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BANKING MARKETING: ESSENCE, FEATURES.

0.0. Drahan, PhD in Economics
Bila Tserkva National Agrarian University, Bila Tserkva, Ukraine

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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this definition to bank marketing, because we believe that it will be quite
true for bank management as well.

The same authors believe that bank marketing today stands in an
inseparable unity of its understanding as a philosophy of banking business,
a method of entrepreneurial policy, a separate field of knowledge and
science, and a separate field of professional activity [4, p. 1250]. Here the
authors tried to combine all possible points of analysis and approaches that
exist today in views on bank marketing. But at the same time, they do not
give a meaningful understanding of the essence of this concept.

According to S.A. Necessarily , bank marketing can be defined as
the search and use by the bank of the most profitable markets for banking
products, taking into account the needs of customers [5, p. 157]. Here, the
author, in our opinion, narrows the content of bank marketing only to the
search and use of sales markets by the bank, leaving out of her attention
other, no less important processes that significantly affect the effectiveness
of marketing, for example, the development of strategies and tactics for
positioning the bank on the market, the formation of a business reputation,
development of the nomenclature and range of banking products, analysis
and planning of customer flows in bank branches, etc.

According to V.I. Vartsaba, V.O. Ogorodnyk and E.V. Dulay, bank
marketing can be defined as a bank's strategy and philosophy, which
requires careful preparation, deep and comprehensive analysis, active work
of all bank departments - from managers to lower levels [6, p. 381]. First of
all, we believe that it is necessary to specify that the bank first forms a
philosophy and policy based on business ideas and views of the bank's
owners and executive directors, and only after that develops a marketing
strategy as a comprehensive plan for their implementation in the future.
Secondly, the authors again do not explain their meaningful vision of bank
marketing, but emphasize only the need for a comprehensive analysis,
training and professionalism of the bank's staff in this area.
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OPTAHI3AIIMHI ACHEKTH ®OPMYBAHHS
KOMYHIKATUBHOI MMOJITUKH NIJAIMTPUEMCTBA

B.A. €BTymIeHKoO, KaH/. €KOH. HayK, JOII.
XapKiBChbKUil HALlIOHAJILHUH YHIBEPCUTET
im. B.H. Kapa3zina, M. XapkiB, Ykpaina

AxTuBizamis iHTerpamnii YKpaiHn A0 TI00albHOTO €KOHOMIYHOTO
IIpocTOpy Tependadae MoJaNbIINA PO3BUTOK HMPOMHCIOBUX MiANPHUEMCTB
Ta TMiIBUIIEHHS eQEKTHBHOCTI BCiX HOTO TOCIIOJAPCHKHX MPOIIECIB.
[IpomucnoBuii cextop YKpaiHU IMocigae OgHE 3 HAWBaKIHMBIIINX MiCIb B
CKOHOMIIIl KpaiHW Ta B3aJMIIAETHCS TOTY)KHOIO Taly33io, fka (opmye
KapKkac EKOHOMIYHOI Oe3meku JepkaBu. Y LbOMY 3B’3KYy, OIHHM 3
HampsiIMiB  TIOKpAIlleHHs CHUTyalil B NPOMHUCIOBOMY CEKTOpi IOCTae
YIIOCKOHAJICHHST MapKETHHIOBOI MiSJIBHOCTI Ta MOLIYKY HOBHUX KaHaiB
NPOCYBaHHsS TNPOAYKIII Ha IPOMHUCIOBOMY pHHKY. BBaxaemo, 110
ONTHMI3YBaTH IPOLIECH NPUIOAHHS CUPOBUHM Ta MaTepiajiB, pPO3LIMPHUTH
ACOPTHMEHTHY JIHIMKY BUPOOIB, CTBOPIOBATH IHHOBAIIHI BUAN MPOIYKIIii
3aBISIKM PO3BHUTKY TexHouoriit «lHmycTpis 4.0», 3aBoroBaTH yBary HOBHX
MOKYINIiB, 3aJlyyatd iX 10  Oi3Hec-mapTHepcTBa,  YTPUMYBaTH
JIOBTOCTPOKOBI, MOBipYi BIZHOCHHH 3 TOCTIHHIUMH KITi€HTAMHA MOKIIHBO
3aBISIKM (POpMyBaHHIO HaIfHUX MPOCTOPOBUX EKOHOMIYHHMX 3aB’SI3KiB, IIIO
3a0e3Meuyr0ThCsl KOMYHIKAaTHBHOIO TOJIITHKOIO Cy0’€KTa TOCIIOIapIOBaHHSI.
ToMy, BpaxoBYIOYi HOBI BHKIHKH CY9acCHOCTi, OCOOJNHBO aKTyalbHUM B
MiIIPUEMCTBAX TMPOMUCIOBOTO CEKTOPY IIOCTa€ OpraHizallisi TpoIecy
(¢opMyBaHHS KOMYHIKaTHBHOI TONITHKH B YacTHHI iH(poOpMaIiifHOrOo Ta
TEXHIKO-TeXHOJIOTIYHOTO 3a0e3meueHHs ISl B3aEMOI1 31 CTeixoyaepaMu 3a
JOIIOMOTOI0  PI3HHMX 3ac0o0iB CTUMYyJTIOBaHHA 30yTy Ta ITOCHJIICHHS
KOMYHIKaI[ifHUX 3B’ 3KiB.

[MutaHHSAM  YTOYHEHHS CYTHOCTI MOHSTTS «KOMYHIKaTHBHA
MOJITHUKa», «KOMYHIKallifiHA TMOJITHKa», TNPHHOUNAM  (OPMYBaHHSI
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