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Abstract

Relationships with banking institutions have become an integral part of our lives. A
small country like Georgia is served by 15 (fifteen) commercial banks, that is why commercial
banks today are in fierce competition with each other. In such a competitive environment, it
is critical to retain existing customers and attract new ones, important part in this process plays
proper communication with customers. Consequently, the role of integrated marketing

communication has become more and more important.

The aim of our research is to explore the theoretical aspects of traditional and modern
(innovative) channels of integrated marketing communication, determine which
communication channel is preferred by banking institutions and which communication
channel is the most desirable and attractive for consumers. Due to the urgency of the topic, a
mixed type of research was conducted. Initially, a qualitative survey was conducted, in the
framework of which we interviewed a marketing department representative of 5 (five)
commercial banks operating in Georgia. In a quantitative survey, we interviewed a total of 204

(two hundred and four) commercial bank customers.

Qualitative research has demonstrated that by commercial banks modern
communication channels are preferred, they invest the most resources in them, but this study

revealed that commercial banks also use television media.

The results of the quantitative research has shown that the information obtained
through the Internet communication channels is the most desirable and attractive for the

majority of users.

Keywords: Communication channels, marketing, Georgia, Commercial banks,

Traditional Media,Digital Media, Modern, Integrated marketing communicating.
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