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Abstract: Banking services management in the current economic context, should be 

directed to actions focused on customer satisfaction, service transparency, more active and 

deeper banking management in the communication. 
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INTRODUCTION 
 

Improving customer service from the banking sector, ensuring a high quality of 

benefits, providing optimal consumer satisfaction is based on apertinent analysis of the 

requirements and desires especially in the current economic crisis. 

 

MATERIALS AND METHODS 

 

Research objectives: 

 identifying the perceptions of consumers over the qualities of banking services  

 determination of bank service quality in several notorious banks in Timisoara 

 the impact of economic crisis on the Romanian banking activity; 

Main hypotheses of the research: 

 preparation of employees affects the qualityof banking services; 

 in general promptness and courtesy in the treatment of bank employees is poor with 

clients. 

 most bank customers in Timişoara do not use online banking. 

 

Sampling: the sampling include adult from Timisoara who use the services of a 

banking institution, using anunproven method of convenience sampling, interviewing 100 

people who claimed to be effective consumers of banking services in the area Olympia 

Hall Timişoara. 

In the research we used descriptive research-based on a questionnaire survey (cross 

sectional study). We used the method of direct operational administration of the 

questionnaires, face to face interviewing (street). 

Themes of questionnaire: user behavior of banking services, online banking, bank 

staff perception of quality, assessment in the current banking crisis, the profile of 

respondents. 
 

RESEARCH RESULTS 

 

Regarding the behavior and attitudes of consumers of banking services Timişoara: 

-on loyalty to a bank majority, over 70% of the total, use of the services of a bank. 
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Fidelitatea fata de o banca

72%

28%

o singura banca

mai multe banci

 
Fig. 1. Loyalty to a bank 

 

-the most notorious bank BCR, BRD BT, ING (48%), Raiffeisen Bank (, Bankpost. 

- On the use of online banking by respondents note that a significant percentage - ie 

60% - said they did not use this system, motivated by the short time allotted ordinary 

transactions. 

-bank customers in Timisoara believes that the provision of high quality services 

depends to a great extent on the performance of the bank's employees through competence, 

knowledge of their service availability and courtesy, by discretion, care, etc.. 

 

Clasificarea caracteristicilor detinute de un functionar bancar ideal
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Fig. 2. The classification ofcharacteristics held by an idealbank clerk 

 

-in terms of the economic crisis on banking activity that the study conducted among 

consumers of banking services from Timisoara awareness is veryl ow, most respondents 

did not receive information or received insufficient information about the financial and 

economic crisis implications fort he economy. 
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Nivelul de informatii referitoare la impactul crizei 

economice asupra serviciilor bancare

0%0%
24%

76%

mai multe decat suficiente suficiente prea putine nicio informatie

 
 

Fig. 3. Level of information referring to economic crisis impact over banking services 

 

 -Those who use online banking are representatives of the age category 18-35years. 

 

Corelaţia dintre vârsta subiecţilor şi folosirea 

sistemului bancar electronic
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Fig. 4. Correlation between the age of subjects and the use of electronic banking 

system 

 

-Large part of high income subjects working with a single bank. 
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Corelaţia dintre venitul lunar al respondenţilor 

şi fidelitatea faţă de o bancă
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Fig. 5. Correlation between the income of subjects and loyalty towards a bank 
 

Research limitations are given by the fact that the results are not generalized 

because the sample is not representative- due to the small size and having a limited 

positioning. 

 

CONCLUSIONS 

 

 Among consumersbanking servicesappearsa very largeinconvenientnamely the lackof 

transparencyfrom the bankson their activities. 

 Thus becomesabsolutely necessaryfor banks toclosely monitorthe behavior 

oftheirclients, with theabilityto identifyitsgrievancesand defineviable solutionsin this 

regard,butalsomust monitorthe behavior ofcompetitorsin the banking marketand 

mobilizetowardsprovidingsomebankbenefitsmore attractiveand proficient, to win the 

trustandloyaltyat the same time. 

 However,from the analysisconductedit is clearthat ithasthe primary rolein 

providinghuman contactin providingsatisfaction of banking services consumersand thusto 

ensurean optimal level ofsocial efficiency. 

 Competence isconsidered asthe mostimportantattributeto consumersof banking 

servicesin Timisoara. 

 Banks should bethe main sourceof providinginformation on the effectsof the 

economic crisison their businessbecauseothersources arewrongorinsufficientto 

informconsumers. 

 From this studyshow thatthe level ofserviceperformanceis anevaluation criterionofthe 

consumerfor bankingprovider.. 

 Successfulbanksare thoseworking hardto providesatisfactionprofessionalizationto 

customer expectationsto ensurecustomerconfidence. 
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