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In the article, the author considers theoretical and methodical bases to formation of strategy of 
marketing of bank innovations. It is substantiated that the prospects of digitalization of the economy 
in the modern market determine the need to develop and promote approaches to marketing banking 
innovations designed to ensure financial stability of the banking business and focus marketing 
innovation on not only their capabilities but also market needs. It is determined that the need to form a 
marketing strategy for banking innovations is actualized on the basis of the adoption of such conceptual 
documents as: “Digital Agenda of Ukraine 2020”, “Strategy for Development of the Financial Sector of 
Ukraine until 2025” and “Strategy for Innovation Development until 2030”. The factors influencing the 
development of marketing of banking innovations in the conditions of financial instability at the meta-, 
macro- and micro-levels are determined. The author defines the marketing of banking innovations as a 
philosophy, strategy and tactics of banks based on the choice of a particular market segment followed 
by the development of innovations and marketing in accordance with this segment, which allows you 
to focus and focus marketing research and banking innovations to reorganize business processes and 
create new information technology resources that take into account the trends of the digital economy 
and benefit society, resulting in financially stable development of banks. This is the activity of managing 
the processes of creating innovative technologies. It is proved that for the formation of the strategy of 
marketing of banking innovations it is necessary to: determine the key characteristics of the marketing 
of banking innovations; to single out the subsystems of the marketing implementation process of 
banking innovations, namely: organizational, functional and financial; characterize the marketing of 
banking innovations depending on the model of commercialization; to establish the relationship of 
the chosen marketing strategy with the classification feature of banking innovations; formation of a 
holistic structural and logical scheme of formation of marketing strategy of banking innovations. The 
structural and logical scheme of formation of marketing strategy of banking innovations is offered. It 
is determined that the marketing strategy of banking innovation is a set of orderly actions aimed at 
developing the main activities of the bank, overcoming obstacles to information asymmetry, under the 
influence of regulations and drivers of the competitive environment to meet the financial and economic 
interests of both the bank and consumers of innovation. banking products and services.

References
1.	 HITECH	office	(2016).	Tsyfrova adzhenda Ukrayiny - 2020 (“Tsyfrovyy poryadok 

dennyy» - 2020). Kontseptualʹni zasady (versiya 1.0). Pershocherhovi sfery, initsiatyvy, 
proekty «tsyfrovizatsiyi» Ukrayiny do 2020 roku [Digital Agenda of Ukraine - 2020 
(“Digital Agenda” - 2020). Conceptual principles (version 1.0). Priority areas, initiatives, 
projects	of	“digitalization” of Ukraine until 2020]. Available at: https://ucci.org.ua/ uploads/
files/58e78ee3c3922.pdf	(accessed	20	December	2020).

2.	 National	 Bank	 of	 Ukraine	 (2019).	 Strategy	 for	 the	 development	 of	 the	 financial	
market until 2025, available at: https://bank.gov.ua/about/refactoring/develop-strategy 
(accessed 20 December 2020).

3.	 Cabinet	of	Ministers	of	Ukraine	(2019).	Strategy	for	the	development	of	innovation	
for the period up to 2030, available at: https://zakon.rada.gov.ua/laws/show/ https://zakon.
rada.gov.ua/laws/show/	(accessed	20	December	2020).

4.	 Zvyeryakov,	 M.I.,	 Zhdanova,	 L.L.,	 Uperenko,	 M.O.	 (2016).	 Teoretychni i 
metodolohichni osnovy doslidzhennya ekonomichnykh vidnosyn v Ukrayini v umovakh 
intehratsiyi v hlobalʹnyy protses rozvytku	[Тheoretical	and	methodological	bases	of	research	



ISSN 2616-3853 (print), ISSN 2616-4167 (online). Нобелівський вісник. 2020. № 1 (13)

of economic relations in Ukraine in the conditions of integration into the global process of 
development]. Odessa: Atlant, 2016. 389 p.

5.	 Zvyeryakov,	M.I.,	Zvyeryakov,	O.M.	(2015).	Antykryzove upravlinnya finansovoyu 
stiykistyu banku v umovakh ekonomichnykh dysbalansiv	[Anti-crisis	management	of	financial	
stability of the bank in the conditions of economic imbalances]. Odessa: ONEU, 418 p.

6.	 Zvyeryakov,	 M.I.,	 Kovalenko,	 V.V.,	 Serhyeyeva,	 O.S.	 (2016).	 Upravlinnya 
finansovoyu stiykistyu bankiv	[Мanagement	of	financial	stability	of	banks].	Kiev:	Center	for	
Educational Literature, 520 p.

7. Kovalenko, V.V., Belova, Yu.M. (2016). Zabezpechennya konkurentospromozhnosti 
bankiv Ukrayiny v umovakh strukturnykh dysbalansiv ekonomiky [Providing the 
competitiveness of Ukrainian banks in the face of structural imbalances in Ukraine’s 
economy]. Ukrayiny Naukovyy visnyk Khersonsʹkoho derzhavnoho universytetu [Scientific	
Bulletin	of	Kherson	State	University], vol. 20 (2), pp. 149-152.

8. Minzberg, G. Quinn, J., Goshal,	S. (2001). Strategicheskiy protsess	[Strategic	pro-
cess].	Saint	Petersburg:	Peter,	567	p.

9. Fisher,	S.,	Dornbush,	R.,	Shmalenzi,	R.	(1993). Ekonomika	[Economics].	Moscow:	
Delo, 829 p.

10. Kokh,	L.V.,	Smolyaninova, E.N., Prosalova,	V.S. (2009). Innovatsii v bankovskom 
biznese	[Banking	innovations].	Saint	Petersburg:	Publishing	house	of	the	Polytechnic	Uni-
versity, 49 p.

11. Kim Chan, V., Moborn,	R. (2019). Strategii golubogo okeana. Kak nayti ili sozdat’ 
rynok svobodnoy ot drugikh igrokov	[Strategies	of	the	blue	ocean.	How	to	find	or	create	a	
market	free	of	other	players].	Moscow:	Mann,	Ivanov	and	Farber,	336	p.

12. Gutareva, Yu.V. (2018). Umovy komertsializatsiyi innovatsiy ta yikh osoblyvosti 
[Mind the commercialization of innovations and specialties]. Biznes-Inform [Business-
Inform], no. 6, pp. 134-138.

13.	Romanenko, O.O, Antonyuk, D.S. (2016). Bankivsʹkyy marketynh i marketynhova 
stratehiya [Banking marketing and marketing strategy]. Molodyy vchenyy [A young scientist], 
no. 11 (26), pp. 6-10.

14.	Shkvyrya, N.O. (2016). Marketynhova stratehiya rozvytku komertsiynykh bankiv 
[Marketing strategy for the development of commercial banks]. Visnyk Berdyansʹkoho uni-
versytetu menedzhmentu i biznesu [Bulletin of Berdyansk University of Management and 
Business], no. 2 (34), pp. 62-65.

15. Prymostky, L.O. (2017). Bankivsʹkyy menedzhment: innovatsiyni kontseptsiyi ta 
modeli [Banking management: innovative concepts and models]. Kiev: KNEU. 380 p.

16.	Kuznetsova,	L.V.,	Shmuratko,	Ya.A.	(2018).	Rehulyuvannya rynku pokhidnykh fi - rynku pokhidnykh fi -rynku pokhidnykh fi - pokhidnykh fi -pokhidnykh fi - fi -fi-
nansovykh instrumentiv v umovakh hlobalʹnoyi ekonomichnoyi nestabilʹnosti	[Regulation	of	
the	market	of	derivative	financial	instruments	in	the	conditions	of	global	economic	instabil-
ity]. Kharkiv: Disa Plus, 248 p.

17.		Koz�menko,	S.M.,	Vasyl�yeva,	T.A.,	Leonov,	S.V.	(2011).	Marketynh bankivsʹkykh 
innovatsiy [Marketing of banking innovations]. Marketynh i menedzhment innovatsiy 
[Marketing and innovation management], no. 1, pp. 13-28.

Одержано 10.09.2020.


