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Abstract:  

In the present financial context first affected by the lack of trust generated by the important bankruptcies in 

the USA and secondly by the global economic crisis, financial institutions are more than ever focused on applying 

market research, customer segmentation procedures and based upon them adapted credit strategies. The process is 

based on the fundaments of the marketing mix, much more carefully than before in order to maximize efficiency and 

market position or to consolidate, increase market share by taking advantage of opportunities or diminishing the 

effects of the present unfavorable economic climate. Analysis procedures based on differential risk models can be 

identified, the starting point being precisely the involvement of marketing by the market segmentation process and 

the concepts of “customer centricity” and “client relationship management”, specific credit policies being based 

upon them. The present paper intends to bring forth the client segmentation criteria practiced by top Romanian 

commercial banks, as the right segmentation process will reflect on the typology of financing over time. 

Furthermore, client segmentation tends to influence banking management in order to administer the risks arising 

from the credit activities, as it is in strict connection to the elements and processes involved in determining a correct 

rating of the applicants for funding.  
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Introduction 

Starting with the year 2000, the Romanian market has seen an unprecedented media assault by the financial 

institutions in order to increase market share, especially by a variety of loans, the phenomenon gaining importance 

due to the low degree of banking in Romania but also to the low degree of banking knowledge of the consumers, 

after a period when the economic system was centralized with no competition in any domain. 

Therefore, the financial market quickly evolved based on using marketing ingredients and in a few years 

time given the arrival of multinational banking institutions we witnessed aggressive marketing and financing policies 

and as a result quick increases in market shares. But the domestic financial institutions reacted by permanently 

adapting to the economic context and competition. These tendencies manifested globally, the growth model being 

based mainly on mergers and acquisitions that is on a product based policy. With the advent of economic crisis in the 

year 2008 banks were no longer able to maintain the growth by acquisitions and mergers so the product based policy 

was abandoned in favor of the customer centered policy aimed mainly at satisfying the needs of the customer.  

Back in our country, a marketing example for the 2000 can be reflected by the somehow successful slogan 

“Sleep tight, National Investment Found is working for you” that gained the clients confidence without economic 

foundations, finally transforming in an unsuccessful example based on deceit. There are also successful examples 

such as Transilvania Bank which despite maintaining its head-offices in Cluj-Napoca successfully managed to 

become a strong brand for all the small and medium-sized enterprises both from the point of view of the dedicated 

products/services and from the satisfaction given to retail clients. Transilvania  

Bank managed to adapt its risk policy based on the marketing policy and render it the benefits of the local decision-

making competences (in a context based on centralization and elimination of the local jurisdiction), flexibility and 

swiftness.  

However it is found that for the top players on the Romanian banking market risk analysis and credit 

policies tend to depend more and more on the category of clients’ referred, which means client segmentation is the 

basis for maximizing profits through different approaches that include differentiated products and service packages. 

Romanian literature took over and developed the principles of the marketing consecrated by authors such as Philip 
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Kotler, known as the father of marketing or Jack Trout, Al. Ries, considered the father of positioning. Although there 

are no local models to accurately describe what happened in terms of marketing in Romanian banking, since “there is 

nothing new under the sun” top players from foreign banking institutions resorted to external companies specialized 

in the field, for example UniCredit Tiriac Bank and Raiffeisen Bank turned to Mc. Kinsey company, and the reports 

reveal that taking into account the local market trends from the needs of the consumers are generally the same as 

those of the Western European consumers, therefore customer service models of the parent banks were implemented, 

with minor changes.  

The present success concept reveals the importance of the “customer centricity” concept so that the entire 

banking activity will be centered on satisfying customer needs. This concept is embraced both by UniCredit Tiriac 

Bank and Raiffeisen Bank, one of the banks known as a former of retail products on the local market. In the foreign 

specialized literature there are various studies focused on the loaner segmentation criteria or credit scoring models 

applied by banks for consumer credits.  

But the departure point for all these are the concept of “customer relationship management” The customer 

relationship system allows: 

- managing client assets; 

- monitoring the use of banking products and services; 

- implementing software that would allow better management of customer relationship; 

- customer loyalty and maximized income. 

Aspects mentioned earlier show that older concerns about customer segmentation are still preserved so that 

the key questions remain up to date and banks keep seeking for the most appropriate answers considering 

permanently the given market conditions, the economic climate, changes in consumer behavior and manifesting 

trends. Therefore we keep trying to find the most suitable answers to the following questions: that is the best 

customer segmentation mode? What are the most important criteria to be considered by banks when segmenting 

clients? How can we differentiate from the competition in terms of relatively standardized products or services? How 

much and how important are price and quality in differentiating from the other? How will the Romanian banks 

position themselves from this point of view?  

 

1. Client segmentation criteria and banking marketing 

Achieving a proper segmentation is the starting point for the right satisfaction of customer needs, which 

doubled by a portfolio of quality products dedicated to the main segment for each bank and especially by a correct 

credit policy that does not produce loss through the incessant growth of provisions, will lead to an important market 

position and to a sustainable business through profitability and continuity. Furthermore, starting from customer 

segmentation and the prolonged economic crisis phenomenon, we witness a tendency that most of the self declared 

universal banks begin to specialize on specific client and market segments even trying to adapt their credit analysis 

accordingly in order to gain competitive advantages.  

Differentiating from the competition and achieving an important market share on the targeted segment 

presently means, for commercial banks, to center the marketing activities on relatively new banking marketing 

concepts such as “customer centricity (1) friendly bank (2) quality (3) client relationship management – CRM (4)”. 

Beyond the above-mentioned trends, I consider that traditional banking marketing is different from other marketing 

domains by the following characteristics: 

- there is a restrained, even standardized, range of traditional banking products and services, that is why positioning 

itself from the competition is a difficult task meant for marketing, the skill in banking marketing consisting mainly in 

personalizing and creating a unique product, even if only in the eyes of the consumer; 

- a bank’s marketing activity is aimed at drawing sources (financial resources) through saving instruments as well as 

offering different forms of financing products; 

- lately we are witnessing more emphasis put on the consultancy or know how offered by banking institutions; 

- top players also emphasize service quality in connection with the customer satisfaction concept; 

- major players implemented the concept of “client relationship management” in order to ensure customer portfolio 

loyalty and maximized income due to a more righteous and correct management. 

General marketing strategy is aimed to strategically position the bank on the market and to make up a right 

marketing mix for each targeted segment including from the credit policy point of view. Almost all Romanian banks 

are self-declared universal banks that serve an entire portfolio of customers (retail and corporate), even if we notice 

that each bank has a specific customer portfolio. In theory there are several types of marketing [1]: 

- Mass marketing – we produce/provide, promote and distribute a product for all consumers; 

- Marketing based on product variety – we produce/provide various products and services with different 

characteristics; 
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- Targeted marketing – the market is segmented, one or more segments are chosen and products and 

marketing mixes are created so as to respond to the needs of each segment. I consider that presently banking 

use the latter form of marketing, presented with the extension of a “personalized” marketing.  

The main three stages of targeted marketing are expressed below (fig. no. 1) 

 

 

Market segmentation             Choosing the target market                       Market positioning 

 

 
 

Figure 1: Main components of targeted marketing 

 

The first stage is market segmentation: dividing the market in distinct groups of buyers (economic agents) with 

different needs, characteristics, different behaviors, that may demand certain products or marketing mixes. The 

means to segment the market are identified and each resulting segment is defined. The second step is choosing the 

target market: each market segment is evaluated and one or more market segments are selected for market 

penetration. The third stage is market positioning: establishing the product’s competitive position and creating a 

detailed marketing mix.  

The initial process is the segmentation one, upon which a bank’s customer portfolio is built, and thus 

differences appear between the portfolios of different commercial banks. The efficiency of the segmentation depends 

upon identifying segments which are measurable, accessible and substantial and that can be acted upon [1] efficiently 

and from the point of view of risk administration.  

There is a different approach to customers by Romanian banks that is caused precisely by their 

segmentation, but also by the appetite and the different credit policies in practice. Almost all banks segment their 

clientele in retail and corporate. 

The retail segment generally comprises: 

- individuals; 

- legal persons (family associations, LLC, stock companies) with a turnover up to a certain amount. 

The corporate segment is essentially made up of: 

- legal persons with a turnover beyond a certain level; 

- legal persons members of a group. 

For example, (table no. 1) presents different types of customer segmentation (reflected in credit policies as 

well) maintained by Romanian held banks, Transilvania Bank and the former Tiriac Bank, as compared to foreign-

owned banks like HVB Bank before the merger with UniCredit or an Austrian-held bank that ended 2012 in Top 5 

Romanian Banks in terms of market share. 

 

Table no. 1 

Bank customer segmentation 

Synoptic comparative study of customer segmentation approach by Romanian banks 

Ţiriac Bank (up to December 2005) 

Retail:  

- All individuals 

Corporate: 

- all entities belonging to legal persons 

Transilvania Bank 

Retail:  

- All individuals 

- Legal persons with a turnover < 1.5 mil RON. 

Corporate: 

- Legal persons with a turnover  ≥ 1.5 mil RON. 

HVB Bank (prior to the merger with UniCredit) 

Retail:  Corporate: 

3 Determining segment 

atractivity 

4 Choosing the targeted 

segments 

 

5 Determining the position of 

each target segment 

6 Draftig the marketing-mix 

for each target segment 

1 Identifying market segmentation 

criteria 

2 Describing the resulting segments 
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- PI:  

a) Individuals; 

b) Private banking: individuals with an annual income > 

75.000 EUR.  

- Legal entities with a turnover < 5 mil EUR (called Business 

Customer). 

- legal entities with a ≥ 5 mil EUR turnover; 

a) real estate; 

b) mid market: legal entities with a turnover between 5 and 50 

mil EUR; 

c) Key accounts: companies with a turnover greater than 50 

mil EUR. 

UniCredit Ţiriac Bank ( formed by the double merger between the Tiriac Bank and HVB Bank, and afterwards between 

HVB Tiriac Bank and UniCredit Bank) 

Retail:  

- pi (individuals):  

a) Affluent: pi with a monthly income (1.5 – 7.000 EUR), pi 

who hold net assets (50 – 190.000 EUR), pi with monetary 

assets (10 – 50.000 EUR); 

b) Mass Market: 

Low mass: pi with assets <2.500 EUR  or a monthly income < 

170 EUR; 

Mid mass: pi with assets between 2.5 – 5.000 EUR, monthly 

income between 170 – 350 EUR; 

Upper mass: pi with assets between 5 – 10.000 EUR, monthly 

income between 350 – 1.000 EUR. 

- legal entities with a turnover <3 mil called Business 

Customers: 

Legal entities micro: turnover <250.000 EUR; 

Legal entities core: turnover >250 < 1.500.000 EUR; 

Legal entities top: turnover >1.5 – 3.000.000 EUR> 

Corporate: 

- Legal entities  with a turnover  ≥ 3 mil EUR: 

a) Mid-level corporations:  

1) Small Domestic Corporate: turnover from 3 – 8 mil EUR; 

2) Mid Domestic Corporate: turnover from 8 – 50 mil EUR; 

3) International Clients. 

b) Large corporations: 

1) Public authorities: the state, regions, municipalities, 

international organizations, ministries, foreign governments;  

2)  Large corporations: Romanian companies with a turnover > 

50 mil EUR 

3) Multinational companies 

4) Other non-banking financial institutions: leasing companies 

c) Real estate Companies 

- private banking: pi with high level net assets : 500.000 EUR 

or a net income > 7.000 EUR 

Top 5 Austrian held bank 

Retail:  

- pi: 

a) Mass: 

- pi with a monthly income < 2.000 EUR; 

- pi with assets under management – AUM < 40.000 EUR; 

b) Top: 

- pi with a monthly income > 2.000 EUR; 

- pi with AUM  > 40.000 EUR. 

c) FWR (private banking): pi with AUM > 250.000 EUR. 

-Entities without legal personality: 

a. Professionals –  customers with liberal professions; 

b. Family Associations and Individual Enterprises 

C .Other individuals with independent activities. 

- Legal persons without turnover: associations, foundations, 

federations: 

- Legal persons with turnover:  

a) SME Micro: turnover < 1 mil EUR; 

b) Medium SME: turnover between 1 and 5 mil EUR 

Corporate: 

- legal entities with a turnover ≥ 5 mil EUR; 

- Legal entities that are global clients of the Raiffeisen group, 

belong to a corporate group, are public institutions, state-held 

companies.  

Corporate customers are classified in:  

a) Multinational corporations: legal entities with a turnover in 

Romania > 25 mil EUR or a group turnover > 100 mil EUR;  

b) Large local corporations: legal entities with Romanian or 

foreign shareholders with a turnover > 25 mil EUR. 

c) Medium corporations (mid-market): 

Companies: 

- legal Romanian-held companies, turnover from 5 to 25 mil 

EUR; 

- Foreign-held companies, with a turnover in Romania between 

5 and 25 mil EUR and a group turnover < 100 mil EUR.  

Public local administration: city-halls, local councils, public 

sanitation units, tax and fiscal authorities, other entities under 

city-halls. 

Source: own processing 

 

In order to successfully complete the marketing process, the financial institutions which adopt the 

„customer centricity” and „client relationship management” policies will follow aspects such as:  

- identifying profitable markets for their activity; 

- the analysis of current and future customer needs; 

- drafting plans/marketing strategies appropriate to reaching the proposed objectives; 

- adapting risk models to established marketing strategies to maximize profits.  
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2. Marketing and risk analysis 

Credit policies are intended to establish a set of rules to govern over the loan activity of commercial banks 

and to measure the specific risks for this activity. From the association of the credit risk with the potential loss 

suffered by a banking company if a client fails to fulfill his contractual obligations, results the probability of this type 

of risk particularly in traditional banking products – credits, loan commitments and other contingent liabilities, like 

letters of credit – but also in derivates. 

In this context, the bank is urged to manage its exposure to counterparties, individuals and customer groups, 

with credit limits determined at the time of the analysis of the credited counterparty. And obviously, setting the limit 

of the exposure is a complex process, centered on the pre-study credit analysis that consists of studying the 

quantitative and qualitative factors specific to loan applicants.  

 

2.1 Limiting credit risk is achieved through interdependent elements of marketing activities such as: 

- Knowing the clientele – premises for a prudent management of credit risk; 

- Analysis of loan applicants: 

a) Individuals analysis; 

b) Legal entities analysis: - Qualitative analysis; 

                                          - Quantitative analysis. 

- Credit guarantees; 

- Support institutions in credit risk evaluations – Banking Risk Central and Credit Bureau; 

- Loan portfolio management: establishment of credit risks provisions. 

Involvement of marketing is as will be seen increasingly important in each of these steps to limit credit risk. 

 

              CDD rules [2] will include the following elements: 

- Customer acceptance policy, setting out at least the categories of customers to the institution proposes to enter into 

business relationships, acceptance procedures and the level of customer acceptance approval, depending on the 

degree of risk associated with their respective category, the types of products and services that can be provided for 

each category of customers; 

- Procedures for monitoring/ permanent identification of customers for their inclusion in the corresponding category 

of clientele, and the criteria for passing from one category to another according to internal customer segmentation 

procedures; 

- Approaches for transactions and customers and/ or jurisdictions which do not require the application of customer 

due diligence procedures and record keeping related to this [3] - [4]; 

- Methods of preparation and proper record keeping and establishing access to records; 

- Procedures for verification and the implementation of the rules developed and the assessment of their effectiveness; 

- Standards for employment and training programs for staff in customer knowledge; 

- Internal reporting procedures and to the competent authorities. 

 

2.2 Analysis of loan applicants  
Individuals or the legal representatives of legal persons can approach operative banking units in order to 

contract loans. Bank employees serving clients in loaning activities (customer advisors, relationship managers and 

loan officers) conduct a series of activities designed to characterize the client in question and determine the potential 

risks to which banks are exposed in the event of a loan. 

Any loan operation is based upon a demand addressed by the client to the bank. The loan application in the primary 

information source, based on which the credit analysts form the customer risk profile. 

In steps of knowledge of customers, bank officials turn to a set of methods to identify the current situation 

of the customers’ activities and the perspectives of such activities. Customers’ situational awareness is found under 

the generic name credit analysis, detailed as quantitative and qualitative analysis. The procedures of credit analysis 

are different depending on the type of entity credits (their segmentation): natural or legal person. 

 

2.2.1 Individuals analysis 

After the year 2003, in the context of the consumer loan expansion given by the banking companies to 

individuals, The Romanian National Bank acknowledged the need for unitary and prudent rules in lending to 

individuals by banks. Starting with the second half of 2005, the central bank issued mandatory regulations for banks 

to limit credit risk on loans to individuals [5].  The lending bank must analyze the repayment capacity of clients 

based on a level of eligible income, which may not exceed by more than 20% that of the prior year, and the income 

for the prior year is based on the tax records, or, starting in 2013, an income certificate for the previous year (given to 
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the customer by his employer, for employees and clients whose income is similar to salaries and/or the tax document 

submitted by the customer to the financial administration).  

Financial analysis of clients through an economic and risk model is used to determine the maximum debt 

level for the customer that the bank considers in determining the client’s reimbursement capacity. A well-known and 

highly used concept, specific for loans for individuals, is APR, the annual percentage rate, which is the total cost 

of a loan for an individual customer. The annual percentage rate represents the costs which the consumer must pay 

for the credit and is expressed in annual percentage of the amount of the loan, calculated at the time of credit 

agreement. Banks are required [6] - [8] to publish the annual percentage rate on those products that they promote 

publicly and if the public offer is accompanied by data on the interest or any other credit costs. APR, the annual 

percentage rate, is the yearly equivalent, between the present value of all commitments in the form of loans, 

repayments and existing or future expenses accepted by the lender and borrower; 

 

2.2.1.1 Stages of the loan activity part of the customer relationship management, for individuals are: 

a) Client counseling involves addressing and assisting the customers in order to define the requirements and needs, 

the presentation of loan characteristics, presentation of the eligibility conditions that must be met in order to receive a 

credit, determining the maximum loan amount possible (by using a Prescoring application). 

b) Advising the requested credit requires communication offered to customers concerning the possibility to receive a 

credit, based on the presented information, data or preliminary documents. 

c) Customer quality analysis includes studying debt history and total exposure of the applicant to the bank, filling in 

the customer data in the application, queries in the Credit Bureau. The credit history represents the debtor’s capacity 

to pay the contracted debts, expressed as the number of delayed payments.  

d) Loan analysis and approval involves receiving and verifying the documents required by the bank (bank officials 

check that the documentation is complete, the documentation corresponds to the list of required documents and given 

to the customer during the counseling stage, if the documents are prepared and completed in accordance with the 

models and the requirements of bank).  After checking the documentation, bank officials are required to check 

independent sources to prove the correctness of the information provided by the customer/ co-payers (s) and to 

obtain new information about the employer (regarding the document certifying the achievement of revenue and 

contract employment or employment book, if applicable). 

e) Drawdown involves providing the credit after fulfilling all the drawdown conditions (stipulated in the contract 

signed by the client after credit approval). Usually, the loan is drawn by transferring the amounts in the account of 

the requesting client. 

 

2.2.2 Analysis of legal persons 

 

2.2.2.1 Qualitative analysis is a set of complex activities performed by bank officer/ credit analyst, aimed at 

obtaining information on the state of the legal credited person, the market it activates on, its staff and management 

and the client’s banking history. Qualitative analysis (table no. 2) usually has a 40% share in the total lending 

decision (each indicator can be given a score of 1-5, 1 being the lowest grade). A possible model of qualitative 

analysis described below: 

 

Table no. 2  

Quality indicators specific to banking loans 

Indicators  Limits  Score 

  

  

Management quality 

  

Excellent, experience, performance, good prestige 5 

Standard, experience, performance, good prestige 4 

Standard, experience, performance 3 

Satisfying 2 

Weak  1 

  

Shareholders’ quality 

  

  

  

The main shareholders are multinational companies or national companies 

with remarkable prestige 5 

Main shareholders have a good prestige 4 

Main shareholders are convergent  3 

Very dispersed shareholders 2 
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Divergent shareholders 1 

  

Market position 

  

  

  

Market leader 5 

Top 5 4 

Local leader 3 

>1% 2 

<1% 1 

  

Operational conduct 

  

  

Traditional, very good 5 

Good 4 

Without incidents  3 

No relationship, no incidents 2 

Banking incidents 1 

Source: created by the author 

 

2.2.2.2 Quantitative analysis of a legal loan applicant is based on information sources represented by the annual 

financial statements (or semi-annual) and checking customer balances (for e.g. last / past few months and / or 

semester). Financial statements include the balance sheet, income statement, statement of changes in equity, cash 

flow statement and notes to the annual financial statements. 

Bank introduce the information in the Scoring application in order to obtain and calculate different indicators and 

sets of indicators in a synthesized form the indicators can be easily interpreted and have a decisive contribution 

(together with the qualitative analysis and the guarantee structure) in the decision making process to lend to a legal 

entity. There are different algorithms for the analysis and the quantitative analysis usually has s 60% share in the 

total score (the qualitative analysis concerning mainly the quality and experience of the management as well as the 

history, the prior behavior of the company in relationship to banks, the previous loans has a 40% share). 

- there are generally 5 group of quantitative indicators  

Table no. 3  

Quantitative indicators 

Description  Share  (60%) 

a) General liquidity 14% 

b) Solvability  14% 

c) Profit margin from ordinary activities  10% 

d) Interest cover ratio  14% 

e) Currency risk 15% 

Source: own processing 

Each indicator has a score from 1 to 5 (1 being the highest and 5 the lowest) as follows: 

a) General liquidity: the indicator is calculated by dividing current assets to current liabilities (after adjusting 

assets and liabilities by maturity less than 1 year more than 1 year). The scoring criteria for this indicator are 

presented below (Table no. 4). 

 

 

Table no. 4  

Evaluation for the General Liquidity indicator 

 

Criteria Evaluation 

Indicator > 1,5 1 

Indicator > 1,2 2 

Indicator > 1,0 3 

Indicator ≥ 0,8 4 

Indicator < 0,8 5 

Source: own processing 

 

b) Solvability: 

The indicator is calculated by dividing total assets to total liabilities and the evaluation criteria scoring of this 

indicator for the main categories of operators are listed below (Table no. 5). 
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Table no. 5  

Evaluation for the Solvability indicator 

 

Criteria for producers Criteria for traders Criteria for service 

providers 

Evaluation 

Indicator  > 1,54 x Indicator  > 1,19 x Indicator  > 1,25x 1 

Indicator  > 1,25 x Indicator  > 1,11 x Indicator  > 1,11x 2 

Indicator  > 1,11 x  Indicator  > 1,05 x Indicator  > 1,05x 3 

Indicator  ≥ 1,0 x Indicator  ≥ 1,0 x Indicator  ≥ 1,0x 4 

Indicator  < 1,0 x Indicator  < 1,0 x Indicator  < 1,0x 5 

Source: own processing 

 

c) Profit margin from ordinary activities:  

The indicator is calculated as the ratio of profit from ordinary activities / Income from operations x 100. Values 

for this indicator will be adjusted automatically for traders (C), producers (P) and services (S) and evaluation of 

the indicator scoring criteria for these types of businesses are presented in table no. 6.  

 

Table no. 6  

Evaluation criteria for the profit margin from ordinary activities indicator 

 

Criteria for producers Criteria for traders Criteria for service 

providers 

Evaluation 

Indicator  > 5,0% Indicator  > 3,0% Indicator  > 3,5% 1 

Indicator  > 3,0% Indicator  > 1,5% Indicator  > 2,0% 2 

Indicator  > 1,0% Indicator  > 1,0% Indicator  > 1,0% 3 

Indicator  ≥ 0% Indicator  ≥ 0% Indicator  ≥ 0% 4 

Indicator  < 0% (loss) Indicator  < 0% (loss) Indicator  < 0% (loss) 5 

Source: own processing 

 

d) Interest cover ratio: 

The indicator is used to measure client capabilities to honor its obligations to pay the interest for the profits 

resulting from operating activities. Interest coverage ratio is obtained as the ratio of operations and interest 

expense and Criteria for Scoring of this indicator are presented below (table no. 7). 

 

Table no. 7  

Evaluation criteria for the Interest cover ratio indicator  

 

Criteria Evaluation 

Interest cover  > 4x 1 

Interest cover  > 3x 2 

Interest cover  > 2x 3 

Interest cover  ≥ 1x 4 

Interest cover  < 1x 5 

Source: own processing 

 

e) Currency risk:  

Currency risk is calculated as the ratio of other financial income / other financial expenses. The indicator is used 

to measure exposure to currency risk, given that it includes income / expense from foreign exchange differences 

and Criteria for scoring of this indicator are shown below (table no. 8). 

 

Table no. 8  

Evaluation the Currency risk indicator 

 

Criteria Evaluation 

Indicator ≥1,5x 1 
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Indicator ≥ 1,2x 2 

Indicator ≥ 1,0x 3 

Indicator ≥ 0,8x 4 

Indicator < 0,8x 5 

Source: own processing 

 

2.2.2.3 Models for assessing the financial performance of company account for both the qualitative and the 

quantitative. In the loan application credit risk is assessed as described above. By multiplying the notes attached to a 

pre-defined set of criteria witch certain risk shares, the scoring application calculates a pondered result that 

determines if the company is in one of the five performance categories according to NBR regulations. The scores for 

the analyzed criteria are based on a 1 to 5 scale, 1 being the maximum score and 5 the lower. The scores are attached 

according to the classification of values/ preset intervals (mentioned in table 9) so that the calculation and the setting 

of the financial performance are performed automatically.  

 

Table no. 9  

Categories of financial performance 

 

WEIGHTED 

RESULT 

FINANCIAL PERFORMANCE 

1,00 – 2,00 A 

2,01 – 3,00 B 

3,01 – 4,00 C 

4,01 – 4,50 D 

4,51 – 5,00 E 

Source: own processing 

3. Bank positioning through marketing and risk analysis 

Even when offers are alike, as they are nowadays in the Romanian banking industry, buyers/clients can 

perceive differences based on the image of the supplier or the offered commercial brand. A company’s image must 

send out a unique distinct message that should communicate the main advantages and the market position of the 

offered products and/ or services.  

The position of a product/service represents the way in which that specific product is defined by customers 

based on the important attributes, in other words the place the product has in the public perception in relation to the 

products of the competitors [9]. The company’s competitive advantage can be defined by the position of the product. 

The competitive advantage is the strong point of the company, while the product’s position reflects the way the 

product is being perceived.  

A product’s position is given by the assembly of perceptions, impressions and feelings the consumers have 

on a product/ service as compared to the products/ services of the competition. Al Reis & Jack Tout, known as the 

parents of positioning, believe that before the 4 Ps, a viable marketing plan should begin with R – Research, as there 

are differences between customers concerning their needs, perceptions and preferences and thereafter clients will be 

classified in S – Segment (market segments) [10].  Most companies cannot satisfy all segments. Thus a company 

must choose the market segment it can serve beyond reproach. This stands for T – Targeting (establishing the 

targeted market). There is one further step to be taken before the planning of the four Ps, another P – Positioning. 

Positioning begins with a product, merchandise, a service, a company, an institution or even a person. Positioning is 

not what you use a product for. Positioning is what you manage to create in the mind of the beneficiary. Positioning 

is the first reasoning understood as a solution to a company’s efforts to establish itself on a market, in a society that 

suffers from over-communication. The means to reach the consumer mind or to better communicate a simplified 

message are approaches that Al Ries and Jack Trout present in a new method for marketing. According to the authors 

there are several positioning methods (Al Ries and Jack Trout, 1990): 

a) the first strategy is to fortify the present position of the brand in the consumer mind; 

b) the second strategy is to search an unoccupied position that s appreciated by the consumers “finding a free 

spot on the market”; 

c) the third strategy is to weaken or reposition competition. 

The psychology of positioning or repositioning has led to the conclusion that the positioning strategy may 

impose changes concerning the name, the price or the presentation of the product in order to keep, occupy or gain a 

good position in the consumer mind.  
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Several years ago CEC Bank, one of the two state-held banks in Romania went through a process of 

modernization. Thereafter they adopted a new symbol (the oak leaf shaped as a shield) and logo, but keeping the 

name that had for years been set in the minds of Romanian consumers, especially the elder. Practically the 

consumers perceive this bank as a national brand and associate it with a safe bank for savings, as well as one of the 

few banks that risks financing sectors avoided by multinational banks such as agriculture. As a consequence, the 

bank’s portfolio consists mainly of individuals (especially elder age segments) and domestic legal persons that use 

operational services or need financing in the local currency, RON.  

Another successful positioning is that of Transilvania Bank, “the bank for enterprising people” which 

despite the disadvantages of not being part of a strong financial group (and therefore the limited funding in foreign 

currency) has managed to occupy for the past five years the leading position on the domestic small and medium size 

enterprises segment, by becoming the most innovating bank on the segment and launching the most successful 

dedicated products. The banks advertising campaign centered on the character “fairy” is all too well known. 

At the opposite pole were HVB or Unicredit. Still, following the double merger, between Tiriac Bank and 

HVB and afterwards between HVB Tiriac and Unicredit, by joining the name Tiriac, that had become a Romanian 

brand, to Unicredit we witness a positioning that is relatively closer to the one desired by the Unicredit group. At the 

same time the campaign “a loan for anything” was able to increase popularity of the group on the domestic market, 

mainly due to the inspirational choice of characters, the garden gnomes that sincerely reflected the group’s position 

on the Romanian market. Since 2009 with the CSR campaigns (community and social responsibility), the 

sponsorship of the UEFA Champions League and the use of the message “UniCredit honored partner for UEFA 

Champions League” they intend to raise awareness for the group with good results on a better positioning of banking 

financial products in the consumer mind.  

The risk analysis used by commercial banks tends to interfere and comprise most of the elements of the 

marketing policy, mainly due to the will to maximize profits/ income, but also in order to protect the interests of the 

shareholders. Thus we understand that client segmentation, starting with identifying he needs of the clients and based 

on relevant information from the used risk analysis model and whose results are believed to be consolidated in 

relatively homogenous groups specific to a category of customers, will determine services and pricing patterns 

differentiated even in the same financial institution.  Therefore in Romania there will still be a few universal banks to 

serve a large spectrum of clientele (such as Romanian Commercial Band, Romanian Bank of Development, 

UniCredit Tiriac Bank, Raiffeisen Bank) while most of the other banks will focus on certain client segments (Banca 

Transilvania on individuals and small and medium enterprises, Pro Credit – small and medium enterprises, RBS – 

corporate clients, Citibank – corporate companies as presently the retail portfolio has been sold to Raiffeisen Bank). 

We shall also witness the process of market absorption via mergers and acquisitions, such an event taking place 

between the Greek companies present on the domestic market as BancPost and Banca Romaneasca.   

 

Conclusions: 

In market economy, every economic entity and particularly financial institutions establish strategies/policies 

in order to set their future evolution paths, as well as the practical means to make the happen in order to ensure their 

market position and to develop as a whole. 

Facing the oncoming changes, in the micro or the macro-environment they activate in, banks need to manifest in 

their relationship to customers a certain behavior, a certain attitude, that consists in the demarcation of the strategic 

guidelines and the practical means to accomplish their objectives, and is reflected in the contents of the marketing 

policy that is so refined these days that it influences the patterns and the typology of loaning activities for each client 

segment.  

The increased competition and the globalization of the markets represent interdependent phenomenon that 

characterize present world economy and determine on a macroeconomic level the increased pressure to gain, 

maintain or fortify that position. In this context, it is ever more imperative to analyze one’s image and brand, one’s 

competitive position. Growing competition in the banking environment and economic instability call for increased 

efforts to adapt to changes and to maintain or fortify one’s position on the banking market. We can obtain the 

coherence and efficiency of these efforts only by basing the entire activity on a modern marketing vision. The banks 

that better understand that success comes from satisfying the needs and demands of customers and that are able to 

induce this belief to every employee, will dominate competition and it is well known that concepts like „customer 

centricity, friendly bank, quality, client relationship management” are applied more or less successfully. Care for 

customers and their problems tends to be the starting point for developing new patterns of service, and of new they 

tend to influence loan analysis based on internal rating models.  

The present global financial crisis with its historical dimensions will have a lasting impact on world 

economy, world distribution of power and influence and above all, baking [1]. Also the impact of Basel III on banks 
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and implicitly the financing of the economic environment, precisely small and medium enterprises, is a major 

research subject, debated intensely these days, that has influenced even the marketing strategy of commercial banks 

(for example until the first half of 2012 we noticed a major concern by banks to achieve supplementary liquidities 

and less stride to give new loans which had an impact on marketing strategies). There are pro and against opinions on 

the short and long terms effects of the system.  

 

 

End notes 

(1) Customer centricity = centering the whole activity on the client and client needs. This policy has been 

implemented since 2010 by Raiffeisen Bank, UniCredit Bank, and the rest of the banks and it comes to replace 

product policy that meant centering the entire activity on products. 

(2) Friendly bank = during the crisis, the image of banks had to suffer therefore a major concern is to be able to 

implement the concept of friendly banking. 

 (3) Quality = quality services and staff make the difference in a highly competitive environment.  

 (4) Client relationship management = managing client relationship became ever more important since the decrease 

of the number of clients and the degree of loyalty thereof.  
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