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The article considers the main elements of
customer-oriented marketing in the modern banking
system. In modern conditions, the development of
banking business is inextricably linked with the
automation, the introduction of advanced technical
means and advanced banking technologies to promote
the market of banking products and services, as well as
the search for tools that enhance the attractiveness of
banking services, which is facilitated by innovations.

The marketing approach assumes the primary
orientation of the bank not to your product, but to the
real needs of the clientele. Therefore, it is necessary to
thoroughly study the market, analyze the changing
tastes and preferences of consumers of banking services.
A bank employee becomes a seller of financial products.
In the process of communicating with each client, he is
called to determine the specific forms of financial
service in which the client needs, explain to him the
necessity and utility of each transaction.
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Introduction. The need for active use of
marketing in the activities of domestic commercial
banks has become particularly relevant under the
influence of such factors as aggravation of banking
competition, the accession to the competitive struggle of
non-bank  financial and  credit institutions,
internationalization of economic processes,
accompanied by the penetration of foreign banks in
Ukraine, the trend to expand the product range, which is
growing with the development of the Ukrainian
financial market and its entry into the global banking
system, development of information mation technology
and communication tools based on modern technology.

A modern commercial bank can be considered as
an enterprise specializing in the production of financial
and money markets. The fact that banks operate in a
competitive environment dictates the need to study
certain laws of the functioning of banking institutions in
a market environment. An instrument for solving these
problems is banking marketing. The need for marketing
activities in the functioning of banking institutions can
be explained by the current state of development of the
banking sector in Ukraine characterized by increased



competition both in the field of attracting funds and in
the provision of financial and credit services.

Competition in the banking sector is characterized
by the development of forms and intensity. The
development of information technologies and
communication means leads to the expansion of the
territorial sphere of activity of financial and credit
institutes. Expanding the range of banking products
enhances diversification of the banking industry, which,
in turn, further intensifies competition. The
internationalization of economic processes,
accompanied by the penetration of banks into
international markets and their competition with local
banks, globalizes banking competition.

It may be argued that today banking marketing
represents an economic category that expresses relations
between the subjects of credit and financial relations
with banks, financial intermediaries and consumers
regarding the satisfaction of the needs of bank
customers in banking products, which leads to the
economic success of the bank and client, as well
benefits society as a whole. Under these conditions,
banking marketing is based on the concept of
humanistic marketing and socially oriented marketing,
which enables the introduction of a customer-oriented
approach.

It should also be noted that banking development
under the influence of strong competition is constantly
changing, there are new forms and types of it. Thus, it is
possible to highlight several peculiarities of marketing
development in the banking sector:

the use of information technology contributes to
the expansion of territorial activities of financial and
credit institutions;

an increase in the types of banking services
intensify diversification processes in the banking
industry;

the internationalization of economic processes,
which leads to the emergence of banking institutions in
international markets;

globalization, increasing banking competition.

Of particular importance in the context of the
reform of financial and banking institutions, commercial
banks devote to marketing communications and the
formation of a system of intercultural communication
within the client-oriented approach. The scientifically
substantiated application of marketing communications
by domestic banks in the conditions of deepening of the
financial and economic crisis, strengthening of trust of
the population of the state to the national financial and
banking system can become one of the important factors
and lead to increase of efficiency of their activity.
Therefore, the question of the effectiveness of the
complex marketing communications and customer-
oriented marketing, which is part of the aggregated
efficiency of the functioning of banks, are now of
particular relevance.

Analysis of basic research and publications.

he problems of marketing activities and the



essence of marketing communications are devoted to
the work of such prominent scholars and economists: S.
Moriarty, J. Burnett, B. Black, W. Wells, P. Kotler, J.-J.
Lamben, D. J. Johabber, A. Dayan, L. Rothschild, J. R.
Evans, B. Berman, E. Dichtl, P. R. Dixon, E. Romat, T.
Lukianets, G. Bagiev, A. Golubkova , E. Golubkov, V.
Khrutsky, T. Primak, |. Koreneva, T. Sakharova, F.
Pankratov, A. Matantsev, G. Pocheptsov, V. Muzikant,
S. Harkavenko and others.

Among contemporary domestic scientists, the
issues of banking marketing were reflected in the works
of A. Moroz, Y. Spitsina, I. Spitsina, L. Romanenko, L.
Tkachenko, E. Utkin, G. Morozova, N. Morozova, V.
Sevruk, V. Makarova, A. Romanova, D. Gaidunka, V.
Kovalenko and others.

But at the same time, the issues of client
orientation of banking insoles and implementation of
the principles of a client-oriented approach to solving
the issue of increasing the competitiveness of a banking
institution are not sufficiently worked out.

Goal. The purpose of this study is to consider the
components of banking marketing, which contribute to
the formation of a client-oriented marketing complex
for the banking institution. And also consideration of the
main elements of customer-oriented marketing for the
market of bank insoles.

Materials and research results.

In the context of the rapid development of the
monetary market and increased competition in the
banking sector, banks are paying attention to their
clients, realizing that future activity will depend on
strategic relationships with clients and the degree of
their satisfaction with the service and work of the bank
as a whole. Building relationships with each client
depends on the marketing strategy formulated by the
bank. Marketing is a tool that can handle many of the
challenges faced by the banking institution, from
increasing profits to offering new and extraordinary
banking services to the market.

Therefore, the modern banking market poses a
different issue to financial institutions: a successful bank
can no longer build an efficient business system based
solely on the classic customer service model. Practice
shows that financial institutions not only can, but are
obliged to change the mechanisms of customer service.
Therefore, in today's banking practice, the client-
oriented strategy has recently been progressing. She
pays attention to the study of consumer value,
satisfaction of consumer expectations and the
introduction of information technology in the marketing
activities of the bank. Through customer engagement,
adjustments and product specifications, design and
testing are being refined. In general, the product will
more closely meet the needs of the customer and, as a
result, will increase his consumer perception and
evaluation.

This was due to the aggravation of competition
and the transformations of the seller's market into the



consumer market due to the welfare of the general
population [2, 3, 8, 15].

Providing liquidity of the bank in order to respect
the interests of creditors and depositors, supporting the
image of the bank. Maximum satisfaction of customer
requests in terms of volume, structure and quality of
services provided by the bank. This creates conditions
for the sustainability of business relationships. Based on
the objectives of the tasks, bank marketing operates
with such quantitative, qualitative and social indicators
as: the number of clients; amount of deposits; amount of
credit investments; volume of investments; the size of
transactions and services carried out by the bank;
Indices of income and expenses of the bank; data on the
speed of return of funds; the amount of transaction
costs; terms of documents processing; the degree of
satisfaction of customer requests by volume, structure
and quality of services; ensuring the preservation of
confidential information; development of professional
training of bank employees.

The modern essence of banking marketing is to
transform the principles and functions of modern
marketing to the requirements of a changing financial
environment. So some researchers highlight the urgent
principles of banking marketing:

safety principle
the principle of reciprocity
the principle of profitability [6, 8, 9].

The use in customer-oriented marketing is reduced
to the use by the banking institution of its elements:

1. Cultures

2. Technology
3. Workers

4. Processes
5. Customers

The block "culture™ has the following components:
the views of employees and clients (attitudes);
evaluations of employees and clients (beliefs); the
behavior of employees and clients.

Interaction of the blocks "people™ (workers) and
"processes” can form such causal consequences of
different combinations.

The "technology" block is the use of modern
information technology to ensure the rapid flow of
information and facilitate its perception by the client.

It is obvious that in order to change the bank's
strategy for client-oriented marketing, it is necessary to
make radical changes in the corporate culture of the
bank. The bank's decision to adopt a new strategy
should be analyzed and adopted by all levels of
management.  Client-oriented  marketing includes
changes in all components of the institution's activities:
employees, culture, processes, technologies.



Conclusions.

Thus, the modern concept of banking marketing is
constantly evolving and incorporates the basic
principles of marketing concepts: social marketing
marketing, humanistic marketing, individual marketing
and, in part, environmental marketing. This enables the
formation of a client-oriented approach to increase the
competitiveness of the banking institution. At the same
time, the client-oriented approach is based on the main
elements of client-oriented marketing:  workers,
technologies, culture, clients and processes.
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BUKOPUCTAHHS EJIEMEHTIB
KJIEHTOOPIEHTOBAHOI'O MAPKETUHLY B
BAHKIBCBHKIIA C®EPI

B cmammi  pozensanymi  ocHo6Hi  enemenmu
KMIEHMOOPIEHMOBAHO020 ~ MAPKEMUH2Y @  CYYACHIU
cucmemi  OAHKIBCbKUX oOcnye. Y cyuacHux ymosax
PO36UMOK DAHKIBCLKO20 Oi3HeCy HepO3PUBHO NO8'A3aHUL
3 asmomamuszayiero,  BNPOBAONCEHHAM  HOBIMHIX

MexXHIYHUX  3acobie i  nepedogux  OAHKIBCLKUX
MEXHON02I N0 NPOCYBAHHIO HA PUHOK OAHKIGCLKUX
npooykmie i nocaye, a MaxKoxc 3  NOULYKOM

[HCmpyMeHmis, w0  RIOSUWYIOMb  NPUBAOIUBICID
OAHKIBCHKUX NOCTY2, YOMY CHPUSIIOMb THHOBAYII.

Mapremuneosuti nioxio nepedbauae
nepuiouepzo8y opienmayito OAHKY He Ha C8ill NPOOYKM,
a Ha peanvri nompebu xuienmypu. Tomy Hacmineku
HeO0OXIOHO pemenbHe BUBYEHHSI DUHKY, AHALI3 MIHAUBUX
cmMakie I nepesae Cnojcueauié OAHKIBCLKUX NOCTye.
banxiscoxuii cayacboseysb cmae npooasyem
Qinancosux, npooykmie. Y npoyeci cniikysanus 3
KOJICHUM ~ KJIIEHMOM  6IH  NOKAUKAHUU  GUIHAYUMU
KOHKpemHi popmu Qinancoso2o o0Ciy208y6anhs, 6 AKUX
Kienm nompebye, po3'scHumu oMy HeoOXiOHicmb i
BUZIOHICb KOJICHOT Y20Ou.

Kniouoei  cnoea.  mapxemune,  OAHKIBCLKUL
MapKemuHe, — MapkemuHe Y  OaHKIBCHbKIiU  cghepi,
KJIEHMOOPIEHMOBAH U MapKemuHe,
KIIEHMOOPIERMOBAH UL NIOXIO

IITamenko E.B.

HNCIOJIb30BAHUE 2JIEMEHTOB
KJIUMEHTOOPUEHTUPOBAHHOI'O MAPKETUHI'A B
BAHKOBCKOW C®EPE

B cmamve paccmompenvl ocnosHwie dnemenmol
KAUEHMOOPUEHMUPOBAHHO20 Mapremunea 6
cospemenHou  cucmeme — Oaukosckux — ocaye. B
COBPEMEHHBIX YCOBUAX pA3GUmUe OAHKOBCKO20 busHeca
HEPAa3pbi6HO CEA3AHO C A8MOMAmusayuell, sHeopeHuem
HOBEUWMUX —~ MEeXHUYeCKUx cpeocme U  Nnepeoosvix
OAHKOBCKUX MEXHONO2UU 1O NPOOBUNCCHUIO HA PLIHOK
OAHKOBCKUX NPOOYKMO8 U YCIye, d MaKxice ¢ NOUCKOM
UHCIMPYMEHMO8, NOGLIUAIOWUX — NPUBTEKAMENbHOCHLb
OAHKOBCKUX YCye, YeMy CROCOOCMEYION NOCMOSHHIC
Pazpabomxu HOBUHOK DAHKOBCKO20 CEKMopd.

Mapremuneogutii nooxo0 npeononazaem
nepeoouepeonyio opuenmayuio Oamka He HaA CEoU
NPOOYKM, a HA pedibHble NOMPEeOHOCU KIAUCHMYPbL.
Ilosmomy cmonvb HeobXo0uMO mujamenbHoe U3y4eHue
PbIHKA, AHAMU3 MEHSIOWUXCS BKYCO8 U NPeOnodmenull
nompedbumenei  bankosckux  ycaye.  Bauxosckuil
cyAHCAWUIL  CIMAHOBUMCSL  NPOOABUOM  (PUHAHCOBDIX,
npodykmos. B npoyecce 06ujenus ¢ KasicobiM KIUeHmMoM
OH Npu3ean  onpedenumv  KOHKpemuvie  (Hopmol
uHanco8o20 0OCIYICUBAHUSL, 8 KOMOPBIX KIUCHM
HYJICOaemcst, pa3vsCHUMb eMy HeobXo0uMocmv U



8bI200HOCTb KAJNCOOU COENKU.

Knroueevte cnosa: mapkemune, OAHKOSCKULL
MapxemuHe, — MapkemuHe 8  OAHKOGCKOU  cghepe,
KAUEHMOOPUEHMUPOBAHHBIL Mapremume,
KIUEHMOOPUEHMUPOBAHHbIU NOOX0O0

Mramenxo O.B. — k. e. H.,, JOICHT, KEPiBHHUK
BIITy MapKeTHHTY Ta KOPIIOPATHBHUX KOMYHIKarlii
XHEY im. C. Ky3nens



