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Y cmammi po32nisHymo BU3HaYeHHs1 Halbiibw
ehekmuBsHUX  IHCMPYMEHMIB  MPOCYBaHHs!
baHKIBCLKUX Mpodykmig (rocnya). Ans ecbek-
MUBHO20 (DbYHKUIOHYBaHHSI Ha PUHKY 6GaHKig-
CbKUX rocsy2 baHKy HeOBXiOHO cmsopumu ma
rnocmitiHO nidmpumysamu crnpusimausull iMiox
cBoIX npodykmis y k/ieHmis. Kriienmamu €
peasibHi U nomeHyitHi crioxusadi, pisHOMaHImHi
thiHaHCOo8i ycmaHoBU ma iHWI y4acHUKU PUHKY.
Po3kpumo KomyHikayiliHy nonimuky 6aHky ma
e/leMeHmu  CUCmeMU  MapKemuH208UX  KOMY-
Hikayiti. BusHayeHo crieyucbiky pexknamu Ha

6aHKisChbKi Mpodykmu (rocsyau) ma pexknamHol

cmpameaii 6aHKy. BucsimsieHo i, siki HeOOXiOHO

30ilicHumu ni0 4Yac pPO3PO6/IEHHSI PEKIaMHOI

cmpameaii 6aHKy. Y cmammi po3Kpumo Hosi
HanpsiMu po3gUMKy peksiamu, a came 8 6aHKy
BuKopucmaHHs ~ BTL-mexHonoeit, ~ mobmo
HempaduyitiHux criocobig npodaxis. B  Hux
Haeo/10WyembCs Ha iHmeapauil Hosux Memoois
3 npsmum MapkemuHeom (“direct-marketing”),
cmumyntosaHHaM 36ymy (“sales promotion”) ma
IHWUMU enleMermamu MapKemuHa0B8UX KOMYHi-
Kayiti. BusHa4eHo mpaouyiliHi KaHa/lu KOMYHiKa-
yii, sskumMU € ¢binii ma 8iddineHHs1 6aHkis, Herpsimi
KaHas1u KoMyHikayii ma cucmema camoo6e/1y20-
BYBaHHSI.

KntouoBi cnosa: MapkemuHe, pexkiama, Mapke-
MUuH208i KoMyHikayji, SEO-MapKkemuHa, KOHmMek-
cmHa peknama, BTL-mexHosnoail, “cashback’.

B cmambe paccMompeHbi onpedeneHus Hau-
6o/1€e 3ghcheKmuBHbIX UHCMPYMEHMO8 Mpo-

08UXeHUs] 6aHKOBCKUX MPodykmos  (ycrya).
[na aghchekmusHO20 (hyHKYUOHUpOBaHUS Ha
PbiHKE 6aHKOBCKUX Yc/lye 6aHKy Heobxooumo
co3damb U MOCMOSIHHO noddepxusams 6n1a-
20MpusiMHbItU UMUOX CBOUX MPOOYKMOB Y K/u-
eHmos. KnueHmamu senstomcsi peasibHble U
romeHyua/bHble rnompebumenu, pas/iuyHble
puHaHcoBble y4YpexoeHusi U dpyeue ydyacm-
HUKU pbIHKa. PacKpbimbl KOMMYHUKaUUOHHas!
noaumuka 6aHka U 3/1eMeHmbl CcuCmeMbl
MapKemuHa08bIX  KOMMYyHukayul. — Omnpede-
JieHa  crieyughuka pekniambl Ha 6aHKOBCKUE
npodykmsl (ycryeu) u pekinamHol cmpame-
auu 6aHka. OcseweHb! Oelicmasusi, Komopble
Heobxo0UMO OocCywecmsums npu paspabomke
peknamHol cmpameauu 6aHka. B cmamee
packpbiMbl HOBbIE Hanpas/ieHusl passumus
peKambl, & UMEHHO 8 baHKe UCI0/b308aHUst
BTL-mexHonoaudl, mo ecmb HempaoduyUOHHbIX
€noco6os rpodax. B HUx udem yrop Ha UHme-
2payuu HoBbIX MemMoO08 C MPSIMbIM MapKeMuUH-
eom (“direct-marketing”), cmumynuposaHuem
cbbima (“sales promotion”) u dOpyaumu asne-
MeHmamu MapKemuHeoBbIX KOMMYyHUKayud.
OnpedesieHbl MPaduyUOHHbIE KaHasbl KOMMY-
HuKayuu, KomopbiMu Si8nstomes chunuasbl u
omoesieHusi 6aHKOB, KOCBEHHbIE KaHas/lbl KOM-
MyHUKayul u cucmema camoo6C/TyXUBaHUS.
KntoueBble cnoBsa: MapkemuHe, pexkiama, Map-
KemuH208ble KOMMYyHUKayuu, SEO-mapkemuHe,
KOHMeKcmHasi  peknama, BTL-mexHoso2uu,
“cashback”.

Modern banks provide the same services in the market, and competition between them intensifies, so the quality of service and knowledge of basic sales
technologies occupy a leading place in the competition. This means that in the event of loss of trust and increased customer demand for banks, the primary
task of a banking institution for effective activity in the field of banking services is to develop a set of communication tools with the target market. It is the
complex of communication tools that forms a favorable image of the bank and its products in the eyes of customers. The article considers the definition
of the most effective tools for promoting banking products (services). In order to function effectively in the bank’s banking market, it is necessary to cre-
ate and constantly maintain a favorable image of its products for clients. Clients are real and potential consumers, various financial institutions and other
market participants. The bank’s communication policy and elements of the marketing communications system are disclosed. The specificity of advertising
for banking products (services) and the advertising strategy of the bank are determined. The main goal of advertising a banking product is to inform the
market and to create a need for banking products from potential clients. The steps to be taken in developing the bank’s advertising strategy are outlined.
Development of a set of product promotion tools begins with determining the bank’s communication policy in the target market. The article reveals a new
direction of advertising development in the bank is the use of BTL-technologies, that is, unconventional ways of sales. Traditional communication channels
are identified: branches and branches of banks, indirect communication channels, and self-service system. Therefore, the purpose of a bank’s advertising
activity is to attract customers’ attention to a product (service) and emphasize its benefits among others, i.e. to create potential demand and accelerate its
transformation into a real one. The process of preparation and implementation of promotional activities includes planning, monitoring, ongoing adjustment
and analysis of events.

Key words: marketing, advertising, marketing communications, SEO-marketing, contextual advertising, BTL-technologies, cashback.

MoctaHoBKa npo6nemu. CydyacHi 6aHkn Hagja-
0Tb Ha PUHKY OAMHAKOBI NOCNYTK, & KOHKYPEHLA MiX
HVMMW NOCUIOETLCSA, TOMY YiSIbHE MICLLe B KOHKYPEHT-
Hii 60pOTLGI MOCiJalTb AKICTb 06CNYroByBaHHA Ta
3HaHHSA OCHOBHMX TeXHONorih npogaxis. Lle o3Ha-
yae, L0 3a BTpaTV AOBIipU Ta NOCW/IEHHS BMMOI/NU-
BOCTI KNIEHTIB A0 6aHKiB NepLIoYeproBMM 3aBAaHHsIM
6aHKIBCbKOT YyCTaHOBU /19 e(DEKTUBHOI AifANbHOCTI
y cdepi 6aHKIBCbKMX MOcnyr € oopMyBaHHS KOMM-
NeKcy iIHCTPYMEHTIB KOMYHIKaLLT 3 LjiIbOBUM PUHKOM.
Came KOMM/IEKC IHCTPYMEHTIB KOMYHiKaLili chopMye
CNPUATAMBUIA IMigX BGaHKy Ta Moro NpoaykTiB B o4ax
KNieHTIB.

AHani3 ocTaHHiX pocnipkeHb i ny6nikauii.
Baromuin BHECOK y [OCAIMKEHHS npobrieM ghopmy-
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BaHHSA KOMIJIEKCY IHCTPYMEHTIB KOMYHiKaUil 3 Lisibo-
BUM PUHKOM 3p001An Taki BigoMi BYeHi, ik A. Mopos,
B. 3aropckkuii, J1. PomaHeHkKo, B. IrHaTbeB, €. Boiiko,
B. leeup, €. Fonybkos, |. AHcot, KO. TemHoBa,
A. CniuuH, M. JdoniwHiAi, M. Kosopis, B. OrecsH,
®. Kotnep, HO. Kopobos. OpHak 6inblWicTb A0Chi-
[KeHb OXONMKE 3arasibHi NUTaHHA 3acTOCyBaHHS
MapKEeTUHIOBUX [HCTPYMEHTIB B [Aif/IbHOCTi GaHKiB.
HepocTtaTtHbO yBaru npuaiiseTbCs BUBYEHHIO OKpe-
MMWX acneKTiB KOMYHIKaLiiHOT MONITUKM GaHKy.

MoctaHoBKa 3aBAaHHA. MeTol cTatTi € AOCHi-
[PKEHHS MPUIAOMIB B paMKax iHCTPyMEHTapit0 KOMYHi-
KauiiHOT MoNiTUKM hiHAHCOBO-KPeAWUTHOI yCTaHOBM,
npocyBaHHs1 6aHKIBCbKUX NPOAYKTIB Ha PUHKY GaHKiB-
CbKMX MOC/YT.



| [POLWI, ®IHAHCW | KPEOWUT

3aBAaHHAM [OCMIIKEHHA € BUCBIT/IEHHA Mapke-
TWHIOBOIO IHCTPYMEHTapIil0 NPOCyBaHHSA 6aHKIBCbKNX
NpoaykTiB Ta 3axofiB LWOA0 peanisauil 6aHKIBCbKUX
MOCAYr Ha PUHKY B Cy4acCHUX YMOBAaXx >XOPCTKOI KOH-
KypeHu,ii.

Buknag ocHOBHOro matepiany AoCnifKeHHs.
KoMnnekc 6aHKiBCbKOro MapKeTUHry BKAYae 30Yy-
TOBY NOJITUKY, LiHOYTBOPEHHS Ta KOMMNJIEKC METOAIB
po3po6/ieHHA 1 MpPOCyBaHHA MPOAYKTIB (MOCnyr).
MpocyBaHHA 6aHKIBCbKMX MOCAYr MokKnajeHe Ha
KOMYHiKaLiliHy Ccnyx6y MapkeTuHry. Ii 3aBgaHHAM
€ MNepeKoHaHHs CcroxuBaya 3BepHyTMCA A0 6aH-
KiIBCbKOT YCTaHOBW 3a OTpPUMaHHAM (diHaHCOBOT
nocnyru. OTxe, NPOCYyBaHHA 3aiiMae OfHy 3 roso-
BHMX MO3WULiA ceped HanpsMiB MapKeTUHry ans
[OCATHEHHS NocTaBfieHuX uinein 6aHky W 3acnyro-
BY€E BeJ/INKOT yBaru.

P03p0o6neHHA KOMM/IEKCY IHCTPYMEHTIB Mpocy-
BaHHSA NPOAYKTIB MOYNHAETLCSH 3 BU3HAYEHHS KOMYHi-
KawjiiHOT NOANITUKM BaHKy Ha LjiIbOBOMY PUHKY. Komy-
HikauiiHa noniTuka 6aHKy (NpocyBaHHSA ToBapy) — e
crcTema 3acobiB Ta MeTogiB iHpopMauinHOT B3aEMO-
AiT 6aHKy 31 CBOIMMW HVHIWIHIMK Ta ManbyTHIMKU KJTi-
€HTaMM I TPOMaZChKICTIO 3arasioM, CnpsIMOBaHa Ha
Te, Wobu CnoHyKaTK X KOpucTyBaTucs 6aHKIBCbKMMM
nocnyramu [1, c. 73].

YcnilWwHiCTb NpOoCyBaHHA GAHKIBCbKMX MPOAYKTIB i
MOC/Yr CYTTEBO 3a/IeXUTb Bif, CTaHy PUHKY 3arasiom
Ta PO3yMiHHS NOBEAHKOBMX 0COGIMBOCTEN peasibHMX
ab0 MOTeHUiHNX cnoXuBadis, TOGTO LiNbOBOI ayau-
Topii, 30kpeMa [2, ¢. 30]. 3aranbHa nporpama KoMyHi-
KawiiHOT NOMITUKKM, SIKa € KOMM/IEKCOM NPOCYBaHHS, —
Le Habip 3aco6iB BNANBY Ha Li/IbOBi CETMEHTU PUHKY
abo iHWI KOHTaKTHI ayauTopii 3aana dopmMmyBaHHS
MPVXW/IbHOTO CTaBMIEHHS A0 GaHKIBCLKOT yCTaHOBM, Ti
Linen Ta 3aBgaHb, NPoAyKTiB Ta nocnyr [3, c. 54].

OCHOBHMMM 3aco6amy NpPOCyBaHHS OGaHKIBCbKUX
NPOAYKTIB | Nnocnyr € peknama, ocobuctuii (nepco-
HanbHWIA) Npogax, Public Relations, cTuMyntoBaHHSA
NpoAaxiB, NPSAMUA MAapPKETUHI, MepyaHJan3vHr B
6aHKy TowWwo [4, c. 422]. KomyHikauiiiHa nonituka
6aHKy [/ KOHTaKTy 3 K/iEHTaMu BMKOPUCTOBYE
KOMYHiKaUiiHi KaHanu, $Ki BKIYalOTb Y4aCHUKIB
Ta 3acobu nowmpeHHs iHdhopmauii (IHTepHeT, 3MI,
TenebayeHHsA TOLWO).

B 6GaHKiBCbKili AiNbHOCTI BUAINAKTL Taki ene-
MEHTM CUCTEMU MAPKETUHIOBMX KOMYHiKauili [3, c. 58]:
peknama (“advertising”) TanponaraHga (“publicity™);
CTMMY/HOBaHHSA 36yTy (“sales promotion”);
npsMuii mapkeTuHr (“direct-marketing”);
3B’A3KM 3 rpomaf KicTio (“public relations”).

3aBfaHHA pekniaMu nonsrae B TOMY, WO6K MNOiH-
dhopmyBaT PUHOK i cchopMyBaTu NoTpedy Ha GaH-
KIBCbKI MPOAYKTW Yy MOTEHUiHNX KNiEHTIB. Bpano
3pobneHa peknamHa KammnaHisi BK/YaE KOMI/IeKe
3axofiB, MOK/IMKAHUX OOHECTU A0 K/EHTIB iHGop-
MaLito NpPo NPOAYKTW, HAro/IoCMTK Ha X nepesarax,
BapiaHTiB BUKOPUCTAHHSA, MiCLib Ta YMOB OTPUMaHHS.

Peknama Moxe nepegbayatn 03HaiOMIEHHSA
cnoxuBava 3 HOBMM NPOAYKTOM GaHKy Ta nepeko-
HaHHSA LLOAO0 MNOro BMKOPMCTaHHA abo 6yTu Haragy-
BaHHAM ON151 CNOXUBaYiB 3a//151 36epexeHHs CBOIX
no3uLin Ha puHKy. TakoX peknama mMoxe 6yTu cnps-
MOBaHa Ha MpPUBEPHEHHS yBarn HOBUX KNIEHTIB A0
6aHKy 3arasioM, TO6TO PO3MOBICTN MNP0 cam GaHK Ta
cchepy Moro AistnbHOCTI.

OTxe, MeTa pek/iamHol AisNbHOCTI 6aHKy noss-
ra€ y MNPUBEPHEHHI yBarm KIiEHTIB A0 NPOAYKTY
(mocnyru), HarosIOWEHHI Ha MOro nepesarax cepes
iHWWX, NOBIAOMEHHI HaNGiINbW CNPUIAHATANBOTIO
crnocoby npuabaHHsA, TO6TO CTBOPEHHI MOTEHLil-
HOro NOMUTY Ta MPUCKOPEHHI 0ro nepeTBOPeHHS
B AiicHuiA. Kpim Toro, meta nepegbayae nocTiliHy
NiATPUMKY iM'S Ta MO3UTMBHOTO 06pasy 6aHKy Y CBi-
OOMOCTI KNi€HTIB.

OCHOBHMM 3aBAaHHAM peknamu byae f0BefEeHHS
0O KnieHTa BUrig, KOTpi MOXHa oTpumartu nig 4vac
06CcnyroByBaHHs B LbOMYy 6aHKy. Peknama nparHe
Haros10CUTK Ha BIAMIHHOCTAX M 6aHkaMmu B 06cny-
roByBaHHi CNoXunBauis.

Crneuuchbika peknamu OGaHKIBCbKMX MNPOAYKTIB
(nocnyr) BUpaxaeTbca B TakuXx 11 oyHKuisx [1, c. 109]:

— KOMYHikatnsHa (iHQOpMyBaHHS K/IEHTIB Npo
Micue HafaHHSA Nocayr, AeMOHCTpaLis CBOiX Npo-
AYKTIB);

— ncuxosnoriyHa (o6ymMoB/ieHa TUM, LLO peknama
€ HalicuNbHilwMM 3aco60M BNAMBY Ha Mpouec npw-
MHATTSA pilIEeHHs Npo npuabaHHA GaHKIBCbKUX MNpo-
aykTis (nocnyr));

— hyHKUiA pauioHani3auii cnoXuBaHHA (HagaHHS
NOTEHUIHUM  CnoXuBa4yam BUYepnHOi  iHhopMmaii
Npo Komnsekc Npobnem, LLO BUPILLYIOTLCS MNOC/YTo0);

— CTBOPEHHA iMigKXy (CTBOPEHHA  CrpuUATAN-
BOI rpoMafiCbKOl AYMKM 3a AO0TPUMaHHA NpuHLUUNY
NOAMBHOCTI N [06PO3MYNMBOCTI A0 CNOXuBaua,
[6aiinMBOro cTaB/ieHHs 40 BAacHoi penyTauii B ouax
KNIiEHTIB).

MMig yac po3pobneHHa peknamHoi cTparerii 6aHky
HeoOXiHO BUKOHATWN HU3KY Takux gji [5, c. 87]:

1) BU3HaAYEHHS Ujiniein y cgoepi 36yTy i KOMYHIKaLiT;

2) BU3HAYEHHs €e/1IeMEHTIB peknamMHoro 3Bep-
HEHHs (CTUNb Ta CTPYKTypa PEKIAMHOI0 3BEPHEHHS);

3) B1bip MmeToay hopMyBaHHSA niaHy BUTPAT;

4) hopMyBaHHA nNnaHy BUTPAT LWOAO BXUTTSH
peknamHuX 3axopis;

5) BGip mMeToiB, NoAasiblUMii aHasi3 Ta OLjiHi0-
BaHHA e(PeKTUBHOCTI peknamHoT KamnaHii.

Buxogsum 3 Upb0ro, MOXeMO LiATM BUCHOBKY, LLO
npouec niaroToBKM Ta BXWTTA PEKTAMHUX 3axofiB
BK/IIOYAE NNaHyBaHHSA, KOHTPOSb, MOTOYHE KOpUry-
BaHHA Ta aHasi3 3axogiB..

HoBVMM HanmpsMoM po3BUTKY peksiaMn B GaHKy €
BMKOpUCTaHHA BTL-TexHonoriii, T06TO0 HeTpaguuiii-
HUX CMOCO6IB NpodaxiB. B HMX HAronowyeTbCcs Ha
iHTerpaujii HoBMX METOAIB 3 MPAMUM MAaPKETUHIOM
(“direct-marketing”), cTumynioBaHHi 36yTy (“sales
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promotion”) Ta iHLWIWMMK efleMeHTaMn MapKeTUHroBUX
KOMYHiKaLii.

Y BTL-TexHOMorissX A0CUTb LUMPOKO BMKOPMUCTO-
BYHOTb Mepexy |HTepHeT. Hasegemo npuknagu Ti
BUKOPUCTaHHS, WO My chopmMyBaIn Ha Marepiasnax
Google Ads.

1) CTBOpeHHA nokanbHoro SEO, Wwo gonomarae
NOTEHUIAHMM K/IIEHTAM JIerko 3HaWTW iHhopmau,ito
npo 6aHk.

3rigHo i3 CA Web Stress Index 88% cnoxuBauis,
nepL HixX BigKpUTX B GaHKy PO3paxyHKOBUIA paxyHOK,
NPOBOAATL OHMNAMH-AOCAIMKEHHS. Haw 6aHK Moxe
6yT HaibNMXK4o (PIHAHCOBOK YCTAHOBOK N MaTu
Kpalli cTaBkM MO AEMNO3UTHUX paxyHkax, asie SKWo
Hallli KOHKYPEHTH, a He MK, 3aiiMaloTb TONOBI NO3KLIT
BuAaadi nowykosux cuctem (Google, AHaekc ToLLO),
TO MW BTPAYaEMO HOBUX K/TIEHTIB.

NokanbHe SEO MakcumasibHO 36iNbLUNTb OHNAlH-
BUAMMICTb KOXHOI pinii 6aHky. Clogn MOXHa BK/IHO-
YnNTK Taki MeToam:

— KapTa 3i cnuckom (HeobxigHo gopatun WA nig-
TBEPAMTM AaHi nNpo uiniann 6aHKy Ha KapTax
MOLUYKOBUX CUCTEM, 3aBAAKM YOMY BifOyBaeTbCs
BiJOKPEM/IEHHA HeOobXigHOT BaX/MBOI iHdopmay,i
(agpecu Ta poboui roguHu inianis, Homep Tene-
QOHy Ta MOCWAAHHA Ha caiT));

— KOHTEHT 3 NPMB’'A3K0I0 40 MiCLS po3TallyBaHHS
(CTBOPEHHS Ha B/1ACHOMY CaWTi CTOPIHKMA MPO KOXHEe
BigAineHHs1 6aHKy 3 pOTO 30BHI Ta BCepeamHi i KOH-
TaKTHOW iHpopMaLi€to; Ui AiT 4LONOMOXYTb MiAHATUCS
BULLIe B pe3ysibTaTax NoLuykoBol Buaai);

— KOHTEHT-MapKeTuHr (CTBOPEHHA A8 aygu-
TOpIi NOTPIGHOrO KOHTEHTY, AKUIA BignosigaTume i
3anuTam).

2) BUKOpUCTaHHS KOHTEKCTHOI peknamu.

Ak onncyBanoch paHille, K/IEHTU 4OCUTb HacTo
3BEpPTalTbCA A0 MOLIYKOBMX CUCTEM [ANSA O3Ha-
MoMneHHs 3 iHopmauielo nNpo 3auikaB/eHui
npoAaykT (nocnyry), ToMy BaX/IMBO MaKCUMasibHO
NigBULMTA CBOK BUAUMICTb Yy Mepexi IHTepHeT.
Lle moxHa 3pobutn 3a AONOMOrOK KOHTEKCTHOI
peknamu.

3rifHO 3 MOWMPEHUMW B HAyKOBIil NiTepartypi
Ta IHTEpHeT-pecypcax TpakTOBKamMy KOHTEKCTHa
peknama BU3HAYaETLCA SK BUJ, IHTEPHET-pekIamu,
3a AKOI OroMoLIEHHS MOKa3ylTbCs KOPUCTyBavaM,
LLIO 3auiKaBneHi B Takili peknami.

Y cyyacHux yMoBax iCHyBaHHS iHTEpHET-NPOCTOpY
ANs yKpaiHCbKOoro 6i3Hecy Hanbinbw npuBabnu-
BMM PECYPCOM PO3MILLEHHS KOHTEKCTHOI pekiamu
€ cepsic Google AdWords [4]. KOHTEKCTHY peknamy
MOXXHa CPSAAMYBATW Ha NEBHY ayauTOPIto, LLO PO6GUTh
Ti gy>ke ethekTMBHO. [i MOXHa HanawTysaTty Bigno-
BiAHO [0 TakMx NapameTpiB NOTEHLINHNX KIEHTIB, SK
cTaTb, BiK, PerioH, KM4oBi cnoBa. 3aBAsku LbOMY
Hally peknamy 6aunTuMyTb NHOAN, KOTPI 3auikaBieHi
B LbOMY, TOMY 3aMWINTLCA TiflbKM 3anponoHyBaTu
Hall npoAykT (nocnyry).

)i} Bunyck 37.2019

LUle opgHielo nepeBarold BUKOPWCTAHHSA Takoro
BMAY peknamu € Te, WO NAaTtumo TiflbkM 3a TOro
KNieHTa, KOTPWUi1 3alikaBMBCS Ta HAaTUCHYB Ha Halle
noCuIaHHs.

3) BUKOpPUCTaHHS CcoLjia/ibHNUX MEpeX.

®PyHKUiOHANT couianbHUX Mepex (Hanpuknag,
Facebook) pgae Benvkuii Habip Ans Big6bopy KOX-
HOrO CEerMeHTy LiNIbOBOI ayaMTopii 3a pi3HMMK OCO-
oucTMMn Ta gemMorpadiyHuMn xapakTepuctukamu,
Lo Aae 3MOry OifibLL KOHKPETU30BaHO peknamyBaTtu
neBHi NpoaykTu (mocnyru).

CouianbHy Mepexy Instagram HalieqpeKkTuB-
Hile 6yae BMKOPUCTOBYBATU SK KOMYHiKauilo ans
HaragyBaHHsi Npo cebe I 03HANOM/IEHHS HOBMX
NOTEHUINHNX KNIEHTIB 3 6aHKOM. $K MK 3HAEMO,
85-90% iHdopMaLii Npo Bce Te, WO OTOYYE Hac,
MW OTPUMYEMO 30POBUM BigUYTTAM, TO YoMy 6 He
BMKOPMCTOBYBATW L0 0COBNUBICTbL IIDACLKOr0 opra-
Hi3My? B uili couianbHil Mepexi MoXHa po3MmiLly-
BaTW peknamy y BUrnsiai 306paxeHb 3 MiHIMasibHO
Ki/IbKICTIO TEKCTY NPO MEeBHi HOBI NPOAYKTU Ta 6aHK
3aranioMm i3 nocunaHHAM Ha canT 6aHky 3 getasb-
HO0 iHpopMaLlieto.

4) CTBOpEHHS MOGINLHOrO AoAaTtky Ta OH/laiH-
GaHKiHry.

CborogHi mob6inbHuMiA TenedoH — ue He e
3aci6 3B'A3KYy, asie i Haw MOOGiINbHWIA CBIT, amke
yepes cmapTdIOH MV MOXEMO POBUTU Maiixke BCe, TO
yomy 6 He 3amiHMTM noxogmn A0 6aHKy Ha BMKOPUC-
TaHHSA MObGIIbHOrO JogaTky? HaBiTb MiHIMabHWIA
Habip doyHKUioHaNy AacTb 3MOry KnieHTaM BUpiLLy-
BaTM OiNblWICTb 3aBAaHb 6e3 BiABiAyBaHHSA Biagi-
neHb 6aHKy. Takox Le Aae 3MOry 3Ha4HO eKOHOMUTM
yac KieHTa, WO € A0AaTKOBOK nepesaroto nig vac
BN6GOpy 6aHKy 06CNyroByBaHHs.

Mig, 4ac cTBOpeHHA MOOGINLHOrO  AoJaTky
060B’A3KOBO CAif NPVBEPHYTK yBary He TiNbKn (yHK-
uioHasioM, ane i iHTepdpeiicom MaiibyTHBOI npo-
rpamu. IHTepdeiic mae 6yTy OpiEHTOBAHMM Ha KOpUC-
TyBauya, OyTu iHTYITUBHO 3pO3yMiNNM, TOBTO TakuM,
Wo6bun KNiEHT Biapa3ly 3p03yMmiB, WO W AK MOXHa
po6UTM B HBOMY.

[Ona edekTnBHOI po6OTU MOGINLHOrO A0AaTKY
NOTPIGHO Ha 4 HAM NpavoBaTy TakoX i NiCNsa 3anycky.
MaeTbCcs Ha yBasi i0Or0 OHOB/IEHHS LUASXOM Ao4a-
BaHHSA HOBMX (PYHKLUiiA, KOTpi NOTPiGHI KOpuUCTyBa-
yam. [Ju3aiH TakoX € BaX/MBUM. BiH NOBMHEH ByTU
3pO3yMiNIMM, HOBITHIM Ta BiAnNoBigaTW CyyYacHUM
TeHAEHUIM 3 BMKOPUCTAHHAM (PipMOBUX KO/bOPIB
Ta noroTvny.

5) CTBOPEHHS AOCTYNHOT A4/151 PO3YMIHHS peEKIamu.

Peknama € eekTVBHOI TOA), KOW MOLNHA NTETKO
po3ymie Tii. Peknamolo B Mepexi |[HTEpPHET MOXYTb
6yTV BiLEOPOIVIKN, B IKUX HA JIETKNX NPUKIagax pos-
noBigaTMMyTb MPO Te, Ik BUKOPUCTOBYBATW Y CBOINA
OiSANbHOCTI TOW UM iHWKWIA NpoaykKT 6aHKy, TOo6TO
peknamMa Moxe SIKOHCb MIpOK HaBUMUTK, LLIO Nepeko-
Hae KnieHTa ckopucTaTncs LM NPOAYKTOM.



| [POLWI, ®IHAHCW | KPEOWUT

[Ona yTpumaHHA KNIiEHTIB HEObXigHO CTBOPUTH
KNiEHTCbKY NiATPUMKY. BaxaHo, Wwobwu BoHa 6yna
JOCTYMHOIO B SiKOMOra Oi/ibLUili KifIbKOCTI KaHauliB
KOMYHiKaLil.

KaHasiamun KoMyHikauii MOXyTb 6yTu:

— Mepexa IHTepHeT (BNacHWini calt OGaHKy 3
4yaToM, y SIKOMY MOXHA B OHNAVH-PEXMUMI LUASAXOM
NINCTYBaHHA OTpMMAaTK BIAMNoBiAb Bif NpeacTaBHUKA
6aHKy (oneparopa));

— meceHaxepm (Viber, Telegram, Messenger FB,
WhatsApp ToLL0);

— €/IeKTPOHHa nowiTa,;

— rapsya niHia ans BUpilleHHA 3anuTiB K/TIEHTIB B
TeneOHHOMY pPexumi.

[opaTtkoBol nepeBarod AM8 KiEHTa TakoxX €
MOX/IMBICTb aKTUBYBATU CBOK PO3PaxyHKOBY KapTKy
B nnaTixHuXx cuctemax (Apple Pay ta Google Pay)
cyyacHux cMmapTdoHiB. [ns LbOro HeobXiAHO iHTe-
rpyBaTtu CBOI KapTKuM 3 UMW MAATDKHUMY cucTeEMamu,
LLO AAcTb 3MOry CnoXmBavyam BUKOPUCTOBYBATW CBOI
MOOGINbHI TenedoHN K NNAaTKHI KAPTKW, LLLO CTBOPUTb
[00aTKOBY 3pYUHICTb ANS K/liEHTA.

BusHaueHHs “cashback”, w0 gocniBHo 3 aHrnii-
CbKOT NepeknafacTbCs SK «MNOBEPHEHHS TOTIBKU»,
[OCUTb 4acTo 3yCTPIYaAETLCA B Cy4acHOMY CBITi. Haii-
yacTille Moro MoXHa 3yCTpiTU B iHTEPHET-TOPriBAI,
asie OCTaHHIM 4acoM BOHO HabyBa€ YMHHOCTI TaKOX
y GaHkiBCbKili coepi. 3apa3 Ue € ogHuM 3 BUAIB
GOHYCHMX Nporpam B iHTerpauii MarasuHiB i 6aHkiB.
[nsa marasuHis NosuTMBHUM eqekToM cryrysaTume
Te, WO KNiEHTW BUBMPATMYTb came X cepen KOHKY-
PEHTIB, ANS KNIEHTIB iCHyBaTMME MOX/MBICTb OTPU-
MyBaTu GOHYCMK i EKOHOMUTHW, a A1a BaHkiB MaTume
Micue gogaTkoBa nepesara cepep, iHWnx 6aHKiB.

e ogHUM MeTOA0M, L0 CbOrOAHI € A0CUTL edhek-
TUBHWUM, € «capadaHHe pagio». Lle meton, skuii
nonarae B TOMy, WOGKW HaL KTIEHT CTaB TakoX 3aco-
60M MpOoCyBaHHA HaLIMX NPOAYKTIB. MOXHa [OCArTM
LbOro LUASAXOM 3a0XOYEHHSI K/IEHTIB BMKNAcTu Y
6yab-5Ky i3 COLjia/IbHUX MEpPEeX B OOMIH Ha BMHaro-
poay iHdhopmauito Npo Te, WO BiH CKOPUCTABCS TiEt0
YM iHLIOK MOC/YrOK HALLOro GaHKy.

Po3rnsiHemo Takox TpaauuiiHi KaHa I KOMyHiKauii.

1) ®inii Ta BigQiNeHHA 6aHKIB.

BOHM BUKOPUCTOBYIOTLCA NS MPOAAXKY BCbOro
nepesiky NOCAyr 3a AOMOMOrol NPSIMOr0 KOHTaKTy
M iHOuBiAyaNlbHOTO MigXo4y A0 KOXHOro KiieHTa.
Cepep, 6GaHKIBCbKMX BiggiieHb BUAINAIOTL Ti, WO
HafalTb NOBHWIA KOMM/IEKC MOCAYT, i cnevianizoBaHi
BiOOI/IEHHSA, KOTPI HafalTb TiSIbKM OesKi nocnyru
(Hanpvknag, Nocsyrn iNOTEYHOro KpeamTyBaHHA abo
nocnyrn 3 iHBECTYBAHHSA BiSlbHUX MPOLUOBUX KOLUTIB).
Cneuianizauia BiggineHs fJae 3mory nigsuLLmMTy
AKICTb NOCAYr i piBeHb 06CNYroByBaHHA KAIEHTIB,
CKOPOTUTY KiSIbKICTb NMOMW/IOK, NOB’A3aHMX 3 0pOpM-
NeHHsM goroBopiB. Cnewjanisauis 3abesneyvye Hako-
NMYeHHsA HeoobXiaHoT iIHhopmMauil oA GiNbL rMBOKOT

cerMeHTaLii K/ieHTIB Ta BAOCKOHaUIEHHA BaHKiBCbKUX
npoaykTis [6, c. 127].

2) Henpsimi KaHa/iM KOMYHiKauji.

[0 HMX MOXHa BifHEeCTU BigAaneHi poboyi Micus
Ha nmignpuemMmcTBax, «MiHi-BiggineHHa» 6aHKiB y Top-
rOBUX LleHTpax. BoHW BUKOPUCTOBYOTLCA A1 NPOCY-
BaHHA CTaH4apTU30BaHWX NPOAYKTIB 6aHKy (4enosu-
TiB, CNOXMBUYNX Ta aBTO-KPeAUTIB).

3) Cnctema camoo6C1yroByBaHHS.

Cioan HanexaTb mepexa 6aHkomarTiB i TepMmiHa-
niB, MOBHICTIO aBTOMaTWU30BaHI BigaineHHs. Bukopuc-
TOBYIOTbCA /19 BUKOHAHHA MacOBWX CTaHAapPTHUX
onepaujii (oTpumMaHHA iHdopMaLil NPo 3a/IMWOK Ha
paxyHKy, po3paxyHkKiB, BHECEHHS Ta BuAadi roTiBKo-
BUX KOLUTIB, MoralleHHa KpeguTiB Ta efIeKTPOHHOro
npoaaxy 6aHKIBCbKUX MOCNYT.

BUCHOBKM 3 NpoBeAEeHOro focnigkeHHA. Komn-
nekc 6aHKiBCbKOro MapKeTUHry BKNo4yae 36yToBY
MONITUKY, LiHOYTBOPEHHS Ta KOMM/IEKC METOAIB PO3-
PO6AEHHS 11 NPOCyBaHHS NPOAYKTiB (NOCAyr).

[0NOBHUMY  3aBA@HHAMU peknamn €  iHdop-
MyBaHHSI (O3HANOM/EHHS) PUHKY I hopmyBaHHSA
noTpebu Ha GaHKIBCbKI NPOAYKTN Y NOTEHLIAHNX KIi-
€HTIB. MeTa peknaMHOI AisNbHOCTI 6aHKy nonsrae B
NPUBEPHEHHI yBary KNieHTiB 40 NPOAYKTY (nocnyrn) i
HaroMOLWEHHI Ha A0ro nepeBarax cepeg, iHwmx, To6To
CTBOPEHHI MNOTEHUINHOrO MONUTY Ta MPUCKOPEHHI
oro nepeTtBopeHHs B AiicHuWiA. Mpouec nigroToBku
Ta BXUTTA pekamMHUX 3axX0LiB BKNHOYAE M/1aHyBaHHS,
KOHTPO/Ib, MOTOYHE KOPUTYBaHHA Ta aHasli3 3axofiB.
MpiopUTETHUM HanNPAMOM pekaMu B 6aHKy € BUKO-
pucTaHHA BTL-TexHonorii, TO6TO HeTpaguLiiHnX
€noco6iB Npogaxis.
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INSTRUMENTS OF PROMOTION OF BANKING SERVICES

The purpose of the article. The purpose of the article is the investigation of techniques of promotion of
banking services in the banking market, within tools of communication policy of a financial institution. The
objective of the research is the presentation of marketing tools of promotion of banking products and services
technigues in the market conditions of modern fierce competition.

Methodology. Development of the instrument set of products promotion starts with making of the bank’s
communication policy in the target market. General program of the communication policy, as the complex of
promotion, is a set of measures for influence on market’s target segments or the other contact audience to form
acceptance of the banking institution, its purposes and objectives, products and services. The main techniques
of promotion banking services and products are the following: advertising; personal selling; public relations;
sales promotion; direct marketing; merchandizing in bank, etc.

Results. A new line of development of bank advertising is the using of BTL-technologies, i.e. unusual selling
procedures. They widely use the Internet. Let us consider the general implementations. Creation of local SEO
helps the potential clients to find the information about a bank easily. According to CA Web Stress Index, 88%
of consumers carry out online-researches before setting up a bank account. As it was mentioned before, clients
often refer to the search systems to be made aware of the information on the interesting product (service). Thus, it
is important to increase visibility in the Internet to the maximum. It is possible by means of contextual advertising.
Using of social networks. Features of social networks (for example, Facebook) provide a wide range for selection
every segment of targeted audience according to different personal and demographic profiles, allowing to adver-
tise certain products (services) more concretize. The “Instagram” social network can be used more effectively as
a reminder and insight of the potential clients into a bank. It is necessary for keeping clients to create client sup-
port. Development of mobile application and online banking. Nowadays, a mobile phone is not only the means of
communication, but our mobile world; we can do almost everything by means of a smartphone. Even minimum set
of functionality allows the clients to solve the majority of their tasks without visiting the bank’s branches. Creation
of understandable advertising. The advertising is effective when a person can easily understand it. The Internet
advertising can be videos providing easy examples of how to use any bank’s product in his/her activity.

Practical impact. Ability to activate the account card in the payment processors of modern smartphones
(Apple Pay and Google Pay) is and additional advantage for the clients. For this purpose it is required to inte-
grate the cards with these payment processors, it allows customers to use their mobile phones as the charge
card to create additional conveniences for clients.

Value / originality. We considered the modern instruments of promotion of banking services. In our opinion, the
key priority areas are the using of the BTL-technologies, i.e. unusual selling procedures. They are to emphasize on the
integration of new methods with direct marketing, sales promotion and other elements of marketing communications.
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