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Abstract

This master's thesis is dedicated to the study of Integrated Marketing Communications (IMC)
within the banking sector of Georgia. The primary objective of the research is to assess how
effectively the country’s leading banks — TBC Bank and Bank of Georgia — construct their

communication strategies and how these strategies are perceived by customers.

A survey was conducted as part of the study, which enabled the evaluation of brand awareness
levels, identification of the most preferred information channels, and determination of key
factors influencing trust and loyalty toward the banks. Special attention was paid to the content

of communications and their emotional appeal.

The research methodology is based on a quantitative approach supplemented by elements of
qualitative analysis. The main data collection tool was an online questionnaire that included
closed (Likert scale) and open-ended questions. The study followed a cross-sectional design —
data were collected during a limited period to capture the current state of the communication
strategies of the two leading banks. The questionnaire covered key parameters such as
awareness, message recall, trust, consistency of messaging, and participation in social initiatives.
The collected data were analyzed using descriptive statistics and Pearson correlation coefficients

to test the stated hypotheses.

The results showed that campaigns addressing themes of national identity, sports, and emotional
support make the strongest impression on customers. Respondents also highly valued the
consistency and relevance of messages delivered through different communication channels.
These findings highlight the importance of an integrated approach to communications,

especially in the context of increasing digitalization.

Based on the data analysis, recommendations were developed to enhance the effectiveness of
communication strategies, taking into account global experience, local context, and the specific

expectations of Georgian consumers. The thesis relies on up-to-date academic literature and



international best practices, which allows the findings to be positioned within the global context

of IMC development in the banking industry.

The practical significance of this research lies in its potential application by Georgian banks to
improve their communication strategies. Specifically, the study revealed that both message
consistency and participation in social initiatives positively affect customer trust. The proposed
recommendations can be used by TBC Bank and Bank of Georgia to strengthen customer

loyalty, improve digital communication, and increase the memorability of brand messages.

Keywords: Integrated Marketing Communications, banking sector, communication strategy,

customer perception, digital channels, loyalty.



