BANK CUSTOMER SEGMENTATION: THE CASE OF CEE COUNTRIES 
Abstract

Purpose. The purpose of the present paper is to analyze the opportunities for segmentation of bank customers at the banks in Central and Eastern European EU countries. 
Methodology. The authors study the Czech Republic, Estonia, Hungary, Latvia, Lithuania, Poland, Slovakia and Slovenia as representative countries of Central and Eastern Europe. All countries mentioned joined the European Union in 2004. 
To achieve results of the present research, the authors have conducted quantitative (descriptive and experimental) and qualitative (content) analysis of 1) scientific literature on customer segmentation criteria and the main types of customer segmentation; 2) the evaluation of profit potential of bank customer segments in CEE states on the basis of publicly available information and bank annual reports.   

To evaluate profit potential of bank customer segments the authors used such indicators as customer bank deposits and loans in the period from 2011 to 2012. 
Results. One of the main factors in developing long-term relationships with the customers, the banks should focus on all customer segments to improve cost-efficiency in the future. Performing customer segmentation it is essential to understand the needs of each segment for the banks to be able to develop high quality goods and services.   
Although customer segmentation as a marketing strategy is widely discussed in scientific literature, attention is mainly focused on natural persons rather than on legal entities. Having conducted the research the authors have come to the conclusion that one of the most frequently used methods of determining customer segments within the framework of bank marketing activities is the segmentation based on demographic data for natural persons and financial performance indicators for legal entities.  
The research has also demonstrated that banks in CEE countries mainly distinguish two customer segments – natural persons and legal entities, which further are either segmented into more detailed segments or are not segmented. The only exception is Polish cooperative banks, which distinguish three to four customer segments: natural persons, enterprises, municipalities, and farmers.  
Practical implications. The research performed by the authors presents information on the most typical bank customer segments in CEE states, which will allow the banks to assess customer segmentation and good practices used in other countries in developing marketing strategies in future to acquire and keep loyal customers in the long term based on needs of segment. 
The authors study carried out will be useful for CEE banks to development of future strategies.
Value/originality. The authors consider that in the contemporary knowledge economy the customer is one of the primary resources of the bank, that is why it is essential to focus attention on sustainable relationships with the customers understanding the needs of each customer segment. Also the research performed by the authors conducted that most profitable customer segments are those that based on needs of customer. 

This paper fulfils an identified customer segments needs and give practical information about evaluation of profit potential of them.     

The authors consider that in order to fully realize the interconnection between profitability of the bank customers and future potential and perspectives of each customer segment it is necessary to perform additional investigations.   
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