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Summary 

 

In a dynamic financial environment, where everything is based on interaction between 

institutions with its clients, it is necessary to develop and use software applications which manage 

information about consumers.  

In the first chapter of the paper, “Role of Marketing in Banking”, we have tried to identify 

marketing role and position within bank’s cybernetic system, pointing out steps necessary for 

planning and following up the research.  

The importance of clients’ segmentation is described in the next chapter, “Marketing activity 

and managing customers’ data”: the differences between clients’ can be chosen among the 

market; data and managing data in scope of creating information imply using „Data Mining”1 

terminology by marketing activity. Data Mining is being used for identifying typologies and 

hidden relations in large data bases. 

                                                 
1 Analiză a datelor 
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The methods used for extracting relevant information, information contained by data, were 

detailed in the third chapter of the paper, “Multidimensional data methods”. Principal 

components analysis, factorial analysis or patterns recognition models (cluster analysis, 

discriminant method) may be used in order to characterize consumers’ behavior.  

In order to easier the usage of data mining methods in managing clients’ data base, in the fourth 

chapter of the paper, “Technologies used in data mining”, we described the characteristics of 

OLAP2 technologies. We tried to synthetize the role of OLAP server in extracting and presenting 

information from various sources; also, different types of objects have been detailed in our studies 

(dimensions, facts tables, metadata and models structure). Both SAS (“Statistical Analysis 

System”) and Microsoft Analysis Services, based on advantages of OLAP technologies, are 

software used for advance analysis and management of data, but also for predictive analysis.  

The fifth chapter of our paper,  “Managing clients’ data bases through multidimensional 

data analysis in scope of segmentation optimization in a commercial bank”, includes the study 

case, study developed starting from a database of clients that have requested consumer loans 

through the specified method of analyze we have followed the main characteristics of the loan 

consumer; the whole process is directed on simplifying variables that describe the loan client’s 

profile and identification of segments, considering that a narrower client identification can have 

its benefits as well as regarding business opportunity, that would lead in selling a credit card, and 

as for reducing costs. 

For a number of around 400 clients (good payers) that already have a personal needs loan, with 

or without warranties, we have selected a number of eight variables in order to describe their 

behavior: sex, age (in years), children number, income as appliance from (in RON), education, 

loans from other banks, loan balance (in RON), and Marital status. We underline that the objective 

of this study is to identify the clients’ segments from our database, clients interested in buying a 

credit card. Each client is identified through an unique ID. The information regarding the client is 

extracted for the form filled in when requesting a loan. 

Applying on our data base principle components analysis, factorial, cluster and discriminant 

analysis, having as support SAS (Statistical Analysis System), we underlined that our study may be 

treated selecting a reduced number of variables: number of children and marital status (as a 

                                                 
2 Online analytical processing 
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characteristic of family situation) and loans balance and income (as a variable describing financial 

situation). 

By applying centroid method and ward algorithm, also, as hierarchical algorithm, our data base 

has been reduced. As a nonhierarchical algorithm we selected „Fastclus” procedure for identifying 

cluster, from SAS. 

In order to underline the importance of using multidimensional data analysis in daily activity of 

any company, we tried to manage databases having as support another business intelligence 

environment, Microsoft Analysis Services - Microsoft Visual Studio. On Microsoft Visual Studio 

SQL 2008 R2 application, based on the database developed, we applied cluster algorithm.  

The purpose is to point out how important it is that the data about the client coming from: client 

database – banking behavior (products, services, transactions) + socio demographic data – contact 

center (complaints), social networking (opinions, attitudes, preferences, etc.) is processed in a way 

that a 360 overview of the customer is achieved. This whole picture allows the user to know the 

customer profile and act accordingly on different channels in order to achieve best result. 

An increase in the respond rate of higher of 51%, according to bank’s reports, can be observed 

after applying a direct marketing strategy on the clustered database. 

 Personal contributions may be reduced to: 

A. Setting the marketing Department taking into account the banks cybernetic system 

B. Starting with the multidimensional data analyze methods together with the principles of the 

geo-demographic model by the researchers from the United Kingdom we have applied  a 

custom made methodology for Romania 

C. Using the developed model in order to identify the customer target groups at a Romanian bank 

level 

D. Testing the convenience of this model usage with the purpose of transmitting the marketing 

message to the targeted customer ( developing a marketing campaign according to customer 

feature and analyzing its results, comparing the obtained results with the resulted obtained 

when using a marketing campaign based on the classical client segmentation method). 
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