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MARKETING ASPECTS OF PROFITABILITY MANAGEMENT OF THE
BANKING BUSINESS
Therole and importance of marketing aspects of management improving and
efficiency of banking in conditions of market competition has been considered. The
detailed analysis of the marketing activities of domestic banks is carried out. The
author researched marketing activities that have to be carried out by banks to
ensure business profitability. It has been determined the key areas of banking
profitability ensuring and their quality and quantity.
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HIVJIBXKEHKO I'.M.

acmipanT kKadeapu 6aHKIBCHKOI CITpaBH

JIBH3 «Yxkpaincbka akagemisi 0aHKIBChKOT CIIpaBU
HarmionaneHnoro 0anky YkpaiHu»

MAPKETHUHI'OBI ACIIEKTH YIIPABJIIHHA IPUBYTKOBICTIO
BAHKIBCBKOI'O BIBHECY
Pozznanymo ponv i 3HAUEHHA MAPKEMUH206UX ACNEKMi8 600CKOHAIEHHS
YRPAGAIHHA ma NiOBUWEHHA eeKmusHocmi OAHKIBCHbKOT OiANbHOCMI 8 yMoeax
CKNaOHOT  KOHKYpeHmHoi  6opomvou. 30UiCHeHUll  0emajabHUll  aHaui3
Mapkemunz060i OianvHocmi eimyusHaAHux Oankie. /locnioryceno mapKkemuHzoei
3ax00u, W0 Mawmsv RPOBOOUMUCA OAHKAMU 3A0.]13 3a0e3neYeHHsA NPUOYMKO8OCHI
Oiznecy. Busnaueno Kknwuo6i HanpaAmMKu 3a0e3nedeHHAM npudOYmKoeocmi
OaHKIBCbKO20 Di3HeCy, a MaKoc IX AKIiCMb ma KilbKicmb.
Knwuosi cnosa. npudymok Oaunkie, npudymkogicms 0AHKIBCbK020 0i3Hec),

3abe3nevyenns npuOymKo8ocmi 0aHKi8CbK020 Oiznecy, OAHKIECbKUIL MAPKEMUHZ.



ITYJIBXXEHKO I'.M.

acripaHT kadenpbl 6aHKOBCKOTO Jiefia

I'BY3 «YkpaunHckas akajgemMusi 0aHKOBCKOTO Jiefia
HannonansHoro 0anka Y KpauHbl»

MAPKETHUHI'OBBIE ACIIEKTHBI YITPABJIEHUS ITIPUBBIJIBHOCTbBIO
BAHKOBCKOI'O BUBHECA

Paccmompenvr  ponv u  3HaueHue - MAPKEMUH208bIX  ACNEKMO8
COBEPUIEHCINBOBANHUA YNPABICHUA U NOBLIWIEHUA IPpheKmueHocmu O0AHKOBCKOU
0esAmMeNbHOCHU 8 YCN08UAX CHONCHOU KOHKYPeHmHOU 00pbovl. Ocyuiecmenen
0emanvHblil AHANTU3 MAPKEMUHZ080U 0eAMmeabHOCIU OmMe4YecmEeHHbIX OaAHKOE.
Hccneoosanvt mapkemunzoevie meponpusamus, KOmopbwle 00JHCHbL RPOBOOUMbCA
oankamu 0na obecneuenusn npudvlIbHOCMU UX OusHeca. Onpedenensvl Kiruesvle
Hanpaenenua obdecneueHuem 00X00HOCMU OAHKOBCKO20 Ou3Heca, a mMakxyce ux
Kauecmeo u KoJau4ecmao.

Knwueevie cnosa. npuodwvinie 0ankoe, 00X00HOCHMb OAHKO8CK020 Ou3Heca,

obecneuenue npuodbLLILHOCMU OAHKOBCKO20 OU3Heca, DAHKOBCKU MAPKEMUNZ.

Introduction. Functioning of the banking business is very imgatt
comprehensive and systematic financial and econpheaomenon, since almost any
financial transactions of entities, businessestitut®ns, organizations, people in
most countries of the world are somehow mediatedhbyactivity of financial and
credit intermediaries, among which banks take spgtace. From this perspective,
financial sustainability, stability, reliability an security are the foundation of
maintaining proper financial and economic climatethe country and in the world
space. This means that any aspects of the comrben&s activity are extremely
important issues both of theoretical scientificegh and practical aspects of their
work.

Since the primary purpose of commercial enterpgsgetting the profit, and
the profit, in its turn, is the basis of their d&alperformance, profitability of the
banking business and the aspects associated wiledurity are extremely important

Issues.



Analysis of key publications. Various aspects of the profitability of the
banking business are widely reflected in both threign and the domestic scientific
literature. Among foreign studies the works of susdholars as A. Berger, E.
Brigham, R. Deyang, P. Drucker, R. Kaplan, T. Capd| H. Leybenstein, L. Mester,
A. Peresetskyi, A. Rappaport, J. Sinckie, D. Heepfand others deserve special
attention. As part of national publications the kgof such scientists-economists as
Azarenkov G.M., Vasyl'chenko Z.M., Vovchak O.D.,denko O.M., Ivasiv |.B.,
Karcheva H.T., Kostyuk O.M., Leonov S.V., Prymostka., Salo I.V., Shulga N.P.
and others are worth mentioning.

Unsolved aspects of the problem. However, despite the significant scientific
popularity of the problem the profitability of tHeanking business, the nature of
marketing activities that are to be carried out bgnks to ensure business
profitability, as well as their quality and quawptdre today rather controversial issues
and therefore unsolved.

The purpose of the article. The aim of the paper is to examine the marketing
aspects of profitability of the banking business] eesearch the main directions of its
support.

The main material of research. Modern conditions of tough competition
require from commercial banks systematic markezaesh to identify those areas of
banking business, strengthening of which can peoadditional benefits and increase
the profitability of their business.

This market research today is not limited to figdsome slogans by which
banks hoped to increase its customer base in 8igthay cover a range of economic,
financial and psychological aspects with the hdlgvbich it is possible to convince
customers in existence of certain advantages t@usispecific type of bank services
In a separate bank. As part of these studies aseahre wrong areas in which the
bank may be more effective than its competitorseappand those in which the
competitors operate fairly limited or don’t funaiiat all.

As a result, banks sponsor various sports eveatge land small businesses,
products or services of which are popular amongplee@r entities, invite to

cooperate popular personalities etc.



The effectiveness of such measures is often ddulitbcause it depends on
what size is the bank that has these marketing {@¢l

In this context, it is appropriate to give an exémfpom the practice of the
Ukrainian banks of the 2nd and 3rd group by thessifwation of NBU, on
advertising posters where celebrities are depicteidating the maximum amount of
the guaranteed loan. In our view, this practicencarbe considered to be effective
enough for these banks, since only a small portibfans of these individuals is
ready to receive loans from banks in general, éseer amount of people would like
to receive loans in these banks and much fewerlpeaepeive them, let alone those
categories of people who are not admirers or fértisese individuals. As a result of
such marketing activitiesa reverse reaction can often arise, that is whew y
advertising solutions will not work.

Obviously, the occurrence of such a situation igesely negative for the
process of increasing or ensuring the profitabiifyeach bank, which raises some
doubts about the feasibility of implementing theseketing tools at all.

Another example of marketing activities practice Wkrainian banks is a
continuous advertising their services in differgmes of media. And if in some cases
advertising posters, slogans, commercials, messagaseated quite efficiently, then
In most cases, such advertising is performed note gqualitatively using
inappropriate images to advertise banking servibes purpose of which is not
convince the customer in the benefits of such sesvbut their imposition. These
advertisements often serve on the contrary to edbe bank's image, its costs,
despite this, it remains quite significant, andicefhcy, as part of ensuring
profitability is quite low.

It is also quite questionable practice of inhe®iy banks of certain aspects
of the large multinational, investment banks fumaing, that often invest extremely
large sums of money to attract additional, suffide large by volume of
entrepreneurial activity and popular in businessles, partners. If this practice for
Megabanks is quite effective, because in this sdndhe image works for the image,
and hundreds of millions of costs gradually aredfarmed to billions of income. If

small banks wish to be involved in such a processnisure profitability, in this case



a different situation may occur - financial resasavill work for the image, while
the expenditure of such amounts of financial resesiactually for advertising can be
disastrous for these banks, but at times lessttieresources that invest big banks.
In this context, there is a paradox - in order éek significantly increasing
profitability of business, the bank must alreadydrge and quite popular.
We believe that in conducting market research, arded not only to analyze
the practices of competitors, but also clearlyldstha those activities that:
« firstly, can ensure the profitability of the bangihusiness;
» secondly, have real for the bank conditions forlemgentation and use;
 thirdly, will not have extreme financial losses il the selected measures
will not work.

So, in other words, the cost of conducting marksearch to be co shutters
with implementation costs of marketing tools, sashthe approach will provide the
required quality of these instruments, and estabiigmt the number that will be
effective for the purposes of ensuring the proiitgtof the banking business [1].

It should be noticed that this does not meangbate marketing tools cannot
be used by banks in principle. This means thausesof certain instruments should
be appropriate and consistent with the main oljestiof the bank, rather than
conflict with them [3]. An effective management pfofitability of the banking
business will be carried out in the same way.

Conclusions. Thus, the marketing aspects of the commercial $aakivity
within the control problem of profitability of thieanking business and its ensuring
are extremely essential and urgent scientific s@fg¢oday, and the formation of an
effective and appropriate marketing policy is thesib for maintaining financial

stability of commercial banks, even in times official and economic downturns.
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