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The aim of the article is to develop the theoretical principles of forming the bank relations with clients as part of the client-oriented strategy implementation. As a re-
sult of the conducted research there has been presented the definition of client-orientation, mechanism and system of management. The system of management of
the bank relations with clients, the purpose and objectives of its formation have been substantiated. The hierarchy of subjects of forming and managing the process
of the bank relations with client has been presented. The ways of implementing in practice the functions of the mechanism of managing relations with clients have
been revealed. It has been proved that for implementation of the client-oriented approach the banking institution should have a comprehensive view of its clients’
behavior, which detailed understanding will allow for a more accurate segmentation and building individualized partnership relations. Implementing the principle of
totality of client relationships level and comprehensive knowledge, development of employee behavior techniques and special techniques for working with the most
valuable clients, the use of analytics and forecasting tools will provide targeting of marketing campaigns and lead to minimization of additional costs, satisfaction
of every client, loyalty, increase in the market share, growth of sales volume, increase in profits of the banking institution.
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3aeadckas . B. KnueHmoopueHmMupoeaHHbIli nodxo0:

(hopMUPOBAHUE CUCMEMbI YIPAEAEHUS OMHOWEHUAMU 6aHKa
¢ KAueHmamu

Llenbto cmambUu sensemcs pazpabomka meopemuyecKux acnekmoe opmu-
POBAHUA CLCMeMb OMHOWeHUl 6aHKA ¢ KAUEHMAMU 8 PAMKAX peanu3ayuu
KAueHmMoopueHmMuposaHHol cmpameauu. B pesynbmame npogedeHHo20
uccnedosaHus 6bin0 npedocmasneHo onpedesneHue KAUeHMoopueHmupo-
BAHHOCMU, MEXAHU3MQ YNpasneHus u cucmemsl ynpaeneHus. 060cHOBaHa
cucmema ynpaeneHus OMHOWeEHUSMU BAHKA C KAUEHMamu, uenb U 3a0a4u
ee hopmuposaHus. [pedcmasneHa uepapxus cybbekmos opmuposaHus
U ynpaesneHus npoyeccamu omHoweHuli 6aHKa ¢ KaueHmamu. Packpeimel
nymu npakmudeckol peaausayuu gyHKYull MexaHu3ma ynpaeneHus om-
HoweHUAMU 6aHKa ¢ KaueHmamu. [JoKa3aHo, Ymo 044 peanusayuu KaueH-
MOoopUEHMUPOBAHHO20 M00X00a BaHKOBCKOe yupexcdeHue 00NHHO uMemb
8cecmopoHHee npedcmasseHue 0 osedeHuU KaueHmos, demasnsHoe MoHu-
M@HUe BCex acreKmoe Komopo2o M0380AUM 0Cyuecmeums 6osee MoYHyO
ceaMeHmayuto U 8bicmpausams UHOUBUOYAAU3UPOBAHHbIE MAPMHePCKue
OMHOWEHUS. Peanusayus npuHYUNA MomanbHOCMU YPOBHSA KAUEHMCKUX
omHouweHul, scecmopoHHeli ocaedomaeHHoCmMU, pazpabomka mexHonoauli
nosedeHus compyoHUKos, 0cobbix mexHono2uli pabomei ¢ Haubosnee UyeH-
HbIMU KAUEHMAMU, MPUMeHeHUEe UHCMPYMEHMOo8 aHAAUMUKU U MPo2HO3U-
posaHus obecrieyum adpecHoCmb MapKemMuH208bIX KamnaHul u npugedem
K MUHUMU3GYUU OOMOMHUMESbHbIX PAcXo008, yO0B1emaeopeHHOCMU Kax-
0020 KnueHma, 10AAbHOCMU, y8enuyveHuro 00U PbIHKG, 06bemoe npooax,
pocmy npubbineli 6AHKOBCKO20 yuperOeHus.

Kntovesble cnoea: kaueHMoopueHMuposaHHoili 6akHk; cucmema ynpasse-
HUA OMHOWEHUAMU BaHKA C KAUEHMAMU; MeXaHU3M, yHKUUU U 38eHbsA
ynpaeneHus; cyGbekmel U ypoBHU CUCMeMbl YNpasaeHus KaAueHmMOoopueH-
MUPOBAHHLIMU OMHOWEHUAMU

Puc.: 1. Taba.: 1. buba.: 10.
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3asadcvka . B. KnienmoopienmoeaHuii nioxio:
thopmysaHHsa cucmemu ynpaeniHHA 8iOHOCUHAMU BaHKY
3 Kniehmamu

Memoto cmammi € po3pobka meopemuyHux 3acad opmMysaHHs cucmemu
8IOHOCUH BAHKY 3 KAiEHMamu 8 pamkax peanizayii knieHmoopieHmosa-
Hoi' cmpamezii. Y pesynsmami nposedeHozo docniomeHHa 6yno HadaHo
BU3HAYEHHA K/MIEHMOOPIEHMOBAHOCMI, MEXQHI3MY ynpaeniHHA ma cuc-
memi ynpaenikHA. O6rpyHMoBaHoO cucmemy ynpaeaiHHA BiOHOCUHAMU
6aHKy 3 KnieHmamu, Memy ma 3a80aHHs ii hopmysaHrHs. HadaHo iepap-
Xito cy6’ekmie opmysaHHA ma ynpasniHHA npoyecamu 8iOHOCUH BaHKY
3 KaieHmamu. Po3Kpumo winaxu npakmuyHoi peanizayii yHKuili mexaHis-
My ynpasniHHA 8iOHocUHamu 6aHKy 3 knieHmamu. JosedeHo, wjo 014 pe-
anisayii KnieHMoopieHMosaHo20 nioxody BAHKIBCLKA yCMAHO8A MOBUHHA
mamu ecebiuHy yagy npo nosediHky KnieHmis, demanbHe Po3ymiHHA BCix
acnexkmis Akoi 0o3gonume 30ilicHumu 6inbw Mo4Hy ceameHmayiro ma 6y-
dysamu iHOugiOyani3o8aHi napmHepcoKki 8iOHOCUHU. Peanisayia npuryuny
momasneHOCMI PigHA KAiEHMCbKUX 8iOHOCUH, ycebiyHoi 06i3HaHoCMI, pos-
pobka mexHonoeill nosediHku cnigpobimHukie, ocobausux mexHonoeili
pobomu 3 Halibinbw YiHHUMU KAIEHMAMU, 30CMOCYBAHHA IHCMpPyMeHmi8
GHAMIMUKU Ma Mpo2HO3y8aHHA 3a6e3neqyums adpecHicmb MapKemuH208UX
Kamnawiti ma npusede 0o miHimizayii dodamkosux sumpam, 3a0080se-
HOCMI KOXHO20 KAIEHMQ, N0AAbHOCMI, 36inbWeHHA YacmKu PUHKY, 0bcAzie
npodais, 3p0CMaHHs npubymkie 6aHKIBCbKOI ycmaHosu.

Kntouosi cnoea: knicHmoopieHmosaHull 6aHK; cucmema ynpasniHHA 8io-
HOCUHAMU BaHKY 3 KAIEHMAMU,; MeXaHI3M, yHKUii ma AaHKU ynpaeninHs;
cy6’eKmu ma pigHi cucmemu ynpaeniHHa KnieHMoopPiEHMOBAHUMU 8iOHO-
CUHamu
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General formulation of the problem. The specifics of
banking activities lies in the fact that an important role in its
implementation is played by credibility of the bank manage-
ment both among the shareholders and clients, investors and
partner banks. All the bank activities are aimed at maximum
satisfaction of the demands for quality services, assistance in
the development and optimization of industrial and financial
activity of the clients and strengthening mutually advantageous
and long-term cooperation. Under current conditions the bank
competitiveness is associated with implementation of the cli-
ent-oriented approach, which will allow the clients to get sup-
port and satisfaction of their demands at all levels.

Analysis of recent research and publications. A signif-
icant amount of scientific works by such researchers as: Luch-
kov V., Makota O., Mann L. Prianishnikova N., Ryzhkovskyi B.
and others are devoted to issues of interaction of banks with
clients. Despite a wide coverage of problems of ensuring a sus-
tainable market position, increase in volume of active opera-
tions of banks, the economic literary sources mainly deal with
issues of constant expansion of the resource base by attracting
more clients, increase in sales, and, consequently, increase in
profits. But the problem of creating competitive advantage by
means of the client-oriented approach with determination of
the client’s place in the system of priorities of the bank activity
has not been paid sufficient attention yet.

Formulation of aims of the article. The aim of the ar-
ticle is to develop the theoretical aspects of forming the bank
relations with clients as part of implementation of the client-
oriented strategy.

To achieving the aim there contributed the following
tasks: studying the most common definitions of client-orienta-
tion, mechanism and system of management; system of man-
aging relations with clients, formulation of its objectives and
tasks; developing the theoretical scheme of the system of man-
aging relations with clients based on the client-oriented ap-
proach; providing a hierarchy of subjects of forming and man-
aging the process of the bank relations with clients, disclosure
of the practical implementation of the functions of mechanism
to manage the bank relations with clients.

Statement of the basic material of the research. The
profound structural changes in the global economy associated
with the development of international business lead to integra-
tion of separate, geographically distinct markets, unification of
international, national, commercial and consumer space, and
contribute to the transformation of the basic principles of mar-
keting activity in the bank.

Globalization is changing the nature of competition, as
now it takes place between companies from different regions.
International supply networks are being formed, as manufac-
turers seek to work with suppliers of the cheapest resources.
A proportion of buyers from other countries is growing. The
progress of information technologies and telecommunications
has also changed marketing activities — software suppliers;

contractors on marketing research, development of advertis-
ing campaigns or rebranding can be located in other countries.
Each of these trends is true for banking business.

The entrance to the market of new powerful financial
companies, reorientation from manufacturing to adapting
to the customer needs, development of remote client service
channels, formation of highly qualified personnel, and other
factors have greatly increased the intensity of the interbank
competition. The level of competition is a fundamental factor
at choosing the bank marketing strategy. Under conditions of
information development of society banks face an important
task of working out a client-oriented strategy, which will ensure
creation of distinctive competitive advantages and enhance
competitiveness. Relationship marketing, which has been ac-
tively used in the period after the 2008 crisis, is inextricably
linked with the term of client-orientation. Let us consider ex-
amples of the most common definitions of client-orientation.
According to the opinion of Prianishnikova N., in recent years
there appeared trends to use two basic approaches to the defi-
nition of the term of client-orientation. The first one assumes
that client-orientation is a business characteristic reflecting the
company’s desire and ability to build mutually beneficial rela-
tions with its clients — both external and internal ones. The
second definition is based on perception of client-orientation
as fundamentally different approach to marketing than the
classic «4Ps» mix. A characteristic feature of relationship mar-
keting is to focus attention not on the product, but on the cli-
ent with his/her needs, interests, expectations and behavior,
which includes: a variety of discounts and gifts for purchases;
additional services and SMS-congratulations on holidays; use
of CRM-systems; attitude to the client as a partner; marketing
strategy providing for an increase in the number of loyal clients
and growth of profits [1].

Makota O. gives the following definition of client-orien-
tation: «It is the company’s ability to obtain an additional long-
term profit as a result of deeper understanding and effective
satisfaction of clients’ needs, and also due to predicting their
desires» [2].

There is no objection to the opinion of Luchkova V. that
client-orientation is the company’s ability to create an addition-
al flow of clients and additional profits due to understanding
and meeting the needs of clients [3].

Ryzhkovskyi B. believes that client-orientation is a tool
to manage relations with clients aimed at obtaining sustainable
profits in the long term, based on the three criteria: the key
competencies, target clients and equality of positions [4].

Mann L. is of the opinion that client-orientation is the
initiation of positive emotions and capture of potential and
existing customers, which contributes to the choice of goods
and services of your company among its competitors, en-
courages repeat purchases and provides for attracting new
customers owing to recommendations of existing clients [5;
6, p.2].
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The mentioned interpretations allow us to make a con-
clusion concerning the need to focus attention on the imple-
mentation of the bank development strategy considering in-
dividual approach to the client, forming the system of man-
agement actions with the purpose of predicting, satisfaction
of the needs and adequate evaluation of effectiveness of the
introduced techniques of working with clients, which in the fu-
ture will contribute to creation of competitive advantages and
growth of the banking establishment.

Also it should be noted that the inflated expectations of
the clients caused by the growth of social and mobile technolo-
gies make it difficult for Ukrainian banks to be client-oriented.
This leads to the need to form client-orientation throughout
the whole banking organization, not just in those departments
that are directly related to working with clients. Application
of the system of interrelated, interdependent forms and meth-
ods of managing relations of the bank with clients, where the
mechanism of management is the way of the system function-
ing, in our opinion, will contribute to the formation of a client-
oriented approach.

Mechanism of management is a tool, by means of which
the management system influences the management object.
In the management process the mechanism performs the two
functions: supplies the administration with the information on
the status of the management object and ensures the imple-
mentation of decisions made by the administration [7, p. 122].

According to the source [8, p. 1226], the system of man-
aging relations of the bank with clients will be considered as
a combination of the management object and management
mechanism (complex of collecting, processing, transmission
of information and forming managerial decisions), which ac-
tion is aimed at maintaining or improving the object operation
(Fig. 1).

An important feature of the system is availability of the
task system. It is purposefulness of the processes, which occur
in it, that provides efficiency of its operation. The overall ob-
jective of the bank within the administrative system is to build
long-term mutually beneficial relations with clients by means
of maximal satisfaction of their demand for products and the
level of service that will improve the profitability and efficiency
of the bank as a whole [9, p. 2-5]. To specific tasks in achieving
the set objective we designate the following:

* implementation of the principle of totality in client

management;
development of the corporate culture in working with
clients, ensuring client’s rights;

* timeliness, completeness in collecting and using the
information about clients and channels of communi-
cation with them, the implementation of communi-
cation with clients.

* development of techniques of employee behavior and
special techniques of working with the most valuable
clients;

* increasing loyalty and satisfaction of each client at
minimizing additional costs;

* monitoring the service quality and developing crite-
ria of the bank clients’ satisfaction;
activity on development of the bank as a client-ori-
ented organization.

The system of management of the bank relations with
clients is built according to the client-oriented and chosen
competitive marketing strategy of the institution develop-
ment in the three main areas: attraction, retention and de-
velopment of the client base (strategic management level). At
the tactical level the tasks are solved according to the stages of
forming relations with clients. The operational management
level is associated with implementing tasks relating to work-
ing with certain clients. At each of these levels responsible
persons are appointed and their functional duties are deter-
mined (Table 1).

Each of the selected subjects at the appropriate level of
the system of client-oriented relations of the bank with clients
affects:

1) strategic management: statement of mission and cor-
porate values; formation of strategic plans; identifying
the market trends; control over the achievement of
strategic objectives; definition of the basic approach
to personnel management;
tactical management: developing a set of marketing
activities; organization of working with personnel;
formation of corporate culture together with HR-de-
partment; control over the implementation of tactical
plans; identifying and eliminating systemic problems;
establishing feedback between the strategic and op-
erational levels of management;
operational management: developing individual plans
for regional units; implementation and control of op-
erational plans; identifying client needs and studying
trends of their change; working with reclamations of
clients; forming ideas to improve the product or ser-
vice of the bank.

Correspondingly, the stages of the management pro-
cess according to the impact on the management object, are
the following (7, p. 122): analyzing the state of the managerial
decision object; developing and making the managerial deci-
sion; appointing the executor of the managerial decision; con-
trol over the implementation of the made managerial decision;
evaluation and adjustment of the made decision.

Practical implementation of two functions of the mecha-
nism of managing the bank relations with clients is based on
the formation of a unified information system (function of the
impact on the management object). This system allows creat-
ing (function of collecting and supplying information about the
management object):

* systems of front offices (departments organizing the

work with clients);

*  CRM (customer relationship management);

* ERP (enterprise resource planning — a system of
planning and controlling the bank resources);

*  MIS (management information system);

* risk management system (single data repository);

* pass-through systems of reporting and client rela-
tions management: MDM (master data manage-
ment — a system ensuring data uniqueness), DWH
(data warehouse — allows the bank to «know» their
customers, consistently improve and expand sales of
products and services, improve client service quality
(10, p. 18].
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Table 1

The hierarchy of subjects of forming and managing the processes of the bank relations with clients
(developed by the author)

Subject level

Subjects

Member of Management Board responsible for client relations; heads of food

managers, etc.

Strategic . . .
9 departments; Head of Marketing Department; Head of Client Relations Department
Tactical Marketing Department; Client Relations Department
. heads of regional units; managers working with clients, mobile agents; cashiers; call-center
Operational

The result of operation of the system of managing the
bank relations with clients is a more balanced policy of attrac-
tion, retention and development of clients; providing estima-
tion of the «cost» of a lost client; identifying the most inter-
esting categories of clients in real time; using a personalized
approach to the client; reducing budgets for marketing, adver-
tising, sales, the number of complaints; creating competitive
advantages; penetration to international markets with minimal
costs.

Conclusions and prospects of further developments.
Based on the results of the conducted research we can make the
following conclusions.

1. The main directions in the strategic development
of Ukrainian banks are related to carrying out qual-
ity monetary policy, developing innovations and IT
technologies, introducing modern risk management
systems, management and operational processes, ad-
aptation of the innovative client-oriented approach.

2. The result of implementing the customer-oriented
strategy is creation of competitive advantages, saving
resources, ensuring the balance of the bank priori-
ties, satisfaction and loyalty of clients, optimization
of business processes.

3. The main problems in organizing the bank relations
include the lack of: professional client departments
responsible for establishing client service; the bank
strategy of interaction with clients; adequate response
of the bank to requests of their clients; the detailed
plan for implementing the client-oriented approach
as well as lack of understanding the importance of
developing the client policy.

4. At present there have not been developed any uni-
form criteria for determining the bank client-orienta-
tion. Primarily this is connected with the fact that this
area of marketing is still developing.

5. The effectiveness of the system of managing the bank
relations with clients is possible under conditions
where the subjects of influence at each level will be
able to anticipate and predict complex economic
phenomena of the external environment, taking into
account changes in the internal environment of the
bank.

6. The system of client relations management in bank-
ing institutions is a daily, continuous process ongoing
during the whole period of its operation, an effective
management tool, where the subject is bodies of bank

institutions appropriate to the levels of management,
and the object — process of formation and manage-
ment of client relations.
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