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Bank executives are investing in branches to drive greater product cross-sell through their brick-and-
mortar channel. But making the transition from transaction-based branches to sales-oriented ones will
require large-scale change. In addition to reworking the physical layout, changes in staffing, technology,
and processes will be necessary to turn branches into a sales engine for the organization.
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For two decades, retail banks have been driving down costs by moving consumers out of the branch
and over to lower-cost channels like ATMs and IVR telephone banking. And customers have
responded — many firms’ most profitable customers have embraced self-service channels like Net
banking for their day-to-day financial needs. In fact, self-service channels like ATMs and online
banking are the only channels that have grown in the past four years. During the same period,
branch traffic has dropped in markets like the Netherlands and is flat across Europe at large

(see Figure 1).!

But the success of self-service is a double-edged sword: As consumers increasingly embrace self-
service for routine transactions, bank staff and customers move further apart in the sales dialogue —
leaving fewer opportunities for product sales. So after years of investing in alternative distribution
while “right-sizing” the branch network, bank executives are rethinking their brick-and-mortar
strategy.

Forrester spoke with executives at 26 large retail banks across Europe to uncover their attitudes
toward and plans for the branch network. Here’s what we found:

[h F 800 GXPS T DEBU @ J OQRBMETF Forty-two percent of the executives we
spoke with believe that branches are the single most critical element of their distribution
strategy, and another 42% see it as a mission-critical piece of their distribution (see Figure 2-1).
Not one executive saw online banking, or any other channel, as more important. And according
to half the execs, branches are growing in importance (see Figure 2-2).

[3BOL T YREDU SBCD FT FU DEBIF BJI S| B ® BRAUWhy all the interest? A few
respondents believe that changes are needed to attract new customers or to keep up with the
competition (see Figure 2-3). But overwhelmingly, executives’ primary strategic goal is to
improve their product cross-sell and, ultimately, profitability.

[® PSU TS-BMFBE Z YRSXBZEvery executive we spoke with has plans for improving their
branches. Half say that their revamping efforts are underway, and 31% say that they are
constantly reviewing their branch formats (see Figure 2-4).
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" J H ¥ SBranch Traffic Is Flat, On Average, Across Europe

“Which of the following banking channels do you use at least monthly?”

Use ATM

M Q2 2005

Go into branch

Use online banking
Write to the bank

Use telephone banking

Telephone own branch

Q2 2004
Q2 2001

0% 10% 20% 30% 40% 50% 60% 70% 80%
Base: European consumers
(multiple responses accepted)

Source: Forrester’s Consumer Technographics® European Studies

Source: Forrester Research, Inc.

" J H ¥ 8Bankers See Branches As Mission-Critical

“How important is the branch network in your

overall distribution channel mix?”

On par with
other channels
15%
Most critical
component
42%

Critical
component
42%

Base: 26 European banks
(percentages do not total 100 because of rounding)

“What is your firm’s main goal for the
branch network?”

Increase product

0,
cross-sell 58%

Attract new

0
customers 12%

Keep up with

0,
competition 12%

Lower servicing/ 12%
operational costs

Increase customer

0,
retention 8%

Base: 26 European banks
(percentages do not total 100 because of rounding)

“Are branches increasing or decreasing
in importance?”

Stable
42%

Increasing
50%

Decreasing
8%

Base: 26 European banks

“What is the status of your plans for
reworking/redesigning your branch

network?”
Currently piloting
4%
Completed Currently
15% underway
50%
Constantly

reviewing the
format of branches
31%

Base: 26 European banks

Source: Forrester Research, Inc.
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Interviewees express a list of concerns with driving sales through traditional branches. Their top
three? Thirty-one percent feel that the traditional branch layout doesn’t foster product cross-sales,
19% worry about rising operational costs, and another 19% lament that staff are too occupied with
non-sales activities (see Figure 3-1). Their list of solutions is even longer:

P P ABUPOT 8 HWE RSNone of the execs we spoke with had plans to reduce the number
of branches they operate. In fact, 69% will build more branches to drive product sales. But these
new branches will not be flagship locations — 58% plan to build locations of similar size to their
existing network, and 31% plan to create smaller stores (see Figure 3-2).

P BZPVU REET BVEBN QNinety-six percent of the interviewees will enlarge the area in their
branches dedicated to sales, and 65% will completely revamp their interiors. Seventy-seven
percent want to add more self-service devices, such as ATMs, to free up staff from routine
transaction processing (see Figure 3-3). Many want to increase the visibility of the sales staff
while reducing the visibility and size of the teller counter. The notion of having a greeter who
directs arriving customers to the correct area of the branch is also popular.

[tU BGFHE HEBWAT HFFToday’s mix of sales staff and service staff seems problematic — 73%
of respondents want to hire more sales staft and 69% want fewer staff members focused

on service and transaction handling in the future (see Figure 3-4). Existing staff will need
retraining, according to 62% of the executives. Why? Fifty percent feel that today’s staft are
poor or just fair at selling products. Only 8% say that their staff consists of top-notch sales

people (see Figure 3-5).

[3FD OPNRHZ  3W A To offload transactions from staff, 73% of respondents plan to add
enhanced ATMs that support deposits and additional functionality to the branches. Half want to
improve the branch platform equipment available to staff to help with sales. Thirty-one percent
think placing Net banking terminals in branches will encourage customers to serve themselves

(see Figure 3-6).



530 I$D'riving Sales Through The Branch Network

" J H ¥ Execs Outline New Branch Requirements

.$I $

%

Low adoption Bigger
of self-service branches
8% 12%
Lack of Low product ‘
sales skills cross-sell
8% 31%
Low Smaller No change
branch traffic branches in size
15% 31% 58%
High level of High
non-sales activities operational costs
19% 19%

Base: 26 European banks

Base: 26 European banks
(percentages do not total 100 because of rounding)

s
More ATMs/

self-service devices
More visibility for sales staff

More visibility for
self-service devices

Add greeter(s)

Reduce/remove
counter area

Less visibility of teller line

Remove screens between
tellers and customers

More visibility of teller line

0% 20% 40% 60%

Base: 26 European banks

. ss -

& # &
More staff 73% | 0%
No change 27% 31%
Fewer staff | 0% 69%

80%

Base: 26 European banks

$ & #

Poor
4% Excellent

8%

. Good
Fair 42%

46%

Base: 26 European banks

[ ] $ #

Enhanced ATMs
Branch platform/CRM
Net banking terminals
Two-way video kiosks

None
0% 20% 40% 60% 80%

Base: 26 European banks
(multiple responses accepted)

Source: Forrester Research, Inc.
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Forrester believes that the executives are correct to focus on their branches. Today, branches and
branch staff remain the best way for building close client relationships and driving share of wallet.

[h F B BSZ GBWT UWIDB/S J© $|AD The Net is a very efficient transaction
engine but it struggles to generate sales — although 44% of consumers use the Net to conduct
product research, only 5% complete their purchase online. Most consumers still want advice
and assurance from bank personnel before making their final purchase decision. In fact, 75%
of consumers went into a branch to get their latest current account and 68% went in before
finalizing their mortgage. Self-service channels have yet to generate the power of face-to-face
interactions.

[3+BCD FT X é SNURNQRF ® FBADF GE RDVWOROF BBJFS BO $IF The rise of
Internet banks in the 1990s was thought to mark the death of the branch network. But the high
interest rates that Net players like ING DIRECT offer to win business places them in a price war
for rate-sensitive clients. Brick-and-mortar banks can leverage the personal service and
locational convenience available from branches to stay out of the rate wars and protect margin —
cross-selling more products and keeping customers for longer periods. And service matters to
customers — 32% of European consumers like the personal service they get in a branch, and
35% simply prefer speaking to people while banking.’

[3+B00 FT RSN B BWT GF) 6 & BVMID BO GMIEBHHZ As banks continue to move
customers to self-service to drive down costs, the branch network will serve as the focal point
for driving up profits thorough product sales. A full understanding of how clients use channels
will help staff drive sales in two ways. First, with software analytics from companies like SPSS,
firms can identify self-service channel users who are prime cross-sell targets. For example,
knowing that a customer spent 15 minutes using investment planning tools after logging on to
the firm’s Web site will identify them as a sales lead. Second, understanding channel behavior
identifies the best means of delivering sales offers to clients, such as emails inviting heavy online
users into a branch for a consultation.

Although branches are the heart of the brick-and-mortar distribution strategy, most banks are not
optimizing their potential. A misalignment of staff and technologies in a dated environment results
in lost opportunities.

P MU TFSNE G BO NFOU BOM VV NBO NN FQU The look and feel of most branches hasn’t
changed much in 30 years; they’re designed around handling large volumes of cash-based
transactions. Customers still wait in long queues before interacting with any staff — and
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then the interaction is conducted through thick bulletproof glass. Managers, advisors, and
salespeople remain tucked away in offices. This environment doesn’t create the trust and open
dialogue needed to drive product sales.

[22U BOH TJ NBVHIFE Today’s personnel reflect the fact that branches were established to
provide a physical location for banking transactions. On average, banks have 1.5 to 2 service
staff in the front office for every sales person. But the movement of routine transactions to
channels like ATMs and the Net means that service staff increasingly have bandwidth to push
on product sales. Unfortunately, the skills and talents that make someone good counter staft
don’t necessarily make them a good sales person.

[BBVILNFS I8 UTJ MURIMany branch staff lack the tools needed to identify cross-selling
opportunities. Basic branch platform equipment with incomplete customer profiles and a lack
of strong sales scripting applications leave staft with limited means of pairing the right customer
with the right product.

Whereas traditional branches were built to handle transactions, new branches will serve to drive
sales for the organization. A strong branch strategy will increase product sales while boosting staft
efficiency. But successful strategies require more than just fresh layouts; firms must think through
how branches will operate before determining how branches will look. Forrester believes that
successful branch design begins with an evaluation of staffing, technologies, and processes.

Today’s branch staff are service-oriented. But to deliver product sales, staff must be able to identify
opportunities for cross-selling and upselling during each client interaction.

[piBWT OB GFE FESROF GE G&HJ @ B O B succeed, firms will need to build a

sales culture out of today’s service environment — not an easy task. Most firms will need an
injection of sales talent; firms like HSBC have already begun shifting their requirements for new
staff to include retail sales backgrounds. Hiring a manager with a retail sales background can
immediately help shift the branch culture toward proactive selling. Ongoing training focused on
business development and closing sales will be needed to continuously nurture the sales culture.

[PIFSAF UBBO M BSMTNW PTS AWCounter staff are often best positioned to cross-

sell products, as they can engage customers while processing their transactions. But they are
generally the least prepared in terms of skills and compensation. Replacing staff members will
be difficult because labor laws in many markets ensure their continued employment. Over
time, firms will be able to build up their sales skills by changing hiring requirements. But in the
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meantime, firms can focus counter staff on cross-selling simple products like savings accounts
while referring prospects for complex products over to sales staff. Motivating staff to change
will require compensation systems that closely correlate sales activities to pay, such as monthly
bonuses paid for products sold as well as for referrals resulting in a sale.

[35PCORB AT EPNF B3J G B NFQWZH- N Fi¥ms like NatWest are experimenting with
positioning a staff member at the door to drive self-service adoption and connect prospects
with sales staff. Like a good retailer, branch concierges should read customers’ body language,
offering nothing more than a friendly hello to busy clients and targeting customers who look
open to an interaction. They can move through the branch looking to facilitate client business —
when counter queues are long or seating areas crowded, concierges offer to show customers how
to self-serve through ATMs and Net banking to save time. Busy customers may not be open

to that message when they walk through the door, but a few minutes in a queue may change
their mind.

Strong branch technologies are necessary on two fronts — for staft and for customers. Sales
technologies allow the staff to better understand customer behavior, identify strong cross-sell
opportunities, and deliver superior service. Customer technologies like ATMs with enhanced
functionality encourage customers to use the most cost-effective channel for transactions and satisfy
them with fast and efficient service.

[+BCD @BUPS N RV QNFOU | PVME 1M IZPCE. SPEVIDU XOFST JQ OBQN PU Ks
multichannel usage increases, staff will need access to CRM profiles that provide insight into
customers’ channel behavior as well as their product ownership in order to identify potential
leads and effectively deliver communications to clients. But complete CRM profiles won't be
enough to facilitate the shift to a sales culture. Firms will need a rich mix of applications tied
to their CRM system to push appropriate sales opportunities to the staff (see Figure 4). But it
doesn’t come cheap — CAPITALIA has spent €300 million on building out its CRM system and
associated applications.

[oRWAS BITJTU FDVOPNPHIFT 5= @ OB B JFEBDU X | VPN FSTATM vendors like Diebold
and Wincor Nixdorf offer similar devices for counter personnel. The benefits are numerous:

1) secured cash drawers allow firms to eliminate the intimidating bulletproof glass that separates
customers and staff; 2) the equipment’s small size provides flexibility in the placement of counter
services on the branch floor; 3) multiple reps, each with their own access card, can share a single
unit, thereby minimizing the footprint of the counter; and 4) it provides a fiduciary measure for
minimizing cash discrepancies from staff hired for their ability to sell rather than their attention
to detail.
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' J H ¥ Key Applications To Drive Branch Sales

Predictive Analytics

« Analyzes CRM profile
to determine clients’ needs

- Identifies sales offers based on
probability of sales success and

application acceptance

« Pushes product
recommendations to branch
staff (vital for service-
oriented staff)

Sales Scripts

« Outlines the language
needed to interest the customer
in a product and close the sale

- Provides responses to common
objections and answers to
common queries

« Reinforces successful
sales techniques

CRM

« Provides complete
customer profile: products
owned and channels used

Referral Systems . .
« Serves as launching point

for customer interactions
« Enables staff to identify
and notify product experts
anywhere in the bank

- Allows staff to connect qualified
leads with product experts

« Tracks contact between
customer and expert to
ensure followup
of referral

Campaign
Management

predicts inbound response
« Provides a history of past
consumer contacts
« Allows staff to contribute to
communication strategies

« Enables customer segmentation

- Coordinates outbound customer
messages across all channels and

Business Process
Management

« Integrates to core systems
for account setup

« Supports processing of multiple
applications simultaneously

« Populates known client
information to minimize
time requirements

Lead Generator

« Scours customer records to

identify targets for cross-sell
and customers at risk of attrition

« Creates an outbound call list of

customers to contact

« Allows staff to target

infrequent branch visitors

Source: Forrester Research, Inc.
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[BOBOOFE 5. T BERQ SBOBAIPO WOFTU @ IBBQ GE FDRDUCash withdrawals will
continue to dominate this mature channel, but many firms are having success with supporting
low-volume/high-cost transactions like statement printouts, passbook updates, and PIN
changes on their ATMs. Through the local network Link, UK firms like Lloyds TSB allow
customers to top up their prepaid mobile phones. Hopes are high for the new check/cash
imaging technology that is designed to increase deposit levels. However, firms that have piloted
it have yet to see large-scale consumer adoption. Cutting-edge firms like Singapore’s OCBC
Bank use a link between their ATMs and CRM system to target infrequent branch users to come
in for a consultation.*

Pparsa) BILT W EFSBYWUPO ®HW GSAFMany banks have added Internet banking
terminals to their branch environment. Most hope to encourage customers to self-serve when
they come into the branch. While Forrester believes some customers will stop in to use the
terminals to pay a bill or execute a stock trade, most consumers will prefer to use Net banking
from home or work instead. But we do see two other important purposes: first, as a sales
assist tool for looking up rates and product information alongside clients; and second, for

Net banking demonstrations to drive usage. Some institutions have been very aggressive with
demonstrations — Sampo Bank held 3,000 Net banking classes, converting 60% of their client
base to Net channel users.

Most institutions are awash in paper, resulting in inaccuracies, lost items, and delays in answers
for customers. But consumers today are used to quick and innovative retail experiences. Even in
banking, the efficient nature of ATMs and Net banking set consumers’ expectations. Streamlining
account processes will be critical to driving future sales and containing costs.

[2 V. BIPVOUPQRFOICHTRI U FUWPCF &SU FD/TUPN FSSNBUPOTT QApplying for a line of credit
at some banks can take 90 minutes as reams of paper pass between employees and information
is verified across documents, leaving the customer ill-tempered and shut down to any product
cross-sell. Alternatively, as part of its technology investments, CAPITALIA has shortened
application processes from 15 computer pages to just two. Streamlined, electronic processes drive
out inefficiencies and costs by reusing application functionality across products — and drive up
customer satisfaction.

P4 PSFOFE @OFTTFT  BBF JUF RJAWFirms can eliminate as much paper and manual work
as possible by using software like IBM’s Global Branch Application to complete applications
electronically. The only paper is the final documentation printed for the customer’s signature.
Any time saved in the account opening process generates capacity for cross-selling to the same
client or moving to the next customer opportunity sooner. In Germany, Citibank use some of
the time freed up by electronic processes to ask additional questions of customers. Responses
are used to populate CRM profiles and inform future sales efforts.
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With staffing, technology, and process issues addressed, firms can move on to the physical attributes
of the branch environment. But a single format for branches is next to impossible: Customer
segments served and physical limitations of the location will determine how the branch will look
and operate. Flexibility is key. Firms can start by evaluating the existing elements of the branch and
considering new design elements better suited to today’s customers.

PtgBEL I 800 BPXO WOMIQPOFOU P BE EYAMI @& PIU PDUBPMCreating a
consistent appearance for the individual components that make up branches, such as product
literature displays, ATM surrounds, and cash counters, brings a universal look to the branch
network and cost savings based on standardized production. In this way, regardless of the
branch a customer walks into, the brand is reinforced and customers recognize the services
available to them and how to go about doing business. Firms like Dalziel & Pow Design can
standardize component design, giving banks the flexibility to configure features into whichever
combination best suits the space and the client base.

PNQPVW RO BCET € FUKIN FDIV NST RS BWBranch merchandising is static —
paper posters simply reinforce that month’s statement inserts. Banks can abandon old product
posters for digital posters displayed on TV screens. These electronic merchandisers display a
different product every 15 to 30 seconds, rather than every 30 days. Ads can be geared
specifically to the location’s customer base while weaving in community messages to reinforce
the branch’s position in the town or neighborhood. Because ads are electronic, animation and
movement can be used to grab customers’ attention in ways that today’s posters cant. Plus, it’s
cheap: Paper posters cost $0.50 to $1.00 each depending on the design, while electronic ads cost
cents and there are never any overruns.’

P EE WV IDZIUNT RUE IO BSULines of customers at lunch time may be unavoidable,
but herding clients like cattle should not be the default position. Firms like ABN AMRO use
queuing systems to improve the quality of customer wait times — customers take a number and
wait their turn in a comfortable seating area. NatWest takes it one step further: Customers wait
in a seating area surrounded by product literature, a digital TV merchandiser, a stock ticker, and
the day’s newspapers.

[RO N MTUNFS QB RJ \CH WTUWith headlines warning the public about data
protection and identity theft, providing customers with a secure environment for banking is a key
benefit of branches. Yet many of today’s new designs ignore this. For example, counter staff often
swivel their screen around so that a customer can see their financial details on the screen — but
so can everyone else standing behind them. We prefer designs like Advanced Systems’ Teller
Station that provides a separate screen for clients positioned at chest level to prevent shoulder
surfing. Designs for in-branch Internet terminals pose the same the problem — PCs sit on

desks in open areas, providing none of the privacy attributes that a client would enjoy at home.
Forrester prefers cubicle-style formats to provide privacy.

1
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[ X BBIPOT T X | RX BOIVNMBPO $BBT Closed offices may keep sales people out of
sight, but completely open environments don’t provide customer confidentiality. Firms will need
a mix of the two. Desks with branch platform equipment can be placed on the branch floor to
make salespeople and clients more accessible to each other. But firms should maintain at least
one closed office that salespeople can use with clients that prefer a higher level of discretion.
Simply ask the client which one he or she prefers.

Each branch will require some level of customization. However, rather than developing a unique
design for each branch, firms should develop three or more prototypes of branches that can be
modified for each space. The overarching principle for developing prototypes is not the physical
space available: it is the customer base served.

PEFOU L B INOWPNFS BIF RJ BFS N FOHHO MBI The goal of any future branch design
should be to drive sales. But not every customer has the same level of preparedness for moving
from transactional branches to sales branches. Forrester suggests that firms establish a service
and sales goal for each of their customer segments to inform their branch design. For instance,
the mass market still needs weaning off counter transactions and are candidates for simple
financial products like credit cards. The middle-market segment will be the next wave of Net
banking users and need core banking products like mortgages. Mass-affluent consumers,
already comfortable with self-service technologies, should be courted with consultation areas
for robust financial planning and the sale of investment products.

P SBX MIQPCROU P UBQ B IBX B VIIPNFS WIFT With the customer base and
goals identified, firms can play with floor plans to determine the best layout for a branch. Firms
should consider constructing circular traffic flows that move customers through all areas of the
branch — self-service, sales, and counter service. Retail design experts like Fitch in the UK can
help. Firms like Citibank recognize that innovation is a way of working: It maintains a branch
lab where experts play with everything from lighting levels to floor patterns to influence how
customers move through a branch.

[BTUGVIU @PUPZCFT Having three or more prototype designs to help shape customization
allows firms to understand the interdependencies of layout with staff, technologies, and
processes before the construction begins. Forrester recommends at least three types of
prototypes based on meeting the needs of specific client segments: marquee branches that serve
large, diverse segments including SMEs; evolved branches for smaller middle-market areas;

and advanced branches for mass affluent and white-collar employment areas (see Figure 5, see
Figure 6, and see Figure 7). Firms with a more diverse or specialized customer base should
consider additional formats for customer segments, such as a prototype for student markets that
supports only self-service transactions and houses one salesperson.
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" J H ¥ Floor Plan Of A Marquee Branch Prototype

Marquee Branch:
Serves large, diverse customer segments, such as the mass market,

middle market, mass affluent, and SMEs Consultation area:
Numerous desks and offices

to support sales and financial
planning staffed primarily by
product generalists;
augmented with a limited
number of financial advisors

\J AN
- : : for mass-affluent segment.
Advisory Counter area:
office : Large counter to support
heavy transaction volume

from SMEs and mass-market
@\ f-\ - customers.

rrni
Teller assist units:
Provide secure cash drawers
for staff. One unit shared by
two staff members.

Queuing system:

Customer number system for
use during nonpeak hours
i allows customers to relax in

seating area. Single queue for
) - - counter services that directs
Concierge customers toward the
consultation area after
completing transactions.

H_H Entrance = H-H-

Internet kiosks: Merchandising units:

Primarily used for Net banking |  Electronic posters and associated
demonstrations and sales brochure rack located throughout
support. the branch.

Self-service devices:
External-facing cash dispensers for = Concierge:

24x7 access. Inside the branch Targets older customers for ATM

is a mix of cash dispensers and demonstrations and all customers for Net
deposit-taking ATMs to support banking demonstrations. Monitors counter
counter migration efforts. area to encourage deposit transactions in ATMs.

Source: Forrester Research, Inc.
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' J H ¥ Floor Plan Of An Evolved Branch Prototype

Evolved Branch:
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Source: Forrester Research, Inc.
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" J H ¥ Floor Plan Of An Advanced Branch Prototype

Advanced Branch:
& *

)- @ 0&

Consultation area:

Advisory
office

Advisory
office

C
) (

Internet kiosks:

—— -l

Used by costumers for self-service
transactions. To a lesser degree, used
for Net banking demos and sales support.
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Merchandising units:
Electronic posters and
associated brochure rack
d& located throughout
the branch.
Counter area:
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Source: Forrester Research, Inc.
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Designing branches that promote sales is just part of an overall branch distribution strategy. Firms
need to continuously evaluate the marketplace for new locations and monitor existing operations
to identify necessary adjustments to layouts, technology, and processes going forward.

reVvB MWBN BRSU DBEFSSJ T WPJBRFSW J B B JE B/BR D P@hgoing demographic
analysis of the geographical market area will give insight on where to build or remodel
branches to best attract and serve customers. Competitive distribution analysis can then be
layered on for a more complete picture. Analysis is needed on two fronts: first, to optimize
coverage within markets already served; and second, to identify key locations that will
maximize the firm’s impact in new markets.

MQQMEBRG®NJID N FPE BHBFSU B B PI©®dktions should be judged on more than
total assets managed — each location needs to show an acceptable rate of return. Firms can
use financial models based on a combination of IRR, payback, and deposit levels to establish
the target profitability of any new location.

NBWI NBFRUL DBESSJT WPJD TF UPQ@AB BP® @ Q With potential locations
identified and economically justified, firms should analyze the customer segments in the
market to establish the sales and service goals for the location. Once they have established
goals, banks can determine which branch prototype provides the best basis for construction.

I[SFMOF URBARSP WHPNNPEB UIF FThBhhysical size of branches differs
widely: Southern Europe has mainly small footprint locations, while Northern Europe has
branches that range from enormous legacy branches in large urban areas down to tiny
footprints inside large employers. Prototypes will need to be tweaked to accommodate the
physical constraints of the location. Be aware: Final configurations should seek to preserve
the proper balance and flow between sales, self-service, and counter transactions.

MEFOUIZ C|BOD FTWP FYQFSN FOUX U UFD OPNAHZ BSTUBG BOE OPOTVN FSTWith the
proliferation of technology, firms need to be prudent with their investments. Identifying
branches where technology can be piloted to determine the impact on business results makes
sense. Smaller branches in tech-savvy areas like universities and business parks are ideal. For
example, examine whether sales figures improve when staff are armed with tablet PCs to
increase their mobility, or if counter transactions drop when dedicated statement printers are
added to the self-service area. Incorporate successful technologies into prototype designs.

NPOPS PBRPOTHBUWORPBBTFT HP XBEMGst institutions struggle with
complex processes that differ across products and that break down between the front
and back office. Improving efficiency won't be a one-time exercise. Firms can continue to
streamline existing workflows by performing ongoing analysis of actual process times and
error handling. New product applications should leverage existing processes as much as
possible to maintain efficiency.
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Forrester interviewed 26 retail banks and the following key vendors for this document.

ACI Worldwide Level Four
Advantage Branch Systems NCR

Dalziel & Pow Siebel

Diebold SPSS

Fitch Design Wincor Nixdorf
IBM

We drew the data from Forrester’s Consumer Technographics Q2 2005 European Study. We surveyed
23,000 financial consumers in the seven markets of France, Germany, Italy, Netherlands, Spain, Sweden,
and the UK.
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and the UK.

Like many banks, Singapore’s OCBC Bank strives to migrate routine transactions like deposits to its ATMs
to reduce transaction costs and free up employees to sell more products. To accomplish this, the bank has
upgraded its ATM network — adding more machines and beefing up functionality. Forrester believes the
bank has outstripped competitors’ similar initiatives. How? By using ATM personalization to help migrate
customers to self-service and tying in the CRM system to drive product cross-sell through a customized
experience. See the August 16, 2005, Best Practices “OCBC Uses ATMs To Improve Sales And Service.”

Electronic merchandisers are configured from LCD televisions networked to a personal computer to control

the sequence of the ads. The televisions can be purchased for €1,800 and amortized as capital equipment.
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