ISSN 2786-6734 (Print)
ISSN 2786-6742 (Online)

3akaprnaTcbKui yropcbKui iHcTUTYT iMeHi @. Pakomi II

Acta Academiae Beregsasiensis. Economics

HayxoBuii xxypHait

Bumyck 1

beperose 2022



»Acta Academiae Beregsasiensis. Economics” 3acHoBaHo y nuctomami 2021 p. Ta BumaeThcs 3a
pimenHasM Buenoi pagn 3akapmarchkoro yropebkoro iHCTUTYTY iMeHi . Pakori II.

HaykoBwuii ’ypHan BUXOAUTH Ba pa3u Ha PiK.

PexomerndoBaro do dpyxy Bueroro padoro 3axapnamcykoeo yeopcvkoeo iHCmumymy
im. @. Paxouyi II (npomoxoa Neb 6id 28.06.2022 p.)

Pedaxuyiuna xoaezis:

T'ostoBHMI pemakTop:

Bauo Pobepm - noxrop ekoHOMiuHMX HayK, podecop (3YIim. @. Paxomi II, Ykpaina).
3acTyIIHMK rOJI0BHOTO peJaKTopa:

Honda-Hocux Hina - nokrop ekoHoMiuHMX HayK, Iipodecop (3YI im. @. Paxoi 1I, Ykpaina).
BigmosimasibHM pegaKkTop:

MaxapoBuu Bikmopia - KavgugaT eKOHOMIUHVX HayK, goreHT (3Y1 im. ®. Pakori II, Yxpaina).

UieHM pedaKIifiHOI KOJIerii:

Opao6 leop - DOKTOp eKOHOMIUHWMX HayK, Ipodpecop, akameMik AKazeMii eKOHOMIWHMX HayK
Yxpaian (3Y1 im. @. Pakori 1, Ykpatna); Kiwt €6a — foKTop icTOpUYHMX HayK, CTapIIVIT HayKOBUW
cuiBpobitHMK (3YI im. ®. Pakoni II, Ykpaina); Cmoiika Hamansia - xaHOMOAT eKOHOMIUYHMX HayK,
morteHT (3YI im. @. Paxomi II, Vkpaiua); J/lockopix T'abpiessa - mokTtop dinocodii 3 obmiky i
omomatkysaHHs (3YI im. @. Pakomi 1I, Ykpaina); Buyko6a Hamasina - HOKTOp eKOHOMIUHMX Hayk,
npodpecop, 3aciayXeHUN eKoHomicT YkpaiHmM (XapKiBCbKWII HAaI[iOHaJIBHWUI  €KOHOMIUHW
yHiBepcurer imeni Cemena Kysuens, Yxpaina); >KubBxo 3inaida - HOKTOp eKOHOMIUHWMX Hayk,
podrecop (JIbBiBCBKMII ep>KaBHWMIT yHiBEpCUTET BHYTPIIIHIX crIpaB, YKpaiHa); KoBaasenxo IOais -
TIIOKTOp eKOHOMIUHWX HayK, Ipodecop ([epkaBHNII ITOOAaTKOBUN YHiBepcuTeT, YKpaiHa); HoBiuenko
JItoOMusa - KaHOIMIAT €KOHOMIiUHMX Hayk, noueHT (HarrioHarbHa akameMist ctaTuCTMKY, OOJIKY Ta
aymury, YkpaiHa), @envBews Beponika - rabijliToBaHMI HOKTOP HayK 3 Taly3i eKOHOMIKM, IOIIeHT
(Hebpeniercekuit yHiBepcuTeT, Yropinmaa); Maxo8a Penama - rabiytitoBaHmiT JOKTOp HayK 3 Talysi
eKOHOMikm, moreHT (VYHiBepcuTeT M. Illense, CrroBarpka Pecriy6mnixa); Lisewm Baainm Yobo -
KaHOMaAaT HayK B raymysi ekoHoMiky, mpodecop (YropceKkuii yHiBepcuTeT arpapHIX HayK Ta HayK IIpo
XuUTTs, YropmuHa); Jynan Anna - gokrop dinocodii B ramysi ekoHoMikn, mpodecop (Yropcekmi
yHIBEpPCUTET arpapHMX HayK Ta HayK IIpo XWUTTs, YropmwuHa); Cac JleBenme - moxrop disocodii B
rairysi ekoHoMiky, mpodrecop (Kityspkuit yaiBepcuteT imeni babera-bortsi, PymyHsis).

YK 330

A19
Acta Academiae Beregsasiensis. Economics : nayk. xxypH. Bum. 1 (2022) / penkon. : P. Bauo,
H. Ioiina-Hocuk, B. MakapoBuu [rta iH.] ; 3akapnar. yrop. iH-T iMm. ®@. Pakomi II. — beperose : 3VYI,
2022. —1336 c. — TekcT ykp., aHr., yrop.

HayxkoBuii xypHan ,,Acta Academiac Beregsasiensis. Economics” po3paxoBaHuii Ha HayKOBIIIB,
JIOKTOPAHTIB, acIipaHTIB, MPAKTHKIB Ta MIMPOKOTO KOJIA YUTAUIB, SIKi IIKABJIATHCA MPOOIEMATHKOIO B
raiy3i eKOHOMIYHHUX HayK.

CBidoymbo npo depxabry peecmpayito Opykobaroeo 3acody macoboi ingopmayii
Cepisn KB Ne25089-15029P 6i0 08.11.2021 p.

HpyK HayKOBOIO >KypHaJly 34i/iICHEHO 3a IIIATPUMKM ypsay YropiuuHu

3aCHOBHHMK HayKOBOTO KypHaIy:
3akapriaTcbKuu yropcbkuit iHcTuTyT iMeHi @epenna Pakori I1.
Anpeca: 90202 m. beperose, 1. Komryra, 0yz.6.
Odiniiinnii caliT HAYKOBOI0 *KypHAaJIy:
https://aab-economics.kmf.uz.ua/aabe

ISSN 2786-6734 (Print)

ISSN 2786-6742 (Online)

© 3akapmnarchkuil yropcbkuit iHcTHTYT iMeHi @epenna Pakori 11, 2022



ISSN 2786-6734 (Print)
ISSN 2786-6742 (Online)

II. Rakoczi Ferenc Karpataljai Magyar Féiskola

Acta Academiae Beregsasiensis. Economics

Tudoményos folyoirat

1. szam

Beregszasz 2022



Az ,Acta Academiae Beregsasiensis. Economics” tudomanyos folyodirat 2021-ben lett alapitva és a
II. Rékoczi Ferenc Karpataljai Magyar Fdiskola Tudomanyos Tanéacsa hatarozata alapjan jelenik meg.

A tudomanyos folyoirat évente kétszer jelenik meg.

Kiaddshoz ajanlotta a II. Rakoczi Ferenc Kdrpdtaljai Magyar Féiskola Tudomdnyos Tandcsa
(2022. junius 28-i 5. sz. jegyzokinyv)
Szerkesztobizottsdg:
Fészerkeszt6:
Prof. Dr. Bacsé Robert - gazdasagtudomanyok nagydoktora, professzor (II. REKMF, Ukrajna).
Fészerkeszt6-helyettes:
Prof. Dr. Pojda-Noszik Nina - gazdasagtudomanyok nagydoktora, professzor (II. RFKMF, Ukrajna).
Felel8s szerkeszt6:
dr. Makarovics Viktoria - gazdasagtudomanyos kandidéatusa, docens (II. RFKMF, Ukrajna).

SzerkesztGbizottsag:

Prof. Dr. Orlov Igor - gazdasagtudomanyok nagydoktora, professzor, az Ukrajnai
Kozgazdasdgtudomanyi Akadémia akadémikusa (I. RFKMF, Ukrajna); Dr. Kiss Eva - a
torténelemtudomanyok nagydoktora, professzor (II. RFKMF, Ukrajna); dr. Sztojka Natdlia -
gazdasagtudomanyok kandidatusa, egyetemi docens (II. RFKMF, Ukrajna); dr. Loszkorih Gabriella -
PhD (I. RFKMF, Ukrajna); Prof. Dr. Vnukova Natilia - gazdasagtudomanyok nagydoktora,
professzor, Ukrajna érdemesiilt kozgazdasza (Simon Kuznec Harkovi Nemzeti Gazdasagtudomanyi
Egyetem, Ukrajna); Prof. Dr. Zsivko Zinaida - gazdasdgtudoméanyok nagydoktora, professzor
(Lembergi Allami Beliigyi Egyetem, Ukrajna); Prof. Dr. Kovalenko Julia - gazdasagtudomanyok
nagydoktora, professzor, (Allami Adoéegyetem, Ukrajna); dr. Novicsenko Ljudmila -
gazdasagtudomanyok kandidatusa, docens, (Nemzeti Statisztikai, Szdmviteli és Konyvvizsgaloi
Akadémia, Ukrajna); Dr. habil. Fenyves Veronika - PhD, egyetemi docens (Debreceni Egyetem,
Magyarorszag); Dr. habil. Ing. Machovd Rendta - PhD, egyetemi docens (Selye Janos Egyetem,
Szlovékia); Prof. Dr. Illés Bdlint Csaba - CsC, egyetemi tanadr (Magyar Agrar- és Elettudomanyi
Egyetem, Magyarorszag); Prof. Dr. Dunai Anna - PhD, egyetemi tandr (Magyar Agrar- és
Elettudomaényi Egyetem, Magyarorszag); Prof. Dr. Szdsz Levente - PhD, egyetemi tanar (Babes-Bolyai
Tudomanyegyetem, Roménia).

ETO 330
Al19
Acta Academiae Beregsasiensis. Economics : tudomanyos folydirat. 1. szam (2022) /

szerkesztObizottsag: Bacsd Robert, Pojda-Noszik Nina, Makarovics Viktoria [és masok]. II. Rakoczi
Ferenc Karpataljai Magyar Foiskola. — Beregszasz: 1. RFKMF. 2022. — 336 oldal.

Az ,,Acta Academiae Beregsasiensis. Economics” tudomanyos folydiratban a doktoranduszok, posztgradualis
hallgatok, kutatok és gyakorlati szakemberek aktualis tudomanyos kutatasait tessziik kozzé.

A nyomtatott tomegtdjékoztatdsi eszkozok dllami nyilvintartdsba vételérdl szolo igazolds szdma
KB 25089-15029P 2021. november 8.

A tudomanyos folyodirat megjelenését Magyarorszag Kormanya tamogatta

Tudoményos folyodirat alapitdja:
II. Rdkoczi Ferenc Karpataljai Magyar Féiskola
Cim: 90202, Beregszasz, Kossuth tér 6.
A tudomanyos folyéirat hivatalos honlapja:
https://aab-economics.kmf.uz.ua/aabe

ISSN 2786-6734 (Print)
ISSN 2786-6742 (Online)

© II. Rakoczi Ferenc Karpataljai Magyar Foéiskola, 2022


https://hu.wikipedia.org/wiki/Babe%C8%99%E2%80%93Bolyai_Tudom%C3%A1nyegyetem
https://hu.wikipedia.org/wiki/Babe%C8%99%E2%80%93Bolyai_Tudom%C3%A1nyegyetem

ISSN 2786-6734 (Print)
ISSN 2786-6742 (Online)

Ferenc Rakoczi II Transcarpathian Hungarian College
of Higher Education

Acta Academiae Beregsasiensis. Economics

Scientific journal

Volume 1

Berehove 2022



»Acta Academiae Beregsasiensis. Economics” was founded in November, 2021 and is published by
the decision of the Scientific Council of the Ferenc Rakoczi II Transcarpathian Hungarian College of
Higher Education.
The scientific journal is published twice a year.
Recommended for publication by the Scientific Council of the Ferenc Rakoczi I Transcarpathian
Hungarian College of Higher Education (protocol No. 5 dated June 28, 2022)
Editorial board:
Editor-in-Chief:
Bacho Robert - Doctor of Economics, Professor (FR II THCHE, Ukraine).
Deputy Editor-in-Chief:
Poyda-Nosyk Nina - Doctor of Economics, Professor (FR Il THCHE, Ukraine).
Managing Editor:
Makarovych Viktoriia - Candidate of Economic Sciences, Associate Professor (FR II THCHE,
Ukraine).

Editorial Board Members:

Orlov Thor - Doctor of Economics, Professor, Academician of the Academy of Economic Sciences of
Ukraine (FR II THCHE, Ukraine); Kish Yeva - Doctor of Historical Sciences, Senior Researcher (FR 1II
THCHE, Ukraine); Stoyka Nataliia - Candidate of Economic Sciences, Associate Professor (FR II
THCHE, Ukraine); Loskorikh Gabriella - PhD in Economics (FR II THCHE, Ukraine); Vnukova
Nataliia - Doctor of Economics, Professor, Honored Economist of Ukraine (Simon Kuznets Kharkiv
National University of Economics, Ukraine); Zhyvko Zinaida - Doctor of Economics, Professor (Lviv
State University of Internal Affairs, Ukraine); Kovalenko Yuliia - Doctor of Economics, Professor
(State Tax University, Ukraine); Novichenko Liudmyla - Candidate of Economic Sciences, Associate
Professor (National Academy of Statistics, Accounting and Auditing, Ukraine); Fenyves Veronika -
Habilitated Doctor of Sciences in Economics, Associate Professor (University of Debrecen, Hungary);
Makhova Renata - Habilitated Doctor of Sciences in Economics, Associate Professor (J. Selye
University, Slovak Republic); Illés Bdilint Csaba - Candidate of Sciences in Economics, Professor
(Hungarian University of Agriculture and Life Sciences, Hungary); Dunay Anna - PhD in Economics,
Professor (Hungarian University of Agriculture and Life Sciences, Hungary); Szdsz Levente - PhD in
Economics, Professor (Babes-Bolyai University, Romania).

UDC 330

Al19
Acta Academiae Beregsasiensis. Economics : scientific journal. Vol. 1 (2022)/ editor. : R. Bacho,
N. Poyda-Nosyk, V. Makarovych [and others]. — Berehove: FR II THCHE, 2022. — 336 p. — Text
Ukrainian, English, Hungarian.

Scientific journal ,,Acta Academiae Beregsasiensis. Economics” intended for scientists, doctoral students, post-
graduate students, practitioners and a wide range of readers who are interested in issues in the field of economic
sciences.

State registration certificate of a printed mass media
Series KB No. 25089-15029P dated November 8, 2021.

The publication of the scientific journal is sponsored by the government of Hungary

The founder of the scientific journal is
Ferenc Rakoczi II Transcarpathian Hungarian College of Higher Education.
Correspondence adress: Kossuth sq.6, Berehove, Transcarpathian region, Ukraine, 90202
The official website of the scientific journal:
https://aab-economics.kmf.uz.ua/aabe

ISSN 2786-6734 (Print)
ISSN 2786-6742 (Online)

© Ferenc Rakoczi II Transcarpathian Hungarian College of Higher Education, 2022


https://aab-economics.kmf.uz.ua/aabe

Acta Academiae Beregsasiensis. Economics
Bunyck 1 (2022) 1. szam (2022) Volume 1 (2022)

3MICT

PO3/11 1.
HAIIOHAJIbHA TA PETTOHAJTbHA EKOHOMIKA

Bauo P., IToroki I'. MoxxnmuBi  HanpssMKM ~ CcTpaTerii  €KOHOMIYHOTO — PO3BHUTKY
3aKapHaTChKUX TEPUTOpiaIbHUX Tpoma, Ha pukiani Kocuuebkoi OTT

Maciyauk FO. O1miHKa €KOHOMIYHOTO TMOTEHINaTy AarponpOMHUCIOBOTO KOMIUIEKCY
VYkpainu

Bnosenko H., Cinenok L., [Imurpumun P. HoBiTHi migxomu 1o  3abe3meueHHS
KOHKYPEHTOCTIPOMOKHOCT1 Yepe3 OpraHi3aliifHIi MEeXaH13M pery/IloBaHHs CUIBCHKOTO
Ta pUOHOTO TOCIIOIAPCTBA B YMOBAX HA3BUYAHUX BUKITUKIB

Jlyunk C., Jlyunk B. [lucranuiiina npaus: npo6iieMud MOTHUBaIii

Hemem 3. BrpoBapkeHHS MOJIe)i €KOHOMIKM 3aMKHEHOTO IIMKITY B IPakTUKY Kurtato
Cinrx M.-K., Capko3i X., Cinrx C.-K., 3eman 3. BriuB ykpaiHChKO-pOCIHCHKOT
BilfHU Ha CBITOBY TOPTIBIIIO Ta EKOHOMIYHHI PO3BUTOK: EMITIPHYHE JOCIIKSHHS
AMOpo3i M. Oxpemi ekoHOMIYHI Ta eThuH1 acniekTd nanjaemii COVID-19
JAvopBapi-Tymnek I'., Kennepgi M. Ilepemkonn Ta MOKIMBOCTI IS peiHTerparii Ha
PHUHKY Ipalli MaTepiB 3 MAJIOIITHIMH IITbMH 3 MO3UI[i1 KOHCYJIbTAHTIB

Bapra A.-I. Cran Ta HampssMH pPO3BHUTKY YNPAaBIiHHSA JIOJCBKAMH pECypcaMu B
JEp>KaBHOMY CEKTOp1

BapuioBa A., BajgintoBa M., MaxoBa P. Un 3pocranns iuBectunii B HJIJIKP
30UTBIITYE pEECTPAIliFO aKaIEMIYHIX MATCHTIB?

®eem H. Big xpu3u 10 KpU3u — MUHYJIE IECATUPIUYS YKPATHCHKOI €KOHOMIKH
Bire3-ypryaa 0., Iloroki JI. [HHOBa1Ii B 0XOpOHI1 340pOB's

IOpunens 3., FOpunens P. ComianbHO-TICHXOTOTTYHUN KJIIMaT MOJIOJI’KHOTO
CTapTan-miANPUEMHHIITBA B YMOBAX CTPATEriyHOTO PO3BUTKY 1HHOBAIIIH

PO3/ILI 2.
®THAHCH TA BAHKIBCHKA CITPABA

Buykosa H., /lepkau JI. BusnaueHHs JOCTaTHOCTI JAETIO3UTHUX pecypciB OaHKIB /s
3a0e3nedeHHs pO3BUTKY TeXHoJoriH iHaycTpii 4.0

Makcim Abopasne Hoaw T., Bapra B. Anani3 nepaBHoro 60pry Ha OCHOBI JJOBTUX
YaCOBMX PAJIB, TEHACHLIH Ta IPOTrHO31B

Kopomi JI. —I., Makcim [Ibopabne Hoap T. OcoO0imMBOCTI TEHCIHHUX CUCTEM PI3HHUX
KpaiH

3acaaBebka O. AHani3 MapKeTHMHTOBOI KOMYHIKAIIHOI MOJITHUKH y OaHKIBCBKHMX
yCTaHOBaX YKpaiHU

Benodoponosa M., becconoBa C., becconoBa A. MOHITOPHHT CTIMKOCTI MaJIOTO Ta
cepeIHbOro Oi3Hecy B perioHax YKpaiHHW Ha OCHOBI peCypCHOTO MiIXOAy

Cabo b., lnem b.-U., ITotoki JI. [locnimpkeHHss MailHOBOro Tta (piHaHCOBOTO CTaHY,
PiBHS IOXOHOCTI Oy/1iBEIbHOT ramy3i YTOPIIMHU: perioHalbHE MOPiBHAHHS

13

48

60
70
80

93
101

115

123

134
147
161

171

181

190

204

218

229



Acta Academiae Beregsasiensis. Economics
Bunyck 1 (2022) 1. szam (2022) Volume 1 (2022)

_PO3/ILT 3.
BYXTAJITEPCHKHUI OBJIK 1 OMIOJATKYBAHHS

XomuH I1. Imro3ii sk npodanarist 0611KoBOi TEOpil 243
Kim €. «boxectBenna nponopuisi» Jlyku Iladomni - po3BUTOK OyXranTepchbkoi HaykKu B 253
Iramii

OpuJioB 1. Opranizanis Oyxrairepcbkoro o0iKy B yMoBax u(poBizaiii eKOHOMIKH 264
Toameiinep I'., l'ammap 1., 3eman 3. MoaenroBanHs 3BITHOI nisuibHOCTI 274
KPaHOBUPOOHMYO1 OpraHizarii

Jlockopix I'., Ilepui O. OcobnuBocTi ononatkyBaHHs IT-iHaycTpii: perioHanbHuii 283
acrieKT (Ha MpHKIIadi 3aKapraTTs)

Ioiipoxk O. IlutanHsa po3moiay HAaKJIAJHUX BUTpAT - MPAKTHKA TOTENbHOI 1HAYCTpil 296
Yropmmau

XynasepaieBa B. Oco6auBOCTI 0MojaTKyBaHHS Cy0’€KTiB TYpUCTHYHOI AisuibHOCTI B 311
VYxpaini yepez COVID-19

Pezomonisn 111 MixkHapoaHoi HayKoBO-PakTHYHOI KoH(pepeHuii ''BriiuB o0iky Tta 325
(piHaHCIiB HA PO3BUTOK €KOHOMIYHHUX NpoueciB'

3arayibHi BUMOrH 10 0(pOpMJICHHS PYKONMCIB 332



Acta Academiae Beregsasiensis. Economics
Bunyck 1 (2022) 1. szam (2022) Volume 1 (2022)

TARTALOM

1.FEJEZET.
NEMZETI ES REGIONALIS GAZDASAG

crer

lehetséges iranyai, kiemelten a Mezdkaszonyi Kistérség példajan

Paszicsnik J. Ukrajna agraripari komplexumanak gazdasagi potencialjanak felmérése
Vdovenko N., Szinenok I., Dmitrisin R. A versenyképesség biztositasanak legijabb
megkozelitései a mezdgazdasdg ¢és a haldszat szabalyozdsanak szervezeti
mechanizmusan keresztiil rendkiviili kihivasok kdzepette

Lucsik Sz., Lucsik V. Tavmunka: motivacios problémak

Nemes Zs. A korkords gazdasagi modell megvalositasa a kinai gyakorlatban

Singh M.-K., Sarkoézy H., Singh S.-K., Zéman Z. Az ukran-orosz habort hatdsa a
vilagkereskedelemre és a gazdasagi fejlédésre: empirikus kutatés

Ambrozy M. A COVID-19 vilagjarvany bizonyos gazdasagi ¢€s etikai vonatkozasai
Gyérvari -Tumpek G., Kenderfi M. Kiskori gyermekes anyak munkaerd-piaci
Varga A.-I. Az emberi eréforrds menedzsment helyzete és fejlesztési irdnyai a
kozsztéraban

Barcziova A., Balintova M., Machova R. A K+F-be valo novekvd befektetések
Fejes N. Valsagbol valsagba — az Ukran gazdasag el6z6 évtizede

Vitéz-Durgula Ju., Pataki L. Innovacio az egészségipar teriiletén

Jurinetsz Z., Jurinetsz R. A fiatalok induld vallalkozasadnak szocialpszichologiai
kliméaja a stratégiai innovacios fejlesztés koriilményei kozott

2. FEJEZET.
PENZUGY ES BANK

Vnukova N., Derkacs D. A bankok  betéti  forrdsainak  megfeleldségének
meghatdrozasa az ipar 4.0 technologidk fejlesztésének biztositasdhoz

Makszim Gyorgyné Nagy T., Varga B. Az 4llamaddssag elemzése hosszi 1ddsorok
alapjan, trendek és eldrejelzések

Koérossy L.-I., Makszim Gyorgyné Nagy T. Nemzetkozi nyugdijkorkép, avagy
kiilonb6zd orszdgok nyugdijrendszerének sajatossagai

Zaszlavszka O. Marketingkommunikacios politika elemzése Ukrajna bankintézeteiben
Beloborodova M., Besszonova S., Besszonova A. A kis- és kozépvallalkozéasok
fenntarthatosdganak nyomon kovetése Ukrajna régidiban az er6forrdas megkozelités
alapjan

Szabo6 B., Illés B.- Cs, Pataki L. A vagyoni, pénziigyl és jovedelmezdségi helyzet
vizsgélata az épitdiparban Magyarorszdgon regionalis 6sszehasonlitdsban

13
34
48

60
70
80

93
101

115
123
134

147
161

171
181
190
204
218

229



Acta Academiae Beregsasiensis. Economics
Bunyck 1 (2022) 1. szam (2022) Volume 1 (2022)

3. FEJEZET.
SZAMVITEL ES ADOUGY

Homin P. Az illuziok mint a szdmviteli elmélet profanizalasa

Kiss E. Luca Pacioli ,,Isteni aranya” — a szamviteltudomany fejlédése Olaszorszagban
Orlov 1. A szamvitel szervezése a gazdasag digitalizalasanak koriilményei kozott
Thalmeiner G., Gaspar S., Zéman Z. Darugyarto6 szervezet jelentési tevékenységének
modellezése

Loszkorih G., Pércsi O. Az adézés jellemz6éi az IT-iparban: Kérpataljai regionalis
szempontok

Pajrok A. Altalanos koltségek felosztasanak kérdéskore - a Magyar szallodaipar
gyakorlata

Hudavergyieva V. A turisztikai  tevékenységii  vallalkozasok  adoztatasanak
sajatossagai Ukrajnaban a COVID-19 miatt

""A szamvitel és pénziigy tudomanyok hatasa a gazdasagi folyamatok fejlodésére"
cimii III. Nemzetkozi Gazdasagtudomanyi Konferencia zaronyilatkozata
Publikacios kovetelmények

10

243
253

264
274
283
296
311
325

332



Acta Academiae Beregsasiensis. Economics
Bunyck 1 (2022) 1. szam (2022) Volume 1 (2022)

CONTENT

CHAPTER 1.
NATIONAL AND REGIONAL ECONOMY

Bacho R., Potoki H. Possible directions of the economic development strategy for
Trabscarpathian unifield territorial community (on the example of Kosson)

Pasichnyk Y. Assessment of the economic potential of Ukraine's agribusiness sector
Vdovenko N., Sinenok I., Dmytryshyn R. New approaches to ensuring
competitiveness through the organizational mechanism of regulating agriculture and
fisheries in the conditions of emergency challenges

Luchyk S., Luchyk V. Remote work: problems of motivation

Nemesh Z. Implementation of the circular economic model in the Chinese practice
Singh M.-K., Sarkozy H., Singh S.-K., Zéman Z. Impact of Ukraine-Russia war on
global trade and development: an empirical study

Ambrozy M. Some economic and ethical aspects of the COVID-19 pandemic
Gyorvari-Tumpek G., Kenderfi M. Barriers and opportunities for the labour market
reintegration of mothers with young children from a counsellor's perspective

Varga A.-I. The state and development directions for human resources management in
the public sector

Barcziova A., Balintova M., Machova R. Does Rising R&D Investments Increase the
Academic Patent Registration

Fejes N. From crisis into crisis — the previous decade of Ukraine’s economy
Vitéz-Durgula Ju., Pataki L. Innovation in the healthcare industry

Yurynets Z., Yurynets R. Social and psychological climate of youth startup
entrepreneurship in the conditions of strategic development of innovation

CHAPTER 2.
FINANCE AND BANKING

Vnukova N., Derkach D. Determining the adequacy of banks deposit resources to
ensure the development of industry 4.0 technologies

Makszim Gyorgyné Nagy T., Varga B. Analysis of public debt based on long time
series, trends and forecasts

Koérossy L.-1., Makszim Gyorgyné Nagy T. Peculiarities of the pension systems in
different countries

Zaslavska O. Analysis of marketing communication policy in banking institutions of
Ukraine

Bieloborodova M., Bessonova S., Bessonova A. Monitoring the sustainability of
small and medium business in the regions of Ukraine based on the resource approach
Szabé B., Illés B.- Cs, Pataki L.Examination of the property, financial and
profitability situation in the construction industry in Hungary: regional comparison

11

13
34
48

60
70
80

93
101

115
123
134

147
161

171

181

190

204

218

229



Acta Academiae Beregsasiensis. Economics
Bunyck 1 (2022) 1. szam (2022) Volume 1 (2022)

CHAPTER 3.
ACCOUNTING AND TAXATION

Khomyn P. Ya. Illusions as a profanation of accounting theory

Kish E. Luca Pacioli's "Divine Proportion" - the development of accounting science in
Italy

Orlov L.V. Organization of accounting in conditions of digital economy

Thalmeiner G., Gaspar S., Zéman Z. Modeling of the reporting activities of a crane
manufacturing organization

Loskorikh G., Perchi O. Taxation features of the IT industry: regional aspect (on the
Transcarpathia example)

Pajrok A. Issue of allocation of overheads - the practice of the Hungarian hotel
industry

Khudaverdiyeva V.A. Taxation peculiarities of tourism activity in Ukraine due to
COVID-19

Resolution of the 3¢ International Scientific and Practical Conference '"The
impact of accounting and finance on the development of economic processes"
General requirements for manuscripts

12

243
253

264
274

283

296

311

325

332



Acta Academiae Beregsasiensis. Economics
Bunyck 1 (2022) 1. szam (2022) Volume 1 (2022)

DOI: https://doi.org/10.58423/2786-6742/2022-1-205-218
UDC 336.7

Olha ZASLAVSKA
PhD (Economics), Associate Professor, Associate Professor of the Department of Finance and
Banking, Uzhhorod National University, Uzhhorod, Ukraine
ORCID ID: 0000-0002-6418-9514
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Anomauia. Mapxemuneosi KOMyHiKayii € Hegi0'eMHUM eneMeHmOM 3a0e3nedeHHs KOHKYDEeHMHOI
nosuyii 6anKy Ha punKy ¢inancoseux nocaye. YV cyuachux ymoeax @QiHaAHCOBUM YCMAHO8AM
He00CMamHb0 po3podbumu AKICHO HOBUL NPOOYKM, GCMAHOBUMU HA HbO2O ONMUMANLHY YIHY ma
subpamu epexmueni kananu 30ymy. byov-saxa ginancosa ycmanoea nogunna ycniuno npayiogamu 3
iHcmpymenmamu komywikayii. Taxkum uunom, OinbWicCMb KOMYHIKAUIIHUX BUMpam YCMAaHO8U
CTAHOBAAMY THEECMUYIT Y CINBOPEHHA HeMAMEPIATbHUX MAPKEMUHS08UX AKMUGIE: MOP2O8UX MAPOK,
BIOHOCUH 31 CROJNCUBAUAMU MA THWMUMU YYACHUKAMU JAHYIOJICKA CMEopeHHs eapmocmi. Peanizayis
NPUUHAMOI KOMYHIKAUIIHOI cmpamezii CHpUse pO3BUMKY OpeaHi3ayiiHux 3HAHb [ 2AUOUOMY
PO3YMIHHIO PUHKY, WO 00380J5€ YCMAHOSI NIOSUWUMU eqheKMUBHICMb OCHOBHUX Oi3Hec-npoyecis. 3i
€68020 OOKY, yi npoyecu cnpusAiomsy 30i1bUIEeHHIO NOMEHYIALY YCMAHo8U OiA 30iNbUeHHs iT akyionepHol
sapmocmi. 3 Memow BUBYEHHS KOMYHIKAYIUHOI NOMimuKyu YKpaiHCbKux OaHKI@ OYI0 CKIa0eHO
pelimune yux YCMAamos 3d KIOUOGUMU (QIHAHCOBUMU MA OpPeaHi3ayitinuMy NOKA3Hukamu. 3a
pe3yiomamamu  ananizy oyno eidiopano TOII-5 6awukie 015 nodanbuio20 OO0CHIONCEHHS, SKe
CKAA0AEMbCA 3 AHANI3Y MeJiaaKmugHOCMi Yux KOMepyiliHux OaHKie, NOKA3HUKI6 8i08idysanocmi ged-
caimie ma aKmueHOCMI 8 COYIANbHUX Mepedxcax. 3azanom O00CHONCY8ANUCA MAKI NOKAZHUKU!
KinbKicmos nogioomieHv npo danxku y Facebook, y Opykoeanux ma enexmponnux 3MI, na caiimax
opeaHie O0epacasHoi 61adu, Ha meaebaueHui ma paodio; micye caumy OaHKy 3a 6I08i0y8aHicmio,
CepeOHbOI KIIbKICMIO BI08I0Y8AHb NPOMA2OM MICAYS, CEPEOHbOI MPUBANICMIO NepeOY8aHHs Ha
caimi, cepeOHbO KIMbKICMIO NepecyisiHymuxX CMOPIHOK | NOKASHUKOM 8IOMO08. SK GUCHOBOK 010
HA2ONOUWEHO HA HeoOXIOHOCMI No0anbUl020 O0CNIONCEeHHA O0aHoi memu y cgepi aHmMuKpuz08020
KOMYHIKAYIlIHO20 MeHeOHCMenmy ma OKPECIeHO HANpaMK OAaHKIBCbKO20 MAapKemuHzy 6 nepioo
HecmabinbHoi exoHoMiuHoi cumyayii. Ll Hanpamu O0onomoscyms YHUKHYMU NAOQIHHA NpoOaxNcie y
CKAAOHIU eKOHOMIYHIT cumyayii, AKa 3apas CKAALAcs Ha IHAHCOBOMY PUHKY YKpaiuu.

Knrouosi cnosa: Oaunk, mapkemune, KOMYHIKAYii, IHCMPYMeHMU KOMYHIKAYIIHOI NOLIMuUK,
AHMUKPU30BI KOMYHIKAYI.

JEL Classification: G21, M31.

Absztrakt. A marketingkommunikdcio szerves részét képezi a bank versenyhelyzetének biztositasaban
a pénziigyi szolgaltatdsok piacan. Jelen helyzetben nem elég, ha a pénzintézetek mindségileg uj
terméket fejlesztenek ki, annak optimdlis darat hataroznak meg, és hatékony értékesitési csatornakat
valasztanak. Minden pénzintézetnek sikeresen kell dolgoznia a kommunikdciés eszkozokkel. Igy az
intezmeény kommunikdcios kéltségeinek nagy részét az immaterialis marketingeszkozok: védjegyek,
fogyasztokkal és az értéklanc mas szerepldivel valo kapcsolattartasba torténd befektetések teszik ki. Az
elfogadott kommunikacios stratégia megvalositdsa hozzajarul a szervezeti ismeretek fejlesztéséhez és a
piac mélyebb megismeréséhez, amely lehetévé teszi az intézmény szamara a fo iizleti folyamatok
hatékonysaganak novelését. Ezek a folyamatok a maguk részérdl hozzdjarulnak ahhoz, hogy néveljék
az intézmény lehetségeit a részvények értékének novelésében. Az ukran bankok kommunikdcios
politikdajanak tanulmanyozasa érdekében a legfontosabb pénziigyi és szervezeti mutatok alapjan
osszedllitottuk ezen intézmények mindsitését. Az elemzés eredményei alapjan TOP-5 bankot
valasztottunk ki a tovabbi kutatasra, ami ezen kereskedelmi bankok médiaaktivitasanak, a
weboldallatogatasok és a kozosségi oldalakon valo aktivitas mutatoinak elemzésébdl all.
Altalénossdagban a kévetkezé mutatdkat vizsgdltuk: a bankokrol sz616 iizenetek szamat a Facebookon,
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a nyomtatott és elektronikus médidban, az dllami hatosagok weboldalain, a televizioban és a
radioban, a bank weboldalanak latogatottsagat, atlagos latogatasok szamat a honap soran, dtlagos
tartozkodasi idot az oldalon, adtlagosan megtekintett oldalak szamat és a visszavonasi aranyt.
Konkluzioként hangsulyoztuk a téma tovabbi kutatasinak sziikségességét a kommunikdcios
valsagmenedzsment teriiletén, és kérvonalaztuk a bankmarketing iranyat bizonytalan gazdasagi
helyzetben. Ezek a teriiletek segitenek elkeriilni az eladasok visszaesését jelenleg az ukran pénziigyi
piacon uralkodo nehéz gazdasagi helyzetben.

Kulcsszavak: bank, marketing, kommunikdcio, kommunikdcios politika eszkézei, valsagellenes
kommunikacio.

Abstract. Marketing communications are an integral element of ensuring the bank's competitive
position in the financial services market. In modern conditions it is not enough for financial
institutions to develop a qualitatively new product, set an optimal price for it and choose effective
distribution channels. Any financial institution must successfully operate the communication tools.
Thus, the majority of the institution's communication costs are investments in the creation of
intangible marketing assets: trademarks, relationships with consumers and other participants in the
value chain. The implementation of the adopted communication strategy contributes to the
development of organizational knowledge and a deeper understanding of the market, which allows the
institution to increase the efficiency of the main business processes. For their part, these processes
contribute to increasing the institution's potential to increase its shareholder value. In order to study
the communication policy of Ukrainian banks, it was made a ranking of these institutions according to
key financial and organizational indicators. Taking into account the analysis, the TOP-5 banks were
selected for further research, which consists of an analysis of media activity of these commercial
banks, website traffic indicators and their activity in social networks. Overall the following indicators
were explored: number of messages about the banks on Facebook, in the printed and electronic
media, on the websites of state authorities, on television and radio; the place of the bank's website by
attendance, the average number of visits during one month, the average length of stay on the site, the
average number of viewed pages and the bounce rate. As a conclusion it was emphasized on the need
in further research of this topic in the field of anti-crisis communication management and there were
outlined the directions of bank marketing in the period of an unstable economic situation. These
directions will help to avoid a decline in sales in the difficult economic situation that is currently
taking place in the Ukrainian financial market.

Keywords: bank, marketing, communications, communication policy tools, anti-crisis
communications.

Problem description. The cyclical nature of the economy, its high susceptibility
to the influence of financial crises, as well as the changing conditions of the external
environment require commercial banks to take a more focused approach not only to
the construction of business models, but also to the effective translation of the
decisions made to the external environment: to customers, the public, representatives
of state bodies. The modern era is characterized as the period of the global information
society, the essence of which is the significant growth of information technologies and
the globalization of information and communication processes.

Today, marketing communications are an integral element of ensuring the bank's
competitive position in the financial services market. Now, in order to attract the
attention of customers, it is not enough to simply monitor the excellent quality of the
offered product or service, set the lowest price for it. The institution should offer its
services, accompanying them with original, informative and attractive appeals that
would convince of the conformity of these goods to the needs and wishes of
consumers.

©O. Zaslavska
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Mastering the most modern marketing developments becomes an objective
necessity for banks in view of increased competition both within the banking system
and from other financial market participants. In this regard, it is important to have a
clear idea of the specifics of the application of marketing in banks and the influence of
modern business conditions on its use.

The goal of the article is to generalize the theoretical and methodological
principles regarding the functioning of the mechanism of marketing communications
in banking institutions, aimed at ensuring their stability and competitiveness in the
conditions of the modern dynamic market.

Literature review. Marketing communications is a set of actions, means and
measures aimed at managing the process of promoting goods and services on the
market. They are the basis for all spheres of market activity, the goal of which is to
achieve success in the process of meeting the aggregate needs of society. Marketing
communications serve as an important tool in the implementation of public relations in
the commercial sphere. To expand sales and create a positive image, institutions use a
communication model that forces them to abandon passive adaptation to market
conditions and switch to a policy of influencing the market in order to actively form
demand for goods and services.

Today, marketing communications are actively used as an effective marketing tool
aimed at providing the target audience with certain information or persuading them to
change their attitude and behavior.

Let's consider the main approaches to determining the essence of marketing
communications, which have been studied and applied by many scientists.

One of the most outstanding representatives of the European marketing school, the
French professor J.-J. Lambin interprets marketing communications as “a set of signals
emanating from enterprises to various audiences, including consumers and sellers,
suppliers, shareholders, management bodies, and even their own personnel” [9].

According to F. Kotler, a scientist of the American school of marketing, marketing
communications should be understood as “a complex program that integrates the
means of advertising, promotion, sales, personal selling, and public relations in order
to achieve the company's goals of an advertising and marketing nature” [7].

According to other American experts in the field of marketing and advertising, J.
Burnett and S. Moriarty, “marketing communications is the process of transmitting
information about the product to the target audience” [2].

In our opinion, one of the best definitions of the term “marketing
communications” in the Ukrainian scientific literature belongs to T. Pryimak. In her
opinion, it should be defined as “enterprise activities aimed at informing, persuading
and reminding the target audience about its products, stimulating their sales, creating a
positive image of the company in society and establishing close mutually beneficial
partnership relations between the enterprise and the public, as well as assessment of
the market situation through the reverse information flow in order to adapt the
company's goals to the situation that has developed” [12].

Summarizing the various approaches, we note that marketing communications are
understood as activities, a set of means and specific actions for searching, analyzing,
generating and distributing information that is significant for the subjects of marketing
relations.
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As an activity, it is primarily a communication policy as a special function of the
producer, intermediary or consumer, which is determined by his motives, interests,
attitudes, relationships and specific goals (entering the market, introducing a new
product, increasing or maintaining market share, etc.).

Its modern emphasis is on the formation, maintenance and development of long-
term partnership relations based on the knowledge of each other, mutual respect and
mutual benefit.

As a set of means, it is a complex of content, media and ways of transmitting
marketing information, which allows you to maintain contact with consumers in the
form of advertising, public relations, direct marketing.

As specific actions, marketing communications is the process of transmitting and
receiving certain messages aimed at solving specific tasks of encouraging a certain
marketing choice (order) or those that reflect the already made choice, the point of
view of the subjects of marketing relations. This choice can be made both in relation to
a specific product regarding the degree of its compliance with the needs of the subject
of marketing relations, and in relation to the image of a brand, institution or
organization as such [18].

Thus, in a broad sense, marketing communications is the process of transmitting
data about products to the target audience.

Therefore, the role of marketing communication is to help the target audience
understand and believe in the advantages of this seller over its competitors.

In a narrow sense, we propose to define marketing communications as a marketing
technology that allows to ensure the relationship between certain target market
segments and the process of information exchange, through which the idea of a
product, service, brand or institution is communicated through a certain channel to the
target audience with the aim of influencing it attitude or behavior.

Results and discussions. As a specific feature of the bank's marketing activity
there should be mentioned a whole range of factors that the management has to
constantly keep under control: cash turnover, credit relations at the macro and micro
levels, the riskiness of financial transactions, etc. Banks are forced to offer the widest
range of services not only for development, but also to ensure competitiveness.
Modern bank managers are also marketing experts, and any bank employee becomes a
seller of financial products.

In market conditions characterized by high competition, it is not enough for
financial institutions to develop a qualitatively new product, set an optimal price for it
and choose effective distribution channels.

More and more attention in management is paid to communication policy. At the
same time, the communication system is aimed at informing, persuading, reminding
consumers about the product (service), supporting its sales, as well as creating a
positive image. Therefore, a modern financial institution must successfully operate the
communication tools [5].

Unlike the goals of financial management in a bank, which are to ensure
profitability, liquidity and reliability, the goals of marketing communications include
other aspects, namely: economic, communication and social (Fig. 1).
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Components of the bank's marketing communications efficiency

COMMUNICATION Transactional efficiency is considered as a measure of the
EFFICIENCY coincidence of expected and real responses in the process of
information interaction from the point of view of the initiator of
communication.
Perceptual efficiency is considered as a measure of the adequacy
of the recipient's understanding of the message (from the point of
view of the initiator of the communication).
Interaction efficiency is evaluated as a measure of mutual
understanding of partners in the process of business
communications, taking into account the transactional and
perceptual efficiency.

ECONOMIC Approaches to the assessment of economic efficiency:

EFFICIENCY - adirect approach based on the “costs — results” principle;

- an approach based on probabilistic models. If costs are fixed,
then the probability of achieving certain, pre-planned result,
which can be obtained on the basis of fixed costs, can be
considered as a measure of the effectiveness of these costs. If
the goal is to achieve a certain result (“result targeting”), then
this approach involves calculating the probability of achieving
this result depending on the level of costs in the structure of
business processes.

Social efficiency is achieved, when in the process of marketing
SOCIAL communications there are real socially significant results (social

EFFICIENCY consequences), correlated by qualitative and quantitative

characteristics with previous states and indicators of a social nature.

Fig. 1. Components of the bank's marketing communications efficiency and their
characteristics [10]

Despite the fact that the marketing communications efficiency components also
contain non-financial indicators, the consequence of their implementation is the
financial result of the bank's activities.

Thus, the American scientist Peter Doyle differentiates three approaches to
evaluating the efficiency of marketing communications:

—marketing approach, which consists in the fact that the efficiency of
communications is determined by such indicators as awareness, image, market share;

—accounting approach, which consists in the fact that marketing expenses are
justified only if they ensure an adequate increase in the volume of sales, which, in turn,
provides additional profit, greater than expenses on communication;

—an approach from the point of view of value creation, which means that
communication costs are evaluated in view of their impact on future cash flows [3].

According to the scientist, the most appropriate in this case is the last approach,
the logic of which is presented in Fig. 2.
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Investment Advertising
in communication Sales promotion

Direct marketing
Personal selling
Public Relations

A 4

Intangible assets Trademarks

Customer relations
Networking and partnerships
Knowledge of the market

A 4
Business processes Customer relationship management
Supply chain management
Development of new products and
services

\ 4

Cash flows Amount of cash flow
Speed

Duration

Risk

A 4

Income of shareholders Share price
Dividends

Fig. 2. Model of communications focused on increasing the value of the
institution [3]

Thus, the majority of the institution's communication costs are investments in the
creation of intangible marketing assets: trademarks, relationships with consumers and
other participants in the value chain.

The implementation of the adopted communication strategy contributes to the
development of organizational knowledge and a deeper understanding of the market,
which allows the institution to increase the efficiency of the main business processes.
For their part, these processes contribute to increasing the institution's potential to
increase its shareholder value.

In recent years, the development of the Ukrainian market of banking services has
been influenced by a considerable number of factors: the socio-economic situation,
political events, the pandemic, martial law.

The main consequences of these factors are the lack of funds among business
entities and the low solvency of the population, and for banks these aspects are
extremely important, because the funds of these categories of counterparties
predominate in their portfolios.

Under such conditions, only institutions with high competitiveness, clearly
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focused on meeting the needs of potential and existing customers while using all
opportunities for their own growth, are able to successfully function and develop.
In order to study the communication policy of Ukrainian banks, it is necessary to
rank institutions according to key financial and organizational indicators (Table 1).
Table 1
Rating of commercial banks of Ukraine by the amount of profit and their main
performance indicators according to the results of 2020* [1; 12; 13]

A~

A = ) o in ~in
g = S - g &
< = I g = = = - g S s S
S g < = E S« S 8= 2~
£ =2 EX e 5= Ey- 2 £ — E
5 SE| g5 £5 | 25| E& 2 | £&
@ § = 2 = -3 = = = 2w 8 )
g EE | 2 2 SE| “3 | EE= 22
z = s 3 7 g =)
PrivatBank 25305 | 568244 | 333111 | 53827 1716 34 43
nglfelsen 4074 | 113628 | 98656 | 12891 396 4.4 4.8
OschadBank | 2831 | 268752 | 213729 | 21986 1837 277 3.9
PUMB 2633 80 871 65554 | 9709 224 2.7 4.6
OTP Bank 1733 62824 | 49394 | 9571 86 4.1 4.4
Citibank 1332 28008 | 25341 2512 1 n/d n/d
Ukrsibbank 1310 74 843 64432 | 8088 272 3.9 42
Alfa Bank 1209 | 112392 | 87811 | 9679 218 2.9 4.5
Sberbank 932 64534 | 20536 | 9401 90 3.9 2.6
Credit 927 52053 44307 | 6100 147 3.9 4.6
Agricole

*according to the martial law, the statistical authorities of Ukraine suspended the publication of
statistical information from February 24, 2022, therefore the study was conducted based on the data
of 2020 and partially of 2021

According to the results of 2020, banks received more than UAH 41,300 million
of net profit. As we can see, the absolute leader according to this indicator is
PrivatBank, which received more than half of the total amount, namely 25 305 million
UAH. The rest of the mentioned institutions showed significantly lower results, but all
of them are among the top ten banks of Ukraine in 2020 in terms of profitability. In
terms of other financial indicators, PrivatBank also maintained its leadership position.
As for the branching of the network, Oschadbank owns the largest number of branches
— 1 837. Despite this, its financial indicators are significantly inferior to PrivatBank.
So, if the volumes of assets, liabilities and capital of Oschadbank are less than the
indicators of the leader by half, then the amount of profit received is 9 times less. In
addition, Raiffeisen Bank owns a smaller number of branches (396) and showed lower
volumes of basic financial indicators, but ranks second in terms of profitability — 4 074
million UAH.

In this context, complex assessments of banks' activities, namely, stress resistance
and loyalty of depositors, which were determined by the experts of the Ministry of
Finance portal, seem important. Each institution was rated on a 5-point scale, with “1”
being the lowest rating and “5” - being the highest. To determine the assessment of
stress resistance, such indicators were examined as: dependence on deposits of
individuals, quality of funding, profitability, liquidity, capital adequacy and the scale
of the bank's activities. As for the assessment of depositors' loyalty, the score was
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determined based on: the bank's share in the retail deposit market, the absolute and
relative growth of the deposit portfolio over the analyzed period, the market's
experience and the bank's payment reputation [13].

As we can see, Raiffeisen Bank received the highest points according to these
indicators, while Oschadbank occupies the last positions. In particular, the bank
received the lowest scores for capital adequacy (2), dependence on deposits of
individuals (1), absolute and relative growth of the retail portfolio of deposits for the
analyzed period (2.5). Oschadbank received the highest points for such aspects as:
scale of activity, market share of retail deposits and work experience.

Thus, we note that the activity of commercial banks is influenced not only by
financial indicators. Recently, considerable attention has been paid to non-financial
factors and non-price methods of attracting customers, which ultimately has a
significant impact on the institution's profitability. An important aspect of the work of
banks in the modern world is communication policy, the work of banks in the field of
PR, publicity, social networks, as well as feedback with customers and counterparties
live and in the virtual plane.

Taking into account the analysis, the top 5 banks from the Table 1 were selected
for further research.

In the current conditions of the unstable functioning of the financial sector of the
country's economy, for the sake of the effective development of commercial banks,
marketing communication policy is gaining relevance. In this aspect, bank
management faces the task of supporting the media activity of their institution. The
Table 2 presents data on this issue based on research conducted by the “Semantrum” —
a PR campaign effectiveness evaluation service — for the purpose of analyzing and
monitoring the media space.

Table 2
Media activity of TOP-5 commercial banks of Ukraine
in September 2021 [15]

g = é - g g %
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£ E 2 P E<T | E=® g =
[ = = L 5 o = = o
4 = = < Es | 25 = 2
22 | | 2T z7 |z | B
= z = = = z
The banking system in total | 40698 2661 70 19422 201 91 24
PrivatBank 14578 1602 45 4512 63 54 19
Raiffeisen Bank n/d n/d n/d n/d n/d n/d n/d
OschadBank 4758 313 23 1856 80 19 1
PUMB 1942 121 11 681 20 9 1
OTP Bank 1158 75 3 697 13 0 1

As we can see from the Table 2, the largest number of reports about the institution
appear on the Internet: almost half of the total number (19 422). At the same time, the
largest share falls on social networks, in particular, Facebook. PrivatBank retains its
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leading position in this rating as well. It has 35% of the total number of mentions of
banks in all types of mass media.

The majority of messages and mentions are the result of the use of such a
communication tool as publicity, which is a special marketing technique in which the
mass media mentions a brand or its products and services. In order to get into the
news, you need to create an informational excuse worthy of attention. To do this,
institutions organize charity events, create social projects, hold press conferences,
participate in collaborations, etc. Publicity is quite an effective communication tool.

Firstly, the institution is most often advertised by third parties mentioning it,
which acts on consumers as social proof.

Secondly, publicity has a positive effect on brand recognition, which can
sometimes become a decisive competitive advantage.

In general, the positive aspects of publicity are the following:

—it does not require significant costs for implementation;

—it inspires trust;

—1t gives more information;

— 1t attracts attention better;

—it allows you to quickly prepare the material.

The fact that the majority of mentions of banks are in the electronic environment is
also logical, because the Internet is an innovative, inexpensive and effective channel of
business communication compared to others.

The main advantages for banks in this case are the following:

—globalization of information, under which the bank's communication messages
are available to all interested persons from any country;

—targeting, i.e. placement of the bank's messages on highly specialized sites,
selection of geographic region and time of dissemination of information to target a
specific audience;

—flexibility and adaptability, which consists in the fact that information can be
adjusted promptly and without large financial losses;

—convenience for the bank's clients, who can use the bank's services 24 hours a
day, as well as learn about the bank's news;

—optimization of the bank's expenses for Internet communications [20].

Thus, in the Internet network, an important place in the communications of
modern banks belongs to their websites. If in order to assess the financial condition of
institutions, such indicators as profitability, liquidity, business activity, etc. are studied,
then in the field of marketing and communications there are their own, special
indicators of the institution's effective work.

The Table 3 shows some indicators of visits to the websites of the TOP-5
commercial banks of Ukraine in 2021.

The websites of two state-owned banks (PrivatBank and Oshchadbank) are ranked
as 1Ist and 2nd respectively among all financial institutions of Ukraine in terms of
traffic. The largest number of visits during the month is observed at PrivatBank — 18.5
million times. Other banks show significantly lower indicators. At the same time, the
average number of pages viewed, the length of stay on the site, and the percentage of
rejections of the first four banks do not fluctuate significantly. In this sense, OTP Bank
has the worst indicators: its website was visited an average of 210 times a month for
1:32 minutes and it was viewed for 1-2 pages. The bounce rate (the percentage of
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refusals) for this bank is significantly higher — 68.16%. This metric shows the
proportion of site visitors who left the site without any interaction. That is, these are
visitors who leave the website from the same page they entered without going to
others. Such actions are considered a refusal [11]. So, we can note that at four of the
five most profitable banks according to the results of 2020, the site visit indicators
testify to their demand, good structure and navigation.

Table 3
Website traffic indicators of the TOP-5 commercial banks of Ukraine in 2021
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PrivatBank 24 1 18 500 8:02 6,8 23,78
Raiffeisen Bank n/d n/d 1500 11:43 6,0 29,54
OschadBank 111 2 3 400 7:21 8,1 20,64
PUMB 325 6 1200 7:45 8,7 23,19
OTP Bank 4011 62 210 1:32 1,8 68,16

Under modern operating conditions, banking institutions try to minimize costs, in
particular on marketing communications. Therefore, one of the key areas of external
communication for banks is marketing in the field of social networks. It is a relatively
new channel of communication with the target audience and a tool for researching
their preferences, which allows users to interact and exchange messages.

In this context, it should be examined the activity of the selected five commercial
banks of Ukraine in the largest social networks.

Table 4
Activity of the TOP-5 commercial banks of Ukraine in social networks
(number of subscribers as of September 2021, thousands of people)
[compiled by the author based on the data of the banks' social media pages]

Name of the bank Facebook Instagram Youtube Twitter
PrivatBank 159,6 135 38,5 126,8
Raiffeisen Bank 963,2 18,5 H/I 0,5
OschadBank 239,7 48,4 10,7 1,0
PUMB 146,9 14,2 4,6 2,7
OTP Bank 59,4 2,5 1,7 0,3

Considering the popularity of social networks as a channel of communication,
there is a need to evaluate the effectiveness of such a communication policy. In
particular, it is possible to analyze such specific indicators as:

—the level of reach, which consists in determining the number of subscribers in
the network. This indicator shows whether a page in a social network is valuable for
the institution in terms of audience reach. The higher the indicator the greater the
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potential for information dissemination;

—the attitude of users, which means the analysis of reviews, their number and
direction (positive or negative);

—the user interaction, which certifies the number of mentions of the institution by
its subscribers and the number of information distributions [4].

Raiffeisen Bank has the largest audience on the Facebook, because this institution
is a subsidiary of one of the largest European banks. However, the bank is significantly
less represented in the rest of the social networks. PrivatBank demonstrates the best
results in terms of reach among all the specified social media.

For commercial banks, the appeal of social media is that it has the ability to:

—present your products and services, provide information on various activities
that may be useful for consumers;

—track potential and existing clients based on their activity in social networks;

—promptly respond to negative reviews and actions of competitors;

—exchange information between employees;

—conduct online seminars, lectures, etc.;

—popularize the brand of the institution and increase its recognition;

—conduct advertising campaigns;

—use feedback opportunities in real time, etc. [17].

By the way, according to research data of the American portal Hub Spot, almost
70% of Internet users under the age of 30 prefer information obtained in social
networks when choosing a certain product [19]. Therefore, effective work on the
bank's pages in social media makes it possible to form a powerful base of loyal
customers and counterparties of the institution.

It should be noted that recently banks have been actively increasing their spending
on marketing communications and advertising, as competition in the banking sector is
one of the strongest. In general, bank advertising is a rather complex product, because
the services of banks do not have a tangible embodiment, and, therefore, the visual
range is extremely limited. In addition, banks offer the same type of services, which is
why there is currently an increased emphasis on advertising the institution itself in
order to create a favorable image for it. That is, modern bank advertising should reflect
to a greater extent such a complex category for advertising embodiment as trust.

Conclusions and prospects for further research in the area. As a conclusion we
should emphasize on further research of this topic, namely, in the field of anti-crisis
communication management. Many specialists in the banking sphere explore the
problem of anti-crisis management of credit institutions in view of ensuring such
financial indicators as profitability, liquidity, capitalization, etc. However, a decrease
in the values of these indicators is often a consequence of an important non-financial
factor, namely, a decrease in trust in the institution, which provokes the loss of its
reputation and is ultimately a factor in the deterioration of the financial condition.

In periods of instability, the basis of the bank's communication system is its anti-
crisis communications, i.e. “a clearly defined and regulated order of measures and
communication mechanisms aimed at eliminating the negative interpretation of crisis
phenomena” [16]. The goal of such a communication policy is to stabilize the
institution's reputation, which in turn makes it possible to achieve a higher strategic
goal — improving the bank's financial condition.

On the basis of the given mechanism for the implementation of the anti-crisis
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communication policy in the bank, we will outline the directions of bank marketing in
the period of an unstable economic situation [8]:

1. Do not cut costs for marketing and advertising, except for ineffective articles.
As practice shows, during a crisis, many banks cut their advertising budgets,
competition in the field of communication decreases, as a result, banks that continued
to advertise themselves, as a rule, come out of the crisis faster and with smaller losses.

2. Use joint advertising. Advertising costs can be reduced through joint advertising
developed with the bank's partners. Conducting joint promotions, printing leaflets
together with partner companies that have the same target audience as the bank
(insurance companies, money transfer systems, travel agencies, construction
companies, car dealerships, etc.) can reduce the advertising budget without changing
the coverage target audience.

3. Search for customers who remain solvent even in a period of unstable economic
situation. There are always people and organizations that are not significantly affected
by the crisis, so it is important for the bank to find this part of the audience and
influence it. For example, pay attention to organizations and enterprises working
within the framework of the import substitution program.

4. Maintain the loyalty of existing customers. Selling services to old customers is
cheaper than attracting new ones, so it is necessary to increase the loyalty of the
existing audience in every way, increase the quality of the products offered and the
level of customer service.

5. Wake up “sleeping” customers. Many customers who used the bank's services,
but for some reason stopped doing so, moved to the “former” category. In a crisis
situation, it's time to remind about you, talk about the range of banking services,
benefits, promotions, etc.

6. Expand your range to economy class. The crisis is the right time to expand your
range for customers who save money, because price is the main factor when choosing
services. For example, a bundled service offering may contain a wider range of
services at a lower cost.

7. Become something more than a bank for customers. For example, to become an
expert for the client in any matter, help draw up a family budget and analyze expense
items. You can send various educational presentations on financial topics to the email
addresses of your clients.

8. In contact with the client emphasize on money saving. During the recession,
managers selling banking services need to focus on the client's desire to save their
money, explain to the client that by using the service of this bank, he will save or earn.

The implementation and development of an effective bank marketing mechanism
during an unstable situation requires joint and coordinated efforts of all bank
departments, from financial consultants to the chairman of the board. This work should
be coordinated by a specialized unit — the marketing service. Implementation of the
mentioned marketing directions in practice will help the bank survive unstable times,
attract and retain customers. The above directions will help to avoid a decline in sales
in the difficult economic situation that is currently taking place in the Ukrainian
financial market. At the same time, they do not require significant costs, which is
relevant for banks in this period.
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