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Y cmammi npoaHasi3osaHi cy4yacHi mpaxkmy-
BaHHSI MmepMiHa «BaHKIBCbKUL MapKemuHa»,
rposedeHo iXH KpumuyHe OUiHI0BaHHs. Bpa-
XOBYIOHU CXOXICMb GaHKIBCLKUX | ¢hiHAHCOBUX
ycmaHos, 062pyHMOBaHO CymHiCmb  MapKe-
MUH2Yy OCMaHHIX SIK opaaHisayitiHo-yrpas/iH-
CbKy cmpameaito, Modesib Oill, HEOOXIOHUX Or1si
docsicHeHHs1 cmpameaidHux yinel. 3arporio-
HOBAHO peasizauito MapKemuH2080i KoHUenui
(biHaHCoBOI  ycmaHoBU  30iliCHIoBamu  Yepe3
pO3p06/IeHHs1  MapKemuHeosoi  rpoapamu,
cghopMoBaHo i CmpyKmypHO-/102i4Hy MOO€e/Tb.
OCHOBHUMU CK/Ia0HUKaMU CmyKmypHO-/102i4HOI
MoOe/li BU3HAHO: BU3Ha4eHHs1 yineli i 3aBdaHb
MapKemuHeoBoI rpoepamu; OUJHIOBAHHST MOX-
nusocmeli cy6’ekmis MapkemuHey (OUiHHOBaHHS!
MOox/IuBoCMeli camoi ghiHaHCOBOI ycmaHOBU, Oyj-
HroBaHHS1 Moxy1ugocmeli ¢hiHaHCOBO20 PUHKY);
PO3pob/IeHHsT caMoi MapKemuHa080i pozpamu;
OyiHKa egbekmusHocmi MapKemuHeosoi po-
epamu ma ii akmyasisayisi. Po3pobsieHo roe-
mariHy focai008HICMb PO6GIM 3 BUKOPUCMAHHSIM
Heo6XiOH020 aHa/liMmUYHo20 HCMPYMeHMapito
3@ KOXHOI CK/1a00BOK YacmuHOK MOOEII.
CchbopmoBaHO cucmeMy MoKa3HUKIB OYiHIOBaHHSI
eheKmusHOCMi  MapKkemuHeoBoi  rpozpamu.
3anpornoHoBaHo 00UH i3 MOM/IUBUX BapiaHmis
BU3HaYeHHS1 IHMe2pasibHO20 MOKa3HUKa 5K IHOU-
Kamopa 00csig2HeHHsI (hiHaHCOBOK YCMAaHOBOK
yineti MapkemuHeoBsoi npozpamu, ujo 00380715
3acmocosysamu KomriiekcHull nioxio 0o ¢hop-
MyBaHHs1 €QOEKMUBHUX K/IIEHMOOPIEHMOBAaHUX
cmpameaili po3BUIMKY.

KntouoBi cnoBa: ghiHaHcosa ycmaHosa, Mapke-
MuHa, 6aHKIBCLKUL MapKemuHa, MapKemuH208a
npoepama, SWOT-aHasni3, PEST-aHasi3, cmpyk-
MypHO-/102i4YHa MOOE/Tb, eQheKMUBHICMb, IHMe-
2pa/ibHUll MOKA3HUK.

B cmambe npoaHa/iu3uposaHbl COBPEMEHHbIE
MPaKMOoBKU MePMUHA «BaHKOBCKUL  MapKe-

muHa», NPoBedeHO UX KPUMUYECKoe OUeHU-
BaHue. Yuumbigasi CXo0CmBO GaHKOBCKUX U
GbUHaHCOBbIX yypexoeHull, 060CHOBaHa Cyuj-
HOCMb MapKemuHaa Moc/eOHUX Kak opaaHu3a-
YUOHHO-Yrpags/ieHyeckasi cmpameausi, Mooesib
delicmauli, HEOBXOOUMbIX O/1 OOCMUXEHUSI
cmpameauyeckux yesel. [pednoxeHo pea-
Jlu3ayuro MapKkemuHaoBoU KOHYeryuu chuHaH-
C0B020 YYpexOeHUsi OCYWEeCmB/simb  Yepes
paspabomky — MapkemuH2080U  rpo2pamme,
cghopmuposaHa ee  CmpyKmMypHO-/I02UHECKYI0
Mooesib. OCHOBHBIMU COCMABNSKOWUMU CMYK-
MypPHO-/102U4ECKOl MOOE/U MPU3HaHbI: onpe-
denteHue yesneli u 3aday Mapkemueosol rpo-
2pamMbl;, oyeHka BO3MOXHocmell cybbekmos
MapkemuHaa (oyeHka Bo3MOXHocmel camozo
(bUHAHCOBO20 Y4PEXOEHUS, OUEHKa BO3MOX-
Hocmeli  (hbuHaHCOB020 pbIHKA);, paspabomka
camoli  MapkemuHz2080U Mpo2pamMMbl; OUEeHKa
aghchpekmusHocmu  MapkemuHeosol  fIpo-
epamMmMbl U ee akmyaiusayusi. PaspabomaHa
noamanHasi nocaedosamesibHocmb pabom ¢
ucrio/Ib308aHUEM HEO06X00UMO20 aHa/lumuye-
CKO20 UHCMpYMeHmapusi o Kaxooli cocmas-
nsrowel mooenu. CghopmuposaHa cucmema
rokasamesieli OUyeHKuU aghghekmusHocmu Map-
KemuHeosoU rpoepammbl. pedsioxeH 00UH U3
BO3MOXHbIX BapuaHmos orpedesieHus UHme-
2pa/lbHo20  rokasamesisi, Kak UHOukamopa
docmuxeHusi  (OUHaHCOBbIM  yYpeXxoeHuem
yeneli  MapkemuH2osol  rpozpaMMbl,  Ymo
10380/151eM MPUMEHSIMb KOMIM/IEKCHBIU MOX00 K
bOPMUPOBAHUID  K/IUEHMO-0PUEHMUPOBaHHBIX
cmpameauli pa3sumusi.

KnioueBble cnoBa: ¢huHaHcosoe yupexde-
Hue, mapkemuHe, 6aHKOBCKUl MapkemuHe,
MapkemuHeaosasi npozgpamma, SWOT-aHasu3,
PEST-aHa/nus, CMyKmypHo-/io2u4eckas
MoOesib, 3hgheKmuUBHOCMb, UHMezpasibHbIl
rokazamerib.

In the article, based on the study of modern interpretations of the term “banking marketing”, their critical assessment was conducted and pointed out
the need for an integrated approach to its understanding. The peculiarities of the complex approach application to the definition of marketing of banking
institutions, which consists in the need to take into account the subjects and objects of marketing, factors of external and internal environment, the state
of the conjuncture of the monetary and financial markets. Considering the similarity of banking and financial institutions, the essence of marketing of the
latter as organizational and managerial strategy, models of actions necessary for the achievement of strategic goals is substantiated. It is proposed to
implement the marketing concept of a financial institution through the development of a marketing program that provides an opportunity to coordinate
its interests with the requirements and needs of customers. A structural and logical model for the formation and implementation of a marketing program
of a non-bank financial institution was formed. The main components of the structural and logical model recognized: the definition of goals and objec-
tives of the marketing program; assessment of the possibilities of the marketing subjects (assessment of the possibilities of the financial institution itself,
assessment of the possibilities of the financial market); development of a marketing program, evaluation of the effectiveness of the marketing program
and its actualizing. In the framework of the isolated components of the model, a step-by-step sequence of work is developed, the necessity of using an
adequate analytical tool (comparison, grouping, detailing, PEST-analysis, analysis of “Porter five forces”, SWOT-analysis, methods of multidimensional
comparative analysis and more) for each component of the model is discussed. In the course of the study, a system of indicators for assessing the
effectiveness of a marketing program has been generated. One of the possible options for defining an integral indicator as a metric of the achievement
by the financial institution the objectives of the marketing program is proposed, which allows applying an integrated approach to the formation of effective
client-oriented development strategies.

Key words: financial institution, marketing, banking marketing, marketing program, SWOT analysis, PEST analysis, structural and logical model, efficiency,
integral indicator.

MoctaHoBKa npo6seMu. PO3BUTOK BiTYU3HS-
HOTO PUHKY (PIHAHCOBMX MNOCAYr CYNPOBOLKYETLCSA
3aroCTPEHHAM KOHKYPEHUIT MK Ooro ydacHukamuy i
BMMAara€ yAOCKOHaNEHHSA TEOPETUYHUX i MPaKTUYHKX
HanpautoBaHb y cdiepi MapkeTVHry 3 METOH PO3pPo-

6/1eHHA ePeKTUBHOT MapPKETUHIOBOI MONITUKA hiHaH-
COBMX yCTaHOB. BoHa MOBMHHA CTaTy 3amnopykoro ix
YCMILWHOrO (PYHKLOHYBaHHS, 3a6e3Mne4YeHHs KOHKYPEH-
TOCMPOMOXHOCTi Ta JOCATHEHHS CTpaTeriyHnX Liie.
O3HaueHe akTyasisye NpobaemMaTuky AoCAimKEHHS.
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B BYXTANITEPCbKUIA OBJIIK, AHAI3 TA AYANT

AHania ocTaHHiX pocnimkeHb i nyo6nikauin.
Mpobnemn po3BUTKY Ta BNPOBaMKEHHS KOHLenuil
MapKeTUHTY y dDiHaHCOBO-KPeAUTHIN cdoepi A0CNiaXKy-
Ba/IMCA 3apyODKHUMN Ta BiTUN3HAHUMUN HAYKOBLAMU.
Cepepn Hux: [O. Bnagicnaenes, [xo3niH Po6ept B,
Xamgppiz 4. Keiit, ®. Kotnep, M. MopTep, |. ChiyuH,
A. CniyunH, E. ¥YTKiH, /1. PomaHeHko, O. KnpuyeHko,
I. TineHko, A. ATtueHko, |. MlioTuii, O. Conogka Ta iHLLi.

MocTaHOoBKa 3aBAaHHA. Hessaxawounm Ha Bax-
NIMBICTb OTPUMaHUX pe3ynbTaTiB, Ppob0TM HayKoBLIB
Hacamnepe/f OpIEHTOBaHI Ha MpakTU4yHe 3acTocy-
BaHHS MapKeTUHIy B opraHisaujii 6aHKIiBCbKOI Ajisfb-
HOCTI | He BpaxoBylTb cneundiky yHKLiOHYBaHHSA
HebaHKIBCbKMX (PiHAHCOBWX YCTaHOB. 3a TakuMx YMOB
BWHMKAE HEOOXiAHICTb YAOCKOHa/IEHHA MeXaHi3aMy
hopMyBaHHA Ta peastizaLii MapKeTUHIoBoT NporpamMm
ONS TakuX eKOHOMIYHNX CY6’EKTIB.

Buknaa ocHOBHOro marepiany AocnigXeHHs.
Y KnacuyHoMy PO3YyMiHHI MAapKETUHr € MpOoLLEecoM
BUSIBNEHHS Ta nepeabadeHHs nNoTped ChnoXmBadis,
opraHizauii pekiamy Ta BUPOOHULUTBA, BiANOBIAHO
[0 X ouiKyBaHb, 3 METOI 30i/bLLUEHHS 06CAriB NPo-
AaxXy | Makcumisauii npmbyTKy. B3sBlwmM 3a OCHOBY
[JaHe BU3HAYEHHS, HayKoBLi MO-Pi3HOMY NiAXOAATb
[0 TpakTyBaHHSA €KOHOMIYHOro 3MIiCTy 6aHKiBCbKOro
MapkeTuHry (Tabnuus 1).

Ornag nitepaTypu CBiguUTb, WO BiNbLUICTbL HaBe-
[JEHNX BU3HAYeHb BPaxoBYE NULLE CYKYMHICTb ene-
MEHTIB KOMMJEKCY MapKEeTUHry, LUini i 3aBgaHHA
6aHKIBCbKOrO MapKEeTUHIy, MOro npakTU4Hy Cnpsimo-
BaHiCTb. BpaxoBytoun Te, WO 6GaHKIBCbKMIA Mapke-
TUHT € CaMOCTIiHUM (PYHKLIOHa/IbHUM HanpsiMoM

LiSiNbHOCTI BBaXKAEMO 3a HeobXiAHe BpaxoByBaTy
y WMOro TpakTyBaHHi MPUHLMAM KOMMEKCHOro nig-
xoay. A came, AOUINIbHUM € BUOKPEMJIEHHS CYO’EKTIB
Ta O060'€KTiB 1Oro MNpPOBEAEHHS, 0COGMBOCTE
30BHILIHBLOrO Ta BHYTPILWHBLOrO cCepefoBuLLa, CTaHy
KOH'HOHKTYpW TPOLUOBO-KPeAMTHOrO Ta (piHaHCOBOro
pUHKIB. BpaxoBylouM 3a3HayeHe BBaXaEMO, L0
HalbiNbL NOBHE PO3yMiHHS CYTHOCTI OaHKIBCbKOro
MapKeTUHTY nofJaHo y BU3HayeHHi 1.O. JlioTtoro Ta
0.0. Conogkoi. Oco6nmBoCTi  (PYHKLIOHYBaHHS
(piHAHCOBMX YCTAHOB, CXOXICTb 3 MOC/yramu GaHkKiB
€ NigcTaBo 4717 3aCTOCYBaHHS AAHOM0 BU3HAYEHHS
npyv po3yMiHHI IX CUCTEMU MapKETUHIY K opraHisa-
LifiHO-ynpaBniHCLKOI cTparterii, Mogeni Aili, Heobxia-
HUX ANl AOCSATHEHHS CTpaTEerivyHnX Line.

MapkeTuHr AK (OYHKLiOHa/IbHUIA HanpsaM Aisfib-
HOCTi piHAHCOBOT YCTAHOBW Ma€ 06’€KTVMBHWIA Xapak-
Tep, 60 3AINCHIOETLCA HE3aNIeXHO Bif HAABHOCTI Y
cknafi nepcoHasny haxiBuiB-MapKeTonorie. 3aiexHo
Bif, PO3MIpiB YCTaHOBW (PYHKLi OCTaHHIX BUKOHYOTb
CY6’eEKTW pi3HUX PIBHIB ynpas/iHHA. Peasisauia map-
KETMHIoBOT KOHLeNUiT hiHaHCOBOI yCTaHOBM, 34jiACHIO-
€TbCS Yepes3 Po3p06/IEHHA MapKETUHIOBOT MPOrpamMum.
Hamu 3anponoHOBaHO HACTYMHY CTPYKTYPHO-/10Ti4YHY
Mozens ii hopMyBaHHA Ta peasisadii (puc. 1).

B ocHoBy thopMyBaHHSA MapKeTVHIOBOI Nporpamm
(hiHaHCOBOT yCTAHOBU NOKNaAeHO BU3HAYEHHS Ljini Ta
JeTanizauifa il Ha 3aBAaHHA. OCHOBHOK Ui Map-
KETMHIoBOI Nporpamu oiHaHCOBOT YCTaHOBW C/lif, BBa-
XaTu CTBOPEHHS CMOXMBYOT LHHOCTI A5 KNIEHTIB i
OTPMMaHHS NeBHOI BUroam Big HMX. faHa uinb nepes-
6ava€ BMKOHAHHS TaKMX CTpaTEridyHNX 3aBAaHb:

Tabnmya 1

TpakTyBaHHS HAYKOBOTO TEPMiHY «OaHKiBCbKUIA MapKEeTUHI»

TpakTyBaHHA

«BaHKIBCbKMIi MAPKETVHT € LUMPOKMM NOHSATTAM, LLLO OXOMJTHOE, KPiM OLLIHKV SKOCTi KNIEHTCHKOro
006C/YyroBYBaHHS i CTBOPEHHS CcrneuiasibHUX rasly3eBux Nponosuuii, we i po3pobKy HOBUX
6aHKIBCbKUX MPOAYKTIB, KOHKYPEHTHY PO3BifKY, YNpaBniHHA 6aHKiBCbKOK peknamoro i PR,
po3BUTOK GpeHay» [1, c. 6]

«BaHKIBCbKMI MApKETVHT MOK/IKaHWIA BUpILWYBaTV NPO6/1emMy CBOEYACHOCTI Ta AOPEYHOCTI
NnosiBU TUX YW IHLWIMX TOBapiB, OOIPYHTYBAHHA X KOPWUCHOCTI i HEOOXiAHOCTI KiHLEBUM
cnoxusadam» [10, c. 19]

«[porpama 6aHKIBCbKOro MapKeTUHry cnpsiMoBaHa Ha MakcuMi3aLlito BUroam Bif, AisnbHOCTI,
OPIEHTOBAHOI Ha KNiEHTA, Ha cnoxusBada» [2, c. 7]

«BaHKIBCbKMIA MapKETUHT Lie MOLWYK i BUKOPUCTAHHSA GaHKOM Hambinibll BUTOHUX PUHKIB
6aHKIBCbKUX MPOAYKTIB 3 ypaxyBaHHAM peasibHUX notped KnieHTypu» [11, c. 61]

«BaHKIBCbKUA MapKeTUHr € doinocodieto, cTpaTerielo, TakTUKOK 6aHKy, WO cnpsiMoBaHi
Ha ehbeKkTMBHEe 3a40BOJIEHHSA NOTPeO, 3anuTiB i CNOAiBaHb, BUPILLEHHSA NPOGAEM iCHYHUYMX
i MOTEHUHNX GaHKIBCbKUX KMIEHTIB LUASIXOM YCMILWHOT peastisalii Ha PUHKY GaHKIBCbKMX
NPOAYKTIB, AKi BPAXOBYHOTb TEHAEHL,T PO3BUTKY PUHKY Ta NPWHOCATb KOPUCTb CYCiNIbCTBY
3aBASAKU YNpaBAiHHIO akTBaMu i nacveamu, NpubyTkamMu i BUTpaTamu, NikBiAHICTIO 6aHKy,
piBHEM PU3NKY Oro onepaui». [7, c. 148]

«BaHKIBCbKNIN MapKETUHT € OCHOBHOHO iHGhOpMaL,iiHOK MiACUCTEMOIO CyHaCHOT0 HaHKIBCbKOro
MEeHeMKMEHTY» [3, ¢. 271]

«BaHKIBCbKUIA MapKeTVHI Le opraHizayiliHo-ynpas/iiHCbka CTpaTeria MnoLlyky 3acobis
3a/10BOJIEHHSA NOTPED K/IEHTYPY 6aHKy Ta B/lacHe H6aHKy 3a [OMOMOro CTBOPEHHS CUCTEMU
ehekTBHOrO ynpasniHHA rpoluMMa, Kpeautamu, BigcoTkamu, BaslloTaMu, po3paxyHkamu 3
BpaxyBaHHAM 0COG6/IMBOCTEN MapKeTWHIOBOrO OTOYEHHS Ta iCHYKUOI KOH'HOHKTYPU PUHKY
MO3MYKOBOTO Kanitany» [5, c. 13]
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IHOPACTPYKTYPA PUHKY

| Busnadenns it Ta 3aBIaHb MapKETHHTOBOT IIPOTrPaMu |<—

HeOaHKIBCHKOT (IHAHCOBOT YCTAaHOBHU

OniHIOBaHHS MOKJIMBOCTEN

v
O1iHIOBaHHSI N
MOJKJIUBOCTEH CY0’€KTIB
> MapKETHHTY
>

O1iHIOBaHHS MOKJIMBOCTEN
(hiHAHCOBOTO PUHKY

v

| Po3po6iieHHsS MapKeTHHIOBO1 IIPOrPaMHu |

v

| OninroBanHs e(DEKTUBHOCTI MAPKETUHTOBOI IIPOrpaMu |

¥ v
MapxkeTutrosa nporpama MapKeTHHIOBa TIporpama
L HeeeKTHBHA .
. e(ekTuBHa (LUTh TOCATHYTA)
(i HE JOCATHYTA)

v

AxTyanizaiiss MapKeTHHTOBO1
porpamu

Puc. 1. CTpyKTypHO-noriyHa mogenb hopMmyBaHHA
Ta peanisauyii MApKeTMHroBoi nporpamu hiHaHCOBOI YCTaHOBU

— BWSIBNIEHHA HAABHUX i HE3a40BOJIEHNX NOTPed
KNIEHTIB HA PUHKY PiHAHCOBWX MOCNYT;

— MPOMNOHYBaHHA aKTyanbHWX NOCAyr A1 iHaH-
COBOI0 PUHKY ;

— (popmyBaHHA y KITIEHTIB YSABNEHHA Npo hiHaH-
COBY YCTaHOBY SIK HaZiliHOro mapTHepa i Ha Uil nig-
CTaBi CTBOPEHHS CTabINIbHOT KNIEHTCLKOT ayAnTopIT;

— nigBULLLEHHA 06cAriB  HagaHuX piHaHCOBUX
nocnyr;

— picT chiHaHCOBOro pesynbraty AifNIbHOCTI Ta
3MiLHEHHS hiHAHCOBUX MO3WLiNA.

OUiHIOBaHHSA MOX/IMBOCTEN
TUHTY, MPOBOAUTLCA 3 NO3ULT
yCTaHOBU, a TaKoX il KNIEHTIB i KOHKypeHTiB. Lle
BMMAra€e BUWBYEHHA (PakTOpiB BHYTPILUHLOrO Ta
30BHILWHLOrO cepenoBuwa i PYHKLiOHYBaHHA. 3a
ponomoroto  SWOT-aHani3y OLiHIOITL CUMbHI Ta
cnabki CTOPOHW YyCTaHOBM 3a (PYHKUiOHa/IbHUMU
HanpsiMKamun: MapKeTUHrom (acopTUMeHT Hafja-
HUX MOCAYI, LiNboBi CerMeHTN (DiIHAHCOBOTO PUHKY,
HasBHICTb KOMYHIKaLiMHUX TEXHONOrn Ta KaHa-
NiB HafaHHA nocnyr); NoricTuKow (TepuTtopianbHa
OOCTYNHICTb, WBNAKICTb, 3PYYHICTb Ta 6e3neka npu
HaZaHHi doiHaHCOBUX MOC/Yr); nepcoHasiomMm (KkBasni-
chikauis, NIMHHICTL KagpiB, epekTUBHICTL poboTw,
KOMJUOPTHICTb Mpali, KoprnopaTtuBHa KynbTypa);
chiHaHCaMu (OujiHKa SKOCTi aKTuBIB, MPMOYTKOBOCTI
Ta NiKBIAHOCTI AiANbHOCTI i T.4,).

BaxnMBUM iHCTPYMEHTOM aHaslisy 30BHiLl-
HbOro cepefoBuwa Mae ctatu PEST-aHani3, skuii
[03BOJISIE  yNpaB/liHCbKOMY MepcoHasly BUOKpe-
MUTW BM/UB MOMITUYHUX, EKOHOMIYHUX, couiasib-
HUX, TEXHO/IOTIYHMX YNHHWKIB, SIKi ONocepeKoBaHo
abo 6e3nocepefHbO BU3HA4YaKTb CTpaTeriyHi Wini
OiSANbHOCTI.

cyO’ekTiB  Mapke-
camoi piHaHCOBOI

Sl0)/) Bunyck 30. 2019

3a pesynsratamu MPOBEAEHOIO aHaslizy MeHe-
okepn iHaHCOBOI YCTaHOBM MalTb MOX/MBICTb
AiarHocTyBaTu piBEHb 3a[0BOMIEHHS NOTPEO6 KIiEH-
TiB (topyAnyHUX Ta isnyHMX 0cib) 3a HagaHUMK
nocnyramu. BruBYeHHA KOHKYPEHTHOIO cepefoBuLa
nepenbavae 36ip, onpalloBaHHA Ta aHani3 pisHo-
MaHITHUX OaHUX KOHKYpYHUMX CYy6'eKTiB, sKi npo-
MOHYIOTb Ha PWHKY aHasiorivyHi nocsnyru. IHCTpy-
MEHTOM KOHKYPEHTHOrO aHasizy MOXe BWUCTynartu
«aHani3 n'atn cun MNoptepa». Po3pobneHa HaykoB-
uemM mMogenb I'PYHTYETbCA Ha 34aTHOCTI Mignpuem-
CTBa peasiisyBaTu CBOKH KOHKYPEHTHY nepeBary Ha
PUHKY i 3aneXxnTb Big, 6aratboX KOMMOHEHT, a came
KOHKYPEHTHOT 60poTbbu y ranysi, NosiBM NOTEHLU,i-
HUX MPAMUX KOHKYPEHTIB, MNOSABW TOBapiB-3aMiH-
HUKIB, MOX/IMBOIO TUCKY 3 OOKY K/IEHTIB, TUCKY 3
60Ky nocTtavasibHKKIB [6]. BignoBigHoO [0 cneundikn
[isiNbHOCTI hiHAHCOBOT YCTaHOBW NPOMNOHYEMO AeLLO
TpaHcdopMyBaTh KOHKYPEHTHI CMM 3anponoHOBaHi
M. TMopTepoM. TakuMy KOHKYPEHTHUMWU Ccuiammu
MOXYTb CTaTW: KOHKYpeHTHa 60opoTbba Ha PUHKY
(hiHaHCOBUX NOCAYT; NOsiBa HOBUX (DiIHAHCOBUX yCTa-
HOB, NOsiBa HOBUX (PiIHAHCOBWX MOCYT; BNJ/IMB KNi€H-
TiB (hiHaHCOBKX MOCAYT; BNAMB iHWMX 3aLlikaBNeHnx
0Cib y AianbHOCTI (piHAHCOBOI ycTaHoBW. [ouinb-
HICTb 3anpONOHOBAHNX 3MIH MOSICHIOETLCS HEOOXiA-
HICTIO po3r/is4y NocTadasibHUKIB Ta CMOXUBAYIB SK
KpeauTopiB i No3uvasibHUKIB (iHAHCOBOI YCTaHOBW,
AKi | € TI KnieHTaMn. Bax/iMBMM TakoXx € BpaxyBaHHS
BM/IMBY Ha KOHKYPEHTHY 60poTbOy 0Ci6 (i3nyHuX
Ta LPUANYHNX, SKI LiKaBNATbCA AISNbHICTIO (hiHaH-
coBux yctaHoB (3MI, gepxaBHi opraHu, nepcoHan i
T.4.), i, BiANOBIAHO, BU3HA4YalOTb Ai/IOBY aKTUBHICTb,
piBEHb PU3KKY, MAATOCNPOMOXHICTb, NiKBIAHICTb,
(hiHaHCOBWIA CTaH OCTaHHbLOT.
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BapTto 3a3HaunTy, WO aHaniTUyHe AOC/iAKEeHHS
KOHKYPEHTHOI 60p0oTbOY Ha PUHKY MOCAyYr cnig, 34ii-
CHIOBATW 38 BUOKPEMJIEHNMU HAMU «M'ATbMa cu1aMm»
3a ,oNnoMOroto iHCTpyMeHTiB SWOT-aHanisy. Pesyrib-
TaTn Takoro aHanisy [A03BOMIATb OTPUMATK iHopMma-
L0 Npo cnabki Ta CUbHI CTOPOHM KOXHOTO i3 KOHKY-
PeHTIB i chopmyBaTU AOCLE HA KOXHOTMO 3 HUX.

Po3po6/ieHHs1 MapKeTMHIoBOI nporpamu doiHaH-
COBOI YCTaHOBM Ma€ Ha MeTi NiABULLUTU CMOXMBYNIA
nonuT Ha hiHaHCOBI NOCNyrn Ta e(PeKTUBHICTb AisiNb-
HocTi. Mpu 77 po3pobui HeobxigHO BpaxyBaTu Taki
€/1eEMEHTN MapKEeTVHIOBOrO NflaHyBaHHA SK: hopMy-
BaHHS aCOPTUMEHTY; LIHOYTBOPEHHS, MPOCYBaHHSA
(hiHaHCOBUX NOCAYT.

Cneuuncpika dpopmyBaHHs PiHAHCOBOK YCTaHO-
BOKO aCOPTUMEHTY MNOCNYr BU3HAYa€eTbCA Heobxia-
HICTIO Ta MOX/IMBICTIO OTPMMaHHsI 403BONIB AepXKaB-
HUX perynaTopHUX opraHis. BBaxaemo, L0 nopTdernb
nocnyr PiHaHCOBUX YCTaAHOB, 5K | IHLUMX €KOHOMIUYHUX
Cy06’eKTiB, NOBMHEH OYTU OMNTMMas/IbHUM | BPaxoBYy-
BaTy X CMOXMBYY KOPUCHICTb Ta NpvBabnuBi xapak-
TEPUCTUKN (B6E€3NEYHICTb, LiHY, KOMOPTHICTb i WBWA-
KICTb HaZaHH4 i T.4) Ta 3abe3nedyBaTy NpMOYTKOBICTb
LiSANbHOCTI.

BcTaHOBMEHHA UiH Ha pi3Hi BUAM MNOCNYr Yy Mexax
CcChOpMOBAHOTO  aCOPTUMEHTY  perslaMeHTYETbLCA
TapudHOK MOMITUKOK (PiHAHCOBOI YCTaHOBWU Bigno-
BiJHO OO 3MiH PVHKOBOT KOH'IOHKTYpPU Ta AepXaBHoi
€KOHOMIYHOT NONITUKMN.

MpocyBaHHA hiHAHCOBWUX MOCNYr BUMAarae BUKO-
pUCTaHHA PiI3HUX MAPKETMHIOBMX KOMYHiKaLiii, OCHO-
BHOI LIN/IIO SKMX € (POpMyBaHsi NoOnuUTy Ta CTUMY-
NoBaHHA 06cAriB npogaxy. MignopsakoBaHUMn [0
OCHOBHOI Ui € :

— [OHeCeHHs [0 KNieHTiB iHhopmauii npo ycTa-
HoBY, i nocnyry Ta iX sKicTb;

— nepefbaveHHs, hopmyBaHHA | akTyanisauis
noTpe6 KNieHTiB;

— MOTUBYBaHHS K/liEHTa 3aMOBUTW MOCYrY;

— dhopmyBaHHA NpuBabMBOro iMigKy diHaHco-
BOT YCTaHOBWU;

— hopmyBaHHS i MATPMMAHHS [06PO3NUNINBKX
BIJHOCVH Ta [iN0BOr0 napTHEpPCTBa MK YCTaHOBOIO
Ta rpomMafChKICTHO, NnapTHeEpamMm no b6i3Hecy.

CraHgapTHuii Habip MapKeTVHIOBUX KOMYHiKaLili
YMOBHO MOAINATb Ha ABI rPynn: OCHOBHI Ta CUHTe-
TWYHI. [l0 cknagly OCHOBHUX BiJHOCATb: CTUMYSO-
BaHHA 30yTy, peknamy, NpsAMUiA MapKeTuHI, nabnik
PINEALWNH, A0 CUHTETUYHUX — OPEHAMUHT, CMOHCOp-
CTBO, Y4acTb Yy BUCTaBKax Ta sipMapkax, iHTerpoBaHi
MapKETMHIOBI KOMYHIKaLIT y MicUuaxX npogaxy, map-
KETUHI MOofjii, npogakT-naeicmeHT. o ocob/mBoro
BUOYy Hanexarb HedjopmasibHi BepbasibHi Mapke-
TUHIOBI KOMYHiKauji (noronoc, 4yTku). Takuii Habip
KOMYHiKaUiiHUX [HCTPYMEHTIB MOXHa BUKOpUCTaTU
i 00151 NPOCYBaHHA Nocnyr PiHaHCOBOI YCTaHOBU. Ix
JeTaslbHa XapakTepucTuka Ta nopsgoK 3acTocy-
BaHHS nogaHo Hamu B [9].

OUiHKY edeKTMBHOCTI MapKeTUHroBOi nporpamu
NMPONOHYEMO 3A4J/ACHIOBATA 3a [OMNOMOIOK  Takux
NOKa3HUKIB:

— KiNbKICTb OTPUMaHUX NpPeTeHsild, ckapr Loao
AKOCTi HaJaHWX NOCAyr;

— pob6oTa 3 MapKeTVHIoBMM MepcoHasiom (Kifb-
KICTb MpOBeAEeHUX TPEHIHTiB, KiNbKICTb MpauiBHUKIB,
OXOMNIEHNX HABYAHHAM);

— HasBHICTb Ny6nikauiin y npeci;

— HasiBHICTb HOBUX i akTyasnizoBaHuX (piHaHCO-
BWX NOC/IYT;

— YacTKa HOBMX, BTPAYeHUX i NOCTIAHMX KNIEHTIB;

— BiABiAYyBaHHICTb canTy (KiNbKiCTb BiABidyBaHb,
yac nepernagy canTy, KifbKiCTb yknageHux yrog 3
KnieHTaMu-BiABigyBayamu canTy);

— HafABHiCTb 6peHay hiHAHCOBOI YCTaHOBU
(nisHaBaHiCTb, TpUBanNiCTb BIAHOCWH 3 K/iEHTaMW,
CBOEYACHICTb pearyBaHHSA Ha CKapru K/ieHTiB, Bif-
NOBiAA/IbHICTb, HAAIHICTb, 6e3NeYHICTb i piBeHb crno-
XMBYOT BigaaHOCTI);

— yYacTka BMUTpaT Ha MAapKeTUHI Yy BUTpaTax
(piHAaHCOBOI YCTaHOBM;

— KINbKICTb | TeMNK 3MiHU A0XiAHUX (DiIHAHCOBUX
nocnyr;

— KINbKICTb | TEMNU 3MiHW BUTpaTHUX piHaHCO-
BWX MOC/IYT;

KoXeH i3 nepepaxoBaHux BULLE NOKA3HWUKIB NOBU-
HEH MaTu YiTKO BM3HAYEHUN asiropuTM PO3PaxyHky.
MOPIBHAHHAM (QaKTUYHMX 3HA4YeHb MOKAa3HWKIB 3
UiNbOBMMN (HOPMATUBHUMM) 3HAYEHHAMU BCTAHOB-
NIOETLCA PIBEHD X OCATHEHHSA. OKi/TbKU OLiHIOBAHHA
e(oeKTUBHOCTI MapKeTUHroBOi nporpamu (hiHaHCO-
BOI yCTaHOBW nNepefbdavae ofHoYacHe BUBYEHHSA i
Y3rofXKEHHS1 [OCUTb 3HAYHOT CYKYMHOCTI MOKa3Hu-
KiB, TO Lie CTaE MOX/IMBUM 38 YMOBM 3aCTOCYBaHHSA
MeToAiB 6GaraToMipHOINO MOPIBHAMIBHOIO — aHanisy,
pPO3rNAHYTOro Hamu B [8], i po3paxyHKy iHTerpasib-
HOro nokasHuka. OfHMM i3 MOX/IMBUX BapiaHTiB
MOro BU3HAYEHHA MOXe OYTW HACTYMHWIA. 3anexHo
Bif, PiBHA [OOCATHEHHSA MOKa3HUKOM CBOro Lifbo-
BOIO 3HAYEHHSA (He JOCATHYTO, YaCTKOBO AOCATHYTO,
[OCSArHYTO) BUCTaBNATb 6asibHy OLUiHKY. Ha OCHOBI
3iCTaB/IEHHA OTPUMAHUX CyMapHWUX 3HayeHb Gasb-
HMX OLIHOK 3 MakCMMa/lbHO MOX/IMBUMW pPO3pPaxo-
BYETbCS iHTErpasibHUii NOKasHuK. Moro 3HauyeHHs
mMae 6yTn MakcMMasibHO HabnmkeHum go 1. 3a uux
YMOB MapKeTMHIOBY nporpamy cnif BBaxatn edek-
TMBHO, 60 i OCHOBHA Ujiflb AOCATHYTA. Y Takomy
BMNaAKy, MapkeTMHIoBa nporpama akTyanisyetbcs,
Bi4NOBIgHO, [0 3MIHHUX YMOB (PYHKLiIOHYBaHHA
(piHaHCOBOT yCTaHOBM.

Y pasi HA3bKOTO 3HAYEHHS HTerpasibHOro rnokas-
HVKa, MapKeTUHIoBa nporpama giHaHCOBOI yCTaHOBM
BBaXKAETbCA HEeEKTUBHOK, 60 Ti OCHOBHA Li/lb He
JocsarHyta. Lle Bumarae noBTOpHOro aHasnizy HasiBHUX
MOX/IMBOCTEN CYO'EKTIB MapPKETMHIOBOrO Mpouecy
(hiHaHCOBOT YCTaHOBW, i K/TIEHTIB Ta KOHKYPEHTIB i, Ha
Ui nigcTasi, nepernagy MapkeTMHroBoi nporpamu.
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BucHOBKU 3 NpoBeAEeHOro AOCNIAKEHHA. Y CTaTTi
30iiCHEHO TEOPETUYHE Yy3arasibHEHHS Ta 3amnponoHo-
BaHO OAVH i3 MOX/IMBUX BapiaHTiB aKTya/lbHOrO Hay-
KOBO-MPaKTUYHOIO 3aBfaHHs, NMOB'A3aHOro 3 po3pob-
KO MapKeTMHIroBOi nporpamun hiHaHCOBOI yCTaHOBMU
Ta OUiHKOK 1 epeKTMBHOCTI. Ha OCHOBi BUBYEHHS
Cy4yacHMX TpakTyBaHb TepMiHy «bGaHKiBCbKMil Mapke-
TUHIM», NPOBEAEHO X KPUTUYHE OLLIHIOBaHHS Ta BKa3aHo
Ha NnoTpeby 3acTOCyBaHHA KOMMJ/IEKCHOTO Miaxoay Ao
Moro Bu3HaueHHsl. CYTHICTb KOMMJIEKCHOrO Migxoay
B6aYaeEMO y HeobXiAHOCTI BpaxyBaHHSA Cyb’ekTiB Ta
06’€KTIB MapPKETUHTY, 0COGMBOCTEN 30BHILLHLOMO Ta
BHYTPILLHLOrO CepeaoBuLLa, CTaHy KOH'IOHKTYpPU rpo-
LLIOBO-KPEeAUTHOrO Ta (hiHaAHCOBOIO PUHKIB.

Ocob6nmBOoCTi hyHKLiOHYBaHHA hiHAHCOBMX yCTa-
HOB, CXOXICTb 3 nocnyramy 6aHkiB Aano nigcraBy
aBTopaMm TpakTyBaTu i cucTeMy MapKeTUHry £K
OpraHizauifiHO-ynpaBniHCbKy CTpaTeritlo, Mogesns gji,
O HeoOXigHa ANs AOCATHEHHS CTpaTeriyHux Ljinen
[iSiNbHOCTI.

MpuiiHATa hiHAHCOBOK YCTAHOBOK MAapKETUH-
roBa KOHLIEMUIS € OCHOBOW PO3POOKM TI MapKeTuH-
rosoi nporpamu. ABTOpamy 3anporoHOBaHO CTPYK-
TYPHO-/10TIYHY MoAerb i (pOpMyBaHHSA Ta peastisal;i.
OCHOBHUMU CKNaf0BUMW CTYKTYPHO-0rMYHOT Mogeni
BM3HAHO: BM3HAYEHHS LiMi i 3aBAaHb MapKETUHrOBOI
nporpamMu; OLiHIOBaHHSA MOX/IMBOCTE Cy6’eKTiB Map-
KETUHTY (OLiHIOBaHHS MOXMBOCTEl camoi diHaH-
COBOI YCTaHOBM, OLHIOBaHHS MOXMBOCTel diHaH-
COBOI0 PWHKY); PO3PO6IEHHS caMOi MapKETUHIOBOT
nporpamu; ouiHka ed)eKTUBHOCTI MapKeTUHIOBOT Npo-
rpamu Ta ii akTyasisaui. Y paMmkax BUOKPEMEHUX
CKNafoBuX CTPYKTYPHO-MOMYHOT MOAeni 3anponoHo-
BaHO MnoeTarnHy MoCNiAOBHICTb POBGIT, 06I'PYHTOBAHO
HEOOXiAHICTb 3aCTOCYBaHHS 3a KOXHOK 3 HUX afek-
BaTHOrO aHasliTUYHOro IHCTPYMEHTapito (NOPIBHAHHSA,
rpynysaHHs, petanizauii, PEST-aHanizy, aHanisy
«n'ATb cun Moptepa», SWOT-aHanidy, metogis 6ara-
TOMIPHOr0 NOPIBHS/IbHOTO aHanisy i T.4.).

Y xofi gocnifyxeHHs chopMOBaHO CUCTEMY NOKas3-
HWKIB OL|iHIOBaHHS eeKTUBHOCTI MapKeTUHIOBOI Npo-
rpamu. 3anpornoHOBaHO OAWH i3 MOX/IMBUX BapiaHTIB
BM3HAYEHHS iHTErpasibHOr0 MoKasHuKa Ti OLiHKKM, K
iHAMKaTopa [AOCSArHEHHs, (PiHAHCOBOK YCTaHOBOMD,
Line MapkeTMHroBOi NporpamMm.

BrikopucTaHHS 3anponoHOBaHOi CTPYKTYPHO-NOriY-
HOT Mogerni hopMyBaHHS | peanisaLii MapKeTUHIoBOT
nporpamu cpiHaHCOBOT YCTaHOBW BUMarae AONOBHEHHS
Ta akTyanisauii CuCTeEMU NOKa3HUKIB ePEeKTUBHOCTI, 3
BpaxyBaHHAM crneuudikn AianbHOCTI, po3pobku YiT-
KOro a/IroputMy X po3paxyHkKy 3 METOK OfHO3Hau-
HOCTi TpakTyBaHHA Ta OLHK/ AUHAMIKW. Bax/imeBum €
BMOGIp MeTOAiB NOPIBHANBHOIO GaratoMipHOro aHanisy
3 BpaxyBaHHAM iX nepesar Ta HefonikiB ANA BU3Ha-
YeHHS! iHTerpasibHOro NokasHuka eq)eKTMBHOCTI Map-
KETUHrOBOI Nporpamu. Lle i € OCHOBHUMM Hanpsmamu,
3a SAKUMKU MaroTb 3[jCHIOBAaTUCA MOAa/IbLUI HAyKOBI
JOCNiMKEeHHS 3 faHol NpobemMaTuku.
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ANALYTICAL PROVISION OF THE FINANCIAL INSTITUTION MARKETING PROGRAM

The purpose of the article. The development of the domestic financial services market is accompanied by
an aggravation of competition between its participants. This requires the improvement of theoretical and practi-
cal developments in the field of marketing in order to design an effective marketing policy of financial institu-
tions. It should become a guarantee of their successful functioning, ensuring competitiveness and achieving
strategic goals. The mentioned actualizes the research problem.

Despite the importance of the results, the work of scientists, primarily, focused on the practical application
of marketing in the organization of banking activities and do not take into account the specifics of non-bank
financial institutions functioning. Under these conditions, there is a need to improve the mechanism for the
formation and implementation of a marketing program for such economic factors.

Methodology. The methodological and theoretical basis of the study became the fundamental positions
of marketing, management, the economic analysis set forth in domestic and foreign scientific works. In the
process of research, general scientific and special methods and techniques of scientific knowledge were
used such as the historical, dialectical method of cognition using formal logic and methodology of the system
approach, synthesis, and analysis, detection of causal relationships, induction and deduction, methods of mul-
tidimensional comparative analysis, generalization.

Results. The article deals with theoretical generalization and proposes one of the possible variants of the
actual scientific and practical task related to the development of a marketing program of a financial institution
and an assessment of its effectiveness. Based on the study of contemporary interpretations of the term “bank-
ing marketing”, their critical evaluation was conducted and pointed out the need for an integrated approach to
its definition.

The essence of the integrated approach is seen in the need taking into account the subjects and objects
of marketing, the characteristics of the external and internal environment, the state of the market situation
of the monetary and financial markets. The peculiarities of financial institutions functioning, the similarity to
banking services, let authors interpret its marketing system as an organizational and managerial strategy, an
action model that is necessary to achieve strategic goals of the activity. The marketing concept adopted by the
financial institution is the basis for developing its marketing program. The authors proposed a structural and
logical model for its formation and implementation. The main components of the structural-logical model are
recognized: the definition of the goals and objectives of the marketing program; assessment of the possibilities
of the subjects of marketing (assessment of the possibilities of the financial institution itself, assessment of
the possibilities of the financial market); development of a marketing program; evaluation of the effectiveness
of the marketing program and its actualization. In the framework of the isolated components of the model, a
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step-by-step sequence of work is developed, the necessity of using an adequate analytical tool (comparison,
grouping, detailing, PEST-analysis, analysis of “Porter five forces”, SWOT-analysis, methods of multidimen-
sional comparative analysis and more) for each component of the model is discussed.

In the course of the study, a system of indicators for assessing the effectiveness of a marketing program
has been generated. One of the possible options for determining the integral indicator of its evaluation, as an
indicator of achievement by a financial institution the goals of the marketing program is proposed.

Practical implications. The practical value of the work results creates a methodological basis for the
development and implementation of a marketing program of financial institutions, which contributes to the
strengthening of their financial sustainability and leads to the formation of effective client-oriented development
strategies.

Valueloriginality. The use of the proposed structural and logical model for the formation and implementa-
tion of a marketing program of a financial institution requires the completion and updating of the performance
indicators system, considering the specifics of the activity, developing a clear algorithm for the indicators
calculation in order to uniquely interpret and evaluate the dynamics. It is important to choose the methods of
comparative multidimensional analysis taking into account its advantages and disadvantages to determine
the integral indicator of the marketing program effectiveness. These are the main areas for further scientific
research on this subject.
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