O0Js1ikoBa KapTKa aucepTaii

I. 3arasbHi BimOMOCTI
Jep>kaBHHH 00J1iKOBHI HOMep: 0412U005165
Oco06J1uBi TO3HAYKH: BinKkpura

JaTa peecrtpamnii: 03-07-2012

Craryc: 3axumeHa

PexBi3utu Hakasy MOH / Haka3y 3aKjazy:

I1. BizomocrTi nipo 3700yBaya

Baacue IlpizBume Im'a Ilo-6aTbKOBI:
1. Korenescoka HOsis BikropiBHa

2. Kotelevska Yulia Victorivna

KBasmigikamis:

InenTudikarop ORCHID ID: He sactocosyerbcs

Bup, pucepranii: kanguuaar Hayk
AcnipaHTypa/JIOKTOpPaHTypa: Tak

IIIn¢dp HaykoBOi cneniaabHOCTI: 08.00.08

Ha3zBa HayKoBoi creniajibHOCTI: [powi, dinaHcy i kpenut
T'asy3sp / rasysi 3HaHb. He 3acTOCOBy€THCS
OcBiTHBO-HayKOBa IMporpama 3i creniaJbHOCTI: He 3actocoByeTsbcs
JaTa 3axHCTy: 15-06-2012

CreniaJIbHICTh 32 OCBITOIO: 8.050104

Micue po60oTH 34,00yBava: XapkiBCbKuil iHCTUTYT 6aHKIBCHKOI CripaBy YHiBepcuTeTy 6aHKIBCbKOI cripasu HBY

(M. KuiB)

Kopg 3a €IPIIOY: 34818722

Micue3Haxoa KeHHS: 61174 m. Xapkis, rip. [lepemoru, 55
dopma ByracHOCTI:

Cdepa ynpaBiriHHS: HaujoHanbHuil 6aHK YKpaiHu
InenTudikarop ROR: He zacrocosyerscs

CeKTop HayKH: He 3aCTOCOBYETHCS



I11. BimomMocTi mpo opranizariiio, e Big0OyBcsl 3aXHCT

Iudp cnenianizoBaHoi BYEHOI pagH (Pa30Boi CIeliaJi30BaHOi BYE€HOI pagu): K 64.055.02
IloBHe HaliMeHYBaHHSI IOPHUAHUYHOI OCOOH:

Kop 3a €IPIIOY:

Micue3HaxoaKeHHS:

dopma ByracHoCTI:

Cdepa ynpasiriHHS:

InenTudikarop ROR: He zacrocosyerscs

CeKTop HayKH: He 3aCTOCOBYETHCS

IV. BizomocTi ripo miznpueMcTBO, yCTaHOBY, OpraHisalliio, B sIKii 0yJ10
BHKOHAHO JHCEPTaIlilo

IloBHE HaliIMEHYBaHHS IOPUAHNYHOI 0COOH: XapKiBCbKUii HALLIOHAIBHUII €KOHOMIYHMI YHIBEPCHUTET iMeHi

Cemena Kysneng

Kopg 3a €IPIIOY: 02071211

Micueanaxo;perHﬂ: 61166, M. XapkiB, npocnekt Hayku, 9 a
dopma By1acHoCTI:

Cdepa ynpaBiriHHS: MiHicTepCTBO OCBITH i HayKy YKpaiHu
InenTudikarop ROR: He zacrocosyerscs

CeKTop HayKH: He 3aCTOCOBYETHCS

V. BizomocTi npo guceprariio
Moga guceprariii:
Koau TemaTuyHHUX PYOpPHK: 06.73.07

Tema guceprauii:
1. DopMmyBaHHS MapKeTUHIOBOI cTpaTerii IpocyBaHHs 0aHKiBCbKUX ITPOAYKTIB

2. Forming of marketing strategy of advancement of bank products

Pedepar:

1. O6’eKT mocmimKeHHSs: AisJIbHICTb GAHKIB 10JJ0 MAPKETUHTY OAHKIBCBKUX IPOAYKTIB; METa POOOTH: PO3BUTOK
TEOPeTUYHUX T10JIOKEHb, METOIUYIHOTO Ta IPUKJIAAHOTrO 3a6e3redeHHs] GOpMyBaHHSI MAaPKETUHIOBOI cTpaTerii
IIPOCYBAHHSI 6aHKIBCbKUX IIPOAYKTIB 1711 BpOCTAHHS JIOSIJIBHOCTI CIIOXKMBAaiB; METOU NOCJIII)KEHHS Ta anaparypa:
METOJ] TEOPETUYHOTrO y3arajabHeHHS, rpadidyHuil, eKCIIEPTHUN, MAaTPUYHUMN, CTIOCTEPEXXEHHS, METOJ, KOPEJISLiNHO-
pEerpeciHoro aHasnisy; TEOpeTUYHi i IPaKTUYHI PE3yAbTaTH: IOC/IIOBHICTb €TAIlB IIPOLECY IPOCYBaHHS
0aHKiBCbKMX ITPOAYKTIB, BiIMiHHICTIO SIKOi € BpaxyBaHHS TOTO, 10 Pi3Hi TPYIU CIIOXKUBAYiB 6aHKiBCbKUX IIPOIYKTIB
II0 - Pi3HOMY CIIPMIMAIOTB SIKiCTh OJIHAKOBUX OAaHKiBCbKUX IIPOAYKTIB y TOM UM iHIIMI Yyac; METOAUYHUI Niaxin 1o

(popMyBaHHSI MAPKETUHIOBOI CTpaTerii NpocyBaHHS 6aHKiIBCbKUX IPOIYKTiB, 0COOJIMUBICTIO SIKOTO € BPAXYBaHHS



CIIPUMAHSTTS CIIOKMBaYaMU iXHbOI IKOCTi Ta pO3pO6JIeHHS 3aXO0/iB 010 3POCTAaHHS IOBIPHU CIIOKMBaYiB 110 GaHKY;
nepeJiik 0Co6JIMBOCTEN 3aCTOCYBaHHS CKIIAOBUX 0AHKIBCHKOIO MapKETUHTY 3 YpaxyBaHHSIM crienudidyHOCTi
0aHKiBCbKOTO IPOAYKTY SIK 00'€KTa CIIO>KMBAaHHS Ha (PiHAHCOBOMY PMHKY Ha OCHOBI BUOKPEMJIEHHS HOT'0 OCHOBHHUX
IIOHSITh Ta YTOUHEHHSI IXHBOI POJIi y MOOYAOBI CTIMKUX (Y Yaci) BiITHOCHH MiXX 6aHKOM Ta CIIOXXMBa4aMU 6aHKiBCbKUX
IIPOJYKTiB; BUBHAUEHHSI ITIOHSTTS «6aHKIBCbKUI ITPOAYKT», IKUI HA BiIMiHY BiJ] iCHyl040TO, TPYHTYETbCS HA
rpyIlyBaHHi 6aHKIBCbKUX [IOCJIYT, 110 TOENHYIOTh HEOOXiAHI 6aHKIBCHKI orepallii, epeslik KUX BUBHAYEeHUN Ha
OCHOBi MApPKETHHIOBUX JOCJIIKEHb CIIOKUBUMX NIOTPEO 11010 OAHKIBCHKOTO 00CIyTOBYBaHHS; METOAUYHE
3a6e311e4YeHHs] 3pOCTAHHS JIOSILHOCTI CIIO>KMBAviB 6AHKIBCbKUX NPOAYKTIB 10 6AHKY, IO IPYHTYETbCS Ha
3aIMPOINIOHOBAHIN CUCTEMIi CTPATEriYHNX aJIbTEPHATUB MAPKETUHTY, BiIMIHHICTIO SIKOI BiJl iCHyI0OUMX € BpaXyBaHH4
PiBHSI IPOHUKHEHHS! 6aHKY Ha PMHOK Ta PiBHS OBIpY CIIOXKMBAUiB 10 HOTO; iIHCTPyMEHTApPill BUBHAYEHHS
B32€MO3aJIESKHOCTI BIUIMBY PiBHS JOBIpU CIIOXXUBAviB OAHKIBCbKUX MPOIYKTIB Ta €(PEKTUBHOCTI [isIJIbHOCTI OAHKIB,
BiZIMIiHHICTIO IKOTO € PO3pO0JIeHi KOpeJsiLiiiHO-perpeciiiii Mofesli, BUKOPUCTAHHS SKUX YMOXJIABIIIOE
IIPOrHO3yBaHHS (PiHAHCOBUX PE3YJIbTATIB JisiIbHOCTI 6aHKY Ta iXHbOTO BIIMBY 3aJI€XKHO Bif 3MiHU [OBipU
CIIO>KMBAUiB 10 OAHKY; CTYIiHb YIIPOBAKEHHSI: PO3POOKY BIIPOBA/KEHI B IPaKTUUHY AistnbHICTb [TAT «PaiiddaiizeH
Bank ABanb», PYPB ITAT «EPCTE BAHK», BAT «Jlep>kaBHUI omagHuii 6aHK YKpaiHu»; chepa BUKOPUCTAHHS:

dhopMyBaHHSI MAPKETUHTOBOI cTpaTerii MpocyBaHHS OaHKiBCbKUX IIPOIYKTiB

2. Object of research: the activities of banks on marketing of banking products; Objective: development of
theoretical positions, methodological and application of a marketing strategy to promote banking products to
increase customer loyalty, research methods and apparatus: a method of theoretical generalization, graphics,
expert, matrix, observation method of correlation-regression analysis; theoretical and practical results: the
sequence of process steps to promote banking products, which is the difference between the consideration that
different groups of consumers on banking products - different ways the same quality of banking products at one
time or another, methodical approach to the formation of marketing strategies to promote banking products
feature of which is consideration of consumers' perception of their quality and develop measures to increase
consumer confidence in the bank list features the use of components of bank marketing in view of specificity of
the banking product as an object of consumption in the financial market on the basis of separation of its basic
concepts and specifications their role in building a stable (in time) relationship between the bank and consumer
banking products, the definition of "bank product”, which unlike existing ones, based on the grouping of banking
services that combine the necessary banking transactions listed determined based on market research in
consumer needs for banking services; methodological support growing customer loyalty banking products to the
bank-based system proposed alternative strategic marketing, a difference from the existing level of penetration is
the incorporation of the bank market and the level of consumer confidence in him; instrument definition of
interdependence influence the level of consumer confidence in banking products and the efficiency of banks,
which is the difference between the developed correlation-regression model, which enables the use of forecast
financial performance of the bank and their impact depending on changes in consumer confidence in the bank; the
degree of implementation: design implemented in practice PISC "Raiffeisen Bank Aval" RURB JSC "Erste Bank",
OJSC "State Savings Bank of Ukraine"; Scope: a marketing strategy to promote banking products

Jep>kaBHHHM peecTpaniliHuii Homep JiP:

IIpiopuTeTHHH HANIPSIM PO3BHTKY HayKH i TEXHIKH!
CrpareriyHuii NpiopUTETHHH HaNIPSIM iHHOBALLiHHOI Jis1JIbHOCTI:
ITizcyMKH JOCTiI>KEeHHS:

Iy6sikaii:

HaykoBa (HayKOBO-T€XHiYHa) MIPOAYKILis:

ConiasIbHO-€KOHOMIYHA CIPSIMOBAHICTh:



OxopoHHi gokymeHTH Ha OIIIB:

BrnpoBaakeHHs pe3yJIbTaTiB AHCepTalii:

3B'SI30K 3 HAYKOBHMH TEMaMH:

VI. BizomocCTi Ipo HayKOBOr0 KEPiBHHKA /KEPiBHHUKIB (KOHCYJIbTAaHTA)

BiacHe IIpi3Buie Im'sa I1o-6aTbKOBI:
1. Jlennetiko TetsgHa IBaHiBHA

2. Lepeyko Tetyana Ivanivna

KBasigikamis: 08.06.01

InenTudirkarop ORCHID ID: He sactocoyerbcs
JonaTkoBa iHdopmais:

IloBHe HaliMeHYBaHHS IOPHIHNYHOI 0COOH:
Koz 3a €JIPTIOY:

Micue3HaxoaKeHHS:

dopma BaacHOCTI:

Cdepa ynpasiiHHS:

Imentudikarop ROR: He zacrocoyerbcs

CeKTop HayKH: He 3aCTOCOBYETHCS

VII. BizomocTi npo odiliiHuX OTIOHEHTIB Ta pelleH3€eHTiB
OdiuiiiHi OIOHEHTH
Baacue IlpizBume Im'a Ilo-6aTbKOBI:

1. BacunbeBa TersgHa AHaTos1iiBHA

2. BacunbeBa TeTtgHa AHartoJstiiBHa

KBasigikamis: 08.00.08

InenTudikarop ORCHID ID: He sactocoyerbcs
JoparkoBa inHdpopmamuist:

IloBHe HaHMEHYBaHHS IOPHIHYHOI 0COOH:
Kopg 3a €IPIIOY:

Micue3Haxoa KEeHHSI:

dopma ByracHOCTI:

Cdepa ynpasiiHHS:

InenTudikarop ROR: He zacrocosyerscs



CeKTop HayKH: He 3aCTOCOBYETHCS

BiacHe IIpi3Bue Im'sa I1o-6aTbKOBI:
1. HixiTin Anpapin BanepiitoBuy

2. Hikitin AHnpin BasepiioBuy

KBasigikamis: 08.04.01

InenTudirkarop ORCHID ID: He 3actocoyerbcs

JopaTrkoBa inpopmanis:

IloBHe HallMEeHYBaHHS IOPHIHNYHOI 0COOH:
Koz, 3a €IPITIOY:

Micue3HaxoaKeHHS:

dopma BaacHOCTI:

Cdepa ynpasiiHHS:

ImenTudikarop ROR: He zacrocoyerbcs

CeKTop HayKH: He 3aCTOCOBYETHCS

PeuenzeHTu

VIII. 3ak1104Hi BiZOMOCTI

BaacHe IlpizBuie Im's ITo-6aTbKOBI

TOJIOBH pagu

BiiacHe IIpizBuine Im'sa ITo-6aTbKOBI

TOJIOBYIOYOrO Ha 3acCiaHHi

BignoBigasibHuUI 3a MiATOTOBKY

00JIiIKOBHX JOKYMEHTIB

PeecTpartop

KepiBnuKk Bigginy YKpIHTEI, mpo €
BiZIOBiZaJIbHUM 32 peecTpallilo HayKOBOi

OisiIBHOCTI

Slcrpemcbka Onena MukosaiBHa

Slcrpemcbka Onena MukosiaiBHa

IOpuenko T.A.



