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Y po0GoTi KOHKpETH30BaHO (AKTOPH PO3BUTKY OAHKIBCHKOTO CEKTOpY, MPOBEICHO
OLIIHIOBAHHS BaXXJIMBOCTI BIUIMBY BU3HAYEHUX (PAKTOPIB. 3a pe3ybTaTaMH aHali3y KOMYHIKaIlii
3 KJIIEHTaMU 3 BHUKOPHCTAaHHAM IM(PpPOBUX KaHAJIB, BHU3HAYEHO, IO 1[0 HUGPOBI KaHAIU
NOTPEOYIOTh  aKMUBHO20 3anyuenHs Kopucmysayie. Po3poOlieHO mporpamMy KOMYHIKaIliid,
HaNpaBJICHUX HAa MaKCHUMaJbHE 3aJ[0BOJICHHS MOTPEeO KIIIEHTIB 3 ypaxXyBaHHSAM JOCIIIKEHHX
ocobnuBoOCTe 1iMBOBOI ayauTopii. LlimssMu mporpamMu BHU3HAYEHO: IiJBUIICHHS 3a7Ty4E€HOCTI,
BIIHOBJIEHHA I1M(poBOro Tpadiky, akTUBI3aIlIO JIOSJIBHUX KIIEHTIB 1 CTHMYJIIOBaHHS
MYJIbTHKaHAJIBHOTO CIIOKUBAHHS TTOCITYT.

3a pe3ynpTaTaMH MPOBEACHOTO aHalli3y Ha OCHOBI pPO3paxyHKIB BCTaHOBJIEHO
e(EeKTUBHICTh 3almPONOHOBAHUX 3aXOJiB KOMYHIKaTWBHOI ctpaterii Oanky «lliBaeHHU».
[TpoBeneHi po3paxyHKH IOKa3ayd, IO BUTPATH Ha 3axoau 3 (HOpMyBaHHS KOMYHIKaTHBHOI
cTpaterii Oanky 3a0e3levarp HE JIMIIE MOBEPHEHHS BUTPAYCHHUX KOIITIB, a W (OPMYIOTh
JOJIATKOBUH MPUOYTOK, 110 MIATBEPIKYeThCs 3HaueHHAM ROI = 119,25 %, To6T0 npubyTKOBiCTh
3ax0/iB MepeBHIy€e BuTpaT. YacTka BuTpar y crpykrypi npudytky (CRR) cranoButs 46 %, mo
BKa3ye€ Ha JONYCTUMHUN piBEHb BHUTpAT HpHU 30epekeHHI peHTa0enbHOCTi. Takum 4YHHOM,
peastizariisi 3aIpoIOHOBAHUX 3aXO0/(iB € EKOHOMIYHO BUIIPABIAHOIO Ta CTPATETIYHO JOILIHHOO.
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The work specifies the factors of the banking sector development, and assesses the
importance of the influence of certain factors. Based on the results of the analysis of
communications with customers using digital channels, it was determined that digital channels
require active user involvement. A communications program aimed at maximum satisfaction of
customer needs was developed, taking into account the studied features of the target audience. The
goals of the program were: increasing engagement, restoring digital traffic, activating loyal
customers and stimulating multi-channel consumption of services.

Based on the results of the analysis, the effectiveness of the proposed measures of the
communication strategy of Pivdenny Bank was established based on calculations. The calculations
showed that the costs of measures to form the bank's communication strategy will not only provide
a return on the funds spent, but also generate additional profit, which is confirmed by the value of
ROI = 119.25%, i.e. the profitability of the measures exceeds the costs. The share of costs in the
profit structure (CRR) is 46%, which indicates an acceptable level of costs while maintaining
profitability. Thus, the implementation of the proposed measures is economically justified and
strategically appropriate.
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