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JlosmpEnt  crokwBad A OyIb-AKOi  KOMIIaHii  Bimirpae
BHpIIIANBHY, HABiTh MOXKHA CKa3aTH, IO CTPATETidHy, POJIb ¥ PO3BHUTKY il
CTpaBH Ta CTAaHOBHUTh OCHOBHY CKJIaJOBY KOHKYPEHTHOI IepeBarn Ha
pUHKY. BpaxoByroum OCTaHHE, MAapKETOJOTH IIOBHHHI  aKTUBHO
BHKOPHUCTOBYBATH DPi3HI MAapKETHHTOBI IHCTPYMEHTH Ta METOAU IJIS TOTO
mo0 NPUXWIBHICTH CHOXHMBa4iB 10 IX OpeHay MocCTiiiHO 3pocTana.
CpOrosiHi YCHILIHICTh IMPOTPaM JIOSIIBHOCTI BH3HAYAETHCS BiJHOLICHHSIM
MOKYIILIB Ta 1X MOBEAIHKOIO BiJIHOCHO NPOIIOHOBAHUX TOBApiB KOMIIAHIEIO.
[Mporpamu JosIbHOCTI TOBMHHI OyTH HampaBieHi Ha (OpMyBaHHS
TPUBAJIUX BiHOCUH 3 LIJIHOBOIO ayJAMTOPI€IO, a/pKe caMe Lie 1 BIUIMBAE Ha
e(eKTUBHICTb 11 IISUIBHOCTI Ha TIEBHOMY CETMEHTI LIIbOBOrO PUHKY. [IpoTe
KOMIIaHii BapTO 3aBXKAW IaM ATAaTH, IO IOBEIiHKa Ta YMOJOOAaHHS
CIOXKHBAaYa IMOCTIHHO MepeOyBaIOTh B MPOIIECi 3MiH.

CporonHi 3HaAYHUH BIICOTOK YKPATHCHKUX KOMIAHIA HE TPUALIIE
HaJIe’)KHOT yBarW THTAHHAM, SKi TOB’sA3aHI 3 (OPMYBaHHSAM JIOSUIBHOTO
BIZTHOIIICHHS CIOXMBAada N0 iX NpoAyKuii. BupoOHMKM BBa)karoTh, IO 3a
JaHUX YMOB €KOHOMIYHOTO PpO3BHTKY JUIsi €(QEeKTUBHOI MisUIbHOCTI
JIOCTaTHHO KOHTPOJIFOBATH SIKICTh NPOIIOHOBAHOI MPOAYKII{, PO3IIMPIOBATH
ACOPTHMEHT TOBapiB (BpaXxOBYIOUM CHPOBHHHI MOXIIMBOCTI Ta MOTPEOH
CHOXKMBAUiB), BIPOBA/KYBATH HOBI TEXHOJIOTii y BHPOOHHYMIi IpoIiec,
HaJIaro/PKyBaTH CHCTEMY JIOTICTUKM Ta 3alyCTUTH B MacH peKJIaMHY
kamnaHito. OHaK 3MiHHM, 110 BiJOYyJHCS OCTaHHIM 4acoM B CBIiTi Ta B
VYkpaini mpusBenw 10 NPOOJIEMHUX WHUTaHb, MO OyNMH TOB’s3aHI 3
AeiUTOM CHPOBHHHM Ta KOMIUIEKTYIOUHMX, JIOTICTHYHMMH KOJarcaMu
TOIIO, AaKTyali3yBajlMl 3aBJaHHS MOA0 (OPMYBAaHHA IOBrOCTPOKOBHUX
B3a€MOBITHOCHH 3 MOKYyMIsAMHU [1].

3 TeopeTMYHOI TOYKH 30py HAYKOBIIl CTBEpPAXKYIOTh, IO
JOSITBHICTE BKITIOYAE JTOBIPY, MPUXIIBHICTD IO IIIHHOCTEH Ta JOBTOTPHUBAII
BiHOCWHHM. JIOSITBHICTh TOKYMIIS CIiJ] PO3TJISIATH, SIK WOTO 3alliKaBJICHE
CTaBJICHHS IO TOBapiB, TOProBOI MapKH, JIOTOTHITY, YIAKOBKH, MEPCOHAIY,
CHCTEMH CepBicy AKOiCh KOMMaHii. B MapKeTHHrOBiil mpakTHUIl 3apa3 icHye
BEJMKa KUIBKICTh MiIXOMAIB MO0 (hOpMYyBaHHS NPOTrpaM JIOSUITBHOCTI (Bif
CTaHAapPTHUX [pOrpaM CTHMYJIIOBaHHsS TOMHUTY JIO BIPOBA/KESHHS
CE30HHMX 3HIKOK, HaJaHHA OOHyCHHX mpuBinei [2]), ajme B mporeci
1o0yZ0BH JJaHOI IPOTrpaMH MapKeTOJOTH TOBHHHI 3aBXXIM MaM’sITaTH, IO

110



BUCOKOI pE3yJbTaTUBHOCTI MOXJIMBO JIOCAITH JIMIIE B pe3yJbTaTi
BUKOPHCTAHHS CUCTEMHOTO MiX0y 10 11 po3poOKH Ta BIPOBaHKEHHS.
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First, let's analyze the views of scientists and practitioners on basic
concepts from the point of view of management theory and systems theory.
According to the American Marketing Association (AMA), there are more
than two thousand definitions of marketing. AMA interprets it as follows:
marketing is the process of planning and implementation of an idea
regarding pricing, promotion and implementation of ideas, goods and
services through exchange that satisfies the goals of individuals and
organizations [1].

According to A.F. Bondarenko and N.V. Krasiuk [2, p. 45], this is
one of the management functions of the bank, which is designed to promote
the sale of banking products and services by organizing market research,
conducting advertising and pricing policy. Here, the authors, without
justifying their position in any way, propose to introduce a new function
into the theory of management — marketing, which in itself is
incomprehensible, because under the function, as was proved in [3, p. 68], it
is necessary to understand the activity (work) in relation to the range of
responsibilities, roles and relations of the object in the system. Therefore, in
order to meet the financial and other needs of customers as objects of the
system, the bank cannot provide marketing as a service. Moreover, the
function cannot contribute to anyone and anything, because it is a
conceptual concept that reflects the final result of managerial influence.
According to V.O. Tkachuk and A.O. Tymkiva, bank marketing is a
philosophy, strategy and tactics of banking business, the intensive
development and use of which tools ensure business efficiency and
achievement of set goals [4, p. 1250]. It is not clear why the authors applied
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