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Rezime

Predmetni rad nastoji da analizira organsku vidljivost vebsajtova na internet pretraziva¢ima, na
primeru banaka u Srbiji, koristedi istrazivacki pristup prema koris¢enju internet pretrazivaca kao
jednog od vodecih kanala za informisanje, prodaju i interakcije u bankarskom sektoru. U primenjenoj
metodologiji, kao izvor za prikupljanje podataka o ucinku vebsajtova korisc¢eni su veb alati i SEO
softveri. Generisani podaci su potom uporedeni sa faktorima za rangiranje finansijskih vebsajtova,
s ciljem da se odredi ucinak srpskih banaka na Google pretrazivacu, kao i zajednicki problemi i
propustene prilike u vidljivosti organskih rezultata pretrage. Rezultati sprovedenog istrazivanja
pokazuju da najvece banke u zemlji koriste optimizaciju vebsajta na internet pretrazivacima kao
strategiju internet marketinga, ali da im nedostaje stratesko usmerenje u oblastima relevantnosti veb
sadrZzaja, brzini mobilnih vebsajtova, generisanja veb saobracaj sa sajtova-preporuka, imejl marketinga,
sticanja kvalitetnih linkova i kod signala sa drustvenih mreza.

Kljucne reci: banke; internet pretrazivaci; optimizacija vebsajta na internet pretrazivac¢ima (SEO);
Google; Srbija
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Summary

This paper aims to analyze the organic search engine visibility applied on the case of Serbian banks,
employing an exploratory approach to the use of search engines as one of the major information,
sales and interaction channels in the banking sector. In the methodology, web crawling and SEO
software tools have been used as a source for collecting the website performance data. The generated
data was intersected with some of the finance industry ranking factors, aiming to determine how the
Serbian banks are performing on Google and what are their common ailments and lost opportunities
in organic search visibility. The research findings showed that the country’s largest banks are using
search engine optimization as an online marketing strategy, but it still lacks strategic orientation in the
areas of content relevance, mobile site speed, web traffic from referrals, social and email marketing,
backlinking quality and social signals.
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Uvod

Danasnji bankarski sektor ima dva lica;
jedno koje se vodi porastom digitalnih
bankarskih resenja, sto dovodi do stvaranja
inovativnih usluga i nastanka fintek brendova,
koji klijente stavljaju u centar svojih strategija.
Drugo lice proizilazi iz tradicionalnog modela
bankarstva koje kodi regulativa, nasledena
tehnologija i kruta organizaciona struktura, Sto
¢ini banke prili¢no konzervativnim i nevoljnim
da eksperimentisu sa novim tehnologijama
i prodajnim kanalima (Econsultancy, 2017).
Iz perspektive korisnika finansijskih usluga,
digitalne tehnologije i promene u ponasanju
potrosaca zahtevaju ponudu koja se razlikuje od
univerzalnog bankarskog modela, ogranicenog
na usluge koje se pruzaju preko fizickog
prisustva (filijale). Masovni prihvat interneta i
pametnih telefona u 21. veku zahteva promenu
nacina pruzanja finansijskih usluga, s obzirom
da tehnologija pruza udobnost trenutnog
zadovoljenja potreba i besprekorno vise-
kanalno iskustvo u vreme, na mestu i sa uredaja
koji korisniku najvise odgovara. Marketinski
strucnjaci iz finansijskog sektora slazu se sa
ovim trendovima; u IstraZivanju digitalnih
trendova koje je sprovela konsultantska firma
Econsultancy, davanje prednosti korisni¢kom
iskustvu putem ciljanja, personalizacije i
upravljanja potrosackim ciklusom oznaceni su
kao najvisi prioriteti (2017: 5).

Za potrosace, transparentnost i poverenje su
klju¢ne teme kada je u pitanju novac. Imajuci u
vidu izreku ,,S verom u Google” koji proizlazi iz
¢injenice da se Google, nakon preporuka rodaka
i prijatelja, nalazi na drugom mestu po poverenju
2015),
finansijskih usluga kljucno je da budu vidljivi

potrosaca (Edelman, za pruzaoce
na ovom, globalno najpopularnijem internet
pretrazivacu. Bududi da je u pitanju novac
klijenata, marketinski stru¢njaci u finansijskom
sektoru moraju odrzavati trajno i sigurno
poslovno prisustvo na Google pretrazivacu,
Sto se moze posti¢i kreiranjem relevantnog
sadrzaja korisnicima i veb uslugama koje
zadovoljavaju njihove potrebe (Searchmetrics,
2017: 6). Vidljivost na Google pretraziva¢u moze
se posti¢i putem organskih i placenih rezultata
pretrage, koji se ponekad sinergijski kombinuju
kako bi se povecale posete vebsajtu i vidljivost
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brenda na internetu (Gill, 2008; Kritzinger i
Weideman, 2015). Sto se vebsaijt bolje rangira na
stranici sa rezultatima internet pretrage, veca je
verovatnoca da ¢e korisnici posetiti vebsajt (Enge
et al., 2012). Osim samog prisustva na internetu,
sve je vaznije da vebsajtovi budu bolje rangirani
od konkurencije na stranici sa rezultatima
internet pretrage (Moreno i Martinez, 2013: 564),
gde banke nisu izuzetak s obzirom na visoku
konkurentnost u sektoru. Osim toga, jedna od
prednosti koju imaju marketinski struénjaci
u bankama je obim podataka koji se prikuplja
0 posetiocu vebsajta i 0 njegovom ponasanju
prilikom pretrage. Optimizacija vebsajta odnosi
se na preobracanje tih informacija u korisne
uvide, koji pomazu bankarskim marketinskim
stru¢njacima da ostvare svoje ciljeve, poput
otkrivanja vrste sadrzaja i funkcionalnosti
kojima korisnici interneta daju prednost, davanja
saglasnosti za koris¢enje licnih podataka,
generisanja vise potencijalnih kupaca i unakrsne
prodaja usluga (Sitespect, 2015). U tom smislu,
optimizacija vebsajta na pretrazivacu (SEO)
se definiSe se kao primena praksi usmerenih
ka tome da ucine vebsajt prijateljskim za
robote internet pretrazivaca i da poboljSanju
vidljivost vebsajta na stranici sa rezultatima
internet pretrage (Dickinson i Smit, 2015: 11).
Cilj SEO-a je povecati poziciju ili rang vebsajta
na pretrazivacu, ¢ime se povedava njegova
posecenost, sto treba da dovede do povecanja
prodaje (Kritzinger i Weideman, 2015: 9).

Ne samo da je korisno ukljuciti SEO prakse
koje pomazu Google pretrazivacu da pronade,
prikupi i razume veb stranice, nego je takode i
vazno obratiti paznju i delovati kada pretrazivac
izvr§i promene u svojim algoritmima za
rangiranje vebsajtova (Askey i Arlitsch, 2014:57).
Internet pretrazivaci nude uslugu pretrazivanja
interneta, koriste¢i sopstvene softvere za
indeksiranje vebsajtova koji se zovu veb-
popisivaci, pauci ili botovi. Roboti analiziraju
vebsajtove prateci linkove izmedu stranica i
kljucne reci na njima, koje potom indeksiraju i
dodaju svojoj bazi podataka vebsajtova prema
(Weideman, 2009).
PretraZzivacdi i njihovi algoritmi nisu neutralni

njihovoj relevantnosti
ni nezavisni alati (Haider, 2016), ve¢ rangiraju
vebsajtove prema Sirokom rasponu faktora. Za
Google se smatra da koristi viSe od 250 faktora
u svom algoritmu rangiranja vebsajtova, od
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Introduction

The today’s banking sector shows two
faces; the one being driven forward by the
rise of digital banking solutions, resulting in
innovative services and fin-tech brands that put
the customer at the heart of their strategy. The
other face comes from the traditional banking
model that is being held back by regulation,
inhibitive technology and rigid organizational
structures, which makes the banks rather
conservative and unwilling to experiment
with new technologies and sales channels
(Econsultancy, 2017). From the financial service
users’ perspective, digital technology and
behavioral changes demand offers different
than the universal banking model limited to the
services distributed through physical presence.
The massive acceptance of the internet and
smartphone devices in the 21% century requires
a change in financial servicing, as technology
provides the comfort of instant gratification
and seamless omnichannel experience at the
time, place and from the device which most
suits the customer needs. Financial service
marketers agree with these trends; in the Digital
Trends Survey conducted by digital consulting
firm Econsultancy, prioritizing the customer
experience with targeting, personalization and
customer journey management were marked as
their highest priorities (2017: 5).

Transparency and trust are the key issues
for consumers when it comes to money matters.
Having in mind the motto “In Google we trust”
coming from the fact that, after referrals from
relatives and friends, Google is second-ranked
in terms of the trust of consumers (Edelman,
2015), it is essential for financial service
providers to be visible on this globally most
popular search engine. Because consumers’
money is at stake, financial industry marketers
must maintain a persistent and secure presence
on Google, achieved by offering consumers
relevant content and services that meet their
needs (Searchmetrics, 2017: 6). Visibility on
Google can be achieved through organic
and paid listings, which are sometimes
synergistically combined to boost website traffic
and brand visibility (Gill, 2008; Kritzinger and
Weideman, 2015). The higher a website ranks
in the search engine results page (SERP), the
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greater the likelihood that users will visit the
site (Enge et al., 2012). In addition to the mere
presence on the web, it is increasingly important
for businesses that their site be ranked more
highly than those of their competitors on SERP
(Moreno and Martinez, 2013: 564), where banks
are not an exception having in mind the high
sectoral competitiveness. Besides, one of the
advantages conferred to banking marketers
is the sheer volume of data generated about
the website visitor and customer behavior.
Website optimization is all about converting
that information into customer-benefiting
insights which, in turn, help banking marketers
meet their business goals such as discovering
what online visitors prefer in terms of usability
and content, increasing opt-ins, generating
more leads, and cross-selling their services
(Sitespect, 2015). In that respect, search
engine optimization (SEO) is defined as the
implementation of practices aimed at making
the website friendly to search engine crawlers
and improving their visibility on the SERPs
(Dickinson and Smit, 2015: 11). The goal of
SEO is to increase a website’s ranking with
search engines, thus increasing the traffic to the
website which should result in increased sales
(Kritzinger and Weideman, 2015: 9).

It is not only useful to incorporate SEO
practices that help Google to reach, harvest, and
understand websites, but it is also important
to pay attention and act accordingly when
the search engine recommends changes to the
website practices (Askey and Arlitsch, 2014: 57).
A search engine is a search service that uses its
own indexing software called crawlers, spiders
or bots that examine the websites following the
links between pages and then indexing them
in a database of website listings according
to their relevancy (Weideman, 2009). Search
engines and their algorithms are neither neutral
nor independent tools (Haider, 2016), ranking
webpages according to a broad range of factors.
Google is said to employ more than 250 factors
in its ranking algorithm, most of which held
as closely guarded secrets (Luh et al., 2016).
Although the exact algorithms used differ
across search engines, the major players in the
field (e.g., Google, Bing) rank and display search
results by taking into account the similarity of a
website’s content to the users’ query, as well as
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kojih se veéina drzi kao strogo cuvana tajna
(Luh et al., 2016). Iako se korisceni algoritmi
razlikuju medu pretrazivacima, glavni igraci
(npr. Google, Bing) rangiraju i prikazuju
rezultate pretrazivanja uzimajuéi u obzir
relevantnost sadrzaja veb stranice prema upitu
korisnika, kao i autoritet stranice, koji se odnosi
na broj linkova koji stiZe sa visoko kvalitetnih
vebsajtova (Wenyu et al., 2010: 263). Efikasni
algoritam rangiranja stavice dokumente koji
su najrelevantniji prema upitu korisnika na vrh
rezultata pretrage, u kom slucaju korisnik ne
mora da zade dublje od prve stranice internet
pretrage (Hariri, 2011: 598). Konkretno, veéina
korisnika i ne gleda dalje od prve stranice
internet pretrage, Sto znaci da ako se vebsajt ne
pojavljuje na prvoj stranici rezultata pretrage
za odredene klju¢ne reci koje su relevantne
za poslovanje, vebsajt gubi na vidljivosti, a sa
njom i na dobrom delu veb saobracaja (Pérez-
Montoro i Codina, 2017).

Za bolje razumevanje procesa optimizacije
vebsajtova, pojedine kompanije koje se bave
mernim jedinicama u internet pretrazi i SEO
softverima, na redovnoj osnovi objavljuju
izvestaje o faktorima rangiranja vebsajtova
na pretrazivacima. Na primer, Moz objavljuje
izvestaj o faktorima rangiranja dva puta
godisnje na bazi ispitivanja stru¢njaka koji se
bave internet pretragom i analize podataka 50
vodecih rezultata pretrazivanja za vise od 10.000
upita u razlicitim kategorijama (Luh et al., 2016:
240). Searchmetrics od 2012. godine objavljuje
svoju godisnju studiju faktora rangiranja, koja
koristi koeficijent korelacije ranga kako bi
ukazala na odnos izmedu rangiranja i vrednosti
odredenih funkcija (npr. ukupnog broja spoljnih
linkova) kod rezultata pretrage. Smatra se da
faktori koji imaju relativno visok koeficijent
korelacije imaju jak uticaj na rangiranje vebsajta
na internet pretrazivacima (ibid: 241).

Kada je re¢ o Srbiji, Google-ov potrosacki
barometar (Google Consumer Barometer) pokazuje
da je gotovo 70% gradana svakodnevno na
internetu, od kojih je 98% mlade od 25 godina.
Za mnoge od njih pretrazivanje je mobilno, jer
se preko 50% internet pretrage obavlja preko
mobilnih uredaja. Kada pristupe internetu,
82% korisnika ga koristi kao primarni izvor
Kako bi
potrosa¢ima da donesu ispravnu odluku

informacija. pomogli  srpskim
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pri kupovini, marketinski struc¢njaci treba
da osiguraju prisutnost na svim digitalnim
dodirnim tackama izmedu potrosaca i brenda,
gde su internet pretrazivaci najbolje ocenjeni
u grupi sa vebsajtom, drustvenim mrezama
i sajtovima za poredenje. Google, kao
najdominantniji pretrazivac u Srbiji, koristi se
kroz ceo potrosacki ciklus, od pronalaZenja
do

elektronske kupovine i deljenja post-prodajnog

informacija, uporedivanja  ponuda,
iskustava sa drugima.

Kroz nase kabinetsko istrazivanje, naisli
smo na nekoliko akademskih studija i stru¢nih
knjiga koje se bave marketingom na internet
pretrazivac¢ima (Skiera et al, 2010; Wenyu
et al, 2010; Kritzinger i Weideman, 2015),
optimizacijom vebsajta na pretraziva¢ima
(Moreno i Martinez, 2013; Egri i Bayrak, 2014;
Enge et al, 2015; Scott, 2015; Pérez-Montoro
i Codina, 2017) i faktorima za rangiranje na
Google pretrazivacu (Hariri, 2011, Askey
i Arlitsch, 2014; Su et al.,, 2014; Mavridis i
Symeonidis, 2015; Luh et al, 2016), ali se
nijedan izvor nije odnosio na vidljivost
vebsajtova u organskim rezultatima pretrage i
na faktore za rangiranje finansijskih vebsajtova
na internet pretrazivac¢ima iz SEO perspektive.
Identifikujudi istrazivacki jaz u ispitivanju
vebsajtova bankarskog sektora iz perspektive
internet pretrazivaca, i zahvaljujudi sve vecoj
vaznosti digitalnih marketinskih kanala u
potrosackom ciklusu korisnika finansijskih
usluga, analizirali smo SEO poziciju vodec¢ih
banaka u Srbiji s ciljem da identifikujemo
zajednicke probleme i propustene prilike u
sticanju vidljivosti na pretrazivacu u organskim
rezultatima pretrage.

Ciljevi i metode istrazivanja

Sa 29 banaka na 7 miliona gradana i deset
najvecih banaka koje drze 78,8% trzisnog udela
u ukupnoj neto bilansnoj aktivi (Narodna banka
Srbije, 2018), srpski bankarski sektor mozemo
okarakterisati kao monopolizovan i sa previse
banaka. Shodno tome, vebsajtovi deset najvecih
banaka prema veli¢ini bilansne aktive bili su
primarni izvor podataka za nase istraZivanje.
Prikupljanje podataka za analizu sprovedeno
je na ujednacen i objektivan nacin tokom prve
polovine avgusta 2018. godine, kada se banke
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the authority of the site, which relates to how
many high-quality websites link to the focal site
in the search engine (Wenyu et al., 2010: 263). An
effective ranking algorithm will put documents
most relevant to the query at the top of the
results list, and in such a case the user possibly
does not need to go beyond the first page of
the SERP (Hariri, 2011: 598). Specifically, most
users do not look beyond the first page of SERP,
which means that if a website does not appear
on the first page of the search engine for certain
keywords relevant to the business, it loses on
visibility and with it a solid part of its traffic
(Pérez-Montoro and Codina, 2017).

For a better understanding of the website
optimization process, several search metrics
and SEO software companies regularly publish
their study reports on search engine ranking
factors. For example, Moz publishes a ranking
factor report bi-annually based on the survey of
search professionals and data analysis results of
the top 50 search results for over 10,000 queries
across multiple categories (Luh et al., 2016: 240).
Searchmetrics has been publishing its annual
ranking factors study since 2012, which uses
the rank correlation coefficient to indicate the
relationship between the rankings of search
results and the feature values (e.g. total number
of external links) of the search results on a per-
feature basis. The factors that have relatively
high correlation coefficient are considered to
have strong influence on the search engine
ranking (ibid: 241).

When it comes to Serbia, the Google
Consumer Barometer indicates that close to
70% of the citizens are online daily, 98% of
which are under 25 years of age. For many of
them the search is mobile, as over 50% of the
internet search is done by means of mobile
devices. Once online, 82% of users use the
internet as the primary source of information.
To help the Serbian consumers make the right
purchase decision, marketers should ensure
their presence across all relevant digital
touchpoints, where search engines are scored
the highest in the group with brand/retailer
websites, social networks and price comparison
websites. Google, as the most dominant search
engine in Serbia is used throughout the entire
purchasing circle, from information retrieval, to
the comparison of offers, online purchase and
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sharing of the post-purchase experience with
others.

Through our cabinet research, we came
across several academic studies, technical books
dealing with search engine marketing (Skiera
et al., 2010; Wenyu et al., 2010; Kritzinger and
Weideman, 2015), SEO (Moreno and Martinez,
2013; Egri and Bayrak, 2014; Enge et al., 2015;
Scott, 2015; Pérez-Montoro and Codina, 2017)
and the Google ranking factors (Hariri, 2011;
Askey and Arlitsch, 2014; Su et al., 2014;
Mavridis and Symeonidis, 2015; Luh et al,
2016), but none of them referring to the organic
search engine visibility and finance sector
ranking factors from the SEO perspective. By
identifying a research gap in addressing the
banking sector websites from the search engine
perspective, and due to the gained importance
of online channels in the customer journey of
financial service users, we have analyzed the
SEO position of the leading banks in Serbia,
aiming to map the common ailments and lost
opportunities in gaining organic visibility on
search engines.

Research Objective and Methods

With 29 banks on 7 million citizens and top
ten banks holding 78.8% of the market share in
terms of total net balance sheet assets (National
Bank of Serbia, 2018), the Serbian banking
sector can be characterized as overbanked
and monopolized. Thus, the websites of the
largest ten banks according to assets size were
the primary source of data for our research.
The data acquisition for the analysis has
been performed in a uniform and objective
manner during the first half of August 2018,
when banks traditionally do not campaign in
the media, to avoid the possible bias on the
website traffic. The conducted analysis was
based on the “White Hat SEOQ” technics of
website optimization on Google, which refers
to the best practice examples of the publishing
webpages that are useful to humans, while
enabling search engines to better understand
the structure and content of the website (Scott,
2015: 1). For the data collection and analysis
of the selected bank websites, free and paid
website crawlers, auditors and SEO software
were applied. The role of the deployed tools
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ve¢inom ne oglasavaju u medijima, kako bi
se izbegao mogudi uticaj oglasavanja na veb
saobracaj. Sprovedena analiza bazirana je na
tehnikama optimizacije na Google pretrazivacu
koje se zasnivaju na primerima najbolje prakse
(White Hat SEO) kod kreiranja i unapredenja
vebsajtova relevantnih za korisnike, koji
istovremeno omogucavaju pretraziva¢ima da
bolje razumeju strukturu i sadrzaj vebsajta
(Scott, 2015: 1). Za prikupljanje podataka i
analizu odabranih vebsajtova banaka koris¢eni
su besplatni i placeni SEO softveri i veb alatke.
Uloga koriS¢enih alata bila je da se krec¢u kroz
strukturu vebsajtova i prikupe podatke vezane
za ucinak, s ciljem dalje analize.

Iako postoji osnovni skup faktora koji
se mogu smatrati opstim preduslovom za
rangiranje vebsajtova na pretrazivacu, faktori
rangiranja mogu se razlikovati od sektora
do sektora. Zbog cinjenice da su potrebe
za sadrzajem zasnovanim na namerama
korisnika postale previse razlicite, faktori za
rangiranje vebsajtova na pretrazivacu nisu
opste primenjivi na sve vebsajtove. Iz tog
razloga su, u drugoj fazi naseg istrazivanja,
podaci dobijeni iz primenjenih veb alata i SEO
softvera uporedeni sa Searchmetrics faktorima
rangiranja finansijskih vebsajtova. Faktori
rangiranja vebsajtova iz finansijskog sektora
zasnivaju se na njihovom uporedivanju sa
opstim faktorima rangiranja vebsajtova na
Google pretrazivacu, koji pokrivaju sve sektore
i sluze kao reper (2017: 6).

Imajuéi na umu podatke koje smo mogli
dobiti iz primenjenih alata i softvera, sledeci
faktori za rangiranje finansijskih vebsajtova
bili su predmet nase analize: u¢inak vebsajtova
iizvori veb saobracaja, domeni najviseg nivoa,
sigurnost vebsajta (HTTPS), funkcionalnost na
mobilnim uredajima, brzina vebsajta, kljucne
reciirelevantnost sadrzaja, strategija linkovanja
i signali sa drustvenih mreza.

Na kraju, imajuéi u vidu organsku vidljivost
banaka na pretrazivacu u trenutku sprovodenja
istrazivanja na osnovu ucinjenih napora za
optimizaciju vebsajtova, postavili smo sledeca
istrazivacka pitanja:

P1: Kakav je ucinak banaka u Srbiji u
organskoj vidljivosti njihovih vebsajtova na
Google pretrazivacu?

P2: Koji su im zajednicki problemi i
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propustene prilike u organskoj vidljivosti na
pretrazivacu?

Rezultati

Ucinak vebsajta i izvori saobracaja
Sprovedena analiza ucinka vebsajtova i
odnosnog veb saobracaja imala je za cilj da
utvrdi da li veli¢ina banke korespondira broju
prosecnih korisnickih sesija (veb poseta), kao
i da definiSe sektorske referentne vrednosti
u pogledu prose¢nog vremena provedenog
na vebsajtu, broju posecenih veb stranica i
stopi momentalnog napustanja sajta. S tim u
vezi, stopa momentalnog napustanja sajta,
kao procenat posetilaca koji kratko posecuju
samo jednu veb stranicu i zatim napustaju
vebsajt (Enge et al., 2015: 97) oznacena je
i kao jedan od glavnih faktora rangiranja
finansijskih vebsajtova, jer direktno doprinosi
veb saobracaju i u¢inku u elektronskoj prodaji.
Iz Tabele 1 mozemo zakljuciti da neke banke
imaju bolje rezultate u broju poseta vebsajtu
od svoje trzisne pozicije (Raiffeisen, Postanska
Stedionica), Sto se moze protumaciti ¢injenicom
da imaju veci broj fizickih lica kao klijenata
(podatak koji nije javno dostupan). I obrnuto,
Eurobank ima niZi rezultat u posetama vebsajtu
u poredenju sa svojom trziSnom pozicijom,
$to moze biti uzrokovano niskim direktnim
saobracajem, losijom pozicijom po klju¢nim
re¢ima (prikazano u Tabeli 2 i Tabeli 6) i ve¢im
stopama momentalnog napustanja sajta (31,3%)
od svojih referentnih konkurenata (12%). Dalje,
kratko vreme provedeno na sajtu u kombinaciji
sa malim brojem posecenih veb stranica i
visokom stopom napustanja sajta za Societe
Generale ukazuje na nisku relevantnost sadrzaja
ili sporo ucitavanje veb stranica (Willson, 2017).
Osvréudi se na indikatore ucinka kao sto su
vreme provedeno na vebsajtu i broj posecenih
veb stranica, banke ciji klijenti provedu vise od
6 minuta i konzumiraju viSe od 7 stranica mogu
posluziti kao referentne vrednosti na srpskom
trziStu. Medutim, u nadolazecem periodu
ocekuje se da ¢e se kod banaka vreme provedeno
na sajtu i broj posecenih veb stranica dodatno
smanjiti sa porastom mobilnog bankarstva,
buducdi da korisnici Cesto koriste telefone za
brze aktivnosti poput provere stanja na racunu
ili priliva novca (Zand i Cohen, 2016). Na kraju,
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was to navigate through the structure of the
websites and collect performance-related data
for further scrutiny.

Although there is a basic set of factors
that can be considered a general requirement
for rankings, ranking factors can differ from
industry to industry, and are, therefore, not
generally applicable for all websites as content
demands based on user intent have become too
differentiated. For thatreason, in the second phase
of our research the data which could be extracted
by means of the applied tools were intersected
with the Searchmetrics finance industry ranking
factors. The finance industry ranking factors
are based on a comparison of Google ranking
factors for finance industry websites with the
general ranking factors covering all industries
and serving as a benchmark (2017: 6).

Out of the major ranking factors for the
finance industry, given the data that could
have been extracted from the applied tools
and software the following were the subject
of our analysis: website performance and
traffic sources, top level domains, site security
(HTTPS), mobile friendliness, site speed,
keywords and content relevance, backlinking
strategy and social signals.

Finally, considering the organic visibility of the
banks at the moment of carrying out the research,
based on website optimization efforts, we have
stipulated the following research questions:

RQ1: How are the Serbian banks performing
on Google in terms of organic search visibility?

RQ2: What are the common ailments and
lost opportunities for banks in organic search
visibility?

Results
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visitors who shortly visit only one webpage and
then leave (Enge et al., 2015: 97) are marked as
one of the major finance ranking factors, as they
are directly contributing to website traffic and
online sales.

From Table 1 we could conclude that some
banks have a better performance in user sessions
than their market position (Raiffeisen, PoStanska
Stedionica), which could be explained with
the number of retail clients, a figure which is
not publicly available. Vice versa, Eurobank
has a lower score in sessions when compared
to its market position, which could be caused
by the lower direct traffic, lower keywords
positioning (presented in Table 2 and Table 6)
higher bounce rate (31.3%) than its benchmark
competitors (12%). Furthermore, the low time on
site in combination with the low page views and
high bounce rate for Societe Generale indicates
a low content relevance or slow-to-load pages
(Willson, 2017). Referring to the performance
indicators such as time on site and page views,
the banks whose customers spend over 6
minutes and consume over 7 pages could serve
as benchmarks on the Serbian market. However,
in the coming period it is expected that time
on site and page views for banks will further
decrease with the increase of mobile banking,
as customers often use their smartphones for
quick activities like checking their balances or
seeing whether a deposit cleared (Zand and
Cohen, 2016). Finally, for the overall website
performance indicators, we could highlight the
largest bank at the market - Banca Intesa, as the
sectoral benchmark in terms of sessions, time on
site, page views and bounce rate.

Bank Sessions Time on | Page Bounce
Website Performance and Traffic Site Views Rate
Sources Banca Intesa 961k | 00:06:27 8.5 12%
The  conducted  website | ypicredit 160k | 00:02:26 | 48 | 28.1%
perfofmance . traff.‘c analysis 'y oercijalnabanka | 603k | 00:06:41 | 7.3 11.9%
v:lere.lnter;d;d t;) ditermme whzther Societe Generale 127k 00:02:14 2.2 53.6%
the size of the bank corresponds to
P . Raiffeisen 401k 00:06:18 6.7 16.5%
the number of average user sessions
. . AIK 86k 00:06:29 5.5 16.9%
(web visits), as well as to define the
. Eurobank 62k 00:05:00 4.5 31.3%
sectoral benchmarks in terms of
average time on site, page views Erste 248k 00:05:44 7.0 19.0%
and bounce rate. Furthermore, Postanska Stedionica | 495k 00:03:24 8.3 17.3%
bounce rates as the percentage of Vojvodanska banka 95k 00:06:25 10.0 16.2%

Source: SimilarWeb, August 2018. (https://www.similarweb.com/)
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u pogledu sveukupnih pokazatelja ucinka
vebsajtova, mozemo istaci najvecu banku na
trzistu - Banca Intesa, kao sektorski reper u
pogledu broja sesija, vremena provedenog na
sajtu, broja posecenih veb stranica i niske stope
momentalnog napustanja sajta.
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koji na redovnoj osnovi upuéuju saobracaj ka
glavnom vebsajtu (Kaushik, 2009), prosecna
stopa saobracaja u srpskom bankarskom sektoru
iznosi 2,3%, dok referentna stopa za Raiffeisen
iznosi 5,8%. Imajuci u vidu razgranata poslovna
partnerstva u bankarskom sektoru i prosecne

referentne stope od 9% za

Tabela 1: Indikatori uc¢inka veb stranica referale kod sajtova koji
) Vreme Broj Stopa se odnose na robu Siroke
Banka sii?la provedeno | posecenih | momentalnog potrosnje (Hubspot, 2016),
13 | na vebsajtu | veb stranica | napustanja sajta i 23% na svetskom nivou
Banca Intesa 961k | 00:06:27 85 12% za bankarske vebsajtove
Unicredit 160k 00:02:26 4,8 28,1% (Pilcher, 2016), srpske
Komercijalna banka | 603k | 00:06:41 7,3 11,9% banke su uglavnom
Societe Generale 127k | 00:02:14 2,2 53,6% podbacile u sticanju veb
Raiffeisen 401k | 00:06:18 6,7 16,5% saobracaja od referala.
AIK 86k | 00:06:29 55 169% Za razliku od toga,
Eurobank 62k | 00:05:00 45 31,3% srpske banke premastuyu
Erste 248k | 00:05:44 7,0 19,0% rezultate u veb saobracaju
» o . od internet pretrazivanja,
Postanska Stedionica | 495k 00:03:24 8,3 17,3% .
: sa prosecnom stopom od
Vojvodanska banka 95k 00:06:25 10,0 16,2% o . o
> — 40% u poredenju sa 25%
Izvor: SimilarWeb, avgust 2018. (https://www.similarweb.com/)
za globalne bankarske

Kada je rec o izvorima veb saobracaja, koji se
mogu podeliti na direktne, sajtove-preporuke
(referali), internet pretrazivanje (organsko/
placeno), drustvene mreze, imejl i veb banere
(Kaushik, 2009), Tabela 2 pokazuje da je za
vecinu banaka glavni izvor saobracaja direktno
pretraZivanje, koje se odnosi na pretrage koje
ukljucuju ime banke, veb adresu ili proizvode
sa imenom banke (Enge et al., 2015). Buduci
da je trzi$ni udeo stranih banaka u Srbiji 77%
(Narodna banka Srbije, 2018) i ukljucuje dobro
utemeljene regionalne brendove, ovaj zakljucak
implicira da se banke u Srbiji oslanjaju na svoj
brend kao najjednostavnije resenje za dobijanje
veb saobracaja. Kada je re¢ o vebsajtovima
banaka na globalnom nivou, situacija se
podudara sa nasim nalazima - direktni veb
saobracaj ¢ini oko 50% ukupnog saobracaja
(Pilcher, 2016). Sto se ti¢e referala, tj. vebsajtova

vebsajtove (Pilcher,
2016). Ovaj podatak ukazuje da korisnici
finansijskih usluga u Srbiji aktivno pretrazuju
i uporeduju ponude banaka na Google-u,
Sto se moze povezati sa visokom sektorskom
konkurencijom i niskom lojalnos¢u, gde bi 40%
klijenata odlucilo da promeni banku u slucaju
bolje ponude u drugoj banci (Kamatica, 2014;
Faktor Plus, 2015). Pojedine banke takode
treba da razmotre svoju strategiju internet
oglasavanja (placeni rezultati pretrage), imajuci
u vidu mali veb saobracaj ostvaren iz ovog
izvora, u poredenju sa referentnom stopom
Erste banke od 5,5%. Veb saobracaj koji dolazi
iz drustvenih mreZa i imejl marketinga nudi
neiskoris¢eni potencijal za ve¢inu banaka kada
se poredi sa referentnim stopama od 6,4% za
drustvene mreze kod Societe Generale i sa 4,6%
u imejl marketingu kod Eurobank.
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When it comes to the sources of website
traffic, which can be segmented into direct,
referrals, search (organic/paid), social, email
and display (Kaushik, 2009), Table 2 shows that
for most of the banks the main source of traffic
comes from direct search, which refers to the
queries that involve the bank’s name, domain
name or product with bank name (Enge et al.,
2015). As the foreign banks” market share in
Serbia is 77% (National Bank of Serbia, 2018)
and involves the well-established brands from
the region, this finding implicates that the banks
in Serbia rely on their brand name as the most
convenient solution for gaining search traffic.
When it comes to the global banking websites,
the situation coincides with our findings - direct
traffic accounts for close to 50% of all traffic
(Pilcher, 2016). In terms of referrals, i.e. websites
that refer steady traffic to the main website
(Kaushik, 2009), the average referral traffic rate
of the Serbian banking sector is 2.3%, while the
benchmark rate for Raiffeisen stands at 5.8%.
Having in mind the well-established business
partnerships in the banking sector and the
average referral rates of 9% for large companies

Table 2: Website traffic sources
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in the consumer segment (Hubspot, 2016) and
23% for global banking websites (Pilcher, 2016),
the Serbian banks are mainly underperforming
in gaining the referral traffic. As opposed to
that, the Serbian banks are overachievers in
search traffic, with the average rate of 40%
when compared to 25% for the global banking
sites (Pilcher, 2016). This finding indicates that
financial service users in Serbia actively search
and compare bank offers on Google, which
can be related to the high sector competition
and low customer loyalty, where 40 percent of
clients would decide to change the bank in the
event of a better offer in another bank (Kamatica,
2014; Faktor Plus, 2015). Some banks also need
to review their online advertising strategy (paid
search), having in mind the low traffic achieved
from this source and the fact that the benchmark
rate of Erste bank amounts to 5.5%. The web
traffic coming from social networks and email
marketing offers untapped potential for most
of the banking websites, when compared to the
benchmark rates of 6.4% for social networks
(Societe Generale) and 4.6% for email marketing
(Eurobank).

Search
Bank Direct | Referrals . . Social Mail Display
Organic/Paid
34.5%
Banca Intesa 62% 0.3% 1.1% 2.2% 0.03%
99.1% / 0.9%
38.8%
Unicredit 54.6% 4.2% 0.6% 1.6% 0.25%
99.4% / 0.6%
24.5%
Komercijalna banka 68.6% 1.8% 1.8% 3.3% 0.02%
99.8% /0.2%
61.9%
Societe Generale 28.2% 1.5% 6.4% 1.5% 0.4%
95.8% / 4.2%
36%
Raiffeisen 55.7% 5.8% 0.7% 1.4% 0.4%
98.3% [ 1.7%
47.3%
AIK 45.2% 5.2% 0.8% 1.6% 0%
100% / 0%
53.1%
Eurobank 37.5% 2% 1.6% 4.6% 1.2%
98% [ 2%
42.4%
Erste 50% 0.7% 2.7% 3.4% 0.8%
94.6% / 5.5%
. . 29.3%
Postanska Stedionica 68.5% 0.5% 0.9% 0.9% 0.01%
100% / 0%
35.7%
Vojvodanska banka 60.7% 0.7% 2% 0.9% 0%
100% / 0%

Source: SimilarWeb, August 2018. (https://www.similarweb.com/)
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Pretraga v g
Banka Direktan | Referali Drustxiene Ime]l' Wl .
Organska/Plaéena mreze marketing | baneri
34,5%
Banca Intesa 62% 0,3% 1,1% 2,2% 0,03%
99,1% /0,9%
38,8%
Unicredit 54,6% 4,2% 0,6% 1,6% 0,25%
99,4% / 0,6%
24,5%
Komercijalna banka 68,6% 1,8% 1,8% 3,3% 0,02%
99,8% /0,2%
61,9%
Societe Generale 28,2% 1,5% 6,4% 1,5% 0,4%
95,8% / 4,2%
36%
Raiffeisen 55,7% 5,8% 0,7% 1,4% 0,4%
98,3% / 1,7%
47,3%
AIK 45,2% 5,2% 0,8% 1,6% 0%
100% / 0%
53,1%
Eurobank 37,5% 2% 1,6% 4,6% 1,2%
98% /2%
42,4%
Erste 50% 0,7% 2,7% 3,4% 0,8%
94,6% / 5,5%
29,3%
Postanska stedionica 68,5% 0,5% 0,9% 0,9% 0,01%
100% / 0%
35,7%
Vojvodanska banka 60,7% 0,7% 2% 0,9% 0%
100% / 0%

Izvor: SimilarWeb, avgust 2018. (https://www.similarweb.com/)

Domeni, bezbednost sajtova i
funkcionalnost na mobilnim uredajima

Domeni najviSeg nivoa (TLD) podeljeni
su na dve vrste: domeni sa oznakom zemlje
(ccTLD) rezervisani za zemlju porekla iz
koje se obavlja poslovanje i opsti domeni
(gTLD) za oznaku delatnosti, kao Sto je .org za
organizacije i .com za medunarodne poslovne
institucije (Krzysztof, 2016). Oznaka za domen
zemlje Srbije je .rs (.cpb na dirilici), a njegovo
koris¢enje sluzi kao snazan signal korisnicima i
internet pretrazivac¢ima da se poslovanje banke
nalazi u Srbiji. Iako veéina banaka koristi .rs
kao svoj domen zemlje (Tabela 3), neke od njih
primenjuju druga resenja kao $to su .com i .co.
rs (oznaka za poslovne korisnike), Sto se prema
Registru nacionalnih internet domena Srbije
(RNIDS) moze okategorisati kao nepravilna
poslovna praksa.

HTTPS (Hypertext Transfer Protocol Secure) je
protokol za komunikaciju na internetu, kojim
se Stiti integritet i poverljivost podataka koji
se razmenjuju izmedu korisni¢kog racunara i
vebsajta prilikom veb posete. Imajuci u vidu da
korisnici finansijskih usluga ocekuju sigurno i
privatno iskustvo kada posecuju bankarske
vebsajtove, kao i da od jula 2018. godine Google
pretraziva¢ Chrome oznacava HTTP sajtove
kao , nebezbedne” (Robbins, 2018.), apsolutni je
prioritet za sve banke da ucine svoje vebsajtove
sigurnim. Tabela 3 prikazuje da se Banca Intesa,
Komercijalna banka i Postanska Stedionica
ne pridrzavaju sigurnosnih standarda za
vebsajtove, jer su njihovi sigurnosni protokoli
i dalje postavljeni na HTTP-u. Ovaj podatak
posebno zabrinjava ako uzmemo u obzir da
su Banca Intesa i Komercijalna banka medu
najvecim bankama koje posluju u Srbiji.
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Domains, Website Security and Mobile
Friendliness

Top-level domains (TLDs) are divided
into two types: country-code TLDs (ccTLDs)
reserved for the country for which a website
is intended, and generic TLDs (gTLDs) for the
sites dedicated to specific purposes, such as .org
for organizations and .com for international
commercial institutions (Krzysztof, 2016). The
ccTLD for Serbia is .rs (.cp0 in Cyrillic), and its
usage serves as a strong signal to both users
and search engines that the bank’s business
operations are located in Serbia. Although most
of the banks are using .rs as their ccTLD (Table
3), some of them have other solutions such
as .com and .co.rs for business users, which
according to the Serbian National Internet
Domain Registry can be categorized as incorrect
business practice.

Next, HTTPS (Hypertext Transfer Protocol
Secure) is an internet communication protocol
that protects the integrity and confidentiality
of data between the user's computer and the
website. Having in mind that financial service
users expect a secure and private online
experience when using banking websites
and that, as of July 2018, Google’s Chrome
browser marks non-HTTPS sites as ‘not secure’
(Robbins, 2018), it is an absolute priority for all
the banks to showcase secure websites. Table 3
shows that Banca Intesa, Komercijalna banka
and Postanska Stedionica failed to comply with
the website security standards, as their secure
protocols are still set on HTTP. This finding is
particularly worrying if we consider that Banca
Intesa and Komercijalna banka are amongst the
largest banks operating in Serbia.
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In 2015, the year when mobile surpassed
desktop search, Google officially included
mobile-friendliness of a website into its
assessment of the search results. The sites with
poor mobile experience will not be well ranked
or will even be penalized as the pages that are
not adapted for mobile devices (Sullivan, 2014;
Schubert, 2016). Thus, in 2018 Google launched
its mobile-first indexing, which became the
prime index for showing web results (Phan,
2016). Google index is now focusing on mobile
pages, and desktop pages are phased out when
there is a mobile alternative (Costello, 2018: 3).
Referring to our research, most of the banks
have adjusted to the new mobile-first world
confirmed by the Google Mobile friendly
tool, with PoStanska Stedionica being the only
exception, probably because their primary
clientele are seniors who are not used to mobile

search and/or mobile banking.

Website Speed of the Serbian Banking
Sector

Google indicates site speed as one of the
major signals used by its algorithm to rank pages
(Singhal and Cutts, 2010; Egri and Bayrak, 2014).
Thus, taking into consideration the changes of
the mobile first index, mobile page speed, or
the “Speed Update”, became a major factor for
ranking the mobile search results (Schwartz,
2018). The Google Speed Test indicates that the
ideal mobile page speed is below 1.5 seconds,
while the speed between 1.5-2.5 seconds is
tolerable. As the web content continues to
grow in its size and complexity, the three key
measures can reveal the site speed performance
impact: page weight (e.g. heavy/non-optimized

pictures), page
Table 3: Domains, website security and mobile friendliness requests (browser
Banka URL ccTLD | HTTPS | Mobile | | caching, landing
directions,
Banca Intesa http://www.bancaintesa.rs IS No Yes page  redirections
; X X X long serverresponse
Unicredit https://www .unicreditbank.rs IS Yes Yes )
time) and page
Komercijalna banka | http://www.kombank.com .com No Yes structure (disabled
Societe Generale https://www .societegenerale.rs | .rs Yes Yes .
compression,
Raiffeisen https://raiffeisenbank.rs IS Yes Yes blocking of
AIK https://www.aikbanka.rs IS Yes Yes JavaScript and CSS
Eurobank https://www .eurobank.rs IS Yes Yes in above-the-fold
Erste https://www .erstebank.rs IS Yes Yes content) (Egri and
Postanska Stedionica | http://www.posted.co.rs co.rs No No Bayrak, 2014; Scott,
Vojvodanska banka | https://www.voban.rs IS Yes Yes 2016).
Source: Google mobile friendly test, August 2018. (https://search.google.com/test/mobile-friendly)
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Tabela 3: Domeni, bezbednost sajtova i funkcionalnost na mobilnim stranica (Singhal i
uredajima Cutts, 2010; Egri i
Banka URL «TLD | HrTPS | Mebilna Bayrak, 2014). Imajuci
verzija u vidu promene

Banca Intesa http://www.bancaintesa.rs IS Ne Da koje su mastupile
Unicredit https://www.unicreditbank.rs IS Da Da sa uvodenjem
Komercijalna banka | http://www.kombank.com .com Ne Da primarnog mobilnog
Societe Generale https://www.societegenerale.rs | .rs Da Da indeksa, brzina
Raiffeisen https://raiffeisenbank.rs IS Da Da uditavanja mobilnih
AIK https://www.aikbanka.rs IS Da Da veb stranica (Speed
Eurobank https://www.eurobank.rs 8 Da Da Update), postala
Erste https://www.erstebank.rs IS Da Da je glavni faktor za
Postanska Stedionica | http://www.posted.co.rs co.rs Ne Ne rangiranje mobilnih
Vojvodanska banka | https://www.voban.rs TS Da Da rezultata  pretrage
Izvor: Google mobile friendly test, avgust 2018. (https://search.google.com/test/mobile-friendly) (Schwartz, 2018).

U 2015. godini, kada je internet pretraga
preko mobilnih uredaja premasila racunare,
Google je zvani¢no u svoju procenu rezultata
pretrazivanja ukljucio funkcionalnost
vebsajtova na mobilnim uredajima. Sajtovi
koji nisu (dobro) optimizovani na mobilnim
uredajima nece biti dobro rangirani u internet
pretrazi, ili ¢e Cak biti degradirani (Sullivan,
2014; Schubert, 2016). Shodno tome, 2018.
godine Google je promovisao svoj mobilni
indeks, koji je postao glavni indeks za
prikazivanje rezultata na internet pretrazivacu
(Phan, 2016). Google indeks se sada usmerava
na stranice prilagodene mobilnim uredajima,
dok se stranice samo za racunare zanemaruju u
situaciji kada postoji njihova mobilna alternativa
(Costello, 2018: 3). Vezano za nase istrazivanje,
vedina banaka se prilagodila novom mobilnom
svetu, sto je potvrdeno putem Google alatke za
procenu funkcionalnosti sajtova na mobilnim
uredajima. Jedini izuzetak je Postanska
Stedionica, verovatno zbog c¢injenice da su
njihovi primarni klijenti seniori koji nisu u
velikoj meri upuéeni na mobilne internet
pretrage i/ili mobilno bankarstvo.

Brzina ucitavanja vebsajtova u srpskom
bankarskom sektoru

Google oznacava brzinu ucitavanja vebsajta
kao jedan od glavnih faktora koji koristi njegov
algoritam u postupku odredivanja ranga

Google test brzine
pokazuje da je
idealna brzina uditavanja mobilne stranice
ispod 1,5 sekundi, dok se brzina izmedu 1,5-2,5
sekunde smatra zadovoljavaju¢om. S obzirom
na dalji rast veli¢ine/obima i sloZenosti veb
sadrzaja, tri klju¢na faktora mogu uticati na
brzinu veb stranica: tezina stranice (npr. teske/
neoptimizovane slike), zahtevi ka stranicama
(privremeno  skladiStenje  veb-podataka,
preusmeravanja stranica, spor odgovor servera)
i struktura stranice (onemogucena kompresija,
blokiranje JavaScript kodova i CSS u sadrzajima
iznad tacke preloma) (Egri i Bayrak, 2014; Scott,
2016).

Kada je re¢ o srpskom bankarskom sektoru,
vecdina banaka belezi brzinu uéitavanja vebsajta
duzu od idealnih 1,5 sekundi, sa prose¢nim
vremenom mobilnog ucitavanja od 2,4 sekunde
(Tabela 4). Isti¢u se samo Postanska Stedionica
i Vojvodanska banka, najpre zbog toga Sto su
im sajtovi tehnicki jednostavniji, sa malom
tezinom veb stranica i malim brojem Java
Script/CSS kodova. Brzina ucitavanja vebsajta
utice i na korisnicko iskustvo (UX), jer stranice
sa duzim vremenom ucitavanja imaju vecu
stopu momentalnog napustanja i nize prosecno
vreme provedeno na stranici (Enge et al., 2015),
Sto je potvrdeno u slucaju Societe Generale i
Eurobank, kada se uporede nalazi iz Tabele 1
sa Tabelom 4.
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Referring to the Serbian banking sector,
most of the banks record a load time above the
ideal 1.5 seconds, with the average mobile load
time of 2.4 seconds (Table 4). Only Postanska
Stedionica and Vojvodjanska banka stand out
from the crowd, mainly because their websites
are technically simplified with low page weight
and low number of Java Script/CSS codes. Site
speed is also important for the user experience
(UX), as the pages with a longer load time tend to
have higher bounce rates and lower average time
on page (Enge et al., 2015), which was confirmed
for the case of Societe Generale and Eurobank,
when comparing Table 1. with Table 4.

Table 4: Site Speed Scores

Load Time (sec)

Bank
Desktop Mobile

Banca Intesa 1.7 22
Unicredit 1.7 2.4
Komercijalna banka 1.7 2.1
Societe Generale 2.8 4.0
Raiffeisen 1.9 2.2
AIK 1.6 1.7
Eurobank 2.1 2.8
Erste 1.9 44
Postanska Stedionica 1.3 1.1
Vojvodanska banka 1.4 1.3

Source: Google Speed Test, August 2018. (https://developers.

google.com/speed/pagespeed/insights/)

Table 5: Backlinking quantity and quality
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Authority of the Banking Sector Websites

Google’s page rank score measures the
quality of a web page by assigning weighted
numerical value to each incoming link based
on the page rank algorithm (Su et al., 2014: 7).
Since Google confirmed that page rank is still
one of the top-ranking factors in its algorithm
(ibid), linking to relevant, trustworthy and
authoritative sites can help ensure that search
engines see website content as credible (Search
Engine Land, 2018). Bearing in mind the wish of
the banking sector to demonstrate its authority
on search engines, a proactive strategy for
building backlinks which boosts domain-level
and page-level website authority should be at
the heart of financial service marketer’'s SEO
efforts.

When it comes to the Serbian banking
sector, Table 5. displays that the size of the
bank is not always related to the number of
its online recommendations, such in the case
of AIK, Eurobank, Erste and Vojvodjanska
banka, when compared with Banca Intesa as the
benchmark. Those banks clearly don’t apply a
backlinking strategy on their websites. In terms
of link quality which comes from highly valued
governmental (.gov) and educational (.edu)
websites, Societe and Unicredit, followed by
Banca Intesa, are serving as market leaders.

Backlinks .GOV .EDU

Bank Reference | Reference | Reference | Reference | Reference | Reference

domains links domains links domains links
Banca Intesa 1975 2222278 2 15 11 93
Unicredit 1255 2343498 6 37 13 82
Komercijalna banka 1334 286129 4 21 1 1
Societe Generale 1195 1071772 7 26 9 1812
Raiffeisen 1215 628276 3 17 3 18
AIK 309 70706 1 2 4
Eurobank 218 23812 2 1
Erste 102 28231 1 1 1
Postanska stedionica 939 305101 7 30 2 36
Vojvodanska banka 54 17085 0 0 0 0

Source: Majestic Backlink Analyzer, August 2018. (https://majestic.com/)
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Tabela 4: Brzina ucitavanja vebsajta

Vreme ucitavanja
Banka (u sekundama). .
Racunari MOblhil.l
uredaji
Banca Intesa 1,7 2,2
Unicredit 1,7 2,4
Komercijalna banka 1,7 2,1
Societe Generale 2,8 4,0
Raiffeisen 1,9 2,2
AIK 1,6 1,7
Eurobank 2,1 2,8
Erste 1,9 44
Postanska Stedionica 1,3 1,1
Vojvodanska banka 1,4 1,3

Izvor: Google Speed Test, avgust 2018. (https://developers.
google.com/speed/pagespeed/insights/)

Autoritet sajtova bankarskog sektora
Pozicija veb stranice na Google pretrazivacu
utvrduje se na osnovu njenog kvaliteta, koji se
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PageRank algoritma (Su et al., 2014: 7). Bududi
da je Google potvrdio da je rang stranice i
dalje jedan od najvaznijih faktora u algoritmu
(ibid), linkovanje sa relevantnim, pouzdanim
i autoritativnim vebsajtovima moZe pomoci
pretrazivatima da tretiraju vebsajt  kao
kredibilan (Search Engine Land, 2018). Imajuci
u vidu Zelju bankarskog sektora da demonstrira
svoj autoritet na pretrazivacima, proaktivna
strategija za izgradnju linkova koji povecavaju
autoritet vebsajta na nivou domena i na nivou
veb stranica treba da bude u sredistu SEO napora
marketinskih strucnjaka u finansijskom sektoru.

Kada je re¢ o bankarskom sektoru Srbije, u
Tabeli 5 je prikazano da veli¢ina banke nije uvek
povezana sa brojem internet preporuka, kao sto
je to slucaj sa AIK bankom, Eurobank, Erste i
Vojvodanskom bankom, ako se Banca Intesa
uzme kao reper. Pomenute banke ocigledno
ne poseduju strategiju linkovanja na svojim
vebsajtovima. Sto se ti¢e kvaliteta linkova
koji dolaze sa visoko vrednovanih drzavnih
(.gov) i obrazovnih (.edu) vebsajtova, Societe i
Unicredit su trzisni lideri, iza kojih sledi Banca

dobija dodeljivanjem ponderisane numericke Intesa.
vrednosti svakom dolaznom linku, na osnovu
Tabela 5: Kvantitet i kvalitet linkova
Ukupni linkovi .GOV .EDU
Banka Referentni | Referentni | Referentni | Referentni | Referentni | Referentni
domeni linkovi domeni linkovi domeni linkovi

Banca Intesa 1975 2222278 2 15 11 93
Unicredit 1255 2343498 6 37 13 82
Komercijalna banka 1334 286129 4 21 1 1
Societe Generale 1195 1071772 7 26 9 1812
Raiffeisen 1215 628276 3 17 3 18
AIK 309 70706 1 2 4
Eurobank 218 23812 2 4 1
Erste 102 28231 1 1 1
Postanska stedionica 939 305101 7 30 2 36
Vojvodanska banka 54 17085 0 0 0 0

Izvor: Majestic Backlink Analyzer, avgust 2018. (https://majestic.com/)
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Relevance of the Banking Sector Websites

The use of target keywords related to the
business or themes of the site in the HMTL code
of webpages (title tag, description tag, headings,
alt-tags and URL) affects the website relevance
on search engines (Luh et al., 2016, Pérez-
Montoro and Codina, 2017). Search engines
use the metadata supplied in the webpages to
extract keywords and other related information,
and use them as index terms in their databases
(Zhang and Dimitroff, 2005: 693). Specifically,
the webpages with the highest keyword density
will be the most relevant, provided that this
frequency is not unnatural due to an over
optimization of the search engine function
(Pérez-Montoro and Codina, 2017).

Based on the findings of Skiera et al.
(2010) which confirmed that the top 20%
of all keywords attract on average 98% of
all searches and generate 97% of all clicks,
we have extracted from Google Trends the
five most popular keywords in the Serbian

Table 6: Serbian Banks Keywords Visibility
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banking sector for the last three years - “loans”,

/A7

“cash loans”,

/A7

mortgage loans”, “refinancing
loans” and “savings”. This tool includes an
interface enabling the analysis of query data
accompanied by a simple graphic visualisation
of the changing popularity of search terms over
time and often in relation to events reported
in the news (Haider, 2016: 395). Table 6. shows
the banks’ position on SERPs per applied
keyword, together with the SEO keywords
visibility, or ranking of banks based on the
visibility of tested keywords on the top five
pages on Google. We could conclude that the
Serbian banks are mostly without a keyword
strategy, but depending on business priorities,
individual banks are optimizing their sites for a
specific keyword only (e.g. Erste bank for cash
and refinancing loans, Komercijalna banka for
mortgage loans and savings). Banca Intesa has
the best SEO keyword visibility on Google,
followed by Komercijalna banka.

Gl tteywords | 9 | Loms | Lomet | Loama T | Savings
Banca Intesa #1 1 4 2 4 1
Unicredit #5 8 8 6 23

Komercijalna banka #2 4 15 1

Societe Generale #3 6 3 4 16
Raiffeisen #6 15 n/a 8 14 n/a
AIK n/a 17 21 16 16

Eurobank n/a 5 13 18 11 5
Erste #4 12 2 9 1

Postanska Stedionica #7 19 22 15 15 17
Vojvodanska banka n/a 28 17 n/a 19 29

Source: Searchmetrics Suite, August 2018. (https://www.searchmetrics.com/suite/)
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Relevantnost sajtova u bankarskom sektoru
Koris¢enje ciljanih kljucnih reci povezanih
sa delatnoscu ili tematikom vebsajta u HMTL
kodu (naslovna oznaka, opisna oznaka, naslov
veb stranice, opis vizuelnog sadrzaja i u veb
adresi) utice na relevantnost sajta na internet
pretrazivacima (Luh et al., 2016; Pérez-Montoro
i Codina, 2017). Internet pretrazivaci analiziraju
meta-podatke kako bi izvukli kljuéne reci i
druge informacije sa veb stranica, i koriste ih
kao indeksirane reci u svojim bazama podataka
(Zhang i Dimitroff, 2005: 693). Veb stranice sa
najve¢om gustinom klju¢nih reci i pojmova
smatrace se najrelevantnijim, pod uslovom da
uclestalost nije neprirodna zbog prekomerne
optimizacije (Pérez-Montoro i Codina, 2017).
Na osnovu istrazivanja Skiera i saradnika
(2010) koje potvrduje da 20% svih kljuénih
reCi privlaci u proseku 98% svih pretraga i
da generiSe 97% svih klikova, izdvojili smo iz
Google trendova pet najpopularnijih klju¢nih
reci u srpskom bankarskom sektoru u poslednje
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tri godine - , krediti”, , ke$ krediti”, ,stambeni
krediti”, , krediti za refinansiranje” i , Stednja”.
Ovaj alat ukljucuje interfejs koje omogucava
analizu podataka iz korisnickih upita, uz
jednostavnu graficku vizualizaciju promenjive
popularnosti pojmova za pretragu tokom
vremena, ¢esto u odnosu na dogadaje koji su
objavljeni u medijima (Haider, 2016: 395). Tabela
6 prikazuje poziciju banaka na prvoj stranici sa
rezultatima internet pretrage po primenjenoj
klju¢noj reci, zajedno sa vidljivos¢u klju¢nih
re¢i za SEO, tj. rangiranje banaka na osnovu
vidljivosti testiranih klju¢nih reci na prvih pet
stranica na Google-u. Mozemo zakljuciti da
srpske banke uglavnom ne poseduju strategiju
kljucnih reci, ali zavisno od poslovnih prioriteta,
pojedine banke optimizuju svoje sajtove samo
za odredenu klju¢nu re¢ (npr. Erste banka za
kes i kredite za refinansiranje, Komercijalna
banka za stambene kredite i Stednju). Banca
Intesa ima najbolju SEO vidljivost klju¢nih reci
na Google-u, a zatim sledi Komercijalna banka.

Tabela 6: Vidljivost klju¢nih reci kod srpskih banaka

Banka Slljlj?l‘é];?}llpr‘:éft Krediti k::i?ti Szrgcll)ii?i relg;iii;(iiriije Stednja
Banca Intesa #1 1 4 2 4

Unicredit #5 8 8 6 23

Komercijalna banka #2 4 15 1

Societe Generale #3 6 3 4 8 16
Raiffeisen #6 15 i dziejosti 8 14 vidzie\fosti
AIK bez vidljivosti 17 21 16 16 6
Eurobank bez vidljivosti 5 13 18 11 5
Erste #4 12 2 9 1 8
Postanska Stedionica #7 19 22 15 15 17
Vojvodanska banka bez vidljivosti 28 17 vi dll?ie\fos " 19 29

Izvor: Searchmetrics Suite, avgust 2018. (https://www.searchmetrics.com/suite/)
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When it comes to the applied keywords in
the HTML code, we could conclude that title
tags, as the clickable headline for a given result,
are optimized for most of the Serbian banks
(Table 7). Unlike that, description tags and
webpage headings are a neglected element of
the keyword strategy. Finally, due to the lack of
the image descriptions, alt-tags are also a missed
opportunity for strengthening the keywords
strategy, which makes the sites also non-
compliant with the Web Content Accessibility
Guidelines (Andrés et al., 2009; Moreno and
Martinez, 2013). The mitigating factor is that
finance service users are rarely looking for
images, thus the landing pages concentrate
rather on text content (Searchmetrics 2017: 18).
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Comparison websites noticed a gap in the
market and filled the niche by combining
independent editorial content across the
spectrum of financial products with comparison
facilities (Gill, 2007). The following trend has
put pressure back on the banks in the form of
increased competition on SERPs (Econsultancy,
2017: 10). The rise of comparison sites and the
availability of their consumer-friendly financial
content on search engines is not an exception
at the Serbian market. Namely, when it comes
to the market share according to the targeted
keywords (Figure 1), a very strong competition
comes from comparison and advice websites
(uporediustedi.rs, kamatica.com), which are
taking one fifth of the organic visibility from the

Table 7: Keywords in the HTML code of banking websites

Bank Kfeyw.ords Keywc.)rd.s in 1\?& ;fggrs c/) ¢ Keywords in Keywords in
in Title Description s (HI) (H2)
Banca Intesa 5/5 4/5 980/1579 5/5 4/5
Unicredit 5/5 4/5 52/76 2/5 2/5
Komercijalna banka 5/5 3/5 71/1352 5/5 3/5
Societe Generale 5/5 2/5 134/186 4/5 2/5
Raiffeisen 4/5 1/5 348/411 3/5 2/5
AIK 5/5 2/5 175/316 1/5 4/5
Eurobank 5/5 4/5 369/965 5/5 0/5
Erste 4/5 4/5 123/139 2/5 0/5
Postanska Stedionica 5/5 4/5 49/248 0/5 2/5
Vojvodanska banka 4/5 5/5 259/609 4/5 2/5

Source: Screaming Frog, August 2018. (https://www .screamingfrog.co.uk/seo-spider/)

The consumer-to-business

relationship in the banking sector has also led

changed

to some changes in the type and amount of
content being provided directly from banks.

banks on SERP. Graph 1 also indicates that the
banks in Serbia pay less attention to the quality
and content relevancy through investing in
content marketing for target users.
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Kada je rec o primenjenim klju¢nim recima u
HTML kodu, mozemo zakljuciti da su naslovne
oznake, kao naslovi na koje se moze kliknuti za
zadati upit, optimizovane kod vecine srpskih
banaka (Tabela 7). Za razliku od toga, opisne
oznake i naslovi veb stranica predstavljaju
zanemarene elemente strategije kljucnih reci. Na
kraju, zbog nedostatka opisa slika, alternativne
oznake (alt-tags) su takode propustena prilika
za jacanje strategije kljucnih reci, sto ujedno
¢ini i odnosne vebsajtove neuskladenim prema
Smernicama za pristupacnost veb-sadrzaja
(Andrés et al., 2009; Moreno i Martinez,
2013). Olaksavajuca okolnost je da korisnici
finansijskih usluga retko kada traze slike, pa se
odredisne stranice prevashodno i koncentrisu
na sadrzaj (Searchmetrics 2017: 18).
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izmedu pruzenih informacija i realnih potreba,
i popunili ga kombinovanjem nezavisnog
urednickog sadrzaja o spektru finansijskih
proizvoda sa poredenjem finansijskih cena
i usluga (Gill, 2007). Ovaj trend je povratno
izvrSio pritisak na banke, kroz povecanu
konkurenciju na prvoj stranici sa rezultatima
internet pretrage (Econsultancy, 2017: 10).
Porast vebsajtova za poredenje i dostupnost
njihovih sadrzaja o finansijskim uslugama na
pretraziva¢ima ne predstavlja novinu ni na
srpskom trzistu. Naime, kada je rec o trziSnom
udelu ciljanih kljuénih re¢i (Grafikon 1), vrlo
jaka konkurencija dolazi upravo od vebsajtova
za poredenje i pruzanje saveta (uporediustedi.
rs, kamatica.com), koji uzimaju bankama jednu
petinu organske vidljivosti na prvoj stranici

Tabela 7: Kljucne re¢i u HTML kodu kod bankarskih vebsajtova

Kljucne e - Kljucne reci u Kljucne reci u
- Kljucne reci . .
reciu . Alt-tag / | naslovima prvog | naslovima drugog

Banka . u opisnim o h

naslovnim oznakama Broj slika reda na veb reda na veb

oznakama stranicama (H1) stranicama (H2)
Banca Intesa 5/5 4/5 980/1579 5/5 4/5
Unicredit 5/5 4/5 52/76 2/5 2/5
Komercijalna banka 5/5 3/5 71/1352 5/5 3/5
Societe Generale 5/5 2/5 134/186 4/5 2/5
Raiffeisen 4/5 1/5 348/411 3/5 2/5
AIK 5/5 2/5 175/316 1/5 4/5
Eurobank 5/5 4/5 369/965 5/5 0/5
Erste 4/5 4/5 123/139 2/5 0/5
Postanska Stedionica 5/5 4/5 49/248 0/5 2/5
Vojvodanska banka 4/5 5/5 259/609 4/5 2/5

Izvor: Screaming Frog, avgust 2018. (https://www.screamingfrog.co.uk/seo-spider/)

Promenjene potrebe potrosaca prema
finansijskom sektoru, takode su dovele do
nekih promena u vrsti i koli¢ini sadrzaja koji
banke postavljaju na svojim vebsajtovima.
Sajtovi za poredenje uocili su jaz na trzistu

sa rezultatima internet pretrage. Grafikon 1
takode ukazuje da banke u Srbiji pridaju manje
paznje kvalitetnom i relevantnom sadrzaju,
kroz ulaganje u marketing putem sadrzaja za
ciljne korisnike.
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Figure 1 Market share by targeted keywords, top 10 SERP

results on Google
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Land, 2018: 17). Consequently,
the correlation between social
signals and ranking position
is high (Searchmetrics, 2016),
as those webpages which are
receiving high engagement
14% metrics are more frequently
visited and indexed by bots.
However, when it comes to the
finance ranking factors, finance
domains have fewer social
13% signals compared with the overall
average (Searchmetrics, 2017: 20).
Having in mind the lower traffic
to the Serbian bank websites

coming from social networks

Social Media Signals

In the recent years, social platforms, or the
so-called social signals contributing to website
traffic have had an increasing importance with
the number of shares, likes and tweets a page
receives (Pérez-Montoro and Codina, 2017). If
links were a way for people to “vote” in favor of
sites, social media sharing represents a way for
that voting behavior to continue (Search Engine

Table 8 Facebook signals and page performances

(Table 2), we have conducted
an analysis of how banks perform on the four
most used social platforms in Serbia - Facebook,
YouTube, Instagram and Twitter (Statcounter,
2018). LinkedIn, as a popular social platform
in the finance industry which on average
generates more social signals than the overall
benchmark average (ibid: 20) was not a subject
of our analysis, due to the lack of an adequate
tool that could be deployed.

B Facebook Page Average Page
ank Visibility on SERPs Followers Weekly Grow Engagement Perrormance
ndex
Banca Intesa #3 214k -0.016 0.017% 1%
Unicredit #4 60k -0.018% 0.076% 2%
Komercijalna banka #1 174k -0.048% 0.060% 2%
Societe Generale #7 34k 0.85% 0.016% 5%
Raiffeisen #10 59k 0.42% 0.013% 4%
AIK #9 17k 0.038% 0.099% 3%
Eurobank #6 74k 0.061% 0.014% 1%
Erste #5 73k 0.0024% 0.013% 1%
Postanska stedionica #2 30k 0.14% 0.010% 2%
Vojvodanska banka #8 71k 0.43% 0.430% 2%

Source: Searchmetrics Suite (https://www.searchmetrics.com/suite/); Fanpage Karma, August 2018. (https://www.fanpagekarma.com/)
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Grafikon 1 Trzi$ni udeo u kljué¢nim recima, 10 vodeéih

rezultata na prvoj stranici Google-a
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glasackog ponasanja (Search
Engine Land, 2018: 17). Shodno
tome, korelacija izmedu signala
sa drustvenih mreza i ranga veb
stranice je visoka (Searchmetrics,
2016), bududi da roboti internet
cesce

pretrazivaca posecuju

0
e i indeksiraju veb stranice
koje ostvaruju visoke stope
angazovanja. Medutim, kada
je re¢ o faktorima rangiranja
13% finansijskih vebsajtova, finansijski
domeni imaju manje signala sa
drustvenih mreza u poredenju sa

prosekom (Searchmetrics, 2017:

20). S obzirom na cinjenicu da

Signali sa drustvenih mreza

Poslednjih godina drustvene mreze ili tzv.
signali ka vebsajtu koji poti¢u sa drustvenih
mreza, preko broja deljenja (share), lajkova,
komentara i tvitova koje generise veb stranica,
imaju sve vedi znacaj u ostvarenom veb
saobracaju (Pérez-Montoro i Codina, 2017).
Ako su linkovi nacin kako korisnici , glasaju”
za vebsajtove, deljenje sadrzaja na drustvene
mreze predstavlja nacin za nastavak njihovog

kod srpskih banaka manji obim
veb saobracaja dolazi sa drustvenih mreza
(Tabela 2), sproveli smo analizu prisustva
banaka na Cetiri najc¢esce koriscene drustvene
mreZze u Srbiji - Facebook, YouTube, Instagram
i Twitter (Statcounter, 2018) ). LinkedIn, takode
popularna drustvena mreza u finansijskom
sektoru, koja u proseku generiSe vise signala
sa drustvenih mreza od proseka (ibid: 20) nije
bila predmet nase analize, zbog nedostatka
adekvatnog alata koji bi se mogao primeniti.

Tabela 8 Facebook signali i u¢inak Facebook naloga

Vidljivost . Prosecan Stopa Indeks ucinka
Facebook naloga Broj . - .
Banka . LS . nedeljni angazovanja Facebook
na prvoj stranici sa | pratilaca .
. rast pratilaca naloga
rezultatima pretrage
Banca Intesa #3 214k -0,016 0,017% 1%
Unicredit #4 60k -0,018% 0,076% 2%
Komercijalna banka #1 174k -0,048% 0,060% 2%
Societe Generale #7 34k 0,85% 0,016% 5%
Raiffeisen #10 59k 0,42% 0,013% 4%
AIK #9 17k 0,038% 0,099% 3%
Eurobank #6 74k 0,061% 0,014% 1%
Erste #5 73k 0,0024% 0,013% 1%
Postanska Stedionica #2 30k 0,14% 0,010% 2%
Vojvodanska banka #8 71k 0,43% 0,430% 2%

Izvor: Searchmetrics Suite (https://www.searchmetrics.com/suite/); Fanpage Karma, avgust 2018. (https://www.fanpagekarma.com/)
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From the Table 8. scores we could conclude
that the number of Facebook fans mainly
corresponds to the size of the bank, but there
is an evident stagnation in the page growth
rates, with Societe Generale making the only
exception. Having in mind that one of the best
uses of social media is to increase engagement,
the biggest challenge of the Serbian banking
sector Facebook pages comes from the low
engagement rates of its followers. The overall
low engagement points out to the practice of
buying inactive followers and mainstream
content dissemination. The highest engagement
rate is that of Vojvodjanska banka, which,
although stands at only 0.43%, serves as a
benchmark. Next, the indicator of the Facebook
page visibility shows how many Facebook social
signals are presented in the top five SERP results
on Google, where Komercijalna banka scores
the best. Finally, the Page Performance Index
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Table 9: YouTube signals and page performances
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is defined as a combination of engagement and
growth rates and provides an estimate value for
the Facebook pages success. From the presented
results, the best Facebook page performance
is that of Societe Generale, mainly due to its
positive page growth rate.

YouTube is a social network which generates
the highest volume of social traffic to the Serbian
banks’ websites. From Table 9. it is evident that
the banks are actively exploiting this channel
having in mind the strong video trends in the
finance industry sector (Econsultancy, 2017).
Expectedly, the best performer on YouTube is
the largest bank in the country - Banca Intesa,
in terms of total/average views per video,
subscribers and total/average likes on all
videos. Again, the low number of subscribers
and low total/average likes per video in most of
the banks points to the issue of low followers’
engagement and low video content relevancy.

Bank Videos | Views A\lgeezagil\éi:ys Subscribers T(fllll biﬂcisc‘);m Iﬁﬁ:zalggei
Video
Banca Intesa 130 2.35 mil 18k 2688 7600 58
Unicredit 66 921k 14k 583 15 0
Komercijalna banka 173 750k 4.3k 551 450 3
Societe Generale 111 304k 2.7k 511 0 0
Raiffeisen 103 584k 5.6k 342 85 1
AIK 36 29k 804 89 125 3
Eurobank 260 2.2 mil 8.3k 527 105 0
Erste 180 955k 5.3k 640 400 2
Postanska stedionica 22 26k 1.2k 212 5 0
Vojvodanska banka 237 798k 3.4k 392 65 0

Source: Social Blade, August 2018. (https://socialblade.com/youtube/user/audit)
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Iz Tabele 8 mozemo zakljuciti da broj
Facebook pratilaca ve¢inom odgovara velicini
banke, alije evidentna stagnacija u stopamarasta
naloga, gde je Societe Generale jedini izuzetak.
Imajudi u vidu da je jedan od najboljih nacina
koris¢enja drustvenih mreza kroz povecanje
angazovanja pratilaca, najvedi izazov kod
Facebook naloga srpskih banaka proizlazi iz
niske stope angazovanja pratilaca. Sveukupno
nisko angazovanje ukazuje na praksu kupovine
neaktivnih pratilaca i diseminaciju sveopsteg
sadrzaja. NajviSa stopa angazovanja je kod
Vojvodanske banke koja, iako iznosi samo
0,43%, moze da posluzi kao referentna
vrednost. Potom, pokazatelj vidljivosti
Facebook naloga na Google-u pokazuje koliko
je Facebook signala vidljivo u prvih pet stranica
rezultata pretrage, gde Komercijalna banka
ima najbolji rezultat. Konacno, indeks ucinka

Facebook naloga definiSe se kao kombinacija

Tabela 9: YouTube signali i uc¢inak YouTube naloga
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stope angazovanja i rasta broja pratilaca, i
daje procenu uspesnosti Facebook naloga. 1z
prikazanih rezultata, najbolji u¢inak Facebook
naloga ima Societe Generale, prevashodno zbog
pozitivne stope rasta broja pratilaca.

YouTube je mreza koja generiSe najveci
obim veb saobracaja iz drustvenih mreZa, na
vebsajtovima srpskih banaka. Imajuci u vidu
snazne video trendove u finansijskom sektoru,
iz Tabele 9 se vidi da banke aktivno koriste
ovaj kanal (Econsultancy, 2017). Ocekivano,
najuspesnija na YouTube-u je najveca banka
u zemlji - Banca Intesa, u pogledu ukupnih/
prosecnih pregleda po videu, broja pratilaca
i ukupnog/prosecnog broja lajkova na svim
video zapisima. Ponovo, mali broj pratilaca
i nizak broj ukupnih/prosecnih lajkova po
video zapisu u vedini banaka ukazuju na
problem niskog angaZovanja pratilaca i slabu
relevantnost video sadrzaja.

Broj Prose¢no Ukupno lajkova Prose¢no

Banka video | Pregledi | pregledapo | Pratioci | nasvim video lajkova po
zapisa video zapisu zapisima video zapisu

Banca Intesa 130 2.35 mil 18k 2688 7600 58
Unicredit 66 921k 14k 583 15 0
Komercijalna banka 173 750k 43k 551 450 3
Societe Generale 111 304k 2,7k 511 0 0
Raiffeisen 103 584k 5,6k 342 85 1
AIK 36 29k 804 89 125 3
Eurobank 260 2,2 mil 8,3k 527 105 0
Erste 180 955k 5,3k 640 400 2
Postanska Stedionica 22 26k 1,2k 212 5 0
Vojvodanska banka 237 798k 3,4k 392 65 0

Izvor: Social Blade, avgust 2018. (https://socialblade.com/youtube/user/audit)
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Instagram is the most popular network
among teenagers in the urban areas of Serbia
(Danas, 2018), and if banks want to attract
their future customers, they need to have an
active presence on Instagram. Despite the
small number of followers when compared to
Facebook, the engagement rates on Instagram
are much higher (Table 10) as this social network
concentrates on experience rather than service
offerings. Banca Intesa is the market leader in
terms of the number of followers and posts,
but Societe Generale is providing the most
engaging content to its followers. Due to the
higher engagement rates, it would be advisable
for banks to concentrate their efforts more on
Instagram, thus humanizing their brand with
the use of compelling, interactive content which
aligns with the values of younger generations.
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Twitter stagnates as a social network and the
half-life of a tweet is only 24 minutes, which
means that 50% of the content posted on Twitter
is visible for only 24 minutes (Rey, 2014). The
trend in financial services is its transformation
into an e-customer service channel (Hyken,
2016). That is exactly what Banca Intesa did in
Serbia, thus making its Twitter account the most
active in terms of followers and tweets (Table
11). Furthermore, Societe Generale has the
most loyal followers base, as one third of them
actively retweets the content published by the
bank. This finding, together with the ones that
the bank receives the highest average growth
rate on Facebook (Table 8) and engagement
rate on Instagram (Table 10) can explain the
benchmark rate of social traffic (Table 2) for

Societe Generale. Finally, when it comes

Table 10: Instagram signals and page performances to the followers’ ratio, as the relationship
_ Followers | Posts | Engagement between the number of' fo?lowers and
followed accounts, Raiffeisen Bank’s
Banca Intesa 3.2k 840 1.4% Twitter account has the best score.
Unicredit 1.7k 657 2.5%
Komercijalna banka 2k 544 1.9%
Societe Generale 1.5k 123 3%
Raiffeisen bez naloga na Instagramu
AIK 1k 395 2.7%
Eurobank 1.1k 276 1.7%
Erste 1.9k 435 4%
Postanska Stedionica 1.3k 5 5.8%
Vojvodanska banka / / /
Source: Hype Auditor, August 2018. (https://hypeauditor.com/)

Table 11: Twitter signals and page performances

Bank Followers | Tweets Follov'vers Retweets
Ratio

Banca Intesa 11.2k 8.8k 2.58 1/100
Unicredit 1.3k 1.3k 3.73 19/100
Komercijalna banka 4.6k 4.6k 1.71 0/100
Societe Generale 2.5k 2.2k 2.68 33/100
Raiffeisen 1k 0.4k 6.72 1/100
AIK bez naloga na Twitter-u
Eurobank 1.3k 1.8k 3.17 2/100
Erste 9.1k 3.7k 3.05 18/100
Postanska stedionica 1.1k 0.7k 5.15 13/100
Vojvodanska banka 1.5k 2.1k 1.88 0/100

Source: Foller.me, August 2018. (https://foller.me/)
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Instagram je najpopularnija mreza kod
mladih u urbanim podrudjima Srbije (Danas,
2018), i ako banke Zele da ih privuku kao
buduce klijente, moraju biti aktivno prisutne
na Instagramu. Uprkos malom broju pratilaca u
odnosu na Facebook, stope njihovog angazovanja
na Instagramu su mnogo vece (Tabela 10), s
obzirom da se ova drustvena mreza koncentriSe
na iskustvo, pre nego na ponudu usluga.
Banca Intesa je trzisni lider po broju pratilaca i
objava, ali Societe Generale svojim pratiocima
angazovanja, bilo bi pozeljno da banke vise
usmeravaju svoje napore ka Instagramu, ¢ime bi
humanizovale svoj brend upotrebom privlacnog,
interaktivnog sadrZzaja, u skladu sa vrednostima
koje zastupaju mlade generacije.

Tabela 10: Instagram signali i u¢inak Instagram naloga
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Twitter stagnira kao drustvena mreza, i
vreme polu-trajanja jednog tvita je samo 24
minuta, Sto znaci da je 50% sadrzaja objavljenog
na Twitter-u vidljivo samo u roku od 24 minuta
(Rey, 2014). Trend u finansijskim uslugama je
njegova transformacija u kanal za pruzanje
korisnicke podrske (Hyken, 2016). To je upravo
i uradila Banca Intesa u Srbiji, ¢ime je svoj
Twitter nalog ucinila najaktivnijim u pogledu
broja pratilaca i tvitova (Tabela 11). Zatim,
Societe Generale ima najverniju bazu pratilaca,
jer jedna trecina njih aktivno deli sadrzaj koji
banka objavi. Pomenuti nalaz, zajedno sa onim
da banka ima najve¢u prose¢nu stopu rasta
broja pratilaca na Facebook nalogu (Tabela
8) i najvecu stopu angazovanja pratilaca na
Instagramu (Tabela 10), objasnjava zasto je
Societe Generale referentna banka u
pogledu veb saobracaja sa drustvenih

mreza (Tabela 2). Na kraju, kada je u

Raiffeisen bez naloga na Instagramu
AIK 1k 395 2,7%
Eurobank 1,1k 276 1,7%
Erste 1,9k 435 4%

Postanska Stedionica 1,3k 5 5,8%
Vojvodanska banka / / /

Izvor: Hype Auditor, avgust 2018. (https://hypeauditor.com/)

Table 11: Twitter signali i u¢inak Twitter naloga

Banka Pratioci | Objave | Angazovanje

pitanju odnos izmedu broja pratilaca
Banca Intesa 3,2k 840 14% i broja pracenih naloga na Twitter-u,
Unicredit 1,7k 657 2,5% Raiffeisen banka ostvaruje najbolji
Komercijalna banka 2k 544 1,9% rezultat.
Societe Generale 1,5k 123 3%

Odnos broja
Banka Pratioci | Tvitovi I;ffat?;f;i Retvitovi
naloga

Banca Intesa 11,2k 8,8k 2,58 1/100
Unicredit 1,3k 1,3k 3,73 19/100
Komercijalna banka 4 6k 4,6k 1,71 0/100
Societe Generale 2,5k 2,2k 2,68 33/100
Raiffeisen 1k 0,4k 6,72 1/100
AIK bez naloga na Twitter-u
Eurobank 1,3k 1,8k 3,17 2/100
Erste 9,1k 3,7k 3,05 18/100
Postanska stedionica 1,1k 0,7k 5,15 13/100
Vojvodanska banka 1,5k 2,1k 1,88 0/100

Izvor: Foller.me, avgust 2018. (https://foller.me/)
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Conclusions

Having in mind that the internet use is
pervasive across all age groups in Serbia, that
the web rooming trends in the banking sector
are strong and that Google is present at each
stage of the financial customer journey, there
is no question about whether banks should be
visible on search engines, but how they could
be more relevant and authoritative than their
competitors. Our research has shown that some
of the largest banks in Serbia are declaratively
using SEO as a marketing strategy, but that
they still lack strategic orientation, given that
lost opportunities and untapped potentials that
could further enhance their organic visibility on
Google have been identified. Banca Intesa, as
the largest bank in the country, could serve as a
benchmark in the areas of website performance
indicators, keyword visibility on SERPs, online
recommendations and social signals. However,
it is a question whether its strong brand name
and robust retail clientele contributes to
the good scores in organic search visibility?
Nevertheless, despite being the SEO leader in
the sector, for Banca Intesa, some important
technical aspects remain untapped, such as site
speed and migration to secure website protocol.
Based on our first research question (RQ1),
and having in mind the finance sector ranking
factors that were the subject of our analysis, we
could conclude that none of the analyzed banks
have a comprehensive SEO strategy that insures
organic search visibility.

When it comes to the website performances,
banking sites which are traditionally rich of
content, and whose strategy is based on cross
and up-selling of its services should be aiming
to increase its time on site and the number of
page views following the identified market
benchmarks. This can be achieved with a better
interlinking strategy, frequent content updating
and the improved content relevancy. Bounce
rates should not be neglected either, having in
mind their importance among the finance sector
ranking factors, and all the websites with over
30% of bounced visitors should audit their
content. Moreover, the improvements in the
mobile site speed coming from a decreased page
weight, lower page requests and enhanced page
structure would also positively affect the bounce
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rates. Almost all the banks that were the subject
of our analysis have recorded a poor mobile
website loading time. Moreover, based on the
website traffic analysis, we could conclude
that referrals, social and email marketing are
the neglected traffic sources which should be
enhanced, thus positively contributing to the
increase in the number of website visits. Some
banks also need to re-evaluate their online
advertising strategy, due to the low web traffic
coming from paid search and display. Thus, the
integration of organic and paid search efforts
into the search engine marketing strategy
would synergistically increase the visibility of
the banks’ brand on SERPs, together with the
increased website traffic.

Furthermore, the country level domains,
applied secured website protocols and mobile
friendliness are for most of the banks in
accordance with the good SEO practice, but a
couple of identified exceptions which do not
comply with it should implement it as soon as
possible.

For most of the analyzed bank websites,
the backlinking strategy which contributes to
their domain and page authority is identified
as an untapped potential. Having in mind
the increase in mobile search queries and the
prominence of application rankings in organic
search which are contributing to the decline
of backlinks importance in terms of quantity
(Searchmetric, 2016), it would be advisable for
the banks to proactively attract high quality
links such as those coming from governmental
and educational websites. Interlinks should not
be neglected either, as their superior structure
would increase the number of page views.

Referring to the site relevance based on the
applied keywords strategy, we could conclude
that description tags, page headings and image
tags would positively contribute to it, as they are
representing an unused opportunity for most
of the banks. The enhanced keywords strategy,
together with higher content relevance applied
on category and landing pages designed for
targeted audience, would also contribute to
a steady link growth and an improvement of
the engagement metrics, such as social shares.
A frequent content audit based on the web
analytics performance, personalization of
the online experience with targeted webpage



Bankarstvo, 2019, vol. 48, br. 1

Zakljucak

Imajuéi u vidu da je upotreba interneta
rasprostranjena u svim starosnim grupama u
Srbiji, da su internet trendovi u bankarskom
sektoru jakii daje Google prisutan u svakoj fazi
potrosackog ciklusa kod korisnika finansijskih
usluga, nije pitanje da li banke treba da budu
vidljive na internet pretrazivacima, ve¢ kako
da budu relevantnije i autoritativnije od svojih
konkurenata. Nase istrazivanje je pokazalo da
neke od najvecdih banaka u Srbiji deklarativno
koriste SEO kao marketinSku strategiju, ali da
im nedostaje strateska orijentacija, bududi da su
identifikovane propustene prilike i neiskorisc¢eni
potencijali koji bi mogli dodatno da povecaju
organsku vidljivost njihovih vebsajtova na
Google-u. Banca Intesa, kao najveca banka u
zemlji, mogla bi posluziti kao reper u oblastima
ucinka vebsajta, vidljivosti klju¢nih reci na
stranici rezultata internet pretrage, strategiji
linkovanja i u signalima sa drustvenih mreza.
Medutim, pitanje je da su njen jak brend i
brojni klijenti doprineli dobrim rezultatima
u organskoj vidljivosti na pretrazivacu?
Ipak, uprkos tome Sto je Banca Intesa SEO
lider u sektoru, neke vazne tehnicke aspekte
nije iskoristila, kao Sto su brzina ucitavanja
vebsajta i migracija na siguran protokol. Na
temelju naseg prvog istrazivackog pitanja (P1),
a imajudi u vidu faktore rangiranja finansijskih
vebsajtova na pretrazivacu koji su bili predmet
naSe analize, mozemo zakljuciti da nijedna od
analiziranih banaka nema sveobuhvatnu SEO
strategiju koja osigurava organsku vidljivost
vebsajta na internet pretrazivacu.

Kada je re¢ o ucinku, bankarski vebsajtovi,
tradicionalno bogati sadrzajem, dcija se
strategija temelji na unakrsnoj i prodaji na vise
usluga, trebalo bi da teze povecanju vremena
provedenog na vebsajtu i broju posecenih
stranica, naspram identifikovanih repera. To
se moze postici boljom strategijom linkovanja,
¢eS¢im unosom svezeg sadrzaja i poboljsSanom
relevantnosc¢u sadrzaja. Ne treba zanemariti ni
stopu momentalnog napustanja sajta, imajuci
u vidu njen znacaj u faktorima rangiranja
finansijskih vebsajtova, a vebsajtovi sa viSe od
30% posetilaca koji ga napustaju pre posete
drugoj stranici, trebalo bi da izvrSe reviziju
svog sadrzaja. Stavise, poboljsanja mobilne
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brzine ucitavanja koja poti¢u iz smanjene
tezine veb stranice, manjeg broja zahteva na
stranicama i poboljSane strukture veb stranica
takode bi pozitivno uticala na smanjenje stope
brzog napustanja vebsajta. Gotovo sve banke
koje su bile predmet nase analize zabelezile su
loSe vreme ucitavanja mobilnih veb stranica.
Na temelju analize veb saobracaja, mozemo
zakljuditi da su sajtovi-preporuke, drustvene
mreZe i imejl marketing zanemareni izvori
veb saobracaja koji bi trebalo da se unaprede,
$to bi pozitivno uticalo na povecanje broja
poseta vebsajtu. Pojedine banke takode
treba da preispitaju svoju strategiju internet
oglasavanja, zbog niskog saobracaja koji dolazi
iz placenog pretrazivanja i sa veb banera.
Integracija organskih i placenih rezultata
pretrazivanja, u strategiju marketinga na
internet pretrazivacima, sinergetski bi povecala
vidljivost bankarskih brendova na prvoj
stranici sa rezultatima internet pretrage, pored
unapredenog veb saobracaja.

Potom, nacionalni domeni, primena
sigurnih protokola na vebsajtu i unapredena
funkcionalnost na mobilnim uredajima su
za vedinu banaka u skladu sa dobrom SEO
praksom, uz nekoliko banaka koje ¢ine izuzetak,
ikoje bi trebalo to da primene sto je pre moguce.

Za vedinu analiziranih bankarskih sajtova,
strategija linkovanja koja doprinosi autoritetu
domena i stranica identifikovana je kao
neiskoris¢eni potencijal. Imajudi u vidu porast
mobilnog pretrazivanja i bolje rangiranje
mobilnih aplikacija u organskim rezultatima
pretrage, koji doprinose smanjenju vaznosti
u broju linkova (Searchmetric, 2016), bilo bi
preporucljivo da banke proaktivno privlace
visoko kvalitetne linkove koji dolaze sa drzavnih
ili obrazovnih vebsajtova. Strategiju unutrasnjeg
linkovanja takode ne bi trebalo zanemariti, jer
bi superiorna struktura unutrasnjih linkova
povecala broj konzumiranih veb stranica.

S obzirom na relevantnost vebsajta koja
se zasniva na strategiji primenjenih klju¢nih
reci, mozemo zakljuciti da bi opisne oznake,
naslovi na veb stranicama i opisi vizuelnog
sadrzaja ostvarili pozitivan uticaj, bududi da
predstavljaju neiskoris¢enu priliku kod vecine
banaka. Unapredena strategija klju¢nih reci, uz
vecu relevantnost sadrZaja na prodajnim veb
stranicama usmerenog ka ciljnoj publici, takode
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content and investment in new content formats
such as product/service comparisons, financial
advice, video tutorials and infographics would
decrease the currently strong market share in
keywords coming from comparison and advice
websites.

Finally, the analyzed social signals of the
Serbian banks on Google point to the need to
focus on the better engagement rates of fans
and followers, as the growth rates reached
saturation for some of the analyzed social
networks, such as Facebook and Twitter.
This can be achieved through higher-quality
content and focus on social platforms with a
higher engagement rate such as Instagram
and YouTube. Also, we tend to agree with
the findings of Dootson ef al. (2016: 23) that
banks need to create and articulate the value
consumers will receive from using social media
to achieve improved customer experiences,
engagement, and enhance relationships. This
is exactly what Societe Generale is doing, by
showcasing that high volumes of social traffic
are coming from positive growth rates on
Facebook, high engagement rate on Instagram
and the loyal base of followers on Twitter.
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To our best knowledge, this type of analysis
involving the financial sector websites has not
been conducted before. The findings may help
the marketers in banks to address their websites
from the perspective of organic search engine
visibility and to make better informed decisions
regarding their online strategies and resource
allocation. The limitations of the research are
that the generated data come from the deployed
SEO software and tools, whereby the exact
data could only be provided with the insights
into Google Analytics (visitors” behavior) and
Google Search Console (website impact and state
of technical factors), for which it is necessary to
obtain a legal access permit. Due to the lack of
insight into their own banks’ platforms, some of
the important Searchmetrics Finance Ranking
Factors could not be a subject of scrutiny, such
as the File Size, Presence of Unordered Lists,
Word Count and the performance on LinkedIn.
Furthermore, some variances may appear due
to the different classifications used by the
National Bank of Serbia and individual banks,
as there are differences between the central
bank’s record on banks and the 2017 end of year
results published on the banks” websites.
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bi doprinela stalnom rastu linkova i poboljsanju
metrika angazovanja, poput deljenja sadrzaja
na drustvenim mrezama. Cesta revizija sadrzaja
koja se zasniva na ucinku iz veb analitike,
personalizacija korisnickog utiska na internetu
sa ciljanim sadrzajem na veb stranicama i
ulaganje u nove formate sadrzaja, poput
uporedivanja karakteristika proizvoda/usluga,
finansijskih saveta, video tutorijala i infografika,
smanjila bi trenutno visok trzisni udeo u
kljuénim recima koji dolazi sa nebankarskih
vebsajtova za poredenje i savetovanje.

Na kraju, analizirani signali koji poticu sa
drustvenih mreZza srpskih banaka na Google-u,
ukazuju na potrebu usmeravanja ka boljim
stopama angaZovanja pratilaca, bududi da
su stope rasta dosegle svoju saturaciju na
nekim od analiziranih drustvenih mreza, kao
Sto su Facebook i Twitter. To se moze postici
kvalitetnijim sadrzajem i usmeravanjem
na drusStvene mreZze sa vecom stopom
angazovanja, kao sto su Instagram i YouTube.
Takode, slozi¢emo se sa nalazima Dootson i
saradnici (2016: 23) da banke treba da stvore i
artikulisu vrednost koju ¢e potrosaci dobiti od
koris¢enja drustvenih mreza, kako bi postigle
bolje korisnicko iskustvo, angazovanje i
unapredile uzajamne odnose. To je upravo ono
Sto radi banka Societe Generale, pokazujudi da
veliki obim veb saobracaja sa mreza dolazi od
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pozitivnih stopa rasta na Facebook-u, visoke
stope angazovanja pratilaca na Instagramu i
lojalne baze pratilaca na Twitter-u.

Prema naSim saznanjima, ovakva vrsta
analize koja ukljucuje finansijske vebsajtove jos
nije radena. Podaci mogu pomoci marketinskim
strucnjacima u bankama da se bave svojim
vebsajtovima iz perspektive njihove organske
vidljivosti na pretrazivacima, da donose bolje
informisane odluke o svojim strategijama na
internetu i alokaciji resursa. Ogranicenja ovog
istrazivanja su da dobijeni podaci dolaze sa
primenjenih veb alata i SEO softvera, pri ¢cemu
se ta¢ni podaci mogu generisati samo uvidom u
Google analitiku (ponasanje posetilaca) i Google
konzolu (uéinak sajta i stanje tehnickih faktora),
za Sta je potrebno pribaviti dozvole za pristup.
Zbog nedostatka potpunog uvida u vebsajtove
banaka, neki od vaznih Searchmetrics faktora
za rangiranje finansijskih vebsajtova nisu mogli
biti predmet ispitivanja, kao S$to su velic¢ina
fajlova na sajtu, broj reci po veb stranici i u¢inak
na LinkedIn mrezi. Dodatno, izvesne razlike
se mogu pojaviti zbog razlicitih klasifikacija
koje primenjuju Narodna banka Srbije i
pojedinac¢ne banke, buduci da postoje razlike
izmedu evidencije centralne banke o bankama
i finansijskim rezultatima za 2017. godinu, koji
su objavljeni na vebsajtovima banaka.
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