28
TOBAPOBUPOOHUKIB MalOTh OyTH PO3pOOJICHI OpraHamMu YIpPaBIiHHS, 110 3HU3UTh PU3UKU JJIS
KPEAUTOCTIPOMOKHOCTI MIANPUEMCTB.

BaxiuBuM acriekToM MATPUMKUA arpoOizHecy € jgocBig Ppanmii y moOyaoBi
NapTHEPCHKUX BITHOCHH 3 KJII€HTAMU Ta HaJlaHHI KOHCYJbTAIIMHUX 1 HABYAJIBHUX MOCHYT. Y
npakTuili OaHKIBCBKOTO OOCIyroByBaHHs (epMepChbKUX rocrofapcTB y Dpanmii OaHKu
BCTAHOBJIIOIOTH JJOBIOCTPOKOBI BIIHOCHHHU 3 MAJIUMHU MiANPUEMCTBAMU HABITh TOJ1, KOJIH BOHU
MePEeXOsTh Ha HOBi, OUTBIIT BUCOKI PiBHI €KOHOMIYHOI MISITBHOCTI. Takuid miaxig Moxe OyTh
KOPUCHUM 1 B YKpaiHi, J€ TOCIyrd 3 KOHCYJIbTYBaHHS Ta HaBYAaHHS € HEJOCTATHHO
po3BUHEHUMH. TiCHI JOBTOCTPOKOBI BIAHOCHUHH 3 arpo0i3HECOM MOXKYTh NMPUHECTH JOJIATKOBI
nepeBar, Taki SK 3MIITHEHHS MO3UINN MiCIeBUX OaHKIB Ta IMiIBHINCHHS JOBIPH 1 JIOSIHHOCTI
M ITPUEMITIB.

VY HiMeuuuHi ycmilmHa mporpamMa KpeAUTHOI MIATPUMKH MmianpuemMuis denepajibHUM
ypanoM go3Bosisie  (inancyBatu g0 40% 1HBecTHL Yy 3acHyBaHHS (EepPMEPCHKOTO
rocrojapcTa 6€3 3acTaBH 3a JOIIOMOT'OI0 OCOOJIMBO CIPUSATIMBOTO KPEIUTHOTO MexaHi3my. L1
KpeauTu € Oe3BIICOTKOBUMHU (MPOTATOM MEPIIMX TBOX POKIB) a00 3 10-piyHUM MOLIBrOBUM
MepiojioM, 3 MaKCUMaJIbHOI CYMOIO Kpeauty B 1 MinbiloH €Bpo. Takuii KpeauT 3aMiHIOE
BJIACHUH KaImiTall MIIPUEMIIS, a Iep>kaBa Oepe Ha cebe pU3HK HOro HEMOBEPHEHHS.

Takum YUHOM, HIMEIbKa MOJIEJIb (hi1HAaHCOBO-KPEIUTHOI MIITPUMKH
CUIBCHKOTOCTIONAPCHKUX MIANPUEMCTB XapaKTEPUIYEThCSI JIOCUTh MIMPOKUM BUKOPUCTAHHIM
KpEIUTIB, TPAHTIB Ta cyOcuaiil (Hampukiaa, Ha HaBUYaHHsS NepcoHaly, 1HGOpMaIlliHI Ta
KOHCYJIbTaIllliHl TOCJIyru). 3arajioMm, HiMmelnpka cucteMa miarpuMku MCII mae 4iTko
BUPAXEHUH MPOTEKITIOHICTCHKAIA XapaKTep, 10 MO3UTHBHO BIUIMBAE HA EKOHOMIYHE 3pOCTaHHS
Ta MPOLBITAHHS KPaiHU.
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Insurance has become an integral part of modern life, a universal and unique means of
protection against risk. In recent years, the industry has undergone significant changes and
development due to changes in its economic and social nature. Insurance culture is a term that
refers to the set of beliefs, values and attitudes underlying insurance. In the context of
transformation, insurance culture is a key issue. The purpose of this paper is to examine the
phenomenon of insurance culture in the context of change and the emerging trends and
challenges associated with it [1].

Insurance culture can be viewed as a set of values, beliefs, and practices that shape how
people and society view insurance. Insurance culture includes the understanding of insurance
products and services, the level of trust in insurance companies, and the socio-cultural norms
that influence the demand for insurance.
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At present, insurance culture is undergoing various transformations. First, it is becoming
increasingly global as many insurance companies go international and offer products and
services around the world. This requires people and societies to have a broader understanding
of insurance in general and to consider the specifics of local markets. Second, the culture of
insurance is becoming more digital, with many insurers moving to online platforms to sell their
products and services. This requires people and society to not only understand insurance
products and services, but also to be able to use digital technology to purchase and manage
them. Finally, insurance culture is increasingly connected to environmental and social issues
[2]. Social issues such as warfare, climate change, poverty and inequality require a more
responsible and sustainable approach to insurance in which insurers and society at large
consider not only economic, but also social and environmental factors.

The development of an insurance culture in the insurance market is an important factor in
ensuring the stability and efficiency of the insurance industry. A strong insurance culture
increases consumer confidence in insurers, reduces risks and increases insurance sales. It also
leads to a more informed choice of insurance products and a better understanding of consumer
rights and responsibilities.

The level of insurance culture can vary from country to country depending on the
country's economic situation and the welfare of its population. Therefore, different approaches
and strategies should be used to develop and enhance insurance culture in order to ensure the
stable and effective development of insurance markets.

The phenomenon of insurance culture is an important factor for the development of the
insurance market and the economy as a whole. High level of insurance culture contributes to
the development of entrepreneurship and more effective risk management in business, which
leads to the sustainable development of the domestic economy. It is also an important factor in
ensuring the stability and reliability of insurance companies, reducing risks for consumers and
ensuring their rights [2].

Insurance has a long history dating back to ancient civilizations. Over time, it has
evolved into a complex and sophisticated industry with intense development. These changes
have been driven by technological progress, globalization, changing demographics and
consumer behavior. In turn, the way insurance is sold, marketed and offered to customers is
changing and transforming. Insurance culture is also undergoing various transformations.

The phenomenon of insurance culture can be defined as the attitudes and practices that
determine how people and society perceives and relate to the insurance industry. Insurance
culture encompasses a range of factors, including the level of awareness and understanding of
insurance products and services, the level of trust and confidence in insurance providers, and
the cultural and social norms that shape the demand for insurance.

In this context, it is reasonable to highlight the key aspects of the formation of insurance
culture (Table 1) [3], [4].

The phenomenon of insurance culture can be shaped by historical, behavioral, economic
and social foundations. For example, countries with a complex history of natural disasters and
other catastrophes are thought to have a strong insurance culture. This is because individuals
and businesses are more likely to be aware of the need for insurance protection, have
experience, and see the potential benefits.

Similarly, societies with higher levels of income and wealth are thought to have a
stronger insurance culture because individuals and businesses have more resources to invest in
insurance products and services [4].
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Table 1.

Crucial aspects of formation of insurance culture

Aspects of the formation of
insurance culture

Conditions and benefits

Development positive
attitudes toward insurance
and liability

Understanding that insurance is an investment in the future and
recognizing its importance can help people develop a positive
attitude toward insurance. People with a positive attitude toward
insurance tend to buy and effectively manage insurance products
that meet their needs. This allows them to protect their financial
interests in the event of risks such as accidents, illness or property
damage. A shared sense of responsibility includes the
understanding that insurance is not only an investment in the future,
but also a commitment to the insurance company and to society at
large. Responsible individuals and companies understand that
buying insurance products is not only a way to protect your own
financial interests, but also to participate in community activities to
minimize risks and support the insurance industry as a whole.

Increasing public awareness

Understand the risks and types of insurance products and make
informed and knowledgeable decisions when choosing insurance
products. This is achieved through campaigns to increase
knowledge about insurance, risks and options to protect one's
financial interests, as well as by creating familiar and accessible
materials such as informational brochures, video tutorials and
seminars.

The availability of insurance
products

A wide range of potential customers can access a range of insurance
products to prepare for unexpected events and protect their financial
interests. They can also get the protection they need without having
to spend a lot of money on risk management. Obviously, without
access to insurance products, many people will not have the
protection they need, which can lead to financial hardship and
increased risks for society as a whole. This also leads to incentives
for the insurance industry and the economy as a whole. If more
people use insurance products, it will increase premiums and
investments, stimulate the economy and create new places to live.

Professional development of
insurance specialists.

Insurance company employees play a key role in ensuring the
quality and efficiency of the insurance industry. The skills of
insurance company employees are directly related to the quality of
service. The more competent and professional an employee is, the
more efficiently they can do their job. As the result the client's
confidence in the insurer increases which, in its turn, increases the
probability to continue the cooperation.

An
system

effective  regulatory

To protect consumers from possible abuse by insurers, regulators
can ensure that consumers are treated fairly and transparently and
have their interests protected in the event of disputes, for example.
Monitoring the financial condition of insurers and taking measures
to prevent companies from taking excessive risks or engaging in
behavior that undermines the stability of the insurance market.

The phenomenon of insurance culture is an important aspect of the insurance industry
because it affects the demand for insurance products and services, the level of competition and
innovation in the insurance industry, and the stability and viability of the insurance market in
general. An insurance culture that promotes trust in insurance service providers can stimulate
the development of new products and services, foster competition, and promote industry
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growth. On the other hand, an insurance culture characterized by low levels of trust in insurance
service providers may serve as a barrier to entry for new firms and discourage innovation and
investment in the insurance market.

In conclusion, the phenomenon of insurance culture is an important aspect of the
insurance industry and includes a wide range of attitudes, beliefs, and practices that determine
how people and society perceive and interact with insurance providers. A strong insurance
culture builds trust in insurance providers and promotes competition, innovation and growth in
the insurance industry, while a weak insurance culture creates barriers to entry and hinders the
development of insurance markets.
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OCOBJMBOCTI KOHCOJIJAIIMHAX MMPOIIECIB Y BAHKIBCBKOMY
CEKTOPI
Ounena IPOKOITYYK, ookmop exonomiunux Hayk
YMaHCbKMH HALIOHAJILHUM YHIBEPCUTET CAJAiBHULTBA

VY cydyacHMX yMOBax OaHKIBCBKHMI CEKTOpP 3a3HA€ 3HAYHUX TpaHCPOpMalliid, 3yMOBICHHUX
TiJpKUTaIi3alier0 Ta riodanmizaiicro (IHAHCOBUX PHUHKIB, 3POCTAaHHSAM IMOTPEO peasbHOro
CEKTOPY €KOHOMIKH Ta 1HHOBALIMHUMH 3MIHAMHU B TE€XHOJIOTISIX, AUBEPCH(PIKALIEIO NISUTBHOCTI
Ta MOCUJIEHHSM KOHKYPEHIIli, a TaKO 3MIHAMHU B MPaBoOBiil cuctemi. PO3BUTOK OAHKIBCHKOTO
CEKTOPY B IIbOMY KOHTEKCTI CYNPOBOIKYETHCS 3HAUHUMH KUIbKICHUMHU Ta SIKICHUMH 3MiHAMH,
K1 TIPOSIBIIAIOTRCS Yy BCiX (hopMax KOHCOJIiJAIli, 3pYyHICHHSIX KOHKYPEHTHOTO CEepeloBHIIa,
(dinaHcoBii Tobamizalli i 1HTEHCU(IKAIi TPAHCKOPAOHHOTO PyXy OaHKIBCHKOTO KariTaly,
PO3BUTKY MDKHApPOJIHUX CTaHIAPTIB y cdepi OaHKIBCHKOTO PETYIIOBAaHHA Ta HarJsy.
[Ipuckopenwuii nmporec 0aHKIBCHKOI KOHCOJIIAIii, 110 IPU3BIB 10 YTBOPEHHS TPAHCKOPIOHHHUX
MerabaHKiB, 3MiHa Poji Ta (YHKIIA OaHKIB B IHBECTHI[IHHOMY CEKTOpPi, TEXHOJOTIYHI Ta
IJIaTDKHI 1HHOBAIT, IO COPUAIOTh PYXY IHBECTHIIHHUX MOTOKIB, HECYTh Y COO1 SIK BEJIMKUUN
MOTEHI[IaN JJIsl MPUCKOPEHHS €KOHOMIYHOTO PO3BHUTKY, TaK 1 3HauHiI ()IHAHCOBI PU3MKHU Ta
3arposu.

3a ocTaHHI KiJIbKa JECATUIITh (PIHAHCOBHM CEKTOp y OUIBIIOCTI KpaiH 3a3HaB 3HAYHUX
Tpancopmariii. [HCTUTYIIHHI Ta CTPYKTYpPHI 3MIHM CTajd OUIBII BUpaXKEHUMH, (HIHAHCOBI
YCTAaHOBM 3HAYHO 30UIBIIMIIM CBOi aKTHBH, HAMITHJIACS TEHJIEHLIS 10 (OPMYBaHHS MOTYKHHUX
(hiHAHCOBUX KOHTJIOMEPATIB Ta OUIBIIOI 1HTerpali puHKiB ()iHAHCOBUX 1 OAHKIBCHKHMX IMOCHYT.
3poctanHs OaHKIB CYIMPOBO/DKYBANIOCS JUBEPCU(IKAMIEID TiSILHOCTI, MPArHEHHSIM 10
PO3IIMPEHHS] PUHKOBHX CETMEHTIB Ta IOCHJICHHSM KOHKYpEHII 3 OOKy IHIIMX TpaBIliB
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