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Abstract 

The intensification of the competition in the banking sector has led to a significant decrease in the profitability 
level of banks, thus imposing a new approach, namely the customer orientation of banking companies. The successful 
achievement of this goal involves focusing the efforts towards a better knowledge of consumer behavior, both in terms 
of its content and its way of manifestation, as well as the factors that influence it and the stimuli that determine a 
certain conduct in using the banking products and services. The necessity of studying the clients' needs and 
expectations, of the decision-making process, as well as the continuous evaluation and monitoring of their satisfaction 
derives from the importance of such information for the banking decision-makers. All the data collected from 
consumers provide the necessary premises for adapting to the specificity of banks the marketing techniques and 
instruments that have generated positive results in other economic sectors. In this context, in the present paper there 
were highlighted and analyzed the perceptions and the attitudes of consumers regarding the accessing and the use of 
banking products and services as well as the appreciation of the level of satisfaction generated by their consumption, 
the study being based on the results of a quantitative marketing research conducted among individuals. 
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1. Introduction and context of the study 

 
In the current economic context, it is necessary to integrate the marketing function at any 

business unit level, the knowledge and anticipation of the market requirements ensuring a better 
adapting of the company’s activity to the present and future needs of consumers. Their behavior 
requires a distinct approach, being a specific resultant of a system of dynamic relations between the 
processes of perception, information, attitude, motivation and effective manifestation which 
characterize the integration of the individual or the group in the space described by the entire 
range of consumer goods and services existing in society at a certain time, through individual or 
group decision-making acts related to them [1, p. 76]. 

Thus, it is necessary to develop a thorough analysis of the consumer's behavior and implicitly 
of the influence of certain factors, among which there can be mentioned the cultural, social, 
personal, economic and the psychological ones. Regarding the psychological factors, one of the 
most important is the perception, which can be defined as the process through which individuals 
select and interpret sensory stimuli and information under conditions consistent with their own 
reference points and their vision about the world and life [5]. Perception is closely related to other 
psychic processes, the perceived object generating different emotional states and attitudes [2], the 
latter ones representing the link between perception and behavior manifested by individuals. 
 
2. Research methodology 
 

Taking into account the evolution of the banking market in recent years, as well as the 
conclusions of studies conducted by banks, a qualitative marketing research among Romanian bank 
managers was carried out in the period February – March 2016. This generated essential 

61



Annals of the „Constantin Brâncuşi” University of Târgu Jiu, Economy Series, Issue  6/2017 
 

 
„ACADEMICA BRÂNCUŞI” PUBLISHER, ISSN 2344  – 3685/ISSN-L 1844 - 7007 

 
 

information needed for the drawing up of a quantitative marketing research that was conducted 
from April to May 2017 among Romanian adult population, focusing primarily on the analysis of 
the factors that influence their conduct in the process of accessing and using banking products and 
services. 

The collection of primary data was done using the survey method, based on an online 
questionnaire of 45 questions. The choosing of this method was determined, on the one hand, by 
the relatively low costs involved and, on the other hand, by the possibility of obtaining responses 
within a short period of time, the procedures for collecting and processing the primary data being 
also much simplified. 

In order to ensure the representativeness of the sample, there were selected 600 subjects, 
using the proportional layered sampling, the population being divided into layers taking in 
consideration variables as gender, age and level of education. Regarding the accuracy of the results, 
this was guaranteed with a confidence level of 95%, the value of the admitted error being of ± 4%. 
 
3. Synthesis of research results 

 
The processing and interpretation of the obtained data revealed a series of perceptions and 

attitudes of the respondents regarding: 
 the usefulness of information obtained from various sources; 
 their level of information at the time of accessing the banking products and services; 
 the advantages of using banking products and services; 
 the diversity of the offer and the operations that can be performed using the banking 

products and services; 
 the utility of banking products and services; 
 their functionality; 
 the satisfaction generated by the use of banking products and services; 
 the relationship with the bank. 

 
The usefulness of information obtained from various sources 

The main sources of information used by the respondents in the decision-making process 
regarding the selection of a particular bank were: the relatives, friends, colleagues etc., this 
response being indicated by 38.33% of the subjects, the banks’ websites (35%), mass-media 
(33.50%) and the social networks (33%). It can be concluded that more than one third of citizens 
rely on the information shared by most of the people from their entourage when deciding to choose 
a bank in order to access the needed banking products and services. 

As far as it concerns the appreciations of the subjects regarding the level of usefulness of the 

information obtained from the sources of information used by the respondents, 41.5% of them 
opted for ”high”, on a semantic differential scale of ordinal type, where 1 - very low, 2 - low, 3 - 
neither low nor high, 4 - high, 5 - very high. Also, 25.83% of the subjects indicated the ”neither 
low nor high” variant. 

As a result of the testing of differences between averages, in relation to the age of the 
subjects, it was found that the appreciation of the level of usefulness of the information obtained 
from the sources they have used is differentiated according to the age groups of respondents. 
 
The information level of customers at the time of accessing the banking products and services 

According to the analysis of data regarding the appreciations of the respondents on the 

amount of information held about banking products and services, 51.67% of the subjects opted 
for ”neither high nor low”, this response being followed at a relatively large distance by the ”high” 
variant (20.67%). 
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Significant differences were, however, found between the appreciations of the respondents 
grouped by age regarding their amount of information about the banking distribution channels. 
Thus, two-thirds of those under the age of 40 years have indicated a ”high” level, while 5 of 10 
subjects over 40 years have opted for the ”low” variant. 
 
The advantages of using banking products and services 

The processing of data regarding the opinions of the respondents on the main advantages of 

using banking products and services revealed the ”easy access to their money” as the first variant 
indicated by the subjects (53.50% of them), this being followed by ”the opportunity of making 
investments with borrowed money (bank credits)” (48.17%), and ”the possibility of making 
electronic payments to merchants instead of using cash” (46.33%), as shown in figure 1. 

 

 
Figure 1. The advantages of using banking products and services 

 
The diversity of the offer and the operations that can be performed using the banking 
products and services  

Questioned about the variety of products and services offered by the bank they have visited 
most often in the last six months, in comparison with the other competing banks, 47.17% of the 
subjects opted for the ”high” variant, while 11.17% indicated the ”very low” response. 

To deepen the analysis, the Kolmogorov – Smirnov bivariate test was used in order to 
compare the data from two independent samples of different sizes [4]. It was concluded that there 
are significant differences between the appreciations of the respondents with no university degree 
and those of the subjects with university studies, regarding the level of variety of products and 
services offered by the bank they have visited most often in the last six months. 

As regards the variety of operations that can be performed using the banking products and 

services, the respondents indicated the following issues: 
 the current account allows its holder to perform most of banking operations, due to the 

fact that the access to most of banking products and services is conditioned by its 
existence; 

 the customers have the possibility of making electronic payments by bank cards, both in 
stores and in e-commerce, thus avoiding the use of cash or other methods of payment; 

 the modern systems for managing personal bank accounts (Internet Banking, Mobile 
Banking) provide a wide range of services, such as: checking personal account balances 
without going to the bank, making transfers of funds between accounts, paying the bills, 
creating and closing bank deposits, buying or selling currency and applying for a credit. 
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The utility of banking products and services 
The research results pointed out that 36.67% of the subjects opted for a ”neither high nor 

low” level of utility of banking products and services in their lives, while 28.67% indicated the 
”high” variant, on an interval scale from 1 to 5, where 1 – very low, and 5 – very high. Considering 
the age variable, the 2  test [6] was applied, resulting a calculated value ( calc

2 ) of 19.40 (table 
1), higher than its critical value ( 4;05,0

2 = 9.49), thus leading to the acceptance of alternative 
hypothesis (H1), according to which the perception of the level of utility of banking 

products/services depends on the age of respondents. 
 

Table 1. The 2 test regarding the influence of the age variable on the perception  
of the level of utility of banking products/services 

 

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 19.400a 4 .001 
Likelihood Ratio 19.622 4 .001 
Linear-by-Linear Association 14.325 1 .000 
N of Valid Cases 600   
a. 0 cells (,0%) have expected count less than 5. The minimum expected count is 7.97. 

 
The analysis of intensity of the connection between the two variables (the age and the 

perception of the level of usefulness of banking products/services) consisted in the calculation of 
three coefficients of association/correlation, namely the coefficient of contingency – C [8], the 
Ciuprov's coefficient – T [3] and the Cramer's coefficient – V [7]. The resulted values were close to 
zero (C = 0.17; T = 0.12; V = 0.17), indicating a low level of intensity of this connection. 

Using the 2  test to measure the differences between two independent groups in relation to 
the level of education led to a calculated value ( calc

2 ) of 9.71 (table 2), higher than its critical 
value ( 4;05,0

2  = 9.49). Thus, the alternative hypothesis (H1) was accepted, the perception of the 

level of utility of banking products/services depending on the level of education of the subjects. 
 

Table 2. The 2 test regarding the influence of the education variable on the perception  
of the level of utility of banking products/services 

 

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 9.712a 4 .046 
Likelihood Ratio 9.932 4 .042 
Linear-by-Linear Association .321 1 .571 
N of Valid Cases 600   
a. 1 cells (10.0%) have expected count less than 5. The minimum expected count is 4.75. 

 
The calculation of the three association coefficients generated values close to zero (C = 0.12; 

T = 0.08; V = 0.12), indicating a low level of intensity of the above-mentioned connection. This 
reflected the fact that there were other variables that influenced the respondents’ perception of the 
utility of banking products and services in their lives. 

It should be noted that the 2  test is valid only if the number of cells with expected values 
less than 5 represents less than 20% of the total cells. In the first test, it is zero (table 1) and in the 
second one it represents 10% (table 2), thus both tests are valid. 
 
The functionality of banking products and services 
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Regarding the level of functionality of the banking products and services, the research 
results highlighted a number of differences, namely: 

 75% of the Internet Banking users chose the ”high” and ”very high” levels, only 5.33% 
opting for a ”low” level; 

 51.33% of those who have used at least one ATM indicated the ”neither high nor low” 
level, while 33.83% considered it ”low” and ”very low”; 

 60% of cardholders have opted for ”high” and ”very high” levels, 9.5% appreciating it as 
being ”low”; 

 72% of the respondents who have made payments using the POSs installed at the 
headquarters or the working units of the economic agents opted for a ”high” level of their 
functionality, 16% considering it ”neither low nor high”. 

 
The satisfaction generated by the use of banking products and services 

Analyzing the level of satisfaction of respondents regarding the use of banking products 

and services (on an interval scale from 1 to 5, where 1 – very low and 5 – very high), it was found 
that: 

 52% of the respondents holding at least one current account opted for the ”high” level 
and 33.17% for ”neither high nor low”, because of the very high fees; 

 40.83% of the cardholders indicated a ”high” level, while 24.17% chose the ”very high” 
variant, due to the good functionality of the cards, as well as of the ”info SMS” services, 
through which customers are informed in real time about the amounts withdrawn from 
the card account; 

 47.75% of the subjects who have accessed at least one bank credit appreciate their level 
of satisfaction as being ”neither high nor low”, 12.83% considering it as ”low”, as a 
consequence of the increasing interest rates that have to be paid monthly; 

 53.37% of those holding a bank deposit or a savings account opted for the ”low” level, 
being dissatisfied with the very low interest rates offered by banks for these products; 

 85.17% of the Internet Banking users appreciated their level of satisfaction as being 
”high” and ”very high” due to the elimination of the waiting time, as well as for the 
comfort provided by the relatively large number of banking operations that can be 
performed without going to the bank. 

Taking into consideration the above-mentioned aspects, as well as the appreciations of 
respondents regarding the professionalism and promptness with which their requests have been 
handled, it can be concluded that most of the products and services accessed by the subjects 
generated a medium to high level of satisfaction. 
 
The relationship with the bank 

According to the results of the research, 49.67% of the respondents considered that the staff 
of the bank they have visited most often was kind, while 28.83% indicated that the employees of 
the bank were superficial, because they didn’t informed them about all the fees. 

A percentage of 35.17% of the subjects said they had encountered at least one problem with 
the bank they have visited most often in the last six months, two thirds of them indicating that the 
problems have not been solved according to their expectations. 

Asked if they will use the bank's products and services in the future, only 39.83% of the 
respondents answered affirmatively. 

 
4. Conclusions 
 

The analysis and the interpretation of the data obtained revealed the need for banks to take 
measures such as: 
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 periodically drawing up marketing researches for a better knowledge of the factors 
influencing the customers’ conduct in the process of accessing and using the banking 
products and services, thus creating the premises necessary for a better adaptation of the 
offer to the needs and requirements of consumers; 

 the continuous improvement of the qualitative parameters of the bank's products and 
services; 

 the increase of the confidence level of customers in the banking products and services by 
making investments in the field of information technology, in order to improve the security 
of the operations performed by clients; 

 the overall improvement of customer experience through: 
- continuous training of the staff about the products and services of the bank and also 

about the basic principles of interactive and relational marketing; 
- decreasing the waiting time of clients; 
- diversifying the operations that can be performed through the modern systems for 

managing personal bank accounts (Internet Banking, Mobile Banking) to avoid the 
exposure of customers to a number of factors that can be perceived as additional cost 
elements (time spent going to the bank, physical effort, sensory and psychological 
factors). 

The results of this research can be extrapolated to the population analyzed taking in 
consideration the fact that the tolerable error is 4%. Thus, the information obtained can be used by 
the bank decision makers in formulating the marketing strategies of the banks they represent. 
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