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Marketing in the activities of banks

Introduction

Marketing is a key that leads every organisation to success, irrespective of its size and
the type of conducted activity. Changes in the rules of functioning of the financial mar-
ket, and especially an increase in the number of banks, the growing competitiveness,
the popularisation of knowledge with regard to banking services, and the on-going
cultural changes that translate into a more credit-oriented society, have resulted in
a growth in the interest in marketing within the banking industry.

The specificity of the financial services market determines the methods for defin-
ing a marketing strategy in financial institutions. All such institutions are considered
to be public trust organisations, and thus their image as safe institutions is important
- not only to them, but also to their customers. Bank services are currently of a high-
ly-diversified character and perform many functions at the same time. New technolo-
gies, computerization and dynamic development of the Internet make the goal of direct
marketing, which is building a customer relationship and quick response to its needs,
within the reach of each market participant.'

Contemporary banks are operating in an extremely competitive environment. This
imposes the need of rapid adaptation to changing conditions, which is manifested,
among others, in the constant evolution of banking marketing.?

This paper aims at analysing the utilisation and implementation of the rules of
marketing within banking activities. The study includes an analysis of the essence of
banking services, bank marketing, and the shaping of marketing instruments in banks.

As part of an analysis, I will demonstrate that following the rules of marketing by
banks is indispensable for securing and strengthening their position within the market

1

M. Grzybowska-Brzeziniska, M. Grzywinska-Rapca, Wirtualizacja komunikacji a marketing bezpo-
Sredni w sektorze ustug bankowych, Marketing i Rynek; 2018 | nr 4 (CD) | 257-267.

2 D. Bednarska-Olejniczak, Innovations in the area of marketing communication of banks - selected
issues, MARKETING I RYNEK 4/2018, p. 30.
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of financial services, which means that banks must meet the necessity of discerning
the customers’ needs and the fluctuations of market conditions, as well as quickly and
flexibly adapt to these changes.

1. A financial service

The financial market forms an integral part of every economy in the world, and is sub-
ject to continuous transformations resulting from many factors that influence its devel-
opment. Indeed, the development of the services sector in the economy is quite evident.

The literature on the subject offers many definitions of services and attempts to
classify them. A “Services” is, in essence, a peculiar type of activity consisting of per-
forming a particular form of work.? Using services does not entail any purchase, but
rather the induction of a change in the characteristics of the users of these services or in
the material goods owned by them. Services retain the utility of already existing prod-
ucts or add new utilities (e.g. insurance services), restore lost use value, and provide
material goods to purchasers (e.g. financial services).

According to A. Payne, a service is “any activity encompassing some element of
immateriality, which consists of affecting a customer and entities or real properties
owned by this customer; such an activity does not result in the transfer of any property
right, yet such a transfer can take place, and the provision of services can be closely
connected with a material good™. In banks, the terms: “product” and “service” are used
interchangeably. With respect to marketing activities, banks focus mainly on the specif-
ic features of services, which clearly distinguish them from material goods.

We can highlight the features that are characteristic of services. A breakdown of
these characteristics is shown in Table 1:

The characteristics listed in the table above apply to all, also financial, services.
Financial services are immaterial, which means they cannot be seen, touched, tasted
or shown. A consumer is obliged to understand them and then to make a decision on
purchasing something that does not exist in the physical sense.

Furthermore, financial services are impermanent, as they cannot be stored like
commodities. A credit card constitutes a departure from this rule, as it is a form of
storing credit for its owner. The vast majority of bank services are provided at the mo-
ment of demand - they are “produced in customer’s presence.”

And thus we arrive at another characteristic of financial services — the inseparabil-
ity of production and consumption processes. Whether the customer decides to buy
a service depends on the seller, e.g. a banker. Many characteristics of a seller are im-
portant here, e.g. courteousness, positive attitude, the ability to recognise customer’s
needs and the ability to adapt to these needs.

*  A.Z.Nowak, R. Karkowska, B.Kosinski, Podstawy wspélczesnej bankowosci, PWE, Warszawa 2017.
* J. Grzywacz, Marketing w dziatalnosci banku (Marketing in the activity of a bank), Difin, Warszawa
2006, p. 23.
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Table 1: The characteristics of services, and their consequences for marketing practices.

The characteristics of services Consequences for marketing practices

Immateriality A service cannot be measured, shown before the purchase, patented
or transported.

Impermanence A service does not exist beyond the process of its provision, nor can
it be stored.

The inseparability of the The production and consumption of services takes place at the

processes of production and | same time and place, and the customer often takes part in the

consumption production process.

Heterogeneity The quality of services depends on many uncontrollable factors, the
quality of employees’ work, the difficulties in standardisation

The inability to purchase and | A service cannot be resold, and there is no used-services market

own

Source: Own study based on: “Marketing ustug (“The marketing of services”), red. A. Czubala,
Oficyna Ekonomiczna, Krakéw 2006, p. 13; A. Sargeant, “Marketing w organizacjach non profit” (“Mar-
keting in non-profit organisations), Oficyna Ekonomiczna, Krakéw 2004, p. 37; . Mazur, Zarzgdzanie
marketingiem ustug (The management of service marketing), Diffin, Warszawa 2001, p. 19.

Financial services cannot be compared. They differ in terms of the time and place
of production as well as the abilities and individual predispositions of the people who
provide them.

It is also worth mentioning that financial services are provided within financial
markets. Financial markets constitute an inseparable element of each and every econo-
my, along with the consumer goods, manufactured goods and resource markets. They
take part in the process of fund and product flow. There are many definitions of fi-
nancial markets offered by the literature on the subject. Let me quote some of these.
Financial markets are:

— places where purchase-sale transactions take place and the subject of trade
comprises various financial instruments (currencies, securities, bank deposits,
shares...)

— aplace where money fund transactions, aimed at levelling any lack of balance in
the areas of financial liquidity and in the area of money capital, are conducted

— aplace where transactions using securities are conducted”.

In the literature on the subject, one can find various classifications of financial mar-
kets. We should highlight, however, that these are conventional criteria, adopted in line
with research needs.

Every market, from an economic perspective, has subjective and objective, as well
as supply and demand sides. In this context, the financial services market can be de-
fined as the totality of exchange ratios between its participants, in which the demand’s
subjective side is created by natural and legal persons, and organisations which wish to

> 'W. De¢bski, Rynek finansowy i jego mechanizmy. Podstawy teorii i praktyki (Financial market and its
mechanisms. Theory and practice basics), Wydawnictwo PWN, Warszawa 2007, p. 16.
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be involved in financial instrument transactions and meet essential requirements. The
demand’s objective side, in turn, consists of the needs connected with capital or funds.®

The supply side of the financial services market is created by institutions that are
owners of financial products or agents between these owners and other economic enti-
ties.” The literature on the subject does not present a uniform classification of financial
institutions. Depending on the needs, we can use different criteria of division. In the
case of the financial services market, we can employ the division of financial institu-
tions used in the activity approach of the Banking Law. This consists of depicting a list
of banking services, highlighting:

— banks,

- para-banking institutions,

- non-banking institutions,®.

2. The essence of bank marketing
The necessity to implement the rules of marketing in the activities of banks is a result
of changes which have occurred during the last several-dozen years within the banking
services market and the financial institutions’ environment. The concept and intensifi-
cation of marketing activities in banks was motivated by the following factors:
— legislative changes promoting competitiveness in the sector of financial ser-
vices,
— the appearance of foreign competition,
— the development of the money market,
— the development of advanced techniques for the management of financial re-
sources,
— the extension of a customers’ ability to choose a bank accompanied by a de-
crease in their loyalty®
Faced with these phenomena, banks were forced to re-evaluate their operating
methods and search for new customer groups.'” Banking services marketing consists
of the integrated activities of a bank aimed at identification, prediction and meeting
the needs of people who purchase banking services, as well as those at enabling banks
to make good profits. The marketing orientation of a bank states that a customer and

¢ I. D. Czechowska, K. Waliszewski, Instytucje bankowe i niebankowe na rynku detalicznych ustug
finansowych w Polsce, CeDeWu; Warszawa 2019.

7 A.Jakubowska, Public relations w ksztattowaniu wizerunku instytucji finansowych (Public relations
in the shaping of financial institutions’ image), Wyd. Akademii Ekonomicznej, Katowice 2010,
pp. 11-26.

& M. Plonka, Marketing instytucji finansowych (Marketing in financial institutions), Wydawnictwo

Akademii Ekonomicznej, Krakéw 2004, pp. 7-14.

M. Lipowski, Marketing bankowy, zarzgdzanie popytem i podazg ustug (Bank marketing, managing

the supply and demand of services), Wydawnictwo UMCS, Lublin 2003, p. 19.

K. Simon, Przedsigbiorstwo i bank w procesie restrukturyzacji finansowej, CeDeWu, Warszawa 2015,

s.23.
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his or her needs are at the focus of a bank’s attention, whereas the bank’ activities are
founded on market identification, customer segmentation, as well as the skilful selec-
tion and implementation of the means of the marketing mix.

The key marketing rules applied by banks and attesting to their marketing orien-
tation include:

— market orientation,

— running a business by an entity in such a way that the customer makes a profit

in the long run,

— customer segmentation,

— profit-oriented activities.

Banks are profit-oriented institutions and conduct their activities in a specific envi-
ronment. This specificity consists mainly in greater restrictiveness of this environment,
which means that banks are subject to greater restrictions in their operations. The basic
objectives of a bank and the methods of their implementation are stipulated in the
bank’s strategy.

3. Shaping marketing instruments in a bank

The vast majority of Polish banks operating within the market of retail services, treat
marketing as a set of tools which facilitate the achievement of economic objectives. As
a result, marketing methods and tools are used summarily, and do not comprise coher-
ent and comprehensive activities of a strategic nature.

Banks’ existence has always been connected with money. Along with the evolution
of money, the type and scale of banking services have been undergoing changes. The
bank in its classic form as well as its services — commonly referred to as “traditional” -
provided for many years now and usually restricted to the banK’s sole competence, have
been in the process of formation for centuries.

Every service provided by a bank is a banking product. This is the basic element
of the marketing mix around which the remaining instruments concentrate. Bank ser-
vices currently have a highly-diversified nature and perform many functions at the
same time. It is worth noting some of their levels (layers) and to group those of their
characteristics which are perceived by customers as being of specific advantage:"!

— the essence (core) of a banking service — a basic service comprising fundamen-

tal advantages, e.g. a deposit enabling saving money for a particular goal,

— areal service - a basic service, together with the objectives and elements cus-
tomising it to the needs and expectations of customers, e.g. a well-secured and
inexpensive payment card featuring easy usage procedures,

— an extended service — additional benefits offered by banks, together with the
real service, e.g. insurance for the owners of payment cards,

1 W. Grzegorczyk, Marketing bankowy (Bank marketing), Oficyna Wydawnicza Branta, Bydgoszcz,
2004, p. 25.
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— apotential service - a set of potential features and benefits that a customer can
achieve in the future, e.g. a credit offered on preferential terms to the owner of
a personal account.

From the marketing point of view, a product is goods or services able to satisfy
somebody’s needs. A product is a set of benefits offered to a consumer. Therefore, every
marketing-oriented bank places its customers at the focus of its attention.'?

Furthermore, a banking product is every service provided by the bank. Around
this product concentrate other instruments. Bank services are currently of a highly-di-
versified nature and perform many functions at the same time.

One of characteristics of these banking products is that, currently, these are basic
services. Basic functions reflect the relations between a product and an objective, and
they comprise the functionality of the product and its quality, which is a set of deter-
minants of the service’s ability to satisfy the customer’s financial needs. For example,
the basic function of a credit is to satisfy the financial needs of a customer. On the other
hand, additional functions point at the relations between the product and the user, the
ease of using the service, etc. For example, as regards bank deposits, this means a simple
way of making payments, a quick access to information on deposits, service discretion,
etc. In the case of some services, additional functions can be of more importance to
the customer than the elements of the basic function, as they are the deciding factor in
whether the service is used."

The process of devising a product strategy by banks involves three stages: (1) defining
the function of a banking service, (2) introducing a new service to the market, and (3) an
assortment policy."

Summing up, we should highlight that the bank’s product policy plays a vital role in
the development of this institution. The successful execution of the marketing strategy
depends on the quality of a given service, as well as on the effectiveness of its implemen-
tation and maintenance on the market. It also has a substantial impact on the efficient
utilisation of other marketing-mix elements.

Another instrument in marketing is the price. Financial services are characterised
by substantial price sensitivity. Most customers, while choosing a bank, treat price as
one of the more important criteria. What is more, the price is the only element in the
marketing mix which yields profit. It is assumed that the price of a banking service is part
of customer’s resources, expressed in monetary units, which he or she is willing to resign
from, in exchange for a potential benefit offered through this service.

The objective of a pricing strategy should be setting the prices at a level that is satis-
factory for the customers, and which, at the same time, enables the bank to achieve its

12 Mazur J., Zarzgdzanie marketingiem ustug (Service marketing management), Difin, Warszawa 2001,
p- 45.

B GrzywaczJ., Marketing w dziatalnosci banku (Marketing in the activity of a bank), Difin, Warszawa
2006, p. 47.

" Grzywacz J., Marketing banku, Difin, Warszawa 2010, p. 38.

15 Ibidem, p. 51.
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established sales volume. Simultaneously, it is important to reduce the impact of the price
in the decision-making process, and persuade the customer not to base his or her choice
on the results of comparison between various banks’ offers.'®

The price includes an interest rate, commissions and fees, in addition to a number
of other elements accompanying a given service, e.g. credit due dates, the methods of
accruing interest on deposits and charging interest on credits, credit grace periods, secu-
rity-awarding costs, the terms of early credit pay-off, and the consequences of resigning
from a banking service.”” Unfortunately, the price of a banking service is perceived by
the customers rather one-sidedly and is limited to standard categories, interest rate and
the amount of commission.

Another marketing instrument is the method and forms of providing (“delivering”
to the customer) banking services, i.e. the distribution of banking services. A unique
feature of the banking sector brings about banks’ difficulties in achieving a competitive
advantage over competitors. This is due to the characteristics and nature of banking
services, similar packages and the pricing conditions employed by the banks.

The channels of distribution which enable the sales of banking services, serve as
a link between the customer and the bank. In literature, distribution channels are de-
fined as a system of properly developed and co-dependent relations between the pro-
ducer of a service, and its end user'®. Thus, an important feature of these channels is
finding such a relation between a customer and a bank’s product that includes both the
customer and banK’s interests in terms of profitability.

The more important factors deciding on the distribution channel include:

— the customer segment to which the given banking products are offered,

— the product, its functions and its price,

— the distribution system of competitive companies,

— the bank’s human and financial resources.

Other factors influencing the method of distribution include the technological ba-
sis available to the bank, and also the number and educational background of its per-
sonnel. Financial institutions sell their products via two types of distribution channels:

o direct,

o indirect.

In addition, the number of people and agents at respective levels of distribution
decides on the width of this channel.

Another vital instrument in marketing is promotion. Promotion is rightly called
a form of communication between a bank and a customer, and the whole market envi-
ronment. It consists in informing, reminding and persuading consumers to accept, pur-
chase, recommend or utilise a product, service or idea. The branding and gaining a prom-
inent position on the market belong to the main tasks of a financial institution. The most

16 Ibidem, p. 51.
17 Ibidem, p. 52.
18 Kotler P., Marketing, Northwestern University, Warszawa 2012, p. 480.
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popular forms of promotion include supporting the sales of services, personal selling by
the bank’s employees, and public relations.

The quality of banking services can be defined as “the set of characteristics deciding on
the ability of a service to satisfy the financial needs; it is a relation between the characteris-
tics of a given financial service and the requirements it has to meet””"® Marketing is present
during the creation of informational foundations for the bank’s quality policy, and also at
the stage of communicating the principles of this policy to customers and other external
entities. Marketing provides instruments to measure the degree of customer satisfaction
with the quality that the bank provides. This information, in turn, serves as the basis for
the introduction of potential changes to the quality policy. Quality can be the main dis-
tinguishing feature of a bank’s competitiveness. Hence, there is a direct relation between
bank marketing and the quality system applied in a given bank.** Providing high-quality
services aims at satisfying the customer. According to Kotler, satisfaction should be un-
derstood as a state experienced by an individual, connected with the comparison of the
perceived characteristics of a product and the expectations of this individual with regard
to these characteristics.”'

The set of market-influence instruments called as a whole “the marketing mix” is an
integral element of a marketing strategy implemented by a bank. Even though the ma-
jority of these is of rather traditional character, undoubtedly, their skilful utilisation has
a considerable impact on the implementation of its own goals by a bank.*

The complexity and diversity of service provision determines the need of expand-
ing the traditional set of marketing instruments. The dominant role of human factors
in the field of services has resulted in an addition to this set of another element - the
personnel employed in a company along with the system of selection, training, moti-
vation and assessment. Further research and studies have led as well, to the addition
of physical evidence, i.e. the elements of surroundings and goods accompanying a ser-
vice, and also the process of service provision, i.e. the organisation and technology of
the provision process.” The evolution of opinions on the selection of marketing-mix
elements in the field of services has resulted in its further expansion. Among other
things, the 8P concept was created, which includes: product, place and time, process,
performance and quality, people, promotion and education, physical evidence, price
and other costs of a service.*

19 Zurawik B. i W., Marketing ustug finansowych (Financial services marketing), Wydawnictwo Na-
ukowe PWN, Warszawa 2000, p. 170.

2 Monitorowanie jakosci w banku (Monitoring quality in a bank), ed. K. Opolski, CeDeWu, Warszawa
2004, pp. 60-63.

2! Kotler Ph. Armstrong G., Saunders J., Wong V., Marketing. Podrecznik europejski (Principles of
Marketing: European Edition), PWE, Warszawa 2012, p. 42.

2 Ibidem, p. 31.

2 1. Kole$nik, Bankowos¢ detaliczna, Difin, Warszawa 2016

# Ch. Lovelock, Services Marketing. People, Technology, Strategy, Prentice Hall., Upper Saddle River,
New Jersey 2001.
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While taking into account the specificity of banking services, we should consider
which of the marketing-mix concepts fits them the most. In my opinion, the concept of
a five-element set of marketing instruments will be suitable here.

4. The impact of the environment on the bank’s marketing practices

The marketing activity of a bank is largely conditioned on its environment. The way
a bank functions and the shape and efficiency of its marketing strategy is influenced by
anumber of both economic and social factors. From a general point of view, these are of
macro- and microeconomic nature. The first group encompasses especially:

— factors of economic nature,

— demographic factors,

— social and cultural aspects,

— legal and political factors,

— the development of IT and telecommunication.

Microeconomic factors concern mostly the growth of competition in the financial
services sector, and the functioning of so-called interest groups, and customers them-
selves.” The quality of service constitutes a very important factor in competition. This
is particularly significant in the field of credits, and that is why many customers come
to banks characterised by slightly higher credit costs, but offering better assistance.
While entrepreneurs would surely like to pay less for a credit, the speed of a credit
decision and the provision of clear requirements are of even greater value to them. The
bank’s flexibility regarding the terms of credit repayment and instalment opportunities
is also a considerable factor.

In competitive conditions, leveraging customers by a bank is a serious challenge for
those managing the sales of banking services. Customers’ attachment to a bank, which
means gaining their loyalty, is the objective of comprehensive marketing activities. The
starting point to satisfying customers is to provide them with an expected standard of
services.

Summary

The subject of this paper was analysing the utilisation and implementation of the rules
of marketing in banks. I have demonstrated that marketing is present during the cre-
ation of informational bases for the bank’s quality policy, and also at the stage of com-
municating this policy to customers and other external entities.

A financial service is the subject of marketing considerations in banks and finan-
cial institutions. The economic and technological development has brought about that,
nowadays, the majority of financial services provided by banks should be regarded
as services that fulfil the basic needs of their customers. In my opinion, the growing
competition requires every modern bank to conduct bank marketing which is aimed
at providing the bank with an appropriate image, trustworthiness, and new custom-

» Grzywacz J., Marketing..., op. cit., p. 179.
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ers. Marketing based on a comprehensive depiction of all the factors impacting on the
achievement of an objective through the influencing of the target market or its segment
is called the “marketing mix”. A bank, while formulating its strategy, has to know what
products it wishes to offer to which customer groups, it has to specify its vision of the
future and select an appropriate way of its realisation. The final choice of a given strat-
egy should be the effect of taking into account both external factors and the internal
conditions of a given bank.

Abstract: This paper aims at analysing the utilisation and implementation of the rules of marketing
within banking activities. It includes an analysis of the essence of the provision of services and that of
the financial services market, the rules of bank marketing, and the shaping of marketing instruments in
banks. In addition, it provides examples of the implementation and utilisation of marketing principles
in selected banks. The necessity of applying the rules of marketing in the activities of banks is a result
of the changes which have occurred during the last several-dozen years within the banking services
market and inside the financial institutions’ environment. Financial markets constitute an inseparable
element of each and every economy, along with the consumer goods, manufactured goods and re-
source markets. They engage in the process of fund and product flow.

Keywords: Bank, marketing, services, market, financial institutions.

Marketing w dziatalnosci bankow

Streszczenie: Ninigjszy artykut ma na celu analize wykorzystania i wdrozenia zasad marketingu
w dziatalnosci bankowe]. Obejmuje analize istoty $wiadczenia ustug i rynku ustug finansowych, za-
sad marketingu bankowego oraz ksztattowania instrumentéw marketingowych w bankach. Ponadto
zawiera przyktady wdrozenia i wykorzystania zasad marketingowych w wybranych bankach. Koniecz-
nos$¢ stosowania zasad marketingu w dziatalnosci bankéw wynika ze zmian, ktére zaszty w ciggu
ostatnich kilkudziesieciu lat na rynku ustug bankowych i w otoczeniu instytucji finansowych. Rynki
finansowe stanowig nieodtaczny element kazdej gospodarki, a takze rynki towaréw konsumpcyj-
nych, towardw wytwarzanych i zasobdw. Angazuja sie w proces przeptywu funduszy i produktdw.
Stowa kluczowe: bank, marketing, ustugi, rynek, instytucje finansowe.

MapKeTHHI B 6aHKOBCKOM eATeNIbHOCTH

AHHOTaleIZ LlEJ'IblO L],aHHOVI CTaTbW ABNAETCA aHann3 UCNonb30oBaHWUA U peann3alnn npuHUUNOB
MapKeTuHra B 6aHKOBCKON cdepe. B HeM aHanu3npyroTCs CYLIHOCTb NPeA0CTaBEHUS YCAYT N PbIHOK
(JDI/IHaHCOBbIX YCRyr, NPUHLKUNbI 6aHKOBCKOro MapKeTuHra u pa3pa60TKa MapKeTUHrOBbIX MHCTPYMEH-
TOB B 6aHKaXx. KpOMe TOrO, OH COAEPXNT NpUMepbI peann3alnin 1 NCNob30BaHNA MPUHLUIMOB MapKe-
TWUHIra B OTAENIbHbIX HaHKax. HEO6XO/_'J,VIMOCTI:: NPUMEHEHNA NPUHLMNOB MapKeTUHra B AeATENIbHOCTH
6aHKOB 06YCNOBIEHA N3MEHEHWUSMM, KOTOPbIE MPOM3OLLNN Ha PbiHKe GAHKOBCKMX YCyr 1 B cpefe
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(GUHAHCOBbIX YYPEXIEHUA 33 NOCNEAHNE HECKOMBbKO AECATUNETUA. DUHAHCOBbIE PbIHKM ABMSIOTCA
HEOTHEMIIEMOII YacTbiO JI0GON SKOHOMMKY, @ TakKE PbIHKOB MOTPEBUTENBCKUX TOBAPOB, NPOMBbILL-
NIEHHbIX TOBAPOB 1 pecypcoB. OHW y4acTBYHOT B MOTOKE CPEACTB W NPOAYKTOB.

KnioueBble cnoBa: GaHK, MapKeTUHT, YCIyri, PbIHOK, GYHAHCOBbIE OPraHbi.

Bibliography

Bednarska-Olejniczak D., Innovations in the area of marketing communication of banks —selected issues,
MARKETING | RYNEK 4/2018

Bednarska-Olejniczak D., Marketing w ustugach bankowych, [w:] Marketing w ustugach. Przyktady zasto-
sowan, pr. zb. pod red. B. Iwankiewicz-Rak, Wyd. Wyzszej Szkoty Bankowej, Poznan 2011.

Booms B. H., Bittner M. J., Marketing Strategies and Organization Structures for Services Firms, [w]
Marketing of Services, red. J. H. Donelly, W. R. George, AMA, Chicago 1981.

Czechowska I. D., Waliszewski K., Instytucje bankowe i niebankowe na rynku detalicznych ustug finan-
sowych w Polsce, CeDeWu; Warszawa 2019

Czubata A, Jonas A., Smolen T, Wiktor J.W., Marketing ustug, Wolters Kluwer, Krakéw 2006.

Debski W., Rynek finansowy i jego mechanizmy. Podstawy teorii i praktyki, Wydawnictwo PWN, Warsza-
wa 2007.

Gabryelczyk K., Nowe ustugi finansowe, Cedewu, Warszawa 2006.

Gilmore A., Ustugi. Marketing i zarzgdzanie, Polskie Wydawnictwo Ekonomiczne, Warszawa 2006.

Grzegorczyk W. Krawiec W, Sibinska A., Wspdfczesne dylematy marketingu bankowego w Polsce, Wyd.
Uniwersytetu t6dzkiego, 6dz 2010.

Grzegorczyk W., Marketing bankowy, Oficyna Wydawnicza Branta, Bydgoszcz, 2004.

Grzybowska-Brzezinska M., Grzywinska-Rapca M., Wirtualizacja komunikacji a marketing bezposredni
w sektorze usfug bankowych, Marketing i Rynek; 2018 | nr 4 (CD) | 257-267

Grzywacz J., Marketing banku, Difin, Warszawa 2010.

Grzywacz J., Marketing w dziatalnosci banku, Difin, Warszawa 2006.

Grzywacz J., Podstawy bankowosci, Difin, Warszawa 2006.

Jakubowska A., Public relations w ksztattowaniu wizerunku instytucji finansowych, Wyd. Akademii Eko-
nomicznej, Katowice 2010.

Jaworski W. L., Bankowosc, PWN, Warszawa 2007.

Kolasa M., Marketing bankowy, Cedewu, Warszawa 2009.

Kolesnik J., Bankowosé detaliczna, Difin, Warszawa 2016

Kotler Ph., Armstrong G., Saunders J., Wong V., Marketing. Podrecznik europejski, PWE, Warszawa 2012.

Lipowski M., Marketing bankowy, zarzadzanie popytem i podazg ustug, Wydawnictwo UMCS, Lublin 2003.

Lovelock Ch., Services Marketing. People, Technology, Strategy, Prentice Hall., Upper Saddle River, New
Jersey 2001.

Mazur J., Zarzadzanie marketingiem usfug, Difin, Warszawa 2001,

Monitorowanie jakosci w banku, red. K. Opolski, CeDeWu, Warszawa 2004,

Nowak A. Z., Karkowska R., Kosinski B., Podstawy wspétczesnej bankowosci, PWE, Warszawa 2017.

Pfonka M., Marketing instytucji finansowych, Wydawnictwo Akademii Ekonomicznej, Krakéw 2004.

Simon K., Przedsiebiorstwo i bank w procesie restrukturyzacji finansowej, CeDeWu, Warszawa 2015

BocTok EBponbl / TymMaHUTapHO-06LLeCcTBEHHbIE UceneaoBanmus 2019/ 5, 2



Pobrane z czasopisma Wschod Europy http://jour nals.umcs.pl/we
Data: 09/06/2026 09:23:59

98 Agnieszka Stolarska

Ustawa z dnia 29 sierpnia 1997. Prawo bankowe i inne teksty— tekst jednolity, Wyd. C.H.Beck, Warszawa,
art. 2.

Zurawik B, Marketing bankowy, Wyd. CeDeWu, Warszawa 2009.

Zurawik B. i W., Marketing ustug finansowych, Wydawnictwo Naukowe PWN, Warszawa 2000,

Wschéd Europy / Studia Humanistyczno-Spoteczne 2019/ 5, 2


http://www.tcpdf.org

