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Abstract 
 XXI century come with new challenges for marketers faced with two major factors 
that modify and influence of marketing communications: fragmented market determine 
replacement outdated marketing techniques (target is a marketing oriented custom), and the 
evolution of technology that accelerates migration to strong marketing segmented. Because 
of intangibility banking products, the promotion is made more difficult than for conventional 
products because they can not be touched, tasted, heard before being purchased. The positive 
results of promoting campaigns consist of planning, implementation and coordination of all 
elements of the communication process. An effective communication process depends largely 
on the information held about the market in general and particularly about potential 
customers. 
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Introduction 
 The success of marketing using search engines use appears to attract buyers directly to 
the actual content they are looking for. To do this, institutions must choose the name 
services/products, including the company so that it is easy to find on the web using search 
engines. An efficient communication involves training the entire marketing mix of the 
institution so as to ensure full dissemination and reception of information of how the bank 
offers are appreciated. 
 Target promotional effort is to influence consumer behaviour in the acquisition of a 
service/product. In these conditions, the marketing communication is taking place within the 
general promotion (under promotional mix) with four promotional tools: advertising, 
personal selling, sales promotion and public relations aimed at presenting institution, 
products and services, sensitization potential customers and increase sales course to obtain 
maximum profits.  
 
1. Virtual communities 
 Social networks, known today in the online environment for the ability to influence 
public opinion to shape important decisions and reaching consumers interconnect companies 
so many target segments, are increasingly used by institutions to improve customer 
relationships, opinion testing consumers about specific products, but also to monitor 
competitors. Revolutionary technology offers today institutions access to tools and platform 
for presenting opinions and messages to a potentially global audience. Banking institutions 
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try to adapt their marketing strategies and tactics most popular social network in Romania 
(Facebook, Hi5, Twitter, Neogen, Yahoo, Netlog, TPU.ro) in order to keep up with new 
technology. Today, Facebook is the social media phenomenon when social networking and 
attracting a lot of attention to marketing and communications community, institutions 
wishing to use the network in their promotional campaigns, which involve effective 
communication and cost optimization, and establish a long-term strategy.  
 In banking, the success of social networking platforms has not gone unnoticed. In 
addition to online discussions, contests and surveys, official pages on Facebook, and have 
appeared and the first banking agency on Facebook, customer is so appealing to chat 
counseled. There are cases in which large banking institutions did not consider necessary to 
create an account on these social networks, choosing other ways to attract customers. 
 Viewed from the standpoint of consumers, online environment offers: high purchasing 
power, range of services/products, large amounts of information in real time opportunities for 
exchange of views about services/products and others. 
 Viewed from the point of view of institutions, online environment offers them 
opportunities such as the exploitation of new information and sales channel; gathering 
information about the market, customers, competitors, potential clients (e.g.: consumer posts 
can turn into a valuable information for that institution, which has every interest to be present 
in social media) for adaptation according to information gathered from databases on the 
number of people who have visited the site and others. 
 Promote banking products and services through social networks are used with 
moderation compared to other areas or categories of services. We believe that this virtual 
world should not miss the communication policy of banking institutions or potential 
customers. Thus, messages sent to target "places" where consumers spend their time, where 
they are more likely to interact and where we can see them in real-time receptivity of. 
 The preoccupation bank institution continued to exploit its access to the online 
environment and its integration in institutional or commercial promotion strategies is 
increasingly emphasized. All this leads to obtaining advantageous solutions for banking 
institutions active. Social and economic situation we face has perfected the ability of banks to 
recognize ideas, be open to proposals from both inside and outside the institution and ability 
to adapt their strategies to market realities. 
 Promote products/services through the online environment; involve liability on the 
part of institution, which above all should be prepared to answer: 

- What gives consumers?, so that they consider valuable and important information 
transmitted to the needs and desires; 

- What should be communicated to consumers?, Answers to questions users to be 
reliable and encourage debates on brand/product; 

- How to integrate other communication channels to promote through social networks? 
- What methods to use to attract users attention? 
- Presence in the online environment benefits the institution?, proper evaluation 

capacity achieved success by using the online environment. 

 Despite a considerable deficit created image processes more and more unsatisfied 
clients due to unfair terms in credit contracts, banking institutions take advantage of the 
popularity they have on social networks. Those that have accounts on Facebook have 
managed to raise a total of over 600,000 consumer sites like Romans. Below we present a 
ranking of banking institutions operating on Facebook. 
 In recent years, local banks have used unusual methods of communication, gathering 
such "feedback" from "friends" in the virtual environment. Institutions provide original 
information daily and counts on announcements that do not necessarily create the impression 
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that aim directly promote products and services, but rather contribute to the relaxation of 
those who read them. 
 

 
Source: http://www.bankingnews.ro/like-banci-facebook.html 

 Beyond an lot of talks online surveys, contests organized by banks on Facebook, 
something unique BCR was created (in 2010), when tested with an agency online 
environment Second Life virtual platform (the project's success was not but very high, given 
that no Second Life platform failed to develop). Second Life - is a social network type, which 
is part of the Internet phenomenon, called Web 2.0. It is a world, a virtual society. The virtual 
world of Second Life, was released on the 23 June 2003, being created by the American 
company Linden Lab. Later, he moved to Facebook BCR and BRD - promoting Banktionary 
(dictionary of words specific to banking), both contributing to the growing popularity among 
users (friends). 
 

 
 
 This Virtual Bucharest Romanian Commercial Bank is a valuable addition to this 
unique project in Romania, both in terms of the community and as an example of innovative 
marketing among local brands. 

The top banks on Facebook: 
- Transilvania Bank – over 166,000 of like sites 
- Romanian Commercial Bank - over 144,000 of like sites 
- ING Bank - over 108,000 of like sites 
- Garanti Bank - over 65,000 of like sites 
- BRD-Groupe Societe Generale (BRD Student and BRD 

Banktionary) - over 46,000 of like sites 
- UniCredit Tiriak Bank - over 22,200 of like sites 
- Piraeus Bank - over 12,000 of like sites 
- Intesa Sanpaolo Bank - over 10,150 of like sites 
- Milennium Bank - over 9,100 of like sites 
- Credit Europe Bank (Credit Europe Bank and Card 

Avantaj) - over 8,600 of like sites 
- Raiffeisen Bank (Raiffeisen Comunitati and Raiffeisen 

Bank) - over 8,300 of like sites 
- Bancpost - over 7,900 of like sites 
- Libra Internet Bank - over 1,507 of like sites 
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https://www.facebook.com/BancaTransilvania 

 
 

https://www.facebook.com/BCRRomania 

 



140 

http://www.facebook.com/pages/BRD-Groupe-Societe-Generale 

 
 

https://www.facebook.com/BRDStudent 

 
 The conclusion drawn is that the presence and interaction with current and potential 
customers through social networks leading to increased visibility of the institution or 
service/product and can even improve consumer perception. This has the advantage on social 
networks: relationships with potential customers, direct feedback objectively, increased 
attachment to the brand, transparency, strong public relations component online. 
 
2. Search engines - Web source in use 
 Achieving Search engine marketing involves using search engines use to go directly 
to buyers. Among the most popular search engine mention: Google and Yahoo. (Google - the 
first post-media company, is a network and platform, unlike Yahoo, which is a portal). 
(Example: Banks in Romania – according to data aggregated Today's web marketing agency 
– who have chosen to advertise through Google, the biggest search engine in the world, 
products/services and paid six dollars for the use of the word - key "credit" in ads. 
 Price of words - key is determined by auction by companies that want to promote 
Google (example: $ 6 for the word "credit" established after the auction, the amount paid by a 
company to appear in the first position on the first page of results when users search for that 
word. If users click bank ad whose advertisement was displayed on the search engine, the 
company is charged with six dollars per click. Promotion depends on company budgets, those 
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that spend smaller amounts will appear in the top positions on search engine search function 
"credit"). 

 
 As you can see in the window at Google, in a time of 0.15 seconds was found 
approximately 2,230,000,000 pages after search made: the word "credit". 
 Use alternative channels to promote the image, bring banks closer to current 
customers, but also the potential for promoting the efficiency of the company, but also to 
announce the news. The vast majority of banking institutions employ specialists or external 
consultants in the field dealing with web image Development Company that understand this 
new world that live in it. An important component is to be public, you can be searched and 
found, to own the first page of results after a search on certain information. 
 
Achieving marketing through search engines starts with: 
 
 
 
 
 
 
 
 
 

 Using advanced technology and Internet access brings into discussion of a new era 
rules (Jarvis, 2010), including: "Customers have power, their voices can be heard worldwide, 
with huge impact on some institutions, in few seconds; People can find each other, wherever 
they are, and can gather around you or against you; Industry meal was replaced with niche; 
Markets are conversations - a key element in any organization is not marketing, but the 
ability to communicate; To move from an economy based on deficiencies to one based on 
abundance; Giving consumers the opportunity to collaborate with the institution - in creating, 
distributing, promoting or endorsing products - you can get rewards on the market today; The 
key is not to own ducts, people, products or intellectual property. The key is openness to the 
consumer"; Promotion in the online environment is essential for any company because the 
time spent by consumers on the internet is increasing. The Internet help institutions in growth 
and brand expansion in communication with customers and attracting new customers; 
Success using search engine marketing appealing to attract customers directly result from the 
actual content they're looking for, which involves institutions from choosing the name 

 

Customers profile 

Building a special content for 
them to express issues facing 

current customers of the 
institution and presenting 

content in one of the online 
forms that customers prefer 

(blogs, websites, social networks 
and others.) 

Content indexing in search 
engines careful thought 
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services/products, and even that of the company so that it is easily found on the web search 
engines. 
 The conclusion of the set is that, institutions, to be found on the web need a unique 
identity to stand out and to be known search engines. The advantage is that by promoting 
products/services through search engines may increase the number of clients. 
 
Conclusions  
 The banking institution turn to advertising to increase the number of clients, 
maintaining and motivating existing customers, and to establish banking market an image to 
connote safety, professionalism and trust. 
 Using modern techniques to promote banking products and services in Romania 
begins to shape up. Institutions have understood that communicate over the Internet is a 
communication brand is very important in marketing, starting from research, market study, 
competition, listening to consumers, and not least dialogue with them. Marketing, the 
services and products through search engines is an efficient way to (in terms of costs) and 
extremely simple which facilitate access to read the message addressed to a target market. It 
is a very good tool for guiding customers in the buying process. Efficient transposed text 
messages must be thought in terms of the buyer. 
 Currently, banks should be more concerned with turning online environment and its 
integration in institutional or commercial promotion strategies. This banking institutions 
online platforms and blogs of interest lead to advantageous solutions for active banks. The 
current social and economic situation in our country has perfected the ability of banks to 
recognize ideas, be open to proposals from both inside and outside the institution and ability 
to adapt their strategies to realities of the market. The financial crisis has brought major 
changes in the approach and attracts customers. Consumer behaviour has changed, are more 
careful about how they spend their budgets, but also wish to meet consumer needs better and 
for this reason they seek primarily benefits it provides services and products purchased are 
very attentive to the quality-price. Presence and interaction with current and potential 
customers through social networks can increase the visibility of the institution or 
service/product and can even improve consumer perception. Presence on social networks has 
the following advantages: networking with potential clients, direct feedback objectively, 
increased attachment to the brand, transparency, strong public relations component online. 
 Times more volatile, with high pressure tolerance of the results and a minimal 
investment in the future, relevant a Facebook page, a blog well designed, can recruit many 
customers to attend the launch of services or products. 
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