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Questionnaire results: how do banks pick their channels?
The following channels are currently used by banks for outbound marketing :

A closer look at the services provided within call
o centres shows that the best product prompts are
80% provided mostly within the branch. Banks will be
60% using more channels in the next two or three years,
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It's surprising that the branch is used to this extent.
WO All of the answers indicate that both now and for
60% the next two to three years, banks won’t change to
50% one or two channels (for example, Internet as the
40%: f
o B Now main channel).
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This chart indicates that more
LOVER valuable clients (such as private
:3;: L0 ] or corporate clients) are serviced
o fgency/3rdpatty by more expensive channels
o 1 Skype (such as the personal advisor).
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40% = Email multi-channels but most don’t
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20N M Personal advisor
10% —
0% T & T « T & T < T N
o @ o e e &
A & & &5 &
) & > @ o @
& & & G & &
NPT & &
e{b"e g\{"\ Q‘é & 9\0
‘4&\) 00\\ 6(0 (\0‘9
g & >
\«o ,b(Qe

41




Also surprising is that the distribution strategy varies greatly per segment. We expected more consistency
in the use of channels (e.g. in business-business or business-consumer).

Lower Large
Mass / Family affluent / Afﬂue'nt/ . Sr_nall business /
. Professional |Private segment business
segment Potential Corporate
segment segment
segment segment
Branch 79 74 81 38 71 40
Call centre 71 67 45 29 57 26
Direct mail 71 67 60 31 64 29
Personnal 17 36 67 67 48 67
advisor
Internet 64 60 60 40 50 36
e-mail 45 43 43 36 43 88
SMS 36 31 24 17 19 2
Skype 0 0 0 0 0 0
Agency/
Sl i 29 26 21 2 10 0
ALL chanels 26 24 19 17 19 14
used
Channels results
There is a difference in customer responses based on the channel used. All of the results underline the
fact that customers like to deal with human beings - and the more personal the contact is, the better
they respond. Conversely, the less personal it is, the worse they respond.
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