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ROLUL MARKETINGUL
RELATIONAL iN CREAREA
LOIALITATII CONSUMATORULUI DE
SERVICII FINANCIAR BANCARE

Conf.univ.dr.Rabontu Cecilia Irina’

Abstract: Date fiind noile conditiile existente
pe piata bancara actuald, scopul acestei lucrare constd
in gasirea cdtorva solutii prin care unitdtile bancare
pot sa cdstige si sd loializeze in final clienti proprii sau
atrasi de la organizatiile concurente, prin intermediul
marketingului relational, adica prin promovarea unor
relatii pe termen lung. Teoreticienii §i practicienii au
studiat aceasta problema in vederea determinarii
modalitatilor prin care bancile pot cdstiga avantaje
competitive pe mdsura maturizarii pietelor financiare,
a intensificarii concurentei si a diminudrii barierelor
de migrare pentru consumatori. Astfel au fost aduse in
discutie precum  satisfactia,
angajamentul, retentia, loializarea clientilor

notiuni increderea,

etc.
Specialistii din domeniu au incercat constant dar au §i
reusit sa defineasca conceptul de loializare a clientelei
de servicii financiar bancare si sa clarifice deosebirile
dintre retentie si loializare.

1. Retentie versus loialitate

In primul rand vom incerca si realizim
diferentierea dintre notiunea de retentie a
clientilor si loializarea acestora, dat fiind
faptul ca parerile celor preocupati de acest
domeniu sunt impdrtite, multi dintre acestia
punand semnul egal intre aceste doud notiuni.

In acceptiune lui Diller care face referire la
bunurile si serviciile oferite de catre o
intreprindere, retentia este consideratd a fi
actiunea de cumpdrare sau achizitionare
repetatd realizata de catre un client din oferta
unei intreprinderi ofertante.

Astfel, in literatura de specialitate se pot
identifica o serie de diferente de nuantd intre
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Abstract: Given the existing conditions on the
current banking market, the purpose of this paper is
to find some solutions through which banking
establishments are to win and ultimately loyal their
own customers or attracting them from competing
organizations through relationship marketing, namely
promoting long term relationships . Scholars and
practitioners have studied this problem in order to
determine ways through which banks can gain
competitive advantages in mature financial markets,
in order to increase competition and lower barriers
for consumers migration. Thus, notions have been
raised such as satisfaction, trust, commitment,
retention, customer loyalty, etc.. Specialists in the
field have consistently tried and have succeeded to
define the concept of customer loyalty in financial
banking services and also to clarify the differences
between retention and loyalty.

1. Loyalty vs. Retention

First try to achieve
differentiation between the of
customer retention and their loyalty, given
that the views of those concerned with this
area are divided, many of them putting an
equal sign between these two concepts.

In Diller's opinion that refers to goods
and services offered by a business, retention
is considered to be the action of repeated
purchase made by a customer from the offer
of the tenderers. Thus, in literature we can
identify a number of differences in hue
between retention and loyalty, namely: the
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retentie si loializare si anume: caracterul
comportamental al retentiei spre deosebire de
caracterul comportamental si atitudinal al
loializarii, In sensul cd indivizii pot ramane
clientii unei intreprinderi, In cazul nostru unei
banci, chiar daca are anumite nemultumiri sau
chiar sentimente negative resimtite.

Din unele studii realizate in rindul
consumatorilor de produse si servicii bancare,
a reesit ca desi clientii manifesta un nivel inalt
de insatisfactie in raport
financiar-bancare, rata de retentie a acestora
este inca ridicatd. Acest aspect poate fi
explicat prin existenta unor legaturi de ordin
financiar sau structural, care dincolo de
insatisfactia resimtitd mentin clientii in cadrul
portofoliului bancii. Deci in acest caz nu se
poate discuta de loialitatea clientelei, deaorece
aceasta continua relatia cu banca mai degraba
ca urmare a existentei unor bariere financiare,
contractuale etc., ce impiedicd migrarea catre
concurenta pentru o anumita perioada de timp.
(Sheth, J.N., Parvatiyar, A., 1995)

Este demonstrat de cétre specialisti, ca
retentia clientilor are un impact benefic asupra
profitabilitatii organizatiei. Acest aspect este
regasit in studiile realizate (Sheth si
Parvatiyar, 1995) in care este clarificat faptul
ca retentia clientilor pe o perioadad de cinci ani
de zile conduce la o profitabilitate mult mai
ridicatd comparativ cu cea a clientilor castigati
de banca in ultimul an. De asemenea s-a aratat

cu institutiile

de catre alti specialisti ca o institutie bancara
atinge, in medie, o ratd de retentie de 80-85%
din totalul clientilor care realizeaza depozite
bancare, iar o imbunatatire foarte mica a
acestui indicator conduce la o majorare
vizibila a profiturilor (Reichheld si Kenny,
1990)

Ramaéanand 1n acelas context, putem aminti
si studiul legat de compania American
Express, in care se aratd cd este posibila o
sporire a profitabilitdtii  clientilor prin

nature of the retention behavior unlike the
character and the attitudinal
loyalty, meaning that individuals
remain customers of a business, in our case a
bank, even though it has some dissatisfaction
or has had negative feelings.

In some studies conducted among the
consumers of banking services and products,
we can notice that although customers
exhibit a high level of dissatisfaction in
relation to financial and banking institutions,
their retention rate is still high. This facet
can be explained by the existence of
structural or financial ties that keep
customers, beyond the dissatisfaction felt, in
the bank's portfolio. So in this case we can
not discuss customer loyalty, because it
continues the relationship with the bank
rather because of the existence of financial

behavioral
may

barriers, contractual barriers, etc.., that are
prevent the migration to competition for a
certain period of time. (Sheth, JN,
Parvatiyar, A., 1995)

It has been proven by experts that
customer retention has a positive impact on
the profitability of the organization. This is
reflected in the studies made (Sheth and
Parvatiyar, 1995) where it is clear that
customer retention for a period of five years
leads to a much higher profitability
compared to that of the customers earned by
the bank in the last year.

It was also shown by other professionals
that a banking institution reaches an average
retention rate of 80-85% of all customers
who made deposits, and a very small
improvement of this indicator leads to a
visible increase in profits ( Reichheld and
Kenny, 1990)

Remaining in the same context, we can
mention the study of American Express
Company, which indicates that it is possible

to increase customer profitability by
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extinderea relatiilor cu acestia pe o perioada
de cinci ani de zile, date fiind aspectele legate
de reducerea costurilor de Intretinere a
conturilor generate de rulajele ridicate,
existand totodatd o probabilitate crescutd ca
acestia sa utilizeze si alte produse bancare.(
Mitchell, 1995)

Sunt evidente in cadrul studiilor amintite
mai sus, beneficiile economice ale retentiei
clientilor, insd trebuie amintit cd obiectivele
de retentie nu pot fi stabilite decat dupa
realizarea unei segmentari a portofoliului de
clienti in functie de profitabilitatea si durata
estimatd a relatillor dintre acestia i
organizatia  financiar-bancard. = Conform
cercetarilor lui Storbacka (1997), Murphy
(1996) si ale lui Reichheld se observa ca
dureazd destul de mult timp pana cand un
client persoand fizica devine profitabil pentru
banca. Astfel importanta stabilirii
strategii clare de retentie a clientilor se impune
din cel putin trei aspecte reale de pe piata
bancara actuala:

1. diminuarea barierelor de patrundere in
sector pentru noii veniti,

2. cresterea competitivitatii,

3. diminuarea

unei

de
clientii reusind in mod facil sd 1si transfere
conturile,

4. cresterea costurilor de atragere a noilor
clienti comparativ cu mentinerea celor actuali.

Este extrem de bine conturat in aceste
studii faptul ca atragerea si retinerea clientilor
profitabili reprezintd un atu pentru succesul
economic al oricarei organizatii.

Loialitatea clientilor a fost initial studiata

costurilor migrare,

din punct de vedere al atasamentului fata de
marca; aspect legat de altfel de bunurile
tangibile, studiile continuand pe palierul
serviciilor n cadrul carora s-a dovedit ca acest
concept capata conotatii aparte datd fiind

indicatorii cu privire la loialitate ating niveluri

expanding relationships with them over a
period of five years, given the issues of
reducing maintenance costs of accounts
generated by the high turnover, while there
would also be an increased probability that
they use other bank products. (Mitchell,
1995)

There are evident in the studies
mentioned above, the economic benefits of
customer retention, but it should be noted
that retention objectives be
established only after a segmentation of the
portfolio of customers by profitability and
expected duration of the relationship
between them and financial organization
banking. According to the research of
Storbacka (1997), Murphy (1996) and
Reichheld it can be notice that it takes quite
a long time before an individual client
becomes profitable for the bank. Thus the
importance of establishing a clear strategy of
customer retention is required from at least
three real issues on the current banking
market:

1. reducing entry barriers for new entrants
in the sector,

2. increasing competitiveness
3. reducing migration costs, the customers
managing to transfer their accounts easier
4. increasing the costs of attracting new
customers rather than keeping existing ones.
It is very well defined in these studies
attracting and retaining profitable
is an asset for the economic

can not

that
customers
success of any organization.

Customer loyalty was initially studied in
terms of attachment to the brand, aspect
related to tangible goods, the studies
continuing on the level of services within
which it has been proved that the concept
gets special connotations given their
complexity and intangibility. Thus such
loyalty indicators are reaching higher levels



Analele Universititii “Constantin Brancusi” din Targu Jiu, Seria Litere si Stiinte Sociale, Nr. 3/2012

mai ridicate in sectorul serviciilor comparativ
cu sectorul bunurilor de larg consum. (Snyder,
1986)

Din aceastd perspectiva definirea loialittatii
capata doua conotatii:

1. comportmanetald care se suprapune
acceptiunii de retentie si care este bazatd de
obicei pe indicatori cantitativi precum: numar
de cumparari realizate de client din oferta unei
intreprinderi, frecventa de cumpadrare, data la
care s-a realizat ultima achizitie, cota de
client, posibilitatea de a cumpara mai mult sau
de a achizitiona si alte bunuri/servicii din
oferta intreprinderii, numarul clientilor care au
migrat la concurenta etc.( Javalgi, R., Moberg,
C.,1997)

2. atitudinala

care incorporeazd in

determinarea nivelului de loialitate
preferintele consumatorilor si  dispozitia
afectivi a acestora fatdi de o marcd sau
organizatie.

Loialitatea clientelei consumatoare de
servicii financiar bancare este definitd astfel:
”loialitatea fatd de bancd se traduce prin
raspunsul comportamental constant (care nu
este intdmplator sau ocazional, putand consta
de exemplu 1n revizitarea sediului institutiei),
exprimat in timp de
decizionale cu privire la o banca selectatd din
randul mai multor institutii concurente, care
este o functie a unui proces psihologic (de
evaluare si luare a deciziei) rezultand intr-un
ridicat de angajament fatd de
organizatie”(Bloemer si Ruyter, Peeters,
1998). Ideea de angajament sta, asadar la
baza conceptului de loialitate, fiind o conditie
necesara sau un factor predecesor al loialitatii.

Putem remarca din studiile intreprinse in
vederea clarificarii notiunii de loialitate ca
repetarea achizitiondrii unor servicii bancare
nu este suficientd pentru loializare, acestui
comportament de consum fiindu-i obligatoriu
atasatd si o atitudine favorabild fata de

anumite  unitati

nivel

in the service sector compared with
consumer goods sector. (Snyder, 1986)

From this perspective the definition of
loyalty gets two connotations:

1. a behavioral acknowledgement of
retention which overlaps and is usually
based on quantitative indicators such as the
number of purchases made by customers of a
business offer, the purchase frequency, the
date when the last acquisition was done, the
customer share, the opportunity to purchase
more or to purchase other goods / services
from the offer of the enterprise, the number
of that migrated to the
competition, etc. (Javalgi, R., Moberg, C.,
1997)

2. attitudinal which incorporates in
determining the level of loyalty, consumer
preferences and their affection towards the
brand or organization.

The loyalty of the consumer of
banking and financial services is defined as
"loyalty to the bank which translates into
constant behavioral response (which is not
accidental or incidental, which may consist
for example in the revisiting of the
institution), expressed in time by some units
for decision on a bank selected from among
several competing institutions, which is a
function of a psychological process
(evaluation and decision making), resulting
in a high level of commitment to the
organization "(Bloemer and Ruyter, Peeters,
1998). The idea of commitment is therefore
based on the concept of loyalty, which is a
prerequisite or a predecessor of the loyalty
factor.

We can note from the studies conducted
in order to clarify the concept of loyalty that
repeatead purchases of banking services is
not enough for loyalty, to this particular
consumer behavior being attached a binding
attitude the

customers

and a favorable towards
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companie. Deci, trebuie avute in vedere
necesitatea cuantificarii  relatiilor dintre
furnizori si client in termeni de numar si
calitate a tranzactiilor dintre cele doud parti,
respectiv prin componenta comportamentald a
conceptului de loialitate.

2. Relationalitatea dintre organizatiile
financiar-bancare si clientii

Institutiile financiar-bancare i clientii
acestora interactioneaza si formeaza relatii. In
cadrul procesului de schimb care se realizeaza
intre cele doud parti implicate, banca si client
apar o serie de legdturi care in perioadele
urmdtoare pot sporii ca intensitate. Aceste
legaturi se pot transpune in bariere in calea
migrarii clientilor cétre alti ofertanti de
servicii financiar-bancare. Azi, un rol aparte in
conceptualizarea relatiilor care se stabilesc
intre banca si clienti 1i revine progresului din
domeniul tehnologiilor si formelor
impersonale de interactiune cu clientela
concretizate 1n servicii de tip selfbanking sau
ATM.

Interactiunile reprezintd actiuni reciproce,
care presupun atat contactul direct dintre
reprezentantii partilor implicate in afacere dar
si prin alte forme de comunicare prin telefon,
e-mail sau corespondentd postala; dar si
ansamblu de interactiuni non-personale prin
intermediul utilizarii mijloacelor moderne de
comunicare. In cazul in care nu sunt
satisfacute cerintele si exigentele partilor,
interactiunile similare sunt greu de realizat dat
fiind faptul ca acestea implica costuri si/sau
genereazd venituri atdt pentru bancd cat si
pentru client.

Alegerea modalitatilor adecvate de a
interactiona cu clientii depinde intr-o masura
ridicata de natura i complexitatea
produselor/serviciilor financiare solicitate.

Interactiunile dintre o organizatie financiar-
bancara si clientii sdi pot fi clasificate in trei
categorii:

company. So, there have be taken into
account the need to quantify the
relationships ~ between  suppliers  and
customers in terms of number and quality of
transactions between the two parties, namely
the behavioral component of the concept of
loyalty.

2. The relationship between banking
and financial organizations and customers
The banking and financial institutions and
their ~ customers interact and form
relationships. In the process of change that
takes place between the two parties involved,
the bank and the customer, appear a series of
links that in future periods may increase in
intensity. These connections can translate
into barriers that stand in the way of the
migration of customers to other providers of
financial and banking services.

Today, a special role in the
conceptualization of relations that are
established between the bank and its
customers goes to the progress of
technologies and impersonal forms of
interaction with customer service embodied
in seltbanking type services or ATM.

Interactions are reciprocal actions,
which involve both direct contact between
representatives of the parties involved in the
business as well as other forms of
communication by telephone, e-mail or
postal mail, and also a non-personal set of
interactions through the use of modern
means of communication. If the
requirements and demands of the parties are
not satisfied, similar interactions are
difficultly achived given that they involve
costs and / or generate revenue for both bank
and customer.

Choosing the appropriate ways to interact
with customers depends to a high extent on
the nature and complexity of the financial
products / services requested.
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1. interactiuni bazate pe
tehnologi in utili

eractiunide D ;ézu&ate-p{b
-combinarea-cetordoud 7

Figura nr.1 Tipologia interatiunii dintre organizatia
financiar bancara si clienti
Prelucrarea dupa Ahmad, R., 4 conceptualization of
a customer-bank bond in the context of the twenty-first
century UK retail banking industry, International
Journal of Bank Marketing, 2005, Vol. 23, No. 4, p.
324,

Interactiunile bazate pe tehnologie si cele
de tip hibrid vor fi insd conditionate de
caracteristicile personale ale clientilor (varsta,
nivel de informare, stil de viatad etc.) si de
disponibilitatea acestora de a 1Invdta sa
utilizeze noile tehnologii.

Primele incercari de conceptualizare a
legaturilor dintre vanzatori si cumparatori au
fost realizate de cercetdtorii Berry si
Parasuraman 1n 1991, prin delimitarea unui
model structurat pe trei niveluri prezentate in
figura nr.2.

Aplicarea acestui model, presupune cd o
legaturd puternica Intre organizatia financiar-
bancara si client Indeplineste trei conditii:

1. pretul (sub forma dobanzilor si
comisioanelor) reprezintd principala atractie
pentru client;

2. reprezentantii bancii au ocazia de a
lega prietenii cu clientii, iar acestia din urma
doresc dezvoltarea unei prietenii;

3. ambele parti implicate in relatie

The interactions between a bank and
financial organization and its customers can
be classified into three categories:

3. hybrid interactions resulting from
the combining of the two

Figure 1 Types of interaction between the banking
and financial institutions and clients

Processed by Ahmad, R., 4 conceptualization of the
customer-bank bond in the context of the twenty-first
century UK retail banking industry, International
Journal of Bank Marketing, 2005, Vol 23, No. 4, p.
324

Interactions based on technology and
hybrid types will however be subject to the
personal characteristics of clients (age,
information, lifestyle, etc..) And their
willingness to learn to use new technologies.

The first attempts at conceptualizing the
linkages between sellers and buyers were
made by the researchers Berry and
Parasuraman, in 1991, by determining a
model structured on three levels as presented
in Figure No. 2.

Applying this model assumes that a strong
link between the banking and financial
organization and client meets three
conditions:

1. the price (in the form of interest and
fees) is the main attraction for the customer;

2. the bank representatives have the
opportunity to make friends with customers
because the latter want a friendship
development;

3. both parties that are involved in the
relation make joint investments that result in
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realizeaza investitii comune de pe urma carora
rezultd beneficii importante.

~
leciditurile de ordin structura,

legaturile create ca rezultat al
investitilor comune

legdlurile sociule

senlimenle de priglenie inlre
chienl 51 personalul care

presteaza serviciile y

legiiturile de naturd financiard
sl economicd,

prelul sau, coslurile de migrare
catre alt furnizar

Figura nr. 2 Modelul legdturilor dintre
vanzatori $i cumparatori

Cercetarile realizate in sectorul financiar-
bancar (Devlin, 2002) confirmd afirmatiile
conform cdrora, clientii institutiilor financiare
de retail percep pretul ca fiind important in a
adauga valoare ofertelor mai putin complexe.

De asemenea intr-un alt studiu (Jun si Cai,
2001), se regaseste idea conform careia nu
pretul, ci factori ca: bonitatea (seriozitatea),
viteza de reactie la solicitarile clientilor,
accesul si acuratetea informatiilor transmise,
se constituie in surse principale care conduc la
satisfactia sau insatisfactia clientilor fata de
serviciile oferite online de organizatia
bancard. O intreprindere care utilizeaza in
mod extensiv tehnologiile moderne de livrare
a serviciilor, ofera oportunitati foarte limitate
reprezentantilor sdi de a forma relatii
personale cu clientii.

Familiarizarea clientilor cu sistemele
interactive oferite de o organizatie financiar-
bancara, precum s§i teama de nesigurantd in
utilizarea unui sistem similar apartindnd
concurentilor, pot constitui bariere care sa
impiedice migrarea catre alt ofertant.

Organizatiile din sectorul financiar vor

significant benefits.

structural ties,
ties created as a result of joint
investment

7

social ties

feelings of friendship between the
tlienl and sLall Lhal is providing Lhe
services y

-y
tinancial or economic ties,
its price, the cost of migrating to

another provider

Fig. 2 The links between sellers and buyers

Research carried out in the banking sector
(Devlin, 2002) confirms the claim that
customers of financial institutions perceive
the retail price as important in adding value
to less complex offerings. Also in another
study (Jun and Cai, 2001), it is found the
idea that not the price, but factors such as
reliability (seriousness), customer
responsiveness, speed, access and accuracy
of information provided shall constitute the
main  sources leading to  customer
satisfaction or dissatisfaction with the
services offered online by the banking
organization. A company that uses modern
technology extensively to deliver services,
provides very limited opportunities to its
representatives to build personal
relationships with customers.

Familiarity of the clients with interactive
systems offered by the financial and banking
organizations, and the fear of uncertainty in
the use a similar system belonging to the
competitors, may constitute barriers to
prevent migration to another bidder.
Organizations in the financial sector will
continue in the future to deliver services
through innovative, but impersonal ways,
which will coexist with networks of
branches, as the main methods of
distribution.

3. The taxonomy of loyalty in
banking and financial services

Loyalty is a complex construction
resulting from joint efforts by enterprises
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continua §i in viitor sd-si livreze serviciile prin
cai inovative, dar impersonale,
coexista aldturi de retelele de sucursale, ca
principale metode de distributie.

3. Taxonomia loialitatii in domeniul
serviciilor financiar bancare

Loialitatea este o constructie complexa care
rezultd in urma eforturilor comune realizate de
intreprinderi si clienti de a construi relatii de
valoare, stabile timp s§i  reciproc
avantajoase.

In teoria si practica de marketing relational,
au fost realizate numeroase incercari de a
construi modele relationale care sd pund in
evidenta formele in care se manifesta
loialitatea precum si factorii ce preced si
determind stadiul de loialitate din cadrul unei

car¢ vor

in

relatii de afaceri.

Beneficiile cel mai des amintite cu privire
la satisfactia clientilor se referd la: cresterea
nivelului de loialitate, reducerea elasticitatii
cererii in functie de pret, protejarea pozitie de
piatd fatd de actiunile initiate de concurenti,
diminuarea costurilor tranzactionale si a
costurilor cu atragerea de noi clienti, precum
si 1mbunatatirea notorietatii §i reputatiei
organizatiei in cadrul sectorului de activitate.

Unii specialisti considera ca, exceptand o
serie de cazuri izolate, satisfactia clientilor
reprezintd factorul cheie in
loialitatii clientilor $i 1n generarea unor
performante financiare superioare pe termen
lung.( Jones si Sasser, 1995)

Loialitatea clientilor este perceputd ca
rezultantd a actiunii unei multitudini de

asigurarea

factori, asigurarea satisfactiei clientilor fiind o
conditie necesard, dar care nu garanteaza
castigarea fidelitatii acestora.

Cele doud laturi ale loialitatii clientilor,
comportamentala si atitudinala in functie de
nivelurile de intensitate la care acestea se
manifestd determind diferite forme sau tipuri
de loialitate si anume:

and customers to  build  valuable
relationships, stable in time and mutually
beneficial. In the theory and the practice of
relationship marketing, many attempts have
been made to build models that highlight the
relational forms where there is loyalty and
the factors that precede and determine the

status of the loyalty of a business
relationship.

The benefits most often mentioned on
customer satisfaction are relating to:
increased loyalty, reduced elasticity of
demand depending on the price, the

protection of market position from the
actions initiated by competitors, reducing
transaction costs and the costs of attracting
new customers, as wel as improving the
organization's reputation and the reputation
within the industry. Some specialists
consider that, except for some isolated cases,
customer satisfaction is a key factor in
ensuring customer loyalty and generating
superior long-term financial performance.
(Jones and Sasser, 1995)

Customer loyalty is seen as the result of
the action of a multitude of factors, ensuring
customer satisfaction being a prerequisite,
but which does not guarantee the winning of
their fidelity. The two sides of loyalty,
behavioral and attitudinal depending on the
levels of intensity where they occur lead to
different forms or types of loyalty, namely:

-

sreal loyalty - \ Ollate?t
" Hi \ oya
/" High Low repeat valty
y repeat purchase
/ purchase behavior and \
/ behavior high
and high intensity
I intensity attitude |
‘—H'rgrrre'p'em——|
purchase Lowrﬁpeat f
behavior [DITEIERTE
behavior and
and low low intensit B
intensity attitude g
attitude

Figure 3.The types of customer loyalty

Source:

Adapted from Dick, A., Basu, K.,
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Figura 3.Tipologia loialitatii clientilor
Sursa: Adaptat dupa Dick, A., Basu, K., Customer
loyalty: towards an integrated framework, Journal of
The Academy of Marketing Science, 1994, Vol. 22, p.

101.

Acest model se concentreaza in principal
asupra atitudinilor relative cu valente pozitive,
dar nu trebuie neglijat faptul ca in domeniul
financiar-bancar atitudinile directe manifestate
de clienti fatd de banci pot fi pozitive,
negative sau neutre (Dick si Basu, 1994)

Se poate constata o loialitate reala atunci
cand discutam de starea pozitiva a atitudinilor
clientilor de intensitatea puternica sau slaba,
iar clientii sunt in acelasi timp loiali din punct
de vedere comportamental. De asemenea daca
clientul este loial comportamental, dar
atitudinea sa este sau negativa
(puternica sau slabd) se dezvoltd o forma de
loialitate ingelatoare sau falsa. Relatia poate
continua ca urmare a existentei barierelor
contractuale; de exemplu, lipsa puterii si a
controlului asupra relatiei sunt frecvente in
situatia contractarii unui credit ipotecar sau a
altor produse care implicdi o legare
contractuald de duratd Intre client si
organizatia ofertanta.

Specific sectorului bancar este faptul ca
loialitatea comportamentald a clientilor este

neutra
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Customer  loyalty:  Towards  year integrated
framework, Journal of the Academy of Marketing
Science, 1994, Vol 22, p. 101.

This model focuses primarily on relative
attitudes with positive valences, but it should
not be neglected that in the banking and
financial areas the direct attitudes expressed
by customers to banks may be positive,
negative or neutral (Dick and Basu, 1994).

It can be found a real loyalty when
discussing about the state of positive
attitudes of the customers with a strong or
weak intensity, and clients are also loyal in
terms of behavior. Also if the customer is
behaviorally loyal, but his attitude is neutral
or negative (strong or weak) a form of
misleading or false loyalty is developing.
The relationship can continue as a result of
the existence of contractual barriers, eg the
lack of power and control over the
relationships are common when contracting
a mortgage or other products that involve a
lengthy contract binding between the client
and the organization making the offer.

Specific to the banking sector is the fact
that customer behavioral loyalty is
determined by the existence of contracts and
the extent to which the client uses the
parallel banking services of other
organizations. Also to highlight the
migration of customers to competing bank
by a competing bank is used the term
behavioral "disloyalty". The change of the
banking service provider may be total (when
the client waives all current products and
services for a competing bank / banks) or
partial ( client waives a portion of the bank
services, but remains in relationship with the
organization to use other services).

The psychological attachment shown by
customers to a service provider is
materializing in attitudinal loyalty which in
the literature has taken the following
methods of expression:

(1) making references to other potential
customers;

(2) the tendency to resist migration to
other service providers;

(3) the identification with the organization
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determinatd de existenta contractelor si de
masura in care clientul utilizeaza, in paralel,
serviciile altor organizatii bancare. De
asemenea pentru a evidentia migrarea
clientilor catre oo bancd concurentd este
utilizat termenul de ,,heloialitatea”
comportamentala Schimbarea furnizorului de
servicii bancare poate fi totald (atunci cand
clientul renunta la toate produsele si serviciile
bancii curente in favoarea unei/unor banci
concurente) sau partiala (clientul renunta la o
parte din serviciile bancii, dar rdmane in
relatie cu organizatia pentru a utiliza alte
servicii).

Atagamentului psihologic manifestat de
clienti fatd de un furnizor de servicii se
concretizeazad in loialitatea atitudinald care in
literatura de specialitate a capatat urmatoarele
modalitdti de manifestare:

(1) realizarea de
potentiali clienti;

(2) tendinta de a rezista migrarii catre alti
furnizori de servicii;

(3) identificarea cu organizatia de servicii

4) existenta unei preferinte relative fata de
companie comparativ cu ceilalti concurenti.(
Butcher, Sparks, O’Callaghan, 2001)

Clientii raman fideli fatd de un furnizor de
servicii fie din propria dorinta, fie pentru ca nu
percep existenta altor optiuni (Bendapudi, N.,
Berry, L.L., 1997). Existenta celor doua
situatii face posibild clasificarea factorilor
suport sau cu influenta favorabila in castigarea
loialitatii in doua categorii:

1. factori care contribuie la dedicarea

referinte catre alti

determindnd o intensificare a

.....

clientilor,

continua relatia cu un anumit furnizor;

2. factori care au la bazd constrangerea
clientului de a nu termina relatia, acesta din
urmd percepand existenta
economice, sociale sau psihologice ce il
impiedica sa migreze.

unor costuri
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of services

(4) the existence of a preference relative
to the company compared to other
competitors. (Butcher, Sparks, O'Callaghan,
2001)

The customers remain loyal to a service
provider either on their own will, or because
they perceive that there are no other options
(Bendapudi, N., Berry, LL, 1997). The
existence of the two situations makes
possible the classification of favorable
support factors in winning loyalty in twe
categories:

1. factors that are contributing to the
dedication of customers, resulting in an
increase in desire or willingness of the
customers to continue the relationship with a
particular supplier;

2. factors based on the compulsion of
the client to not end the relationship, the
latter perceiving the existence of economic
costs, social or psychological problems that
are prevent him from migrating.

Both categories lead to maintaining the
relationship, but have different effects on
behavioral or attitudinal aspects of loyalty,
namely:

e the factors that are based on
constraint can prevent the migration of the
customer positively affecting his loyalty in
behavioral terms, but may have adverse
effects on his attitude , developing an
opportunistic behavior, with the risk of
terminating the relationship once the
constraints are removed.

e the factors that are focusing on
influencing customer commitment, and both
his attitudes and their behavior in a positive
way, their effects consisting of: cooperation
between customers and organizations in
order to achieve mutual objectives,
enhancing or developing their relationship,
customers making greater investments by
buying additional products and services; the
making of favorable recommendations to
other potential customers etc..

In relationship marketing literature,
numerous theories and designs have been
developed that highlight underlying factors
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Ambele categorii conduc la mentinerea
relatiei, dar au efecte diferite asupra aspectelor
comportamentale sau atitudinale ale loialitatii

si anume:

- factorii care se bazeazd pe
constrangere care pot preveni migrarea
clientului afectand pozitiv loialitatea 1n

termeni comportamentali, dar pot avea efecte
adverse asupra atitudinilor, dezvoltdnd un
comportament oportunist,
termindrii relatiei odatd ce constrangerile sunt
inlaturate.

- factorii care pun accentul pe dedicarea
clientilor care influenteaza atat
atitudinile cat si comportamentul acestora,
efectele actiunii lor constind in: cooperarea
dintre clienti $i organizatii pentru atingerea
unor obiective reciproce; intensificarea sau
dezvoltarea relatiei, clientii realizand investitii

existand riscul

pozitiv

sporite prin cumpararea de produse §i servicii
suplimentare; de recomandari
favorabile catre alti potentiali clienti etc.

In literatura de marketing relational, au fost
dezvoltate numeroase teorii sau modele care
evidentiaza factorii suport, care influenteaza
favorabil dispozitia clientilor de a se implica
intr-o relatie de afaceri si implicit loialitatea
acestora Printre cei mai dezbatuti in cadrul

realizarea

cercetdrilor de specialitate se numard factori
ca: satisfactia clientilor, calitatea serviciilor,
angajamentul, increderea, beneficiile
relationale percepute de clienti, imaginea
organizatiei etc. Factorii amintiti nu sunt
singurii care pot contribui la dezvoltarea
relatiilor; totodatd trebuie mentionat ca intre
factorii suport existd de multe ori legaturi de
interdependenta si doar actiunea combinatd a
mai multor factori poate conduce la formarea
si dezvoltarea loialitatii clientilor. Principala
caracteristici a factorilor care contribuie la
dedicarea clientilor se referd la perceperea
pozitivd a lor de catre clienti, acestia fiind
dispusi sa continue o relatie de afaceri pe care
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that favorably influence customers to engage
in a business relationship and hence win
their loyalty. Among the most debated in the
specialty research are included factors such
as : customer satisfaction, service quality,
commitment, trust, relational benefits
perceived by customers,the image of the
organization, etc.. The mentioned factors are
not the only factors that can contribute to
the development of the relationships, and
also there should be noted that among the
support  factors are  often  found
interdependent  links and only the
combination of several factors may lead to
the formation and development of customer
loyalty. The main feature of the factors
contributing to customer commitment refers
to their positive perception by the customers,
who are willing to continue a business

relationship which they consider
advantageous.
4. The major role of customer

satisfaction in shaping loyalty

It is well known that we all agree on the
need for quality service but quality assurance
and quality management are involving many
changes in the current realities. If you look
in a superficial way at the concept of quality
we can say that we all have a culture of
quality, but also there are many principles to
be followed in this process of which the
most often mentioned is that of customer
satisfaction as the purpose of the application
of quality management in customer
orientation.

The policy of quality assurance, the most
appreciated and circulated one in the current
period is one that takes into account
customer satisfaction as their primary
objective, outlined in other studies of Robert
Wood (1879-1969) and confirmed as
company policy by Theodore Levitt (1960)
which stated that customer satisfaction
should be monitored and not the production
of goods and services.

Satisfaction is accomplished by creating
excellent services, continuous improvement
and effective use of their resources, and
more and more successful companies apply
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o considera avantajoasa.

4. Rolul major al satisfactia clientilor
in formarea loialitatii

Este bine cunoscut faptul ca toti suntem de
acord cu necesitatea realizarii unor servicii de
calitate  insa calitatii i
managementul calitdtii presupun foarte multe
modificari in realitatile existente in prezent.
Daca privim intr-un mod superficial conceptul
de calitate putem spune ca toti avem o culturad
a calitatii, nsd existd foarte multe principii
care trebuie urmate in acest demers din care
cel mai des amintit este acela al satisfactiei
clientului ca finalitate a aplicarii 1In
managementul calitatii a orientarii spre client.

Politica de asigurare a calitatii cea mai
apreciata si vehiculata in perioada actuald este
cea care are in vedere ca obiectiv primordial
satisfactia clientului, aspect de altfel conturat
in studiile lui Robert Wood (1879-1969) si
confirmat ca si politicd a firmei de catre
Theodore Levitt (1960) care afirma ca trebuie
urmdrita satisfactia clientului si nu productia
de bunuri si prestarea de servicii.

Satisfactia este realizabild prin crearea de
servicii excelente, Imbunatatirea lor continud

asigurarea

si folosirea eficientd a resurselor, iar tot mai
multe firme de succes aplicd acesta politica
recomandata chiar de Fundatia Europeana
pentru Calitate si Organizatia Europeana
pentru Calitate.

In conceptia lui Kotler, satisfactia este
starea unui client ce apare in urma compararii
calitatii unui serviciu cu asteptarile sale.
Satisfactia depinde de marimea diferentei
dintre realitate si asteptdri §i este masuratd
prin indicatorul nivel calitativ al serviciului.
Din comparatie pot rezulta patru situatii:
performantele sunt foarte mici (nemultumire);
performantele sunt mai mici (indiferentd);
performantele corespund asteptarilor
(satisfactie); performantele sunt peste asteptari
(entuziasm).
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this policy which is recommended even by
the European Foundation for Quality and the
European Organization for Quality.

In Kotler's concept, satisfaction is the
condition of the customer that occurs after
comparing the quality of service with its
expectations. Satisfaction depends on the
size of the difference between reality and
expectations and is measured by the quality
level of service indicator. From the
comparison can result four cases: very low
performance (distress) performances that are
lower (whatever); performances meet
expectations (satisfaction), performances are
above expectations (enthusiasm).

It also considered that the idea of
satisfaction appears when it is considered as
quality of a service, only the perceived
quality and not the quality of compliance. It
was found that in trying to achieve a service
with a quality identical to those that are on
the market, matter determined by market
research after the design, the potential
quality is lower, which a trend that continues
if the service is routine. At the same time,
the services that appear on the market are
experiencing an upward trend in quality.

In the japanese design (exposed by S.
Yamaguchi), satisfaction appears by
attention to quality, distinguishing itself as a
"hardware" quality, a "software" quality and
as "human" quality. The hardware quality
refers to the base features of the service
offered and how they are improved, the
software quality concerns the way the client
is regarded and the human quality is
reflected in the relationships the service
provider establishes with the customer. The
provider should aim primarily to create good
relationships and then getting fidelity. Thus,
setting a policy for quality, including a
"customer satisfaction" is not a simple
statement, and it should be followed by
measures that ensure that the intended
purposes realised. However, customer
satisfaction is recognized as having a key
influence in shaping the purchasing
intentions and promoting the company offer
to other potential customers, based on
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Se apreciaza de asemenea cd ideea de
satisfactie apare daca se considerda drept
calitate a wunui calitatea
perceputd si nu calitatea de conformitate. S-a
constatat cd in Incercarea de a realiza un
serviciu cu o calitate identica cu a celor ce se
gasesc pe piatd, lucru determinat prin studii de
marketing 1n wurma proiectdrii, calitatea
potentiald este mai scazutd, tendintd care
continui daci serviciul intri in rutini. In

serviciu numai

acelasi timp, serviciile ce apar pe piatd cunosc
o evolutie ascendenta a calitatii.

In conceptia japonezi (expusi de S.
Yamaguchi), satisfactia apare prin atentia
acordatd calitatii, deosebindu-se o calitate
,.hardware”, o calitate ,,software” si o calitate
,umana”. Calitatea hardware se refera la
caracteristicile de baza ale serviciului oferit si
la modul cum ele sunt imbunatatite, calitatea
software se referd la modul cum este privit
clientul, iar calitatca umana se reflecta in
relatiile pe care prestatorul le stabileste cu
clientul. Prestatorul trebuie sa isi propund in
primul rand crearea unor relatii bune i apoi
obtinerea unei fidelitati. Astfel, fixarea unei
politici pentru calitate, inclusiv a ,,satisfactiei
clientului”, nu este o simplad declaratie, ci ea
trebuie urmatd de masuri care sa asigure
scopului  propus.  Totodata,
satisfactia clientilor este recunoscuta ca avand
o influentd cheie in formarea intentiilor de
cumparare si  in ofertei
intreprinderii catre alti potentiali clienti, pe
baza experientei favorabile castigate n raport
cu organizatia.

Imaginea companiei poate afecta, de
asemenea, nivelul de loialitate manifestat de
clienti, aceata fiind de importantd ridicata
atunci  cand servicii
complexe.( Zins, A.H., 2001) in situatia in
care imaginea este perceputd pozitiv aceasta
poate contribui la dedicare a clientului, in caz
contrar fiind un factor care influenteaza

realizarea

promovarea

sunt  cumparate
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positive experience gained in relation to the
organization.

The company image may also affect the
level of demonstrated customer loyalty, this
being of high importance when complex
services are purchased. (Zins, AH, 2001) In
the situation when the image is perceived
positively, it can contribute to the
commitment of the customer, otherwise it is

considered a factor that is negatively
influencing loyalty.
The earnestness of the banking

organization is an important dimension in
the assessments made by customers who try
to analyze this issue by observing the
external links and the market position held
by the company in the business environment
to which they relate. Using corporate
advertising may create the image of a sound
banking and financial institution, one that is
providing innovative products and services
and modern delivering facilities and can
therefore influence the formation of
customer loyalty.

Conclusions

The attitudes and behaviors that underlie
loyalty are changing with time due to the
action of a combination of factors; some of
them have a positive effect of helping to
maintain or even develop relationships,
while others will lead to unfair behavior and
/or reduction of loyalty based on attitudes.
The overall level of loyalty demonstrated by
the customers towards the banking and
financial organizations will depend on the
combined effect of the action of the two
categories of factors, because these factors
are acting as both favorable and unfavorable
factors and are found in any relationship, the
thing that differs being the relative
importance and the frequency with which
they occur.

Given the foregoing, it can be said that to
maintain lasting relationships, the institution
must provide a high level of customer
satisfaction, the implicit assumption being
that there is a risk of termination of relations
with dissatisfied customers, which tend to
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negativ loialitatea.

Seriozitatea organizatiei bancare este o
dimensiune importantd in evaludrile realizate
de clienti, care incearcd sa analizeze acest
aspect prin observarea legaturilor externe si a
pozitiei de piatd detinutd de companie in
mediul de afaceri la care se raporteaza.
Utilizarea publicitatii corporative poate crea
imaginea unei institutii financiar-bancare
solide, care oferd produse si servicii inovative
facilitati moderne de livrare, putand influenta
prin urmare formarea loialitatii clientilor.

Concluzii

Atitudinile si comportamentele care stau la
baza loialitatii se schimba in timp ca urmare a
actiunii unui ansamblu de factori; o serie
dintre acestia au un efect pozitiv contribuind
la mentinerea sau chiar dezvoltarea relatiilor,
in timp ce alti determina
comportament neloial si/sau o diminuare a
loialitatii bazate pe atitudini. In ansamblu,
nivelul de loialitate manifestat de clienti fata
de organizatiile financiar-bancare va depinde
de efectul combinat al actiunii celor doua

vor un

categorii de factori, deoarece atat factorii cu
actiune favorabild cat si factorii cu actiune
nefavorabila existd in orice relatie, ceea ce
diferd fiind importanta relativa si frecventa cu
care acestia se manifesta.

Date fiind considerentele de mai sus, se
poate afirma cd pentru mentinerea unor relatii
de duratd institutia trebuie sd asigure un grad
ridicat de satisfactie clientilor; presupunerea
implicitd fiind aceea ca exista riscul terminarii
relatiilor cu clientii nesatisfacuti, care au
tendinta de a migra la concurenta.

Se poate afirma ca satisfactia (desi are o
influenta pozitivd) nu reprezintd singurul
determinant al loialitatii clientilor, existand o
serie de alti factori ce tin de dimensiunile
calitatii (bonitatea organizatiei
financiar-bancare in principal sau eficienta

serviciilor
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migrate to the competition.

We can say that satisfaction (although it
has a positive influence) is not the only
determinant of customer loyalty, with a
number of other factors related to service
quality dimensions (quality of the banking
and financial organization mainly or the
efficiency expressed for example by
reducing the delivery time of financial
services, etc..) which are influencing the
formation of loyalty. In the dialogue with
customers, the banking and financial
institutions must set as  objectives
understanding customer expectations about
the accuracy, specialized staff skills,
proactive management of complaints and
suggestions, the level of new supply, modern
means of communication and distribution.

By continuously adapting services to
client needs and requirements, financial and
banking firms are doomed to success, as
found in the fully recovered performances by
them. Any organization that seeks, first, the
satisfaction of its customers will be able to
gain customer loyalty, an important market
share and hence profits needed to develop its
activities. Studying consumer needs is a
prerequisite for achieving high quality
services and for achieving business
competitiveness through a strategy focused
on quality.
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exprimatd de exemplu prin reducerea timpului
de livrare a serviciilor financiare etc.), care
influenteaza formarea loialititii. In dialogul
purtat permanent cu clientii lor, institutiile
financiar-bancare trebuie sd 1si
obiective intelegerea asteptarilor clientilor cu
privire la acuratetea, priceperea personalului
de specialitate, managementul reclamatiilor si
sugestiilor proactive, nivelul de noutate al

fixeze ca

ofertei, mijloacele moderne de comunicare si
distributie.

Prin adaptarea permanenta a serviciilor la
nevoile si cerintele clientilor, firmele financiar
bancare sunt sortite succesului, aspect regasit
pe deplin in performantele obtinute de catre
acestea. Orice Intreprindere care urmareste, in
primul rand, satisfacerea cerintelor clientilor
sdi va reusi sd obtind loialitatea clientilor, o
cotd de piatd importantd si implicit profitul
necesar pentru dezvoltarea activitatilor sale.
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firmei printr-o strategie axata pe calitate.
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