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Who cares about the customer? 
Winning in the digital age 



Agenda 

1.  Big Changes and Learnings: Nokia, Kodak, NZZ, 
Kuoni et al. 
 

2.  Mega Trends & a bit Market Research: so what? 
 

3.  Retail Banking 2020: why waiting until 2020? 

4.  Suggestions for your next management meeting 



1) Big Changes and Learnings: 
Nokia, Kodak, NZZ, Kuoni et al. 



Nokia vs. Samsung, Apple etc. 
 
 



Kodak & FujiFilm    and    Blockbuster & LoveFilm 
 
 



Kuoni & Hotelplan 
 



So what...? 



Learning 1: 
 

Being number 1 does  
not help any more 



Learning 2: 
 

Missing a megatrend 
may end up in bankruptcy 

faster than one may believe 



2) Mega Trends & a bit Market 
Research 



Change... 

Sokrates:  

„the invention of the letter 
hinders people from 
memorizing things“...“I do 
not believe that something 
considerable and reliable 
can arise from script“ 

~2400 years ago Today 

Daddy, how did 
people go to the 
internet before 

there were 
computers? 





So what...? 



n=1 does not count 



Big Data ‘interpreted‘ 



Media usage – on the move? 



Internet = Prime Time 

Internet usage 

Source: ARD/ZDF-Online-Studie 2005-2008; German online users >14years old (2008; n=1186, 2005: n=1075) 



Swiss Ad spend does not 
reflect user behavior 
 
 
Slide removed 



International Press: 
power at last 



The 3R Rule 



Socio-demographic targeting  
is not sufficient anymore 



So what...? 



⇒  Certain things have changed... 

 



⇒  Certain things have changed... 

⇒  ... so have you changed your marketing & sales  
  approach accordingly?...? 



⇒  introducing the simplest ‘business sanity check‘, 
called ‘x-10 check‘ 

x-10 check 



Video from 1995 

 



Video from 1995 

⇒  Listen to kids... They have the creativity needed 
 
⇒  Gamification example of some US banks 
 
⇒  Tip: Idea pitches in your management meeting  
   (e.g. once per month) 



MEGATRENDS 
Changing consumer behaviour affecting companies 

United Kingdom 
H1 2014 



All the time, 
All the Audience 

ALL SCREENS, 



More people 
have mobile 
phones than 
electricity or 
drinking water. 

Source: http://articles.businessinsider.com/2012-04-30/tech/31488477_1_electricity-phones-twitter Photo Credit: Gates Foundation 
(Creative Commons on Flickr) 



The essential constant 
 
 
 

C O M P A N I O N 

150 
 
 

Average number smartphone users 
LOOK AT THEIR PHONES 

 

Image: via Flickr: by beebohâ˜† | @Bothaynaa 



Shift from Desktop to 
 M O B I L E   F I R S T 

Image: via Flickr: by Thesilein 



72% Start on 
PHONE 

Continue on DESKTOP  
or TABLET 

And of those moving 
BETWEEN DEVICES... 



63% 

Chocolate 
70% 

Beer 
55% 

Coffee 

What would you be willing to go  
without for a week in order to keep your  
cell phone? 

28% 

Partner,  
boyfriend,  
girlfriend 

Quelle: TeleNav Studie, 514 U.S. Smartphone-Nutzer (254 männlich/260 weiblich), Juli 2012  



So what...? 



If you don‘t have a mobile 
strategy, you don‘t have a future 

strategy. 
 
 

Dr. Eric Schmidt 
President Google 



The ROPO Effect 
 



The ROPO Effect 
 

(research online, 
purchase offline) 
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ROPO: There is a close link 
between offline… 



… and online – e.g. search 
queries for ‘monophag’ 

Source: Google Insights for Search 



So what...? 



• There is no wall between online and offline 
 

• Your customers build the bridges between the 
various marketing channels 
 

• Decision making process of a mortgage 
 
=> Online? Offline?... NOLINE 



NOLINE 



And here is the proof... 
 
Video: Day in a Life 



Subtitle 
 
 
Name 
Title 
Date 

Cover Slide 

Client Logo 

Die Mehrheit der Bankkunden 
recherchiert online  (Q4 2010) 
Ergebnisse einer Click-Stream Analye 



Case study that confirms the 
effect – Deutsche Bank & GfK 

4
7

Anteil am Neugeschäft, nach Recherche- und Abschlusskanal (%) 

Research 
online / 

Purchase 
online 
10.8 

Research online / 
Purchase offline  

48.6 

Research 
offline / 

Purchase 
online 

2.7 

Research offline / 
Purchase offline 

37.8 

ROPO-Effect 

Quelle: GfK, Google, DB Research, 2010 



3) Retail Banking 2020: why   
  waiting until 2020? 



What if...? 



What if...? 



A small survey... 

 
 
 
Please stand up 



A small survey... 

 
 
If you have heard about m-pesa, please sit 
down 



What is M-Pesa? 

 
 
 
 
 
 
⇒  world’s most successful money transfer  
   service 
⇒  already working in 10 mostly unbanked  
   countries 



M-Pesa 



So what...? 



M-Pesa Learnings 

• Simplicity was key to success 
 

• The customer need was observed, perfectly 
understood – and answered 
 

• Virtually 24x7 opening time... 
 
 



By the way: which CH retail 
bank is available 24x7? 



By the way: which CH retail 
bank is available 24x7? 

 
 
 
Please stand up 

=> Winning in the digital age is also: talking!  
 



Summary 



Conclusions 
Listen to your customers 



The real Digital Cigarette: 
Mobile First 



NOLINE: There is no wall  
between online and offline 



n=1 does not count 
 

big data... 



4) Suggestions for your next 
management meeting 
 



Suggestions 

1.  Do the most basic, simplest ’Business Sanity 
Check’ called ’x-10 check’ 
 

2.  Re-think your approach: analyze today’s 
customer journey (not the one of 1990…) 
 

3.  Do not miss megatrends – are you ’mobile first’?  
 

4.  Digital transformation is a Board and CEO topic – 
do not delegate it – add it to your company DNA 

5.  Add NOLINE to your weekly management agenda 





Dr. Beat Bühlmann  beat.buhlmann@gmail.com 
Basel, January 22nd, 2015 

Thank you for your attention 


