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Obviously, the boom in digital technology is not new. Obviously, 
European banks are already focused on the development of digital 
channels. But, the digital economy is at a major turning point and 
the tremendous increase, in less than two years, in the use of mobile 
Internet is a symbol of this.

In this context, Exton Consulting and Efma are pleased to present this survey 
which analyses and compares the way in which Internet users in seven countries 
conduct their banking relationship, in particular via the digital channels.

This survey, which is based on the answers of more than 3,500 people polled 
in France, Germany, Italy, the Netherlands, Poland, Turkey and the United 
Kingdom and more than ten interviews with senior bank executives from the 
seven countries, reveals signifi cant differences in user levels, usage, levels of 
satisfaction and the expectations of Internet users vis-à-vis their bank.

The objective of this survey is to lay the foundations for a barometer, composed 
of key indicators, which will be used to monitor developments as regards the 
maturity of online fi nancial services in seven countries.

Several themes, which currently represent major marketing and commercial 
challenges for banks are addressed in this report: fi xed Internet banking, online 
purchases of fi nancial products, m-banking, multichannel distribution and the 
role of social networks.

We hope that the results of this survey will help to throw light on the expectations 
of your customers and will enable you to anticipate the impact of the gathering 
pace of digital development.

Patrick Desmares  Philippe Derambure
Secretary General, Efma  President – Founding Partner, Exton Consulting

  
  Authors at Exton Consulting
  Antoine Fournier, Director
  Philippe Vervloedt, Director
  Anne-Séverine Calandreau, Consultant



Why, tomorrow, will digital technology change the nature of the bank-customer relationship and 
how will this affect the customer relationship issues facing banks? Which countries are the most 
mature in this area? Our survey, carried out among more than 3,500 European Internet users in 
December 2011, underscores the inevitable and increasingly rapid development of digital technology 
in European society as a whole (392 million Internet users in Europe). This survey on the use of 
digital channels in the banking relationship reveals not only the major trends but also the differences 
between the countries surveyed.

The rapid development of digital channels in the banking relationship is undeniable in all 
the countries…

Fixed Internet banking is today a reality: 86% of Internet users use the online financial 
services proposed by their bank and all of them (young, seniors and the affl uent category) 
log into their bank’s website twice a week on average. Even if usage mainly concerns basic 
operations, 79% of Internet users have already carried out complex operations online: online 
banking has therefore progressed from its historical usage of checking account balances and 
simple operations. The homogeneity of the satisfaction of Internet banking users in all the countries 
is particularly noteworthy: irrespective of each country’s banking model, Internet users in all the 
countries are satisfi ed with the convenience, reliability and speed of execution of Internet banking, 
but there is a consensus that banks need to improve further the functionalities related to more 
complex operations.

More than a third of European Internet users (38%) have already purchased a fi nancial 
product online, even if only 18% are really confi dent about buying banking products online. The 
main obstacles mentioned in all the countries are fraud and the fear of making the wrong choices. 
To eliminate these obstacles, respondents in all the countries want increased technical support during 
the online purchasing process.

15% of European Internet users already use m-banking. M-banking is developing rapidly in all 
the countries, driven by young people and the affl uent category. However, as m-banking offerings are 
still in their infancy, there are strong expectations in all the countries as regards an improved customer 
experience on this channel. Furthermore, at the moment, m-banking is seen only as an additional 
channel to fi xed Internet banking (only 1% of respondents are m-banking only users).

From a multichannel point of view, there is a real enthusiasm in all the countries for digital channels: 
respondents mentioned the Internet as their preferred channel for carrying out each type of banking 
operation. This is indicative of the potential of digital channels. However, this appetite for digital 
channels has not developed at the expense of traditional channels and Internet users are still attached 
to face-to-face and telephone contact channels. To satisfy the multichannel demands of customers (on 
average they want 3.4 contact channels), the challenge facing relationship managers will be to 
master several channels.

Finally, except for Turkey and Poland, few respondents are aware of the presence of their 
bank on social networks (76%) and the majority of respondents are sceptical about the 
merits of such a presence.
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…but with different levels of maturity depending on the dimensions analysed

There are however signifi cant differences in maturity profi les, mainly linked to the predominant 
banking relationship model in each country (density of the branch network, access to a dedicated 
relationship manager). The banking operations carried out online vary according to this model. 
The most striking example concerns the proportion of respondents who have purchased fi nancial 
products online: only 18% of French Internet users have already done so, versus 57% of Polish 
Internet users and more than 40% of Turkish, UK and Dutch Internet users (countries where 
the rates of access to a dedicated relationship manager are the lowest).

Similarly, as regards the use of m-banking, respondents in the Netherlands, France and Poland are 
the most likely to use this channel, with more than 30% of the people who have Internet access on 
their mobile phone connecting to m-banking services. On the other hand, the United Kingdom, where 
only 14% of the respondents having a mobile phone with Internet access use m-banking services, 
surprisingly lags behind.

The use of the different channels varies quite considerably between the countries: Dutch respondents 
prefer to use the Internet channel for all types of operations, while more than 20% of respondents in 
Germany, Turkey and Italy prefer to go their branch to check their account balance for example. The 
branch also continues to play an important role for the most complex operations in certain countries 
(France, Italy and Germany).

Turkey and Poland are the only countries at the moment where social networks have achieved some 
degree of acceptance as part of the banking landscape, with 39% and 22% respectively of positive 
opinions regarding the presence of banks on this channel. Moreover, in Turkey, as many as 7% of 
Internet users are active on their bank’s social network page. Therefore, social networks cannot yet be 
seen as a distribution channel, but only as a communication channel, a way of increasing customer 
knowledge or a vehicle for a strictly affi nity based approach.

This survey has enabled us to draw up “maturity profi les” for each country. By monitoring this 
barometer over time, we will be able to assess the way in which the digital banking relationship 
evolves in each country.



The survey examines principally the way in which Internet users in six European countries and Turkey 
use the Internet in their banking relationship across all currently available digital channels (fi xed 
Internet, mobile Internet and social networks).

The seven countries (France, Germany, Italy, the Netherlands, Poland, Turkey and the United 
Kingdom) have been chosen for their banking and digital diversity.

The fi eldwork was carried out online in December 2011, when more than 3,500 people, i.e. 500 
Internet users per country, aged between 18 and 74, were interviewed.

It is important to note that the fi gures in this survey are based on a panel completely composed of 
Internet users: the structure of the sample is therefore not systematically representative of the country’s 
population as a whole, but solely of its Internet population. This is particularly important for the 
countries having a low Internet penetration rate.

For ease of reference, the following defi nitions are used:
•  The data entitled “Average of 7 countries” consist of the non-weighted average of the seven 

countries surveyed.
•  The expression “European Internet users” refers to all the population covered by the survey, 

including Turkish Internet users.
•  The heading “Base: All” refers to all the survey’s respondents.
•  The countries are presented in alphabetical order in English. 

We wish to thank in particular for their contributions:
Mr Pierre-Louis Aufort, Head of Distribution, Crédit Agricole SA
Mr Alessandro Colafranceschi, Head of Global Online and Mobile Marketing, UniCredit
Mr Ates Demir, Head of Internet and Mobile banking, Targo Bank
Mr Yakup Dogan, Head of Alternative Delivery Channels, Yapi Kredi
Mr Matthias Kröner, CEO, Fidor Bank
Mr Max Mouwen, General Manager Internet Sales & Services, ING
Mr Paul Mullins, Head of Business Implementation|Global Retail Strategy, HSBC Holding
Mr Wojciech Sobieraj, CEO, Alior Bank
Mr Erik Songeur, Head of Multichannel Distribution, Société Générale
Mr Massimiliano Ugolini, Head of Online Banking and Direct Marketing, Banca Monte dei Paschi
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The seven countries were specifi cally selected for the diversity of their digital and banking maturities. 
However, these countries also have some points of convergence, in particular as regards their 
Internet usage. What are these differences of maturity that must be taken into consideration? Who 
are European Internet users and how do they use the Internet today?

The digital and banking diversity of the seven countries is a key factor in the
way they approach the digital banking relationship
Although digital channels have undeniably gained in importance throughout Europe, the digital 
maturity phase has not yet been reached, since even in the countries which seem to be the most 
advanced in terms of digital technology and utilisation, such as the Netherlands and the United 
Kingdom, digital channels will undoubtedly continue to surprise. The diversity of digital development 
between the countries selected is striking. For example, the Internet penetration rate varies by a factor 
of two, from 43% in Turkey to 94% in the Netherlands; the same is true as regards mobile Internet 
usage, which ranges from 5% in Italy to as high as 32% in the Netherlands.

Illustration 1: Digital diversity of the countries

The importance and utilisation of the Internet in Europe today



The banking cultures within the seven countries selected are very diverse: the density of the physical 
branch network, which varies from 121 branches per one million inhabitants in Turkey to 595 in 
France, represents for example a key indicator as regards the banking landscape and the customer 
relationship approach. There are other perceptible differences, in particular in terms of access to a 
dedicated relationship manager, multi-banking and multi-fi nancing. The rate of access to a dedicated 
relationship manager reveals very different relationship management models which are not correlated 
to the density of the branch network: France is an exception with an access rate of 81%, while at 
the other end of the scale only 13% of Dutch respondents have a dedicated relationship manager. 
Italians are the most loyal banking customers, since only 28% of Italian Internet users have current 
accounts with several banks. On the other hand, in the United Kingdom, almost one in two Internet 
users (49%) has several current accounts. Differences in multi-fi nanced rates are similar to multi-
banked rates. Finally, we have not noted any correlation between access to a dedicated relationship 
manager and the multi-fi nanced rate.

Illustration 2: Banking diversity of the countries
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Internet usage is similar in all countries
There are, however, also numerous points of convergence, in particular with regard to the actual 
utilisation of the Internet. First of all, we note that, irrespective of the penetration rate, once adopted, 
the Internet has become an everyday tool for the vast majority of users. On average, Internet users go 
online approximately 300 times a year, i.e. almost once a day (excluding e-mail usage). This login 
frequency is homogeneous across all the countries surveyed. More than 80% of European Internet 
users also regularly shop online.

In terms of activities, half of Internet logins are to search for information (30%) or for social networking 
purposes (20%). Although the Internet is therefore, above all, a channel for communication and 
exchanges, usage varies according to the countries: the most mature countries (France, Germany, 
the Netherlands and the United Kingdom) are more likely to follow the news, search for information 
and watch TV, while respondents in the least mature countries (Italy, Poland and Turkey) are the most 
likely to use the Internet for communication purposes: for example, they are more likely to log into 
social networks and use chat functions.

Illustration 3: Proportion of daily users and purchasers via a fi xed Internet connection
 

We also note that the fi xed Internet penetration rate is similar irrespective of the user’s age or fi nancial 
situation. This observation does not apply, however, in the case of mobile Internet. Mobile Internet 
is therefore still in the adoption phase and, as yet, is used mainly by young people: those aged 18 
to 29 go online at least every other day, versus a login frequency of only twice a month for those 
aged over 70.



Illustration 4: Comparison of fi xed and mobile Internet user rates by segment

 

The projected penetration rates for these technologies, even recent ones, confi rm the 
signifi cant potential of these channels
This gap also exists as regards short-term purchase intentions for mobile devices: approximately 30% 
do not yet have any plans to acquire a mobile device to access the Internet, but the proportion is only 
15% among those aged under 30. Finally, electronic tablets, which have already been purchased by 
11% of Internet users since they were fi rst launched less than two years ago, represent a signifi cant 
potential since 30% of respondents declared that they intend to buy such a device in the short term. 
The rapid development of mobile Internet is therefore inevitable.

In this context, it is easy to understand why it is important for banks to position themselves on 
the digital channels. All aspects of the customer relationship are affected by these new channels: 
satisfaction, accessibility, customisation, online purchasing, “stakeholders” are the key words in this 
emerging, but already preponderant digital relationship.

This survey will focus on:
• Fixed Internet banking usage
• Online purchases of fi nancial products
• The development of m-banking
• The place of the new digital channels in the multichannel model
• The presence of banks on social networks
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At the current time, fixed Internet is the most frequently used digital channel in the banking 
relationship, but there are still a lot of questions about this major channel: what prompts people to 
use Internet banking? What is the user rate of this channel, who uses it and what operations do they 
conduct via this channel? What do they expect in addition?

86% of European Internet users log into Internet banking services
One fact stands out: Internet users log into their main bank’s website twice a week on average, 
with French and Polish users being the most active. Internet banking seems to be a widely accepted 
Internet usage: on average, 86% of European Internet users are regular Internet banking users.

Illustration 5: Proportion of fi xed Internet banking users

 
What therefore is the main driver of the use of Internet banking services? Obviously, Internet access is 
the initial trigger. The use of Internet banking is natural once an Internet connection exists. A second 
trigger is the maturity of the products and services offered by banks, in particular the customer 
experience and the range of the online offering. On the other hand, the question of access to a 
dedicated relationship manager clearly has little infl uence on the user rate: for example, the Internet 
banking user rate is equally high, on the one hand, in France, the country with the highest personal 
banker access rate (81%) and, on the other hand, in the Netherlands, where very few customers have 
access to a personal banker. The Internet and physical branches are therefore two complementary 
channels which do not “cannibalize” each other.



Illustration 6: Internet banking usage and access to a dedicated relationship manager

 

All user profi les are concerned
The second observation is that Internet banking concerns all Internet user profi les: young people (84% 
user rate), the oldest respondents (85%) and the affl uent category (92%). However, the login rate of 
young people is slightly lower (91 times a year vs. 101 on average).

Illustration 7: Profi les of fi xed Internet banking users
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Internet banking usage involves mainly basic operations
Internet users mainly use the Internet to carry out basic operations: checking account balances 
represents 48% of Internet banking usage, simple operations (20%) and practical information 
searches (4%). More complex operations, such as managing financial investments, product 
information searches, purchasing products and contacting a dedicated relationship manager are, for 
the time being, less prevalent: they represent 28% of activities. Finally, on average, users execute two 
actions, every time they log into their bank’s website, one of which is to check their account balance.

Illustration 8: Breakdown of activities on the main bank’s website

 

Beyond this breakdown of activities by login frequency, it is interesting to note that 79% of European 
Internet users have already carried out complex fi xed Internet banking operations (managing fi nancial 
investments, product information searches and simulations, product acquisitions, contacting their 
personal banker, etc.).

This breakdown of operations reveals variations between the countries: Turkish respondents are 
the most active Internet banking users and 43% of their activities fall within the scope of “complex” 
operations. On the other hand, Internet users in France tend to use Internet banking predominantly 
for basic operations, which represent 80% of their logins. The particularly high rate of French Internet 
users who log into to view their account balance is noteworthy.

Therefore, although access to a dedicated relationship manager does not infl uence the Internet 
banking user rate, we note a certain correlation between the breakdown of activities executed on 
the main bank’s website and the rate of access to a dedicated relationship manager: few Turkish 
respondents have access to a personal banker and therefore carry out more so-called “complex” 
operations online, whereas, on the other hand, French respondents are more likely to go to a bank 
branch for their more complex operations. In the United Kingdom, Poland and to a lesser extent Italy, 
where the proportion of customers having a personal banker is fairly low, the proportion of activities 
devoted to complex operations is high.



Internet users are satisfi ed with the simplest functionalities
In terms of satisfaction, there is a consensus among the Internet users in the seven countries regarding 
the services which are satisfactory and those where there is room for improvement. Users in all countries 
recognise the convenience of simple account management operations, the reliability of information, 
as well as the speed of access and execution. On the other hand, not all Internet users are convinced 
as regards all the more complex operations that can be carried out via other channels: purchasing 
products, decision-making support, offers, contacting a personal banker. Finally, confi dence in online 
security and the general design of websites obtain average satisfaction ratings. A detailed analysis 
of the Net Promoter Score1 by country shows that Polish respondents are the most loyal supporters of 
Internet banking while Dutch respondents are the least enthusiastic.

Illustration 9: General satisfaction with Internet banking

The use of Internet banking will increase further
Despite the fact that European Internet users already make widespread use of fi xed Internet banking, 
there is still room for further growth: 30% of Internet users declared that they intend to make more 
use of their PC in the future to access bank services. Young people are the most likely to plan to 
increase their use of Internet banking (35%), while the oldest respondents (aged over 70) are slightly 
less likely (24%) to have such plans.

The development of fi xed Internet penetration will continue to broaden and promote the use of 
Internet banking sites in the coming years. Over and above user rates which will therefore continue 
to increase almost automatically among the different categories of the population, many challenges 
still remain: 
•  delivering an Internet channel which corresponds closely to customer needs in order to increase 

satisfaction levels,
•  developing the level of services offered in order to provide customers with a more comprehensive 

and more attractive choice of products and services between online and branch offerings,

1 Net Promoter Score: Proportion of promoters (ratings of 9 to 10) – Proportion of detractors (ratings of 1 to 6)
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•  defi ning a multichannel distribution system in line with customer expectations and the structure of 
the physical networks of the countries (branch territorial coverage, proportion of customers having 
a dedicated relationship manager, etc.).

Spotlight on customers of online banks
Online banks that offer their customers only distance banking services have developed in recent 
years in all countries. Customers of these banks have a specifi c profi le: they are more likely than the 
average customer to be multi-banked, multi-fi nanced and fall within the affl uent category. 28% of 
customers of online banks use this type of bank as their main bank.

Illustration 10: Profi le of customers of online banks
 

In terms of satisfaction, customers of online banks agree with other users on the benefi ts of Internet 
banking: convenience, rapidity and accessibility. In addition, tariffs are seen as more attractive. It is 
also noteworthy that customers of online banks, who tend to be more sophisticated than the average, 
are more enthusiastic about the benefi ts of 100% online banks and less bothered by the absence of 
a dedicated relationship manager.



Purchasing fi nancial products is not only the most complex banking operation but also the highest 
income generating activity. Naturally, following the increased importance of the Internet channel in the 
banking relationship, the range of products available online has increased recently, although some 
products cannot yet be fully purchased online. What is the situation regarding online purchases in 
the various countries? Which products are the most popular? Do Internet users have confi dence when 
purchasing online? How can banks convince doubters and encourage them to purchase directly online? 

Online purchasing is already fairly developed in some countries
Although online purchasing currently represents only 4% of the activities of Internet users on their 
bank’s website, the proportion of Internet users who have already purchased fi nancial products 
online in recent years is high in Europe: 38% of Internet users have already purchased fi nancial 
products online. However, there are signifi cant differences from one country to the next: only 18% of 
French respondents have done so versus 57% in Poland. In addition to Poland, three other countries 
stand out: in Turkey, the United Kingdom and the Netherlands, more than 40% of Internet users have 
already purchased fi nancial products online. 

Illustration 11: Proportion of online purchasers of fi nancial products

 

In terms of user profi les, it is interesting to note that Internet users from all customer segments have 
already purchased fi nancial products online: 42% of those aged between 30 and 49 and 25% of 
those aged over 70 have already done so. Moreover, one in two in the affl uent category has already 
done so.
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Online purchasers have focused mainly on products where the purchasing process 
is the simplest
There are signifi cant differences in the proportion of online purchasers by type of product. Online 
purchases of fi nancial products have naturally developed the most rapidly in the case of products 
where the process is simple: debit and credit cards, savings accounts and investments, and current 
accounts have online purchase rates of around 20%. Purchase rates for products where the 
purchasing process is more complex, such as insurance products and personal loans, are lower, i.e. 
less than 10% in most countries. The online mortgage purchase rate is less than 5% in all countries 
owing to the complexity of the purchasing process. There are also differences between the countries 
because of variations in the maturity of product offerings: for example, almost a third of Polish 
respondents have already opened a current account online, versus only 5% in France.

Four countries on the panel stand out with online purchasing rates in excess of 20% for at least two 
products: the Netherlands, Poland, Turkey and the United Kingdom. We are likely to witness a rapid 
catch-up phase in the least mature countries in the area of online purchasing, in particular for simple 
products initially. 

Illustration 12: Product/country purchasing matrix
 

Online simulations are important as pre-sale instruments for the most 
complex products
On the other hand, in terms of online simulations and price requests, the Internet plays an important 
pre-sale role for products where the purchasing process is more complex. The proportion of Internet 
users having used online simulations also varies considerably from one country to the next: for 
example, in the case of personal loans, the proportion ranges from 3% in the Netherlands to 33% 
in Turkey. The projected catch-up phase for the most complex products will require an improvement 
in offers and simulators in certain countries.



The most reluctant Internet users mainly lack confi dence
Two questions need to be addressed in order to understand what drives online purchasing:
• Which factors motivated people who have already purchased fi nancial products online?
• Which factors still dissuade customers from doing so?

The reasons which have encouraged users to purchase products directly online are similar in all 
countries: the simplicity, convenience, rapidity and accessibility (in particular it saves a trip to the 
bank) of online purchasing are the main reasons mentioned by purchasers in all the countries. 
Decision-making freedom is also an important factor. On the other hand, perceptions of the 
attractiveness and pricing of online offers vary from one country to another. This highlights the 
different approaches to the Internet channel adopted by banks in the various countries. Thus, 
respondents in the UK are very satisfi ed with online offerings and tariffs, which is undoubtedly 
due to the differentiated Internet approach within the multichannel strategy in the UK (71% of UK 
respondents have purchased banking products online because the offer was only available on the 
Internet). On the other hand, in France, banks have chosen to integrate the Internet fully in their 
multichannel strategy rather than opting for a differentiated channel (only 29% mentioned this as a 
reason for acquiring products online).

Although the fi gures for online purchases of fi nancial products are already very satisfactory, one in 
two Internet users is still not ready to take that step. In particular, respondents in France, Germany, 
Italy and the Netherlands are the most reluctant. The Net Promoter Score2 which measures the level 
of confi dence in purchasing fi nancial products online is very negative in those countries; it is as 
low as -44 in France. The main stumbling blocks mentioned are similar in all countries and for all 
profi les: the fear of being a victim of fraud is what holds the most Internet users back (70% of Internet 
users), followed by the fear of making the wrong choices (60%), the fear of hitting the wrong key 
(57%), losing money (56%) and making a hasty choice (55%). More than one in two Internet users 
is therefore not comfortable with the idea of purchasing fi nancial products directly online. Although 
respondents in the affl uent category are slightly more confi dent, fraud and the fear of making the 
wrong choices are still the two main obstacles.

The development of technical support is a key element in facilitating online 
purchasing
It is therefore important to support customers throughout the purchasing process, in particular for their 
fi rst purchase. Support during the purchasing process could persuade two-thirds of Internet users: 
distance contact with an expert, a free web call back service, chatting with a personal banker are 
seen by respondents as ways of reducing the fear of making a wrong or hasty choice. A telephone 
call-back after the online purchase is seen as a plus which would reassure one in two Internet users. 
Naturally, it is also essential to encourage users to make a purchase: a majority of customers are 
particularly sensitive to promotional offers and receiving personalised information by email. In all 
the countries, the availability of technical support throughout the purchasing process is seen as very 
important in facilitating online purchases.

2 Net Promoter Score: Proportion of promoters (ratings of 9 to 10) – Proportion of detractors (ratings of 1 to 6)
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Illustration 13: Services which could boost online purchasing

 

An increasingly large number of consumers seem ready to go ahead and purchase fi nancial products 
online. For some countries, this development could enable them to double the number of online 
purchasers and thereby catch up with the European average. 

To achieve this transformation, banks will have, on the one hand, to enhance services directly 
related to online purchasing (websites, offers, simulators, web call-back, etc.) and, on the other 
hand, to adapt the multichannel customer experience to make it more user-friendly and reassuring 
for consumers: the role and size of middle-offi ces, further work on distance selling compliance rules, 
the possibility for branch relationship managers to follow all operations carried out by their customers 
on the Internet, etc.
 



In recent years, mobile Internet has developed at an impressive rate and its use is accelerating, driven 
by the increasing affordability of smartphones. Therefore, banks have naturally worked on developing 
this channel, whose potential is not yet fully apprehended. How many Internet users have as yet been 
convinced enough to use this channel, and for what purposes? How do they expect to integrate it in 
their banking relationship in the future? Will this channel overtake fi xed Internet?

15% of European Internet users are m-banking users

Illustration 14: M-banking user rate

A very large number of customers are already convinced of the benefi ts of online banking (almost nine 
out of ten) and we are witnessing rapid growth in online purchases of fi nancial products. One of the 
main transformations in progress is the development of m-banking, and with good reason: 15% of the 
Internet users interviewed declared that they log into their bank’s website via their mobile phone. This 
represents more than a quarter (27%) of the people having a mobile phone with Internet access. This 
fi gure is obviously considerably below the 86% of Internet banking users, but m-banking technology 
and offers are far more recent (18 to 24 months). The adoption of m-banking has been very rapid.

A detailed analysis by country reveals that the m-banking user rate is not correlated to mobile Internet 
access. In the United Kingdom, for example, where 62% of Internet users have a mobile phone with 
Internet access, 47% use it, but only 9% log into their bank’s website via their mobile phone (the lowest 
rate in the seven countries). On the other hand, in Poland, where 66% of respondents have mobile access, 
only 38% go online via their mobile phone, but 21% log into their bank’s website via their mobile phone.

Access to mobile technology is therefore not the main trigger of m-banking use, unlike the situation 
noted for fi xed Internet. The downloading of banking apps is, on the other hand, an immediate 
trigger: the United Kingdom, which has the lowest rate for downloading banking apps, is also the 
country with the lowest proportion of m-banking users. Dutch respondents have downloaded the 
most banking apps and 38% of those with mobile access have logged into their bank’s website via 
a mobile connection (highest rate).
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M-banking users tend to be young and interested in the possibilities offered by 
mobile technology
In terms of m-banking user profi les, there is a very perceptible generation gap, as already noted 
in the case of mobile Internet. Although fi xed Internet banking has conquered users of all ages, 
m-banking is still rarely used by people aged over 50 (only 8% vs. 27% of those aged 18 to 29). In 
all likelihood, therefore, we will witness a catch-up phenomenon for part of the population.

There is more diversity as regards the types of m-banking services used than in the case of fi xed 
Internet banking, with a greater focus on more complex operations: 43% of logins involve such 
operations (10% for managing fi nancial investments; 10% for product information searches; 7% for 
purchasing/trading; 9% for contacting a personal banker; and even 7% for geolocation information). 
Viewing account balances remains the main activity, accounting for 34% of logins.

Over and above these purely banking functionalities, the use of fi nancial apps (PFM, peer-to-peer 
payments, contactless, virtual vaults, etc.) is developing rapidly and more than 10% of mobile 
banking users have already download such apps. Moreover, the fi nancial apps segment is very 
competitive. Moving outside the “pure banking” environment, mobile users are increasingly likely to 
download third-part apps, even when their bank offers a similar app. Numerous non-bank players 
are now present on this high-potential market.

Fixed and mobile Internet are additional channels with a different maturity
In terms of satisfaction, there is however a strong difference between fi xed and mobile Internet 
banking perceptions: an average overall rating of 8 for fixed Internet banking versus 7.1 for 
m-banking. The NPS (Net Promoter Score) underscores this difference: the average NPS for fi xed 
Internet banking is +26 versus -10 for m-banking. M-banking therefore has a negative NPS in all 
countries, except for the United Kingdom (+21). Paradoxically, UK respondents are the least likely 
not only to use m-banking but also to download banking apps to their mobile phone: this channel 
therefore has strong growth potential in the UK. 

It is also evident that mobile Internet is, at the moment, only an additional channel to fi xed Internet: 
only 1% of Internet users declared that they log into their bank’s website solely via a mobile 
connection. 18% use both channels. M-banking users are therefore fi rst of all Internet banking users, 
and have not yet given up using fi xed Internet banking.

Illustration 15: Proportion of active fi xed and/or mobile Internet users 



The development of offerings and the enthusiasm of young people will drive 
m-banking use
How are these two channels likely to develop? Projections are complicated. On the one hand, Internet 
users seem less inclined to want to increase their use of m-banking than that of fi xed Internet banking: 
19% of Internet users expect to make greater use of a mobile device to access banking services in 
the future, versus 30% for fi xed Internet banking. However, the lower m-banking projections can no 
doubt be attributed to the fact that this technology is in its adoption phase, with customers being less 
familiar with the m-banking experience. Furthermore, it is not yet mature in terms of apps and may 
give rise to more security concerns than fi xed Internet. 

Young people are more likely to expect to increase their use of both fi xed and mobile connections: in 
the 18 to 29 age group, 35% intend to use their desktop more in the future and 27% to make greater 
use of mobile devices. Furthermore, Gartner estimates that in 2013 there will be more smartphones 
than PCs in the world (1.82 billion smartphones versus 1.78 billion PCs). The youngest generations 
could therefore discover Internet banking directly via their smartphone or tablet in the next few years. 
The acceleration of smartphone penetration and the higher projected use among young people 
highlight the potential of this channel.

M-banking is an important growth channel for banks today. In terms of adoption, the customer 
experience needs to be improved in certain countries and development philosophies such as “one-
click” are indispensable. The possibilities offered by this channel’s mobile nature are huge and 
banks will have to develop rapidly their fi nancial services related offers if they want to maintain their 
legitimacy on this high-potential segment (m-payments, PFM, virtual vaults, etc.).
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The integration of the Internet into multichannel strategies is a key issue for all European banks: the 
Internet is now an essential part of the banking relationship. How do customers perceive the Internet 
in relation to other channels? How do digital channels fi t into the relationship with personal bankers?

Internet is establishing itself more and more as the preferred channel for all types 
of operations
The Internet (excluding email) was mentioned by respondents as their preferred channel for four of the 
six operations surveyed: viewing account balances (preferred channel for 74%), performing simple 
operations, searching for practical information and product information. This rate declines the more 
complicated the operations become: the Internet was mentioned by 40% and 42% for purchasing/
trading and managing fi nancial investments respectively. For all operations, the branch was the most 
frequently mentioned complementary channel.

Illustration 16: Preferred channels by type of operation

 

This preference for the Internet channel varies between the countries: 88% of respondents in the 
Netherlands prefer the Internet for checking account balances. On the other hand, more than a 
quarter of respondents in Germany, Italy and Turkey still prefer traditional channels for checking 
account balances. To consult and manage their fi nancial investments, more than 50% of French 
and German respondents prefer the Internet, whereas 39% of UK respondents prefer the traditional 
channels. The Dutch seem to be the only respondents who are satisfi ed with a 100% digital 
relationship.

Multiplication of digital channels for contacting a personal banker
The channels that respondents want to keep for contacting a personal banker reveal different levels 
of enthusiasm for multichannel banking: whereas Turkish respondents want to continue to use 4 
possible communication channels for contacting their personal banker, Dutch respondents would be 
satisfi ed with 2.8 channels. Young respondents aged under 40 are also more enthusiastic about the 
multichannel approach: they want to keep 3.7 communication channels, versus 3.2 for those aged 
over 40. The difference is more pronounced for new channels such as chat and video, which more 



than half of young respondents want to use. In the future, therefore, with an average of 3.4 channels, 
personal bankers will have to manage two channels in addition to their own physical channel and 
will have a central role to play in the various multichannel systems.

Illustration 17: Enthusiasm for the multichannel model

 
However, Internet users are not yet ready to abandon the traditional channels. For example, when 
asked which channel they would like to keep if they could choose only one channel, 43% of Internet 
users opted for face-to-face discussions (as many as 50% in France), followed by a direct phone 
line (30%). Email was ranked only third with 15% (22% in Poland). Instant messaging and video-
conferences obtained scores of only 4% and 1% respectively, with French respondents being the least 
likely to use one of these new channels as their only means of communication (1% for instant messaging 
and 0% for video-conferencing).

The diversifi cation of contact channels, following the development of digital channels, represents a 
major problem for banks. Even if the Internet seems to have acquired an essential role in the execution 
of the majority of banking operations, the fact remains that, for consumers, it would be inconceivable 
to abandon the traditional channels, and the branch in particular. For customers who have a dedicated 
relationship manager, the latter will in the future be called upon to play a pivotal role between all the 
channels, which they will have to manage in addition to their physical channel.

The key challenges facing the multichannel banking relationship are how to capitalise on the 
completeness of the channels and create added value for customers. Any bank that wants to commit 
to a multichannel strategy must establish an upstream multichannel charter, which will serve as a 
reference system as regards customer commitment and the quality of service. At the same time, 
the benchmarks of sales forces will also have to be developed in order to integrate multichannel 
management concepts into the performance indicators of branch sales teams. However, there is no 
one-size-fi ts-all multichannel solution, as these problems are linked to the extremely diverse banking 
habits of the various countries.
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There are currently 229 million active Facebook users in Europe. The extraordinary popularity of 
the social media means that no company or institution can now afford to ignore them. Players in the 
fi nancial services sector are aware of this: the vast majority of banks are now present on mass media 
networks such as Facebook, albeit with a different positioning and offering. But social networks, 
even more so than other social media, are a channel which falls within the private sphere and, 
accordingly, they have specifi c characteristics which make it diffi cult for banks to operate on this 
channel. How do Europeans use social networks? How do they perceive the presence of banks on 
this channel? On which aspects should European banks focus?

Social networks have become part of the everyday life of European Internet users
In all the countries surveyed, social networks have naturally become part of the everyday life of 
Internet users: 73% of Internet users log into them on a regular basis (at least once a quarter), 
including 60% who use them at least once a week. The number of users logging into them via a 
mobile device is increasing very rapidly: already as many as 28% of European Internet users connect 
to the social networks via a mobile device. The keenest social networkers are to be found in Turkey, 
Poland and Italy, with 88%, 68% and 65% respectively of weekly via a fi xed Internet connection. Not 
surprisingly, social networks attract mainly young people (88% of the 18-29 age groups use them), 
but all segments are concerned: 49% of Internet users aged between 70 and 74 use social networks!

Illustration 18: Social network user rates via fi xed and mobile Internet connections

 

Users mentioned above all communication and entertainment activities as the main reasons why they log 
into social networks: to keep up with friend and their news, chatting, messaging, keeping in touch with 
their professional network, games, organising events, etc. “To know more about an unknown person/
brand” represents only 8% of logins. Thus, even now, for many customers the presence of fi nancial 
institutions on social networks may seem inappropriate. The banking sector, which is inherently very 
personal and confi dential, seems in principle to be incompatible not only with the community based and 
“fun” nature of social networks, but also with their mass distribution approach. 



The legitimacy of banks on social networks needs to be built up
The survey’s fi gures reveal how far Internet users mistrust the presence of banks on social networks: only 
17% of European Internet users consider that it is a very good initiative, versus 39% who think that “it 
is not at all suitable for a bank” and 45% who did not express an opinion. As many as 56% of Internet 
users in France are against the presence of banks on social networks; there is also strong opposition to 
the idea in Germany (53%), Italy and the Netherlands (41% in both cases). Poland and Turkey are the 
only countries where positive perceptions outweigh negative ones: 39% of Turkish respondents think that 
it is a very good initiative. This rate has evidently been bolstered by the enthusiasm in Turkey for social 
networking and the very successful initiatives launched by certain banks.

Illustration 19: Perception of the presence of banks on social networks 

 
This not very encouraging general perception for banks can be attributed to the recent development of this 
presence and a lack of awareness about it (¾ of the Internet users interviewed did not know whether or 
not their bank had a social network page). At the current time, only 3% of Internet users (but 7% in Turkey) 
are “active” on their bank’s social network page (members, followers or subscribers). It would therefore 
be advisable for banks to raise awareness among their customers about their presence on this channel, 
while adapting to the specifi c characteristics of this universe (entertainment, private, community, peer group 
aspects, etc.). The limited awareness of institutional initiatives illustrates this. These are the game rules of 
social networking, which moreover do not necessarily apply on other social media.

In this context, what is the relevance of social networks for banks? And how can banks develop 
an effective strategy on these new communication channels, whose codes seem to be diametrically 
opposed to the traditional communication methods of banks? Like all major brands, players in 
the fi nancial services sector need to follow what happens on social networks, and more generally 
speaking across the whole of the blogosphere, in order to manage their online reputation. But also, 
in a more proactive way, it is essential to take advantage of the potential of social media as powerful 
communication tools.
Five major threads have been identifi ed in this regard for banks:
• online reputation management
• managing their communication and promoting their products and services
• using social media as a new customer relationship channel
• coordinating a brand-based community to increase brand awareness
•  identifying customer insights and enabling customers to contribute to the development of their 

products and services
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From the outset of our survey, we noted considerable differences in terms of digital and banking 
maturity between the countries surveyed. The impact of these differences on the use of the Internet and 
digital channels in the banking relationship has proved signifi cant: for each theme examined – fi xed 
Internet banking, online purchases of fi nancial products, m-banking, the multichannel model, social 
networks – user rates, usage, perceptions and expectations are different from one country to the next. 

These observations on the differing maturity levels of each country in the digital banking relationship 
have led us to identify certain indicators which can be used to compare the level of development of 
the countries and track this development over time. These indicators will be used as the basis for the 
creation of a recurring barometer of online fi nancial services in various countries.

Four key dimensions of the digital banking relationship have therefore been selected and will each 
be represented by two indicators.

The dimensions chosen are as follows: fi xed Internet banking, online purchases, m-banking and 
innovation.

Illustration 20: The 8 key indicators of the barometer

 

The country profi les thus drawn up will be representative of the maturity of each country and will be 
likely to evolve over time.
 



Each country’s “profi le” is illustrated by a radar chart with eight axes representing the maturity of 
the country for each of the selected dimensions. The scale of each axis has been adapted in order 
to highlight the differences of maturity, even for the least mature dimensions. Each scale range is 
therefore representative of the maturity diversity of each indicator. 

Illustration 21: Profi le of the 7 countries

 

This profi le intentionally leaves signifi cant scope for progress for the dimensions still in the adoption 
stage, such as m-banking and innovation.

Fixed Internet banking, already widely used in all the countries, may be considered as almost mature, 
with an average user rate of 86% and an average login rate of twice a week. As regards the fi xed 
Internet banking dimension, the proportion of Internet users carrying out complex operations is on 
average 79%, a rate which may be considered as satisfactory but not yet mature. The proportion of 
Internet users having already purchased fi nancial products online, i.e. 38% is lower than the fi xed 
Internet banking user rate, despite a confi dence rate of 57%. The latter represents an important basis 
for developing online purchases of fi nancial products.

M-banking user rates vary from 9% to 21% between the countries, with an average rate of 15%, 
compared with 57% of Internet users owning a mobile phone with Internet access. This user rate 
may seem low, but the offerings developed for this channel are still very recent and, on the contrary, 
its adoption has been very rapid. Finally, the non-cannibalisation of the two channels (fi xed Internet 
banking and m-banking) is noteworthy, with only 1% of Internet users declaring that they use only 
m-banking services. M-banking users are also fi xed Internet banking users.

In terms of innovation in the digital banking relationship, the rate of banking app downloads is an 
important indicator: on average, 12% of European Internet users have downloaded an app to their 
smartphone. This rate reveals the high expectations for a simplifi ed customer experience. Finally, 
bank pages on social networks attract only 3% of followers on average.
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Illustration 22: French profi le

 

The French are among the most avid users of fi xed Internet banking (92%). 81% use the Internet for 
basic operations, but already 84% of French Internet users carry out complex operations online (the 
highest rate in the seven countries). In addition, overall, 34% of Internet users are very satisfi ed with 
their bank’s website.

However, the French are still fairly hesitant when it comes to purchasing fi nancial products online: 
a majority of them (53%) do not feel confi dent. They are the least likely to have already purchased 
fi nancial products online (18%) and only an additional 12% plan to do so in the short term.

The m-banking user rate (18%) is slightly higher than the average of the seven countries. 2% log into 
their bank’s website only via a mobile connection. 13% have downloaded banking apps.

The French seems to be somewhat hostile to the presence of banks on social networks (only 9% are 
positive about the idea). Therefore, they are very unlikely to visit their bank’s social network page: 
less than 2%.



Pierre-Louis Aufort
Head of Distribution, 
Crédit Agricole SA

“ The strategy we are 
putting in place is more 
a cross-channel than a 
multi-channel strategy, 
and our strategy will 
enable customers not only 
to continue on another 
channel a process started 
on one channel, but also 
to use additional services, 
even at the same time, on 
various platforms“

Pierre-Louis Aufort was appointed Head of Distribution (DIS) with effect from 
4 January 2010. He was previously deputy general manager of Caisse 
régionale de Crédit Agricole Nord Midi-Pyrénées. Pierre-Louis Aufort began 
his career in 1983 with Arthur Young, as auditor then audit manager. From 
1987 to 1995, he held various positions of responsibility with Crédit Agricole 
du Loiret. After the creation of the Caisse régionale du Centre-Loire, he was 
appointed Chief Operations Offi cer of the East-Loiret Region, then Sales and 
Marketing Manager and fi nally Human Resources Manager. In 2005, he was 
appointed Deputy General Manager Operations at the Caisse régionale de 
Crédit Agricole Nord Midi-Pyrénées. Born in 1957, Pierre-Louis Aufort holds 
a Master’s degree in Business law and a DESS post-graduate degree in 
management (IAE Paris). He also holds a certifi cate of higher education in 
strategic management from the HEC business school.

Do you confi rm the high rate of French Internet users who log into 
their bank’s website?
The latest studies show that in France the Internet banking rate is close to 75% of 
the total population (i.e. almost all Internet users).

In our opinion, there are three major levers for boosting the Internet banking user rate
1.  Diversifi cation of means of access: the Internet can be accessed via various 

platforms, including via mobile devices
2.  Ergonomics: user-friendly and designed to fi t the platforms
3.  Technical upgrades: access speed and the quality of mobile networks

French Internet users are the most likely to log into their bank’s 
website (81% of logins) to carry out basic operations: how do you 
explain this specifi c French characteristic?
Historically, whenever new channels have emerged, the French have never 
hesitated to us them to view their account balance (ATM, Internet, SMS, etc.). 
The French prefer to consult their personal banker when it comes to carrying out 
complex operations. The personal banker’s advice and presence are reassuring 
for customers.

How would you explain the low online purchase rate in France 
(18%), compared with other countries? Which products can be 
purchased directly online in France/on your bank’s website?
This low rate can be attributed to various factors. Even if the latest studies show 
that the Internet is widely used by French Internet users in order to search for 
banking information, the branch remains their reference channel. The close, local 
relationship with their personal banker is one of the main reasons for this. The 
personal banker’s opinion also helps to remove any remaining obstacles when it 
comes to purchasing a product.



DIGITAL CHANNELS 2012

The vast majority of our banking products and mass market insurance products can be purchased 
online, except for loans.

French Internet users are the least confi dent when it comes to purchasing banking 
products online: what steps have been taken to resolve this problem?
It is only possible for customers to purchase products online in the bank’s authenticated area. This 
guarantees that the purchasing process is fully secure.

What is missing to enable m-banking user levels to reach those of fi xed Internet banking?
There are 3 main factors which explain the m-banking user rate:
1.  M-banking remains a recent channel and this supposes therefore a slower rate of adoption by 

customers, even if the current momentum is strong
2.  Banks must make an effort to train staff and adapt the network so that personal bankers encourage 

their customers to make greater use of m-banking possibilities  
3.  Banks have not as yet communicated as extensively on their m-banking services as they did for 

Internet banking services.

On the other hand, the opinions of users of our mobile services are very positive.

French Internet users seem to be very enthusiastic about the multichannel model, 
but continue to cling to the physical channel and do not favour the new digital 
channels (chat, video) when their choice is limited: do you plan to develop these new 
channels? How?
The numerous tests carried out in the regional banks concerning chat and video tend to support 
this observation. 

Current experiences are focused more on three-way video-conferencing (customer, personal banker 
and exert). Nevertheless, we remain attentive to the technology to be implemented on the new digital 
channels (chat, video) to support a possible change in customer habits.

A majority of French Internet users consider that the presence of banks on social 
networks is “inappropriate”: how do French banks intend to adapt to this channel? 
Can social networks become a distribution channel in their own right in France?
In our experience, at the current time, social networks are still mainly communication channel for 
banks. Their relevance in terms of product distribution is yet to be proven. As yet, social networks 
cannot really be considered as a channel in their own right. They are more an additional support for 
the customer relationship, in particular from a pre-sales and after-sales point of view. 

How has your bank integrated the new digital channels in its multichannel strategy? 
What specifi c initiatives has your bank taken?
The development of digital channels is inevitable and, accordingly, we are committed to offering our 
customers the most appropriate solutions in line with their usage in the short and medium term. The 
NICE (Nouvelle Informatique Convergente Evolutive) project translates into operational terms our 
vision in this area, i.e. a multi-screen (PC, tablet, mobile device, etc.) approach.

Today and even more so tomorrow, customers will be able to use the services offered by their 
bank irrespective of the screens they use. The strategy we are putting in place is more a cross-
channel than a multi-channel strategy, and our strategy will enable customers not only to continue 
on another channel a process started on one channel, but also to use additional services, even at 
the same time, on various platforms (e.g.: checking an account balance in a branch via a mobile 
device, while the personal banker has access to additional information via his or her workstation).



How do you see the future development of Internet banking? Do you plan to 
implement any signifi cant Internet channel differentiation?
We do not expect any signifi cant differentiation of this channel in the future. The role of online 
banking will necessarily develop. At the same time, it is becoming less and less of a separate channel 
and is becoming an integral part of the customer experience. Today and even more so tomorrow, 
customers will be able to access online banking services via a range of digital platforms, such as 
mobile phones, tablets, etc. (multi-screen concept).

In your opinion, should Internet users be encouraged to carry out more complex 
operations with higher added value for banks?
The behaviour of our customers shows that that at the current time they are above all interested 
in simple operations (in particular in a mobile environment). However, we are testing innovative 
solutions on specifi c customer segments. 
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Erik Songeur
Head of Multichannel Distribution, 
Société Générale

“ The issue is not so much a 
matter of fi nding new drivers 
to increase the Internet 
user rate, but of enabling 
the digital, telephone and 
physical channels to operate 
in a totally fl uid way in order 
to maximise the possibilities 
available to our customers“

After having graduated with an engineering degree from the École Centrale in 
Lyon, Erik Songeur joined PSA Peugeot-Citroën in 1978, where he participated 
in the transformation of production processes and the organisation of work to 
meet the needs of end customers. In 1988, he joined the Société Générale 
Group as Chief Operating Offi cer at the Securities Centre. He then joined 
the management team for the French network in 1994, before leading the 
Euro project. In 1999, he was appointed head of marketing for the Haute 
Normandie, Ile de France West/South and Centre Region. In 2003 he was 
appointed CEO of Sogessur with responsibility for developing the distribution 
of non-life insurance products within the bank. Appointed Head of Organisation 
and Projects for Société Générale’s retail bank in 2010, Erik Songeur set up 
the Multichannel Division one year later.

What are the characteristics of the use of Internet banking in France? 
What are the key drivers?
Increasingly large numbers of people are now using the Internet and banking 
services are one of the main types of usage after social networking and 
messaging. The penetration rate of digital channels is already extremely high 
among our customers, not only via a fi xed Internet connection, of course, but 
also increasingly via mobile connections (smartphones and tablets). In general, 
Internet banking is just one element of a wider-ranging multichannel system, 
entirely constructed around the customer. In this sense, technology is an element 
which facilitates the development of Internet banking, but the main factors 
which will decouple even further the use of digital channels are ergonomics (in 
particular in the case of smartphones and tablets) and the quality of the customer 
relationship. Nowadays, customers can search for product information online, 
have a secure discussion with their personal banker via email or talk directly 
via the website with their personal banker. The issue is not so much a matter of 
fi nding new drivers to increase the Internet user rate, but of enabling the digital, 
telephone and physical channels to operate in a totally fl uid way in order to 
maximise the possibilities available to our customers.

Which products can be purchased directly online in France/on your 
bank’s website?
Our customers are increasingly acquiring “simple” mass market products 
(such as Livret A deposit accounts and bank cards) fully online. Although, 
traditionally, the French have always preferred to conduct their fi nancial affairs 
on a face-to-face basis or at least deal with someone they know, mentalities and 
types of utilisation are gradually changing (as can be seen from the progress 
of the Direct Branch (our 100% online branch concept). But, it is true that here 
again it is necessary for the bank to establish upstream a genuinely close 
relationship (even on a remote basis) for customers to be willing to purchase 



online more complex products such as a mortgage. Such close relationships are based on the 
availability, frequency and nature of the contact (telephone, messaging, video-conferences, etc.), 
but above all on customer knowledge.

At Société Générale, all products are presented online and all of them can be acquired via the 
multichannel process. However, while in some cases a full online process is appropriate (Livret A 
deposit accounts, bank cards for example), in other cases the process may include phases based 
on an exchange of emails or telephone calls, even letters in cases where we are legally required 
to obtain a signature. However, customers can acquire all products via the Société Générale Direct 
Branch, even if the full process is not necessarily concluded online. 

French Internet users are the least confi dent when it comes to purchasing banking 
products online: what steps have been taken to resolve this problem? 
The dominant model is still what we call the “ROPO”: Research Online Purchase Offl ine. The vast 
majority of consumers search for information online, but French consumers remain culturally attached 
to their dedicated relationship manager, who is at the heart of the banking relationship. At Société 
Générale, we have organised our multichannel model around this pivotal role of the dedicated 
relationship manager, in order to optimize customer satisfaction. Thus, customers who are looking 
for information have access to a context-sensitive range of actions, ranging from requesting an 
immediate call-back, making an appointment or sending e request via a secure messaging system 
to their personal banker. It is the human contact (email, telephone, web call-back, even a video-
conference, etc.) which will help to create this feeling of confi dence, which is sometimes missing in 
the full-online process. 

Furthermore, we also integrate the social media in our customer relationship, by proposing new 
digital forums (especially via our Twitter account and our collaborative platform SG and You) on 
which Internet users can ask questions, make suggestions, etc. We use the social media as a way of 
developing a relationship of trust.

Why is the m-banking user rate still considerably below the Internet banking user 
rate in France?
Having a mobile phone does not necessarily mean that the owner has a device that is suitable for 
mobile Internet usage or an appropriate package. Although our m-banking presence dates from 
2001 (with the fi rst wap websites, iMode then xHtml), it is the iPhone and the advent of the fi rst truly 
appropriate packages for large-scale mobile Internet use which have enabled various types of use to 
take off. In concrete terms, today, 1 in 2 phones sold is a smartphone and it is estimated that there 
are currently 14 million smartphones in France and the number is growing constantly. The number of 
m-banking users is growing very rapidly and some of our customers now log into our services solely 
via a mobile device (approximately 10% of users of distance banking services). The smartphone 
penetration rate and the rollout of appropriate packages are key factors in the rapid development of 
m-banking, but the ergonomics of websites and interfaces are just as important. Thus, every major 
upgrade (1st iPhone optimised site, iPhone app, Android app, new app version, iPad app) has been 
accompanied by an increase in the number of users and logins.

What remains to be seen is the impact that the development of tablets will have on the use of 
smartphones and PCs.

What is your assessment of m-banking user satisfaction?
As our customers are representative of the French population in general, Internet and mobile 
penetration rates among our customers are probably the same as for the population as a whole. 
Nevertheless, if only in terms of fi gures, our customers are avid users of m-banking and fi xed Internet 
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banking services alike. This can be attributed in particular to the fact that we were pioneers in this 
fi eld and have established standards. For example, we offered totally free online services when our 
competitors were charging for them. We took our fi rst m-banking steps (free) in 2011 (via wap) 
and we have constantly innovated since then in order to offer our customers services that are both 
practical and dynamic, whether via a mobile or a fi xed Internet connection (mobile transfers date 
from 2006 for example). We have signifi cantly upgraded our website to keep up to date with 
changing browsing and security standards, while placing the emphasis on the quality of the customer 
experience (in particular by offering visitors optimised business trajectories for product information, 
making appointments, purchases, etc.). For people logging in via mobile connections we have also 
consistently endeavoured to capitalise on the specifi c ergonomic characteristics and uses of each 
terminal. More than one million of our apps have now been downloaded, and we are the leader 
in the “manage your money” App Store category and we note that there is a very strong fl ow of 
exchanges between customers and their personal banker via our secure messaging system, whether 
via a fi xed or mobile Internet connection.

In your opinion, what is the place of the new digital communication channels in the 
banking relationship (video-conferences, chat, etc.)?
The main aim of the transversal multichannel structure that we have put in place is to adapt to the 
customer experience and not the opposite. It is true that the dedicated relationship manager plays a 
key role in banking relations in France and at Société Générale in particular, but we note that the use 
of physical branches is constantly declining. On the other hand, we fi nd that our customers are fairly 
at ease with the new digital channels when these are in synch with their special relationship with their 
personal banker. Accordingly, we do everything possible to optimise all possible means of contact 
between customers and their personal banker, in particular distance contacts. The best evidence is the 
fact that the personal banker’s direct phone number is included on all bank statements, as well as the 
secure messaging service available on the Internet and in apps. It is true that video-conferencing, which 
is available in the Direct Branch, is underused, but on the other hand a very large number of customers 
contact their personal banker by telephone and email. 

Customers have different perceptions of the customer relationship and there are key moments in the 
intensity of the relationship. When customers who rarely call their personal banker, actually call him 
or her, this is clearly a key moment for them, and the same is true when they visit their branch or 
send an email. In order not to miss out on the potential of these key moments, it is essential to have 
an effi cient multichannel model, capable of proposing a wide range of “possibilities” and taking 
each request into account.

In all cases, we welcome, listen and reassure customers on the basis of a virtuous model (Welcome, 
Support and Enhance the Customer Relationship) which we apply across the whole of our 
multichannel model.

“ More than one million of our apps have now been downloaded, 
and we are the leader in the “manage your money” App 
Store category and we note that there is a very strong fl ow of 
exchanges between customers and their personal banker via our 
secure messaging system“



How are French banks adapting to social networks? How do you see their potential 
for banks?
It is true that some social networks cover dimensions that are more personal and private than others. 
That is true in particular in the case of Facebook, where the presence of a bank, as such, can be 
seen as very intrusive and not fulfi lling a need (or even worse, can be counterproductive). Bank 
management services, such as the commercial presentation of products, do not work at the current 
time on Facebook, in France. Moreover, they do not provide any added value in comparison with 
a website. Furthermore, banks are not the only businesses in this situation, as can be seen from the 
relatively limited success of “F-Commerce” (Facebook online store) which is struggling to make an 
impact (even La Redoute store on Facebook has admitted that sales volumes are very low). 

In my opinion, social networks are not and will never be a distribution channel in their own right. 
They serve as a conduit, enhance the visibility of existing channels and represent a means of directly 
integrating certain functions (dedicated app, website integrated into iFrame, integrated chatting 
or video-conferencing, etc.) but I do not believe that this is enough to make them a distribution 
channel in their own right. In any event, things are not shaping up that way. On the other hand, 
social networks can contribute to the overall customer relationship, by facilitating and encouraging 
exchanges and sharing. In my opinion, banks must focus more on this relationship aspect in their 
use of social networks.

In addition, other than simply “networks”, the whole of the social media sphere is worth following 
and integrating as it is a formidable incubator of ideas and a channel for customer feedback (without 
mentioning e-Reputation and image issues which have an impact on the core-business over the long term).

How has your bank integrated the new digital channels in its multichannel strategy? 
What is your vision of the development of innovative channels (chat, video-conferences, 
social networks, etc.)? What specifi c initiatives has Société Générale implemented to 
integrate these new channels and forums in the banking relationship?
The objective set out by SG in the Ambition 2015 plan is: “To make Société Générale THE relationship 
bank, a reference on its market, chosen for the quality and commitment of its teams”. This means 
being in synch with the means of communication and interaction of consumers and engaging in a 
dialogue with our customers wherever they may be? This does not necessarily mean being present 
everywhere on an indiscriminate basis, what is important is to being present wherever we are 
capable of providing real added value to our customers. 

Exchanges and dialogue are the cornerstones of a close customer relationship. We have therefore 
developed the necessary means to enable customers to contact their personal banker directly. We 
have even gone as far as integrating secure messaging systems in our smartphone apps. In addition 
to this special relationship, consumers now widely use social networks to air their views and no longer 

“ In my opinion, social networks are not and will never be a 
distribution channel in their own right. They serve as a conduit, 
enhance the visibility of existing channels and represent a means 
of directly integrating certain functions, but I do not believe that this 
is enough to make them a distribution channel in their own right“
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hesitate about appealing directly to brands with which they intend to dialogue on an equal footing. 
Accordingly, we listen to the messages and expectations of our customers on social media and 
take their opinions and suggestions into account when developing our services, in an increasingly 
co-creative approach. 

We have set up a Twitter account and a collaborative platform as a forum for exchanges with our 
customers and to answer their questions in complete transparency. In the end, it is our willingness to 
listen to our customers and the relevance of our answers and the follow-up on our actions which are the 
foundations of a rich dialogue, and enable us to develop a close relationship of trust. However, we are 
careful not to sacrifi ce our relationship ambitions simply for the sake of communication operations. In 
particular we have tailored our presence to the type of social network. For example, on Facebook which 
falls within the private sphere (circle of friends), we have created affi nity-based communities around 
the worlds of music and rugby, but we have deliberately chosen not to have an institutional presence.

Moreover, we already offer a video-conferencing service (for the time being limited to the Direct 
Branch), as well as web or mobile-based video chat, in particular to discuss specifi c problems (such 
as retirement planning, deposit accounts, etc.).

How do you expect the role of Internet banking to develop in the future? Do you 
have any Internet differentiation plans (via products, prices, etc.)? 
We continue to see the Internet as one element in an overall multichannel model. The Internet was 
previously restricted to a “self-service” role for low added value operations (checking account 
balances, transfers, etc.) and simple operations (ordering chequebooks), but it is now in the process of 
establishing itself as part of the relationship management process, via the development of relationship 
functionalities (web call-back, messaging, chat, video, etc.).

In the past, the Internet could be seen as a way of providing customers with access to an ATM 
at home, now they have access to the whole of the branch and even the whole of the bank, and 
not simply at home, but everywhere. This development will gather pace in line with smartphone 
penetration, in particular as a result of the development of 2 trends, namely SOLOMO and metadata: 
•  SOLOMO (Social Local Mobile) refers to everything relating to the use of a mobile device 

to “socialise” a local aspect. For example, let us take the case of a person in a branch and 
commenting at the same time, on social networks via a mobile device, on the quality of the service 
or advice given in the point of sale. In general, social local mobile usage is likely to develop. For 
example, we use the Civiliz app to encourage our customers to provide us with feedback on our 
points of sale and all our relationship scope SG and You (a Twitter account and a collaborative 
platform) has been designed for mobile use.

•  The other major development which is emerging on mobile Internet concerns what are known 
as metadata or information shadows: this involves additional information (technical, descriptive, 
commercial, etc.) added to a document to enhance the description. Augmented reality is an 
illustration of this. With sophisticated smartphones which can be used to take photos, for 
geolocation purposes, to make payment, in addition to communicating, the possibilities are 
extremely large. We can therefore imagine “pushing” mobile content on the basis of a photo, a 
visual or acoustic code or a simple geolocation. Finally, this development is not confi ned solely to 
PCs, smartphones and tablets; the Internet of things will be a reality (all objects can be connected, 
etc.). See for example Google’s work on Internet-connected glasses and augmented reality, etc.

We will not describe here all the possibilities offered by the development of the Internet and mobile 
terminals, but the fact remains that we do not plan to differentiate by channels, given that we will not 
dissociate fi xed and mobile Internet from the overall model.



Illustration 23: German profi le

 
  

 

Germans are slightly less likely than the average to use Internet banking (83%). 72% use the Internet 
for basic operations, but 79% of Internet users carry out complex operations, which is high. 42% of 
Internet users are very satisfi ed overall with Internet banking.

As yet, however, few of them have purchased fi nancial products online: 28% have already done 
so and an additional 8% plan to do so. They are not particularly confi dent when it comes to buying 
banking products online: only 49% feel confi dent.

M-banking has convinced 15% of Germans, i.e. in line with the average. One of the probable reasons 
for this average rate is the fact that the country is lagging behind in terms of smartphone penetration, 
which itself leads to a delay in downloading banking apps (9%). 1% use only a mobile device.

Germans tend to have reservations about the presence of banks on social networks (only 12% are positive 
about the idea, versus 53% of German Internet users who think that it is not at all appropriate for banks). 
Very few German respondents log into their bank’s social network page (2%).
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Ates Demir
Head of Internet and Mobile banking, 
Targo Bank

“ Germany smartphone rates 
lag around 25-30% behind 
more progressive markets. 
But the medium-term trend in 
Germany follows the overall 
trend. Mobile access and 
interaction will be keys in the 
future, even in Germany“

Ates Demir joined TARGOBANK in 2005 and is Head of Internet & Mobile 
Banking within the German Retail Business. Ates’ responsibilities include 
internet sales for all key banking products, online banking & brokerage, as 
well as mobile channels (payment & banking). Prior to joining TARGOBANK 
Ates spent 7 years in Citigroup’s North American Cards Business in NY. There 
he was CFO for eBusiness and his last role before moving to Germany was 
within Citigroup’s Global Decision Management Team, where he contributed 
to strategic Cards initiatives across various European markets.

How high would you assess Internet banking usage in Germany? 
What are the key drivers?
The usage trend is positive. However in comparison to other European neighbours 
Germany is lagging. Key drivers beyond consumer perception and behavioural 
change are the increased focus within the industry on scale effi ciency.

In Germany, which fi nancial products can now be fully subscribed 
online? Which services could increase the online subscriber rate?
Subscription in Germany implies breakage as most products require a wet 
signature. Therefore the online application is usually limited to offer, information 
gathering and high level verifi cation. An ID-verifi cation (certifi ed by German 
postal service or branch) needs to take place and an application still needs to 
be mailed for processing.

The market is highly price driven. Not too many USPs. As in most other markets 
consumers shop for low interest (loans), non-fee based products, etc. Banks try to 
differentiate through quality & process to some extent, but innovations are quickly 
copied and replicated.

Regulation has increased in recent years. Specifi cally on the consumer fi nancing 
side, a new regulation was introduced to increase transparency (i.e. VKG).

How would you explain the lower mobile banking user rate 
compared to fi xed Internet banking in Germany? Why do you think 
satisfaction is much lower on mobile banking?
Mobile user rates correlate directly with smartphone penetration. Germany 
smartphone rates lag around 25-30% behind more progressive markets. But 
the medium-term trend in Germany follows the overall trend. Mobile access and 
interaction will be keys in the future, even in Germany.



Only half of German Internet users claim they have a personal banker: are you 
surprised by this low fi gure?
I am not. Direct banks have increased their footprint signifi cantly in Germany and they maintain the 
main banking relationship with their customers. In addition some banks do not offer a dedicated 
relationship manager which is different to servicing models in other European countries, i.e. France.

Do banks have a place on social networks in Germany? Can you tell us a bit more 
about TargoBank’s initiatives on this channel? 
The fi nancial crisis has battered bank reputations quite a lot over the last years. Engaging in social 
networks does increase the risk of facing negative feedback & response. German banks realize this 
and approach social networks carefully and only with appropriate focus and resourcing.

What is the maturity of the Internet channel in Germany in your opinion?
I certainly believe that the uptake in the German market will continue and that the curve will become 
steeper. By the same token the demands on banks will increase. Technical platforms have to become 
more dynamic and fl exible to accommodate needs and the high pace of innovation.

How do you see the evolution of digital channels in Germany?
In terms of vision I believe that beyond the shift to mobile, the digital channel offers high potential 
to offer customized and personalized tools and services. Banks have the opportunity to understand 
customer needs during the various relationship cycles and apply intelligent logic to respond with 
tailored services and offers that can be utilized/booked instantly. 

How has TargoBank integrated these channels in its distribution strategy?
As mentioned above we are a multichannel bank and fully believe in the ROPO effect. Our customers 
have the ability to select the channel of their choice and switch preferences if they wish.
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Matthias Kröner
CEO,
Fidor Bank

“ The online market in 
Germany is very mature. 
Fidor Bank’s success 
shows that German 
customers are defi nitely 
ready to take the next 
step and to take over their 
fi nancial management 
themselves“

How high would you assess the use of digital channels in the 
banking relationship in Germany? What are the key drivers?
The use of digital channels in the banking relationship is definitely high in 
Germany. Appetite to discover these channels is high as well. 

The key drivers are smartphones, general internet penetration and the low cost 
of connectivity. But access to a personal relationship manager is not part of 
this equation.

In Germany, which fi nancial products can now be fully subscribed 
online? Which services could increase the online subscriber rate?
As Fidor Bank is active only online, I am well aware of the regulatory specifi cs: 
in Germany, no bank can offer a 100% online product due to KYC (Know Your 
Customer regulation). But Fidor Bank is the fi rst bank with an online KYC. Daily 
cash accounts would be ideal to increase the online subscriber rate. Potential is 
high if handled adequately.

How would you explain the lower mobile banking user rate 
compared to fi xed Internet banking in Germany? 
The lower user rate is just a matter of time. The mobile banking user rate is 
increasing at a very fast pace and should catch up with Internet banking in the 
coming years. An increase in banking application downloads is also a matter of 
time. Distrust in security (as always) could be part of the explanation. 

Only 12% of German Internet users think it is a good initiative for 
banks to be on social networks: do banks have a place on social 
networks in Germany? 
I am very suspicious of this fi gure and have a totally different real life experience. 
For sure traditional banks have no place on social networks without a tailored 
strategy. What is important on social networks is to have a customer-centric and 
very transparent approach and not to focus on active selling. Social media is not 
a distribution channel; it is a place to deliver engagement with and for customers. 
The problem is that traditional banks are reluctant to open up to customers. 

Can you tell us a bit more about Fidor Bank’s initiatives on this channel? 
Fidor Bank is a very innovative, new “self-conception” of online banking which 
works as a social community online. We have developed an intuitive, easy-to-use, 
all-in-one platform on which customers can interact and manage their money.

Here are the key lines of our concept:
We are web 2.0
We integrate the user and interact.
We listen.
We have the culture to deal with it.
It is not a matter of channels.
It is not a matter of tec.



It is a matter of technology and attitude to understand web 2.0 and the nature of social media, to 
extract the DNA and place it into a fi nancial services solution.

What is the maturity of the Internet channel in Germany in your opinion? How do 
you see the evolution of the digital channels in Germany?
The online market in Germany is very mature. Fidor Bank’s success shows that German customers 
are defi nitely ready to take the next step and to take over their fi nancial management themselves. 
The Internet channel is indeed a great opportunity for them to compare, share and learn how to best 
manage their fi nancial resources. I truly believe that the core principles of the Internet – openness, 
transparency, authenticity, ease to communicate – are totally compatible with the approach banks 
should have towards their customers. In return an active dialogue with customers is also a great 
opportunity for the banks.

The effects of the Internet on the world of banking in Germany are fairly signifi cant. Few fi nancial 
services providers consistently make use of the options offered by the Internet for their range of 
services and products. As Germany’s fi rst Web-based bank, Fidor Bank offers the only sustainable 
alliance of fi nancial services and the Internet.
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Illustration 24: Italian profi le

 

Italians are slightly behind respondents in the other countries surveyed as regards the use of Internet 
banking (80%). This is mainly due to the fact that, as yet, Italians do not have widespread access to 
ADSL. 66% of Internet users use it for basic operations, while 73% carry out complex operations online. 
Italian Internet users are fairly satisfi ed with Internet banking and 39% are very satisfi ed.

However, they are still afraid of buying banking products online: 30% have already done so and 
14% plan to do so, but 44% do not feel confi dent. This is not specifi c to fi nancial products.

Despite a high mobile phone penetration rate (two per person on average) Italians are moderate 
m-banking users (15%), which is due to the late development of m-banking offerings in the country. 
To date, 10% of Italians have downloaded banking apps. 1% are mobile only users.

Although Italians are avid social network users, they are nevertheless dubious about the presence of 
banks (21% of positive opinions). 3% are active on their bank’s social network page.



Alessandro 
Colafranceschi
Head of Global Online and Mobile Marketing, 
UniCredit

“ Mobile banking is really 
on the edge of a massive 
change this year, especially 
due to the constant increase 
in smartphone penetration 
and use. We expect a 
real boom in the mobile 
banking user rate in the 
next 3 to 5 years“

How high would you assess the Internet banking user rate in Italy 
compared to other European countries? What are the key drivers?
The Internet banking user rate in Italy (80% of Internet users in average) is indeed 
slightly lower, due to lower Internet access than in other countries and also 
because of the high number of ATMs across the country which people use to 
check their account balance and other banking statements.
 
In Italy, which fi nancial products can now be fully subscribed online? 
Which services could increase the online subscribers’ rate?
As yet only a few products can be fully subscribed online in Italy (mainly 
credit and prepaid cards, savings accounts, loans) and even this is fairly recent 
(one year). The reasons are that the banks were not technically prepared and 
customers were not very confi dent as regards online purchasing in Italy. This 
is a general statement and not specifi c to fi nancial products. Therefore, the 
negative NPS concerning trust levels for online purchasing does not come as a 
surprise. That is why banks are currently working on ways of helping customers 
during the subscription process. For example, multichannel applications (pop-
ups, customer care, chat, video, etc.) are being developed and could be very 
helpful to online applicants.

How would you explain the lower mobile banking user rate 
compared to Internet banking? 
The Italian mobile phone penetration rate is among the highest in Europe. The 
smartphone penetration rate is also very high in Italy, but mobile banking itself 
is new. Offerings are nevertheless catching up quickly: most of the largest banks 
and a third of traditional banks are now providing mobile banking solutions.

For example, UniCredit offers a very comprehensive range of mobile banking 
solutions: account statements, credit cards, online trading, business solutions and 
even payments. Innovative solutions such as e-billing (energy, etc.) through QR 
codes and even an NFC pilot have been developed recently and should become 
standard by the end of the year if successful.
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Mobile banking is really on the edge of a massive change this year, especially due to the constant 
increase in smartphone penetration and use. We expect a real boom in the mobile banking user 
rate in the next 3 to 5 years, especially as the customer experience will be better on these devices.

Why do you think satisfaction and Net Promoter Score are much lower on mobile 
banking than on Internet banking?
The difference between satisfaction on Internet banking and mobile banking comes as no surprise: 
mobile is still considered “1.0”. Initially, banks merely transposed fi xed Internet solutions (for PC) 
into mobile solutions: the interface was therefore not at all user-friendly. UniCredit has a different 
approach to mobile banking with a “one-click” philosophy. Users are also very new to these mobile 
services and on a learning curve in terms of process and navigation.

What is the place of banks on social networks in Italy?
Trust in banks is pretty low in general in Italy. Banks are therefore nowadays sceptical about moving 
into the social media arena. They fear that being too close to customers may represent a risk as 
social networks could become a fi eld for customer advocacy. Social networks are seen as a challenge 
for banks because of the risk of losing control of information. Only a few experiences have been 
implemented on this channel as yet and banks are moving cautiously, step by step.



Massimiliano Ugolini
Head of Online Banking and Direct Marketing, 
Banca Monte dei Paschi

“ The low mobile banking 
user rate in Italy can be 
explained by the lack 
of offerings: only the 
biggest banks offer mobile 
solutions today. There is 
nevertheless a real appetite 
for these solutions“

How high would you assess Internet banking usage in Italy? What 
are the key drivers?
Banca Monte dei Paschi’s user rate is below the 80% average in Italy, but 
the bank’s users are more active: they connect to online banking more than a 
hundred times a year. 80% is the right fi gure for Internet users.

The main driver will be technological infrastructure. In Italy, access to the internet 
is not yet complete: ADSL is available in most cities but some more remote areas 
are not served.

How would you explain the low rate of e-buyers in Italy? 
Italians are not the most mature customers in terms of e-commerce and this 
is mainly a question of culture: Italians need to talk with other people or a 
relationship manager before purchasing a product. Word of mouth is indeed 
very strong in Italy. But e-commerce started to grow last year. People are more 
and more confi dent about buying online.

In Italy, which fi nancial products can now be fully subscribed online? 
Which services could increase the online subscriber rate?
In Italy, not all banks offer the possibility to purchase fi nancial products fully 
online. Naturally online banks have a complete offering. Traditional banks are 
taking steps to change this within the next 12 months and provide all products 
online. From the bank’s point of view, the main obstacle to the development of 
this channel as a sales channel has been the regulatory framework, which was 
very restrictive as regards the implementation of online purchasing. Until recently 
there was still an issue with some regulators concerning the e-signature, but it is 
now available. In the coming years the issue will be to make online purchasing 
easy and simple. 

Potential is high: the subscriber rate has grown during the last year and people 
are becoming more confident. Traditionally Italians invest mainly in simple 
products. For example, Banca Monte dei Paschi has launched insurance products 
online and people have responded positively. Online banks have signifi cantly 
developed investment products. For more complex products, the ranking is as 
followed: current accounts (and cards), savings, insurance and mortgages/loans. 
Nevertheless, many of these products are sold by telephone, which has proved 
successful in Italy.
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Have you experienced a lack of trust from your customers?
Trust levels are still fairly low when it comes to buying fi nancial products online: the problem lies with 
both customers (lack of confi dence) and banks (lack of offerings). The two main issues are fear of 
fraud and a need for face-to-face contact (especially for assistance at the beginning of the process). 
Human support (web call-back, chat) during the online purchasing process could improve the 
situation, but we are at the beginning of the development of these kinds of solutions. The challenge 
over the coming year will be to develop confi dence in mobile banking too.

How come Italians do not connect to the Internet via mobile that much despite a high 
smartphone penetration rate?
The mobile phone penetration rate is very high in Italy with 2 SIM cards per person on average. 
But Italians still prefer to connect via a wired connexion (PC): Mobile Internet is mainly used for 
businesses, by priority customers or customers that do not have a fi xed Internet access.

How would you explain the smaller mobile banking user rates compared to 
Internet banking?
The low mobile banking user rate in Italy can be explained by the lack of offerings: only the biggest 
banks offer mobile solutions today. There is nevertheless a real appetite for these solutions: Banca 
Monte dei Paschi launched its mobile app in 2010 and its use has grown by more than 200% a 
year. As soon as the mobile customer experience develops, this channel can be expected to grow 
very quickly.

What is the place of banks on social networks in Italy?
Social networks have a very high penetration rate in Italy and there is a great affi nity to the Italian 
culture. Banca Monte dei Paschi has a page on Facebook but there are very few interesting initiatives 
from banks in Italy. This channel is considered as too diffi cult for selling fi nancial products because 
social networks are mainly used for communication and games. Nevertheless social media can 
enable banks to increase their customer knowledge and understanding. Banks also need to invest in 
communication to increase trust levels.

How important are personal bankers in Italy?
Historically personal bankers are very important in the Italian culture. Italians are still very attached 
to face-to-face contact. Thus they are attached to their main bank. Online banks are mainly used for 
savings accounts



Illustration 25: Dutch profi le

 

The Dutch are the most frequent users of Internet banking, with an almost mature user rate of 96%. In 
a very competitive market, they are however very demanding as regards this channel, with only 21% 
Internet users being very satisfi ed. 80% of Internet use is for basic operations and 82% of Internet 
users carry out complex operations online.

They feel confi dent about purchasing banking products online: 41% have already done so and 6% 
plan to do so. Only 29% do not feel confi dent. Purchasing by telephone is still very prevalent.

The Dutch are also above average m-banking users: already 18%. 17% have downloaded banking 
apps and 2% are mobile only users.

However, they seem to have little interest in the presence of banks on social networks (only 10% of positive 
opinions versus 41% of negative opinions). 2% are active on their bank’s social network page.
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Max Mouwen
General Manager Internet Sales & Service, 
ING 

“ After the credit crunch 
the image of banks has 
deteriorated sharply on 
the Dutch market. People 
expect banks to focus on 
their core business and not 
specially be present on 
social media“

After obtaining a Master of Science Degree in Rotterdam, Max started his 
career at ING. As an information analyst, staff member, product manager and 
consultant he gained experienced in the world of customer relevant innovations, 
especially in the area of payments and multichannel strategy. After 11 years he 
moved to SNS Bank in 1999 and set up an e-commerce department. He became 
Head of Retail Strategy. He developed with his team the internet site, the next 
generation branch network and call centre, and redefi ned with the management 
team the overall corporate strategy.  In 2005 he joined ABN AMRO to maximise 
the opportunities of the digital channels on the competitive Dutch market: internet, 
mobile, ATM, IVR, speech recognition and interactive television. In 2010 he 
moved back to his roots and became the Internet Director for ING Netherlands 
to improve the digital customer service (internet, mobile and social media) and 
take it to the next level.

Do you confi rm the very high level of Internet banking use in the 
Netherlands? What are the key drivers?
Yes, we confi rm this. The key drivers in the Netherlands are the high maturity of 
internet banking by the banks, the high level of education and prosperity of the 
Dutch population and a great low cost telecom infrastructure.

Despite a very high user rate, Dutch Internet users do not seem 
highly satisfi ed with Internet banking?
We have a highly developed direct banking access and products in the 
Netherlands, so there is probably no better explanation than cultural differences; 
the Dutch are very used to cheap/free access to banking products and high 
availability.

The Dutch have several fi nancial products providers above average: 
would you say this is linked to the low branches density, or the high 
development of the Internet channel?
No, this is not linked to the low bank branches density in the Netherlands. It is 
more because of the overbanked landscape in the Netherlands. Payment tariffs 
are cheap because of the strong competition between the banks; therefore direct 
banking services are sophisticated.

In the Netherlands, which fi nancial products can now be subscribed 
fully online?
Payment, saving, loan, insurance and brokerage products can be subscribed 
fully online. Pension product can be subscribed partly online. Mortgages cannot 
be subscribed online at most banks. Some products (loans) are regulated and 
still require the written signature of our customers. Customers mostly subscribe on 
their main bank website; alternatives are intermediary websites and websites of 
some insurance companies.



How would you explain the smaller mobile banking user rate compared to Internet 
banking?
The smaller user rate is related to a large extent to the penetration of smartphones: the higher the 
smartphone penetration rate, the higher the banking access. This is growing at a very fast pace in 
the Dutch market.

Do you imagine fully online banks become dominant in the coming years?
As mentioned above the maturity of internet banking is high in the Netherlands. There are pure online 
banks in the market, mainly focusing on savings or brokerage. In the short term I do not foresee any 
new full online banks entering the market.

How are the bank’s pages on social networks perceived in the Netherlands? Can you 
tell us a bit more about ING’s initiatives on this channel?
After the credit crunch the image of banks has deteriorated sharply on the Dutch market. People 
expect banks to focus on their core business and not specially be present on social media. Since 
2009 ING has been running a web care team very successfully. At the end of 2011 we put in 
place a team of conversation managers, present on the main social media platforms. We organize 
this in a social media hub, a virtual cooperation of web specialists, conversation managers and 
communication specialists.

What are the specifi cities of the Internet channel in the Netherlands in your opinion?
The general specifi cities of the Internet channel in the Netherlands are low prices for payments and 
brokerage, high security and high availability, mobile propositions. Chat/co-browsing /call me now 
capabilities have been available for years but are not a commodity.

What is your opinion on the strategy of Dutch banks concerning the Internet channel 
in their global distribution strategy?
All traditional banks are reducing their branch network and investing in CRM- and multichannel 
capabilities. Internet and mobile offerings will be blended and social media exposure will become 
standard/next channel in customer contact/support.

Which specifi c initiatives have you implemented regarding the development of this 
channel and other innovative digital channels?
Internet is in the DNA of the ING Group. On the Dutch market, ING has merged the former ING 
Bank with a sophisticated branch network with the Postbank, which is a more direct writer (and 
the base for exporting this formula to many other countries in the world: ING Direct). We run a 
truly multichannel environment with Internet banking as the backbone, call center, branch network 
and specifi c sales forces with advisors. We manage the bank in an agile way to adapt to the fast 
changing market dynamics. Mobile and social media have already extended our multichannel model 
with new important touch points.

Can you tell us a bit more about ING Direct?
ING Direct countries have their own P&L, with a level of central governance from ING Group, the 
center for best practices sharing all over the world. There is no interference of ING Direct in other 
companies on the Dutch market. The product offering is country specifi c, but savings are always part 
of it and internet banking is the main channel, supported by small local call center units.
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Illustration 26: Polish profi le

 

On the whole the Poles are avid Internet banking users (94%) and frequently visit their bank’s website 
(several times a week). In addition, they are very enthusiastic, since 50% of Internet users are very 
satisfi ed. 76% of their usage concerns basic operations, but 84% of Internet users have already 
carried out complex operations online, which is the highest rate in the seven countries.

The Poles are also very advanced as regards online purchasing with 57% of Internet users having 
already done so; this advance concerns all the products that can be acquired online. Moreover, an 
additional 7% plan to do so and only 32% do not feel confi dent.

They are also the most avid m-banking users (21%). 17% have downloaded banking apps. But only 
1% are mobile only users.

When it comes to the presence of banks on social networks, Polish respondents seem to be divided 
(22% consider that it is a very good initiative, but 15% think that it is not at all appropriate for a 
bank). 3% are active on their bank’s social network page.



Wojciech Sobieraj
CEO,
Alior Bank 

“ All customers who open 
an account in the majority 
of Polish banks have a 
personal banker assigned 
to them. Only one in fi ve 
knows about it and only one 
in ten knows the personal 
banker’s name. It is an 
indication that the demand 
for “personal” services is 
rather limited“

Wojciech Sobieraj was Vice President of the Management Board of Bank BPH 
SA from 2002 to 2006. While employed at Bank BPH SA, he also held the 
posts of Chairperson of the Supervisory Boards of two other banks in Poland. 
Previously, in the years 1994-2002, he was an employee, manager and partner 
of The Boston Consulting Group (BCG) in Boston, London and Warsaw. He 
was one of the creators of the BCG office in Warsaw and the head of the 
BCG fi nancial services division in Eastern Europe. Between 1991 and 1994, 
Wojciech Sobieraj was the owner of Central European Financial Group, gained 
a broker’s license on Wall Street and worked as an assistant in the Department 
of Finance and Operations at New York University. He has been Alior Bank’s 
CEO since it was founded in November 2008.

What is the level of Internet banking penetration in Poland and 
what are the key drivers in your opinion?
At the end of 2011, nearly 10 million people in Poland actively used internet 
banking services, which means that on average nearly one in three Poles used 
internet banking or one in two among the banking population. At Alior Bank we 
achieve around 80-86% Internet banking penetration.

The key drivers are: the pricing of Internet banking services (virtually it is for free) and 
a high acceptance level among the younger population (like Facebook, Skype and 
Wikipedia where Poland is among the top user countries in the world).

Internet banking’s NPS is very high in Poland: do you feel that you 
customers are particularly happy with the offers and specifi cities of 
this channel? 
We have one of the most competitive banking sectors in Europe and our 
electronic banking services are among the most innovative worldwide. People 
do like to amuse themselves and see the difference versus typical traditional 
banking. Therefore they recommend it. Furthermore, there is no major evidence 
of system failures, fraud, customer data security.

In Poland, which fi nancial products can be subscribed fully online? 
Virtually any type of fi nancial service can be ordered via the Internet. Typical 
banking products are available online, such as accounts, various types of loans, 
credit cards, deposits, mutual funds, insurance and pension funds. Business clients 
are offered leasing, factoring, debt collection services and economic information.

Some products can be purchased without leaving home, which is the case with 
many personal accounts, deposits, insurance and some credit cards as well as 
cash loans. Users fi ll out an order form and the bank sends them (via courier) a 
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contract for signature. The most innovative banks in Poland offer opening accounts completely online, 
with no traditional mail or courier usage. 

How high is mobile banking user rate in Poland? 
The number of customers who login to mobile banking channel is currently low, but it has been 
steadily rising for the past few months. I believe that the widespread use of banking products via the 
mobile channel is inevitable, and the migration of customers from the Internet to the mobile channel 
will naturally proceed, along with increased penetration of smartphones and tablets.

Internet mobile development will follow the rapid growth pattern of sms and mms. The key issue is 
the speed of the network.

Why do you think satisfaction and Net Promoter Score (NPS) are much lower on 
mobile banking than on Internet banking?
NPS score among m-bank users is lower due their Generation Y behavioural pattern: easy to switch, 
lack of loyalty, high expectations, lower advocacy and zero tolerance for mistakes.

Despite the high density of bank branches in Poland, only 22% of Polish interviewees 
claim they have a personal banking agent. Why is this rate so low?
All customers who open an account in the majority of Polish banks have a personal banker assigned 
to them. Only one in fi ve knows about it and only one in ten knows the personal banker’s name. It 
is an indication that the demand for “personal” services is rather limited. Banks, on the other hand 
need to work on the quality of the “personal” service.

Polish Internet users have a pretty positive opinion about the presence of banks on 
social networks: can you tell us a bit more about specifi c initiatives conducted by 
Polish banks on this channel?
Acceptance of the social media in Poland is among the highest levels worldwide. There is no major 
issue about customer data privacy and security of data transfers. Therefore acceptance of banking 
over the social media is relatively high.

How do you see the evolution of the digital channels in Poland? Do you feel your 
customers ready to take the next step (full online banking, use innovative channels 
like chat or video, etc.)?
Polish clients are ready for the next steps in the development of mobile and Internet banking, 
including Social-Mobile-Location based services, as well as the full virtualization of banking services 
which might eventually lead to full migration to electronic channels. Our Alior Sync for example is 
an answer to these needs.

I believe that the further digitization of services will proceed faster and faster and eventually touch every 
single aspect of our lives. When settling transactions with contractors, we will not receive invoices by mail, 
and only request the transfer executed from the banking system. In addition, communication tools will be 
signifi cantly developed. Chat and video-conferencing via the Internet will become the way to communicate 
with fi nancial institutions. Moreover, in the near future I expect major changes in biometric solutions. 

How has Alior Bank integrated this channel in its distribution strategy? 
Alior Bank is determined to lead the digital evolution among fi nancial organizations in Poland. We 
are working to eliminate the need for customers to visit bank branches. The idea is to have a situation 
in which, from the very beginning to an end of a business relationship, all operations between clients 
and the bank are completed electronically. As a result, the banker’s role will be limited to fi nancial 
advisory services.



Illustration 27: Turkish profi le

 

Turkish Internet users are the least frequent users of Internet banking, with a score of 72%. Their 
internet banking usage varies: only 57% of logins are for basic operations, while 71% carry out 
complex operations online. In addition, 48% of Internet users are very satisfi ed.

They are also very likely to have already purchased fi nancial products online: 45% have already 
done so and another 21% are planning to do so, which represents a signifi cant potential. Only 33% 
do not feel confi dent.

Turkish use of m-banking services is in line with the average (14%), but Turkish respondents use a very 
wide range of functionalities on their mobile phone. In addition, 23% are planning to acquire a mobile 
phone with Internet access and 13% have downloaded banking apps. 2% are mobile only users.

Turkish Internet users are also the most enthusiastic about the presence of banks on social networks 
(39% of positive opinions) and above all the most active, with 7% already using their bank’s social 
network page. This rate is driven by the successful initiatives of certain Turkish banks.
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Yakup Dogan
Head of Alternative Delivery Channels, 
Yapi Kredi

“ Banks started to provide 
mobile banking with wap 
based apps but wap based 
mobile banking apps did 
not offer a very good user 
experience. Furthermore, 
mobile internet connection 
used to be insuffi cient. 
With the help of 3G, we 
now have a better mobile 
internet connection“

Yakup Do an started his career at  Bankası as an Assistant Specialist 
in 1992 after graduating from the Faculty of Business Administration at 
Çukurova University. He then served as a Senior Executive responsible for 
the development of Retail Banking, Credit Cards and Alternative Delivery 
Channels at Ottoman Bank from 1996 to 2001. In 2001, Do an joined 
Koçbank as Section Head in the Alternative Delivery Channels Department 
and was later appointed Head of the Alternative Delivery Channels 
Department in February 2006. As of January 30, 2009, he has assumed 
the position of Executive Vice President in charge of Alternative Delivery 
Channels at Yapı Kredi.

What are the key drivers of Internet banking use in Turkey?
The key drivers of the user rate in Turkey are the price advantage of internet 
banking compared to branches, better interest rates and easy and secure access 
provided by banks. The increase in internet access and internet literacy among 
the public have also contributed to this change.

In Turkey, which fi nancial products can now be subscribed fully 
online? Which services could increase the online subscribers’ rate?
Credit cards, time deposits, debit cards, loans, funds, securities can be subscribed 
fully online in Turkey. The product range may differ from one bank to another. 
Currently contracts signed with the bank cover the legal aspects of product sales. 
The application of e-signatures and mobile signatures to online sales processes 
could also help customers to subscribe directly online.

The rate of Internet users who have several financial products 
providers is above average in Turkey: which factor enhances this 
diversifi cation of providers in your opinion?
In Turkey competition is very aggressive and customers benefit from this 
competition by being able to choose the fi nancial products provider which has 
the most advantageous offer. 

How would you explain the lower user rate of mobile banking 
compared to fi xed Internet banking? Why do you think satisfaction 
is much lower on mobile banking, especially in Turkey?
Mobile banking is a new channel for customers. Banks started to provide mobile 
banking with wap based apps but wap based mobile banking apps did not 
offer a very good user experience. Furthermore, mobile internet connection used 
to be insuffi cient. With the help of 3G, we now have a better mobile internet 
connection. Additionally most of the banks now have native applications for 
mobile banking with better user experience. 



Mobile banking apps currently have limited functions but in a short period of time most of the 
banks will have mobile banking with a full function set. This channel is currently undergoing a huge 
transformation. Better apps accompanied with better devices and connectivity will result in higher 
customer satisfaction. Therefore we believe that Net Promoter Score will increase in the coming years.

Turkish mobile banking users have a very diverse use of mobile banking: would 
you say this is due to an exceptional mobile banking maturity in Turkey, to specifi c 
functionalities on mobile, specifi c profi le of mobile banking users, etc.? 
In the beginning most Turkish banks launched their mobile banking with a limited function set which 
is selected within most used functions. There will not be specifi c functionalities on mobile, all function 
sets available in internet banking will be also available on the mobile market. New functions will be 
added to mobile banking apps in a short period of time.

At Yapi Kredi we offer innovative services in mobile banking such as Bump to Send. With Bump to 
Send Yapı Kredi Mobile Banking users can transfer money to another mobile banking user easily by 
shaking their iPhone and Android mobile phones.

Consumer behaviour will also change. The number of smartphone users is increasing day by day and 
mobile applications are becoming part of consumer life. Therefore we believe that mobile banking 
usage will increase dramatically.

Can you tell us a bit about the initiatives of Turkish banks on social networks which 
seem very successful?
We can explain that both by a special approach of social networks in Turkey and special bank 
initiatives. Since most of the Turkish people use social media, banks have seen a huge potential 
there and have invested in social media. Award winning campaigns have been launched in order to 
increase the number of fans and as a result social media communities are created. Moreover banks 
are laying the foundations of social CRM.

On the other hand, Turkish people welcome social media and also like to follow brands on social 
media and benefi t from special brand offers. 

What are the general specifi cities of the Internet channel in Turkey? Do you feel your 
customers ready to take the next step (full online banking, use of innovative channels 
like chat or video)?
Traditionally, the internet channel (this can be true for all other self-service channels as well) has been 
positioned to attract customers with better prices, higher interest rates and no/low fee transactions 
are used to attract customers from costly channels. From the bank’s point of view, the purpose was 
to decrease service costs and increase customer satisfaction.  

Even if the branches still remain the main channels in the market, the integration of direct channels 
with the branches are being carefully studied, not only by the transaction wise, but also in terms of 
lead generation, sales, after sales and customer experience.

“ Customers are more knowledgeable, more demanding, more 
empowered, more diverse. Transforming the customer experience 
is about transforming every interaction across the “value chain” 
which helps deliver effective and effi cient interactions“
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Yapı Kredi wants to be able to help its customers to complete their banking transactions whenever/
wherever they need to. The Internet is a core medium used by more and more people every day with no 
time or place restrictions, which is the best distribution channel to bring banking solutions to our customers.

We have created an easy-to-use website and internet banking channel to let our customers “in” fast 
and without hassle. In addition, we offer more advantageous products on the Internet channel such 
as higher interest rates for savings account, and reduced commission rates for money transfers.

With the changing nature of channels and retail strategies, the channels have been re-positioned to 
use their potential more effectively and effi ciently. This represents a shift from cost to serve to revenue 
generation & sales. At this level, creativity makes the difference in customer experience and this 
necessitates the use of effective tools such as PFM tools, online advisors, customer behaviour tracking, etc.

At present, 95% of the branch transactions/services are available online at Yapı Kredi and also 
other banks. There is a signifi cant number of customers who only use internet banking and we are 
designing and tailoring our products and services (e.g. e-deposit, alarm/reminders, etc.) to the needs 
of this specifi c customer segment. 

What is your opinion about the strategy of Turkish banks concerning the Internet 
channel in their global distribution strategy? How do you see the evolution of the 
digital channels in Turkey?
Actually I partially explained the situation in this regard above. Turkey is an emerging economy with 
almost 75M young and dynamic population that is very interested in new technologies. The new 
technology adoption rate in Turkey is much higher than in many developed countries and this is proved 
by the high popularity of social media, smartphone penetration and usage rate, etc. The increase of the 
young population and the increase in internet usage are also important factors. For example, Mobile 
internet usage increased 3.4 times last year compared to the previous year and mobile banking recorded 
tremendous growth last year. It seems like this trend is going to continue, even at accelerated rates.

Banks believe that the future of banking will be in digital channels, so Turkish banks are developing 
their internet and mobile banking channels and have started to prepare the implementation of a 
direct banking strategy. New channels are emerging, such as social media to provide Value Added 
Services to the customers. Banks try to be part of 360 degree every dimension of the customer’s life.

How has Yapi Kredi integrated the Internet in its distribution strategy? 
Customers are more knowledgeable, more demanding, more empowered, more diverse. Transforming 
the customer experience is about transforming every interaction across the “value chain” which helps 
deliver effective and effi cient interactions. Through the multiple touch points that the customers interact, 
the importance of ideal channel mix rises and leads companies to increase their multichannel use.

Considering that the main purpose of the multichannel strategy is to generate more value for the 
customer and the bank by creating an integrated channel mix and by commercially exploiting all 
customers, channel integration is the basis of the strategy in order to deliver a true MC proposition.

ATM, Call Center, Internet and Mobile Channels were used to be called ALTERNATIVE DISTRIBUTION 
CHANNELS in Turkey. However, with the increasing importance and use of these channels, their name 
has been changed to DIRECT CHANNELS. But this is more than a name change, it reflects both an 
organizational change and a shift in management strategy change. YKB is the fi rst bank in Turkey, where 
the Head of Direct Channels directly reports to the CEO of the bank. Others have started to follow this path.

Last but not least, multichannel integration is something that goes beyond the technology: the way 
you innovate to do business to respond to your clients.



Illustration 28: UK profi le
 

The UK Internet banking user rate is in line with the average (85%). Their use of Internet banking 
is very similar to the average of the seven countries: 72% of their usage corresponds to basic 
operations, while 76% carry out complex operations online. On the other hand, levels of satisfaction 
are very high, with 47% of Internet users very satisfi ed.

Although the number of Internet users carrying out complex transactions is fairly small, the proportion 
of UK respondents who have purchased fi nancial products online is above the average: 45% have 
already done so and an additional 13% plan to do so. A lot of effort has gone into improving security 
in the United Kingdom, which explains why 68% feel confi dent.

The weak point of the United Kingdom concerns the use of m-banking which lags behind, with only 
9% of users. 7% have downloaded banking apps and 1% are mobile only users.

As regards the presence of banks on social networks, a majority of UK respondents did not express 
an opinion (only 6% of positive opinions). With only 1% active on the bank pages of social networks, 
this channel has not yet taken off.
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Paul Mullins
Head of Business Implementation | Global Retail Strategy, 
HSBC Holding

“ There is a fear around how 
secure social networking 
sites are – however they do 
offer an excellent channel 
to listen to and react to 
customer feedback and we 
are active in this area“

Would you say Internet banking user rate is mainly driven by 
Internet use?
Yes, there is a strong correlation between internet users and the desire to do 
banking on line.

In the UK, which fi nancial products can be subscribed fully online? 
Generally the subscription of fi nancial products on line has a direct correlation 
with the complexity of the products and this is the same in most markets.
 
Why is the mobile banking user rate surprisingly low in the UK?
This is no surprise to me – the biggest barriers to adoption are security levels (a 
hard two factor authentication process which creates a barrier to usage) and 
the speed at which a market’s banks are adopting – the UK has been very slow 
overall for example whereas in place such as Turkey, the competitive landscape 
was such that they had to act quickly.
 
How would you explain the smaller user rates of mobile banking 
compared to Internet banking despite a high satisfaction?
More a lack of investment from banks - with large IT infrastructures, making 
these changes to the distribution channel is far more costly than for a smaller 
bank with off the shelf banking products, which is more the case in newly 
developed markets.

Why do so few English customers have a relationship manager in 
your opinion? 
This is brought about partly by poor CRM and not to do with density of branches 
– most banks end up talking to their top 20% of customers and not much else. 
Having an RM is also a matter of perception and better use of on-line tools will 
potentially increase the feeling of being RMd.

The English have several financial products providers above 
average: would you say this is linked to the low branches density, 
or the high development of the Internet channel?
Nothing to do with branch density and all to do with traditional customer 
behaviour - it certainly helped companies focus on the internet as when you 
have a smaller product range you are more likely to need to keep your offering 
sharp and relevant. 

Moreover the internet channel encourages the use of diverse providers.



How do you expect social networks to develop as a banking channel?
There is a fear around how secure social networking sites are – however they do offer an excellent 
channel to listen to and react to customer feedback and we are active in this area.

What are the general specifi cities of the Internet channel in the UK?
Multi-channel approach, potentially some minor enhancements for doing things on line but primarily 
seen as an additional channel through which customers can fulfi l their banking needs.

How do you see the evolution of the digital channels in the UK? 
A less active approach to managing their fi nances in the UK in comparison to emerging markets 
creates less demand for sophisticated, real time product offerings.
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Exton Consulting is a strategy and business management consultancy specialised in fi nancial services. 
It is dedicated to providing senior executives with support for the implementation of growth and 
transformation strategies. Exton Consulting was set up at the end of 2006. The consultancy, which 
is structured as a partnership, has the necessary independence to ensure that its recommendations 
and advice are totally objective.

The consultancy has strong growth objectives, based on a twofold ambition:
•  to become a European benchmark among leading strategy and business management 

consultancies,
•  to offer its teams a rewarding career, providing personal and professional fulfilment, in an 

organisation recognised among its peers.

To this end, Exton Consulting guarantees the excellence of its services by establishing a relationship 
of trust with a select number of clients, based on:
• its strong involvement and commitment, working alongside them,
• its professionalism,
• its sectoral expertise,
• and above all its ongoing commitment to achieving concrete results.

Exton Consulting stands out by the values and convictions that underlie its vision of the role of a 
consultancy, its approach and its entrepreneurial spirit.

Exton Consulting
21-25 rue Balzac, 75008 Paris
France
Tel. +33 1 44 20 60 00
www.extonconsulting.com

 

Efma, a not-for-profi t association formed in 1971 by bankers and insurers, specialises in retail 
fi nancial marketing and distribution. Today, more than 3,000 brands in 130 countries are Efma 
members including over 80% of Europe’s largest retail fi nancial institutions. 

Efma offers the retail fi nancial service community exclusive access to a multitude of resources, 
databases, studies, articles, news feeds and publications. Efma also provides numerous networking 
opportunities through work groups, online communities and international meetings.

For more information: www.efma.com

Efma
8, rue Bayen, 75017 Paris
France
Tel. +33 1 47 42 52 72 
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