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THE DEMAND OF A CUSTOMER -ORIENTED APPROACH TO MANAGING
COMPANIES IN THE FINANCIAL MARKET

The article notes that the intensification of competition in the financial services market,
changes in customer requirements necessitate a reorientation of companies' activities to the needs,
requests and preferences of customers. The urgency of the customer-oriented approach to
management is substantiated by the example of an insurance company and its content is revealed
through the formation of an aggregated structure of the company's business processes for such
blocks as management, client, and development of insurance products, operations, and ensuring
functioning. It is concluded that the concentration of the efforts of the insurance company on the
formation of client assets will significantly change the processes of interaction of the company's
managers with clients and increase the level of profitability of the company's business.
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Formulation of the problem. In the last decade in Ukraine and its regions there has been a
tendency of transformation of the financial market into a highly competitive one. As a result,
problems arise that are typical for companies operating in financial markets - “buyer's markets”:

- increased competition due to the formation of alliances between retail chains and financial
companies (the formation of «financial supermarkets», an increase in the number of financial
brokers);

- standardization of financial products, the emergence of a new type of customer
(«multichannel») who searches for products online;

- complication of financial products, which leads to uncertainty of customers in the
correctness of their choice and assessment of financial risks, which requires a higher level of
personalization of relationships to strengthen them;

- the need for a more accurate assessment of the profitability of the relationship «client-
company», taking into account all types of costs and resources;

- changes in the financial needs of an individual client (individual) or company (legal
entity), taking into account the increase in informatization in society and global transformations.

In the context of long-term relationships, financial companies must learn predict the
company's behavior in the market under the influence of external and internal factors; optimize the
level of service for different groups of clients; identify the need to identify clusters of consumers
that have identical needs and similarly respond to the products and services offered by financial
companies.

At present, the most promising strategy for establishing long-term contacts with existing and
potential customers is a strategy based on the concept of CRM (Customer Relationship
Management). This concept presupposes a reorientation of strategic attitudes in the financial market
itself in the process of implementing services and products, as well as restructuring of the internal
business processes of a separate financial company, focused on the client and his individual needs
and expectations.
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Analysis of recent research and publications. The problems of studying the theoretical
foundations, principles and features of the functioning of the financial market, as well as the
implementation of active economic activities on it - insurance companies, are devoted to a lot of
scientific works, both foreign and domestic, scientists.

So, in modern economic science, the problems of the development of marketing of insurance
services are devoted to the works of foreign scientists, such as G. Armstrong [1], F. Kotler [1], J.-J.
Lamben [2], R. Chumpitas [2], I. Schuling [2]. The study of issues on the study of the peculiarities
of the development of insurance companies in the financial market of Ukraine was carried out by
such scientists as V. Bazilevich [3], S. Berezina [4], O. Gamankova [5], I. Gerasimova [6], E.
Zhuravleva [7] , V. Zakolodyazhny [8], A. Krikunenko [9], S. Kucherivska [10], Osadets S.S. [11].

Despite the diversity of scientific views and studies on individual problems of insurance
companies in the financial market, taking into account the constant changes in their activities, it
becomes necessary to search for ways to activate the processes of functioning of insurance
companies to ensure a high level of competitiveness, profitability and development in the long term.

The purpose of the article is to study the features of managing companies in the financial
market based on a customer-oriented approach and justify, using the example of an insurance
company, the need to restructure the main business processes during the implementation of a
strategy based on the concept of CRM (customer relationship management).

Presentation of the main material. The selection of target market segments determines the
areas of competition for the financial company for consumer preferences. In a situation where
almost all companies in the financial market offer similar products and services, the issue of
competitive differentiation and positioning of the financial company in the minds of consumers is of
increasing importance. In the conditions of the growing financial market, the leading positioning
idea was products and services, the emphasis was on their high technological level, and the image
of such companies was built on the fulfillment of their obligations and clarity of work.

The main task of a financial company is to develop associations associated with the
statement that they are customer-oriented (customer-oriented).

Customer focus should become a fundamental principle in the formation of the corporate
strategy of a financial company. The place of customer -orientedstrategy in the system of functional
strategies of a financial company is shown in Fig. 1. On its basis, a long-term company
development program is formed, aimed not only at making a profit, but also at increasing value
through the use of client assets (satisfaction, loyalty of consumers in the process of obtaining a
financial service or product).

The development of a customer—oriented strategy implies, first of all, the identification of
the most promising customer groups and the development of business processes and programs
aimed at increasing their loyalty. The key activity of the insurance company within the framework
of the CRM concept is the grouping of actual and potential customers in terms of homogeneous
needs and patterns of behavior, that is, segmentation.

Using the example of insurance companies, as one of the segments of the insurance market,
we will consider the introduction of a customer-oriented approach to management processes. So,
within the framework of a CRM strategy, the development of insurance products should be carried
out taking into account the target groups of customers. When forming a product line, an insurance
company can focus its main resources on developing its best products. To provide services
necessary for the formation of a standard package or additional services that are in demand in the
market, but costly for the company in terms of independent production, the insurance company may
attract other market participants (brokerage, banking and other specialized companies) on
outsourcing terms and thus fill product line with the best market offers.

Since the insurance company's clients are unequal, it is important to separate flows and
improve the level of service for the “most valuable” clients. With such a service, the profitability of
some of the clients exceeds 100%, since they cross-finance unprofitable groups. Selective delivery
of value to different customer groups can be achieved through the use of the following customer
service models: personal service, targeted campaign management; responsive model.
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Figure: 1. Place customer-oriented strategy in the system of functional strategies (developed
by the authors)

Personal service is the most costly and time-consuming service model, which involves the
participation of highly qualified specialists who personally interact with the client based on the
results of the analysis and forecast of his individual needs for insurance products, develop and use
individual service schemes.

Management of targeted campaigns - this model provides mainly for the proactive
implementation of complex insurance products or packages of insurance services, focused on
specific segments of the existing or potential customer base.

Reactive model - when using this model, customers independently select individual
insurance products from the assortment offered by the insurance company as the need for them
arises.

Based on the level of importance of the client for the insurance company by categories
(large company, medium business, small business, mass clients, VIP client), the levels of
individualization of its service are distributed. To retain the most valuable customers, the insurance
company can use various loyalty programs: bonus programs; provision of exclusive products and
services to members of specialized communities and clubs, etc. As a promising area, the client's
participation in the management of an insurance company should be considered, allowing him to
retain and involve him in the processes of improving the efficiency of its activities. The most loyal
and profitable clients can become strategic investors interested in the long-term balanced
development of the insurance company, the growth of its financial and consumer indicators.

The set of clearly defined directions for the development of relations with clients, uniform
rules of interaction and service standards in each category of clients, ensuring the regulation of the
work of the insurance company personnel, is drawn up in the form of the company's CRM policy.
On the one hand, this enhances the results of business structuring, and on the other hand, it allows
to form a positive image of the insurance company (when professional actions are carried out and
perceived by each client in a unified manner, regardless of the degree of personnel training.).

The expansion of customer service capabilities is also carried out through a network of
additional channels, among which self-service devices occupy an important place: Internet, mobile
phone, tablet. In this case, the insurance company does not need to spend funds on building a sales
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infrastructure: wide sales networks have already been deployed by provider companies, and the
client himself purchases the equipment for using access channels.

Also, an insurance company can build its own sales network by connecting to a network of
financial services, getting the opportunity to expand its market presence with minimal costs. The
aggregated structure of all business processes in a customer-oriented insurance company is

presented in Table 1.

Table 1.
Aggregated structure of business processes in a customer-oriented insurance company
BLOCK 1 BLOCK 2 BLOCK 3 BLOCK 4 BLOCK 5
DEVELOPMENT
MANAGEMENT CLIENT OF INSURANCE OPERQTION FBE(():'\I{II(?:\I'\IIEG
PRODUCTS
General Customer Organizational -
. . . Insurance Providing
management of an Relationship and technical . . J .
. operations insurance activities
insurance company Management development
Customer
- information Human resource
Specific areas of management management
Strategic potential 9 _
management customers duct [i Performing
il Product line insurance IT systems
management operations management
company -
Cust Quality
dontification | —T2nagement
External Relations
Insurance Material resource Management
management Attracting clients management
risks
Reengineering of
Economic planning production General
and controlling processes of an administration
Customer insurance company
Management of retention Support for
assets and liabilities insurance .
. . Security
of an insurance operations
company Organizational
Internal control of
X Development
the insurance
Management Other
company Customer
Management of development corporate
services
corporate programs
and projects

(developed by the authors)

The implementation of the goals, objectives and principles of CRM in the activities of the
insurance company provides for a significant restructuring of all key business processes of the
insurance company management with a focus on the client.

Conclusions. Thus, the transition of an insurance company to a customer -oriented model of
functioning presupposes a reorganization of the company's organizational and management system
aimed at introducing a qualitatively new approach to management. Due to a clearer horizontal
integration of divisions at all levels of the management hierarchy of the insurance company, the
direction of personal managers with extended powers is developing, which will provide operational
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managers with a single view of the needs of specific customers and an integrated approach to their
service, decision-making in a very short time. The transfer of relations between employees of
structural divisions of an insurance company to a new organizational customer-oriented
management model will help reduce the cost of implementing insurance services, improve the
quality of interaction between different levels of management in the company, create incentives for
cost optimization and increase the manageability of business processes and employee performance.
All this will help to increase the profitability of insurance companies in the financial market.
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EBTYIIEHKO HATAJIA  OJIEKCAH/APIBHA, BAIHIEHKO OJIEKCAH/IP
IIETPOBHY. 3ATPEBYBAHICTh  K/IIIEHTOOPIEHTOBAHOI'O 1paxply A0
YIIPABJIIHHA KOMIIAHIAMH HA ®IHAHCOBOMY PHHKY. Y cmammi nazonouyemscs,
Wo 3a20CMpeHHs KOHKYPEHYIi Ha PUHKY (QIHAHCO8UX NOCNY2, 3MIHA 8UMO2 KIIEHMIE 8UMA2aromb
nepeopienmayii  JisinbHOCMI  NIONpUEMCME Ha nompedu, 3anumu i nepegazu  Kii€HMIG.
AxmyanvHicme KIEHM OPIEHMOBAHO20 NIOX00Y 00 YNPAGIIHHA OOIPYHMOBYEMbCA HA NPUKAAOL
CmMpaxoeoi KoMnawuii, a 1020 3Micm po3KpUBAEMbCS Yepe3 (hOPMYBAHHS A2pe208aHOI CMPYKmMypu
Oi3Hec-npoyecie KomMnauii 3a maxumu OIOKAM, AK YAPAGIIHHSA, KIIEHM, PO3POOKA CMPAXO8UX
npoodykmis, onepayii, ma 3abe3neuenHs QYHKYiOHY8aHHA. 3poONeHO BUCHOBOK, W0 KOHYeHmpayis
3YCUNL CMPAX0B0i KOMNAHIT HA (DOPMYBAHHI KIIEHMCLKUX AKMUBIE ICMOMHO 3MIHUMb NpoOYecu
83A€EMO0II MeHeddcepid KOMNawuii 3 Kiienmamu i nioguuums pigenb npubymrkosocmi 0i3Hecy
KOMNAHII.

Knrouogi cnosa: xnicumopienmosanuil, nioxio, ynpaeninHs, Oi3Hec-npoyec, (IiHAHCOBUL
PUHOK, cmpame?zis, Cmpaxoéa KOMNAHIsL.

EBTYIIIEHKO HATAJIBA AJIEKCAH/IPOBHA, BAIIIEHKO AJIEKCAH/[P
IHHETPOBHY,. BOCTPEBOBAHHOCTbh KIIHEHTOOPUHEHTHPOBAHHOI O 110/1X0/JA K
VIIPABJIEHUKO) KOMITAHHEH HA ®HHAHCOBOM PBIHKE. B cmamwe ommeuaemcs,
umo obocmpenue KOHKYPeHYuu Ha pviHKe (UHAHCOBBIX YCye, UBMEHeHue mpebdo8aHull KIUeHmos
mpeOyom nepeopueHmayuy 0esmeibHOCmuy NPeonpusmull Ha Hyxcobl, 3anpocsl U npeonoumeHus
KAUeHmos8. AKmyanbHOCmy KIUeHm OpUeHmupo8aHHo20 nooxXo0d K YnpasieHuo 0O60CHO8b18AeMmCsl
Ha npumepe CmMpaxo8ou KOMNAHUU, 4 €20 COOepiCcaHue packpvleaemcs udepes hopmuposaue
azpecupoB8aHHol CmMpYKmypvl OUSHEC-NPOYecco8 KOMNAHUU NO Makum O10OKaM, KAK YnpaeieHue,
KAUeHM, paspabomka cmpaxosvix NpoOyKmos, onepayuu, u obecneyeHue QYHKYUOHUPOBAHUSL.
Coenan 6v1600, Ymo KOHYeHMpayus yCuiull Cmpaxosou KOMNAHUU Ha )OpMUPOBAHUU KIUECHMCKUX
AKMu608 CyWeCmeeHHO UBMEHUN NpoYecchl B3aAUMOOCLCMEUsl MeHeOHCepo8 KOMNAHUU C
KAUEHMAMU U NOBLLCUM YPOBEHb NPUOBLILHOCMU OU3HECA KOMNAHUU.

Knrouesvie cnosa: xiuenmopueHmupo8antvlil, noOXo0, YnpasieHue, OU3Hec-npoyecc,
unancowlll pbIHOK, cCMpame2usi, CMpaxoeas KOMIAHUSL.
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