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Summary. The article provides an analytical overview of digital marketing in the Ukrainian banking sector and
identifies directions for its further development using JSC CB «PrivatBanky as a case study. The study examines the level
of digital presence of leading Ukrainian banks by analyzing the positions of their official websites in national and global
rankings, the structure of traffic by device type, user activity indicators, traffic sources, referral flows, and social
communication channels. It was established that JSC CB «PrivatBank» occupies leading positions among the banks
under study in terms of website popularity, traffic volumes, mobile presence, and the effectiveness of digital channels for
client acquisition and retention. The analysis revealed that direct, organic, and referral traffic are of greatest importance
for the bank, reflecting high brand recognition, user trust, and integration into the digital ecosystem. The structure of
social traffic was examined separately, confirming the significant role of video content, social networks, and messaging
platforms in client communication. The conducted SWOT analysis allowed for the identification of strengths, weaknesses,
opportunities, and threats in the development of the bank’s digital marketing tools under conditions of war, unstable
energy supply, technical disruptions, client migration, and heightened cyber risks. Practical measures were proposed to
improve JSC CB «PrivatBank’s» digital marketing, encompassing mobile marketing, video marketing, communication
via messaging platforms, content personalization, search engine optimization, integration with e-commerce, social media
development, anti-fraud communication, digital advertising, analytics, and user experience optimization. The study
substantiates the relevance of incorporating the principles of digital inclusion and international accessibility standards
in the development of the bank’s digital services. It is demonstrated that the implementation of the proposed measures
will enhance the effectiveness of marketing communications, strengthen customer loyalty, expand the use of digital
services, and reinforce the bank’s competitive position in the digital environment.
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Pe3tome. 30itichero ananimuunuil 02120 Yyugposoeo mapkemunzy 8 OaHKi6CcbKomy cekmopi Yxpainu ma
BUBHAYEHO HanpaMu 1020 noodanvuioco possumky Ha npukiadi AT Kb «llpusambanky. /locnioxceno piseHb
yugpoeoi npucymuocmi nPoGiOHUX YKPAIHCOKUX OAHKIB 3a no3uyiamu oQiyitiHux eebcatimia y HayioOHATbLHOMY Md
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2100aNbHOMY pelimuHeax, CMmpYyKmyporn 6i08i0y8aHoCmi 3a MUnamu Npucmpois, NOKA3HUKAMU AKMUSBHOCHL
Kopucmyeauie, odceperamu mpagixy, peeparbHumMu nepexooamu ma COYIiATbHUMU KAHALAMU KOMYHIKAYil.
Bcmanoeneno, wo AT KB «llpusambanky nocidae nidepcoki nosuyii ceped O00CHiONCY8aHUX OaHKI6 3a
nonynapHicmio  gebpecypcy, oocseamu mpa@ixy, pieHem MOOLIbHOI npucymHocmi ma  e@QeKmueHiCmo
BUKOPUCMAHHSA YUDPOBUX KAHALIE 3AIYYeHHs. 1l YMPUMAHHS KIienmis. 3 ’9c068aH0, wo Haubiivuie 3HA4eHHs O
banKy maroms npsmMull, opeaniyHull i peghepanvhuti mpagixu, aKi cei0uamv nPo GUCOKULL PIBeHb BNI3HABAHOCTIE
bpenady, 008ipu Kopucnysayis i inmezpayilo 6anxy 6 yugposy exocucmemy. OKpemo npoanaizo8ano CMpyKmypy
coyianvHoeo mpaiky, sKa niOmeepoula 8aNCaugy poib 8i0eOKOHMEHMY, COYIANbHUX MEPENC I MECEHONCePI8 )
xomynikayii 3 kuieumamu. Ilposedenuii SWOT-ananiz 003601u6 GusHaUUMu CUNbHI CIMOPOHU, CAAOKI MIcys,
MOJICIUBOCMT MA  3A2PO3U  PO3GUMKY YUDPOBUX MAPKEMUH2OBUX [HCMPYMEHMI8 OAHKy 6 YMO6ax 6IliHu,
HecmabiIbHOCMI  eHepeONOCMAYanHs, MeXHIYHUX 30016, Micpayil KIIEHMIE [ NOCUNIEeHHS KibeppusuKie.
3anpononosano npakmuyri 3ax00u w000 800cKoHaneHH yugposozo mapkemuney AT KB «IlpusamBanky, siki
OXONNIOIOMb  MOOIIbHULL  MAPKemuHe, 6l0eoMapKemute, KOMYHIKAYilo 6 MeceHodcepax, NepCoHANi3ayit
KOHMEHMY, NowyKoee NpOCYBaHHA, IHMeZpayilo 3 eieKMpOHHOI0 KOMEPYIEIO, PO3GUMOK COYIANbHUX Mepedic,
AHMUWAXPALCoKi KOMYHIKayil, yugposy pekiamy, auaiimuky ma Onmumizayilo KOpUcmysaybkozo 00C6ioy.
OO6IpyHmMo6ano OOYINbHICMb YPAXYSAHHS NPUHYUNIE YUMPOBOIl I[HKMO3IL ma MIJICHAPOOHUX CMAHOApPMIE
00CMYRHOCII NpU po36UMKy yugposux cepsicis bauky. /losedeno, wo peanizayis 3anponoHOSAHUX 3axX00i8
cnpusimume NiOSUWEHHIO Pe3yabMaAmUeHOCHE MAPKeMUH2068UX KOMYHIKAYIl, 3MIYHEHHIO J0SIbHOCMI KIIEHMIS,
PO3UUPEHHIO SUKOPUCMAHHS YUPPOBUX CePBICi8 | NOCUNEHHIO KOHKYPEHMHUX RO3UYiti Oauky y yu@posomy
cepedosuyi.

Kniouosi cnosa: yugposuii mapxemune, 6anxiecokuil cexmop, yugposa npucymuicmv, yu@pposi
KOMYHIKayii, yugposa inkmio3sis, KOHKYPEHMOCNPOMONCHICTL OAHKY.
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Problem statement. In the banking sector, digital marketing is a vital tool for
establishing competitive advantages, attracting customers, and improving remote service
efficiency. In the conditions of digitalization of financial services, the growing role of mobile
services, and changes in customer behavior, banks are forced to actively use websites, mobile
applications, social networks, search marketing, online advertising, and other digital
communication channels. The importance of these issues increases when there is military
instability, power outages, restricted access to physical branches, and a growing need for remote
banking services. Despite the active development of digital services in the banking sector, not
all banks use the potential of digital marketing equally effectively, and certain areas, including
personalization of communications, omnichannel interaction, and increasing digital inclusion,
require further improvement. In these conditions, it is necessary to conduct analytical research
on banks' digital marketing tools and identify priority directions for their development.

Analysis of recent research and publications. Digital marketing, digital
transformation of the banking sector, development of online communications and
improvement of customer experience are researched by domestic and foreign scientists, in
particular T. D. Girchenko, O. S. Sergeieva, V. M. Stamat, O. O. Prosolova, O. Ye. Sychova,
N. O. Osypenko and T. O. Petrishyna [1-4]. In scientific research, significant attention is
focused on the theoretical foundations of digital marketing, the specifics of the application of
its tools in the field of services, as well as on the role of mobile applications, social networks
and content marketing. A particular line of research is concerned with the digitalization of
banking, the development of remote services, Internet banking, the improvement of customer
service quality and the building of consumer loyalty in financial services [3; 4]. At the same
time, despite a significant number of scientific publications, the problem of evaluating the
complete effectiveness of digital marketing tools for banks based on web analytics, traffic
structure, behavioral metrics, social traffic, and referral channels remains insufficiently
researched. In addition, military challenges, technical risks, cyber-attacks, customer migration
and changes in their digital behavior make it essential to revise approaches to digital marketing
development in the banking sector.
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Purpose of the study consists of conducting an analytical review of digital marketing
in the banking sector, determining the features and effectiveness of digital marketing tools in
banks, as well as in developing directions for their improvement to increase the bank's
competitiveness, the quality of client interaction and the effectiveness of digital
communications.

Statement of the task. To achieve the goal, the study envisions completing the
following tasks: assess the level of digital presence of banking institutions by analyzing the
popularity of their official websites, structure, and sources of traffic, users’ behavioral
characteristics and presence in social networks; evaluate the effectiveness of digital marketing
tools of JSC CB «PrivatBank» in comparison with others leading banks in Ukraine; identify
strengths and weaknesses of the bank's digital marketing based on SWOT analysis; develop
practical suggestions for enhancing digital marketing tools.

Statements of the main material of the study. To assess the level of digital presence,
popularity and effectiveness of digital marketing tools in banks, it is advisable to analyze their
official websites rating both in the national and global digital space. Web resource ratings make
it possible to evaluate the effectiveness of such tools as online banking, SEO optimization,
content marketing, mobile services, digital customer self-service platforms and other online
communication channels. It is the level of visibility and popularity of the official website that
largely reflects the success of the bank's digital strategy, its ability to attract and retain users, as
well as provide convenient access to financial services in the digital environment.

According to the information released by representatives of JSC CB «PrivatBank», as
of the end of 2025, the bank served 18.1 million active individuals, which is 220,000 less
compared to the end of 2024. At the same time, the number of corporate clients increased by
20,000 and reached 930,000. The number of users of the mobile application «Privat24»
decreased by 150,000 and amounted to 13.61 million people [5]. The given indicators testify to
the size of the bank's digital client base and confirm the importance of remote services in its
activities. The popularity of digital services indicates the convenience of mobile financial
solutions, the level of customer adaptation to online services and trust in the bank's digital
products. Table 1 provides summarized data on the positions of the leading banks of Ukraine
in the national and world rankings of their official websites according to the SimilarWeb
platform [6].

Table 1. Positions of official websites of Ukrainian banks in national
and global rankings as of February 2026

Bank Website Ranking in Ukraine Global ranking
JSC CB «PrivatBank» privatbank.ua 38 3423
JSC «Oschadbank» oschadbank.ua 156 13 044
JSC «Raiffeisen Bank» raiffeisen.ua 356 29 092
JSC «FUIB» pumb.ua 401 33 700
JSC «Ukrsibbank» ukrsibbank.com 485 41 669

Thus, the data provided in Table 1 testify to the leadership positions of
JSC CB «PrivatBank» in the digital environment among the researched Ukrainian banks.
The bank's official website ranks 38th in the national ranking and 3,423rd in the global
ranking, which are the best indicators among the analyzed banking institutions. For
comparison, JSC «Oschadbank», which is the closest competitor, ranks 156th in Ukraine
and 13,044th in the world ranking. Such a difference indicates a significant advantage of
JSC CB «PrivatBank» in terms of digital presence, the popularity of the web resource and
the effectiveness of digital marketing tools.

In the next stage, it is advisable to analyze visits to Ukrainian banks’ official websites
based on the device used to log in, namely computers and laptops or smartphones and tablets.
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It gives an opportunity to assess the level of adaptability of digital services offered by banks to
meet the needs of the mobile audience, as well as to determine the effectiveness of online
channels to attract customers and provide banking services (table. 2) [6].

Table 2. Distribution of website traffic of Ukrainian banks by type of device, February 2026

Bank Computers and laptops (%) Mobile devices (%)
JSC CB «PrivatBanky» 40,2 59,8
JSC «Oschadbanky 31,1 68,9
JSC «Raiffeisen Banky» 77,4 22,6
JSC «FUIB» 30,0 70,0
JSC «Ukrsibbanky 492 50,8

JSC CB «PrivatBank», which is characterized by the dominance of mobile traffic in the
attendance of the official website, is particularly indicative within the context of the analysis.
Mobile devices account for 59.8% of transitions, while computers and laptops account for 40%.
The distribution shows that the bank's mobile services are in high demand, primarily the «Privat24»
application, and also confirms the effectiveness of the digital strategy aimed at ensuring convenient,
accessible and adaptive use of banking services in the online environment.

Comparing other banking institutions reveals a diverse level of commitment towards a
mobile audience. Thus, JSC «FUIB» and JSC «Oschadbank» are dominated by visits from mobile
devices, the share of which is 70.0% and 68.9%, respectively. At the same time, JSC «Raiftfeisen
Bank» is characterized by the dominance of desktop traffic, as 77.4% of users visit the website from
computers and laptops. JSC «Ukrsibbank» shows an almost balanced distribution of attendance
between mobile devices and computers — of 50.8% and 49.2%, respectively, which indicates that
the bank's digital channels are adaptable to all types of user devices in a consistent manner.

Afterwards, we will evaluate the activity of users on leading Ukrainian banks' websites
based on the primary metrics of interaction. By analyzing these data, we can determine the
popularity of resources, visitors’ interest, the average time spent on the site and the number of
viewed pages, as well as the effectiveness of banks’ online services in attracting and retaining
customers (table. 3) [6].

Table 3. User activity on the websites of Ukrainian banks, February 2026

Bank Monthly visits A;::aagoens?’s:il’;n Pa%i;?itp " | Failure rate (%) | Pageviews
JSC CB «PrivatBank» 15 7IM 4:26 3,95 29,39% 62,07M
JSC «Oschadbank» 3,705M 3:21 5,08 23,57% 18,81M
JSC «Raiffeisen Bank» 1,563M 11:48 6,82 26,88% 10,65M
JSC «FUIB» 1,701M 3:37 3,72 38,23% 6,336M
JSC «Ukrsibbank» 1,062M 8:09 5,79 23,43% 6,154M

The analysis of user interaction indicators with the websites of Ukrainian banks provides
grounds to state the leading positions of JSC CB «PrivatBank» in the digital environment. The
bank's official website is visited 15.71 million times monthly, while the total number of page
views amounts to 62.07 million, which significantly exceeds the corresponding figures of other
studied banking institutions.

The average duration of a single session on JSC CB «PrivatBank» site is
4 minutes 26 seconds, and the number of pages viewed by the user per visit averages 3.95.
This indicates a sufficiently high level of user interest in the web resource content, as well
as active interaction with its digital services.

Comparative analysis confirms that the closest competitors demonstrate significantly
lower levels of user activity. For instance, the website of JSC «Oschadbank» generates
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3.705 million monthly visits and 18.81 million page views, JSC «PUMB» — 1.701 million visits
and 6.336 million views, and JSC «Ukrsibbank» — 1.062 million visits and 6.154 million page
views. Meanwhile, JSC «Raiffeisen Bank» shows higher indicators of average session
duration — 11 minutes 48 seconds — and a greater number of pages per visit — 6.82. However,
in terms of overall traffic volume and page views, it falls considerably behind
JSC CB «PrivatBank». These findings provide grounds to conclude that JSC CB «PrivatBank»
most effectively attracts and retains its online audience through advanced digital services, high-
quality content, and strong website functionality, securing its leading position among Ukrainian
banks in the sphere of online banking.

It is therefore advisable to analyze the traffic structure of JSC CB «PrivatBank» and other
leading Ukrainian banks by the main user acquisition channels, namely: direct traffic (Direct),
organic search (Organic Search), paid search (Paid Search), referral traffic (Referrals), display
advertising (Display Ads), social networks (Social), and email (Email). Such analysis enables
the evaluation of banks’ effectiveness in utilizing different digital communication channels, the
identification of the most productive sources of audience acquisition, and the determination of
which resources are most popular among clients (Table 4) [6].

Table 4. Distribution of website traffic of Ukrainian banks by channels and types of devices, February 2026

Traffic type/devices PrivatBank | Oschadbank | Raiffeisen Bank FUIB Ukrsibbank
1. Direct 8,3M 2,1M 891,4K 1,1M 701,3K
— computers and laptops 2,5M 542,7K 654,4K 261,3K 308,4K
— mobile devices 5,7M 1,6M 237K 796,8K 392,9K
2. Organic Search 2,6M 927,7K 557,1K 401,2K 229,7K
— computers and laptops 1,5M 397,2K 463,5K 167,8K 152,7K
— mobile devices 1,1IM 530,4K 93,6K 233,4K 77,1K
3. Paid Search 126,2K 14K 56,7K 67,3K 102K
— computers and laptops 116,4M 3,7K 46,9K 56,4K 56K
— mobile devices 9,8K 10,3K 9,8K 10,9K 45K
4. Referrals 4M 479,1K 41,8K 68,2K 103,3K
— computers and laptops 2, 1M 195,5K 36,3K 18,4K 58,4K
— mobile devices 1,9M 283,6 K 5,5K 49,8K 44 9K
5. Display Ads 254,9K 439K 5,2K 11,7K 2,2K
— computers and laptops 105,6K 8,2 K 44K 3,3K 1,5K
— mobile devices 149,3K 35,7K 0,8K 8,4 0,7K
6. Social 476,5K 107K 10,7K 94,6K 25,6 K
— computers and laptops 28K 32K 3,7K 2,7K 1,2K
— mobile devices 448,5K 103,8K 7K 91,9K 24,4K
7. Email 6,1K 568 K 612K 810K 427K
— computers and laptops 4K 419K 586K 373K 344K
— mobile devices 2,1K 149K 26K 437K 83K

The results of the analysis demonstrate that JSC CB «PrivatBank» is characterized not
only by the largest volumes of web traffic but also by the most developed and balanced system
of digital audience acquisition channels. The key source of visits is direct traffic, amounting to
8.3 million. This indicates that a significant share of users deliberately access the bank’s website
either by entering the address directly or through saved bookmarks, which reflects a high level
of brand recognition and established customer loyalty. For comparison, JSC «Oschadbank»
generates almost four times less direct traffic — 2.1 million, while for other banks under study
this indicator does not exceed 1.1 million. The predominance of mobile direct traffic, reaching
5.7 million, further confirms that clients actively use the bank’s digital services via smartphones
and perceive the official website as a routine tool for everyday service.

The next most significant acquisition channel is organic search, which accounts for
2.6 million visits to JSC CB «PrivatBank». These visits originate from search engines without paid
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promotion, when users independently seek banking services, products, or information. A high level
of organic traffic indicates strong positions in search engine rankings, the quality of website content,
and a sufficient degree of user trust. By contrast, JSC «FUIB» records only 401.2 thousand visits,
and JSC «Ukrsibbank» — 229.7 thousand, which highlights the considerably lower effectiveness of
this channel. The nearly proportional distribution of organic traffic across desktops, laptops, and
mobile devices also confirms the universality of the bank’s digital presence.

A significant competitive advantage of JSC CB «PrivatBank» lies in the substantial volume
of referral traffic — 4 million visits — which reflects the active inflow of users from external
resources, including partner websites, government digital platforms, and fintech services. This
indicator highlights the high level of the bank’s integration into the country’s digital ecosystem. For
other banks, this channel is far less developed; for example, JSC «Raiffeisen Bank» records only
41.8 thousand referral visits, which is dozens of times lower.

By contrast, paid search (126.2 thousand) and display advertising (254.9 thousand) play a
secondary role for JSC CB «PrivatBank». These tools involve advertising expenditures per click or
impression and are typically employed to support short-term marketing campaigns. The relatively
small share of paid traffic indicates that the bank is not critically dependent on promotional
advertising to attract users, whereas certain competitors, such as JSC «FUIB» and JSC «Raifteisen
Bank», rely more heavily on paid channels to maintain visibility in the digital space.

Traffic from social networks accounts for 476.5 thousand visits to JSC CB «PrivatBanky,
with the overwhelming majority — 448.5 thousand — generated via mobile devices. This
demonstrates the bank’s effective communication with its audience through Facebook, Instagram,
Telegram, and other digital platforms, as well as superior performance compared to most
competitors. At the same time, traffic obtained through email remains negligible, amounting to only
6.1 thousand visits. This suggests that email functions more as a supplementary and informational
channel rather than a mass marketing tool. Such a situation corresponds to contemporary trends in
the declining role of email campaigns within the digital marketing strategies of banking institutions.

Table 5 further examines the referral traffic of JSC CB «PrivatBanky, which reflects the
intensity of user transitions from other online resources [6]. Referral visits serve as an indicator
of the bank’s level of integration into the digital ecosystem, the presence of partnership
interactions, and the utilization of payment and service platforms.

Table 5. Top referral websites JSC CB «PrivatBank»

Distribution of traffic
Referral links of websites Website category Traffic share, % | share within the group,
JSC CB «PrivatBanky, %

Next.privat24.ua Financial planning and management 32,71 100,0
Ligpay.ua Financial planning and management 17,75 90,3
Integration.rozetkapay.com Classifies /e-commerce 17,61 90,8
Asecg.upc.ua Financial planning and management 6,78 89,4
3ds.monobank.com.ua Telecommunications/payment security 6,27 91,1

The structure of referral traffic for JSC CB «PrivatBank» is formed primarily through
the bank’s internal digital ecosystem as well as integrations with leading financial and
commercial partners. The most significant source of referrals is next.privat24.ua, accounting
for 32.71%, which confirms the intensive interaction between the bank’s core digital services
and the active movement of users within the Privat24 ecosystem. Another major contributor is
ligpay.ua, with a share of 17.75%, underscoring the importance of PrivatBank Group’s payment
services and the central role of cashless transactions and e-commerce in clients’ digital activity.

A substantial share of traffic also originates from integration.rozetkapay.com (17.61%),
reflecting close cooperation with one of Ukraine’s largest online retailers and the active use of
banking payment solutions in the e-commerce sector. Smaller, yet strategically significant
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sources include asecg.upc.ua (6.78%), associated with payment transaction processing, and
3ds.monobank.com.ua (6.27%), which illustrates interbank interaction within the payment
infrastructure and the application of 3D Secure technologies.

Overall, the structure of referral sources provides grounds to conclude that the
majority of such traffic is generated within financial services and partner platforms rather
than through incidental external visits. This indicates the high-quality and targeted nature
of JSC CB «PrivatBank’s» referral traffic, its direct connection to real financial transactions,
and the service-related activity of users. Such a model of digital interaction contributes to
enhancing customer experience, increasing audience engagement, and strengthening the bank’s
competitive position in the digital environment.

The next stage of analysis should examine the structure of social traffic for
JSC CB «PrivatBanky, focusing on key platforms, their role in client communication, and a
comparative assessment with corresponding indicators of competitor banks (Table 6) [6].

Table 6. Share of traffic of Ukrainian banks by social networks, February 2026

Bank YouTube, % | Facebook, % | Telegram, % | WhatsApp, % | Discord, % | Others, %
JSC CB «PrivatBanky» 53,02 25,98% 6,9 6,34 2,68 5,09
JSC «Oschadbank»» 89,65 9,18 - - 1,17 -
JSC «Raiffeisen Bank» 82,27 5,42 12,31 - - -
JSC «FUIB» 66,94 22,08 - - - 10,98
JSC «Ukrsibbanky» 54,78 37,92 3,31 0,48 - 3,51

JSC CB «PrivatBank» is distinguished by a strong presence in social media and mobile
communication channels, although the structure of this traffic reveals certain specific features
compared to other banks. The largest share of social traffic is generated by YouTube — 53.02% —
where the bank publishes educational video materials, instructions for using Privat24 and LigPay
services, promotional and informational content, and product reviews. The significant share of this
channel demonstrates the effectiveness of video content as a tool for attracting clients, increasing
awareness, strengthening trust in the bank, and supporting users in mastering digital services.

The second most important source of social traffic is Facebook, accounting for 25.98%.
Through this platform, the bank maintains communication with its audience, provides updates
on news, special offers, and new products, and ensures feedback from clients. Such activity
contributes to sustaining continuous contact with users and enhancing customer loyalty.

Telegram and WhatsApp, with shares of 6.9% and 6.34% respectively, indicate the
bank’s use of messaging applications as instruments for rapid information delivery and client
support, which is particularly relevant for the mobile audience. A smaller share is attributed to
Discord — 2.68% which may suggest its use for specific or more specialized communication
formats. Other channels, accounting for 5.09%, provide additional, though less extensive,
sources of audience engagement.

Comparative analysis shows that JSC «Oschadbank» and JSC «Raiffeisen Bank» rely
heavily on YouTube, which constitutes 89.65% and 82.27% of their social traffic respectively,
while their use of messaging applications is far less active. Against this background,
JSC CB «PrivatBank» demonstrates a more diversified model of digital communication, in
which video content, social networks, and messaging platforms interact to form an integrated
system of client communication. This balance represents an important competitive advantage
for the bank in the field of digital marketing.

Based on the results of the analysis of JSC CB «PrivatBank’s» digital marketing tools,
it is advisable to systematize the findings in the format of a SWOT analysis, which enables a
comprehensive characterization of the internal strengths and weaknesses of the bank’s digital
marketing, as well as the identification of external opportunities and threats to its further
development (Table 7).
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The results of the conducted SWOT analysis of JSC CB «PrivatBank’s» digital marketing
tools provide grounds to assert that the bank maintains stable positions in the digital environment
even under conditions of wartime instability, power supply disruptions, and communication
failures. The bank’s key advantage lies in its large-scale and reliable digital ecosystem, which
enables clients to continuously access banking services remotely in situations where physical
branches are limited or unavailable. The substantial volumes of direct, organic, and referral traffic
reflect users’ high level of trust in the bank and their established habit of employing its digital
services as everyday instruments for payments, transfers, and information retrieval.

Table 7. SWOT analysis of digital marketing tools JSC CB «PrivatBank»

Strengths

Weaknesses

- leading website position among Ukrainian banks
(ranked 38th in Ukraine and 3,423rd globally), ensuring
high visibility and client trust;

- highest monthly website traffic (15.71 million visits)
and page views (62.07 million), significantly exceeding
competitor benchmarks;

- strong direct traffic share (8.3 million), confirming
brand strength, high recognition, and customer loyalty;

- robust organic traffic (2.6 million), reflecting an
effective SEO strategy and high-quality content;

- substantial referral traffic (4 million), driven by
integration with the bank’s own digital ecosystem
(Privat24, LigPay) and partner platforms;

- balanced traffic distribution between mobile devices
(59.8%) and desktop computers (40.2%), meeting the
needs of diverse customer segments;

- developed presence in social media and messaging
platforms with a diversified structure (YouTube,
Facebook, Telegram, WhatsApp), enabling broad
communication with the audience

decline in the number of active retail clients and users
of the 'Privat24' mobile application, which may indicate
partial market saturation;

average session duration and pages per visit are lower
than certain competitors (particularly JSC «Raiffeisen
Bank»), suggesting that user queries may be resolved
quickly without deeper engagement;

limited role of email marketing as a communication
channel, restricting opportunities for personalized,
long-term client relationships;

restricted use of paid advertising, which may reduce the
speed of attracting new customer segments in the short
term;

complexity of the digital ecosystem, which may be less
accessible to new or less digitally literate users.

high dependence on mobile traffic, increasing
vulnerability to technical disruptions of mobile
services, especially under wartime conditions;

lower share of social traffic compared to direct and
referral channels, indicating untapped potential for
enhancing the effectiveness of social media marketing
campaigns

Opportunities

Threats

- further advancement of mobile services and
personalized digital marketing based on large volumes
of customer data;

- expansion of partnership integrations in the fields of e-
commerce, government digital services, and fintech
solutions to stimulate referral traffic growth;

- more active use of paid advertising and remarketing to
attract new clients and promote innovative products;

- deepening engagement with social networks and video
content to enhance clients’ financial literacy and attract
younger audiences;

- development of omnichannel digital communication
(chatbots, messengers, Al-based support) to improve
customer experience;

- utilization of user behavior analytics to optimize
website content and structure;

- promotion of financial literacy through digital channels,
particularly in conditions of economic instability

intensifying competition from other banks and fintech
companies that are actively investing in digital channels;
growing cyber threats, phishing attacks, and risks of
losing client trust in the event of security incidents;
changes in search engine and social media algorithms,
which may negatively affect volumes of organic traffic;
regulatory restrictions in the areas of financial services
advertising and personal data protection.

declining purchasing power of the population and
overall macroeconomic instability, which influences
client activity;

escalation of cyberattacks, phishing campaigns, and
fraud targeting clients during wartime, along with the
destruction of critical infrastructure, which impacts
internet and mobile connectivity;

migration of part of the client base abroad and shifts in
demand structure for digital banking services

Generated by the authorsio

The bank’s key advantage lies in its large-scale and reliable digital ecosystem, which
enables clients to continuously access banking services remotely in situations where physical
branches are limited or unavailable. The substantial volumes of direct, organic, and referral
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traffic reflect users’ high level of trust in the bank and their established habit of employing its
digital services as everyday instruments for payments, transfers, and information retrieval.

At the same time, the SWOT analysis revealed certain weaknesses, particularly the
dependence of digital channel effectiveness on stable electricity supply and internet
connectivity. In cases of emergency or planned outages, this may negatively affect user activity
and complicate access to online services. Meanwhile, the external environment generates both
promising opportunities and significant risks. On the one hand, wartime conditions stimulate
demand for fast, accessible, and convenient remote solutions; on the other hand, they intensify
threats of cyberattacks, technical failures, and declining digital activity among parts of the
population due to stress factors and migration processes.

Summarizing the results of the SWOT analysis, it can be concluded that
JSC CB «PrivatBank», owing to its strong brand, advanced system of digital channels, and
ability to adapt promptly to crisis conditions, retains substantial competitive advantages in the
banking services market. Further enhancement of the bank’s digital marketing effectiveness
should be linked to strengthening service continuity, improving cybersecurity systems, and
deepening customer orientation in an unstable external environment.

To increase the effectiveness of marketing communications, stimulate client acquisition
and retention, and reinforce JSC CB «PrivatBank’s» competitive position in the digital
environment, it is advisable to systematize proposals for improving digital marketing tools
(Table 8). In the process of further development of digital marketing instruments,
JSC CB «PrivatBank» should align with international standards of digital accessibility and
inclusion. The primary regulatory benchmark in the field of web content is WCAG 2.1, based
on the principles of receivability, operability, understandability, and robustness [7].
Compliance with these requirements is particularly relevant under martial law, when the need
for uninterrupted, remote, and accessible financial services for all user groups — including
persons with disabilities, whose number in Ukraine is increasing — becomes especially critical.

Table 8. Proposals for the development of digital marketing JSC CB «PrivatBank»

The direction of . Key implementation | International standards and requirements
development of Specific proposals o .
g . results of digital inclusion
digital marketing
1 2 3 4
. Auvailability of the mobile application for
Introduction of «smart» push . ty of < app
e Growing message users with visual, hearing, motor and
. . notifications in Privat24 h o S o
Mobile marketing S . openings and cognitive perception disorders; readability
. taking into account the time of’ . . ST
and Privat24 day, geolocation and type of conversions without | of messages, compatibility with screen
Y 8 . customer overload | reader, sufficient contrast, ability to control
customer operations .
without complex gestures
A series of short videos . . . .
. . . Increasing financial Mandatory subtitles, plain language,
. . «1 minute with PrivatBank» |. . ; o
Video Marketing literacy and reducing | textual alternatives, accessibility for people
about payments, benefits, . e o
and YouTube ; the burden on the | with hearing impairments and cognitive
security and government -
contact center characteristics
payments
L Official Telegram and Prompt information |  Simple interaction scenario, keyboard
Communication in . S L o
WhatsApp bots with personal | of clients in crisis | navigation availability, clear commands,
messengers e . . o T D .
notifications and quick actions situations compatibility with assistive technologies
Personal banner blocks on the Increasine content Personalization should not reduce
Personalization of |  site and in the application & accessibility: clear page structure,
relevance and sales . o .
content depend on the status of the predictable navigation, adaptation to
. growth X .
client different perception formats
. . . . Using plain language, logical structure
. . | Separate section «Finance in | Increasing trust and & prain fanguage, 10l e
Content for crisis . s . accessibility for people with cognitive
- wartime» with simple reducing customer . . . . .
conditions . . difficulties, clear titles and simple action
instructions and FAQ stress .
scenarios
288 . ISSN 2409-8892. I'anuywkuti exoromiunui gichux, Ne 3 (100) 2026 https://doi.org/10.33108/galicianvisnyk_tntu2026.03




Zhanna Torianyk, Viktoriia Shevchenko, Nadiia Morozova

End of the table

1 2 3 4
SEO optimization should be combined
with an accessible content structure:

SEO and search Content optimization for Growing organic

. . ffic and bank . .
marketing practical requests traftic a d ba correct headers, alternative text to images,
visibility .
semantic markup
Expansion of partnership . Barrier-free payment scenarios, availability
. . L - Increasing
Integration with e- | promotions in Privat24 with ransaction activity of payment forms, understandable error
commerce marketplaces and delivery messages, compatibility with assistive
. of customers ’
services technologies
. . Growing audience Adding subtitles, alt-text to images,
. Launching interactive formats . . o :
Social network engagementand | contrasting design, avoiding overloading
on Facebook and Instagram o
loyalty with visual effects

Reducing financial Risk warnings, clear instructions, clear

Anti-fraud Regular campaigns «Secure .. = .
g paign losses of customers | suspicious activity messages are available

marketing client» with real fraud cases

and building trust for all categories of users
Advertising materials must be available:
Paid digital Point advertising campaigns | Rapid reach of the | readable texts, correct contrast, absence of
advertising for new services target audience excessive animation, adaptation to mobile
devices
AJ/B testing of the main pages Increasing Testing should take into account the needs

of people with disabilities, older users,
mobile users and those who use assistive
technologies

Analytics and UX | of the site and the application | convenience and
for various use scenarios | reducing failure rates

Generated by the authors.

The summarized proposals presented in the table indicate that the further development
of JSC CB «PrivatBank’s» digital marketing should be based on the principles of
comprehensiveness, client orientation, and digital inclusion. The implementation of
personalized messaging, the expansion of video content, the intensification of communication
through messaging platforms, the improvement of search engine optimization, integration with
e-commerce, and the enhancement of analytics and user experience create favorable conditions
for increasing customer engagement, strengthening loyalty, and expanding the use of the bank’s
digital services. At the same time, it is essential that the implementation of these measures be
carried out in accordance with the principles of digital inclusion and international accessibility
standards, thereby ensuring convenience and barrier-free access to digital services for diverse
categories of users, including persons with disabilities, older adults, and clients with varying
information perception needs.

Conclusions. The results of the study confirm that digital marketing in the banking
sector is one of the key factors in ensuring competitiveness, improving the quality of remote
services, and strengthening bank—client interaction under conditions of digital transformation
and wartime instability. The analysis demonstrated that JSC CB «PrivatBank» holds leading
positions among Ukrainian banks in terms of digital presence, popularity of its official website,
scale of web traffic, and effectiveness in utilizing mobile services, referral platforms, organic
search, and social networks. The key competitive advantages of the bank include a strong brand,
a developed digital ecosystem, a high share of direct and referral traffic, a balanced combination
of mobile and desktop access channels, and a diversified system of digital communications.

At the same time, several problematic aspects were identified, including a decline in
certain user categories, dependence of digital services on infrastructure stability, limited use of
specific marketing channels, and the need for further enhancement of personalization and
digital accessibility. Based on the SWOT analysis, it is substantiated that the further
development of JSC CB «PrivatBank’s» digital marketing should be pursued on the principles
of comprehensiveness, client orientation, service continuity, strengthened cybersecurity, and
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more active use of omnichannel interaction tools. Proposed directions for improvement include
mobile marketing, video marketing, messaging platforms, content personalization, SEO
promotion, integration with e-commerce, social media communication, anti-fraud campaigns,
digital advertising, analytics, and optimization of user experience.

It has been demonstrated that an important condition for increasing the effectiveness of
the bank’s digital marketing is adherence to the principles of digital inclusion and international
accessibility standards, which is particularly relevant given the growing demand for barrier-
free financial services among diverse population groups, including persons with disabilities.
The implementation of the proposed measures will contribute to strengthening
JSC CB «PrivatBank’s» market position, enhancing customer loyalty, expanding the use of
digital services, and shaping a modern, resilient, and socially responsible digital ecosystem of
banking services.
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