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ENSURING CUSTOMIZATION OF FINANCIAL
INSTITUTIONS' SERVICES BASED ON THE
DEVELOPMENT OF THE DIGITAL MARKETING
SYSTEM

ABSTRACT

The article examines the role of digital marketing in ensuring the customization of fi-
nancial institution services. This was done through a detailed study of the features of
the economic activity of financial institutions, and an analysis of the specific features of
their own marketing activities. The authors established that customization is a new ap-
proach to the sale of financial products, which consists of developing mechanisms and
methods for creating personalized financial services that take into account more per-
sonal characteristics and features of the economic activity of current and potential cli-
ents of financial institutions. It is argued that customization today is an emerging trend
in the development of financial institutions, since its use is primarily associated with the
development of digital technologies and the ability of financial institutions to use such
technologies in the process of developing personalized financial products. The study
specifies the essence of financial service customization, identifies positive results from
the implementation of such a concept by financial institutions, and substantiates the
general features of financial service customization Based on the analysis of the results
of the study of the essence of the digital marketing system of a financial institution,
digital marketing tools are also considered, which are advisable to use to ensure the
process of customization of financial services. As a result, the consequences of using
such tools for the work of financial institutions are determined. It has been determined
that the process of using these tools is complex, multifaceted and requires a harmonious
combination of various digital marketing tools in the process of developing and selling
financial products to clients, taking into account their financial condition, potential de-
mand for financial services, history of using financial services and interacting with a
financial institution, and other characteristic features that reflect the peculiarities of their
financial behavior model.

Keywords: marketing, digital marketing, digital marketing tools, financial institution,
marketing activities, customization, financial service

JEL Classification: G21, M31, M15

INTRODUCTION

Financial institutions today are in a complex process of using digital technologies in their
own activities. Virtually all types of these institutions are currently trying to actively
apply the potential of these technologies to improve their own operational activities, to
accelerate the circulation of financial resources, and, accordingly, to increase work effi-
ciency.

Financial institutions, among all business entities, have probably been most affected by
digital technologies, since their activities have changed significantly, taking into account
the new conditions in which these institutions find themselves today. Accordingly, they
use modern digital technologies in virtually all areas of their own operational activities.
Active development of financial technologies in the activities of financial institutions to-
day is also due to the fact that, in addition to influencing the process of providing finan-
cial services to economic entities, these institutions, using digital technologies, can sig-
nificantly improve their own work and accelerate the processes of making management
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decisions. One of the promising areas of the active application of information and communication technologies in the
activities of financial institutions is marketing activities. It is in this area that there is a constant increase in the volume of
expenses incurred by business entities.

The marketing sphere today is also undergoing significant transformations in general, as digital technologies have created
new impulses to change the interaction model with potential consumers, created new communication channels, and,
accordingly, new directions for selling goods and services. Today, a significant number of business entities use digital
channels for sales or combine them with traditional methods of selling goods and services.

Given the specifics of financial institutions, it is the use of digital technologies in their work that allows for the formation
of new directions for the implementation of financial services.

Virtualization of the financial system in general and the activities of financial institutions in particular today directly deter-
mines the virtualization of the marketing sphere in these institutions, and they actively involve digital technologies in the
functioning of this sphere. At the same time, as a result of this involvement, today we can state the formation of a new
direction - digital marketing in the implementation of services by financial institutions.

Financial institutions, using information technologies, try to improve the provision of financial services precisely by deep-
ening interaction with clients, providing them with more personalized services. However, the personalizing of financial
services today is still at an early stage, since financial institutions are still unable, given their resource and intellectual
potential, to use digital technologies on a large scale to personalize their own services. There is a need to implement
additional technical processes that would simplify the implementation of the personalization mechanism based on the
digitalization of the operational activities of financial institutions. However, today it is quite clear that without digital tech-
nologies, it is practically impossible to ensure the personalization of financial institutions, and therefore their future com-
petitiveness. It is the active use of these technologies that has formed a potential direction for increasing the productivity
of financial institutions - the provision and sale of personalized financial products. This is outlined accordingly, and the
relevance of the topic of the article is determined.

LITERATURE REVIEW

It is also impossible to provide personalization without transforming the marketing system of financial institutions today,
since marketing plays a key role in this process. At the same time, financial institutions have already realized that it is not
possible to implement digital technologies in individual areas of their own marketing activities, and this approach does not
always contribute to achieving the expected results. It becomes clear that personalization of financial services can be
provided today only by building a new model of digital marketing of the financial institution with its inherent properties,
components, methods, and tools for selling financial products.

Rafiei (2025); Mishra et al. (2024); Marhasova et al. (2025) analyzed decentralized finance (DeFi) based on the blockchain
in digital marketing, investigated the development trends of digital marketing in the financial industry, and outlined the
role of the digital business ecosystem in the regional development.

Chumaidiyah et al. (2025); Daud I. et al. (2022) analyzed the features of digital marketing intervention in dynamic finance,
investigated the impact of digital marketing, digital finance, and digital payments on the financial performance of enter-
prises, as well as the parametric characteristics of blockchain technology as a factor in managing the financial stability of
an enterprise.

Hasani (2026); Kumaret al. (2025) outlined the factors influencing the implementation of digital marketing in the service
sector, analyzed current trends in the digital transformation of green marketing, and investigated modern Fintech tools
and solutions within the framework of the sustainable development concept.

Hu et al. (2025); Feng et al. (2025); Tulchynska et al. (2024) a model for predicting digital marketing in the context of
green enterprise development was developed, the impact of digital transformation on trade development was considered,
and the role of artificial intelligence in the system for the safe development assessment of business entities was analyzed.

Said (2025); Nittayoosakulchot et al. (2025); Hrubliak et al. (2024) analyzed the impact of data privacy on digital market-
ing, the success of digital marketing was modelled, and the use of central bank digital currencies was analyzed.

Considering the available publications, it is appropriate to note that the issues of implementing digital marketing are
becoming increasingly relevant and require in-depth research to ensure the customization of financial institution services.
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AIMS AND OBJECTIVES

The purpose of the article is to deepen the conceptual provisions for ensuring the customization of financial institutions’
services based on the development of a digital marketing system.

Tasks:

1. To determine the specific features of the economic activity of financial institutions.

2. To specify the specific features of the implementation of marketing activities by financial institutions.

3. To substantiate the content of digital marketing and its characteristic features.

4.  To describe the digital marketing system of a financial institution.
5

To identify the negative and positive consequences of creating a digital marketing system in the activities of financial
institutions.

To determine the content of customization, its main features, and the results of use.
To describe the types of digital tools used in marketing activities.

To reveal the features of using additional digital marketing tools to ensure the customization of financial services.

w ® N o

To systematize the consequences of using digital marketing tools in the process of customization of financial services.

METHODS

The combination of different methods was used to conduct the study, namely: the method of content analysis, systema-
tization - to determine the features of the economic activity of financial institutions; methods of abstraction and comparison
- to specify the specific features of the implementation of marketing activities by financial institutions; determination of
the characteristic features of digital marketing; systemic approach - to substantiate the digital marketing system of a
financial institution , to identify its components , limitations in functioning and results of work; methods of analysis, syn-
thesis - to describe the advantages and disadvantages of forming a digital marketing system in the activities of a financial
institution; grouping methods - to specify digital marketing tools, determine the features of customization of financial
services and the results of using this approach for the work of financial institutions; methods of induction, deduction - to
determine the consequences of using digital marketing tools in customizing the services of financial institutions; statistical
methods - to present analytical information on the development of digital marketing, digital advertising, individual aspects
of the functioning of financial institutions and their further development in the conditions of digitalization.

RESULTS

The financial services industry is one of the most competitive - companies are forced to move from traditional to online
marketing strategies to adapt to the ever-changing market and effectively reach their audience. According to Statista, the
number of Internet users reaches 5.35 min, which is 67.1% of the global population. This indicates the huge potential of
online marketing and emphasizes the importance of using digital marketing strategies to increase brand awareness, attract
new customers, and build long-term customer relationships, also in the financial industry (Targosz M., 2025). Figure 1
presents data on global advertising spending in 2021-2025.

In modern conditions, financial institutions are actively involving digital technologies in the process of their own marketing
activities. Digital technologies allow for obtaining new advantages for the sale of financial products, analysis of the financial
services market, and in other areas of this activity. Undoubtedly, the introduction of digital technologies into the marketing
of financial institutions is determined primarily by the specifics of the functioning of these institutions and their difference
from other business entities.
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Figure 1. Global advertising spending in 2021-2025. (Compiled based on data from Magnaglobal, 2025)

It is quite logical that in these institutions, in comparison with the activities of, for example, industrial or construction
companies, the construction of the marketing system occurs differently, taking into account the specifics of their opera-
tional activities and the defined goals of strategic development. Figure 2 shows information on the volume of spending on
digital advertising worldwide.
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Figure 2. Digital advertising spending, USD billion. (Source: Kumar, 2025)

From the data in Figure 2, we can conclude that there is a constant increase in the volume of spending by business entities
on digital advertising in the world, which indicates the active involvement of these entities in the use of digital technologies
in their activities. At the end of 2025, the volume of these spending is USD 798.7 billion. However, by the end of 2028,
these costs are predicted to increase to USD 956.6 billion, which indicates the active development of this area and the
growing interest in using digital tools for selling goods, services, and in general for use in implementing marketing activities.

At the same time, a significant part of digital advertising spending also falls on financial institutions. Table 1 presents data
on the distribution of digital advertising spending that was carried out in various areas and sectors of the national economy
at the end of 2025.
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Table 1. Share of digital advertising spending in certain industries and spheres of the economy. (Source: Kumar, 2025)

Industry Share Of Digital Ad Spending
FMCG 21.60%
Retail 12.30%
Pharma & Healthcare 8%
Entertainment & Media 7.60%
Telecommunications 7.10%
Financial Services 6.80%
Travel & Leisure 6.80%
Business Services 5.60%
Automobiles 4.30%
Government 4%
Other 15.90%

So, by the end of 2025, it is predicted that the FMCG sector will account for 21.6% of all digital advertising spending. The
financial services sector will account for 6.8%, which is also a rather significant amount, given the specifics of the func-
tioning of financial institutions and their role in shaping the GDP of countries. At the same time, in countries where the
financial market is developed at a high level, advertising spending, including digital advertising, by financial institutions is
much higher. This is confirmed by statistical data on digital advertising spending by financial institutions in the USA. The
corresponding data are shown in Figure 3.

Thus, financial institutions spent 18.2% of all spending on digital advertising in the United States by the end of 2024. In
terms of share, this is second only to the communications sector, i.e., the information technology sector. This indicates
that the owners of financial institutions are focusing their attention on selling financial products primarily through digital
channels, since their use is more rational in modern conditions and effective.

Total N 12,60%
other NG 19,50%
Media & entertainment | 2,70%
Technology & electronics [ NN ©,70%
Travel [N 3,90%
Retail NN  10,60%
Healthcare & pharma [ NN 12,50%
Automotive NN 14,70%
Consumer packaged goods (CPG) I 16,60%
Financial services NN 18,20%
Telecom I 20,90%

Figure 3. Digital advertising spending in the USA, 2024, % change. (Source: Ethan Cramer-Flood, 2024)

Financial institutions take an active role in the circulation of financial resources, their formation, distribution, redistribution,
and use. These institutions play a key role in the functioning of the financial system. In a market economy, financial
institutions are key institutional entities that perform an intermediary role between those economic entities that have
temporarily free financial resources and those entities that need to attract them for their own development. The marketing
activities of financial institutions are primarily associated with attracting financial resources of business entities. For this
purpose, various marketing tools are used that help convince the owners of funds to transfer them to the financial institu-
tion on appropriate terms. Next, there is a process of searching for those objects, entities, and financial instruments in
which it is advisable to invest the attracted resources. In many cases, marketing tools are also used for this, especially in
the field of lending to business entities, to sell financial products in the highly competitive financial services market. For
example, at the end of 2024, there were 3,812 credit institutions in the eurozone, which indicates a fairly high level of
competition between them in the financial services market. A significant part of them are large global financial institutions
with a significant number of structural divisions in different countries of the world (Figure 4).
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Figure 4. Number of credit institutions in the euro area from 2007 to 2024. (Source: Statista Research Department, 2025)

Let us consider in more detail the specific features of the economic activity of financial institutions, which determine the
peculiarities of their implementation of marketing activities. Among them, the following should be highlighted:

1.

10.

Play an indirect role in the process of circulation, distribution, and redistribution of financial resources between
economic entities.

For their own functioning, they must attract financial resources from economic entities that differ in various
characteristics, including the specifics of economic activity, and this requires the use of different approaches to
attracting such resources.

Financial institutions provide a significant range of various services, especially active ones, i.e., those that consist of
lending and investing in various economic entities, which makes it difficult to organize operational activities that
would take into account both the specifics of the developed financial products and the peculiarities of the economic
activities of such entities.

Activities of financial institutions are quite strictly regulated by state institutions, which is due to their important role
in ensuring the stability of the functioning of the country's financial system as a whole, and accordingly, the national
economy.

There are different types of financial institutions, and accordingly, each of them has its own specific features of
functioning, the use of various financial instruments, both for attracting funds from economic entities and for their
use.

Financial institutions are constantly faced with various financial risks, which require them to develop and implement
appropriate mechanisms to manage them.

Formation of income of financial institutions occurs through the provision of a significant range of various services,
ranging from lending, investing, and ending with payment services, which requires the organization of operational
activities to provide each of these services.

Activities of financial institutions are quite closely interconnected, since they operate in a single financial services
market, in which the provision of certain financial products is accompanied by the provision of other financial services.
At the same time, financial institutions can act as creditors for other financial institutions, cooperate to meet the
needs of different clients, and have the same owners who diversify their financial business, investing in different
types of financial institutions.

Activities of financial institutions largely depend on the quality of financial services and the quality of communication
with their clients, since it is trust and loyalty that play an important role in generating income, attracting new clients
and their resources, and generally ensuring competitiveness in the financial services market.

Significant level of interconnection between financial institutions, their important role in the circulation of financial
resources, also determines the significant dependence of these institutions on various factors that constantly influence
their activities, starting from macroeconomic factors and ending with political, social, informational, and security
factors.

The specifics of the activities of financial institutions significantly affect all aspects of their activities, including marketing.
Classical marketing models, which are mostly developed by scientists and practitioners for industrial companies, large
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joint-stock companies engaged in the production of various types of products, are not always relevant for financial insti-
tutions. The marketing activities of banking, non-banking financial and credit institutions are primarily associated with the
sale of intangible objects, the corresponding service, which also differs significantly in its specificity from other services
provided by other economic entities. The specificity of the financial service is that it can be provided, as a rule, exclusively
by financial institutions, and its quality depends on a significant number of factors that are not always determined and
controlled by these institutions. For example, in Ukraine, banking institutions are monopolists in the field of payment
services, and all settlements in any case occur with the indirect role of commercial banks.

Thus, taking into account the specifics of financial institutions and their activities, it is possible to specify the following
specific features of the implementation of their own marketing activities by these institutions, namely:

= available different types of consumers of financial services, which significantly complicates focusing on a specific
group of clients; financial institutions, as a rule, provide their services to households, business entities, and govern-
ment agencies;

= financial institutions provide a fairly segmented set of financial services, and, accordingly, it is extremely difficult to
significantly expand the number of these services. Among the main services, the following can be distinguished:
deposit, credit, investment, and payment services, which are provided to different types of clients. Financial institu-
tions can, first, compete, and this is what they emphasize in their marketing activities, only by changing individual
parameters of financial products (price, discounts, accompanying services, conditions, etc.);

= the financial services market is highly competitive, and therefore financial institutions are interested in implementing
successful marketing campaigns that would allow them to attract not only new clients, but also ensure their compet-
itiveness, a high level of reputation, and brand recognition;

= financial institutions differ significantly from each other, which is due to different scales of activity and types of
owners. A significant number of them are state-owned financial institutions, which already have certain competitive
advantages, and it is sometimes quite difficult for ordinary private companies to compete with these institutions. It
is important to take these conditions into account when organizing your own marketing activities;

= for a financial institution, its image and reputation are also important, although non-banking institutions pay less
attention to these aspects. However, the specifics of their work are somewhat simpler compared to the activities of,
for example, systemic commercial banks, etc.

Thus, taking into account the above, it can be stated that the marketing activities of financial institutions do have their
own characteristics, and in modern conditions of digitalization of the financial services sector, banking and non-banking
financial institutions should take into account the possibilities of using digital technologies in these activities, taking into
account the available resources and the specifics of providing financial services to different categories of clients. Modern
trends in the digitalization of marketing activities of financial institutions lead to the gradual implementation of a holistic
system of digital marketing, which is formed and developed through the active use of information and communication
technologies in all areas of marketing activities. Let us consider in more detail the essence of digital marketing and its
characteristic features.

Digital marketing can be considered a set of strategies, methods, and tools that are used by economic entities to sell their
own goods and services using digital channels, the Internet, and other electronic devices. The above statement is quite
abstract, but it is extremely difficult to specify the clearer essence of digital marketing, since a significant number of
different digital technologies are used within it. At the same time, these technologies today independently form separate,
new areas of communication with customers, and this allows them to be used for the sale of goods and services. Also, in
modern conditions, their reputation among customers, partners, and competitors has begun to play an important role in
the functioning of financial relations and other business entities, which is primarily associated with the functioning of social
networks, which have significantly increased the level of openness of the activities of these entities.

Digital marketing is currently developing worldwide in parallel with the formation of the digital economy. Accordingly,
individual components of digital marketing are actively developing, including, for example, advertising, which today is
largely carried out through the use of digital technologies. In 2024, digital advertising spending in Europe amounted to
118.9 billion euros, which is 16% more than in the previous year (IAB UK, 2025).

The United Kingdom is the largest digital advertising market in Europe. In 2024, digital advertising spends in the UK
reached a record high of GBP 35.5 billion, up from GBP 7.5 billion just a decade ago. What's more, this figure also exceeded
the spending recorded in the next four largest European advertising markets combined. The UK has also been at the
forefront of another notable trend, namely the shift to mobile. The data shows that mobile devices account for the largest
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share of European digital advertising spend, currently standing at around 49 percent, while investment in mobile advertis-
ing campaigns in the UK is already set to reach 80 percent by 2024 (Oberlo, 2025).

Taking into account the above, it can be predicted that the development level of digital advertising and the formation of
the digital marketing system within economic entities will only form even faster, deepen, and digital technologies will
penetrate all components of marketing activities. Let us define the characteristic features of digital marketing (Figure 5).

It is the detailed analysis based on real information accumulated using digital technologies and, in general, in the process
of implementing marketing activities within the digital space that allows for a more rational selection of those channels
and methods through which goods will be sold, services will be provided, and interaction with customers will take place.
At the same time, the digitalization of marketing activities also contributes to a faster response to potential threats to the
reputation of the economic entity, the formation of a negative image in social networks, and, in general, in the open digital
space, which can lead to a decrease in sales and production volumes.

1
1
1 the presence of an order of magnitude more different
i channels for selling services, goods, and interacting with
|:l,> Multichannel |:> customers. Among them are the following: official
1 websites, social networks, messengers, mobile
applications

all actions and processes related to marketing activities
are performed using digital platforms, technologies, tools,
machine learning, Big Data technologies, artificial
intelligence are applied

Virtuality

Digital marketing allows you to implement mechanisms
for personalizing services, products, and customer
interactions.

Personalization

Digital marketing allows enterprises to quickly change
strategic and tactical directions of marketing activities,
change sales channels for goods and products, and look
for new customers through transformations that occur in
the markets of goods and services or in the national
economy as a whole.

Adaptability

CHARACTERISTICS OF DIGITAL MARKETING

Digital marketing allows you to obtain significant amounts
of information about customers, trends occurring in the
market of specific goods and services, analyze existing
offers from competitors and thereby form your own
proposals for the creation and implementation of new
marketing campaigns.

Analytical rationality

Figure 5. Characteristics of digital marketing.

Let's take a closer look at the features of digital marketing in the activities of financial institutions. To do this, we will
consider the digital marketing system of these institutions, its main components, and the features of functioning in modern
conditions.

In general, taking into account the essence of digital marketing and the peculiarities of the economic activity of financial
institutions, it can be stated that the digital marketing system of the financial institution is a set of interconnected structural
divisions of the financial institution, which, through appropriate channels, processes, technologies, solutions, using appro-
priate methods and tools, interact with each other to implement measures to attract new customers, support effective
communication with existing consumers of their services, which is carried out in accordance with current legislation and
the real capabilities of this institution to implement the marketing activities and implement the digital development model
(Figure 6).
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DIGITAL MARKETING SYSTEM OF
FINANCIAL INSTITUTION

~_t

a set of interconnected structural divisions of a financial
institution that, through appropriate channels, processes,
technologies, solutions, using appropriate methods and tools,
interact with each other in order to implement measures to
attract new clients, support effective communication with
existing consumers of their services, which is carried out in
accordance with applicable legisiation and the real capabilities of

Insufficient financial
capacity of the financial
institution

Legislative restrictions on
marketing activities by
financial institutions

The inability of a financial
institution to use digital
technologies in its own

such an instftution to implement marketing activities and
implement a digital development mode/

marketing activities

~_~

Insufficient level of
development of digital
infrastructure

components

EXTERNAL ENVIRONMENT

~_~

Lack of an adequate level
of information security in
a financial institution

institution

a set of structural divisions of a financial

LIMITATIONS IN SYSTEM FORMATION

Lack of active marketing
activities by the financial

canals
technology
methods
tools

decision

institution

processes

Insufficient level of
intellectual potential

Development of a financial product, determination of the

Analysis of the financial services market, its segments for

products to existing clients

main terms of its sale and provision of a financial service |~ [~ which a new financial product is being developed
Sales of financial products, interaction with clients <> Advertising a finandal product, using various channels
and tools
Analysis of the possibility of selling other, related financial | [ . [ Supporting communication with clients regarding the

fulfillment of contractual obligations

in the relevant markets

Analysis of the financial services market and development
of a development strategy with the identification of those
financial products that are appropriate to develop and sell

A

.| the financial institution when fulfilling their obligations and

Analysis of customer behavior in terms of interaction with

providing further information support to such customers
with the aim of selling new financial products in the future

~_~

RESULT OF THE SYSTEM FUNCTIONING

|
v

v v v v v v
New financial New customers New sales Ari?/fri?:l Incrlz?lzllngfthe Ensuring a Customer
products markets T positive image loyalty and trust
streams competitiveness

Figure 6. Digital marketing system of a financial institution. (Source: compiled by the authors (Targosz M., 2025; Torossian R., 2024)

It should be noted that the outlined system should be developed in accordance with the implementation strategy for the
development of the financial institution and directly depends on the main strategic directions of its activity. In modern
conditions, marketing consists not only in selling goods, pricing, searching for new markets and directions for the sale of
financial products, but to a large extent, and what is especially important for financial institutions, marketing also consists
in forming a positive image of a financial institution. These institutions today are trying to demonstrate commitment to
modern trends in economic development, primarily by supporting measures to implement the sustainable development
model, creating appropriate financial instruments and products for financing those projects that are aimed at increasing
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the efficiency of natural resource use, ensuring the rational use of secondary raw materials. The involvement of financial
institutions in social and environmental development is especially important today in those countries where significant
attention is paid to the issues of rational environmental management and the implementation of the sustainable develop-
ment model. For example, banking institutions that are structural divisions of foreign banks are also trying to implement
their own development models that would correspond to the general values and mission of the main banking institution.
This approach for the financial institution requires significant marketing efforts to promote the specific mission of this
institution based on sustainable development, the use of digital technologies for this purpose, and to inform clients about
the results of development and progress towards achieving the set goals. All this in modern conditions forms the reputation
of the financial institution and the stability of its development in the long term. At the same time, the digital marketing
system makes it possible to ensure the formation of a positive image of this institution if it is used correctly.

Accordingly, digital marketing already plays an important role in the activities of a financial institution today. Some of these
institutions are already moving to the model of this marketing, while other institutions use its individual elements, tools,
and methods in their activities. At the same time, it is possible to specify the advantages and disadvantages of forming a
digital marketing system in the activities of the financial institution. Accordingly, the disadvantages of creating the digital
marketing system within a financial institution are presented in Figure 7.

DIGITAL MARKETING FINANCIAL INSTITUTION

disadvantages

the need for investment funds in the initial stages of forming a the need to attract highly qualified specialists in both marketing,
digital marketing system g digital marketing, and IT

the need to ensure a high level of protection of information The sale of financial products through digital channels and the
accumulated from customers, which is usually personalized, support of communication with clients in the information space
accompanied by an additional level of responsibility for its are accompanied by a significant level of dependence on the
preservation quality of the technical support of the financial institution.

A
Y

insufficient development of internal digital culture, digital skills of
employees, for the effective use of digital technologies in
marketing activities

accidental errors in the promotion of financial products can
negatively affect the image of a financial institution

A
Y

formation of a certain dependence on additional services of some customers may react negatively to digital content,
advertising agencies, outsourcing companies involved in the especially if the financial institution implements a rather
marketing activities of financial institutions aggressive policy regarding the sale of its own financial products

A
Y

the importance of synchronizing the work of various
departments of a financial institution in terms of developing
financial products and promoting them through digital channels, |«
which creates additional risks for ensuring the effectiveness of
using digital technologies in marketing activities

the possibility of insufficiently high effectiveness of advertising

activities through digital channels, given the significant level of

competition with other financial institutions that also use such
channels to sell their own financial products

Y

A 4

Some clients remain committed to the classic model of receiving financial products, which is associated with the presence of physical
branches of financial institutions and the possibility of physical contact with employees of such institutions.

Figure 7. Disadvantages of using digital marketing in the activities of the financial institution.
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Among the advantages, in our opinion, the following can be distinguished:
1. Increasing sales channels for financial products.
Expanding the audience and increasing demand for various financial products.

Obtaining significant amounts of information about the behavior of consumers of financial products.

S

Improving the quality of financial risk management based on a deeper analysis of the behavior of financial services
consumers.

Improving the quality of information interaction with customers.
Reduction in operating costs in the short term.
Increasing the efficiency of using the marketing budget.

The ability to receive feedback from customers, information that is more objective and corresponds to reality.

o ® N o wu

The ability to better meet the needs of different categories of clients in financial products has a positive impact on
the diversification of income and expands the capabilities of the financial institution.

10. Increasing the competitiveness level of the financial institution, its perception as an innovative institution that uses
modern information capabilities in its own activities.

11. Increasing the interaction level between different financial institutions for the sale of complex financial products, and
involvement in joint marketing campaigns using digital technologies.

12. Possible use of digital technologies in routine processes that occur during marketing activities, which allows for more
effective use of the intellectual potential of employees.

In modern conditions, digital marketing already plays a special role in the customization of financial services. It is the
presence of digital technologies, their active use in marketing activities when developing financial products, determining
the parameters of their provision, that allows us to change the approach to pricing financial resources, to change the
general approach to selling financial products through the gradual introduction of mechanisms for personalizing the inter-
action with the client, which is based on the processing of significant amounts of information about his financial behavior,
habits, lifestyle and other factors that describe the characteristics of life and specific features of the use of financial services
by a particular consumer. Figure 8 presents the results of the survey on the biggest changes that have occurred in the
marketing system over the past year. Around 44% of respondents answered that one of the biggest changes was the
increase in attention to customer experience. There is a more in-depth study of consumers' personal data for selling them
goods and services.

50%
45%

40:/ ’ 35% 35%
220;: 31% 29%
25%
20%
15%
10%
5%
0%

Focusing on the customer Creating content that Using data to inform your Using data to demonstrate Providing customer service
and their experience reflects your brand’s values marketing efforts ROI through social media

44%

tics)

A similar situation regarding the conceptualization of attention to the personal characteristics of clients is observed in the
financial sector, where financial institutions actively use digital technologies and develop appropriate algorithms for this
purpose.
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Customization of financial services is possible only in those conditions when a financial institution has the ability to auto-
matically process significant amounts of information about its clients and thereby determine typical models of their financial
behavior. Figure 9 presents a set of features of customization of financial services and the results of using this approach
for the work of financial institutions.

It is digital technologies that have made it possible to activate this direction of sales of financial products and interaction
with clients. Using digital technologies, especially those that are created for processing big data, storing information,
collecting data about clients from open sources of information and internal sources already owned by a financial institution,
makes it possible to implement the comprehensive mechanism for developing individual financial products for certain
categories of clients of the financial institution or groups of consumers, which are distinguished by certain features of their
financial behavior. It is more than certain that in the future, financial institutions will actively use customization of their
own financial services as one of the directions of increasing income and, most importantly, a way to ensure their own
competitiveness in the financial services market. These institutions, having significant financial resources, have the ability
to invest them in improving the quality of financial services and expanding the existing client base.

Let us consider in more detail the types of digital tools that financial institutions can use in their marketing activities today.
It should be noted that quite a lot of these tools have already been developed today, and they cover various sales channels
for financial products. Among these tools, there are quite complex and systemic ones that contribute to the development
of individual areas of marketing activity, and there are those that can be used partially, if necessary, to achieve specific
goals.

CUSTOMIZATION

v

FINANCIAL SERVICE
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customization of financial services of financial service customization

mandatory use of digital technologies to process better analysis of customer information allows us to
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Figure 9. Features of financial service customization and results using this approach for the work of financial institutions. (Source: com-
piled by the authors)
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1. SEO promotion — this is a tool related to the development of official websites of financial institutions, their creation
based on modern approaches to building websites specifically for financial institutions. An easy-to-use official website
can help improve the position of the financial institution in the financial services market and help attract new clients.

2. Email marketing — this tool is quite common among financial institutions today, as it allows you to provide, first of
all, current information about customers' accounts. At the same time, financial institutions also use this tool to provide
customers with information about their own financial products, which have also become available to them, and about
increasing credit limits on cards. The number of emails in the world is increasing every year, which indicates the
active development of this channel of interaction between consumers, manufacturers of goods and services.
Accordingly, it is advisable to use this channel for their sale. For example, at the end of 2018, 281.1 billion emails
were sent every day in the world, then in 2023 - 347.3 billion emails, and in 2027 - 408.2 billion emails are predicted
(Figure 10).

3.  PPC advertising — this tool allows you to convey information about financial services to customers as much as possible,
since it makes it possible to determine the segment audience according to various indicators and subsequently use
different options for advertising financial products for each of these groups, depending on the individual needs of
customers. At the same time, within the framework of this advertising, advertising titles may change, advertising
campaign slogans may change partially for different categories, and these or other elements of this advertising may
be displayed depending on the target group for which this advertising is being developed.

4.  Video marketing is a tool that allows you to develop more segmented advertising campaigns that are aimed at a
specific target audience. Video marketing is associated with the creation of video content that can be provided to
customers based on the information about their previous viewings, other digital content, if the financial institution
has access to this information, and if customers have allowed it to collect such data. Video marketing allows you to
primarily influence the visual perception of information by customers, explain complex financial products in simpler
language, and advertise ways to interact with a financial institution to purchase financial products. Video marketing
can deepen cooperation with customers by sending personalized video materials that take into account the specifics
of the financial behavior of a particular customer. The role of video marketing in modern society is only growing.

5.  SMM -promotion - this tool consists of using social networks to collect information about customers, analyze it,
develop personalized financial products, support communication with customers, which ultimately allows you to
expand the base of financial services consumers, ensure the formation of a positive image of the financial institution,
and gain customer loyalty. The analysis of customer behavior in social networks also allows financial institutions to
receive feedback on their own activities and financial products, which is carried out through the analysis of positive
and negative customer reviews. Financial institutions today pay significant attention to the use of this product sales
channel to attract primarily young consumers who are more actively using social networks for communication. Figure
11 presents data on the feasibility of placing information about financial services in various social networks.
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Figure 10. Number of sent and received e-mails per day worldwide from 2018 to 2027, billions. (Source: Statista, 2025)
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Categories of services are increasingly investing in video channels and content. Approximately two-thirds of total push
media spending in 2023 was allocated to video platforms, including OTT, Facebook, Instagram, and TikTok (Iquanti, 2024).

6. Web analytics is a set of tools that allow financial institutions to accumulate, collect, and process information about their
clients and study models of their financial behavior. This information is collected based on the analysis of official websites
of financial institutions, the analysis of user appeals to financial institutions, and the study of client requests for individual
financial products. Financial institutions are interested in collecting as much information as possible about their clients,
which allows, on the one hand, to better ensure the implementation of advertising campaigns for the sale of new financial
products, and on the other, to improve the quality of financial risk management. At the same time, analytics can also be
used to analyze the process of using a financial service itself, starting from the extent to which a client uses various
financial products (credit limits, types of deposit products, method of interaction with a financial institution: offline, online,
methods of interaction online, etc.). Web analytics also allows you to determine which financial product sales channels are
the most effective, which products are most in demand in individual segments of financial service consumers.
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Figure 11. Results of the best time study posting information about financial products on social networks. (Source: Mikolajczyk K., 2025)
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In addition to the above digital marketing tools, financial institutions today also use other tools, which allow for the most
effective use of both existing information about customers and the potential for selling financial products through various
digital channels of their implementation (Table 2).

Table 2. Additional digital marketing tools for the customization of financial services. (Source: systematized by the authors)

Item

No Type of tool Usage content

The system allows for a comprehensive approach to organizing the interaction of a financial institution with clients and other
1 CRM systems counterparties, managing general communication with them, which ultimately allows offering clients personalized financial
products based on an analysis of the history of interaction with them.

allows marketers and managers of financial institutions to predict the situation in the financial services markets, their indi-

Predictive An- vidual segments, and to determine the directions that will be most effective for the development and sale of financial prod-

2 . ucts based on the analysis of information about customers and competitors. Predictive Analytics in the first queue is related
alytics - : : . " . A .
to statistical and mathematical processing of customer data, customers who, in modern conditions, require using machine
learning, application technologies, and artificial intelligence.
) This tool represents appropriate complex systems, the use of which allows to significantly automate individual processes in
Marketing Au- - - ) e : ? / ] . .
. the marketing activities of financial institutions, automatically analyze the financial behavior of clients, determine their pro-
3 tomation Plat- . ; - L - ) " . . : -
forms files and, on this basis, perlodls_:a_lly, automatha!ly send offers (_Jf f_lnar_1C|a_I services, notify abqut prorr_10t|0ns, remind about
the need to make payments, visit structural divisions of financial institutions to extend financial service agreements, etc.
This tool allows you to automatically organize interaction with clients based on their financial behavior and send messages
Trigger Mar- after individual actions and situations that arise with the client. The tool is primarily designed to identify clients' needs for
keting financial services based on the analysis of their consumer behavior and offers of additional financial services after customer

actions related to the use of financial resources, purchasing, paying for services using credit cards, etc.

This tool consists of sending relevant instant messages and is an important element of marketing for financial institutions,
Push notifica- since through such messages, financial institutions provide information quite quickly. customers about new financial prod-
5 ucts, remind them of the need to make payments on credit products, provide information about accrued interest on deposit

tions services, and informal interaction with customers takes place. The main advantage of this tool is the speed of informing cus-
tomers, which is achieved through the use of electronic gadgets and applications installed on them.
This tool is a visualization of the communication process of a financial institution with a client, which involves displaying the
Customer first stages of this communication, specifying those situations when the corresponding interaction occurred. Visualization
6 Journey Map- occurs, first of all, through the use of retrospective analysis of the communication process, which provides a clearer picture
ping of the financial behavior model, the level of client demand for financial services, and the list of services that are in demand
by a particular client.
This tool is an integral part of the personalization of financial services, as it allows you to experiment with different ap-
A/B and Multi- proaches to developing financial products for individual customer segments, and change the parameters of providing finan-
7 variate Testing cial services to increase the effectiveness of advertising and their sales. The tool can also be used to study the reaction of
customers to different channels of interaction with a financial institution. The use of this tool allows you to more quickly
change individual elements of marketing activities and advertising of financial products depending on the results of testing.
This tool allows financial companies to segment their clients based on various indicators. As a result, separate groups of cli-
8 RFM analysis ents are identified for whom appropriate financial products can be developed, taking into account the peculiarities of their

financial behavior and interaction models with the financial institution. At the same time, separate approaches can be devel-
oped to assess financial risks that may be associated with the provision of services within each of the identified groups.

consists of developing advertising products, specific advertisements for those clients who are consumers of financial prod-
ucts of specific financial companies, or have interacted with such companies in the past. Using the potential demand of for-
mer clients is an important element of selling new financial products, taking into account the previous features of such cli-
ents' use of financial institution services.

9 Retar - getting

Geotar - get- This tool consists of developing and implementing advertising of financial products for categories of clients living in different

10 ting regions, which is due to the specifics of conducting economic activities in different territories of the country, etc.

Thus, we can state that today, financial institutions have a wide range of already created and practically tested digital
marketing tools that can be used to implement the personalization concept of financial products. Active use of digital
technologies allows only to improve the application of these tools, to use their potential more deeply. Most of the outlined
tools can be used only due to the presence of significant amounts of information about current and potential clients of
financial institutions, the processing of such information, its segmentation, etc. Accordingly, we can state that digital
marketing today is an integral part of the process of customization of financial services; in fact, it forms the basis for
personalization of interaction with financial institutions.

According to researchers, the role of digital channels in spending, such as digital advertising, will only grow in the future.
The relevant data is presented in Table 3.
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Table 3. Future development of digital marketing in 2025-2028, USD billion. (Source: Kumar Naveen, 2025; Oberlo, 2025)

Advertisement type 2024 year 2025* 2026* 2027* 2028*
Audio advertising 11.1 11.9 12.4 12.8 13.2
Banner advertising 174.4 185.9 196.5 207 217.6
Advertisement 21.7 22.1 22.5 23 23.4
Influencer advertising 35.1 39.3 43.5 47.8 52
Search advertising 306.7 334.4 362.3 389.8 417.4
Video advertising 191.3 205.1 217.7 229.8 241.9
Total 740.3 798.7 854.9 910.3 965.6

Thus, we can state that by 2028, digital advertising spending is expected to grow in virtually all areas. In particular, the
growth is expected in the field of search advertising and video advertising. The presented figures only confirm the further
active development of digital marketing in the future, and of course, financial institutions will play an important role in
this.

In general, among the consequences of using digital marketing tools in the process of customizing financial services, the
following can be distinguished:

1. The use of digital marketing tools contributes to improving the quality of customer interaction with financial
institutions through, on the one hand, the virtualization of this interaction, and, on the other, a deeper analysis of
customer behavior by these institutions and, accordingly, an understanding of the needs of their customers.

2. Digital marketing allows you to better identify groups of clients of the financial institution and, accordingly, offer each
of them a certain set of financial products, which ultimately increases the volume of financial services sold and,
accordingly, the income of these institutions.

3. Digital marketing helps improve customer interaction with financial institutions, which ultimately forms a relationship
of trust between them, and this ensures increased customer loyalty, increasing their tendency to use additional
financial products specifically identified on their personal information, on the recommendation of these institutions.

4. Digital marketing tools significantly increase the efficiency of advertising companies and marketing activities in
general, which affects the rational use of investment resources of financial institutions that they use to carry out such
activities.

5. Virtualization of customer interaction only deepens the customization process due to the ability to ensure constant
support for customer relationships through the use of digital marketing tools.

6. Digital marketing also contributes to the sale of financial products, not only to regular customers of financial
institutions but also to former customers, which is important from the point of view of ensuring revenue growth.

7.  Digital marketing allows you to use the internal reserves of the financial institution to increase the volume of sales of
additional financial services accompanying financial products to clients, which also has a positive effect on the income
of financial institutions.

8.  Digital marketing also contributes to a more successful use of classic marketing tools, especially during advertising
campaigns, the implementation of which is accompanied by a preliminary analysis of consumer perception of
advertising, which is carried out in order to prevent the emergence of negative emotions in customers.

9. The combination of digital marketing tools with the digitalization of operational activities allows customers to quickly
access the purchase of financial services while receiving various information from financial institutions about new
opportunities, which occurs through the use of various digital channels.

Digital marketing plays a key role in the development of financial products, as its tools provide a deep analysis of the
financial services market, determine its possible directions, directions of transformation of individual segments of this
market, and accordingly analyze the growth of demand and supply of various types of financial services. This, in turn,
allows you to develop relevant financial products with acceptable conditions for customers. Competitive financial products
are the key to the effective development of financial institutions, and their relevance and timeliness allow you to quickly
sell them, receive income, and expand the activities of such institutions.
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DISCUSSION

Supporting the opinion of Amin et al. (2025); Sreesuknam et al. (2025), it is advisable to pay attention to the analysis of
the impact of digital transformation on marketing effectiveness, the developed model of digital marketing strategy and the
analysis of the development of the Ukrainian credit market in conditions of macroeconomic instability and under the
influence of digitalization challenges.

Given the relevance of the research by Liu et al. (2025); Hidayat et al. (2025); Koch et al. (2015), it is considered practically
expedient to analyze the algorithm for implementing digital marketing and propose a mechanism for the development of
Fintech technologies, assess the use of innovations in digital marketing, and analyze the features of mass customization
of financial services.

The studies of Jarvinen et al. (2003); Al-Hashem et al. (2022); Albashrawi (2019); Guo et al. (2020) are of practical
importance, which is due to the analysis of options for making strategic decisions in the service sector taking into account
digital technologies and personalization in financial services, the development of an electronic personalization model to
increase customer satisfaction and identify the impact of security and personalization on the intention to continue mobile
banking.

This study differs from existing articles in several key aspects. First, it offers a more detailed and comprehensive assess-
ment of financial services customization, examining not only its basic principles but also the specific mechanisms and
technologies that enable this customization. This allows us to consider different approaches to customization and their
impact on customer satisfaction and the efficiency of financial institutions. Second, it focuses on the relationship between
digital marketing and customization. Third, the article examines in detail how specific digital marketing tools can be used
to effectively implement financial services customization. Fourth, this study includes practical recommendations for imple-
menting customization and digital marketing in financial institutions, which significantly increases its practical value. Fifth,
an important aspect of the study is the analysis of the impact of financial services customization through digital marketing
on the competitiveness of financial institutions in the long term.

Given the above, this article fills the gaps in existing research by offering new perspectives and practical solutions for
financial institutions in the context of service customization through digital marketing.

CONCLUSIONS

In the article, the theoretical and practical provisions on the use of digital marketing in customizing the services of financial
institutions are studied. This was done through the detailed consideration of the essence of digital marketing and the
features of building its system in these institutions. It was found that today financial institutions, actively participating in
the digitalization of their own activities, on the one hand, are forced to transform their own marketing systems taking into
account the new capabilities of digital technologies, and on the other, they are themselves interested in using digital
channels to promote their own services, sell financial products, and improve the quality of interaction with customers. The
article also determines that it is important for the development of marketing activities to create a digital marketing system
in which all processes, actions, relationships, subjects, methods, and tools are harmoniously and coherently combined,
which ultimately allow for the implementation of new approaches to the development and sale of financial products,
analysis of the financial services market, research of competitors' positions, study of other financial service offers, and
forecasting the future situation in this market and in its individual segments.

The article pays significant attention to the study of the essence of the customization of financial services. It is established
that customization is a new approach to the sale of financial products, which consists of the development of mechanisms
and methods for creating personalized financial services that take into account the personal characteristics and features
of the economic activity of current and potential clients of financial institutions. It is established that customization today
is an emerging trend in the development of financial institutions, since its use is primarily associated with the development
of digital technologies and the ability of financial institutions to use these technologies in the process of developing per-
sonalized financial products.

Based on the results of the essence of financial service customization, it was found that, first of all, this approach to the
sale of financial products can be ensured only by changing the established model of digital marketing in the activities of
financial institutions. Accordingly, the article, through the analysis of modern marketing tools, in particular digital market-
ing, specifies those of them that should be used in modern conditions for the sale of personalized financial products. It
was determined that the process of using these tools is complex, multifaceted and requires a harmonious combination of
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various digital marketing tools in the process of development, sale of financial products to clients, taking into account their
financial condition, potential demand for financial services, history of using financial services and interaction with a financial
institution, and other characteristic features that reflect the peculiarities of the model of his financial behavior. This gave
grounds to argue that the process of personalizing financial services today is a rather complex process, since it requires
financial institutions to implement complex mechanisms for developing financial products, taking into account a significant
number of factors inherent in specific clients or client segments. In addition, these segments, clusters of consumers, are
determined within the framework of individual areas of sales of financial products, namely: provision of financial services
to households, business entities, and other institutions. At the same time, it was determined that the phased use of the
approach to customization of financial services using modern digital marketing tools has significant potential for the further
development of financial institutions. This contributes to increasing their income in the long term, increasing the compet-
itiveness level in the financial services market, and forming a positive image of these institutions, taking into account their
innovative development, active role in the digitalization of the financial services sector, and the national economy.

Further research in this area may be related to the study of individual types of digital marketing tools and the analysis of
the features of their use in the development of financial products, their personalization, sales, and the analysis of infor-
mation about consumers of financial services of banking and non-banking financial and credit institutions.
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Xygoneii B., Kapnexko O., fybuHa M., basiniHcska O., [TanqeHko O., bapwiko A.

3ABE3MNEYEHHA KACTOMI3ALII NOCNYI ®IHAHCOBUX YCTAHOB HA OCHOBI PO3BUTKY
CUCTEMU LLUDOPOBOIO MAPKETUHIY

Y pocnigXeHHi po3rnsHyTO ponb LMEGPOBOro MapKeTUHry B 3abe3nedeHHi KacToMmisauii nocnyr ¢iHaHCoBUX yCcTaHoB. Lle
30iICHEHO Yepes fieTanlbHE BUBYEHHSI 0COB/IMBOCTEN EKOHOMIYHOI AisNbHOCTI hiHAHCOBMX YCTaHOB, aHani3y cneumdiyHnx
pYC 3AIMCHEHHS! HUMW BNACHOI MapKETMHIOBOI AisIbHOCTI. ABTOPY BCTAHOBU/IM, WO KAacToMi3aLlisi SIBNsiE coboto HOBWUIA Nia-
Xifl o npoaaxy iHaHCOBMX MPOAYKTIB, SIKMIA NONsirae B po3pobLi MexaHi3MiB i METOAIB CTBOPEHHSI NEPCOHANI30BaHMX
¢iHaHcoBUMX nocnyr, Wo 6inblue BpaxoByOTb 0COBUCTI BAACTMBOCTI, PUCM EKOHOMIYHOT AiSNbHOCTI AitoYMX i NOTEHLINHMX
KNIEHTIB (DiHAHCOBMX YCTaHOB. ApPryMeHTOBaHO, L0 KacTOMi3aLlisi CbOroAHi € TPEHAOM 3apPOAXKEHHS B PO3BUTKY (DiHAHCOBKX
YCTaHOB, OCKifIbkW i BUKOPUCTAHHS B MEPLLY Yepry MoB's3aHe 3 PO3BUTKOM LIMPOBUX TEXHOMOFIN | CMPOMOXHICTIO iHaH-
COBMX YCTaHOB BMKOPUCTOBYBATMW TaKi TEXHONOrIi caMe B npoueci po3pobky nepcoHanizoBaHmx iHaHCOBUX NPOAYKTIB. Y
[OCNiAKEHHI KOHKPETU30BAHO CYTHICTb KacToMisauii hiHaHCOBOI NOCNyrK, BU3HAYeHO NO3UTUBHI pe3ynbTaTu Big ynposa-
[DKEHHS Takoi KoHuenuii hiHaHCOBMMM yCcTaHOBaMu Ta 0Br'pyHTOBaHO 3arasbHi puck kacToMmisauii diHaHcoBoi nocnyru. Ha
OCHOBI pe3ynbTaTiB CYTHOCTI KacToMi3adii iHaHcoBoi nocnyrn 6yno 3'acosaHo, WO B Nepluy Yepry 3abe3neuntu ii BUKO-
pUCTaHHS AN NpoAaxy (iHaHCOBMX MPOAYKTIB MOXHA NMLLe Yepe3 3MiHy cchopMOBaHOi MoAeni LMdpPOBOro MapkeTUHIY B
JisinbHOCTI (hiHAHCOBYMX YCTaHOB. PO3rNIsSiIHYTO CYTHICTb LMPOBOro MapKeTUHIY, BU3HAYeHi oro cneumdiyHi puck, Wwo ao-
3BOJIMSI0 KOHKPETU3YBaTU CYTHICTb CUCTEMU LMPPOBOrO MApKETUHIY, BU3HAUUTU ii CTPYKTYPHI eneMeHTn, obMexeHHs dy-
HKUIOHYBaHHs, pe3ynbTaTh 3abe3neyeHHs edekTmBHOI poboTu. MNpoBeaeHo aHani3 nepesar i Heaonikis hoOpMyBaHHs cUC-
TEMU UMDPOBOro MapKETUHIY B AisIbHOCTI (hiHAHCOBOI YCTAHOBM 3 ypaxyBaHHSIM Cy4acHWUX TeHAeHLUin umdposisadii ua-
pyHKM iHaHCoBMX Nocnyr. Ha ocHOBI aHani3y pe3ynbTaTiB AOCNIAKEHHS CYTHOCTI CUCTEMM UMQPOBOro MapKeTUHIYy (iHaH-
COBOI YCTaHOBW TAKOX PO3rSAHYTO IHCTPYMEHTU UMbPOBOro MapKeTUHry, sKi AOUINbHO BUKOPUCTOBYBaTU Ans 3abesne-
YeHH$ NpoLecy KacToMizalii iHaHCOBMX Nocayr. Y NiACYMKY BU3HAUYEHO HACNiAKN BUKOPUCTaHHS TakuX iHCTPYMEHTIB Anst
pob0oTH hiHaHCOBMX YCTaHOB. BusHaueHo, WO npouec BUKOPUCTaHHS 3a3HauyeHMX iHCTPYMeHTIB € cknagHuM, 6araTtoacne-
KTHUM | BUMara€ rapMoHiMHOro NOEAHAHHS Pi3HMX IHCTPYMEHTIB LMGPOBOro MapKeTMHry B MpoLeci po3pobku, npoaaxy
¢hiHaHCOBUX MPOAYKTIB KNIEHTAM 3 ypaxyBaHHSIM iXHbOro hiHAaHCOBOrO CTaHOBMLLA, MOTEHUIMHOMO MOMUTY Ha hiHAHCOBI
Nocnyru, icTopii BUKOPUCTaHHS iHAHCOBMX MOC/YT i B3aEMOZii 3 (hiHAHCOBOI YCTAHOBOIO, iIHLIMX XapaKTepHUX O3HaK, SKi
Biflo6paxatoTb 0co6MBOCTI Moaeni Moro diHaHCOBOT NOBEAIHKN.

KnwouoBi cnoBa: MapKkeTuHr, UMMPOBUIA MapKETUHr, IHCTPYMEHTM UMMPOBOro MapKeTWHry, (iHaHCOBa YCTaHOBa,
MapKeTUHIroBa Ais/IbHICTb, KacToMi3auisl, hiHaHCcoBa nocnyra
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