DEMOGRAPHY, WORKFORCE ECONOMY, SOCIAL AND ECONOMMIC POLICY

UDC 336,011

Olga Belyaeva

PhD (Sociology), Associate Professor of the Finance and Credit
Department, Southwest State University, Kursk, Russia

94, 50 Let Oktyabrya Str., Kursk, 305040, Russia
bels21973@yandex.ru

Tatyana Polyakova

PhD (Economics), Associate Professor of the Finance and Credit
Department, Southwest State University Kursk, Russia

94, 50 Let Oktyabrya Str., Kursk, 305040, Russia

halfjack@Iist.ru

Using the concept of social space to analyze the relationship
between commercial banks and the population

Abstract. Actively developing in recent years, the relationship between the population and commercial banks has a significant
impact on the lives of Russians. The authors propose the concept of social space to analyze the social aspects of this phenomenon.
The basis of the concept are such categories as «trust», «goodwill of the bank», «financial culture», «financial literacy», «loyalty»
and others. The article defines a number of aspects for quantifying these categories. It also raises the problem of understanding
the role of banks in the present-day world.
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Bennaesa O. B.

KaHaMaaTt couionoriyHnx Hayk, AOLEeHT Kadeapu ciHaHCiB | KpeaunTy,

MiBaeHHO-3axiaHuin oepxaBHW yHiBepeuTeT, Kypcbk, Pociicbka denepauia

MonakosaT. M.

KaHaMOaT eKOHOMIYHMX HayK, OOUEHT kadeapw hiHaHCiB i KpeauTy,

MiBaeHHO-3axiaHuin oepxaBHW yHiBepeuTeT, Kypcbk, Pociicbka ®enepauia

KoHuenuia couianbHOro npocTopy B aHani3i B3a€MOBiAHOCUH KOMepLiiHUX 6aHKiB i3 HaceneHHAM

AHoTaUiA. BigHOCKMHM HaceneHHA 3 KoMepuinHUMKU H6aHKamu, akTUBHO PO3BMBAKOYMNChL B OCTaHHI POKW, CYTTEBO BMMUBAIOTb
Ha XWUTTA pociAaH. [nA aHanidy couianbHUX acnekTiB LbOoro ABULLA aBTopamu NPONOHYETLCA KOHLUEMNUIA couianbHOro npocTopy,
napameTpamn AKOrO BUCTYMAKOTb TaKi KaTeropii, AK «[oBipa», «penyTtauiA 6aHKy», «giHaHCOBa KynbTypa», «diHaHCcOBa
rPaMOTHICTb», «fI0ANbHICTb» Ta iHWi. Y poboTi npeactasBneHo pAd napameTpis, WO BUMKOPUCTOBYIOTLCA [AONA  KiNbKiCHOI
OLiHKM iXHBOro piBHA. AHaNi3yeTbCA AOCBIA 3aKOPAOHHUX KpaiH Woao dhopmyBaHHA iMiaxXy 6aHKy 3a AOMOMOro Moro Micii
3aCTOCYyBaHHA 3aranbHOHaLUiIOHaNbHMX iHAEKCIB 3a40BONEHOCTI KNiEHTIB. PO3rNAHYTO pe3ynbTaTh BCEPOCINCHKOro ONMTYBaHHA
cycninbHOi AyMKKU 3a MixkHapoaHoto metoamkoto Global Reputation Index. OuiHeHo ponb 6aHKIBCbKOI peknamm AK OCHOBHOMO
3acoby KOMyHikauii B cuctemi «b6aHK-HaceneHHA» Ta iHCTpyMeHTa BMMBY Ha CycCnifbHy CBigoOMICTb. igHiMaeTecA npobnema
OCMUCIEeHHA pori 6aHKiB y Cy4acHOMY CBITi.

Knto4yoBi cnoBa: couianbHuin NPOCTip; (hiHaHCOBa KymnbTypa; AOBipa; NOANbHICTb; AinoBa penyTauia 6aHKy; iMigpk 6aHKy;
peknama 6aHKy.

Bbensaesa O. B.

KaHanaaTt CouMonorm4eckux Hayk, AoUeHT Kadeapbl (hHaHCOB U KpeauTa,

lOro-3anagHbivi rocynapcTBeHHbIN yHMBepcuTeT, Kypck, Poccuinckaa depepauna

MonakoBaT. H.

KaHauaaTt 9KOHOMUYECKMX HayK, AOLEHT Kadeapbl hUHaAHCOB 1 KpegnTta

lOro-3anaaHeii rocynapcTBeHHbIM yHUBepceuTeT, Kypck, Poccniickaa ®epepauma

KoHuenuuA counanbHOro NpocTpaHcTBa B aHafim3e B3aMMOOTHOLLEHUIA KOMMep4ecKux 6aHKOB ¢ HaceneHuem
AHHOTauuA. B3aMmMOOTHOLEHNA HAaceNeHnA C KOMMepPYeCKUMU 6aHKaMu, akTUBHO pa3BUBAACH B NMOCNEAHUE rofbl, OKa3blBaloT
CylwleCTBeHHOe BinAHUE Ha >XXU3Hb POCCUAH. ,D,J'IFl aHannsa coumanbHbIX aCneKToB 3TOro ABJIeHUA aBTopaMu npennaraeTcA
KOHLIeNuUUA coumasnbHOro NPoCTPaHCTBa, NapaMeTpamn KOTOPOro BbICTYNAKT Takne KaTeropun, Kak «aoBepue», «penytauma
b6aHka», «(UHaHCOBaA KynbTypa», «(UHAHCOBaA rPamOTHOCTb», «JIOANBHOCTb» W apyrue. [NpeactasneH pAn napameTpos,
NCMONb3YIOLWMXCA ANA KOMMYECTBEHHOW OLEHKM UX YPOBHA. AHanNU3vpyeTcA OnbiT 3apybexxHbIXx CTpaH no hopMUpOBaHUIO
uMuaka 6aHka nNocpeacTBOM €ro MMCCUM M MPUMEHEHVA ObLeHaUMoHarbHbIX MHAEKCOB YOOBNETBOPEHHOCTU KITMEHTOB.
PaccmoTpeHbl pesynbTaTbl BCEPOCCUMCKOrO onpoca 06LweCcTBEHHOrO MHEHMA NO MexayHapoaHon metoamke Global Reputation
Index. OueHeHa ponb 6AHKOBCKOM peKNaMbl Kak OCHOBHOIO CPEeACTBa KOMMYHMKaUUW B cCUCTEME «BaHK-HaceneHue» wu
WHCTPYMEHTa BO3AENCTBUA Ha 06LLeCTBEHHOE CO3HaHue. MNMoaHnmaeTca npobiema OCMbICNEHMA posiv 6aHKOB B COBPEMEHHOM
mupe.

KniouyeBble cnoBa: couuanbHoe NpoCcTPaHCTBO; hMHaHCOBaA KynbTypa; AOBepUE; NOANBHOCTb; AenoBas penytauns 6aHkKa;
nMnax 6aHka; peknama 6aHka.

1. Introduction. Active interaction of commercial banks the perception of banking advertisement, banks’ assessment

with the population is a relatively new phenomenon for Rus-
sia: retail banking began to grow rapidly in the 2000s due to
the reduction of speculative profits of banks and slower growth
of income from transactions with corporate clients. These rela-
tionships are, primarily, the subject of financial science; howe-
ver, they are of interest as a social phenomenon, since they
have a significant impact on people’s behaviour.

2. Problem statement. The motives of person making the
decision to use banking services, the process of bank selec-
tion, the change of lifestyle as a result of interaction with com-
mercial banks (for example, acquiring of housing through credit
on real estate, buying a car or evading the repayment of credit),
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of customer satisfaction - these events, phenomena and pro-
cesses are social in nature and form the social space of banks’
interaction with their customers [1].

The concept of social space is needed for forming a set of
views being linked together and arising one from another in or-
der to define the role of commercial banks in today’s context.

3. Analysis of recent studies and publications. The con-
cept of «social space» was first used by Ferdinand Tonnies who
connected it with the peculiarities of people’s relationship to
each other in space and time [2]. Various aspects of this cate-
gory are revealed in the works of A. Giddens (2011), T. D. Mart-
synkovskaya, P. (2013), N. A. Shmatko (2005).
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From the point of view of P. Bourdieu, the concept of «so-
cial space» is a form of expressing certain relations. The con-
tent of this form are social phenomena and processes that de-
termine the basic properties of social space and are the means
of coordination in the social system [3].

T. D. Martsynkovskaya (2013) describes social space as a
conceivable construct in which social relations are taking place
(the totality of all social statuses in society) [4].

After analyzing the notions that characterize social space,
we came to the conclusion that there is no single concept of
social space. Various approaches to this phenomenon define
its diverse aspects.

In the context of our study, we have defined social space as
a set of social relations (links). Any individual with other indivi-
duals, groups, and social institutions enters into these rela-
tions. Various socio-economic processes can form their own
system of social relations. Therefore, it seems appropriate to
consider the totality of social characteristics of commercial
banks’ interaction with the population as the social space.

4. The purpose of this article is to determine the quanti-
tative and qualitative categories of social space of commer-
cial banks’ interaction with the population under current con-
ditions.

5. Results. The core of the mutual relations of individuals
with commercial banks and a major determinant of these re-
lations’ features is the financial culture of the population, or
mass financial awareness. Financial culture includes tradi-
tions, values, norms, behavioural patterns of people in the
financial sector, i.e. in the area of earning an income, underta-
king expenditures, savings, paying taxes, insurance. The ba-
sics of financial culture are absorbed by the young generation
since childhood through observing the older generation’s be-
haviour. The element of financial culture is financial literacy
which can be described as a set of knowledge and skills in
financial issues. It should be noted that a number of resear-
chers single out the ability to apply knowledge in practice into
a separate category called «financial competence» (financial
capability) [5].

In Russia only a small part of citizens are familiar with the
services offered by financial institutions, and an even smaller
portion of Russians uses this knowledge predicting the conse-
quences of their actions in financial matters.

The level of financial literacy of Russians is characteri-
zed by their disciplined approach when it comes to timely
repayment of loans. In January 2012, 7.05% of bank consumer
loans fell into the category of «bad debts». On the 1%t of Janua-
ry 2014, this figure amounted to 10.07%, and on the 1t of July
2014 it was 12.2%. Credit health index being calculated on
the basis of this indicator was declining from January 2012 to
October 2015 [6].

According to the research by the National Endowment for
Financial Education that operates in the USA, once received
financial education does not affect financial behaviour. It is the
ability to plan, willingness to take risks that is of great impor-
tance here. The best way to improve financial literacy of the
population is holding consultations being maximally close in
time to the moment of decision-making by a consumer about
using any financial instrument [7].

Russian banks following the model of foreign banks be-
gin to offer their customers a Personal Finance Manager
(PFM) service within the Internet banking services. One of
the first examples of such product introduction comes from
the Promsvyazbank (service «Smart money»). The expen-
ses paid by credit card are recorded and are posted by ca-
tegory automatically. Cash expenses are manually entered.
However, among future developments is scanning cheques
using a mobile phone camera. The program makes forecast
about future incomes and expenses; there can be set limit of
expenses for each category with SMS notification when it is
exceeded, etc.

Trust in the banking system is generally considered as an
important factor of not only the growth in customer deposits,
but also of banking system and economy as a whole develop-
ment. Today’s Russians were deprived of «financial education»
and the financial turmoil of the 1990s, which contributed to the

development of such features of financial behaviour as pru-
dence and low level of trust in banks.

A sufficiently long period of stability in the early 2000s, de-
velopment of legal and economic measures that protect the
customers of banks undoubtedly improved the attitude towards
the banking system. However, the current situation in the finan-
cial market could significantly decrease the level of trust. The
level of trust is an indicator that shows the need to improve
mechanisms enabling the performance of norms and rules by
commercial banks [8].

Also, trust can be viewed as the expectation of honest
performance of functions or duties by the other party of inte-
raction process - people, social institutions, and society as a
whole. Conceiving this concept, E. Giddens (2011) says that
the need of trust can be accounted for having incomplete infor-
mation (asymmetry of information being inherent in the market
of banking services). Trust is always associated with random-
ness, so it means reliability in spite of randomness in the work
of people or systems. And this trust in the reliability is connec-
ted with faith in the reputation of a person (organization) or in
the efficiency of a system [9].

Within the Program of Fundamental Research of The
National Research University Higher School of Economics
(HSE) it is proposed to use the «confidence index», consis-
ting of three main elements, to assess changes of trust in
financial institutions (including banks): assessment of reliabi-
lity; transparency; favourable conditions for offered products
and services [10].

The trust of society’s members in banks is the basis of
their goodwill. The Bank of Russia determines the goodwill of
a credit institution as a qualitative assessment of credit institu-
tions activities by the parties to business transactions, as well
as the actions of their real owners, affiliates, subsidiaries, and
other dependent organizations [11].

Ranking based upon the opinions of experts or conducted
surveys is used for the evaluation of credit institutions’ good-
will.

On the one hand, the reputation of a bank, or its image
is the result of its well-directed efforts, on the other hand, it
is the product of perception of the «<message» by the target
audience. This image is being formed under the influence of
a range of factors - from TV advertising to the exterior of the
nearest branch of a bank. The core, the quintessence of the
«message» of a bank to its existing and potential clients is
its mission. So, the mission of the VTB Group sounds like
the following: «We provide financial services of internatio-
nal level to achieve a better financial future for our custo-
mers, shareholders and society as a whole». The mission of
the Sberbank of the Russian Federation is: «We give people
confidence and security, make their lives better, help them to
realize their aspirations and dreams». Of course, the second
example of a mission is more focused on clients and emo-
tionally coloured.

The concept of «loyalty» is etymologically close to that of
«trust». Many large banks are engaged in the development
and implementation of loyalty programs. Co-branded projects
(«Thank you» from the Sberbankand and others) serve as an
example of such loyalty programs. Loyalty is understood as
readiness that has appeared on the basis of existing experien-
ce to continue the cooperation with a partner, and also recom-
mend it to people.

One of the methods for quantitative evaluation of customer
loyalty is the NPS approach (Net Promoter Score) which was
developed in the early 2000s by F. Reichheld (2007). Respon-
dents are asked to rate the likelihood with which they would
advise their bank to friends, acquaintances and relatives on
a ten-point scale. Respondents are divided into three groups:
critics (Detractors) - from 1 to 6 points, neutral (Passives) -
7-8 points and loyal (Promoters) - 9-10 points. In the capacity
of coefficients this approach uses the difference between the
average levels of loyal consumers and critics [12].

According to the research by Reichheld (2007), the corre-
lation between customer loyalty of a certain company and its
growth rate is more pronounced in those industries where cus-
tomer satisfaction is primarily determined by the quality of ser-
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vice. It should be noted that under the conditions of intensive
interbank competition, the quality of service is associated with
corporate culture (professional and creative capabilities of the
staff) and is one of the main factors determining the choice of
a servicing bank [13].

In the development of foreign banks’ loyalty programs
there is a trend of using game elements in non-game situa-
tions. This practice was called gamification. According to de-
velopers, focusing on positive emotions and engagement for
a long time, typical for games, heightens the interest of cre-
dit institutions’ clients. Thus, the BBVA (the banking group of
Spain) uses BBVA Game that allows you to earn points for
online transfer of funds, view the materials on financial edu-
cation and advertising, invite your friends to join the game.
The accumulated points give the opportunity to participate in
sweepstakes, auctions and win prizes related to show-busi-
ness and sport [14].

Russian Alfa-Bank offers its customers the game Activity.
The Bank daily transfers from the current account to the sa-
vings deposit the amount at 6% per annum which depends on
the covered distance per day.

Currently, when designing a system of measures aimed
at attracting and retaining customers, an emphasis is made
upon the emotions derived from communication with a bank,
increasing the level of customer satisfaction. Satisfaction can
be described as a generalized consumers’ assessment of
the experience of interaction with a bank, or the degree of
conformance of the result of banking services age to expec-
tations. It is the client’s satisfaction that is the main prere-
quisite for his/her loyalty. Each bank performs an analysis of
customer satisfaction using various methods (questionnaires,
phone interviews, etc.). National indices of customer satisfac-
tion are being applied in a number of countries (Norway, Swe-
den, USA, Germany and others). International research com-
pany EPSI Research Services periodically assesses these in-
dices according to the same standard in 20 countries of Eura-
sia. The analysis of customer relationship experience with
the bank is conducted according to 5 aspects of satisfaction:
banks’ image, customer expectations, product quality, service
quality and value perception.

The results of national public opinion survey by the interna-
tional Global Reputation Index methodology show that among
Russian banks the Sberbank of the Russian Federation has
the highest index of customer satisfaction [15].
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6. Conclusion. The role of commercial banks is extreme-
ly high in today’s economy and social life, and it continues
to grow due to the emergence of new banking products and
services, and promotion of bank marketing. Credit institutions
that carry out specific economic functions being directed to-
wards the organization of monetary circulation and redistribu-
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