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Abstract

The article examines the features of the transformation of the banking
marketing system through the active use of digital technologies (DT)
and, first of all, artificial intelligence technology (AIT). To this end, an
analysis of the essence and specific features of the functioning of the
banking marketing system was carried out, which was implemented
through the specification of the features of the economic activity of a
banking institution as an economic entity, the use of a systems approach
to the description of such a system. Accordingly, the main elements of
the specified system were determined, those systems and entities whose
interaction forms the external and internal environment for its
functioning were identified. As a result, a model of the banking
marketing system was built, the tasks of such a system and the features of
its functioning were substantiated. The article pays significant attention
to the issues of digitalization of banking institutions, and the directions
of their digital transformation in modern conditions were identified.
Accordingly, the main attention is devoted to the study of the essence of
AIT, the potential for its use in the work of commercial banks. At the
same time, the features of the use of this technology for the
transformation of the banking marketing system were analyzed, and the
advantages and disadvantages of its application for the development of
such a system were identified.

Keywords: Bank, Marketing, Bank Marketing, Digitalization,
Artificial Intelligence, Digital Marketing, Banking Service.

Introduction

Financial institutions and especially commercial banks use inDT
various areas of their own activities, starting from provision of financial
services, interaction with potential and existing clients, and ending with
optimized circulation of information resources within the banking
institution, increasing the cyber protection level. are also beginningDT
to play an important role in the marketing activities of banking
institutions, as they allow for more efficient use of financial resources
allocated for these activities, to introduce new approaches to the sale of
banking products, satisfying needs of different categories of clients. At
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the same time, there is the increase in requirements of
consumers of financial services themselves for their
quality, and customers' expectations from financial
institutions are growing in terms of more efficient use of
their resources, acceleration of financial transactions, and
increased accessibility to their own financial resources.
Possibilities of making payments necessary for consumers
around the clock are now perceived by all clients as
mandatory for banking services. Accordingly, this requires
commercial banks to quickly implement in their ownDT
activities, since their effective use affects the
competitiveness level of banking institutions, which
ultimately contributes to increasing their income,
improving their reputation, increasing customer loyalty,
and attracting new consumers.

One of the most promising , which are actively beingDT
implemented by banking institutions throughout the world
is the . This technology today gradually adapt bankingAIT
institutions to implement different directions of operating
room activities, to increase efficiency of functioning
systems of management and support in growth of qualities
interactions between structural divisions. The significant
advantage of using artificial intelligence in the(AI)
banking activity is the opportunity to reduce roles of
employees in commercial banks in routine implementation
that are integral component functioning of any bank.
Commercial banks must perform complex requirements of
state institutions that carry out regulation of their activities
that is also accompanied by complex processes
accumulation, processing information about their financial
condition, and various aspects of economic activities. To
prepare and provide necessary data of state instututions, the
above gradually used to simplify the outlined processes.AI

Today, banking institutions actively apply and inAI
marketing activities use experience of other economic
entities that are already actively apply potential of these
technologies, adapting its opportunities for specific
functioning of commercial banks. Using in banks is anAI
important aspect of increasing efficiency of their operation
and, at the same time, commercial banks, owning
significant volumes of information about their own
customers, their consumer preferences, quality

requirements of banking services, can best among others
economic subjects use these technology in its own activities
for, primarily, analysis of the consumer's behavior,
behavior of their own customers, defining models of this
behavior that ultimately gives opportunity to offer them
those banking products which can most satisfy consumer's
demands in best way. The outlined gradually leads to
transformational processes in the functioning as a whole of
the commercial bank, as well as relevant individual
directions of bank's activities. Transformational processes
in the banking marketing system are characterized by
gradual implementation of technologies to ensureAI
further development.

Literature review

Modern development of the financial services sector is
accompanied by a significant level of digitalization of the
activities of banking and non-banking financial
institutions. Digital technology today are actively involved
in their own activities to accelerate operating processes, to
increase qualities maintenance, to reduce expenses. Assoc.
Prof. using already confirmed significant potential ofDT
their use in financial services that only further evidence of
dynamic application of information and communication
technologies in business financial institutions.

Alqasa, K. M. A.; Sardjono, W., & Perdana, W. G.; Ivanova
N. et al. Alqasa K. M. A. (2023); Sardjono W. et al. (2023);
Bharti S. S. et al. (2024) investigate the impact of marketing
using on customer satisfaction with banking services,AI
analyze competitive advantages of using in digitalAI
marketing in the banking industry.

Bharti, S. S. et al. (2024); Viknianska A. et al. (2021);
Marhasova V.et al. (2023); Grigoras-Ichim C. et al. (2018)
analyzed features of introduction of digital banking based
on , proposed the methodological approach to theAI
economic analysis and management of business entities in
transformational conditions.

Dwivedi D. N. et al. ; Wahyudi H. et al. ;(2024) (2025)
Abramova A. et al. analyzed development of(2021)
innovative marketing in the banking sector, investigated the
use of and data engineering in the modern bankingAI
marketing system.
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Methodology

To analyze current trends in transformation of the banking
marketing system due to the use of the , a range ofAIT
scientific approaches and methods was used, among which
the following should be highlighted: content analysis - to
substantiate specific features of the economic activity of
banking institutions; system approach, modeling - to
determine the essence of the banking marketing system, its
tasks, main subsystems and entities that form the internal
and external environment of its functioning; methods of
systematization, analysis and synthesis - to determine
features of the functioning of the banking marketing
system, directions of using the in the work of bankingAIT
institutions; methods of abstraction, logical generalization -
to specify directions of digitalization of the banking
marketing system; methods of induction, deduction - to
determine advantages and disadvantages of using inAIT
the functioning of the banking marketing system. The work
also uses graphic research methods for visual presentation
of information.

To substantiate the role of marketing expenses of banking
institutions in the formation of their net profit, the article
uses regression analysis and constructs a quadratic
univariate regression model. This is implemented based on
the use of the following formula:

where y – dependent variable;

х – independent variable;

a – model parameters;

ɛ – error.

To search for an econometric model, a calculation model
was used, which has the form:

In accordance,

Zhao Y. et al. ; Wu F. et al. ; Grigoraș-Ichim(2025) (2025)
C.E. conducted analytical assessment of the impact(2018)
of ChatGPT on systemic financial risk in Chinese banks,
analyzed the mechanism and role of AI-based supply chain
creditworthiness assessment in formation of the credit
policy of commercial banks, and investigated features of
interim financial reporting within digitalization.

Phuc V. M. et al. ; Vi P. T. et al. ; Nithya M. et(2025) (2025)
al. ; Dubyna M. et al. proved significant role(2025) (2025)
of in predicting profitability and credit risks ofAI
commercial banks, analyzed current products in theAI
commercial bank that contribute to its development under
the influence of digitalization challenges.

Ali H. et al. ; Nwaomah A. E. ; Boyrie M. E.(2025) (2025)
(2025) revealed features of decoding digital signals,
investigated the use of e in Islamic banks, consideredAI
prospects of bank employees in the context of possible
loosing of their jobs due to introduction of and theAI
irrelevance of some positions in the banking industry, and
also analyzed the impact of use of and Fintech on bankAI
performance.

Benatia I. et al. ; Malhotra S. et al. ;Alzeghoul(2025) (2025)
A. et al. ; Jakubek P. et al. analyzed(2025) (2023)
integration of by participatory banks to improveAI
customer service and consulting relationships, conducted
an analysis of AI-based creditworthiness in banks and non-
bank financial companies, investigated economy security
and the impact of AI disclosure on financial reporting and
performance as evidence from US banks.

Yang Cunyi et al. ; Chakraborty A. et al.(2025) (2025)
demonstrate features of using smart banking using the AI-
STF model to increase the level of environmental
awareness, to analyze transformation of sustainable
customer targeting in leading private banks in India, which
proved effectiveness of using .DT

The above highlights the issue of conducting scientific
research in description of transformations that are currently
taking place in the banking marketing system due to active
use of the .AIT
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Understanding that u must be minimal so that the resulting
model is optimal in accordance with the existing real
dependence, the formula will look like:

Thus, by solving this equation, we can find the model
parameters and, accordingly, the calculated dependence
model.

Results

Indeed, in the context of digitalization, virtually all areas of
the banking activity are undergoing changes due to the use
of in individual operational processes. TheseDT
technologies are different and in modern conditions, as a
rule, various possibilities of these innovations are
combined to obtain the most beneficial effect of
digitalization for the banking institution. Fig. 1 presents the
key prerequisites for digital transformation of commercial
banks, which were identified based on the survey of experts
working in the banking sector.

According to the data in Fig. 1, it can be stated that among
the main prerequisites for digitalization of banking
institutions, experts first of all noted the decrease in the cost
of attracting customers (71%). We also note that according
to Coinlaw. 54% of customers banks in the world switched
to digital banks in 2025, which indicates continued shift to
digital banking platforms Steven Burnett et al. (2025). In
addition, this only confirms irreversibility of digital
transformations of banks and their significant demand for
new digital solutions to implement their tasks.

Digitalization of the banking institution is a complex
process and in the vast majority of cases requires the bank to
take the systemic approach and systematic gradual digital
transformation, which affects virtually all areas of the
bank's activity, all internal divisions, processes carried out
to ensure stability of its work, and provision of quality
services to customers. Digitalization of the banking
marketing system, firstl, is a component of the general
comprehensive approach to implement the digital
development model for any bank that is interested in its own
digital transformation and in using modern information and
communication technologies. At the same time, banking
institutions increase budgets for digitalization of the
banking marketing system every year, which indicates a
significant interest in using relevant new marketing tools
for selling their own banking products. Fig. 2 presents
information on digital advertising spending by financial
institutions in the United States, stating both the costs
already incurred by these institutions and the forecast of
their growth/decrease in the future.

Fig. 1. Key prerequisites for digital

transformation of commercial banks

Source: Steven Burnett (2025)et al.

Fig. 2. US Financial Services Digital Ad Spending Growth, by Subcategory, 2022–2026

Source: Van Dyke T. (August 2024).
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important component of the development of banking
institutions and its effective functioning. For example, let's
consider the role of marketing and, accordingly, advertising
in the results of the activities of commercial banks in
Ukraine. Fig. presents the relevant information.3

So, we can conclude that banks' marketing and advertising
expenses remain important from the standpoint of forming
the prerequisites for making a profit. Despite the
digitalization of operational activities, marketing expenses
also remain important for the sale of banking products.
Only in modern conditions is the approach to promoting
such products and their development changing.
Digitalization changes the conceptually established model
of marketing banking services, forming new channels of
interaction with clients, consulting them and familiarizing
them with the capabilities of financial institutions.
Accordingly, marketing expenses remain important for
banks in Ukraine, to ensure their income. Despite the war in
the country, banks' marketing and advertising expenses in
2024 have already reached 2021 (before the war). In the
national currency of Ukraine, this is an even more
significant increase in four years.

Thus, from the data in Fig. 2, we can conclude that in 2025
there will be a significant increase in spending on digital
advertising carried out by financial institutions.At the same
time, this year, according to forecasts, it is banking
institutions that will increase their spending on this
advertising by 20.1%, which is the largest indicator in all
four years. Of course, companies operating in the Payments
sector spend the most money on advertising their digital
products and money movement. This is quite logical, given
the rather tough level of competition between them in this
niche of the financial services market.

According to Fig. 2, in the USA in 2026 there will be the
decrease in the budgets allocated by financial companies
for digital advertising. However, in our opinion, emergence
of new digital solutions that will contribute to further
improvement of the functioning of the financial services
sector will increase the competition level between financial
institutions, including commercial banks, and this will
stimulate active development of their own marketing
companies to remain competitive in the financial services
market.

At the same time, it is quite logical to assume that marketing
in the context of digitalization and competition is an

Fig. 3. Results of modeling the impact of marketing and advertising expenses of banking institutions in Ukraine on their net profit

Net profit of banks,
million 2018-2024USD,

Banks' advertising and marketing expenses,
,million USD 2018-2024
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For understanding transformations systems of the banking
marketing using technologies, in the paper, we will payAI
attention concretization in general entities systems of the
banking marketing and define features of its functioning
within any commercial bank.

From a theoretical point of view, the essence of the banking
marketing is to logically justify from the position of the
content concretization of the marketing as a direction that is
carried out by management subjects in one's own activity
and is an integral component of all processes that are
implemented by these entities to ensure own stable
functioning. Marketing is applied by every subject,
sometimes only during development of individual products
that are implemented for clients, sometimes for promotion
of effective system products, their advertising, supporting
relevant image, reputation of economic subject. Features of
the marketing use is primarily determined by specific
functioning of management subjects, main directions of
their strategic development, market positions and
competition level between this entity and other similar
management subjects.

Concretization of the essence of marketing as a tool to
ensure further development of any business entity has
already received considerable attention in the scientific
literature, and we will not analyze this issue within the
framework of this article. We will only note that marketing
is an integral part of building an effective system of

strategic development of an enterprise, and its use must be
consciously carried out to form promising directions for
further development of a particular business entity.

Implementation of marketing by banking institutions is
determined, as already noted, by specific features of their
economic activities, which affect the specifics of
implementation of marketing activities (Fig. ).4

Thus, taking into account the above-mentioned features of
the economic activity of banking institutions, and taking
into account the essence of marketing as an activity that is
an integral part of strategic development of business
entities, we can determine that bank marketing is an activity
of a commercial bank aimed at identifying customer needs
in financial services, forming a positive reputation of a
banking institution, increasing customer trust to create
conditions for the bank's competitiveness, customer loyalty
and increasing income in the long term. The presented
interpretation of the essence of “bank marketing” is also
debatable, taking into account multifunctionality and
multifacetedness of marketing as an economic activity and
an integral part of development of any entity.

Marketing as an activity can be considered from the
position of the systems approach as a system that
generalizes all components, processes, relationships that
are formed within the economic entity, and are related to
implementation of the main functions of marketing,
fulfillment of those tasks in development of this entity that

Results of constructing a quadratic univariate regression model of the impact of marketing
and advertising expenses of banking institutions in Ukraine on their net profit

NetPr =635,47+1,23 MEx +0,84 MEx2* *

NetPr – ;net profit of banks
ME – banks' marketing expenses.

R² = 0,634
= 0,032p-value

Sourse https://bank.gov.ua/: calculated by the authors based on data
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Using of the systems approach is an important aspect in the
study of a significant number of different economic
processes and entities. When applying this approach we can
concretize the essence of the certain concept through
consideration first its structures i.e. component
composition and connections between main elements.

are defined by its owners and managers. Accordingly,
banking marketing can also be considered as a complex
system in which there are its components, connections
between them and the only goal of the functioning of this
system. Let us consider its essence and structure in more
detail.

Fig. . Specific features of the economic activity of banking institutions4

Source: compiled by the authors
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The banking marketing system from the perspective of the
systems approach can be considered as a holistic system of
managerial, organizational, informational, operational
components that harmoniously related together as a whole
connections of various nature, are used to form conditions

for development of the bank in the long term in the future
due to the increase of quantities of its customers, volume
growth of banking products, profit growth profit and
competitiveness increase in the financial services market.
Let's consider the banking marketing system in more
details. Its structure is presented in Fig. .5

Fig. . Banking marketing system5

Source: compiled by the authors
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you can to single out main tasks that this system must
perform that marketing activities within the bank were
effective and the outlined system played its role in its
strategic development. Main task systems of banking
marketing are given in Fig. .6

Within the banking marketing system, we can single out
next features its functioning within the scope of any activity
of the commercial bank. Among these features are worth to
single out the following:

– the system is intangible and banking marketing is
primarily related to promotion of intangible financial
services that require appropriate implementation approach
of banking products;

– the system itself unites informational and methodological
provision for providing banking services in various ways,
starting from the sale of banking products in physical
departments and completing their sale through online
platforms, official websites and mobile applications;

– immateriality system and its ambulance transformation
strengthens the role of trust in the sale of banking products
between clients and commercial banks;

– the system in its functioning must correspond to current
regulatory and legal requirements for operation of
commercial bank as a separate economic subject, and this
requires consideration current advertising rules for banking
products, provided competition in various banking
aservices markets;

Banking marketing is related practically with everyone
operational processes that are carried out by any banking
institution, since development of new banking products,
and their realization require changes in the operating room
activities in created relevant processes to improve new
services for different categories of customers. This in turn
also requires significant effort, time, financial resources
from banks to the products they sell were of good quality,
providing their was operational and customers received
qualitative banking product.

Effective current system of banking marketing in modern
conditions is an essential component of the software of high
equal efficiency functioning banks, which is an important
element of their activity, competitiveness and value as
separate economic subjects.

Banking institutions in general provide non- unique
services, not selling unique goods or products, and provide
generally accepted, as a rule, services to which customers in
a significant measure accustomed and which are provided
by different types of financial institutions, and not just
banks. Accordingly, this situation affects the ability
banking institutions constantly create and sell new banking
products or carry out new directions of banking activities.
Accordingly WARNING focuses primarily on providing
traditional services of commercial banks, that is, selling to
their to customers credit, deposit, etc. products. This is also
reflected in marketing activities of these institutions.

Considering the banking marketing system in more detail,

Fig. . Task systems banking marketing6

Source: compiled by the authors
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– standardization of banking services between different
commercial banks determines increase roles of these
systems in the image formation of the commercial bank, its
reputation as an innovative institution, increasing
importance of granting digital services to attract new
customers and the bank's competitiveness;

– the system should be focused on selling the maximum
number of different banking services to a specific client in
accordance with its model of consumption of financial
products, and this requires building long-term relationships
with the client;

– the system must take into account importance of
personalization customer relations, the need to consider its
personal characteristics, differences for selling different
species of banking services; namely this approach allows
significantly increase product sales volumes and thereby to
create conditions for the bank income growth;

– the system must actively interact with other functioning
systems of the banking institution, primarily with a risk
management system, since the sale of banking products in a
significant measure is accompanied with assessment risks
of customers, their financial condition;

– sale of various banking services requires using different
approaches to marketing these services, creating conditions
for the sale of relevant banking products;

– the system depends significantly from efficient use of
informational technologies, because today, sales take place
through various interaction channels with customers, while
advertising these products is also carried out by banks both
offline and through on digital channels;

– the system is related to processes software of the
informational bank security and sale of banking products,
interaction from customers, which is happening in this
process, must also take into account possible risks, exactly
informational for further functioning of the banking
institution;

– the system must provide construction of effective
mechanisms of informational support to customers who
requires development of these mechanisms, spending
financial, personnel resources for their implementation;

– functioning of systems in a significant measure is

determined by strategic landmarks of the banking
institution, model its development by selling of various
types banking products;

– the system must take into account current situation on the
banking market services, established trends in change
demand customers for different types of such services;

– the system must take into account necessary permanent
assessments of efficiency of its functioning, which is to
carry out through evaluation of marketing activities,
primarily advertising is carried out to sell banking products
and accordingly assessments of qualities by granting
banking services;

– the system plays one of the important roles in forming the
bank's brand, which is strategic task, affects the cost of
banking institution, its competitiveness in the financial
services market;

– the system in its functioning should represent to
customers the main mission of the bank, its goals, role in
ensuring sustainable development of society, which is
important for formation of the image of the bank, which
should be taken into account in modern trends of choice of
banking products by customers who wish to have high-
quality maintenance and attachment of banking institutions
to be resolved by contemporary problems in society, etc.

As already noted in modern conditions, banking
institutions actively attract digital technology to their own
development. Digitalization today penetrates the
subsystems of functioning of these financial institutions,
changing them, improving them. In turn it changes
interaction as well between subsystems of the banking
institution, because each of them adapts to andDT
increases quality functioning and, accordingly, forms new
relationships with similar subsystems, which are also
significantly affected by .DT

The important trend in digitalization of commercial banks
is the key to emergence and development of digital banks,
institutions that provide their activities exclusively online.
With the Statista data, digital banking sector constantly will
grow for the following five years.According to forecasts, in
2025 digital banks everywhere in the world will generate
clean interest rate revenue of 1.61 trillion dollars. It is
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Deep penetration of in banking today requires fromDT
them not only transformations of the marketing system, but
also comprehensive changes of approaches, paradigms to
the functioning and development of these systems in new
conditions, changes of approaches to the interaction
management with customers, taking into account the
demand for changes for banking services products and
approaches to banking maintenance.

Among all an important role today is palyed by ,DT AIT
which is actively involved in banking institutions in
marketing, because it allows significantly increase
efficiency of functioning systems of marketing.At the same
time, the decrease of operating implementation costs of
relevant measures can occur while simultaneously
increasing efficient implementation of different directions
in promotion of banking products.

The today is significantly changing the functioning ofAIT
all industries and sectors of the national economy, without
exception, not just activities of financial companies.
According to Financial Times in 2028, revenues of large
companies from use of generative will exceed $1AI
trillion. Similar indicator in 2024 according to calculations
of experts was $45 billion. It is also noted that such world
giants in digitalization and development of new
informational innovations like Google,Amazon, Microsoft
and Meta will spend over $400 billion for processing
centers data in 2026 – in addition to the investments they
spend in 2025 – over $350 billion (Financial Times 2025).,

expected that this indicator will grow from at an average
annual growth rate of 6.80% from 2025 to 2029, reaching
2.09 trillion dollars by 2029. China is projected to lead in
absolute terms, generating 528.8 billion dollars of net
interest income in 2025 . This, in turn,(Statista, 2025a)
shapes new changes in the banking marketing system by
changing approaches to use its tools, process development
and implementation of marketing companies.

Analyzing the banking marketing system, we can state that
in modern conditions, certain signs and features of
digitalization of this system have already been formed, that
is, specific directions for introduction of into marketingDT
activities of the ommercial bank. Their list is presented in
Fig. .7

In modern conditions, a system model has been formed in
the world banking marketing, which is moving to a new
system for which become the main driver ofDT
improvement, marketing development of bank activities.
DT increase the role of marketing in development of the
commercial bank, form its image, provide its perception as
an innovative financial institution, which has a positive
impact on the competitiveness level of the banking
institution. Advantages of objective application of DT
today are highligted, and significant interest of banking
institutions in using these technologies both in marketing
and in operations field, in informational security and in
other directions of banking activities is actualized.

Fig. . Directions of digitalization of the banking marketing system7
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Fig. presents data on value created by AI at stake by8
segment and function, the analysis of which only confirms
an important role of this technology in development of the
modern financial market model. Thus, brought theAI
greatest income to banking institutions in corporate and
retail banking, that is, in provision of classic services to
households and business entities.

Fig. . Directions of digitalization of the8

banking marketing system

Source: McKinsey & Company (2023)

Source: developed by the authors
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Basic directions of using technologies of bankingAI
institutions are shown in Fig. .9

If we talk in more detail about transformation of the
banking marketing system itself as a result of active use of
the , it is worth noting that banks today are really tryingAIT
to adapt this technology to developing, promoting, selling
banking products, and more carefully studying the
consumer needs of their customers. Considering that a bank
provides services to a large number of customers who may
differ significantly from each other, the use of the AIT
allows us to simplify analytical work on assessing the needs
of these customers, separating their groups and thereby
offering each of them those banking services that will be
attractive to them. Accordingly, this, in turn, on the one
hand, can increase complexity of ensuring the bank's
operational processes, and, on the other, contribute to
increasing the income of the banking institution and
positive attitude of customers to its work.

The has evolved significantly and today allowsAIT
changing established approaches to organization of
operational processes of economic entities, organization of
their interaction with other entities. At the same time, there
is reduction in operating costs. However, new risks and
threats to activities of entities are also being formed, which
actualizes their demand for tools and products to ensure
their information security.

Using technologies in the banking activity is not aAI
guarantee of fast receiving of additional income and
decrease of operating costs. Implementation of this
technology into the work of any banking institution also
requires relevant financial costs for organization, re-
profiling, improvement operating processes, personnel
training. That is why commercial banks, taking into
account specificity of their functioning, today gradually use
this technology, are being implemented in their own
activity.

Fig. . Directions of using artificial intelligence technologies of banking institutions in modern conditions9
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Source: compiled by the authors

– application of relevant algorithms allows the bank to
provide more personalized banking products of their own to
customers or potential consumers of their services;

– the use of makes it possible to improve the quality ofAI
interaction with customers in terms of information support,
the use of chatbots, personal assistants through digital
channels allows the client to feel constant support from
banking institutions;

– the use of also allows you to analyze interaction withAI
customers, identify their most common questions,
investigate effectiveness of the construction of the
communication system with different types and groups of
customers, and thus change this system in accordance with
new digital capabilities;

– maybe be used in developments of advertisingAI
companies, help to specialists in assessment target groups,
analysis of the ways to advertise banking products;

– also allows you to analyze future trends of functioningAI
of the banking services market, and this information gives
opportunity to commercial banks to develop those products
that really will be in demand and thereby strengthen own
competitive positions in this market;

AI transformed from a niche of the technological tool on
the corner stone of marketing strategies. Given this, it is
expected that world income from using AI in marketing
will reach approximately 47 billion USD in 2025 and is
projected to exceed 107 billion by 2028. As companies
everywhere in the world more and more invest in
automation and personalization of tools based on data,
explosive growth of their implementation not only how
companies approach marketing, but also how consumers
interact with brands across the entire marketing landscape
(Statista 2025 )., b

Among main opportunities, consequences using forAI
transformation systems of banking marketing can be
singled out as follows:

– more deeper banking market analysis of services based on
research of large arrays accessible and open information
that allows more clearer determine the needs of customers
in banking services in one or another another time;

– involved technologies to be developed in banking
products taking into account similar proposals from
competitors that provides a basis for further work on these
products for specialists in banking institution;
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advantages and disadvantages of using in operationAI
systems of banking marketing. Relevant advantages are
presented in Fig. .10

Disadvantages of using the by implementingAIT
marketing activities of the banking institution are primarily
related to those disadvantages that are generally inherent in
the use of in the modern world. First, it is the necessityDT
for involvement of resources for purchase of ready-made
digital decisions, or developments of own systems for
adaptation of into their own activities. In any case itDT
requires investment in own activities in the long term,
effects from which will not be fast.

Disadvantages of application of technologies inAI
operation systems of banking marketing include the
following ones:

– necessity to investing in digitalization systems of banking
marketing;

– importance of available highly qualified specialists who
have experience to adapt to activities of commercialDT
banks and, accordingly, into the banking marketing system;

– application of the requires the use of high-quality andAIT
stable Internet connection for both external and internal use
that increases risk of unauthorized penetration into the
bank's information system;

– application of the also requires permanent support itsAIT
use in the banking marketing system, improvement in order
to obtain yet the best results in the future;

– the is not always in its analytical forecasts take intoAIT
account emotional component that is inherent consumers,
various non- quantitative indicators that can characterize
certain trends in the banking services market;

– the use of also makes it possible to analyzeAI
effectiveness of the functioning of the banking marketing
system, identify the main obstacles to ensure its further
effective functioning, formulate new directions for its
transformation, taking into account both requirements of
the banking services market and capabilities of , otherDT
marketing tools, etc.

In general, an important advantage of in the functioningAI
of the banking marketing system is that this technology
allows processing significant amounts of information. At
the same time this information can with the help of this
technology gather, systematize, group with subsequent
detailed study. It is simplification process of analytical
works that allows significantly save the time of bank
specialists and focus on more creative elements of selling
banking products.

It should be noted that using technologies in operationAI
systems of banking marketing today corresponds to general
trends of banking institutions that apply them in their
activities. That is why it is very important to ensure
integration between general process of digitalization
activities of the commercial bank, using in variousAI
directions of its activities and applications of this
technology precisely in functioning systems of banking
marketing.

We'd like to note that in our opinion, in the future willAI
deeper and deeper penetrate into functioning systems of
banking marketing, the market analysis will be constantly
improved, behavior of consumers in the banking market
services will be studied. In great extent, will shapeAI
consumer demand for various banking products that will be
created with consideration of digital bank's capabilities
regarding granting own financial services. Let's analyze
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to the banking institution, especially if it is quite difficult to
ensure personal interaction with bank employees;

– the maybe use personal information of customers toAIT
provide them with more attractive banking products, while
always remains risk losses of this information,
unauthorized access to it or to the results of the analysis of
this information using technologies;AI

– application of technologies in advertising companies,AI

– in functioning systems of banking marketing requiresAI
its correct application, because configuration errors of
relevant algorithms can lead to financial bank expenses and
the occurrence distrust of these technologies;

– application of technologies do not always giveAI
opportunity to provide high level of qualities service of
customers; for example, not all clients wish to interact with
the bank using chatbots that until are not functioning
effectively. This in turn can influence attitudes of customers

Fig. . Advantages using the artificial intelligence technology in operation systems of banking marketing10

Source: compiled by the authors
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qualifications of marketers who work in a bank, equal
promotion of their digital literacy, engagement of necessary
specialists, etc.

It should be noted that in modern conditions, the issue of
improving the skills of employees and adapting them to
new business conditions that have changed due to the use of
AI is becoming especially important. The specifics of its
use are different in different areas, and new opportunities
for its effective application are constantly emerging.
Accordingly, improving the digital literacy of employees
also requires significant financial resources. Fig. 1 shows1
data on the survey of employers on the areas of further
improving the skills of their employees. In the field of
finance and functioning of insurance companies, most of
the owners and managers of financial institutions noted the
need to increase the level of knowledge of their own
employees in using .AI

marketing activities may be related to the use of
manipulation, unethical approaches to selling banking
products of different categories to customers;

– use of technologies requires available significantAI
quantities of informational resources, that is arrays
customer data, which analysis allows with the help of this
technology getting necessary customer data, data of the
banking services market, their demand. Accordingly, if it
does not exist truthful, correctly assembled information of
the maybe mistakenly give unreliable data, notAIT
complete verified information that ultimately lead to
acceptance of poor quality managerial decisions;

– using technologies are not always possible if availableAI
certain legislative, regulatory restrictions of advertising
individual species of banking services, requirements for
provision of these services, process customer interactions
during the sale of bank products;

– use of technologies requires retraining or increasingAI

Fig. 1 . Global employers view of artificial intelligence (AI) and1

big data as core skills within enterprises from 2025 to 2030, by industry

Source: ( 5c)Statista 202
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Conclusions

In accordance it is determined that availability of cyber
risks in the use of the of banking institutions canAIT
restrict and restrain a factor that today maybe reduce pace of
using these technologies. It is logical that it is application of
the and implementation of mechanisms toAIT
countermeasure cyberattacks that today constantly are
carried out on banking institutions, and it requires
significant investment resources, implementation of stable
strategies of digital transformations considering possible
positive consequences for banks operation and the threats
that accompany digital transformations of these
institutions, including risks that are related with application
of different technologies, including , in individualAI
subsystems of functioning of commercial banks, including
subsystem of banking marketing.

Further prospective research in the direction of functioning
of banking marketing in the conditions of digitalization of
financial services, including active use of of bankingDT
institutions, can be in the analysis of available digital
marketing instruments for selling banking products
considering the risks that arise when using these tools.
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