AHOTAIIISA

Jlemxo M. 4. IaterpoBaHi MapKETHHIOBI KOMYHIKaIlii B JISUIBHOCTI
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XMenbHUlIbKUM HarioHansHui yHIBepcuteT MOH Vikpainn, XmeabHULIBKHM,

2021.

Jlucepraiiito mpUCBIYEHO OOIPYHTYBAHHIO TEOPETUKO-METOANYHUX IMIIXO1B
Ta TPUKIAIHUX peKoMeHnalii y cdept (QopmyBaHHS  IHTETPOBAHHUX
MapKETUHTOBUX KOMYHIKAII KOMEPIIHHUX OaHKIB YKpaiHH.

VY nepiioMy po3Iiil AUCEpTallii y3aralbHEHO TEOPETUKO-METOIUYHI OCHOBH
HAYKOBUX JOCHIKeHb y cdepl (opmyBaHHS MApKETHHTOBUX KOMYHIKAIlii
NIJOPUEMCTB 3arajoM Ta KOMEpLIMHUX OaHKIB 30KpeMa, iX I1HTErPOBAHHUX
MapKETUHTOBUX KOMYHIKaIlili, BCTaHOBJICHO aBTOPCHKY IIO3MIIII0 IIOJO iX
BU3HAYCHHS. BU3HaueHO, 1110 KOMYyHiKaIlisi € 0OMiHOM 1H(OpMaIlI€r0 MK IBOMA YU
OunblIe cy0’exkTaMu, 10 popMye KOMyHIKaliiHui npouec. [lix MapkeTHHTroOBOIO
KOMYHIKAIII€I0 MIAMPUEMCTBA CIiJ] PO3YMITH Tpolec OoOMiHy iHopmarllieo 3
PI3HOMaHITHUMH LUJIbOBUMH AYJUTOPISIMH, SIKAWA CHPSIMOBAaHMUA Ha 30UIbLICHHS
00CATIB 3aKyIIBJII HOTO MPOAYKTIB, (POPMYBAHHS AOOPO3UWIMBOIO BIAHOLIEHHS J10
MIITPUEMCTBA Ta 3arajioM 3MIIIHEHHS HOTO PUHKOBHUX IMO3HUINH. Y CBOIO Yepry siK
LUITBOBI  ayAUTOpli  KOMYHIKalli  pO3MVISIAAIOTBCA  HE  JIMIIE  CIOXHUBayl
MiIPUEMCTBA, Q€ 1 HOro MOCEePEAHUKH, PI3HOMAHITHI KOHTAKTHI ayauTopii,
OpraHu Jep>KaBHOTO YIMPABIIHHS Ta MICIIEBOTO CAaMOBPSIyBaHHS, BIIACHHUM
NIepPCOHAJ MIANPUEMCTBA. BaHKIBChKI MapKETUHIOBl KOMYHIKAIIl — 11€ KOMYHIKaIlli
MDK KOMEPIIHHMMU OaHKaMH Ta WOTO UUILOBUMU ayAUTOPISIMU 3 METOIO

3a0e3reueHHs] iX HeoOXiIHOW 1H(OpMaIli€0 MPO KOMEpIiHHUNM OaHK Ta HOro



OPOAYKTH, (POPMYBAHHS MO3ZUTHUBHOTO IMIDKY OaHKy, JOSJIBHOCTI /O HBOTO,
Oa)kaHOTO PIBHA MOMUTY HA HOTO MPOAYKTH 1 IOCTYTH Ta OTPUMAaHHS B[] aJipecariB
KOMYHIKaIlii 0a)kaHOT'0 3BOPOTHOT'O pearyBaHHS Y BUTJISA/I 3aKyMiBI OaHKIBCHKUX
OPOAYKTIB UM TOCIHYr a00 BCTAHOBJEHHS PEXUMY HAWOUIBIIOTO CHPUSHHS IS
JUSTBHOCTI JaHoro ©OaHky. CbOroiHi TOJIOBHUM 3aBIAaHHSM MAapKETHHTOBHX
KOMYHIKaIliil 0aHKy € opMyBaHHS pemyTallii Ta iMipKy 0aHKy, JOBIPH O HHOTO 3
BUKOPHUCTAHHSAM 1HTETPOBAaHUX MApKETUHTOBUX KOMYHIKAIiii. BoHM € onTUMalIbHO
BU3HAYCHOIO HAa OCHOBI MPOBEJICHOT0 CTPATEr1YHOTO aHaIi3y CYKYITHICTIO Pi3HHUX
CKJIaJIOBUX MapKETUHIOBUX KOMYHIKAIIll, K1 KOMEPLIMHUI 0aHK BUKOPUCTOBYE 3
MeTor0 (opMyBaHHS €()EKTUBHOI B3a€EMOJII 13 CBOIMH IIJILOBUMH ayJIUTOPISMU;
pu 1IbOMY yci 1H(GOpMAIIiiTHI TOBITOMJICHHS] OaHKIBCHKO1 YCTAaHOBHU MOBUHHI OyTH
OJHOCTIPSIMOBAaHHUMH 1  Y3TOJUKCHHUMH,  CHOPHUSTH  JOCSITHEHHIO  €IMHOI
KOMYHIKAaI[1i{HOT METH OaHKY 3 BAHUKHEHHSIM CUHEPTIMHOr0 epeKTy MpH B3aeMO/I1i
oOpaHuX CKJIaJI0BUX MapKETUHIOBUX KOMYHIKallii, CipuaTu GOpMyBaHHIO OpeHTy
O0aHKy Ta HOT0 YKPIIJICHHIO.

3a pe3yiabTaTaMd MPOBEACHOTO aHAM3y ICHYOYUX IMAXOAIB 10
BUOKPEMJICHHSI ~ CKJIQJIOBUX  IHTETPOBAHMX  MApPKETMHTOBUX  KOMYHIKAI[IH
KOMEPIIIHHOTO OaHKy BCTAHOBJIEHO, III0 OCHOBHUMHU IHCTPYMEHTAaMHU CHUCTEMHU
MPOCYBaHHS OaHKIBCBKMX TPOAYKTIB Ta BIAMOBIIHO CKJIQJOBUMH HOTO
IHTErPOBAaHUX MApPKETMHTOBUX KOMYHIKAllld MOXYTh OyTHM pekiama, «mnadik
PUISHIITH3Y, 10 SKUX HAJeKUTh MabJCiTI, CIOHCOPCTBO, OJAroJiMHICTh Ta
MEIEHATCTBO, CTUMYINIOBaHHS 30yTy Ta TpAMHA MapKeTHHT. 30KpeMa,
BCTAHOBJICHO, IO y Mexax (GOpMyBaHHS IHTETPOBAHMX MAapKETHHIOBHX
KOMYHIKAI[il ycl iX CKJaJ0Bl TMOBMHHI OYyTH CIpSMOBaHUMH Ha (OpMyBaHHS
OpeHIy KOMepLiHOTO 0aHKy 3 METO0 3a0€3MEeUeHHs MOro BII3HABAHOCTI Cepel
IHIIMX KOHKYPYIOUMX OaHKIBCBKMX YCTaHOB. P0O3po0OjieHO CeMaHTH4YHY MOJEb
OpeHauHTY KOMeEpIiiiHuX OaHKiB. BoHa mepenbadae BUKOPUCTAHHS SK OCHOBHUX
CKJIQZIOBUX 1HTETPOBAHUX MAPKETUHIOBUX KOMYHIKAI[Id KOMEPLIHHOTO OaHKY ISt
dbopmyBaHHS HOTO OpeHAY, TaK 1 CHHTETUYHHX (JOTIOMIKHMX) Ta 1X Y3TO/KCHHS 3

BIJIMBOM IHILIMX CKJIQJOBUX KOMIUIEKCY MapKETHUHTY OaHKIBChKOi ycTaHOBHU. Sk



CUHTETUYHI CKJIAJ0BI IHTETPOBAHUX MAPKETHMHTOBUX KOMYHIKAIIF KOMEpPLIHHUX
OaHKIB MPOMOHYETHCA PO3TISAATH MEepeAyCiM BIPYCHUN MapKETHUHT, MapKETHHT
MOAiN Ta IHTErpoBaHI MapPKETUHIOBI KOMYHIKAIli B MICISX TTPo1aKy (0aHKIBCHKUX
¢uTisX Ta BIAALICHHSX).

3anponoHOBAaHO MEXaHI3M Oprasizaiii 1HTETPOBAHUX MApPKETHHTOBUX
KOMYHIKaIlii y  JisUIbHOCTI  0aHKIB, CKJIQJOBUMM  SIKOTO  BHOKPEMJICHO
MapKETHHTOBUI aHali3 pUHKOBOI cuTyarii (30ip iHdopmalii mpo pUHOK Ta HOTO
CTPYKTYpY, CTaHOBHIIE OaHKy Ha HbOMY Ta JWHaMIKy WOTO PHUHKOBOI YaCTKH,
CUJIBHI Ta cJIa0Ki CTOPOHM [ISUIBHOCTI, MOXJIMBOCTI Ta 3arpo3W JJisi HBOTO,
KJIIEHTIB, KOHKYPEHTHE CEpeIOBUIIE, MO3UIIIOHYBaHHS OaHKIBCHKHX MPOJIYKTIB Ha
PHUHKY); BHOIp HITLOBUX ayJUTOPIN 1HTErPOBAHUX MAPKETUHTOBUX KOMYHIKAIlIH
KOMEepUIiHOTO 0aHKy, (opMyBaHHs OIO/)KETY Ha MPOCYBaHHS; NPUIUHATTS
MapKETUHTOBUX PIIIEHb IIOJ0 IHTETPOBAHMX MAPKETUHTOBUX KOMYHIKAIIA 3
BU3HAYCHHSIM OCHOBHOI 171e1 Takoi 1HTerparlii; BIAMOBIIAJIbHUX 0Ci0; CKIAJOBUX 3
ypaxyBaHHSM SIK yOJ00aHb KIIIE€HTIB, TaK 1 IPUIUHATUX CTpATErii Ta 1iIeil OaHKy
Ta iX MJaHyBaHHS; CKJIQJaHHIM Tpadiky mommpeHHs iHbopMallii Ta peamiszalis
3aXO/IB I1HTErPOBAaHUX MAPKETHMHIOBUX KOMYHIKAlld OaHKy, OIIIHIOBaHHS iX
e(eKTUBHOCTI 3 BH3HAYEHHSM BIUIMBY Ha IMIDK Ta PEMyTaIlil0 KOMEPIIHOTO
O0anky. KomepiiitHuii 6aHK po3po0isie OKpemMi MapKETHHIOBI KOMYHIKAIl Jist
BJIACHOTO TEpCOHaNy, KIIE€HTIB OaHKy Ta Horo mocepenHukiB. Ha BigMmiHy Bif
ICHYIOYUX TpPaJUIIMHUX MEXaHi3MIB, 3alpOTOHOBAHUM MEXaHI3M JI03BOJISE
JOCSTTA  BIJANOBIJIHOI ~ IPOCTOPOBO-YACOBOI  rapMOHI3aIlli  MapKETUHIOBHUX
KOMYHIKaIllii ~Ta MANOPSAAKYBaTH MPOIEC  OpraHizamii  MapKETUHTOBUX
KOMYHIKaIiii KOMEpIIHHOTO OaHKy BIATMOBIAHO IUISIM CTPATETIYHOTO PO3BUTKY,
30KpeMa, WOTO IUISIM CTAJIOTO PO3BUTKY.

Y  apyroMmy po3nuti  AgucepTamiiiHoi poOOTH TPOBEACHO OI[IHIOBaHHS
KOH IOHKTYpU PpUHKY OaHKIBCBKHX MPOAYKTIB Ta Ba}XJIUBOCTI HAa HBOMY
IHTErpPOBaHUX MapKETUHTOBUX KOMYHIKaIliif OAHKIBCHKUX YCTaHOB,
MPOAHAJII30BaHO MAapKETUHIOBlI KOMYHIKallli KOMepIiiHuX OaHKIiB YKpaiHu.

BcranoBneHno, 1m0 BOHM HaWyacTilie TPOCYBaIM OaHKIBChKI MPOAYKTH abo



NOMyJISpU3yBaiu OpeHa O0aHKy, HE BUKOPHCTOBYIOUM IHTEIPOBaHI MapKETHHIOBI
KOMYHIKaIli. 3a BAKOPUCTaHHS BTOPHMHHOT MapKETUHTOBOI 1H(pOpMAIlii BU3HAYCHO
OCHOBHI HaIpsIMU CIIOHCOPCTBA KOMEPIIHHUX OaHKIB YKpaiHU Ta MpOoaHaji30BaHO
BUTPAaTH HA CIIOHCOPCTBO JEAKMX KOMEPIINHUX OaHKIB YKpaiHH 3 1HO3EMHHUM Ta
MPUBATHUM KariTajgoM. Bu3HaueHo, 1110 HE BC1 KOMEPIlIHHI OaHKH Bi0Opa’karoTh
KOILITH Ha CIHOHCOPCTBO Yy JAHUX CBO€I pidyHOI (p1HAHCOBOI 3BITHOCTI, XO4Ya TaKi
3aX0/ld HHUMH TMPOBOIATHCS. AHAII3 MapKETHHIOBOI TMOJITUKA KOMYHIKaI[ii
OAaHKIBCHKMX YCTAaHOB 3aCBIUMB, WO CBOTOJHI 3pocTae poib I[HTepHeT-
KOMYHIKAIllil K BaXJIMBOTO MEXaHI3MYy 3allIKaBJICHHA KIIEHTIB OaHKIBCHKHUX
yCTaHOB Ta (pOopMyBaHHA B3aeMOAll 3 HUMHU. JlOCHIIPKEHHSIM BCTAaHOBJIEHO, IO
HaWOUIbIIa MeJia-aKTUBHICT, OaHKIB 3a TpaBeHb-uepBeHb y 2019 p. Oyna
XapakTepHa J1si OaHKIB 1HO3€MHUX OAHKIBCBKMX T'PYIL, @ 3a ClUeHb-IIOTHI y 2021
p. — IepkaBHUX OaHKIB. AHami3 310paHOi BTOPMHHOI MapKEeTUHroBOi 1H(opMaIIii
MOKa3aB, 0 HaWOLIbIIa KITBKICTh MOBIAOMIICHb MPOBIIHUX OaHKIB YKpaiHu 3a
KaTeropisiMu 3aco0iB nomurpeHHs iHdopmanii cioctepiranacs B [Htepuer-3MI.

Ha mingcraBi mpoBeAeHMX  MAapKETHHTOBUX — JIOCHIDKEHb  BU3HAYEHO
yHoJI00aHHS Pi3HUX CETMEHTIB PUHKY OaHKIBCBKUX MPOAYKTIB — (I3UYHHUX OCiO
pI3HOTO BIKYy Ta CTaTTi CTOCOBHO CKJIQJJOBUX MApPKETHHTOBUX KOMYHIKaIlIN
KOMEPIIIHHMUX OaHKIB Ta BU3HAYEHO Ty O3HAKY CErMEHTaIlli pUHKY OaHKiBCHKHX
MNPOAYKTIB, 110 BigoOpa)kae BIAMIHHICTh TaKUX YyMoA00aHb 3a BUKOPUCTAHHS
kputepito x°. [IpoBe/IeH] JOCIIIKEHHST JO3BOJIMINA BCTAHOBHUTH 3aJICKHICTD BIUTHBY
CKJIAQJOBUX MApPKETHHTOBUX KOMYHIKAILIM KOMepLiiiHuX OaHKIB Ha KIIIEHTIB
3aJIeKHO BIJ iX BIKYy Ta iX (PaKTU4HY BIFCYTHICTH 3aJI€’KHO BIJ CTaTl KIIIEHTIB.
BusHaueHo pi3HUH BIUIMB OKPEMHUX CKJIQJOBUX CHCTEMU MAapKETHMHIOBHUX
KOMYHIKaIlii (MepcoHaIbHUM TMPOAAX Ta HAJAHHS KJIIEHTAM KOHCYJbTAlllk Mpu
HOTO TIPOBE/ICHHI, peajizaiio 0aHKOM 3aXOIB y HampsaMi 30€peKeHHs TOBKIILIS,
30UTBIIICHHST CTABOK 3a JICTIO3UTHUMH MPOAYKTaMH) Ha KJIIEHTIB, K1 HAJIEKATh 0
pI3HUX CErMEHTIB PUHKY. BCTaHOBJEHO, IO IHIINI CKJIaJ0BI MapKETHHTOBHUX

KOMYHIKaI[iii 0aHKIB MatOTh BIUIMB JIMILIE HA MEBHY L1JIbOBY TPYITy KIIEHTIB.



Tpertiit po3min auceprarii TPHUCBIYSCHO HAMpsSiMaM  BIOCKOHAICHHSI
IHTETPOBAHUX MAPKETHHTOBUX KOMYHiKalliil OaHKiB. MeTOI0 po3poOieHHs 3aX0/1iB
1I0JI0 BJOCKOHAJICHHS MJISJIBHOCTI KOMEpIIIHHOrO OaHKy € TMOKpallaHHs HOTo
¢diHaHCOBHX MOKa3HUKIB. JlJis JOCATHEHHSI IMOCTABJIEHOI METH 3alpPOIOHOBAHO
BUKOPUCTAHHS JIaroBoi Mojelni. Pe3ynpTaTu AOCHIIPKEHHS 3aCBINYWIM, 1O IS
MapKETUHTOBUX KOMYHIKaIll KOMEpIiMHUX OaHKIB edeKT BiJ iX BIUIMBYy Ha
oOcsiru peaizaiii 0aHKIBCHKUX MPOAYKTIB B CEPEIHBOMY 30€pIiraeTbcs B IPOAOBK
II’SITU POKIB.

3 ypaxyBaHHSAM pe3yJbTaTiB OMUTYBAaHHS Ta BUKOPUCTAHHS METOAY aHAII3y
1epapxiii po3po0JIEHO PEKOMEHJOBAaHY CTPYKTYpPY IHTETPOBAaHMX MAapKETHHTOBUX
KOMYHIKaIliil /sl OaHKIBCHKMX YCTaHOB Ha PO3JIPIOHOMY PUHKY 3aJIEKHO BiJl
MPUHAIEKHOCTI KIIIEHTIB JI0 TEBHOTO CErMEHTY, BH3HAY€HO TMPIOPUTETH Y
BUKOPHUCTAHHI JUIsl HUX TIEBHUX CKJIAJ0BUX MAapKETHHIOBUX KOMYHIKAIlIH, MOJaHO
pEeKOMEeHJIOBaH1  ifei  Juisi o0 ’eAHaHHS  KOMYHIKAIIMHUX  1HCTPYMEHTIB
KOMEpUINHOTO 0aHKy y MeXax peaii3alli HUIM CErMEHTOOPIEHTOBAHOIO MiAXOMY.
Jlis mpoBeeHUX po3paxyHKIB 3a BCIMa 3aX0JaMH BH3HAUYEHO BJIACHE 3HAYEHHS,
1HJIEKC y3rOoJXKEHOCTI Ta CIIBBIIHOIIECHHS y3romxeHocTl. Ha mijncraBi mporo s
KOKHOI BIKOBOI TPYNH 3alpONIOHOBAHO CHCTEMY IHTETPOBAHMX MAapKETHMHIOBHX
KOMYHIKaIliii, ski 00’€lHaHI OCHOBHOI iJle€l0. 30Kpema, I1HTErpoBaHi
MapKETUHIOBl KOMYHiKallli KOMEpUIHHUX OaHKIB JUIsl KJII€HTIB BikoM 18—35 pokiB
MOXYTh OyTH 00’ €/THaHI OCHOBHOIO 1/ie€r0 «Po3BuBaiics 13 6aHkoM!», 171 KITIEHTIB
BikOM 36—60 pokiB — «CTaOUIBHICTE», a JJIsI KJIIE€HTIB BIKOM TOHa] 60 pOKiB —
«HamiiiHicTe.

[IpoBeneHmii aHami3 MapKETHHTOBUX KOMYHIKAIId BETUKUX KOMEPIHUX
0aHkiB B [HTEpHETI HA OCHOBI JaHUX MPO MOKA3HUKHU Tpadiky iX caillTiB JO3BOJIUB
BCTAHOBUTH Takl mpodseMu (yHKIIOHYBaHHS ix [HTepHeT-koMyHIKaliil sk
BUCOKHMM TMOKa3HUK BIIMOB Ha cailTax, HEC(PEKTUBHE BUKOPUCTAHHS MEMIMHOI
peKJiaMu Ta TMOIITOBOI PO3CWIKH, HEIOCTAaTHS aKTHUBHICTh OAHKIB Yy COLIAIBHUX
Mepexax, HeedekTuBHE (HOpMyBaHHS MAPTHEPCHKUX mporpam B I[HTepHeTI mys

CTUMYJIIOBaHHS MapTHEpamMu pedepanbHoro Tpadiky. 3 BUKOPUCTAHHSAM KOHIISMIT



OCHUMapKIHTy BH3HAUEHO HAMNpsSMU BHUPILUICHHS BUSABICHUX MpoOJieM, M0
JI03BOJIMTH MIABUIIUTH €(EKTUBHICTh MIPOCYBAHHS MPOAYKTIB KOMEPIIITHIX OaHKIB
B yMmoBax Iu(dpoBoi exoHoMmiku. IIpu ¢opMyBaHHI TO3UTUBHOTO IMIIKY
OaHKIBCPKOI YCTAHOBM Ta 1ii NPOAYKTIB, HaJaroJKeHHl Oe3mocepeIHboro
CIIJIKYBaHHS 3 ICHYIOUMMH Ta MOTCHI[IHHUMH KJIi€HTaMH 0aHKIBCHKUM YCTaHOBaM
CJiJ aKTUBI3YBAaTH JISJIbHICTh y COILIIAIBHUX Mepexkax, 30UIbIIUBIIN TPUCYTHICTh
y HasBHUX COIIAJIbHUX MEpeXax, MPOBOJIAYM aKTUBHY pOOOTY y HHUX depes
noOy1I0By OpeHI-CHIJILHOT, aKTHUBI3YIOUH POOOTYy 3 Osiorocdeporo, OpraHi30BYIOUH
NPOBEACHHS 3aXOIB IMEPCOHAIBHOrO OpEHIMHTY ISl KEpIBHOTO CKJIaTy, 3aXOJIB
BIPYCHOI'O MAPKETHUHIY Ta PEIyTALIHOIO MEHEKMEHTY. BCTaHOBIEHO, 1110 0CO0IUBY
yBary KOMEpIIMHUM OaHKaM CIIiJi 3BEpHYTH Ha Ti COINalbHI MEpPEXi, aKTUBHUMU
KOPUCTYBauYaMH SKUX € MJIITKK Ta MoJofb, 30kpema Tiktok ta Instagram, nms
dbopMyBaHHS Y HUX MPUXUIBHOCTI JI0 TAHOTO OaHKY Y MaiilOyTHHOMY.

Knrouosi cnosa: puHOK 0aHKIBCHKUX MPOAYKTIB, MAPKETUHTOBI KOMYHIKaIIii,
IHTErpoBaHi MapKETHUHIOB1 KOMYHIKaIi KOMEPLIIMHUX OaHKIB,
CErMEHTOOOPIEHTOBAaHUM TMiAXia, [HTepHeT-KOMyHiKkaiii, MoAeNnb OpeHAUHTY
OAHKIBCHKMX YCTaHOB, MEXaHI3M OpraHizamli I1HTErPOBAaHUX MAPKETHHIOBUX

KOMYHIKaIliil KOMEpIiiHNX OaHKIB.
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ABSTRACT

Demko M. Ya. Integrated marketing communications in the activities of
commercial banks of Ukraine. — Qualifying scientific work (manuscript).

Thesis for a Ph. D. Degree (Doctor of Philosophy Degree), in the field of
knowledge 07 «Management and Administration» in the specialty 075 «Marketing».
— Ivan Franko National University of Lviv of the Ministry of Education and
Science of Ukraine, Khmelnytsky National University of the Ministry of Education
and Science of Ukraine, Khmelnytsky, 2021.

The dissertation is devoted to substantiation of theoretical and methodical
approaches and applied recommendations in the field of formation of integrated
marketing communications of commercial banks of Ukraine.

The first section of the dissertation summarizes the theoretical and
methodological foundations of research in the field of marketing communications
of enterprises in general and commercial banks in particular, their integrated
marketing communications, the author’s position on their definition. It is defined
that communication is the exchange of information between two or more subjects,
which forms the communication process. Marketing communication should be
understood as the process of multilateral exchange of information in the market
with various target audiences with the emergence of feedback from them, resulting
in mutual understanding between the subjects of communication. Bank marketing
communications are communications between commercial banks and other market
entities in order to provide them with the necessary information about a
commercial bank and its products, forming a positive image of the bank, the
desired level of demand for its products and services and receiving from the
recipients of communication the desired feedback, in the form of purchasing
banking products or services or establishing the most-favored-nation treatment for
the bank’s activities. However, today the main task of marketing communications
of the bank is to form the reputation and image of the bank, trust in it with the use

of integrated marketing communications. They mean the choice, use and control of



a commercial bank over all means of marketing communications, which in turn
ensure effective interaction between the bank and its target audiences; in this case,
all messages sent by a commercial bank must be integrated, and therefore
unidirectional and consistent, and should contribute to achieving a single
communication goal of the bank with the emergence of a synergistic effect in the
interaction of selected components of marketing communications.

Based on the results of the analysis of existing approaches to the separation
of components of marketing communications of a commercial bank, it is
established that the main tools of the promotion of banking products and,
accordingly, components of its integrated marketing communications may be
advertising, public relations events, publicity, sponsorship and charity, direct
marketing. In particular, it is established that within the formation of integrated
marketing communications, all their components should be aimed at forming the
brand of a commercial bank in order to ensure its recognition among other
competing banking institutions. A semantic model of branding of commercial
banks has been developed. It involves the use of both the main components of
integrated marketing communications of a commercial bank for the formation of
its brand, and ancillary and their coordination with the influence of other
components of the marketing complex of the banking institution. As ancillary
components of integrated marketing communications of commercial banks, it is
proposed to consider not exhibitions or fairs, which are emphasized by most
scientists, but viral marketing, event marketing and communication at the point of
sale of banking products (bank branches).

The mechanism of the organization of integrated marketing communications
in activity of banks is offered, components of which the marketing analysis of a
situation is allocated; selection of the target audience through the analysis of
opportunities and market segmentation, selection of the target segment; making
marketing decisions on integrated marketing communications in the activities of
banks with the definition of goals, objectives, performers, individual components, the

budget for their use, drawing up a schedule of marketing communications. It is



determined that a commercial bank develops separate marketing communications for
the bank’s clients and intermediaries.

In the second section of the dissertation the analysis of marketing
communications of commercial banks of Ukraine is carried out. It shows that they
most often promoted banking products or promoted the bank’s brand. Using
secondary marketing information, the main directions of sponsorship of
commercial banks of Ukraine are determined and the costs of sponsorship of some
commercial banks of Ukraine with foreign and private capital are analyzed. It is
established that not all commercial banks reflect sponsorship funds in the data of
their annual financial statements, although such activities are carried out by them.
In addition, the costs of sponsorship and charity are often identified. The analysis
of the marketing policy of communications of banking institutions showed that
today the role of Internet communications as an important mechanism of interest of
customers of banking institutions and the formation of interaction with them is
growing. The study found that the largest media activity of banks in May-June
2019 was typical of banks of foreign banking groups, and in January—February
2021 — state-owned banks. The analysis of the collected secondary marketing
information showed that the largest number of reports of the leading banks of
Ukraine by categories of means of information dissemination was observed in the
Internet media.

Based on the results of the collection and analysis of primary marketing
information, the preferences of different market segments of banking products —
individuals of different ages and articles on marketing communications tools of
commercial banks were identified and the feature of banking market segmentation was
identified, reflecting the difference between such preferences. The conducted
research allowed to establish the dependence of the influence of marketing
communication tools of commercial banks on customers depending on their age
and their actual absence depending on the gender of customers. The analysis
revealed that some tools of marketing communications of banking institutions affect

customers belonging to different market segments. We are talking primarily about



personal sales and providing customers with advice during its implementation, the
implementation of measures by the bank in the direction of environmental
protection, increasing rates on deposit products. At the same time, it is determined
that other tools of marketing communications of banks have an impact only on a
certain target group of customers. In particular, advertising on television and radio
can be important in providing information to people over 60, and information on
bank websites — for younger people. Public relations measures also differ in the
effectiveness of their impact on respondents of different ages.

The third section of the dissertation is devoted to the areas of improving the
integrated marketing communications of banks. The purpose of developing
measures to improve the activities of a commercial bank is to improve its financial
performance. Therefore, it is important for banking institutions to establish the
impact of funds spent on marketing communications on changes in sales of their
products. We are talking about interest and commission income. In this work, the
use of a lag model is proposed. The results of the study showed that for marketing
communications of commercial banks, the effect of their impact on sales of
banking products is not immediately, but after some time — several years.

Taking into account the results of the survey and using the method of
hierarchy analysis, the recommended structure of integrated marketing
communications for banking institutions depending on the affiliation of customers
to a certain market segment was developed, priorities in using certain marketing
communication tools were identified, and recommended ideas for combining
commercial communication tools within the framework of its implementation of
the segment-oriented approach. For the calculations for all measures, the intrinsic
value, the consistency index and the consistency ratio were determined. Based on
this, a system of integrated marketing communications was proposed for each age
group, which is united by the main idea. In particular, integrated marketing
communications of banking institutions for customers aged 18-35 can be combined
with the main idea «Grow with the bank!y, For customers aged 3660 — «Stabilityy,
and for customers over 60 — «Reliability» .



Based on the research, it is established that today commercial banks of
Ukraine need to ensure the formation of an integrated approach to the formation of
their marketing communications both in terms of combining them into a single
idea, and based on the integrated use of various Internet tools. The analysis of
marketing communications of large commercial banks on the Internet on the basis
of data on traffic indicators of their sites allowed to identify such problems of
functioning of their Internet communications as high failure rates on sites,
inefficient use of media advertising and mailing, insufficient activity of banks in
social networks, inefficient formation affiliate programs on the Internet to
encourage referral traffic by partners. Using the concept of benchmarking, the
directions of solving the identified problems are identified, which will increase the
efficiency of promoting the products of commercial banks in the digital economy.
When forming a positive image of a banking institution and its products,
establishing direct communication with existing and potential customers, banking
institutions should intensify their activities in social networks, increasing their
presence in existing social networks, conducting active work in them through building
brand communities, intensifying work with the blogosphere. organizing personal
branding activities for management, viral marketing activities and reputation
management. It has been established that commercial banks should pay special
attention to those social networks whose active users are adolescents and young
people, in particular Tiktok and Instagram, in order to form their commitment to
this bank in the future.

Keywords: market of banking products, marketing communications,
integrated marketing communications of commercial banks, segment-oriented
approach, impact of marketing communications costs on banks’ financial results,
Internet communications, branding model, mechanism of organization of

integrated marketing communications of banks.
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