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ABSTRACT

The aim of this paper is to analyze the impact of digital transformations on changes in
marketing communication in the banking sector, with special reference to digital communication
channels such as social networks, mobile applications and internet platforms. The paper deals with
the problem of the impact of the use of these channels on communication with clients and the
competitive position of banks. It is assumed that using these digital channels improves
communication with clients and strengthens banks' competitive advantages. The paper also
clarifies the key challenges banks face when using digital communication channels. The research
is based on a descriptive and comparative analysis of relevant domestic and international literature
in the fields of banking, digital marketing and information technology. The analysis was
conducted to identify key trends and changes in the marketing communication of banks in a
dynamic digital environment. The findings indicate that, in the modern business environment,
digital communication channels enable banks to improve communication with customers,
strengthen their brand and achieve competitive advantages in the market. Future research could
focus on the empirical analysis of the impact of modern digital technologies on the effectiveness
of marketing communication, as well as customer satisfaction in the banking sector.

Keywords: Banking, Digital marketing, Digital communication channels.

INTRODUCTION

The Fourth Industrial Revolution, coupled with accelerated development of digital
technologies and introduction of innovative practices, has brought about significant changes to
almost all branches of industry. These changes have been especially visible in the banking sector,
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where modern technology has led to redefining financial services and improvements in efficiency,
competitiveness and involvement of buyers [1]. This has created conditions for changing
traditional practices and open new opportunities for interaction with clients. Digital transformation
does not only involve introduction of modern technology in business activities but also reviewing
of organizational processes aimed at satisfaction of ever-changing market requirements [2].

Digital transformation has been attracting the attention of numerous authors ever since the
2000s, and Patel and McCarthy (2000) were the pioneers in this field [3]. However, their theories
were preliminary and the research of digital transformation concepts was not all-out. Subsequent
research led to a better understanding of this concept. Teng et al. (2022) point out that “digital
transformation is associated with digital technologies, including artificial intelligence (AI), big
data, cloud computing, and blockchain, enabling enterprises to thrive through new technologies,
products, models, and approaches, thereby fostering sustainable and diversified growth” [4].

Due to more demanding expectations of clients in the past few years, the banking sector has
been continuously facing new challenges. These challenges have additionally gained in weight by
strengthening of financial technology (fintech) companies, offering innovative, rapidly adaptable
and technology-led alternatives to traditional banking services [5]. In order to stay competitive
under such conditions, banks turned to implementation of modern technologies and seeking
innovative solutions in communication with clients. Digital transformation in the banking sector
has over time imposed itself as a strategic imperative in boosting competitiveness, operating
efficiency and highest possible satisfaction of clients’ requirements [1]. This process has a double
role in the banking sector, enabling banks, on the one side, to offer new channels of services
through electronic platforms (e-banking, virtual banking) and service points (e-branch stores,
POS), while, on the other side, reducing the number of brick-and-mortar branches and employees,
having as an effect reduction in operating costs [6]. As a consequence, the banking industry
spends three times more money on IT investments compared with other branches of industry [7].

In terms of attracting clients and improving communication with existing ones, digital
marketing and social media have become an inseparable part of modern marketing strategies in the
banking sector [8]. Main digital marketing tools in the banking sector are: “search engine
optimization (SEO), social media marketing (SMM), content marketing, traffic management,
email marketing, contextual advertising, gamification, mobile marketing, etc.” [9]. Digital
communication channels have become a key tool for banks to cope with the increasing market
demands and the ambition to keep loyal users of their services, as well as for winning new service
users [10]. In that context, digital transformation of marketing communication has become an
essential factor in the process of adjustment of banks to modern business environment, opening
space to further research relating to the role of marketing communication digital channels and
fostering relations between the banks and their clients.

Although there is a significant number of authors involved in the research of digital
transformation in the banking sector, insufficient attention has been paid to looking into its impact
on bank marketing communication, particularly in the context of the way in which digital channels
affect interaction with clients and the challenges arising once they are implemented in practice.
The aim of this paper is to analyse the impact of digital transformation on changes in marketing
communication of the banks with a special focus on the analysis of digital channels used in
interaction with clients and key challenges occurring in their application. Accordingly, the paper
research question is: how is digital transformation affecting bank marketing communication and in
what way does the use of digital channels affect relations with clients? The significance of the
research is in its improving the understanding of the role of digital channels and determining
factors that improve relations with clients in the banking sector.

DIGITAL TRANSFORMATION IN THE BANKING SECTOR

Digital transformation in the banking sector implies not only giving up the traditional
frameworks and shift to digital environment, but also the change of organizational structure,
manner of doing business and communication, as well as of approach to satisfying customer
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demands. Application of technologies such as artificial intelligence and big data has had a further
impact on this process accelerating its development. This transformation includes the development
of information and communication technologies that significantly affecting the way in which
clients conduct banking operations, changes in market expectations and models of financial
mediation [11]. “An efficient digital transformation starts with understanding buyers’ digital
behaviour, their preferences, choices and interests™ [12]. In addition to that, digital transformation
contributes to increase of bank income and costs reduction with simultaneous greater availability
and quality of services. Digital transformation also introduces additional requests regarding digital
harmonization and cyber security, being one of the key challenges for modern banks.

Digital transformation has also led to changes in clients’ expectations, particularly regarding
security, efficiency and practicality. In the past few years these challenges have become more
serious due to advent of new banking market participants - financial-technology companies
(FinTech), focused on the segments such as mobile payments market, personal lending, general
insurance, as well as financial advisory [11]. These companies have become significant
competitors to banks, primarily due to the fact that their operations are based on satisfying client
expectations, simplicity and transparency. Their advantage is reflected in a high level of
specialization, innovation and the fact that they do not carry a burden of outdated information
systems like some banks do. Besides, they offer agile, technology-driven alternatives to traditional
banking services [5].

FinTech industry is made of diversified companies combining financial services with modern
technologies [13]. Shin and Choi (2019) state that these companies constitute a platform for a
sustainable economic growth and are important drivers of the Fourth Industrial Revolution [14].
Compared to traditional banks, FinTech have a few advantages. They can give a solution for
sustainable finance through microfinance or crowdfunding, while some of them distribute
insurance and other financial instruments or provide third-party services [15]. In this way, these
companies contribute to cost reduction and financial service quality improvement in the financial
services industry. A number of novelties in the financial services sector resulted in change of
customer habits and their financial behaviour, as well as in new ways of service provision.

To stay in business under modern market circumstances, banks turned to digital exchange of
data and application of an omni-channel approach. To reduce a gap created between them and
FinTech companies, banks need to constantly innovate their products and services, develop digital
platforms, improve customer experience and improve communication with their clients.

An Omni-Channel approach enables us to see in the most efficient way how a bank can shift
from traditional to digital banking. “Omni-Channel is a multi-channel approach to customer
service with all channels tightly integrated, keeping the client in the centre of integration” [12].
Hence, this approach relates to integrated management of all communication channels and service
distribution, enabling unique customer experience, faster provision of services, greater efficiency
and greater client loyalty. In the modern business environment customers are more tech-savvy
with increasingly complex demands to the banks, expecting them to follow their ever-changing
needs and preferences. In accordance with such requirements, banks adapt their services, products,
as well as communication strategies, as only that way they can stay in business in a competitive
banking market.

MARKETING COMMUNICATION IN BANKING

Marketing communication in banking refers to the use of various communication channels
and tools used by banks to inform clients about products and services and to strengthen trust and
loyalty. Modern market conditions implying intense competition mean that banks are forced to
apply innovative marketing communication strategies. A well devised strategy is fundamental to
establishing long-term relations with clients, satisfying their demands and changing expectations,
as well as attainment of business objectives. “Marketing communication strategies can prove to be
a mantra for the success of banking” [16]. Compared with other sectors, marketing communication
in banking has a pronounced information and educational role due to the complexity of financial

STED 2026, Trebinje, June, 04-07, 2026. Republic of Srpska, B&H 137



Vukicevi¢, J., & Jovie, LJ. (2026). The Impact of Digital Transformation on Marketing
Communication in the Banking Sector.

services and the necessity to reduce customer risk perception. In that context, marketing
communication is established through a combination of traditional and digital channels that
together constitute an integrated system of communication with clients.

The nature of financial services and the complexity of client relations significantly determine
marketing communication in the banking sector. Trust is a key factor determining this
communication as banks possess sensitive financial information on their clients due to which the
communication must be reliable and transparent. In addition to that, marketing communication has
an educational function resulting from the complexity of banking products and the need to inform
clients on their features and risks. One of the most important factors that contributed to the
improvement of communication is the application of CRM (Customer Relationship Management)
enabling banks to attract new clients and ensure their long-term loyalty [17]. CRM systems are “a
360-degree view of the clients and this integrated multiple channels to provide the view to the
banks” [18]. These systems enable banks to achieve their targeted marketing communication,
efficient collection and analysis of data and improve customer experience [19]. Modern research
results show that the application of relationship marketing significantly contributes to client
satisfaction and loyalty boost in the banking sector [19], [20].

Digital transformation has led to significant changes of the role of traditional and digital
marketing communication channels. Traditional channels, such as television, radio and press were
used for a long time as the primary marketing communication channels in the banking sector.
Their application has a number of limitations in terms of interaction and possibility of targeting
certain groups. Development of digital technologies enabled introduction of digital
communication channels, such as social networks, mobile applications, bank web pages and e-
mail marketing. These channels enable a faster and two-way communication, efficient exchange of
information and greater availability of services to customers. They give banks a possibility of a
precise market segmentation and personalization of communication messages thus increasing the
communication efficiency and client involvement level [21]. Although the importance of
traditional channels dwindled over time, the practice has proven that they still have their role in
modern marketing strategies, especially in the context of their integration with digital channels
that led to the development of an Omni-Channel approach in communication with clients.

THE IMPACT OF DIGITAL TRANSFORMATION ON MARKETING
COMMUNICATION

Changes in bank communication with clients were prompted by digital transformation in the
banking sector. While the traditional approach had numerous limitations, such as one-way
communication, the modern digital framework enables interactive and personalized real-time
communication. Electronic media and interactive platforms, such as social networks, websites,
mobile apps and email, have a crucial role in this transformation, as well as in changing marketing
practices [22]. These channels enable banks to perceive and understand customer needs and adjust
communication strategies to their preferences [23]. CRM strategy enables banks to establish long-
term relations with clients, as well as to boost their profit through adequate management systems
and application of customer-focused strategy [24]. Effective communication with customers has
become one of the crucial factors of staying in business. Digital transformation has an impact on
the change of the complete marketing communication paradigm, as it not only changes the
communication channels used by banks, but also the way in which marketing messages are created
and distributed [25].

The way in which banks communicate with clients has an impact on the loyalty of the
existing, as well as on a possibility of attracting new clients, due to which modern digital
communication channels, and in particular social networks, record a significant growth in modern
banking [26]. These channels enable customers to have at all times contact with the banks which
adapt communication contents to their needs and preferences. Electronic and mobile banking are
the most widely used digital communication channels in the banking sector in the Republic of
Serbia, and they are followed by websites and social networks [26]. The use of these
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communication channels ensures greater efficiency of marketing activities and more precise client
targeting in comparison to traditional channels [10].

Facebook is one of the most influential and most widely used social network which in
February 2024 marked its 20" anniversary. According to the data, this platform had over three
billion users in April of that year [27], while the number of users in the Republic of Serbia in 2025
was around 4.8 million [28]. In spite of a lower year-on-year growth in comparison with other
social networks, Facebook is still the most significant marketing communication channel enabling
precise population targeting. This platform offers banks a possibility to communicate with their
clients in different ways and to improve their reputation through the use of business page,
advertising, promotional posts and application promotion [29]. Its principal function is to inform
users and, having in mind a great number of active users, it is possible to derive a conclusion on
the scale of impact of this digital communication channel on bank operations [26].

Instagram, as a social network based on sharing image content and visual impression, had
over two billion of active users in the month of April in 2024 [27], while the number of users in
the Republic of Serbia at the end of 2025 exceeded 3.5 million [28]. Compared with the platforms
like TikTok and Snapchat, Instagram has a greater number of users, while almost one third of
them are the young between 18 and 24 years of age. This social network offers numerous
possibilities of communication with users whereby the success of communication with the
targeted audience depends on the ability of the brand to create adequate content [26]. Instagram
has had the highest user growth rate in the past few years and has become an important digital
communication channel enabling population targeting, usually under the age of 30 [30].

X (formerly Twitter), based on the exchange of short text messages, has over 300 million
users globally and over 300,000 users in the Republic of Serbia [26]. Banks with an account on
this platform try to attract new clients through a simplified communication and short messages.

LinkedIn is a professional social network through which banks publish contents and build up
their digital profile. The number of users in 2025 was over 1.1 billion globally [31], while the
number of users in the Republic of Serbia was over 1.6 million. In comparison with other social
networks, the specific characteristics of this platform are business-oriented networking and
employment, whereby it has a significant role in recruiting staff of specific professional profiles
[26]. Therefore, banks use this network both for the promotion of their services and to find
qualified staff.

Social networks, as modern digital communication channels, enable not only faster
dissemination of information but also collecting of feedback, which pushed the quality of
communication between the banks and customers to a higher level, as well the decision-making
process. Digital transformation created conditions for development of an omni-channel approach
which implies integration of several communication channels and unique customer experience.
Only that way the banks can meet modern market demands relating to an efficient communication
in the modern digital environment. In order to ensure their position on the competitive banking
market, banks need to efficiently integrate and use in an optimal way all available digital
communication channels.

Beside social networks, significant marketing communication channels in the banking sector
are mobile applications and mobile platforms. With the growing use of mobile phones, conditions
have been created for users to have a permanent access to banking services through its simple use
[32]. Mobile banking enables a simple and personalized communication between the client and the
bank and it is predominantly achieved through real-time notifications and information. The
primary role of web platforms is based on informing clients by the banks and on the provision of
various types of customer support. Integration of these channels with other bank digital
communication channels enables the development of an omni-channel approach and building up
long-term relations with customers [33].

Digital transformation in the banking sector also resulted in changes in marketing
communication approach, shifting the focus increasingly to data-driven marketing and use of
personalization. The main difference between this and traditional approach is in the possibility for
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banks to plan and optimize their marketing activities on the basis of available data on clients, bank
products and communication channels. Data-driven marketing offers the banks a possibility to
better understand their clients thus fostering their loyalty by meeting their requirements. Client
communication is based on targeted and personalized messages adapted to client needs and
preferences.

This modern digital environment also created conditions for the development of modern
concepts leading to a more efficient and personalized marketing communication. In addition to the
already mentioned omni-channel approach, some of the most important modern concepts are
customer experience management (Customer Experience — CX) and real-time communication.
Customer Experience (CX) concept implies managing all customer contact points aimed at
boosting client satisfaction and building up long-term relations with them [34]. Real-time
communication offers banks a possibility to track customer behaviour and changes in their
preferences in order to react in real time.

CHALLENGES AND RISKS

Digital transformation resulted in numerous advantages in the banking sector. Adoption of
the new technologies created a need for the banks to undergo significant changes in their operation
and strategies [35]. In spite of numerous benefits digital transformation has brought about, its
effects on risk management and risk assumption capacity are still an insufficiently researched field
[36]. Some of the fundamental challenges of digital transformation in marketing communication
the banks are exposed to relate to: data security and protection, technical challenges,
organizational and personnel challenges, economic and strategic challenges, customer experience
(CX) management challenges, as well as reputational challenges associated with negative impact
through digital channels.

Data security and protection of client privacy in marketing are some of the most important
challenges encountered by the banks in digital communication with the existing and potential
clients. As marketing communication in digital environment is a personalized marketing requiring
collection of a great number of security-sensitive data on customers, it is very important for the
banks to provide their protection. To mitigate these risks, it is necessary for the banks to invest in
cyber-security measures and strictly comply with the regulations on data protection [37]. In
addition to that, it is necessary to define efficient strategies and practical tools applicable in day-
to-day operations which increase data security [38].

Technical challenges occur at new digital platforms implementation and their connection
with the existing systems. The existing systems are often outdated and incompatible, frequently
making introduction of new technologies difficult [37]. Their introduction usually requires
significant funds and the very process is sometimes very complex. To reduce such risks banks
need to introduce new technologies gradually and carefully using mediator software [37]. Banks
should choose those communication channels and digital tools that are easier to integrate in the
existing infrastructure and help attain goals on the long run.

Organizational and personnel challenges are linked with the fact that digital transformation in
marketing communication requires new skills while the employees may resist such changes. In
order to create new digital competences banks organize various trainings, workshops and
improvement programmes. The openness of employees to the introduction of new digital
technologies and their active participation in the very process significantly facilitates a successful
digital transformation and increases efficiency of marketing communication in the banking sector.

Economic challenges are connected with the fact that digital transformation implies
significant investments and high implementation costs, which is why cost-effectiveness of
investments and impact of budgetary restrictions are often questioned. In order to overcome these
challenges, banks are expected to perform detailed cost-benefit evaluations, align priorities with
strategic objectives, and allocate finance resources strategically [37]. Under such circumstances
banks need to plan carefully their marketing communication strategies aimed at optimal costs,
boosting efficiently and keeping their competitive market position [25].
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Customer experience (CX) management is one of the biggest challenges in the digital
transformation of marketing communication. CX management implies coordination of all
customer contact points and continuous tracking of their needs, expectations and preferences. It is
necessary for the banks to integrate data they collect from different channels and personalize all
interactions without undermining customer privacy. If banks fail to adequately analyze data and do
not react timely to changes in customer preferences, that will have an adverse impact on customer
satisfaction and their loyalty [34].

The risk of negative impacts through digital channels has become particularly pronounced in
recent years due to the rapid development of information technologies and the increasingly
widespread use of social networks. The spread of negative information on social networks makes
it difficult for banks to manage their reputation [39]. The fact that digital channels are accessible
to a wide range of users further increases this risk. Furthermore, social networks facilitate the
rapid spread of information, as well as misinformation and rumors about the financial condition of
banks. On the other hand, the positive tone of banks' posts and their active presence on social
networks can mitigate reputational damage [39], as well as have a positive effect on clients' trust.
Although social networks facilitate communication between banks and clients, they can also
contribute to the spread of negative comments, expressions of dissatisfaction and reputational
problems. Therefore, timely responses to inaccurate information and transparency in
communication through digital channels are essential for maintaining clients’ trust.

In spite of the existence of the above stated, but also of numerous other risks and challenges,
digital transformation is the principal driver of bank marketing communication quality
improvement. To be able to use the benefits of digital transformation to a highest possible level,
banks need to be able to efficiently manage the stated risks. Accordingly, it is necessary for the
banks to continuously adapt their strategies, boost digital competences of employees and focus on
customer experience.

CONCLUSION

Digital transformation in banking has significantly changed the organizational structure,
business practices and communication of banks with clients. On the other hand, it changes clients'
expectations, especially in terms of security, efficiency and availability of information when using
banking services. Marketing communication with clients in a digital environment is increasingly
based on a combination of traditional and digital channels, and such an integrated system is the
basis for building stronger and longer-term relationships with clients, as well as gaining their trust
and loyalty.

Although digital transformation in banking has numerous advantages, banks in this process
also face various challenges related to data security and protection, technical challenges,
organizational and personnel challenges, economic and strategic challenges, customer experience
(CX) management challenges, as well as reputational challenges associated with negative impact
through digital channels. To exploit the full potential of these changes, banks need to continuously
adapt their strategies, implement security measures, improve the digital competence of employees
and focus on customer experience.

The findings indicate that digital channels improve communication with clients and reinforce
competitive advantages of banks. Practical implications indicate the need for banks to integrate
communication channels, efficiently manage data and improve customer experience through the
application of modern technologies. Future research could focus on the empirical analysis of the
impact of modern digital technologies on the efficiency of marketing communication and
customer satisfaction in the banking sector. Additionally, future papers could deal in more detail
with the impact of modern technologies on marketing communication in other branches of
industry.

STED 2026, Trebinje, June, 04-07, 2026. Republic of Srpska, B&H 141



Vukicevi¢, J., & Jovie, LJ. (2026). The Impact of Digital Transformation on Marketing
Communication in the Banking Sector.

DECLARATIONS OF INTEREST STATEMENT
The authors affirm that there are no conflicts of interest to declare in relation to the research
presented in this paper.

LITERATURE

1. Xuan, B. M., Huy, T. N., Thanh, H. P., & Poan, L. H. (2025). An overview of digital
transformation in the banking sector through bibliometric analysis. International Journal of
Knowledge and Systems Science, 16(1), 1-20. https://doi.org/10.4018/1JKSS.384591

2. Schallmo, D., Williams, C. A., & Boardman, L. (2017). Digital transformation of business
models—Best practice, enablers, and roadmap. International Journal of Innovation
Management, 21(8), 1-17. https://doi.org/10.1142/S136391961740014X

3. Patel, K., & McCarthy, M. P. (2000). Digital transformation: The essentials of e-business
leadership. McGraw-Hill Professional.

4. Teng, X.,, Wu, Z., & Yang, F. (2022). Research on the relationship between digital
transformation  and  performance of SMEs.  Sustainability,  14(10), 6012.
https://doi.org/10.3390/sul14106012

5. Gomber, P., Koch, J. A., & Siering, M. (2018). Digital finance and FinTech: Current research
and future research directions. Journal of Business Economics, 87(5), 537-580.
https://doi.org/10.1007/s11573-017-0852-x

6. Kitsios, F., Giatsidis, 1., & Kamariotou, M. (2021). Digital transformation and strategy in the
banking sector: Evaluating the acceptance rate of e-services. Journal of Open Innovation:
Technology, Market, and Complexity, 7(3), 204. https://doi.org/10.3390/joitmc7030204

7. Gartner UK Ltd. (2013). Gartner says worldwide enterprise IT spending is forecast to grow
2.5 per cent in 2013. https://www.pressebox.com/pressrelease/gartner-uk-ltd/Gartner-Says-
Worldwide-Enterprisel T-Spending-is-Forecast-to-Grow-2-5-Per-Cent-in-2013/boxid/555441
[accessed: 17 March 2026].

8. Unvan, Y. A., & Badlo, Y. (2021). Digital marketing and social media: A review. E-Business
Technologies Conference Proceedings, 1(1), 61-66.

9. Hrytsenko, L., & Kozhushk, 1. (2023). Banking marketing development trends in the context
of digitalization. Visnyk of Sumy State University. FEconomy Series, 4, 53-63.
https://doi.org/10.21272/1817-9215.2023.4-06

10. Stojanovi¢, M., Velickovi¢, A., Vukicevié, J., & Miti¢, P. (2024). Efikasnost digitalnih kanala
komunikacije u ponudi bankarskih kredita: empirijska analiza na teritoriji NiSavskog okruga.
Ekonomija: teorija i praksa, 17(1), 38-58. https://doi.org/10.5937/etp2401038S

11. Omarini, A. (2017). The digital transformation in banking and the role of FinTechs in the new
financial intermediation scenario. MPRA Paper No. 85228, University Library of Munich,
Germany.

12. Zelenovié, V., & Duki¢ Mijatovi¢, M. (2020). Digital transformation in banking as a strategic
imperative. International Scientific Conference Strategic Management and Decision Support
Systems in Strategic Management. https://doi.org/10.46541/978-86-7233-380-0_45

13. Moro-Visconti, R., Cruz Rambaud, S., & Lopez Pascual, J. (2020). Sustainability in FinTechs:
An explanation through business model scalability and market valuation. Sustainability,
12(24), 10316. https://doi.org/10.3390/su122410316

14. Shin, Y. J., & Choi, Y. (2019). Feasibility of the fintech industry as an innovation platform for
sustainable economic growth in  Korea. Sustainability, 11(19), 5351.
https://doi.org/10.3390/sul1195351

15. Diener, F., & Spacek, M. (2021). Digital transformation in banking: A managerial perspective
on barriers to change. Sustainability, 13(4), 2032. https://doi.org/10.3390/su13042032

16. Dr Manisha. (2017). Marketing communication as a pivotal strategy for banking sector - A
study of literature. International Journal of Engineering Research & Technology (IJERT),
5(11), 1-6. https://doi.org/10.17577/TJERTCONVS5IS11001

142 STED 2026, Trebinje, June, 04-07, 2026. Republic of Srpska, B&H


https://doi.org/10.4018/IJKSS.384591
https://doi.org/10.1142/S136391961740014X
https://doi.org/10.3390/su14106012
https://doi.org/10.1007/s11573-017-0852-x
https://doi.org/10.3390/joitmc7030204
https://www.pressebox.com/pressrelease/gartner-uk-ltd/Gartner-Says-Worldwide-EnterpriseIT-Spending-is-Forecast-to-Grow-2-5-Per-Cent-in-2013/boxid/555441
https://www.pressebox.com/pressrelease/gartner-uk-ltd/Gartner-Says-Worldwide-EnterpriseIT-Spending-is-Forecast-to-Grow-2-5-Per-Cent-in-2013/boxid/555441
https://doi.org/10.21272/1817-9215.2023.4-06
https://doi.org/10.5937/etp2401038S
https://doi.org/10.46541/978-86-7233-380-0_45
https://doi.org/10.3390/su122410316
https://doi.org/10.3390/su11195351
https://doi.org/10.3390/su13042032
https://doi.org/10.17577/IJERTCONV5IS11001

Vukicevi¢, J., & Jovie, LJ. (2026). The Impact of Digital Transformation on Marketing
Communication in the Banking Sector

17.Sota, S., Chaudhry, H., Chamaria, A., & Chauhan, A. (2018). Customer relationship
management research from 2007 to 2016: An academic literature review. Journal of
Relationship Marketing, 17(2), 277-291. https://doi.org/10.1080/15332667.2018.1440148

18. Alrubaiee, L., & Al-Nazer, N. (2010). Investigate the impact of relationship marketing
orientation on customer loyalty: The customer's perspective. International Journal of
Marketing Studies, 2(1), 155-174. https://doi.org/10.5539/ijms.v2nlp155

19. Babuhai Sakariya, A. (2016). The role of relationship marketing in banking sector growth.
International Journal of Scientific Research in Computer Science, Engineering and
Information Technology, 1(3), 104-110. https://doi.org/10.32628/CSEIT2172346

20. Domazet, 1., & Neogradi, S. (2023). Customer relationship management: A key factor in
banks’  competitiveness in  modern  business. Proceedings 2023, 85, 36.
https://doi.org/10.3390/proceedings2023085036

21. Mili¢, N. (2020). Drustvene mreze kao segment digitalnog marketinga u bankarstvu. Trendovi
u poslovanju, 8(16), 57-69.

22.Krishen, A. S., Dwivedi, Y. K., Bindu, N., & Kumar, K. S. (2021). A broad overview of
interactive digital marketing: A bibliometric network analysis. Journal of Business Research,
131, 183-195. https://doi.org/10.1016/j.jbusres.2021.03.061

23. Seth, T., Keshari, N., & Jha, S. N. (2023). Exploring digital marketing in the banking sector: A
comprehensive overview. Satraachee, 40(28), 324-339.
https://doi.org/10.0111/Shodhank.2024224040

24. Hadzi¢, M. (2013). Bankarstvo. Univerzitet Singidunum.

25. Verhoef, P. C., Broekhuizen, T., Bart, Y., Bhattacharya, A., Dong, J. Q., Fabian, N., &
Haenlein, M. (2021). Digital transformation: A multidisciplinary reflection and research
agenda. Journal of Business Research, 122, 889-901.
https://doi.org/10.1016/j.jbusres.2019.09.022

26. Domazet, 1., Neogradi, S., & Simovi¢, V. (2019). Znacaj drustvenih mreza kao digitalnih
kanala  komunikacije =~ u  srpskim  bankama. = Marketing, 50(4),  289-297.
https://doi.org/10.5937/markt1904289X

27. Statista. (2025). Social media - statistics & facts. https://www.statista.com/topics/1164/social-
networks/?srsltid=AfmBOopUeqg27AiVvYH4PbIW WKogbwjcFOw7gaM01Cxai_gBfve dg
Gm#topicOverview [accessed: 3 April 2026].

28. DataReportal. (2025). Digital 2025: Serbia. https://datareportal.com/reports/digital-2025-
serbia [accessed: 3 April 2026].

29. Stokes, R. (2018). E-marketing — The essential guide to marketing in a digital world. The Red
& Yellow Creative School of Business.

30. Tiago, T. M., & Verissimo, J. M. (2014). Digital marketing and social media: Why bother?
Business Horizons, 57(6), 703-708. https://doi.org/10.1016/j.bushor.2014.07.002

31.DemandSage. (2026). 50 Linkedin  Statistics 2025  (active users data).
https://www.demandsage.com/linkedin-statistics/ [accessed: 3 April 2026].

32.Todi¢, M., & Daji¢, M. (2018). Perspektive mobilnog bankarstva u Srbiji. Casopis za
ekonomiju i trzisne komunikacije. 8(1), 19-36. https://doi.org/10.7251/EMC1801019T

33. Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2015). From multi-channel retailing to omni-
channel retailing. Journal of Retailing, 91(2), 1-8. https://doi.org/10.1016/j.jretai.2015.02.005

34.Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the
customer journey. Journal of Marketing, 80(6), 69-96. https://doi.org/10.1509/jm.15.0420

35.Kraus, S., Jones, P., Kailer, N., Weinmann, A., Chaparoo-Banegas, N., & Roig-Terno, N.
(2021). Digital transformation: An overview of the current state of the art of research. Sage
Open, 11(3), 1-15. https://doi.org/10.1177/21582440211047576

36.Chen, Z., Li, H.,, Wang, T., & Wu, J. (2023). How digital transformation affects bank risk:
Evidence from listed Chinese banks. Finance Research Letters, 58, 104319.
https://doi.org/10.1016/7.1r1.2023.104319

STED 2026, Trebinje, June, 04-07, 2026. Republic of Srpska, B&H 143


https://doi.org/10.1080/15332667.2018.1440148
https://doi.org/10.5539/ijms.v2n1p155
https://doi.org/10.32628/IJSRCSEIT
https://doi.org/10.32628/CSEIT2172346
https://doi.org/10.3390/proceedings2023085036
https://doi.org/10.1016/j.jbusres.2021.03.061
https://doi.org/10.0111/Shodhank.2024224040
https://doi.org/10.1016/j.jbusres.2019.09.022
https://doi.org/10.5937/markt1904289X
https://www.statista.com/topics/1164/social-networks/?srsltid=AfmBOopUeqg27AiVvYH4PblWWKogbwjcFOw7gaM01Cxai_gBfvc_dgGm#topicOverview
https://www.statista.com/topics/1164/social-networks/?srsltid=AfmBOopUeqg27AiVvYH4PblWWKogbwjcFOw7gaM01Cxai_gBfvc_dgGm#topicOverview
https://www.statista.com/topics/1164/social-networks/?srsltid=AfmBOopUeqg27AiVvYH4PblWWKogbwjcFOw7gaM01Cxai_gBfvc_dgGm#topicOverview
https://datareportal.com/reports/digital-2025-serbia
https://datareportal.com/reports/digital-2025-serbia
https://doi.org/10.1016/j.bushor.2014.07.002
https://www.demandsage.com/linkedin-statistics/
https://doi.org/10.7251/EMC1801019T
https://doi.org/10.1016/j.jretai.2015.02.005
https://doi.org/10.1509/jm.15.0420
https://doi.org/10.1177/21582440211047576
https://doi.org/10.1016/j.frl.2023.104319

Vukicevi¢, J., & Jovie, LJ. (2026). The Impact of Digital Transformation on Marketing
Communication in the Banking Sector.

37.Sackey, J. (2023). Risks and challenges in digital transformation in marketing.
https://jamessackey.marketing/2023/12/22/risks-and-challenges-in-digital-transformation-in-
marketing/ [accessed: 8 April 2026].

38.Jakovljevi¢, N. (2022). Analiza sajber pretnji kao faktor rizika u bankarskom sektoru.
Bankarstvo, 51(3-4), 32-65. https://doi.org/10.5937/bankarstvo2204032J

39.Huan, X., Parbonetti, A., Redigolo, G., & Zhang, Z. (2024). Social media disclosure
and reputational damage. Review of Quantitative Finance and Accounting, 62(4), 1355-1396.
https://doi.org/10.1007/s11156-023-01239-z

144 STED 2026, Trebinje, June, 04-07, 2026. Republic of Srpska, B&H


https://jamessackey.marketing/2023/12/22/risks-and-challenges-in-digital-transformation-in-marketing/
https://jamessackey.marketing/2023/12/22/risks-and-challenges-in-digital-transformation-in-marketing/
https://doi.org/10.5937/bankarstvo2204032J
https://doi.org/10.1007/s11156-023-01239-z

