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The topicality of the theme is stipulated by thetféhat under the conditions of
globalization and integration of national econontles world finance crisis, which started in
the financial sector and developed into other sgghef national economy, influenced the
development of Ukrainian economy and some of igsbines in particular. That's why during
mass bankruptcy and the loss of capability to remaligations, banking institutions are in
need of using new qualitative methods for attractoustomers. One of such methods is
advertising. Today, advertising is the most efiectind widely used means of influencing the
consumers in the marketing communications processes

The objective of the work is to investigate the yegities of advertising activity on
domestic market of banking services.

The problems of advertising activity on domesticrket of banking services have
been highlighted in works of N.Dmytrykovs’ka, O.R&adnko, A.Avramchuk, T.Koniahina,
R.Cherkes, etc.

One of the main tools in attracting or not losihg tlient for any bank is advertising.
Advertising of banking products is aimed at formmatand stimulation of demand. In its turn,
being the prestigious or corporative, the firm’'syextising is a commercial advocacy of a
positive bank image. A prestigious advertising dslr@ssed to the public in a broad sense,
whereas the products’ advertising has a peculigetand is directed toward a target group.

Properly constructed promotional bank concept ésky to its future success. Only
thoughtful range of marketing activities and natdam advertising appeals will lead to the
desired result. A systematic planning of expenditwill help to minimize the expenses and
prove the effectiveness of advertising activitiegg held.

Advertising of banking services is a means of infimg about the institution and the
services it provides, the commercial promotionkef tonsuming services quality offered to
customers, and the prestige of a particular irt&itu The result of advertising activity is the
preparation of an actual or potential client to #stablishment or expansion of business
contacts; it is designed to solve the most difficask — to form and to stimulate demand for
financial services.

Not all forms of advertising can be used in bankibgt it is one of the most
significant communicative means. Advertising a¢yivis generally aimed at meeting the
needs of consumers and society as a whole, buttsoesebank’s interests of bank may
dominate. Advertising can be the means of publiarawess manipulation. Such advertising
is dangerous enough, because it may harm the iofape bank as of the one ready to meet
the customers’ requirements.

Advertising of a banking institution in the markegifield today is based primarily on
the stability and reliability as a symbol of clishtrust. Such advertising is aimed primarily at
consolidating the image of the bank and maintaimirwgrtain image. Positioning of banks as
trustworthy institutions is compulsory and inherdnit using only this approach is not always
sufficient for the individual bank. It is therefonecessary to find and show those individual
aspects that differentiate a particular bank frommers. Creation of advertising is
responsibility of the marketing or advertising depeent. However, not all banks can afford
such department, as it is cost-consuming.

Prior to the crisis the tendency to increase exgermn advertising and marketing



activities was observed among Ukraine's leadingk®aHowever, as the result of the crisis
this impact somewhat reduced. Currently, banks temdsume marketing activity and to lead
an active advertising policy. As to advertising targest share takes television advertising —
about 50%. Herewith, bank advertising has becomee roonservative and traditional, as it is
associated with a reduction of its risk. Retail bhag products, mainly deposit deals and
consumer borrowings dominate among the adverti©ibgects. In 2011 the focus of
advertising campaigns was observed on credit ptedyzayment cards and electronic
banking.

Thus, among the banks which most actively use niackeools, advertising in
particular, may be noted at the following banks:B/Bank”, “UkrSybbank”, Bank “Finances
and Credit”, PJSC “Universal Bank”, PJSC “UnicreBank”, PJSC “Bank Forum”, PJSC
“PUMB”, PJSC “Index-bank”, and PJSC “UkreksimbanKhe advertising budget of the
institutions mentioned is about 43% of the totaddpet on advertising of all national banks.

Research of the development tendencies of thenatienal and domestic markets of
marketing communications suggests that most comnools of bank marketing
communications are advertising and Internet-manmgetiThus, for example, in 2002-2012
Ukraine’s expenditure on advertising has signifittamcreased, in particular: on television
advertising — 9 times more, on radio advertising times more, on press advertising — 18
times more, on Internet advertising — 113 timesemor

During 2008-2012 at the banking services’ marketUkfaine, segments of attracting
short-term deposits of individuals, consumer creditand legal persons’ crediting (about
101.2%, 38.7% and 29.0%) were actively developwigije the amount of long-term loans
given to natural persons decreased by 41.0%.

Right now, an image advertising of a banking ingth becomes less popular,
focusing on individual user. The methods of adsery help to convey their image and
uniqueness. Previously, the advertising of banknsgtutions was limited to announcing of
loan rates and deposit percentage; today it idfingnt, and the client is more eager to have
freedom in choosing a bank, banking services aodyats.

Some Ukrainian banks are trying to use advertising larger extent, but its quality
can not always be highly appreciated. The developmibank marketing should precede the
active use of advertising by Ukrainian banking itngbns. With this aim Ukrainian banks
may benefit from the experience of foreign bankd arpand knowledge in the sphere of
bank marketing and advertising. Choosing a bark,ctistomer, above all, pays attention to
the recommendations, appropriateness of bankingcsesrto its specialization, its reputation,
and history of relationships with business partnéhe advertising itself helps to inform the
customers with banks offers and draws custometshidn to those important aspects which
the bank wants to highlight. Direct advertising tigite effect on the selection of banking
institution by the client, but it reinforces knowfge about the bank, increases awareness,
represents marketing strategy and helps to maibtmk image.

Thus, to improve the effectiveness of advertisiogvay for banking institutions it is
necessary to use not only approved media such laesisien, radio, press and outer
advertising, but also to attract new placing féiedi: cinema, Internet, mobile networks and
metro, etc. Formation of the right image is an ingat factor in the process of marketing
communications’ complex development.



