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Pedepar:

1. Incepraliiio IpyUCBsIY€HO OOIPYHTYBAHHIO TEOPETUKO-METONUYHUX iAXOIIB Ta NPUKJIAHUX PEKOMEHALIN y
cepi popmyBaHHS iHTEIPOBAaHUX MaPKETMHIOBUX KOMYHIKalill KOMepLiliHMX 6aHKiB YKpaiHu. Y po6oTi
y3arajabHEHO TEOPETUKO-METOINYHI OCHOBU HAYKOBUX JOCJIIKEHD Y cepi GOpMyBaHHSI MaPKETUHTOBUX
KOMYVHIKalill MigIIpMEMCTB 3arajoM Ta KOMepLifHUX 6aHKiB 30KpeMa, iX iHTerpoBaHUX MapKeTUHTOBUX
KOMYHiKallili, BCTAHOBJIEHO aBTOPCHKY IO3UILIiI0 MO0 iX BU3HAYEHH. Ha npoTuBary iCHyl04YMM Migxonam Ta
BM3HAUYEHHSIM MOJAHI y POOOTi JO3BOJISIOTh JOCSATHYTHU iX CyOOpAMHALLil Ta YHUKHYTU LiJIbOBUX KOH(QJIIKTIB,
IIPUIHSBIIY 332 OCHOBY i€epapXi4HUI JIaHLIIOT: KOMYHIKallii, MapKeTUHIOBi KOMYHiKallii, 6aHKiBCbKi MapKEeTUHIOBI
KOMYVHiKaliii, iHTerpoBani MapKeTUHIoBi KoMyHikalii 6aHkiB. CPOpMOBaHO CEMaHTHUYHY MOJieJlb OPEHIUHTY
KOMepLiHOro 6aHKy. BoHa nepen6ayae BUKOPUCTAHHS SIK OCHOBHUX CKJIaJIOBUX iHTEITPOBAaHNX MAaPKETUHTOBUX
KOMYHiKallii1 KoMmepLiiiHoro 6aHKy st GOpMyBaHHS I0ro 6peHly, TaK i CMHTETUYHUX (LOMOMIKHUX) Ta ix

Y3TOJIKEHHS 3 BIUIMBOM iHIIMX CKJIQJOBUX KOMILIEKCY MAPKETUHIY GaHKY. SIK CMHTETUYHi CKJIaZlOBi iHTErpOBaHUX



MapKETHMHTOBUX KOMYHIKallill KOMEPLiHUX 6aHKiB IIPOIIOHYETLCS PO3IJISATH IEPENYCIM BipyCHUI MAapKETVHT,
MAapKEeTUHT MOZil Ta iIHTETPOBaHi MApPKETUHIOBi KOMYHIKallii B MiCIISIX IPOJaxKy. PO3BUHYTO MexaHi3M opraHisarii
iHTEerpOBaHUX MAPKETUHTOBUX KOMYHIKali#l y HisiZIbHOCTI 6aHKiB, CKIaJ0BUMU SIKOTO BUOKPEMJIEHO MAaPKETUHIOBUI
aHaJli3 pUHKOBOI CUTYalii; BUGIP LiTbOBUX ayAUTOPill, POPMyBaHHS OI0IKETY Ha IPOCYBAHHSI; IPUMHSITTS
MapKeTHMHTOBUX PillleHb 00 iHTErPOBAaHNX MAapPKETUHTOBUX KOMYHIKaILill; CKIaJaHHIM rpadiky NOMMUPEHHS
indopmauii Ta peasnizaiis 3axoiB iHTErpOBaHUX MapKETUHTOBMX KOMYHIKalliil 6aHKy, OLiHIOBaHHS iX e PeKTUBHOCTI
3 BU3HAYE€HHSM BIUIMBY Ha iMifIX Ta penyTallilo KoMepLiHOro 6aHKy. 3allpOIIOHOBAaHUI MEeXaHi3M J03BOJIsIE
IOCSITTY BifTIOBiIHOI IPOCTOPOBO-4aCOBOi FTapMOHi3allii MADKETUHIOBAX KOMYHIKalLill KOMEPLIMHOro 6aHKy Ta
HigNOPSIKYyBaTU MPOLEC iX LiJIIM CTPATEriYHOrO PO3BUTKY, 30KPEMA, LIJISIM CTasIoro po3BUTKY. Ha mincrasi
IIPOBEJEHNX MaPKETUHIOBUX JOCJiJKEHb BUBHAUEHO YIIOJ00aHHSI Pi3HMX CErMEHTIB PUHKY OaHKiBCbKUX IIPOLLYKTiB
- (pisanyHMX 0Ci6 Pi3HOrO BiKy Ta CTaTi CTOCOBHO CKJIAJJOBUX MAapKETUHIOBMX KOMYHIKallill KOMEPLiHNAX OaHKIB Ta
BCTAHOBJIEHO Ty 03HAKy C€IrMEHTallil pUHKY, 10 Bifobpakae BiiMiHHICTh TaKMX YII0J00aHb 3 BUKOPUCTAHHSIM
Kputepito x2. [IpoBeneHi NOCTiI)KeHHS J03BOJINIU BCTAHOBUTHU 3aJIESKHICTh BIUIUBY CKJIQJOBUX MaPKETUHIOBUX
KOMYVHiKalli!l KoOMepLiH1X 6aHKIiB Ha KJIi€HTIB 3aJI€5KHO Bif iX BiKy Ta ix JaKTM4HY BiJICYyTHICTb 3aJI€5KHO BiJl CTaTi
KJIi€HTiB. BU3Ha4Y€HO Pi3HUH BIIJIUB OKPEMUX CKJIAZIOBUX CUCTEMY MapKETUHIOBMX KOMYHIKalill Ha KJI€HTIB, gKi
HaJiexxaTb JI0 pPi3HUX CETMEHTIB pUHKY. MeTo10 po3p00JIeHHS 3aX0/iB 11010 BIOCKOHAJIEHHS [isJIbHOCTI
KOMEPLiIHOro 6aHKy € [IOKpallaHHs Horo (piHaHCOBUX NOKA3HUKIB, [J1s1 TOCATHEHHS SKOi 3aIIpOIIOHOBAHO
BUKOPUCTAHH JIarOBOi Mogeri. Pe3ysbTatul JOCIigKeHHs 3aCBig4mniIy, 1O AJ151 MAPKETMHIOBMX KOMYHIKaLlii
KOMEePLiHUX 6aHKiB eeKT Bif X BIJIMBY Ha 0OCSTY peaisalii 6aHKiBCbKUX ITPOAYKTIB B cepeiHbOMY 36epiraeTbcst
B IIPOJIOBX ITSITY POKIB. 3 ypaxyBaHHSIM pe3yJIbTaTiB OIIUTYBAaHHS Ta BUKOPUCTAaHHS METOJy aHasi3y iepapxiit
PO3p06JIEHO PEKOMEHI0BaHy CTPYKTYPY iHTEIPOBAaHUX MAPKETMHIOBUX KOMYHIKalliil 17151 6aHKiB Ha pO3APiOHOMY
PVHKY 3aJIEXXKHO Bif IPMHAJIESKHOCTI KJIi€HTIB 10 IIEBHOTO CETMEHTY, BU3HAYEHO NPIOPUTETH Y BUKOPUCTAHHI 1151
HUX [I€BHUX CKJIQJJOBUX MapKeTHHIOBUX KOMYHIKalili, T0aHO PEKOMEHI0BaHi inei 1J1st 06’eiHaHHS
KOMYHIKaL[iIHUX IHCTPYMEHTIB y MeKax peasisallii CerMEHTOOPiI€HTOBAHOTO MiAXOAY, 3alIPOIIOHOBAHO CUCTEMU
iHTErpoBaHMX MapKETUHTOBMX KOMYHIKalliil 1151 KOSKHOI BiKOBOI I'PyIH, SIKi 06'€JHaHi IEBHOI0 OCHOBHOIO iZIE€lO.
[IpoBeeHMi aHasIi3 MAPKETUHIOBUAX KOMYHiKalliil BEJIMKMX KOMEPLiHMX 6aHKiB B IHTEPHETI HAa OCHOBI JAHUX IIPO
IOKa3HUKY TpadiKy iX caliTiB [j03BOJIMB BCTAHOBUTH Taki pobsaeMu PyHKLIOHYBaHHS iX [HTepHeT-KOMyHIKaLjill sIK
BHICOKUI [TI0Ka3HUK BiIMOB Ha caiiTax, Hee(eKTUBHE BUKOPMCTAaHHS MEIiMHOI peKaMU Ta IIOIITOBOI PO3CUJIKY,
HEeJ0CTaTHS aKTUBHICTb 6aHKIB y COLiaJIbHUX Mepeskax, HeePeKTuBHe (POPMYBaHHS IAPTHEPCHKUX IPOTpam B
[HTepHeTi 1J1s1 CTUMYJIIOBAaHHS NTapTHepaMu pedepanbHOro Tpadiky. 3 BUKOPHUCTAaHHSM KOHLENIii 6eHUMapKiHTy
BM3HAUYEHO HAIIPSIMU BUPIlIEHHS BUSIBJIEHUX IPOOJIEM, 110 O3BOJIUTH MiABULIUTH €(EKTUBHICTb IPOCYBAHHS
IIPOJYKTiB KOMEPLIMHUX 6aHKiB B yMOBaxX LIM(PPOBOi EKOHOMIKU. BCTaHOBJIEHO, 1I0 OCOOJIMBY YBary KOMEPLiHUM
OaHKaM CJIiJ 3B€pHYTH Ha Ti COLliaibHi MepeXi, aKTMBHMMHU KOPUCTYBAaYaMU SIKUX € MiJJITKA Ta MOJIOb, 30KpeEMa

Tiktok Ta Instagram, nyis popmyBaHHS Y HUX IPUXUIIBHOCTI 1O TAHOTO 6aHKY Y MalOyTHbOMY

2. 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 paper summarizes the theoretical and methodical foundations of research in the field of marketing
communications of enterprises in general and commercial banks in particular, their integrated marketing
communications, established the author's position on their definition. In contrast to the existing approaches and
definitions presented in the paper allow to achieve their subordination and avoid targeted conflicts, based on a
hierarchical chain: communications, marketing communications, banking marketing communications, integrated
marketing communications of banks. A semantic model of commercial bank branding has been formed. It involves
the use of both the main components of integrated marketing communications of a commercial bank for the
formation of its brand, and synthetic (auxiliary) and their coordination with the influence of other components of
the marketing complex of the bank. As synthetic components of integrated marketing communications of
commercial banks, it is proposed to consider primarily viral marketing, event marketing and integrated marketing
communications at points of sale. The mechanism of organization of integrated marketing communications in the

activity of banks is developed, the components of which are the marketing analysis of the market situation;



selection of target audiences, budgeting for promotion; making marketing decisions on integrated marketing
communications; scheduling the dissemination of information and implementation of measures of integrated
marketing communications of the bank, assessing their effectiveness to determine the impact on the image and
reputation of a commercial bank. The proposed mechanism allows to achieve appropriate spatio-temporal
harmonization of marketing communications of a commercial bank and to subordinate the process to the goals of
strategic development, in particular, the goals of sustainable development. Based on marketing research, the
preferences of different market segments of banking products - individuals of different ages and genders in
relation to the components of marketing communications of commercial banks and identified a feature of market
segmentation that reflects the difference between such preferences using criterion x2. The conducted researches
allowed to establish the dependence of the influence of the components of marketing communications of
commercial banks on clients depending on their age and their actual absence depending on the sex of clients.
Different influences of separate components of the system of marketing communications on clients belonging to
different market segments are determined. The purpose of developing measures to improve the activities of a
commercial bank is to improve its financial performance, to achieve which it is proposed to use a lag model. The
results of the study showed that for marketing communications of commercial banks, the effect of their impact on
sales of banking products lasts an average of five years. Taking into account the results of the survey and using the
method of hierarchy analysis, the recommended structure of integrated marketing communications for banks in
the retail market depending on the affiliation of customers to a particular segment, priorities in using certain
components of marketing communications, recommended ideas for implementation of a segment-oriented
approach, proposed systems of integrated marketing communications for each age group, which are united by a
certain basic idea. 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. 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
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