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Global Sales Study - Introduction

1) Multiple entries possible

Simon-Kucher Global Sales Study at a glance

COLOURBOX/Syda Productions

 Online study by Simon-Kucher & 
Partners

 15 questions on the effects of 
COVID-19 on the sales process in 
the banking sector

Type & scope

 October 2020

Timing

 Worldwide professionals in the 
banking industry 

 Executives of all functions and 
areas were interviewed

Participants

 329 participants participated in the 
survey

Sample

 Austria, Belgium, Canada, France, 
Germany, Italy, Switzerland, Spain, 
USA

Countries

Expertise1 Function

11%

17%

32%

33%

52%

0%

50%

100%

Retail banking (Personal banking)

Retail banking (SME customers)

Private banking/Wealth management

Corporate banking

Other financial services

13%

6%
6%
7%

11%

14%

43%

0%

50%

100%

1C-level/Division Head

Sales Management

Product Management

Relationship Manager

Marketing Management

Finance&Accounting or Risk

Other
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Source: Simon-Kucher Global Sales Study 2020. 1 N = 139, question not showed to Private Banking & Wealth Management respondents.

Banks expect to reduce the size of their branch networks

12%

32% 32%

4% 5%

14%

Decrease of more than
20%

Decrease of
10-20%

Roughly the
same

Increase of
10-20%

Increase of more than 20% Not sure / Do not know

How does your bank plan to manage the number of branches in your distribution network in the next 2-3 years?1

Banks will reduce their physical presence, with the number of traditional branches expected to decline more than 10% by 44% of 
respondents
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14%

49%

10%

18%

3%

5%

37%

37%

44%

33%

10%

12%

49%

14%

46%

50%

88%

83%

Others

Personal sales –
purely offline

Personal sales –
remote and offline

Personalized sales

Omnichannel

Online sales

How would you rate the future importance of the following channels (measured by % of sales)? 1
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Source: Simon-Kucher Global Sales Study 2020. 1 N = 233.

Digital and omni-channel sales are expected to become more important

Getting less important

Same importance

Getting more importance

Online and omni-channel sales are getting more important while entirely offline personal sales are expected to lose importance
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Source: Simon-Kucher Global Sales Study 2020. 1 Retail (Personal Banking), N = 160; 2 Retail (SME Customers) and Corporate Banking, N = 149

Yet sales declines during COVID-19 lockdowns demonstrate continued 
dependence on branches

1

1

1

2

2

Digital revenue generation remains aspirational

Sales decreased

No change in sales

Sales increased
38%

39%

41%

41%

54%

45%

51%

42%

45%

28%

16%

10%

17%

14%

18%

Factoring / Leasing

Trade finance

Life insurance

Personal insurances

Consumer loans

How were sales affected by COVID-19 and subsequent lockdowns in the following product categories?
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30%

6%

9%

33%

46%

52%

50%

33%

46%

50%

39%

33%

19%

62%

44%

17%

15%

15%

Others

Personal sales –
purely offline

Personal sales –
remote and offline

Personalized sales

Omnichannel

Online sales
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Source: Simon-Kucher Global Sales Study 2020. 1 N = 220

Self assessment:  banks need stronger capabilities to complete the digital 
transformation

A significant percentage of respondents say they have lower capabilities than peers in online and omnichannel sales

Lower capabilities

On par

Higher capabilities

How would you rate the capabilities of your bank to provide superior customer experience in the following channels 
(compared to competitors e.g. challenger banks)?1
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15%

9%

13%

9%

55%

22%

33%

17%

30%

69%

54%

74%

Others

Aggregators

Brokers

Marketplaces

Global Sales Study - Introduction

Source: Simon-Kucher Global Sales Study 2020. 1 N = 140. 

At the same time, banks expect third party distribution partners to become 
more important

Retail – Personal Banking, Retail – SME Customers, Corporate Banking1

Marketplaces (e.g. price comparison platforms), brokers (e.g. independent mortgage brokers that compare offers) and aggregators
(e.g. advice platforms that select products for customers) may take over customer relationships

Less important

No change vs. today

More important

Do you expect a shift in sales or customer relationship channels 
towards the following external partners in the next years?1
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Source: Simon-Kucher & Partners.

Digital acceleration, amplified by the COVID-19 pandemic, demands a more 
effective response from banks

Customer behavior
becoming more digital

Loss of personal touch 
points with customers

Third parties getting
more important

 Strengthening the digital capabilities 
across the entire organization 

 Developing a set of digital sales tools 
to be used both from RMs when 
facing the clients and from clients 
alone

 Simplifying the digital experience by 
removing the typical navigational 
and cognitive barriers 

 …

 Defining criteria and priorities for an 
effective use of the available data 
given the technical / organizational 
constraints

 Evaluating the opportunity related to 
acquiring new data for segmentation 
purposes

 Systematizing the way client 
segments are both processed and 
interpreted 

 …

 Deciding the optimal strategy to offer 
new services / solutions (make vs. 
buy analysis)

 Strengthening the cross-selling, up-
selling and acquisition opportunities 
by creating partnerships with third 
parties

 Defining a dedicated strategy and a 
detailed process to monetize the 
innovations introduced by external 
partners

 …

Enable and optimize 
omnichannel buying journeys  

Identify new ways to effectively 
target customers

Define a strategy for external 
partners and own platforms

Illustrative - not exhaustive
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Source: Simon-Kucher & Partners.

Chapters of our Global Sales Study

Complete the digital 
transformation

How can banks transition 
toward more digital sales 
models?

Leverage analytics to 
reach customers

How do we reach our customers 
with relevant offers?

Define platform strategies

How can we react to the 
growing importance of third 
party platforms?

We are happy to share results along those 3 topics
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www.simon-kucher.com

Africa
Cairo

Americas
Atlanta, Boston, Chicago, 
Houston, Mexico City, New York, 
San Francisco, Santiago de Chile, 
São Paulo, Silicon Valley, Toronto

Asia-Pacific/the Middle East
Beijing, Dubai, Hong Kong, 
Shanghai, Singapore, Sydney, 
Tokyo

Europe
Amsterdam, Barcelona, Bonn, 
Brussels, Cologne, Copenhagen, 
Frankfurt, Geneva, Hamburg, 
Istanbul, London, Luxembourg, 
Madrid, Milan, Munich, Oslo, Paris, 
Stockholm, Vienna, Warsaw, Zurich

We are happy to discuss our 
findings and solutions with you –
feel free to reach out!


