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MODEL OF INTEGRATED MARKETING COMMUNICATION
OF COMMERCIAL BANK — THEORETICAL APPROACH

This article deals with the importance of integdht@arketing communication
(IMC), in more details with the theoretical modélIMC designed in accordance
with the needs of any commercial bank. The goahisf article is to emphasize
segmental orientation applied in communication nedas well as the need
to implement such important parameters as loyaltystomer satisfaction
and its individual value (customer value).

INTRODUCTION

Marketing communication and its integrated form banconsidered as one of the
most important factors of success of any commetmak in current market environment.
On the one side — miscellaneousness of bankinguptedind services, on the other their
substitute value require specific communicatiomfewith the target market /clients/ that
help to transform just a potential client into &t with a high level of customer loyalty
with a given bank. From any bank’s point of vietattkind of customer usually has a
higher individual value then a fluctuate one. Ircadance with the European Union’s
ambitions to remove any restrictions in changingsa/financial, administration/ and
cancellation of requirements to have a bank acciouthte same bank as any bank loan /the
basic bank products/, improvement of on-line bagkias well as changes in customers *
financial needs /especially from the point of viedvvalue security of their wealth and
requirements of complexity of customer’s financr@eds/, increasing of individual
financial sophistication, force commercial banksdassess their actual product portfolios,
increase their values from the customer’s pointi@fv by additing additional services and
realize effective communication with the targettonser.
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1. THE THEORETICAL PROPOSAL FOR THE CREATION
OF A COMMUNICATION MODEL BANK

Effective communication on the one hand, banks ntwstd on its long-term
goals, it must replicate its business strategyladed value and corporate mission. At the
same time sent a bank must meet minimum qualiterca ie j. realize how their own
explanatory. On the other hand, deliberately mamagecessful communications with the
client is determined by the ability of banks to arstand the client, his needs,
requirements, attitudes, preferences, behaviohénprocess of shopping behavior, etc..
Which should contribute to that any information tsbg the bank deliberately without
regardless of the communication channel and foerpirception of the client and create a
compact integrated picture of the organization anthmunicating positive occurs even
purchase decision-making individuals or organizetio

Creating a communication strategy for enterprisgewevel is a very complex
process. If the bank decides on a strategy of camgation, the ability, resources, image
and competitive advantage are usually "bound" lay $itrategy. Based on the assumption
that the bank is known in certain markets, with s@roduct portfolio, additional services,
a corresponding pricing, technology, marketing,..etd’hen a radical change in
communication strategy from the perspective cannfyggroved, respectively. jeopardize
everything that has built up.

Marketing communication strategy is a functionaaasuch as marketing strategy
and a deliberate process of integrated communitatior the planned use of various
communication elements. An effective communicatgirategy should help to achieve
company-wide goals (top-level goals) fulfilment epecific objectives for promotion.
Furthermore, the development of the central creatdea, developed conceptual link
between communication goals and ways to reach thigma focus on target groups of
clients. The process of creating a communicatiositesjy should necessarily replicate the
creation of an overall strategy and the bank shanfdude creation and (integrated)
communications modél.

In practice, there is no universally applicable deloof IMK, which would
guarantee the effectiveness of the Bank of Comnatioics with a target market and
indirectly by helping to achieve its business obij@s because they are developed taking
into account the various input data is set diffetanget groups, which may have different
affinity to various means of communication and raedre determined by a variety of
marketing communications objectives, different Isvef communication budget is a
different character of the product area as the badctoral orientation, communicator, and
other variables to be incorporated in the desigmigfgrated communication model. From
that follows that any bank established a commuitinamodel in the current conditions,
should accept the ground rules with the requireroérsegmentation IMK orientation and
links to other areas of marketing, especially retethip marketing and CRM, as the

2 Note.: In scientific literature there is a conaggtinconsistency of interpretation of "communioatmodel”. In
our case, we will build on the definition of Smithho describes the communication model as a selfeofents of
marketing communications - communication mix crédi@ the target group. It is an integral part osimess
communications strategy.
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integrity of marketing communications at presentt ramly the integrity level of
communication mix or marketing mix, but only at theegrity of relationships.

In developing a communication strategy, banks lmaild a theoretical model of
the value of the spectrum (Eng.-value spectrum mhodehich would include Main
mentioned above facts, while stressing the impodaof loyalty and relationship value
(current, potential) clients of the bank's persipectConsequently, also depending on the
position of clients in positional map (matrix) highow loyalty and high - low value, the
bank would decide on its communications mix, in $base that part of the communication
budget would follow, respectively. Also divided acding to the following segmented
clients within the "classical" communication prograPay the basic rule, the higher the
value, and customer loyalty, greater willingnessh®ybank should evolve so that the client
maintain and increase its value, and therefore dogte a more effective form of
communication, especially with a higher degree mtkriaction. The net effect of the
implemented model of communication should be either

« direct increase in the value of a client if theentls existing bank, through a strong
product acquisitions;

e indirectly increase the value of the client, praddhat the client is satisfied with
the level of meeting their financial needs by thank, there is more likely that the
positive was handed to someone else,

e increase customer loyalty,

e amore rational allocation of resources, commuitoatbudgets.

Creating an optimal model for the IMK acceptanceditions taking into account
the degree of communication interactions, dependingndividual customer value and
loyalty from the perspective of the bank dictatest interconnection of database marketing
and CRM. Client database of banks should includevaat information about individual
clients in terms of selected criteria. Through téghes data bank would be able to identify
clients' tendency to consumption of certain prosiuihancial programs, the volume of
transactions and their characteristics, demogragacacteristics of clients, to quantify the
added value of new potentially profitable segmentd so on. And to adapt new product
programs and Qualifying models IMK Bank and thei If the bank is unable, through
their databases to create segments characterizéggigal customer" as a representative of
the segment on relevante input data, then premarth&t segment of the marketing mix,
there is likely to reduce resources spent on igtffe communication with the target
market and increase the value of view of the bank.

Loyalty (Eng. customer loyalty) as a Multi-qualiparameter associated with the
ability to meet customer needs and its overall safsorganization in terms of corporate
image, with the overall rate of satisfaction. Enually, it was confirmed that if the
customer is satisfied with the degree of satisfectof their needs, with the product,
respectively. Service you bought, the more likdlg product, service re-purchase, will
distribute the positive ad (existing potential éxtensive acquisition), less attention is paid
to supply the competition and also confirmed thghbi the likelihood that in the company
will also buy other products (existing potentiat fatense acquisition), t. j. become loyal
customers. The accuracy of parameter options altippoints and the fact that the cost to
maintain loyal customer surveys represent about 20%e total cost of acquiring new
customers. At the same time the strategy of bugldiffective relationships with existing
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customers today - at the time of financial and ecoie crisis are the preferred strategies
for acquiring new customers, respectively. Firssibess strategies give a higher priority.

(7]

Limiting the model may be that the parameter ofaloy can be seen either as a
purely transaction quantity (quantitative) or erondl (qualitative) variable, or a
combination of both variables.

Transactional loyalty is obtained by various phgkigenefits, but the strategy for
building this kind of loyalty is easily napodoHite® competitors. In the case of bank
transaction loyalty is obtained mainly through oesgional interest rates, interest rate
bonuses welcome contributions, additional free isesy gifts and so on. (mainly tools in
support). Emotional loyalty is based more on thality of the relationship between bank
and client and is determined primarily approachhibek and its employees to the client
and client's trust level in particular in termsgefality and safety.

From the perspective of banks need to be built botimutual coexistence of
loyalty, because both contribute to creating custosatisfaction to the positive perception
of banks as a whole.

The second parameter taken into account in theggexp model is the value of
customer IMK (Eng. customer value). This paramsteyuld reflect the overall value they
bring a client bank, or brings. potentially couldguce.

In practice, the value of the customer agrees itiquédar with the cumulative
monetary value of production, the firm was soldhat customer, often expressed through
the indicator of overall revenues (Eng. monetatyej It is important to identify, acquire
and retain so. profitable customers, ie j. econoermitities, with maximum positive net
worth (return on customer "net" costs to the cugtigm

Regarding the banking sector, identifying the dlias a customer with a high
value is now treated as particular with the prifespof private banking and identifying
known. VIP clients, it means clients, the valueas$ets managed (funds) exceeds the limit
set by the Bank or the amount of credit turnovethim current account of the client. These
customers usually treat an individual bank, commation has a higher degree of
interaction than the 'normal’ clients and also roffeoducts and services adapted to their
individual needs. All this so that by building ldtya increasing their actual value.

From the perspective of commercial banks, woulcemieine the revenue from
individual clients, respectively. segments should gossible thanks to comprehensive
information, mapping the transaction scheme andyroportfolios. Part of the proceeds
should be mainly the following information:

« interest income from credit transactions, amounhtafrest the customer pays the
bank for the borrowed funds,

- fees for the bank products and services to thatchehich may be a fee for
regular or irregular nature, client informationwl qualitative indicators, through
which the bank should be able to determine the atnafinformation that comes
from the client, for example: information aboutedit or indirect competition,
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opinions on the quality of products and servicespleyee performance, and so
on.,

« the value of networking, ie j. qualitative indicatavhich reflects communication
power of the client towards the external environimgar example. Dissemination
of positive and negative views on the activitie®ahks, the quality of its portfolio
and staff and so on. and in particular its contidyuto the Bank of intense
acquisition activity.

The problem may arise when assessing the lastiripuat variables, which are
qualitative in nature and their quantification da@ problems. For the indicators can be
incorporated into the proposed model, a bank neéelvant information to objectively
evaluate them.

Regarding costs, the costs should be tracked totidyarecisely in relation to that
client, respectively. segment. This requires thatBank had no information to allow it to
detect and quantify the cost of the client in terofsprocess management (client,
respectively. Segment should be viewed as a prpcéssthe proposed model of
determining the market value of the client shouiteethe cost broken down into fixed and
variable costs:

e Average fixed cost of the client, which relate e torimary operator customers,
such as. frontline staff salaries ( "windows' gtatback-office workers who
process transactions made clients and staff, camésl(employees appointed to a
specific bank products, or segments, dependingherotganizational breakdown
of banks), operating costs of branches, operatirep w pages, creditcards
networks, the cost of innovation of banking produand services, the adjustment
costs of banking products and services directlthioneeds of the client and so
on.,

« Interest payments on credit card transactions, atnafuinterest the bank pays the
client for embedded deposits regardless of theie ttommitment and form, while
the main component of variable costs,

e Acquisition costs to obtain a client who may beha nature of fixed and variable
costs.

1.1 Modifications and limitations of the proposed mdel, IMK

The proposed theoretical model IMK banks can beduse develop the
communication mix for existing as well as potentidients. In the case of making the
communication mix and design of concrete activities existing communications
customers, a bank based on information it has emwlibnt, respectively. the target group of
customers available, which highlights the needrtk the model database and relationship
marketing. It is important that the information hexplanatory power with respect to the
analyzed factors - loyalty and customer value.
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Regarding the value of the client, none of theveyed banks in Slovakia, we
directly confirmed that they would actively reassdbe profitability of their clients.
Frequently, as already mentioned, the value igdde@ the same amount of money that
customer stored in the bank. Banks to actively rd@tee the value of their clients not
acceding primarily because the clients use diffetmnking services in its portfolio of
financial products to more bank (the bank). Thisansethat the biggest limitation of the
proposed model is the absence of a system forrdigtieig the value of the client.

In the case of reaching groups of potential tfigit is important to realize that the
client has the bank currently zero, respectivadyatnegative value. This means that if a
bank has to address a group of clients with iterpfthe entity should report the required
minimum potential value. To its potential valueni® reduced, it is necessary to minimize
the bank cost-effective communication, and thugagor such communication activities,
which would hit the best target group, convincedhaf merits of the bank offers a targeted
group led to the purchase decision.

As regards the destination parameter of loyaltgf tve would propose to identify
and quantify priority on customer satisfaction syivthe period during which a client or
customer bank and determining administrative remstforcing” the client to be bank
customers.

With respect to the parameter of loyalty, it isréfore important to identify factors
basic customer satisfaction, as a preconditionttfercreation of loyal relationships with
satisfaction factors should represent at leasthisic attributes of the marketing mix,
banking product, its price, selling (distributioand Bank of Communications. These
findings allow the bank to determine the facts dricl the client is willing to go to another
bank, respectively. remain in "their" banks on Ilasis of what information to decide what
and who influences the selection of banks andikge It is necessary to take into account
other possible combinations of loyalty and satise ie j. facts that not every customer is
satisfied and loyal customers, not every custorsea iloyal and satisfied customers, a
combination of dissatisfied customers and unfair.

The level of loyalty and satisfaction of customewted the selected file
(respondents) would reflect the loyalty and satisfen index, calculated as a weighted
average of the indices in investigational segmantagroups, as well as for each
segmentation group.

2. CONCLUSION

The profit orientation of commercial banks, in@ieg competition among banks
(despite the ongoing process of consolidation okbay, respectively. The financial sector)
and their desire to maintain the market share i&ctlior indirect competitors, fluctuations
clients change their preferences in the field ofaficial needs (especially product and
distribution of preference) whether increasing ssiidation of clients are those underlying
factors that cause the need for communication aithting banks, as well as with potential
clients and, directly or indirectly affect it alsdlhat situation requires banks to

3 Note: The calculation of indices for each loyajtpup segmentation is necessary to proceed onrdmdgs that
the determination of total loyalty index for thevéstigated sample of respondents would not haveuade
explanatory power. That index would have to idgntifth “. "Clients - representative”, which wouldeate non-
acception orientation segmentation models IMK.
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communicate with its customers primarily on thenpiple of IMK. Communication can
operate discordantly, must support the overall @@ image of the bank, its customer
orientation. Bank, focused on the customer musaware of the value which the client
brings, and which may be further compounded in thse of the transformation of
"ordinary person" to a client with a positive amehg-term relationship with a bank. It is
these factors are also highlighted and in our psedaheoretical models IMK, which is
determined by the financial value of the client,isghhbrings the bank, respectively. could
bring an individual level of loyalty and subsequeatmunication preferences.

The theoretical model for the IMK commercial bamidats practical application was
realized on the basis of the survey values, loyahtisfaction and communication
preferences of customers of banks engaged in bgualkitivities in the Slovak Republic.
The results obtained from an extensive survey imddtber 2008 until January 2009,
including design methods for calculating indicesatisfaction and loyalty, their statistical
verification for pre-defined assumptions, makingnoounication models were presented in
a thesis entitled "Integrated marketing communagatf financial institutions.

3. LITERATURE

[1] ANDREASSEN, T. W., LINDSTAD, B.Customer Loyalty and Complex Services, the
Impact of Corporate Image on Quality, Customer Sattion and Loyalty for
Customers with Varying Degrees of Service Expertise International Journal of
Service Industry Management 9/1998, str. 7-23.

[2] HOSFORD-DUNN, H.: Integrated Marketing Communication (IMC) Part |ll:
Acquiring and Retaining Customedostupné na: www.audiologyonline. com/articles
/article _detail.asp?article

[3] KRAMAROVA, K.: Integrovand marketingova komunikacia fidgagich institdcii.
Dizerana praca

[4] METEIDES, A.:Spokojnoszékaznika a metddy jej merania — 1. distatislava: Epos,
1999.

[5] MATEIDES, A., DADO, J.:Sluzby Bratislava: EPOS, 2002.

[6] NIZKA, H.: Priamy marketingBratislava: IURA EDITION, 2002.

[7] www.marketer.hnonline.sk /c1-31445500-ako-si-udzzdtaznikov

The present contribution is output the researckstdsinarina kriza ako dosledok zlyhania
metodiky kvantifikacie rizik¢. 5/KE/09



