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This paper is aiming to suggest some opportunities the marketing could offer for 
the improvement of the performances of the banking institutions. Our research 
points out that the banks should practice relationship marketing rather than 
transaction marketing. With that end in view we have worked out and imple-
mented a model which shows the particularities of the operations in every stage of 
the lifecycle of the relationship between the bank and the customer.  By means of 
this theoretical model we have identified the current situation of the relationship 
between the local banks and their customers. At the same time we have suggested 
some ways for the improvement of this relationship within the framework created 
by the objectives of attraction and maintaining of the banking customers.  
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1. Introduction 

The way banking institutions understand and succeed to refer the 
products and services to the customers are conditions for the impor-
tance they play in the economy.  The marketing could offer new solu-
tions, if the banks shift the focus of their orientation and activities 
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from transaction marketing toward the banking relationship market-
ing. The relationship marketing tries to establish an “intimacy” that is 
individualized links with customers, via strong personal appeal and 
continuing commitment [Lee and Carter, 2005, p. 421]. For loyalty and 
relationship to flourish there should be trust, commitment and com-
munication between the interested parties. The relationship marketing 
offers new opportunities for banks, since it is loyalty marketing, within 
the framework of a partnership.  This means that this kind of market-
ing aims to create, maintain and improve the customer long-term 
loyalty [Gordon I, 1998]. Such a goal means that a bank should find a 
balance between the customer satisfaction and the profit of the bank.   

The change of focus toward customer satisfaction and loyalty is espe-
cially needed, as the banking system in Romania is still too “industria-
lized” and “standardized”.  At the some time, the customers of Ro-
manian banks ask for more customized services and expect grater at-
tention [Ţinteanu Moldoveanu G., Capital, 13 decembrie, 2007]. 

These issues and other it could appear should be strong motivations 
for the local banks to give relationship marketing a greater importance, 
in order to better capitalize the Romanian banking potential. 

 

2. The banking marketing, a dynamic concept 

The process of marketing learning and practice asks for resources, 
time and some steps crossing.  These steps the banks should go over 
in order to master the marketing concepts and methods are forming 
the process that is developing according to “the law of slow learning”, 
as Ph. Kotler (1973) suggests.  In other words, an effort and a long-
term perseverance’s are needed for a bank, and they ask for time and 
resources. 

Philip Kotler and other authors have identified five stages the banking 
institutions should experience in order to accomplish the most auda-
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cious goals by using marketing. [Danciu D., Danciu V., 1996 ; Berry, 
Donnelly, 1984 ; Kotler, Ph., 1973]. 

In the first stage, marketing means advertising and sales promotion.  This 
stage is characteristic for the immediate period after the Second World 
War and indicates the beginning of banking marketing.  The marketing 
was not yet present in the conservatives banking community at the 
beginning of the fifth decade of the 20th   century.  The banks operat-
ed on the so called “the seller market”.  The banking customers asked 
for basic banking services, and the banks weren’t forced to make mar-
ket studies.  The banking institutions were created so that they inspire 
safety. Their interiors were imposing by austerity and the people at the 
pay desk rarely smiled.  At the end of the fifth decade, many banks 
were beginning to use the advertising and sales promotion, as the 
competition for saving accounts wear growing stronger.  In order to 
maintain existing customers and attracting new ones, the other banks 
soon have acted in the same way.  

The second stage shows the marketing as customization and a friendly am-
biance. The competition in the banking market became more and more 
stronger, due to the constant efforts for acquiring customers by means 
of advertising and sales promotion techniques.  The banks have 
learned that to persuade people to come at their units is easy but is 
very difficult to maintain customers.  All these have convinced the 
banks to try adding a new dimension to the existing marketing that is 
to please the customer.  The banking personnel began to be friendly, 
smiled to the customers, and the desk lattices were taken out.  The 
banks interior and exterior were redecorating so they could create a 
friendly ambiance.  At the same time, the friendly ambiance inevitably 
became a characteristic the customers expected and common for the 
banks, and it represented no more an advantage and was no more a 
motive for customers to select a bank. 

In the third stage, the marketing means innovation.  At one time, the ef-
forts of the banks were focused on the creation of the ambiance were 
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enough no more.  The banks became very similar, and this created dif-
ficulties in their relationship with the customer.  Some of them have 
understood and recognize the need for finding ways to become diffe-
rentiated from competition.  In the first part of the 1960 years of the 
20th century, many banks have launched new banking products such as 
credit cards, overdraft credit lines and developed other marketing in-
struments. 

The marketing is positioning describes the characteristic of the fourth 
stage of the banking marketing.  The banking products and services 
were more and more widespread and, a new competitive advantage 
was needed at the beginning of the 1970 years.  The banks began to 
address only to some specific market segments, formed up from cus-
tomers having particular needs and expectations, instead of offering 
everything for all. Some banks settled the prices, developed the prod-
ucts and advertising aiming especially the market segment build up 
from individuals having high income.  Other banks have targeted the 
segments formed of individuals having between 18 and 25 years of 
age, while some have aimed to attract aged people.  In this way the 
banks have searched and occupied specific positions in the market, 
their efforts targeting the occupation of a particular place in the cus-
tomer mind.  This phenomenon is called positioning by the creators of 
the concept [Ries and Trout, 2004]. 

In the fifth stage, the marketing is analyze, planning and control. During 
the former stages, the actions of banking marketing had a more reac-
tive character, since they have started following certain situations that 
have emerged in the market.  Even the long term philosophy becomes 
the concern of many banks, it but wasn’t often enough supported, due 
to lack of detail into a coherent plan having precise objectives and ac-
tivities, which was the result of complex analysis and bank resources.  
Philip Kotler offers the case of a commercial bank, which credit offic-
ers proposed an increase of 10 % of the results of the previous year, as 
a rule.  The objective wasn’t accompanied by a plan, and the bank 
management was very pleased when the proposed number was 
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reached.  Things were going this way until a young employee has suc-
ceeded to obtain a 50 % rise at the end of a year.  Acting in such a 
manner, for the bank ignored the potential of various market seg-
ments, marketing plans weren’t requested, market shares weren’t re-
quested and proper motivating system for employees weren’t devel-
oped, it has learned a painful lesson.  

The period a comprehensive document as the plan could be included 
in the bank efforts, has entailed the passing to the banking strategic mar-
keting. The banking institutions were forced not only to think for long-
er periods of time, but to improve the way they design the market ac-
tivities due to the stronger competition, environmental incertitude and 
risks, and higher exigencies in all the sectors.  Thus, the banks are 
reaching the sixth stage in which the marketing has a part to play in the entire 
banking organization, and this part has a strategic significance.  The cus-
tomer becomes an asset of the bank, and it establishes mutual favora-
ble relationships.  The banking marketing is transforming in relation-
ship marketing. 

The process of the evolution of the banking marketing presented 
above is developed taking into consideration the experience of the 
banking institutions in developed countries.  This process is yet valid 
for any market type.  At the same time, even in the developed coun-
tries, there are some differences from country to country regarding the 
stage the majority of the banks are in.  Many commercial banks in de-
veloped countries are in the last tree stages, but some of them haven’t 
over passed the previous stages yet.  The subsidiaries of foreign banks, 
which are present in Romania, are in the same stage as the par-
ent/banks.  Some big banks, which had buy Romanian banks, are es-
pecially in the position of universal banks on the retail market.  Other 
smaller banks, particularly the foreign ones, are positioned in order to 
attract the co nationals involved in business in Romania.  Last but not 
least, there are banks having a high reputation which like better the 
organizational customers, 
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The marketing the big banks are practicing is rather innovative, but 
has the relationship component that leaves much to be desired, partic-
ularly in the relation with ordinary individual customers.  These banks 
stake yet on the fact that the customers alternatives are limited.  They 
should focus better and more urgently on the customers, even if they 
offer them much more diversified products. Since the customers 
should become loyal, the banking marketing targeting market niches 
has a better relationship character. 

 

3. New opportunities for relationship development 

As relationship marketing, the banking marketing acknowledges the 
customer satisfaction throughout creating and delivering value under 
the form of banking services as the main goal o any banking institu-
tion. A bank really oriented towards customer is the one, which be-
lieves that the financial objectives could be best achieved by the rec-
ognition and satisfaction of the customer’s needs and expectations 
throughout the entire life cycle of the relationship.   

The loyalty gained through a higher customer satisfaction should be 
tracked down within the framework of the relationship development. 
One may identify several stages of the relationship development. As 
Evens, O’Malley and Patterson [2004, p. 262] suggested the relation-
ship development could be incorporated in a six-stage model:  

Attraction - Interaction – Progression - Deterioration – Cessation – 
Reclamation 

Attraction is a pre-relationship phase and it represents the point of 
which one or other party finds another attractive in some way. It is the 
extend to which a the potentially relational partners perceive past, 
present and future or potential partners as appealing in terms of their 
ability to provide superior economic benefits, access to important re-
sources and social compatibility or superior economic benefits, access 
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to important resources and social benefits can be delivered that gene-
rates enhanced levels of trust and commitment. The both parts buyer 
and seller interact this facilitating the development of the relationship. 
Interaction is a fundamental behavioral aspect of the relationship 
[Evens, O’Malley, Patterson, 2004, p. 267]. If the bank and the cus-
tomer have a successful interaction the relationship between them can 
be seen as collaboration or partnership providing benefits for both 
sides (progression of the relationship). Sooner or later situation where 
commitment and loyalty fade may occur. The bank must recognize the 
triggers that initiate deterioration in order to find the proper solution. 
Fundamentally there are two possible outcomes from deterioration 
that is the relationship is maintained or the relationship is ended.  

All these stages may be seen within a life cycle of the relationship be-
tween the bank and the customer throughout the highest advantages 
both partners could obtain. In every stage of this life cycle, the bank’s 
objective goes toward an other kind of relationship, from the custom-
er selection toward his attraction and maintaining, as the figure 1 
shows. 

Figure 1. The life cycle of the relationship between bank and customer 

 

 

 

   

 

 

 

 
Source: Author’s adaptation, according to Chirca (2006, p. 157) 

Banking customer differentiation and selection is the stage of the life cycle 
when the bank should work out two issues.  The first issue have in 

Banking customer attraction 
and  maintaining 

Bank – customer interaction 
and banking mix delivery 

Banking customer differen-
tiation and selection 

Banking offer develop-
ment and customization 
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view to understand customers values, which kind of banking services 
is important to them, what services they want to buy, how and how 
much they are inclined to interact with various partners, banks in-
cluded.  The second issue aims to establish the elements, which diffe-
rentiate the customers as potential buyers and users of banking prod-
ucts and services.  The two issues could be properly solved if the bank 
works out the following points: 

• It settles the customer profile, in order to understand the 
buying behavior models. 

• It segments the market and defines the most promising 
groups for the bank. 

• The customers are evaluated in order to identify and under-
stand the profitability and value throughout their entire life cycle and 
long-term potential. 

The development and customization of the bank’s offer seems to be a necessity 
for the capitalization of the whole customer potential, throughout the 
life cycle of the bank – customer relationship. 

The focus on the customer and the interactive relationship between 
bank and customer request that the bank offer and the customer’s 
access to it to be in accordance to the customer exigencies and expec-
tations, which is part of the entire process of its product development 
and marketing. 

Bank – customer interaction and banking product delivery.  The interactions 
are possible not only during the communication and distribution but 
even logistic, customer services and on-line relationship. 

Banking customer attraction and maintaining is the ground on which the re-
lationship with the customer is developed. During this stage, the bank 
should aim the attraction and maintaining three categories of custom-
ers: the customers which have already buy a bank’s product or service, 
the customers of rival banks and relative no customers which don’t 
buy no banking product from no banking institution yet.  
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4. The current situation of the relationship between banks and 
Romanian banking customers 

4.1. Banking customer differentiation and selection 

In order to select the potential buyers of banking offer, market seg-
mentation is needed. Since market segmentation depends on the focus 
on the customer, it is the area where the bank is nearest to the market-
ing requirements. The lack of homogeneity of those who buy the same 
banking product such as current account or loan has as result different 
reactions to the same marketing mix. 

The bank could divide the banking market using some segmentation 
basis which is defined as sets of variables or characteristics used to as-
sign potential customers to homogenous groups [Wedel, Kamacura, 
2000, p. 7]. A bank could divide the market in a multi-criteria way.  
This means that a bank could use time some particular criteria each, in 
order to separate the customers groups.  The figure 2 represents a syn-
thesis of the most important criteria used for obtaining the typology of 
banking market segments. 
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Figure 2. The typology of banking market segmentation 

 

 

 

 

 

 

 

 

 

 
Source: Elaborated by the author 

In the practice of banking, the market is segmented using some com-
binations between the most important criteria, such as the advantages 
customers’ aspect, the socio-economic and psycho graphic characteris-
tics as the information within the table 1 shows. 

Table 1. The multiple segmentation of the banking market 
 Seg-

ments 
LU Loan 

seekers 
Value seekers One stop 

seekers 
Criteria  

The main 
expected ad-
vantages 

Big, universal 
bank 
Good adver-
tising 

Good 
reputa-
tion  
Loan 
easy to 
obtain 
Loans 
with low 

High interest 
rate for de-
posits 
Prompt ser-
vices  
Loan with 
low interest 
rate 

Large varie-
ty of servic-
es 
Convenient 
hours 
Prompt 
services 
Electronic 

Geographic 
segmentation 

Segmentation 
by activity sec-

tor 
Demographic 
segmentation 

Segmentation 
by volume 

Psycho graphic 
segmentation 

Segmentation by ad-
vantages for customers 

Banking 
market 

segmenta-
tion criteria 
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interest 
rate 

methods 
are appre-
ciated 

Socio-
economic 
criteria 

Young  
Live in 
rented hous-
es 

Most 
without 
academic 
educa-
tion 
High 
mobility 

Try to save 
more 

Older 

Psychograph
ic criteria 

High ability 
for money 
administra-
tion 

Liberal 
attitude 
toward 
loans 
Appre-
ciate 
banking 
loans 

Conservative 
life style 
Conservative 
towards 
loans  
Low availa-
bility for risk 
taking 

Conserva-
tive toward 
loans 
In favor of 
utilization 
of personal 
accounts 

Source: According to M.A. Pezzullo (1988) 

The Romanian banking market is still an emergent market, but having 
a great development potential. The emergent characteristics are a re-
sult of the way banks sees the relationship with their customers.  The 
Romanian banks are referring to the relatively large segments by con-
trast to the banks in mature markets, which are differentiating their 
offer, by customizing it for particular groups and work for costs re-
duction. Even more and more Romanian banks are more accurate 
segmenting the market; their segmentation strategy is still vague in 
many respects. The segmentation by age (young, retired) and those by 
volume of banking acquisition (premium customers) remain the best 
out-lined.  For the rest of customers, almost the same banking advan-
tages are offers for loans, deposits and personal accounts.  This is an 
appropriate approach for a market in a consolidation process and it is 
different from the segmentation strategy used in mature markets. In 



The Romanian Economic Journal 

 

Year XII, no. 32                                                                               (2) 2009 

14 

the last markets, the segments of customers are obtained by means of 
criteria like age, deposits, money circulation, and buying behavior of 
the customers banking products and services. 

In the context of current crisis the banking market, a more accurate 
segmentation becomes a “must”.  Such a line of action permits the 
banks to identity more outlined target-segments, which could be add-
ed to the already formed segments [A. Tămăşan, 11 decembrie 2007, 
p. 34].  

 

4.2. Banking offer development and customization 

The retail banks, which dominate the Romanian banking market, are 
using classic marketing mixes.  The main variable of the mix of any 
retail Romanian bank is the banking product.  This product is revolv-
ing round a “hard core” representing basic services as payments, loans, 
deposits, card and short-term financing. The core is completed by 
relatively few services; even they have an increased contribution to the 
growing complexity of the banking product.  Such a product having 
limited means for differentiation and customization is characteristic to 
the mass transactional marketing.  Few banks are niche players, which 
are focused on specialized products.  The most important contribution 
to the values the banks handle has the loans and the deposits. The 
loans for individuals had a 44,2 billions euros value, 77 % of them be-
ing consumption loans, a value bigger than 33,8 billions euros, the val-
ue of deposits art the end of 2007 year [Raportul Băncii Naţionale a 
României, 2007].  The crisis effects are found in the change of trend in 
the benefit of deposits also. The banks are struggling for speeding up 
the attraction of the population savings, which are considered a source 
of founds needed for potential loans. The increasing importance of 
the deposits is shown in a quick rising of interest rates of this kind of 
banking product.  At the beginning of 2009 year, the interest rates for 
the deposits of made by individuals in lei, at tree months term, were 
between 6,5 % and 15,5 %; while the interest rates for the deposits in 
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euros were between 3 % and 7,5 % [Business Standard, 9 martie, 2009, 
p. 16].   

 

4.3. Banking – customer interaction and banking product deli-
very 

The promotion strategy of Romanian banks is focused mainly on mass 
media, and particularly on television. About tree quarters of banking 
promotions are found in the audio video communication channel. 
This channel is characteristic of the mass marketing and Internet and 
banking consultants supplement it. The last two communication 
channels are able only to cover smaller customer groups. The interac-
tive contact of on line customers is still law, being limited by the In-
ternet access and the value of acquisition.  The poorest customers 
have access troubles to the two communication channels. Only the 
customers having income above average have the benefit of more 
one-to-one approach. 

The distribution network is permanently expanding, due to the com-
mon strategy of all banks for increasing the branch number.  The 
branches are the main banking distribution channels. At the end of 
2007 year, the total branch number was 5481 and ATMS number was 
7800 units. CEC Bank had the largest number of branches of 26 units 
for 10.000 inhabitants, a situation better than in Hungary or Slovakia. 
BRD had over 800 branches, BCR had 562 branches and Raiffeisen 
has 433 units.  The traditional distribution channels are completed 
with other channel types such as self-Bank, franchising, on-banking, e 
banking.  The big banks like BCR, BRD, Raiffeisen, Unicredit Ţiriac 
but even some smaller have their own leasing, assurance, asset man-
agement companies, in this way aiming to obtain the group synergy.  
The Internet and phone/banking are developing, but they are still be-
hind the traditional channels.  The Internet banking services were 
access only by 7 % of Romanians in 2007, while the Finish were in the 
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first place because 84 % of them were using e-banking, for accessing 
banking services [7 Plus, 11 februarie 2008, p. 8]. 

 

5. The future of relationship between banks and Romanian cus-
tomers: The customers attraction and maintaining of the aiming 

The banking marketing is a relationship one by its nature.  Thus, the 
Romanian banks should more rapidly change their marketing mix 
from a classic one toward the banking customer mix.  The customer 
mix is the one of 4 C. Every variable of 4 C mix has to fulfill an essen-
tial need of the customer. In other words, the successfully banking 
marketing mix should be the one which delivers high value to the cus-
tomers depending in their requirements (Customer), with fairly good 
costs (Cost), in a suitable manner (Convenience) and at the same time 
having on effective communication (Communication). 

The banking product policy is more focused on the customer re-
quirements and on the increased value of the product and satisfaction 
of the customer.  Any banking product is included in the larger cate-
gory of services and has dominant properties, which need experimen-
tation and trust.  The loans, deposits, accounts and other services like 
payments, banking transfers, cards with a more frequent access and 
utilization need the customer experimentation, since their attributes 
and qualities could not be estimate before buying and utilization. Many 
banking customers should swear by the bank experience, image, se-
riousness and promises keeping. That’s way the banking customers 
pay more and more attention to the variable interest, the fluctuation of 
the exchange rate of the currency, the consulting quality, the bank 
transparency and other issues, which could create, maintain and 
strengthen their trust in a bank and particularly in crisis circumstances. 

The dissonance – assigning model seems appropriate for the descrip-
tion of the banking customer reaction. This model has as a variable 
the dissonance, which is the gap between the promises included in the 
alternative the customer choose before buying and how much of them 
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are confirmed after the acquisition. The banking customer is reacting 
after the acquisition of the banking product, as he experiences and 
learns. For that reasons, the quality, the delivered advantages and the 
degree of satisfaction are evaluated after utilization of the banking 
product and are influencing the future buying behavior of the custom-
er, which has an increased importance for the banks decisions to 
come. 

The banks acting in the Romanian market should more have in mind 
these issues for their next marketing strategies and policies. The future 
portfolio strategy should have tree basic pillars that are quality improv-
ing, offer diversification and innovation.  The main common idea of 
the tree strategic alternatives should be the increasing of number of 
products each banking customer is acquiring. The Romanian banks 
should focus first on the range of services extension, due to the rela-
tively poor offer.  Then, they should add new products such as bank 
assurance, banking products for the family protection and rent for 
education as long/term products. The increasing of number of bank-
ing products Romanian customers buy is other important strategic di-
rection. The strengthening competition and the reduction of profit 
margins are strong motives for such an approach. A Romanian citizen 
buys a tree banking products as an average, while a French customer 
buy eight banking products. 

The convenience for customers, as an element of the 4 C banking 
marketing mix should be improved, too.  The distribution channel 
should be multiplied by paying attention and strengthen the impor-
tance of e-banking, m-banking, phone banking. Some incentive like 
lower tariffs for customers, which chose the Internet as a distribution 
channel, should be used. 

 

 

6. Conclusions 
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In order to amplify and strengthen the relationship between Romanian 
customers and local banks, and diversify the motivations for the deci-
sion of buying banking products, a focus on the increasing loyalty of 
customers is needed. Nowadays, the buying decision has the price as 
ultimate variable in product and bank choosing. Some 54 % of the 
Romanian individuals buying banking products are customers of many 
banks, while 60 % of the customers are loyal to a single bank in 
France [Toma A., Biz, nr. 137, p. 49]. 

We believe that attraction and especially maintaining of the customers 
depend on the new philosophy concerning the higher satisfaction of 
the banking customer. This new philosophy has as main support the 
improvement of the relationship between the bank and the customer 
within the relationship life cycle. We have analyzed the relationship 
development in two stages. Firstly, we have pointed out the characte-
ristic and the current situation of the relationship banks have with 
their customers. Secondly, we have suggested some improvement 
means. 

The banking institutions should become innovative, better positioned 
and proactive in the manner of their acting according to the strategic 
plans they should develop and perform as conditions for reaching 
such a goal. Having a more appropriate approach, the banks could in-
crease the value of their offer and the satisfaction of the customers 
which are more informed, demanding and difficult to become loyal. 
The banks should develop a more interactive relationship with these 
“new customers” in order to succeed in their efforts to attract and 
maintain them. 

The customers should become an asset of the bank which value de-
pends on their satisfaction throughout value creation and delivering 
under the form of banking services. In this way, both partners could 
obtain high advantages throughout the entire life cycle of the mutual 
relationship. The banking customer should be understood, differen-
tiated and selected and a customized offer for him under the form of a 



The Romanian Economic Journal 

 

Year XII, no. 32                                                                                (2) 2009 

19 

 

specific customer marketing mix should be developed. Such an ap-
proach offers the bank institutions a big opportunity for using the 
marketing as an important tool for their market goals achieving by in-
creasing customer satisfaction and delivered value. 
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