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Abstract: In a society of knowledge increasingly dominated by the online 

environment, the financial-banking system can not remain indifferent. 

The paper presents comparatively the activity of the most important 

Romanian banks in social media, using one of the most popular graphical 

analysis tools, Power BI Desktop. 
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Introduction 

The evolution of information and communication technology (ICT) 

has always had a role in the development of human society. New 

information technologies have produced practically a revolution in human 

activity in all field, from research and design to the production of material 

goods and services (Negrut 2012:463). 

Where is almost everyone today? Probably online! Thinking about 

it, we can say that social media marketing is one of the most important types 

of online marketing where not only big businesses are marketing their 

products/services and brands on social media websites like Facebook, 

Twitter, LinkedIn, etc. (Pavel 2015:94) 

The growing importance of social media marketing among 

businesses is very clear. 

Over time, financial and banking institutions have managed to build 

the image of "locomotives of development" in the economy. 

Thus, as a healthy economy can not exist without a strong banking 

system, a strong banking system can not exist without intense and complex 

promotion of the goods and services offered. 

At present, more and more banks rely on digitized services, offering 

their customers an extensive range of home banking services via the 

Internet, thus avoiding numerous disadvantages related to travel, waiting, 

etc. 
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In this digital age, social media is very important and to most, the 

benefits of social media advertising are clear. The cost is low, and such 

advertising has both a broad reach and a target focus; indeed, the best of 

both worlds for marketers. (Pavel, 2016: 381) 

In the last year, the gross amount of advertising invested online by 

financial and banking institutions amounted to 593,093 euros (the rate card), 

according to the study "Online advertising investment monitoring" (MIPO) 

conducted by the Romanian Audit Office Transmedia (BRAT - agency in 

measuring the audience of the written press and the online environment). 

The budget, calculated at the advertising tariff (card rates), is 31.3% 

lower than in the same period last year. 

Also, the total number of impressions for online ads was 37,192,272, 

down 33% from the first two months and a half from 2016. 

For the financial and banking sector, BRAT has monitored online 

advertising by institutions that have promoted loans, financial-banking 

services, bank cards, credit cards, insurance services, leasing, consumer 

loans, bank deposits, money transfer and private pensions. 

The largest investor in online advertising during the analyzed period 

was ING Group, with a gross volume of 128,864 euros (card rates). ING 

Bank was followed by VISA with a gross amount of 77,141 euro (card 

rates). 

Among the sites that attracted the largest advertising budgets in the 

financial-banking sector are: 

 adevarul.ro (64.252 euro – rate card) 

 conso.ro (42.036 euro) 

 zf.ro (41.940 euro) 

 sfin.ro (40.975 euro) 

 hotnews.ro (38.028 euro) 

 wall-street.ro (34.727 euro)  

 avocatnet.ro (26.682 euro). 

All of these budgets are calculated at card rates, that is, the discounts 

or freezes granted by publishers have not decreased. 

In the picture below, one can see a ranking of the banking 

institutions that have made the largest investments in online promotion. 
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Fig. 1. Online Advertising Investment Monitoring Source: (MIPO) - BRAT 

 

The power of "social networks for marketing and communication 

mix is obvious. 

Over the last 7 years, changes in this area have been steady and 

extremely dynamic. In businesses of all sizes, there has been an increase in 

the popularity of marketing through social media platforms, and the number 

of platforms used by companies has increased year by year. 

The monthly top (Figure 2) of the most visible brands online and on 

Facebook is based on ZeList Monitor and fbMonitor, tree monitoring and 

analysis platforms from TreeWorks. 
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Fig. 2 Source: www.tree.ro 

 

Analysis and results 

In recent times, Facebook's competition has become a certainty. As 

a result, the concept of social media promotion was adopted by most credit 

institutions to develop a direct relationship with the general public. The 

strategy of approaching users of the largest social platform in the world has 

fallen and is now one of the most productive periods for banks. Success of 

campaigns maintained on social networks is measured by the number of 

ratings coming from active users on Facebook, Twitter, Youtube, LinkedIn, 

etc. 

Top of "social media banks is dominated by Banca Transilvania and 

BCR, which together account for about half of the likes received by local 

banks from Facebook users. The two credit institutions went almost shoulder-

to-shoulder, changing very often the first two positions of the top. 

Since the fall of 2017, things have changed with the fact that BCR 

ceded the first place, distancing seriously Banca Transilvania, assuring the 

supremacy of the latter. "Now the two banks are divided by almost 170,000 

likes. 

The podium of top banks on Facebook is complemented by ING 

Bank, which rose spectacularly to over 248,977 ratings. 

Apart from Garanti Bank, which managed to exceed the threshold 

of 100,000 likes, the other credit institutions are far from this level. 
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BRD and Raiffeisen Bank, two of the most important players on the 

banking market, have adopted similar strategies, counting on several 

Facebook accounts, one for the brand, and others designed to promote a 

specific product type. 

Of the top 10 local banks by asset level, only two, namely Alpha 

Bank and CEC Bank, do not count on promoting Facebook. " 

Because the Facebook platform has been presented above, I will 

briefly present the other three platforms under review. 

 

Twitter 

Twitter is a "social media platform that allows users to send and read 

short messages (up to 140 characters) called tweets, sometimes described 

as" Internet SMS ". Currently, this platform has reached over 336 million 

"active users. 

 

LinkedIn 

The LinkedIn Social Network has a business-oriented profile with 

over 15 years of activity back. Social Networking does not publish its 

financial results and earns revenue from advertising and premium services. 

It is estimated that over 400,000 employees in Romania have profiles on 

LinkedIn. 

In 2016, Microsoft bought LinkedIn for $ 26 billion. " 

 

YouTube 

Youtube is a platform that allows users to upload and view audio-

video materials. Unregistered users have the ability to view all of the videos 

on the site, while registered users have the ability to upload ("upload") 

videos to YouTube, make comments, and make notes to movies. 

Below, I made a short presentation of the most active online banks, 

taking into account the number of subscribers or subscribers (social media 

users) registered on four of the largest social media platforms: Facebook, 

Twitter, LinkedIn and Youtube. Although the profile of the platforms is 

different, their purpose remains the same - to ensure or strengthen their 

strong presence in the online environment, and in principle on the channels 

that users spend the most time. 
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Fig. 3 The most active banks in the online environment 
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Example of advertising campaigns by financial-banking institutions 

"You still pay cash in 2018?" Is one of the newest campaigns made 

by Visa and Banca Transilvania. 

The message of the campaign is a direct one, encouraging customers 

to use the digital solutions proposed by Banca Transilvania to gain time for 

things that really matter. Among the proposed solutions are fast payouts 

made with the help of modern products developed together with BT 

partners, Visa having a central role. 

The novelty of the campaign has as its core a video spot, using the 

overlapping voice of a famous American actor - Morgan Freeman, 

addressed to the Romanians, as well as the appearance of numerous public 

figures known nationally. 

 

 

Fig. 4 Video campaign "Do you still pay cash in 2018?" 

 

The message of the campaign is to encourage change for the better, 

which in Transilvania Bank's vision is achieved by implementing the 

technology. The campaign was broadcasted between March and April 2018 

and targeted people who are still not using digital banking solutions. 

The communication strategy promoted by Visa and Banca Transilvania is 

360°, the campaign being broadcast in all communication media: television, 

cinema, social media, online and radio. 

 

"Meow, meow" all I want with the Expresso personal needs loan 

from BRD. 

BRD's campaign to promote the Expresso credit attracted attention 

through a creative approach, the actors of the spot being felines. As with Banca 

Transilvania's campaign, the pisiconomy campaign proposes to conclude 

personal needs loans through an online form that is filled in directly from the 

official BRD website https://campanii.brd.ro/creditul-expresso/. 
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In addition to the many variants of the TV commercial broadcast, 

BRD chose to promote the clip on all media channels, dedicating a 

Facebook page to the campaign. 

 

 
 

 

Fig. 5 Facebook page of the "Miau Miau" campaign 

 

ING Pay - "Pay with the phone" 

The ING Pay campaign proposes customers the option to pay with 

the mobile phone at the store POS, just like paying with the contactless card. 

Unlike Banca Transilvania, ING prefers to integrate the mobile payments 

project into Mobile Banking, Home'Bank becoming a "one-stop-shop 

platform" for the 700,000 customers of the Dutch bank, which average 16 

transactions per month at POS merchants. For now, ING Pay is only 

available on Android mobile phones (version 4.4 or higher), and ING will 
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come with the solution for iPhone owners as Apple's giant does not allow 

NFC to use for its own pay service, Apple Pay . 

ING has dedicated to the campaign ING pays two advertising spots 

that encourage users to choose their digital payment methods instead of 

classic ones. 

The style is musical, with both spots proposing different melodic 

lines to promote ING Pay. In addition to promoting TV, ING intensively 

promotes the new campaign through online articles, the Facebook page, 

Youtube, etc. 

 

 
Fig. 6 ING campaign, video spot + Facebook page 

 

To illustrate the share held by major banking institutions in the 

online environment, and particularly in social media, I chose to use the data 

included in an Excel file. 

 

 

Fig. 7 Importing Excel data into Power BI 
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Fig. 8 Excel Table "social media” 

 

The data obtained is a real barometer of the popularity of the main 

banking institutions in the social media. 

 

 

Fig. 9 The popularity of banking institutions analyzed in social media 

 

As a first step we can see that the prominent social environment for 

promotion is Facebook, followed by LinkedIN, Youtube and Twitter. Also, 

among the 4 banks analyzed, Banca Transilvania holds the largest segment 

of subscribers. 
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Fig. 10 The most used social media for promotion 

 

 

Fig. 11 Number of subscribers 

 

In order to view the bank institution with the largest advertising space, a 

filter can be made based on the number of appearances, the number of 

advertisements or both criteria (Fig. 12). 

 

 
Fig. 12 Filtering no. of appearances, no. of advertisements 
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As you can see, the use of a single criterion can cause the positions 

to change in the rankings. Thus, if Alpha Bank holds the monopoly on the 

number of advertisements, when it comes to the number of appearances 

BCR is dominant. 

Another important report (Fig.13) is that of the costs involved in 

advertising and that of advertising revenue. 

 

 

Fig. 13 Investments and profit in advertising 

 

Thus, unlike a table with figures, the graph can more clearly 

highlight the current situation of the institutions involved. In the example 

above (Figure 13), it can be seen how, unlike Alpha Bank, BCR has invested 

a smaller amount in advertising and a higher profit. 

Power BI Desktop also lets you calculate the maximum, minimum, 

or average of some data. Thus, in the image below, you can see the 

maximum number of posters in the advertising (print media, online, radio 

and outdoor) owned by ING or the average of the advertising volume. 
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Fig.14 Data filtering example for ING 

 

Conclusions 

The contemporary financial and banking field has recorded a 

permanent growth and diversification both on a national and international 

level, causing the financial and banking institutions to adopt several 

measures such as: the desire for continuous innovation, the extension of the 

range of services offered, the promotion efficient and even redefining 

promotion strategies according to the changing needs of users. 

The main reasons why banking institutions have adopted advertising 

in the online environment are: 

the increasing trend of the audience to migrate to the online environment, 

the Internet is the fastest-growing communication environment in history 

and the features of the Internet. 

The most recent study by the Online Press Publishers Association 

(OPA) confirms the impact the Internet has on everyday life: 

• 45.6% of "18- to 54-year-olds use the Internet rather than TV as the 

first option for information 

• 34.6% choose television, and the radio and print media share 3.2% 

of the subjects 

• 41% of people who choose the Internet to get informed and give this 

channel between 2 and 5 hours / day (here not email, messenger or 

chat) spend more than 5 hours per day / week on the net. "According 

to the OPA report, the Internet is the only means of communication 

that has grown lately: "47% of people use the net more than they did 

a year ago, while 35% spend less time video games and 28% are less 

in front of the TV than last year. " 

Starting from these premises, "it can be said that the online 

environment in general and social media in particular provide banks with 

the necessary tool to integrate into the current economic and social 
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environment by concentrating resources and efforts to achieve high 

efficiency and profitability. 
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