Kaxaplil sTan conuanbHO-3KOHOMUYECKOT0 Pa3BUTHS HALIMOHAJIBHOW KO-
HOMHKH OOYCJIOBJIMBAET HEOOXOAMMOCTh BOZHUKHOBEHHUS! HOBBIX MOAXOAOB U
METO/I0B MOTHBAIIMH, OTPAKAIOIIUX €ro nmorpedHoctu. EcrecTBeHHo, arpapHas
pedopma B bemapycu npenbsiBisier cBoM TpeOOBaHUS K MEXaHH3MY MOTHBa-
LINH, KOTOPBIA 00s513aH COCOOCTBOBATh aKTMBU3AIMK paOOTHUKOB B Tpolecce
TpyZa, ClocOOCTBOBATh POCTY WX KBAIM(HUKALMH, HECMOTPS Ha JIOObIE BHEI-
HUE WM BHYTPEHHHUE BBI3OBBI.

MoTHBallMOHHBIN MEXaHU3M INpPHU3BaH CO3/aTh YCIOBHS AJS 3aHHTEPECO-
BaHHOCTH Ka)JIOTO pabOTHHKA B BBHICOKOIPOHU3BOIUTEIBHOM TPYy/AE Ha OCHOBE
obecrieueHns1 3aBUCUMOCTH pa3MepOB JI0X0Aa OT (PaKTHUECKOTro JUYHOTO TPY-
JIOBOTO BKJIaJa, JIOJIU €r0 y4acTHs B COOCTBEHHOCTH, a TAKXKE OT KOHEYHBIX pe-
3yJAbTaTOB pabOTHI MPEIIPHUATHSI 1 MAaKPOIKOHOMUYECKHX ITOKa3areneid. Toib-
KO 3Has TO, YTO JBIDKET YEIOBEKOM, UTO IMOOYXIAET ero K JAesTEeNbHOCTH, Ka-
K{€ MOTHBHI JISKaT B OCHOBE €ro JICHCTBHHA, MOXHO pa3padborath 3(hexTus-
HYIO CUCTEMY XO3SICTBOBAHUS CEIbCKOXO03AHCTBEHHOIO MPENPUATHS.
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Summary: The banking sector in Poland is becoming more and more innovative
as proven by many awards in international contests and distinction during the re-

search in 2016 conducted by The Forrester Research. In that research European
online banks were analysed in terms of functionality. Polish banks had the best
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results. American Banker pointed out that Polish services of modern banks are an
example to American banks. The article selected four Polish banks that stand out
in terms of a number of innovations and their character. The banks which are
regularly rewarded in this area are PKO BP, mBank, Idea Bank and ING Bank
Slaski. This article aims to show a characteristic of financial innovations in banks
and describe each key innovation for a given bank in details.

Annoranusi: bankoBckuii cextop B [lonbie craHOBUTCS Bee Oojiee MHHOBa-
[IMOHHBIM, YTO MOJTBEPXKAACTCS MHOTMMH HATrpaJiaMi MEKTyHapPOAHBIX KOH-
KYpCOB U pas3nuuuii Bo BpeMms uccienoBanus 2016 roma, nposeaenHoro The
Forrester Research. B atom mccnenoBanuu eBporneiickue oHIaiH-0aHKH OBUTH
MIPOAaHATM3UPOBAHBl C TOYKU 3peHHs (yHKIHOHaJIbHOCTH. [lombckue OaHkM
TIOKA3aJIM JIy4IIHe Pe3yJabTaThl. AMEPHUKAHCKUH OaHKUpP OTMETHJ, YTO MOJb-
CKHE YCITyTH COBPEMEHHBIX OaHKOB SIBJISIFOTCSI MPUMEPOM JUISi aMEPHUKAHCKHX
6ankoB. B craTthe 0TOOpaHBI YeThIpE MOJBCKUX OaHKa, KOTOPBIE BBIACISIFOTCS
PSIOM MHHOBAIMi M CBOMM XapaKTepoM. baHKH, KOTOpbIe PErysipHO Ioiyda-
IOT BO3HArpakJieHue B 3Toi obiactu, 3o PKO BP, mBank, Idea Bank u ING
Bank Slaski. Llens naHHOl CTaTh — MOKa3aTh XapaKTEPHCTHKY (PMHAHCOBBIX
WHHOBalMi B 0aHKax W MOJAPOOHO ONMUCATh KAKAYIO KIIIOYEBYI0 WHHOBAIWIO
JUIsl JaHHOTO OaHKa.

In today's world innovations is root for the modern strategies of economic
growth, development of the companies and formatting prosperity of the nations.
Dynamically moving structures of the developed economies in the direction of
industries and services based mainly on knowledge can be observed. Process of
innovation moves away from a single event and focuses on a complex of events
and phenomena leading to the creation of new products, patterns, technologies
and services. Additively that process goes in a specified system which includes
a chain of companies, research institutions, government and non-governmental
organisations. [Pietrusinski 1971, p 9]. Financial innovations are not described
as a new phenomenon because from the beginning they are connected with
technological innovations. Both of them were have been developed concur-
rently. Financial innovations made it possible to finance innovative technologi-
cal projects in a situation of high investment risk. Constant technological and
economic development resulted in imposing of the introduction of necessary
changes compatible with requirements of economic entities and an increasing
degree of risk on financial markets. [Ball-Wozniak 2012, p.57] Commonly
known classification of financial innovations is that introduced by OECD.
Their innovations are distinguished as a product, process, organisational and
marketing. It should be emphasised that financial innovations often are hard to
assign to one category because the process of their creation demands changes in
various areas of activity.
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Product innovations have a key role in virtue of that current form of com-
petition is based on creating new and more functional products not on making
prices more attractive. Implementing new products on the market nowadays is a
necessity for the development of the company which operates on a saturated
and demanding market. It is caused by the fact that requirements of market and
customers rise because intense marketing activities caused a necessity for re-
lentless reaction on consumers' needs much better than the competition. Product
innovations can be defined as intentional launch hitherto manufactured prod-
ucts and also creating new products which are defined as those which can sat-
isfy needs and preferences of particular buyers uniquely. By that, they can im-
prove the competitive position of a company on the market. It can be consid-
ered that each new form of a product which constitutes a market offer of a
company is innovation [Grzywacz 2006, p.26]. Process innovation is described
as innovation perceived in terms of process. It can be also described as launch-
ing new or substantially improved method of production or supply. Crucial
changes in terms of technology, devices or software are included in this cate-
gory. Innovations concerning processes can be aimed leading to lower unit cost
of production or supply, quality improvement, production or supply of new or
substantially improved products to the market. Methods of production consist
of techniques, devices and software used in the production of goods or services.
[Grzegorczyk 1999,p.15] Process innovations also include new or substantially
improved methods of creating and supply of services. They are distinguished
by significant changes in terms of equipment and software used in service
companies or changes in terms of procedures or techniques used in the supply
of services. [Grzegorczyk 1999, p.26].Marketing innovations are described as
launching modern marketing method connected with significant changes in the
project, construction of the product or in the packaging, distribution, promotion
and also in pricing strategy. The main aim of the innovations is to provide cus-
tomers with the satisfaction of their needs, open new commercial outlets for
them or significant product positioning on the market to increase incomes. A
characteristic feature of marketing innovations is implementing of marketing
method, which has not yet been used by a given company. Marketing innova-
tion is supposed to focus on a new element of conception or marketing strategy
which constitutes significant moving away from methods which were used so
far. [Bednarska-Olejniczak 2011, p.26].Organisational innovations involve the
introduction of a new organisational system in operating principles established
by the company, organising workplace or relations with the surroundings. The
reason for implementing an organisational innovation can be the achievement
of better financial outcomes through a decline in administrative or transaction
costs. On the other hand, work satisfaction can increase ( at the same time it
means an increase in work productivity) getting access to assets which are not
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subjects of trade. [Btach 2008, p.18].In comparison with other organisational
changes in the company the characteristic feature of organisational innovation
is the usage of that organisational method which has not been yet used in the
company and is determined by strategic decisions made by its management.
Organisational innovations within the workings of the principle adopted by the
company consist of the implementation of modern organisational methods to
facilitate the working of routine procedures regulating the activity of the com-
pany. In the case of banks, an innovative solution was launching the manage-
ment techniques tested in other industries. Those were techniques such as out-
sourcing, lean manufacturing or Total Quality Mangement [Btach 2008, p. 91].
An image of PKO BP from 1999 to 2002 reflected bank with an emphasis
on staidness and availability for an average citizen. Amid customers, there were
opinions concerning the lack of technological development and inefficient ser-
vices and also long queues. There was an attempt to launch a marketing cam-
paign. Its basic element was clientele, for whom PKO was a bank of a first
choice. The slogan of the campaign was «PKO Bank Polski close to you»
whereas bank branches became a media of an external promotion. [PKO BP
2011]. In 2002 in connection with an allegation concerning lack of modern
technological solutions, PKO BP launched an online bank account Inteligo.
Bank had an important position in online banking then. In 2011 because of in-
creasing competition in the banking sector, PKO BP decided to radical cut itself
off an image which customers connect mainly with the weight of the past dur-
ing communism, stagnation and low standard of service. Bank decided to reject
this image in favour of a new model of customer service, change of product
range and to lend colour to its innovation. PKO BP has changed its image by
new product range supported by outstanding marketing campaign Bank has re-
placed its old and inefficient customer services model, and it is implementing a
new standard of bank branches NANOVO. Bank also refreshes its logo. [Bank-
ier 2011]. According to established plan PKO BP started modernisation of out-
side branding of circa 1.200 branches and 1.900 agencies. An aim of that action
was to normalising of bank's image. Logo of the bank which is present on the
website, contracts and branches' branding has changed the colouring on the
navy blue, red one. That also brought out the proprietary fond, the only one of
its kind in Poland. The logo has been changed in cooperation with Karol Sliwka
and White Cat Studio. An aim of the new logo is suggesting the modernity but
also maintaining continuity with history. [Filipek 2012]. Bank undertook mod-
ernisation measures which shall improve the quality of its customer service
permanently. That is directly related to the need for change in terms of bank
branches decoration and its surface within NANOVO project. NANOVO is the
strategic project which introduces the innovative, functional conception of
branches which satisfy the customers' needs. Branches of NANOVO should al-
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low on efficient customer flow management by redirecting them to advisors
and self- service channels [Journal of Marketing and Market Studies, 2011].
PKO BP’s new logo has been depicted for the first time during the checking
and savings accounts' campaign with Szymon Majewski. An artist was sup-
posed to confirm crucial changes occurred in the internal structure of the com-
pany and encourage customers under 25 to use banking services. Creative con-
ception contains advertising spots where Szymon Majewski performed the role
of the perfect employee, smart, friendly with a great sense of humour, that con-
cept has been perceived very enthusiastically by the customers. After the start
of the campaign interest in financial products of the bank has significantly in-
creased amongst people under 30. During three weeks 40.000 bank accounts
have been opened [Staszak 2011].

Process innovation is an innovative model of mBank. The project of new
mBankFrom the beginning of its activity in the retail sector which was in 2000,
mBank is the innovative project on the Polish market. The activity of that bank
is based not only on the Internet but also on direct service via the call centre.
Later it also expanded its business into mobile banking and other modern tech-
nological solutions. mBank is the only Polish bank which successfully ex-
panded its business model on foreign markets [mBank 2011]. In recent years
mBank consequently implemented its customer-oriented business model. An
aim of that model is also to create a new and innovative trading bank. The ac-
tivity of the bank is to maintain its leading position in e-banking and innova-
tion. Its activity is based on helping customers with intelligent finance man-
agement. The technology of its product range is based on the Internet and other
electronic channels. Product distribution also takes place via the Internet.
mBank established the principle that simplicity, comfort and comfortable ways
of contact with customers constitute its competitive advantage. Finance man-
agement and communication become easier by new generation mobile applica-
tion, video banking, P2P payments via Facebook and also SMS. Mbank tries to
limit the number of the most important, innovative services and financial prod-
ucts. [Lachowski 2010, p.26]. In 2013 after 13 years of intensive development
bank became one of the leading players of the Polish banking market.

Idea Hub is an innovative idea of organising the banking surface created by
Dominik Fajbusiewicz, one of the Idea Bank's board member. Idea Hub is a so-
lution intended mainly for owners of small businesses whose do not have room
for work or business meetings. Idea Hub provides a surface for its customers.
Their customers have access to office equipment, wi-fi and conference hall.
Each entrepreneur has access to the workplace, which means private desk, free
coffee and daily press. Customers residing in a room where they can use printer
and scanner with no limit. On the walls hang TV sets. Customers can watch
their economic news [Zielewski 2011]. There are also a few customer service
locations in bank branches. The staff and customer can use two room equipped
with a TV set, tablets and also comfortable sofas. That makes it possible to cre-
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ate a friendly atmosphere for meetings with customers. Meetings with no barri-
ers. The arrangement of a bank cashier position is supposed to provide high-
quality service. That position is not typical. It does not bring to the mind of
place in conventional banks. Room for the bank cashier is located next to the
meeting hall. Things which allow to distinguish it from typical office are only
banknote counter and teller cash dispenser [Zielewski 2011].

An analysis of banks' operations depicts that their mainly about implement-
ing innovations for its customers. These actions are supposed to guarantee cus-
tomers' loyalty and increase banks' competitive position on the market. Bank
ING, PKO BP, mBank and IDEA Bank by implementing further innovations
had an impact especially on its image and attractiveness for patrons and pros-
pects. To keep customers banks attempt to offer them various solutions such as
modern products. Competitors continuously do the same thing. The research
depicted that implementing innovations did not have an impact on the market
share of any of the analysed banks. Innovations also did not affect their per-
formance indicator.Implementing innovations in banks give unmeasurable
benefits in the form of prestige, popularity and recognition. A title of an inno-
vative bank resulted from PR actions. It supposes to improve an image of a
given bank, which for its innovative solution can be rewarded in prestigious, in-
ternational contests.
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YIPABJIEHUE MTPON3BOACTBEHHBIM IOTEHIIUAJIOM
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AHHOTaIII/Iﬂ: B craThe u3noxxeHnI PEIYIbTATBI UCCICAOBAHUA cpez[Heﬁ CTOHn-
MOCTH arpapHbIX HpeI[HpI/IHTI/Iﬁ npu HCIOJb30BAHHUU PA3JIMYHBIX METO/10B
OLICHKH, B pE3YJIbTATC CACIAaH BbIBOA O HeO6XOI[I/IMOCTI/I HCIIOJIB30BaHUsA BCEX
BAapHUAHTOB OLICHKU JJI TOBBINICHUSA JOCTOBCPHOCTU U YIYULICHUA YIIPABJICHUS
MPONU3BOJACTBCHHBIM IOTCHIIUAJIOM arpapHbIX HpeﬂHpHHTHﬁ.
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