59.0% ot pecnoHaeHTute cpen 6GaHkoBuTe

KNWeHTKU ca 3a0oBoseHn oT yebcanToBeTe Ha 6aHkuTe.

Xunote3a H6 e BAPHA

CnepoBaTternHo, npeosua (baKTa, Yye CaMo eHa OT XUNMoTe3nTe Ce OKa3a rpeliHa, Moxxem

Ja KaXem Cj1iegHOTO 3a OCHOBHaTa XunoTrte3a.

XunoTtesa HO: HabniogaBa ce HapacTBaHe B NPMEMNMBOCTTa Ha gUrMTanusaymaTa
Ha OaHKOBUTE YCNyrM U KOMYyHMKaLMATa OT CTpaHa U Ha ynpaBuUTenute, U Ha
KNUeHTUTe, T.e. BAPHO e, Ye CbluecTBYBaT NO3UTUBHMU Harnacu 3a yBenmyaBaHe Ha

npMeMnuMBOCTTa 3a ObAaeLeTo.
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Vil. n3Boau

CTurHaxme OO 3aKNYeHneTo, Ye baHkuTe B Cbpbus CbLO ca Cb3aanu HOBM NOSTUTUKK
3a AurMtaneH MapKeTMHI, Bb3MOS3Balkm ce OT BCsika TexXHOnorMyHa u rnobanHa
NMHoBauMs. Te ce NPOMEHST MOCTOSAHHO M Ca B3aMMOCBbBbP3aHM C ONuTa Ha CTpaHuTE B

pernoHa, B EBpOI'IGVICKI/IFI Cblo3 N OTBbBA.

N3cnegBaHeTo nokasea, 4Ye OGaHKOBUTE KNWEHTU W ynpaBUTENM u3passiBaT MbIHO
cbrnacue cnpsiMo 3Ha4eHNeTO 1 CTOMHOCTTA Ha AUrMTaNHNSA MapKETUHT 3a OTHOLIEHMATA
mexay OaHkuTe U KnueHTuTe. CBbp3aHOCTTa MOCPeACTBOM AuUrMTanusaumsta Ha

npoaykKTn 1 ycnyru TpFI6Ba Aa ce 3acunea u B 0baelue 4ype3 NOCTOAHHU NMPOMEHN.

MpoyyBaHeTo nokassa, Ye B Cbpbus NoBeyeTo rpaxkaaHn umat OOCTbM A0 MHTEPHET,
nputexasaT cmMapTdOH, W3MOM3BaT pPas3nMYHM OHManH nnatopMu U Hal-Bede

CUCTEMATUYHO U MACOBO M3MON3BaT coumaniHi n oHNnanH Meauu.

CbllOo Taka CTUrHaxMe [0 3akflyeHueTo, 4Ye [Jgemorpadckata rpyna, KosTo
npeobnagaBa Han-cUITHO B M3CneaBaHETO, ca xopaTa nog 40-roguwHa Bb3pacT, KOETO
HW NpVHYAM Aa npenopbyame B 6baeLle nscneaBaHeTo ga BKNKYBa U APy Bb3pacTOBU
rpynu, 3a ga Moxe [a UM ce npaBu cpaBHUTENeH aHanum3. Bbhnpeku ToBa, HaleTo
n3cnegBaHe MnocoyBa, 4Ye CblLieCTByBa MO3UTUMBHA KOpenauus mexgy Bb3pacTta U
N3MNON3BaHETO Ha OurMTanHu ycnyru, npensug akra, 4e coumanHute megum ce
n3nonseaT NpeamMHO OT Xopa Ha Bb3pacT nog 40 rognHW, 4OKaTO C HapacTBaHETO Ha
Bb3pacTTa U3Non3BaHeTO Ha couuanHu meamm Hamansisa. ToBa obave He e TofikoBa

3Ha4YnTEesIHa CTaTUCTUYECKa pa3rinKa.

Mpunaranku TexHnkata MANOVA, gokasaxme, Ye Bb3pacTTa Ha pecnoHAeHTUTE oka3Ba
BNUSIHWE BBPXY YecToTata Ha U3NoNi3BaHe Ha enekTpoHHO 6GaHkupaHe wn npeasug
yCTpoOncTBaTa, KOUTO PECMNOHAEHTUTE W3Non3BaT 3a HYXOUTEe CU 3a enleKTPOHHO
GaHkupaHe, Aokasaxme, Yye 4ecToTaTta Ha U3MNon3BaHe Ha enekTpoHHO OGaHkupaHe ce
NPOMEHS B 3aBUCUMOCT OT Bb3pacToBaTa KaTeropusi, KbM KOATO npuHagnexar
OaHKoBUTE KIMEHTU, Be3 3Ha4YeHne ganu KNMeHTUTe N3BbpLLIBAT ENEKTPOHHO BaHKMpaHe

C TeneoH unu nanTon.
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OcBeH ToBa, MHOTO(aKTOPHUAT aHanu3 Ha U3MEHEHNATa HX NO3BONM Aa NOTBbPAUM, Ye
obpasoBaHMETO OKasBa BMUSHME Ha YecToTaTa Ha W3NOM3BaHe Ha eneKTPOHHO
GaHKMpaHe, He3aBMCUMO [Oanu ce M3BbpluBa OT MOOMIHO YCTPOWCTBO UM nanTton.
BnarogapeHue Ha To3n MeToA Aokasaxme, Ye NoMbT Cbllo OKa3Ba BMMSHUE BbPXY Buaa
€neKTPOHHN GaHKOBM yCryrn, OT KOMTO Ce Bb3MonaeaTt 6aHKkoBUTe KNMeHTW. Mo-To4YHo,
yecToTaTa Ha M3MNOM3BaHe Ha enekTpoHHO GaHKMpaHe 3a MHOro TpaHcdepu OT eaHa
CMeTKa KbM [pyra € efHakBa MNpu MbXeTe M KXEeHWTe, BbMpeKkn 4Ye CKOpoCcTTa Ha

nanosn3saHe Ha BCUYKUN OPYrn erTeKTPOHHU 6aHkoBM ycnyru e pasnnyHa.

Un-kBagpaTHUST TecT 6e n3nonseaH, 3a ia Ce NPoBepu Aanu CbLUECTBYBa BPb3ka MexXay
HauMHUTe Ha paboTa Ha ABeTe npunoxeHus. lMo-ToyHo, Ym-kBagpaTHUAT TecT Ge
M3nons3eaH, 3a fa Ce YCTaHOBW Janu CbLUECTBYBa Bpb3ka MeXAy M3Mon3BaHeTo Ha
coumanHu mMeaum U enekTPoHHOTO OGaHkMpaHe MnocpeacTBOM MOGUNHU TenedoHw.
[lokasaHo e, Ye CbLUEeCTBYBa CUiHa Bpb3ka Mexay Tesu ABe sBMeHust (MPUnoXeHus).
OcBeH TOBa, Ype3 npuraraHeTo Ha TO3WN TECT Ce [oKa3a HanMYnMeTo Ha Bpb3ka Mexay
SIBMEHNETO M3Mon3BaHe Ha couuanHu Mpexu U YecToTaTa Ha M3Non3BaHe Ha
€NeKTPOHHO OGaHKkMpaHe — noTpebuTenuTe Ha couunanHu Mpexu usnonssat
€NEeKTPOHHOTO GaHKMpaHe MHOro Mo-4ecTo OT XopaTa, KOMTO He npucbcTBaT B
coumanHuTe mpexu. CblLiecTByBa CUITHA Kopenauus Mexay Bb3pacTTa 1 Harnacurte Ha
pecrnoHAeHTUTe crnpsiMO LieHnTe Ha GaHkoBuTe ycnyri. CbliecTByBa CTaTUCTUYECKU
3Ha4YMma Bpb3ka Mexay obpa3oBaHMETO U HarnacuTe Ha KNMeHTUTE CrpsIMO LieHUTe Ha
G6aHkoBuTe ycnyrn. lMbpBaTa xunoTesa, KOATO rnacu, 4Ye CbllecTBYyBa MO3UTUBHA
Kopenauus Mexay npuvemMnuBocTTa Ha GaHKOBUTE YCIyrM U OUrMTanHuTe NPOAYKTU B

counanHuTe meamm n Bb3pactrta u O6pa3OBaHVIeTO, ce npmema HanbJiHO.
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VIIl. MPEMOPBKH

- baHkuTe B C'bp6l/l$| Oa npunemMart yCbBbpLUEHCTBaAHaTa 6|/|omeTp|/|qHa TEXHOJI0IN4,

3a Aa nNpenocTtaBAT noeevye CUrypHoCT U HageXaHOCT Ha KITMEHTUTE;

- BaHkuTe aa HaemaT npodecnoHanucT B 06racTTa Ha KOMMTbPHUTE HaYKN UMK
,Odruepn Ha TEeXHONOrMYHUTE WHOBALUMM®, KOWUTO [da akTyanuaupaT usanarta
MHdopMauus C HaW-HOBUTE TexHomorMu, Taka 4Ye OaHkuMTe Oa ca B Kpak C

TEXHOJIONTMYHOTO pa3BUTUE;

- baHkuTe pga cb3gagat ,yaT-60TOBE®, KbOETO Aa cuMynupaTt pasrosopu no
MHTEPHET, KOUTO OTroBapAT Ha monobure, TpeBornTe n BbnpocuTe Ha KrnnmeHTnTe no BCAKO

BpeMe;

- [la ce npoBexga aBTOMATMYHO reHepupaHe Ha (UHAHCOBU CbOOLLEHMS U

AOKNaau, KakTo U CUCTEMHO M3Mor3BaHe NocpeaCcTBOM UMeNn GaHKMpaHe;

- dusnyeckmnar MapKeETUHI aa obaoe MHTEerpunpaH B AUrMntTanHnAa MapKeTuHr, 3a Aa

YHKUMOHMPa KaTo BceobxBaTeH CybekT;

- [la ce cb3mage otaenHa GlooakeTHa NUHMA 3a pasxoau 3a obydYeHMeTo Ha

CNny>XutenuTte B obnacTTta Ha gurntanHus MapKeTUHT;

- BaHkuTe TpsibBa Aa ce aganTvpaTt KbM U3KIIOYMTENHO Pa3BUT Nasap Ha TOKoBa
MHOr0 KPpUNTOBAanNyTU, KOUTO ca NPOAYKT Ha GaBHaTa eBonouUMs Ha camuTe 6aHkM B eavH

NU3KNMIOYUTESTHO anrnTannm3npaH N KOMnNiOTbpuU3npaH CBAT,

- D,a Ce YCKOpWU XapaKTepbT Ha TpaH3akKunnTe un TpchcbepMTe Nno OTHOLWEeHNEe Ha

BPEMETO 3a TAXHOTO U3NblHEHME, ePEKTUBHOCTTA UM U DYHKLIMOHAMHOCTTA UM;

- BlopokpaTnyHmuTe npouedypy Ha GaHkuTe 3a OTBapsiHe Ha HOBM CMETKM 3a
KnMeHTUTe aa 6baaT cbkpaTeHn 1 Aa 6bae BbBeeHa yCKopeHa avrntanHa npouenypa

3a yaobliKaBaHe Ha BanmaHOCTTa Ha OaHkoBUTE KapTtu, 0e3 3abaBsiHMSA B n3gaBaHETo UM,
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- EnHo 1 cblio cboblueHne aa 6bae msnpalaHo A0 BCUYKM couUmnanHun Meanm —

Facebook, Instagram, Twitter u T.H.;

- KnneHTnTe ga nonyyaBaT SICHM MHCTPYKUUW, MO NPO3payeH HauuH, He caMo Ype3

TEKCT, HO U C KpaTK1 Bnaea,

- [a ce npoeexgat BuMaeo KamraHun, KOUTO Aa peKnamMmupaTt HOBU ©aHKoBM
npoAyKTn UINn Han-HOBUTE Od)epTI/I, Konto 6aHKnTe Moxe Aa npegnarat 3a KonegHute un

HoBoroaviwHuTe npasHuuy;

- BaHkMTe ga okasBaT no-rofnsiMa NoAakpena no OTHOLWEHWEe Ha HeodULManHOTO
obpasoBaHne B OOWHOCTTa 4Ype3 npoBexgaHeTo Ha 6e3nnatHo obyveHwe 3a HOBM
ABOWKM OTHOCHO MOMUTUKM Ha CNecTsBaHe UM OTHOCHO MOM3nUTE, KOUTO CTYAEHTUTE e

nosiy4aBat, ako CU OTBOPAT OaHKoBa CMeTKa;

- }J,a Ce Bb3nosi3Bat OT AUrnTarnHnda MmapkKeTuHr 4pes3 CrnoHcopumpaHe Ha I/IH(*)J'IyeHC'prI
B couuvanHute Mpexum, B 3aBUCUMMOCT OT BBb3IMOXHOCTUTE 3a KIIMKBAHE, 6p0|7|

nocnegoBartesin, aHraXxmnpaHocTt U ap.

- baHkuTe ga CNnoHcopupaT CNopTHU U KYNTYPHA AenHOCTU ypes rnoseve ANpeKTeH
N MHONPEKTEH MAPKETUHI, HACO4YeH KbM LUMPOKaTa ny6r||/n<a, KaKToO 1 4pe3 I'IOD,OGpFIBaHe

1 nonynsapusnpaHe Ha 6aHkoBust GpaHOuHT,;
- [a npogbrkaT MHBECTUUMUTE B HAU-Pa3BUTUTE TEXHONOIMMYHM YCTPOUCTBA.

- bBaHkuTe TpsAbBa Oa HanmpaBsT npoueca Ha 3akynyBaHe fieCeH 3a KNuMeHTuTe, Aa
npennaraTt yHUKanHu NpoaykTu, fia NOCTaBAT Ka4eCcTBOTO Haj LieHaTa, Aa u3pasasaT
GnarogapHOCT KbM KNMUMEHTUTE, Ja M3TbKBaT NpeaMMcTBata U HedocTaTbuuMTe, Aa
cb3aaBaT coumanHa OTroBOPHOCT, MapKeTMHIOBM cCTpaTeruu, OpUeHTUpaHu KbM
KNUeHTUTe, fia B3eMaT OT3MBUTE Ha KITMEHTUTE Mo BHUMaHue 1 aa He npeHebpersaT

obGpaTHaTa Bpb3Ka.
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IX.

NMPUHOCHU

OCHOBHUSIT MpPUHOC Ce CbCTOM B paswuvpsiBaHe Ha obwarta nutepatypa no

U3KIMIYUTESTHO aKTyaliHa TeMa KaTto AUrnTariHnAa MapKeTuHr,

A,u,anTleaHe Ha MeTodosiormyHata pamMka m Metoaosiorm4HaTta rnpoBepka 3a
n3ydaBaHe Ha rnpeanovnTtaHndaTa Ha GaHkoBUTE ynpasuTernmn M KIMMEHTH,
CBbp3aHM C BblpocuTe Mo AurntTanm3aumdata “u  MNpunoxXmmMmocTtta B

MapKeTMHroBMTE OTHOLWEHMS B Penybnuka Cbpbus.

AHanun3 Ha MmoTuBaumaTa Ha 6aHKOBUTE yNpaBUTENW U KNMEHTU Aa n3nonssar
YCbBbLPLUEHCTBAHW TEXHOMOMMM U AUrnTaneH mapkeTuHr. geHtudpuumpaHe
Ha KPUTMYHM TOYKM OT ABeTe CTpaHu (BGaHKOBUM MEHUIKbpPU U BaHKOBU

KINMEHTN) OTHOCHO MpoLieca Ha auruTanusaums B 6aHKoOBMS CEKTOp.

CbopmynwpaHe Ha NpenopbKM OTHOCHO yrnpasBlieHNETO Ha AUrntann3aundara Ha

6aHkoBuTe ycnyrn B Penybnuka Cbpbus.
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Xl.  GENERAL DESCRIPTION OF THE Ph.D. THESIS

A. Importance of the Studied Problem

Banking sector is one of most important parts of financial system of national but also world
economy. It is highly regulated sector and each activity of each bank is regulated by the
Law, regulations of National bank, internal bank regulations etc. The level of the
development of banking sector is an image of the level of development of National
economy and conditions each other. Process of business digitalization is a trend that is
without doubts condition of competitiveness and successful business in all economic

sectors but also in the banking sector.

Marketing is a way of communication between producers/services providers and
consumers/services clients. This communication, in order to be successful, needs to be
in both directions. The process of digitalization of bank services allows that
communication to be also digitalized and much easier and more efficient for both sides,
offering and demand side. Having that in mind, the importance of this study can be seen
in contribution to academic and practical field, and can be reflected in following:

» The importance and role of marketing in the financial sector is emphasized;

» Explain and clarify the concept of banks and banks client’s preferences and
opinions regarding the process of digitalization in banking sector from the
marketing approach;

> Development of an original theoretical framework for the purpose of this
kind of researches;

» Analysis of previous studies and researches in this field and filling the gaps
that are made with development of this area in practice and still are not
explored;

> Development of the methodology to test several hypotheses;

» Conceptualization of attitudes of bank clients and managers regarding the
digitalization process in banking sector and its applicability as a mean of
communication between demand and offer side.

» Clarification of concepts used based on previous literature and studies.
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B. Research Goal and Research Tasks
B.1 Research Goal

The aim of the research is to point out the possibilities of applying new technologies in
the work of banks with special emphasis on the application of integrated marketing

communications and digital technologies.

B.2 Research Tasks

> ldentify and analyse the available literature dealing with digital sales
channels in the banking sector as well as the possibilities of their application
for the purpose of digital marketing;

» Develop a methodological framework for conducting research on a given

topic;

Design a questionnaire (s) and conduct them on a representative sample;

Analyse the obtained results;

Draw appropriate conclusions and confirm or deny the hypotheses;

vV V V V

Identify shortcomings and limitations in research and make

recommendations for future research.

C. Research Object and Research Subject

The subject of the research are the perceptions and analysis of customer value creation
and delivery towards digitalization of retail banking.

The object of the research is digitalization in banking sector, that is, the integration of
digital communications and sales channels, which makes it easier for clients of banks to
use banking products and services, and for banks a more efficient way of communicating

with clients.
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D. Research Method/s

In accordance with the previously defined goal of the research to point out the possibility
of applying new technologies into banks operations and the use of integrated marketing
communications and digital technologies, too, in that context, an empirical research
framework was designed to explain the subject framework and precise research
hypotheses. Standard tools were used for statistical data processing: statistical software

package for social sciences SPSS version 22.

Empirical research aimed at measuring the satisfaction and to determine the analysis of
customer value creation and delivery was conducted by analyzing primary data, collected
using survey research. In fact, for this purpose, two questionnaires were drafted, while its

structures consist of two parts.

The first part of the questionnaire for the bank's clients includes questions related to the
socio-demographic characteristics of the respondents. When designing this part of the
guestionnaire and selecting the characteristics of the respondents, those characteristics
that often appear as a subject of consideration in research studies of a similar character
were taken into account. The second part of the questionnaire refers to the specific
attitudes of respondents about the use of new technologies in banks, as well as the need
to adapt them to customers. To measure the (dis) agreement of the participants in the
survey regarding each of the above statements, the Likert scale with five levels of intensity
was used. Respondents expressed their opinion on each statement by choosing
(rounding off) one of the offered values.

The survey was conducted during May, June and July 2020 among respondents of
different gender, age and employment status, who were presumed to use the services of
banks in cities in the Republic of Serbia (Belgrade, Novi Sad, Nis, Kragujevac, Leskovac,
Vranje, Pirot, Krusevac, Kraljevo, Bor, Zajecar, Uzice, Bujanovac). Questionnaires were
distributed partly physically (about 200 questionnaires), partly online using the Google
Questionnaire (about 800 questionnaires) and 678 respondents answered them in total.

We tried to distribute the questionnaires equally throughout the territory of the Republic
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of Serbia. Following the collection of the questionnaires, an appropriate database has

been formed. Also, we tried to cover all 26 banks that are part of Serbian banking system.

E. Research Hypotheses

Main hypothesis:

Hypothesis 0: There is an increase in the acceptability of digitalization of banking
services and communication, both by managers and bank customers, and there are

positive attitudes for increasing acceptability for the future.
In addition to the main one, the following additional hypotheses were set.

Additional hypothesis:

Hypothesis 1: There is a positive correlation between the acceptability of digital banking

services and products on social networks with age and education.

Hypothesis 2: There is a positive correlation between the use of digital tools and the

level of education of customers.

Hypothesis 3: There is a positive correlation between the low cost of digital channels

and tools and the determination to use them.

Hypothesis 4: There is a positive correlation between a positive attitude towards the

future of digital retail banking services and motivation for their current use in Serbia.

Hypothesis 5: There is a positive correlation between the degree of managers'
satisfaction with the level of digitalization of their services and the degree of appreciation

for the importance they give to digital marketing.

Hypothesis 6: There is a positive correlation between increasing customer satisfaction

for digital banking services and their efficient use by banks themselves.
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F. Limitations

The implementation of the planned research activities will be limited by objective factors.
The limited nature of financial resources limits the scope of the planned survey. It is
expected that there will be no 100% response from the surveyed clients and bank
managers. Also, not all respondents are likely to provide the complete and accurate
information asked by them. An important limitation is the comparability of research results
with similar studies. Namely, in the territory of the Republic of Serbia so far no research
has been carried out related to the topic of dissertation.

Except mentioned, there is also a problem caused by the Covid0-19 pandemic. This is
very “live” field of business. Many organizations, including financial institutions, will
develop new methods for digital marketing, because of the situation of social distance
and moving business to “no contact” forms. So, some facts that we are giving or writing

here may be different from the situation at the time this thesis will be complete.
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XIll. Contents and the structure of the Ph.D. thesis
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INTRODUCTION

One of the key tasks of a modern bank is to find most appropriate ways and methods of
achieving a sustainable competitive advantage in increasingly competitive financial
markets. The function and the purpose of business banking organizations is adjusted
depending on the form of the economic activity. However, in all socio-economic
circumstances, the primary content of a bank is determined by its mediation in financial
relations. Credit, money and other financial instruments are important factors of economic
continuity, that is, reproduction. Banks have a special place and role in this, since they
operate as specialized institutions whose primary function is to mediate in the sphere of
money with the aim of supplying the reproduction with the required amount of money and
credit. Banking, as a specific economic activity, is determined by the type and content of
banking institutions and operations, which condition each other and make the whole of

the relevant banking sector, with a strong impact on the overall financial base and system.

The focus on consumers, especially in the recent years, is expanding in service-oriented
industries, including banks. The needs of financial services users are changing
dynamically and for this reason, it is imperative that banks develop long-term business
relationships with their clients in order to remain profitable. Modern trends in global market
environment will increasingly require businesses, especially banks, to change their
business behavior. The bank's integrated marketing communications help the bank
establish a lasting and effective relationship with its customers and increase the efficiency
of its services. This is greatly aided by the digitalization of the banking business and the
use of numerous social networks as means of communication between the bank and

clients.

Digitalization, innovation, modern technologies are expressions that we hear more and
more often and will be hearing more and more. Once the peak of digitalization in banking
was the ATM. Today you can practically keep the bank "in your pocket", i.e. to be more

precise "in your hand" if you use mobile banking.
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Digital banking is a broad term and entails different interpretations. However, something
that all interpretations have in common are the concrete benefits for the users. It means,
first, saving time, and then saving money, because all transactions that you perform
online are up to 10 or 15 times cheaper than when they are performed in the traditional

way, by going physically to the bank.

The process of digitalization in the banking sector aims to provide faster, better and more
efficient services to its customers and enable the establishment of easier communication
and interactive relationship between the bank and the client. Simply, from marketing point
of view, digitalization of the banking sector has a long-term goal of increasing the quality

of banking services, which ultimately leads to an increase in consumer satisfaction.
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Xlll. CHAPTER ONE: LITERATURE REVIEW

This chapter is based on a literature review divided on several topics regarding its
examination, that include: Digital transformation in banking sector, exploration the need
for digital transformation in banking sector; Retail banking development from the historic
approach; researches regarding the use rate of internet in Serbia; research regarding
bank's investments in IT and digital technology, but also researches about digitalization

and digital transformation of banks in Serbia.
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XIV. CHAPTER TWO: SALE CHANNELS FOR BANKS IN SERBIA

Many banks, including those in Serbia, have already adopted their own strategies in terms
of sale channels, in order to get faster to the clients. This has been done thanks to the

human and technical capital and on the other hand due to the clients ‘demands.

Banks use different sales channels to advance their business performance, that is, to
improve their market position and achieve targeted goals (meeting current account
targets, selling loans, deposits, cards and insurance, etc.). Customers of banking services
expect an increasing personalization and reliability of channels of banking distribution
networks. In this chapter it is analyzed which sale channels in banks are used in Serbia

with the description of its functioning.
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XV. CHAPTER THREE: METHODOLOGY

From the beginning, our interest went in the direction of conducting marketing activities
in the banking sector. The events related to the crisis caused by the COVID-19 pandemic,
numerous innovations in sales and service delivery, insistence on working from home and
many other facts, determined us to analyze digital services in the banking sector and the
possibility for banks to conduct their marketing activities.

This research is set up in such a way that we first researched the available research on
the topic of digital marketing in the banking sector in the Republic of Serbia. Almost all
papers and research dealing with this topic agree that Internet technologies and
technological innovations in Internet communications are becoming increasingly
important in business communication between commercial banks and retail clients.
Internet accessibility, mass use, efficient software solutions, have made the Internet an
increasingly represented channel of communication between commercial banks and their

clients (Ranisavljevic, 2014).

On this occasion, we concluded that most of the papers and research deal with the
analysis of the offer of digital services of banks as well as the reaction of clients to that
offer, and a small number of papers deal with the possibilities of marketing activities based
on providing digital services of banks. For that reason, we have shifted our interest to the
field of researching marketing opportunities arising from digital services provided by the

banking sector in the Republic of Serbia.

The research is designed to develop in two directions:
1. Theoretical research and

2. Empirical research.

The design of the research is presented by the following chart.
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Empirical research aimed at measuring the satisfaction and to determine the attitudes of
bank customers, as well as bank managers, was conducted by analyzing primary data,
collected using survey research. In fact, for this purpose, two questionnaires were drafted,

while its structures consist of two parts.

The first group of respondents are bank clients. This group allows us to find out their side
of the story. That is, to find out what it is that they use from the means of digital
communication in general (Facebook, Instagram, twitter...), but also from what their
banks provide. In this way, we will have an insight into how much the bank's clients are
ready to accept digital sales channels and whether they find it useful, and off course, to
answer the question whether they are currently using any of the bank’s digital sales
channels and to what extent. The second group of respondents are bank managers. This

includes branch managers and middle and top managers. Based on their answers, we
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will be able to gain insight into their understanding of the need to develop digital sales

channels and the current situation.

The important issue was to determine the sample size of both groups. The first step in
this process was to determine the 100 percent of population of both groups, and after
that, by using recognized methodology, we determined the size of sample for both groups

with appropriate level of significance for this kind of researches.

Sample type was also an issue to solve. When choosing bank managers, we considered
that all regions in the Republic of Serbia be covered equally, so we chose those cities
where there are mostly all main branches of banks, since in cities where there are no
main branches but branches, there are no managers, i.e. there may be a few, but there
are a few. Then we selected the managers for the survey by random sampling, sending
a questionnaire by e-mail. When selecting bank clients, the criterion for selecting banks
was similar, except that, in this case, in addition to the main branches and headquarters,
the subject of the survey were also clients in branches (when the survey was conducted
in person, filling out questionnaires), but also sending random emails by choosing
individuals, since the majority of the population is a client of a bank. Therefore, the random

sampling method was used in both cases.

After sample size and type defining, we made questionnaires for both groups and tried to

find connection of each question with the appropriate hypothesis.

- Questionnaires structure

Questions for bank clients
The questionnaire is consisted of 3 groups of questions:

4. The first group consists of questions on a general nature about the gender, age
and education of the clients.

5. The second group of questions is about whether and which social networks are
used by users.

6. The third group of questions is related to the use of digital services of banks as a

medium for digital marketing.
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As an aim of the research, and based on the previously studied available literature,
papers and research on this topic, we set the intention to determine the attitudes of
bank clients and managers about the digitalization and use of certain means of
communication that are the product of this process (eg social networks) as well as the
willingness to accept digital communication channels with the bank. Also, the goal is
to determine the way in which bank managers understand the process of digitalization
and whether they see on it the future of the development of the banking sector.
Through the conducted research we will gain insight into the level of awareness of
bank managers in the importance of digitalization of banking services for improving
the business performance of banks. On the other hand, the research will show the
clients' perception of the new technologies used by banks in their work, as well as the
key benefits for clients in the process of using these modern technologies in banking.

So, the resarch aim would be:

Research goal:

The aim of this doctoral dissertation is to point out the possibilities of applying new
technologies in the work of banks with special emphasis on the application of integrated

marketing communications and digital technologies.

Opportunities for improving business results are reflected in technological solutions for
better communication with clients, insight into their needs and efficiency of business
processes. In order to have a competitive advantage, banks need to invest in promoting
services and innovate in their businesses, but also to improve and integrate their
communication and sales channels. In this way, it creates greater value for the clients of

the bank as well as for the banks themselves. From this point of view:

Research subject:

The subject of the dissertation are the perceptions and analysis of costumer value

creation and delivery towards digitalization of retail banking.
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According to the research goal and subject, and in order to manage the research process,

we set as an object of research:

The object of the research is digitalization in banking sector, that is, the integration of
digital communications and sales channels, which makes it easier for clients of banks to
use banking products and services, and for banks a more efficient way of communicating

with clients.

Opportunities for improving business results are reflected in technological solutions for
better communication with clients, insight into their needs and efficiency of business
processes. In order to have a competitive advantage, banks need to invest in promoting
services and innovate in their businesses, but also to improve and integrate their
communication and sales channels. In this way, it creates greater value for the clients of

the bank as well as for the banks themselves.

In accordance with the previously defined goal of the research to point out the possibility
of applying new technologies into banks operations and the use of integrated marketing
communications and digital technologies, too, in that context, an empirical research
framework was designed to explain the subject framework and precise research
hypotheses,. Standard tools were used for statistical data processing: statistical software
package for social sciences SPSS version 22.

Empirical research aimed at measuring the satisfaction and to determine the attitudes of
bank customers, as well as bank managers, was conducted by analyzing primary data,
collected through the use of survey research. In fact, for this purpose, two questionnaires
were drafted, while its structures consists of two parts.

The first part of the questionnaire for the bank's clients includes questions related to the
socio-demographic characteristics of the respondents. When designing this part of the
guestionnaire and selecting the characteristics of the respondents, those characteristics
that often appear as a subject of consideration in research studies of a similar character

were taken into account. The second part of the questionnaire refers to the specific
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attitudes of respondents about the use of new technologies in banks, as well as the need

to adapt them to customers.

To measure the (dis) agreement of the participants in the survey regarding each of the
above statements, the Likert scale with five levels of intensity was used. Respondents
expressed their opinion on each statement by choosing (rounding off) one of the offered
values.The survey was conducted during May, June and July 2020 among respondents
of different gender, age and employment status, who were presumed to use the services
of banks in cities in the Republic of Serbia (Belgrade, Novi Sad, Nis, Kragujevac,
Leskovac, Vranje, Pirot, Krusevac, Kraljevo, Bor, Zajecar, Uzice, Bujanovac).
Questionnaires were distributed partly physically (about 200 questionnaires), partly online
using the Google Questionnaire (about 800 questionnaires) and 678 respondents
answered them in total. We tried to distribute the questionnaires equally throughout the
territory of the Republic of Serbia. Following the collection of the questionnaires, an
appropriate database has been formed. Also we tried to cover all 26 banks that are part

of Serbian banking system.

The first group of respondents are bank clients. This group allows us to find
out their side of the story. That is, to find out what it is that they use from the means of
digital communication in general (facebook, instagram, twitter...), but also from what their
banks provide. In this way, we will have an insight into how much the bank's clients are
ready to accept digital sales channels and whether they find it useful, and off course, to
answer the question whether they are currently using any of the bank’s digital sales

channels and to what extent.

The second group of respondents are bank managers. This includes branch
managers and middle and top managers. Based on their answers, we will be able to gain
insight into their understanding of the need to develop digital sales channels and the

current situation. In calculating sample size, we have to follow some steps:
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| Precalculating steps:

3. Determine population size;
4. Determine main variables:
a. margin of errors;
b. level of confidence,
c. standard deviation and

d. z-score.
[l Calculation.

4. Set equation;
5. Put numbers in equation;

6. Calculate.

Regarding tests and analysis under the SPSS program, we used:

- ANOVA analysis of variance in order to prove the influence of one or more factors
on the variability of a phenomenon. To determine between which age groups there is a
difference in the use of social networks, the Tukey criterion is used, as a part of the
ANOVA procedure.

- The Pearson correlation coefficient is used to check for the existence of a

guantitative relationship between the variables.

- In order to check whether the use of any of the social networks depends on the

age of the respondents, a one-factor MANOVA will be used;

- For the purpose of testing the dependency modality of two features, the Chi-square

test of independence.

- Also, descriptive statistics will be used where it is necessary.
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XVI. CHAPTER FOUR: DISCUSSION

The idea of this PhD research was to examine whether the banks in the Republic of Serbia
have sufficiently developed digital sales and marketing channels (supply side) and to what
extent bank customers (demand side) currently use banks ‘digital sales and marketing
channels and whether there is room for these sales channels to be further developed.

In Part IV, we’ve presented the results of the research in the form of SPSS output. We
also explained certain values. In this part, we will give certain observations in the form of
a discussion and draw precise answers to certain questions with a clear confirmation or
refutation of the hypotheses that were set at the beginning of the research.

We divided the discussion in 2 parts:

1. Demand side - where the subject will be the results of a questionnaire distributed
to the population of bank clients, and

2. Supply side - where the subject of discussion will be the results of a questionnaire
distributed to the population of bank managers.

In this Chapter we presented the results of the research and some conclusions were

given. As a Result, we have hypothesis tested.

H1: There is a positive correlation between the acceptability of digital banking

services and products on social networks with age and education:

Most of our respondents in the category of bank clients were at the age of up to 30 years
(41% were in this group). After that, 23% were in the age from 31 to 40. So, we can say

that most respondents were at the age below 40 years old.

Using the method of variance analysis - ANOVA, we determined that the age of the
clients has an impact on the use of digital services/social networks and bank digital

services.

After that, with TUKEY test we got the conclusion that there is a difference in the use

of social networks about the age category to which bank clients belong.
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There is no statistically significant difference between clients of up to 30 years of age and
clients aged between 31 and 40 years so we can only make a single group of up to 40
years old. There is no difference in the use of social networks between clients in the age
category between 41-50 and 51-60 years, as well as the category of clients between 61-
70 years and 71 and older.

The result, from Tukey test is that younger population (up to 40) is using social networks
and digital bank channels, more than older population. Between older groups, the level
of usage of digital tools is decreasing within the category in which the increases.

H1 hypothesis is TRUE

H2: There is a positive correlation between the use of digital tools and the level of

education of customers:

Respondents with basic studies education background consist of 34,6%, followed by
respondents with Applied studies (27.0%), and respondents who have a Master degree
with 22.0% of the total number of respondents, while 16.5 % of respondents have a High

school background. Most respondents has some of the degree of higher education.

Regarding the research data and ANOVA method and Tukey test clients with a higher
level of education use the digital tools more often, while with a decrease in the level of

education, the frequency of access to digital tools is lower.

H2 hypothesis is TRUE

H3: There is a positive correlation between the low cost of digital channels and

tools and the determination to use them:

According to our research data, and tests, we can conclude that the low costs is not the

main factor for clients to decide about the usage of some bank digital channels or tools.
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Using the Chi-square test, we can conclude that there is a strong relationship between
age and attitude of respondents related to the costs of banking services. Older population

is more important in terms of costs compared to the younger generation.

Also, there is a statistically significant relationship between education and attitudes of
clients regarding the costs of banking services. With higher education, concerns about

the costs is higher.

H3 hypothesis is FALSE

H4: There is a positive correlation between a positive attitude towards the future of

digital retail banking services and motivation for their current use in Serbia:

75.9% of all respondents believe that the digital sales channels will replace the bank’s
branches in the foreseeable future, 8% do not think so, while 16.1% of respondents are

not interested about this issue.

Our of all respondents who believe that digital sales channels will replace the bank’s
branches in the third foreseeable future, 24.2% believe that digital transformation is the
new trend that is being talked about and which needs to be implemented to improve

market share.

9.1% believe that technology will help increase the number of clients, 63.6% believe that
adaptation of products / services to the needs of new clients and 3.0% apply other digital

service banks.

H4 hypothesis is TRUE.

H5: There is a positive correlation between the degree of managers' satisfaction
with the level of digitalization of their services and the degree of appreciation for

the importance they give to digital marketing:
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Regarding the level of implementation of digital channels in their banks, most managers
(69%) give grade 3 on the scale from 1 to 5. No one gave grade 5. So, we can say that
generally there is a space for improvements in this field, from the aspect of bank

managers and that managers are neither satisfied nor dissatisfied.

H5 hypothesis is NEUTRAL

When we say neutral, we mean that this hypothesis, according to answer can’t be shown
as true or false. We think, that this is because the process of digitalization is live process,
it is actual, and managers does not have clear opinion about the issue that is regarding
the H5. That is why we called this hypothesis neutral.

H6: There is a positive correlation between increasing customer satisfaction for

digital banking services and their efficient use by banks themselves:

The research proves that clients have positive reaction to banks’ digital tools. For

example, 59.0 respondents of bank clients are satisfied with bank’s website.

H6 hypothesis is TRUE.

So, after all where we had only one false hypothesis, we can say that the main

hypothesis:

HO: There is an increase in the acceptability of digitalization of banking services
and communication, both by managers and bank customers, and is true that there

are positive attitudes for increasing acceptability for the future.
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XVII. CONCLUSIONS

We concluded that banks in Serbia have also created new digital marketing policies,
taking advantage of every technological and global innovation. They are constantly
changing and interconnected with experiences of the countries in the region, European
Union and beyond.

The study shows that bank customers and managers fully agree on the importance and
value the digital marketing has in the bank-client relationship. The connection through the
digitalization of products and services should be further strengthened, through both

constant and in form change.

The study shows that, in Serbia, most citizens have access to Internet, own smartphones
and are users of various online platforms, and especially have a systematic and massive

use of social and online media.

We also concluded that the most dominant demographic part of the study was under the
age of 40, forcing us recommend that the study in the future be extended to other age
groups, to make comparative analyzes of different age groups. However, our study points
out that there is a positive correlation in the use of digital services and the age, given that
social media are mostly used by under 40 age group, while further above this age the use

social media declines. However, there is not such a significant statistical difference.

By applying the MANOVA technique, we have proven that the age of the respondents
affects the frequency of using e-banking, and taking into consideration which device the
respondents use for e-banking needs, we have proved that there is a change in the
frequency of use of e-banking in relation to the age category to which bank customers
belong, regardless of whether customers use a phone or laptop for e-banking purposes.

Moreover, multivariate analysis of the variation allowed us to verify that education has an
effect on the frequency of e-banking use, regardless if accessed through a mobile device
or laptop. By applying this method, we further proved than gender has an effect in the

type of e-banking activities in which the clients are engaged. Namely, men and women
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do not present a difference in e-banking use frequency for many transfers from one
account to another, while they are different in the speed of using all other e-banking

activities.

The Chi Square test was used to check if there was a connection between the modes of
the two features. In particular, the Hi Square test was used to determine if there was a
link between the use of social media and e-banking via mobile phone. It has been proven
that there is a strong connection between these two phenomena (features). Also, by
applying this test, it was been proved that there is a connection between the phenomenon
of social networks use and the frequency of using e-banking - social network users use
e-banking much more often than those who are not present in social networks. There is
a strong correlation between the age and attitude of the respondents regarding the costs
of banking services. There is a statistically significant relationship between education and
the attitude of customers regarding the costs of banking services. The first hypothesis
that there is a positive correlation between the acceptability of banking services and digital

products on social media, and the age and education, is fully accepted.
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XVIII.RECOMMENDATION

- Banks in Serbia to be adopted with the advanced global biometric technology, in
order to increase the security and reliability of the clients;

- Banks to hire computer science professionals, named as "Technological
Innovation Officers", to update any information with the latest technology, so that
banks up to date with the latest technological development;

- Banks to have "chatbots", where they can simulate conversations on internet,
which respond to requests, concerns and questions of customers, at any time;

- Automatic generation of financial statements and reports to be conducted, as well
as a systematic use through e-mail banking;

- Physical marketing to be integrated into digital marketing, to function as a
comprehensive entity;

- A separate budget line of expenditures for employee training in the field of digital
marketing to be created,;

- Banks need to adapt to such a developed market of so many cryptocurrencies,
which are also a result of the slow evolution of banks themselves in such a
digitalized and computerized world;

- The nature of transactions and transfers in terms of their execution time, efficiency
and functionality to be accelerated;

- Bureaucratic procedures of banks for opening a new account for customers be
reduced, or for extending the validity of bank cards, with an accelerated digital
procedure, without delays in issuing them;

- The use of all social media, by sending the same message in all social media
accounts, such as Facebook, Instagram Twitter;

- Clear instructions to be provided to clients, in a very shirt clear way, not only with
text, but also with short videos;

- A video campaign to be conducted, which will promote new bank products, or for

the newest offers the banks might have for end year holidays;

59



Banks should be more supportive in regard to informal education in the community,
by providing free trainings for new couples on saving policies, or with students, to
teach them on what do they gain if they open a bank account:

The use of digital marketing, social media influencers, by sponsoring influencers
on social media, depending on click ability, followers, engagement, etc..

Bank’s sponsorship for sports and cultural activities, by increasing direct and
indirect marketing for the broad public, and by improving and making the banks
branding more familiar;

Continues investment on the most advanced technological devices.

Banks need to facilitate the buying process for customers, offer unique products,
quality before price, be grateful to the customer, distinguish as company for
advantages and disadvantages, and to create social responsibility, customer-
centric marketing strategies, consider customer reviews and do not neglect
feedback.
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XIX. CONTRIBUTIONS

The main contribution is in expanding the general literature on a very current

topic such as digital marketing;

e Adaptation of methodological framework and methodology probation for
studying bank managers and bank client’s preferences regarding digitalization
issues and applicability in marketing relations in banks in the Republic of
Serbia.

e Analyzing the motivation of bank managers and customers for the use
of advanced technology and digital marketing. Identifying critical points on both
sides (bank managers and bank clients) about the process of digitization in the

banking sector.

o Formulating recommendations about managing the digitalization of bank

services in the Republic of Serbia.
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