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Changes in customer behavior: 
Customer Loyalty in danger 
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 New Distribution channels: Service channels move towards online and telephone banking. While new distribution channels like self-

service counters, online baking and call centers are more efficient for both the bank and customers, they distance the bank from its 

customers

 Decreasing importance of proximity: Less than 10% choose the bank nearest to their homes

 Diversification: Nearly 25% of customers access more than one bank

 De-Personalization: Today, more than 70% of the customers do not know the name of a single employee at their bank(s)

 Untying: Due to lower costs involved in switching accounts, people are more willing to change banks   

 Traditionally, community banks were the centre of civic life  with branches and ATMs all around, serving all their customers in person

 The interpersonal relationship between the bank and the client has been at the centre of retail banking – building strong ties with the 

client and thus maintaining a long-lasting relationship and making people more reluctant to change 

 But today, a change is going on: customers diversify their banking relationships and the concept of the “home bank” seems to be in 

decline

It seems like yesterday – the changing face of banking

Symptoms of change

Source: Data based on a survey done Ernst&Young



Changes in customer behavior: 
Power shift to Social Media 

Source: Horváth & Partners Research, Research by Chadwick Martin Bailey
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Buying behaviour and social media

 Engagement in social media is important for customers to feel in touch with a company

 Social media user post opinions about products and services and discuss with peers before making a 
purchase decision  

 A company is expected to have a digital face – whether it is on Facebook or Twitter. Otherwise customers doubt 
their relevance in today’s marketplace and their interest in those customers who are using social media

 Research shows that customers make extensive use of new social media initiatives – e.g.: Lenovo has 
experienced a 20% reduction in call center activities after introducing a community website

 Furthermore, social media is a growing sales channel. Dell already sold $ 3 mio. worth in computers on 
Twitter 
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Welcome to social media [1/2]: 
The revolution in web usage

Source: Horváth & Partners Research, US Government communication studies

 Social media is #1 activity on the web

 Nearly 2bn active internet users

 96% are part of a social network

 Adults spend 15hrs a week on the internet

 80% of all companies use LinkedIn for recruiting

 2-3 new Twitter accounts activated every second

 70% of 18- 30-year-olds have watched TV online

 1 out of 8 couples married in the US last year met via 

social networks

Quick facts on social media
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Welcome to social media [2/2]: 
A fundamental shift in the way we communicate and collaborate

What it‘s all about

Types

 Social networks: Networks like Facebook help people to socialize via the web –
i.e. stay in touch with friends or find new ones, create groups of like-minded 
individuals, share thoughts and contents, etc.

 Collaboration tools: Websites like Wikipedia are free, web-based tools, which 
allow people to create collaborative works

 Micro blogs/communication: Micro blogs like Twitter allow users to exchange 
their thoughts, news and small elements of content such as short sentences, 
individual images, or video links

 Multimedia: Websites like YouTube enable uploading, sharing and viewing 
multimedia content – e.g. music or videos

 Social media is a set of technologies and channels targeted at forming and 
enabling a potentially massive community of participants to productively 
collaborate, i.e. talk, participate, share, network, and bookmark online

 While IT tools to support collaboration have existed for decades, social-media 
technologies, such as social networking, wikis and blogs, enable collaboration on 
a much grander scale and in ways previously unachievable 
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Examples of social media activities [1/5]: Facebook –
If it were a country, it would be the 4th largest in the world, so far

 More than 500 mio. registered users

 50% of the users log-on to the site every day – the average user spends more 

than 55 minutes a day on Facebook

 More than 1.5 mio. pieces of content (web links, stories, news, notes, pictures) 

are shared daily

 Purpose-built fan pages have created more than 5.3 bio. fans

 83% of all major US companies use Facebook 500

350

100
50

1251

2004 2005 2006 2008 20102007 2009

Mio. users on Facebook

Source: Horváth & Partners Research, OMD International
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Examples of social media activities [2/5]: 
Wikipedia – The encyclopedia for the web era 

Over 18 mio. articles on culture, politics, 

geography, history, technology and 

companies / products etc

156 new articles provided per hour

78% of the articles are non-English

684 mio. readers since the launch in 2001

Largest and most popular 

reference work on the internet

Available in 260 languages

Source: Horváth & Partners Research, US Government communication studies
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Examples of social media activities [3/5]: 
Twitter – From word of mouth to world of mouth

190 mio. users

54% of users tweet daily

34% of users post 

opinions about products 

or services

78% of consumers trust 

peer recommendation; 

only 14% trust ads300.00050.000

20092007

50.000.000

2008

1.200.000

2010

Tweets per day

Source: Horváth & Partners Research, Box Hill Institute
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Examples of social media activities [4/5]: 
YouTube – Easy access to a world wide audience 

 More than 100 mio. videos available

 24 hrs of new videos are uploaded every minute

 Average online viewer watches 12.2 hrs of online video per month

 4th most visited website on the internet

 2nd most popular search engine on the web

YouTube gives people what TV never could –

a way to be engaged and connect with others

Source: Horváth & Partners Research, OMD International
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Wells Fargo – Usage of several social media channels 

 Wells Fargo – one of the leading financial institutions in the US – is actively 

engaged in social media

 The bank uses (1) Twitter feeds focused on customer service and financial tips; 

(2) a Facebook page and (3) YouTube channels targeting retail, wholesale 

banking and small business customers

Deutsche Bank US – Multichannel approach

 Also Deutsche Bank uses several channels to get in touch with its customers and 

clients

 Via Facebook, Twitter and YouTube the social media community is informed 

about the company, the products on offer, financial news, trends and research as 

well as about social events and recruiting
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The use of social media in the US and UAE banking industry [2/4]



RAKBANK – At the forefront of social media usage in the UAE

 RAKBANK is successfully engaged in social media (since 2010) to provide wider 

and more convenient communication channels for customers 

 It is the first bank in the region to extend timely help & support to its customers via 

Twitter. The bank has also created more rigorous marketing strategies, displaying 

360 degree advertising campaigns around the UAE and on social platforms

Mashreq – Successful on Twitter and Facebook

 Mashreq Bank – another famous financial institution in the UAE – uses social 

media for interaction with its clients, too

 Via Twitter Mashreq shares the latest information with its clients

 Moreover, the bank does have a Facebook page for further engagement with its 

customer base  
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The use of social media in the US and UAE banking industry [3/4]



The use of social media in the US and UAE banking industry 
[4/4]: Why banks should engage in social media

Banks and social media

 Community building: By focusing on customer service and adopting the 
personality of the people they serve, a bank can get closer to customers. Twitter 
and Facebook are the online neighborhood for customers to interact with 
each other and the bank – much like their branches

 Product research: Due to high trafficking and the growing engagement of 
customers, social media platforms are undeniably powerful research and 
development resources

 Customer service: Social media activities – e.g. an active Twitter account like it 
was the case with Bank of America – can be a quick and easy first step in the 
customer service chain when people want to get specific information

 Marketing: With more and more people using social media to make purchase 
decisions, active engagement is a means for banks to market their products. A 
recent poll by the market research firm YouGovSiraj has shown that 80% of 
customers in the UAE use social media before buying goods or services  

14 1st Amman Banking Forum l Technology and Banking l March 20th 2011



The use of Social media in the Jordan banking industry [1/2]

Social media activity

Housing Bank of 

Trade and Finance
 Facebook page available, but not specifically tailored for the Jordan market

Jordan Ahli Bank  Facebook page available – currently 98 fans on Facebook

Jordan Kuwait 

Bank
 Facebook page for employees and customers

Arab Bank  Facebook page available, but not specifically tailored for the Jordan market 

Bank of Jordan  Facebook page available, but only for information purposes; not much of 

interaction with clients

Bank 

Cairo Amman Bank  Facebook page available, but only for information purposes; not much of 

interaction with clients

Union Bank Jordan  Facebook page available, but only for information purposes; not much of 

interaction with clients – so far less than 100 people engaged
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http://www.theodora.com/wfb/jordan_geography.html


The use of Social media in the Jordan banking industry [2/2]

Social media activity

Jordan 

Commercial Bank
 Facebook page available

Capital Bank  Facebook page available – so far 99 members

Arab Jordan 

Investment Bank
 Facebook page with less than 100 members

Bank 

 The engagement of Jordan banks in social media is still at an early stage and more customers have to be reached

 Some of the banks doing business in Jordan do not even have specific social media offers for the Jordan market

 In comparison to the activities of banks from (e.g.) the US, there is barely a way for direct interaction with clients

 So far, the banks use only one social media channel (Facebook) although there are other useful ways of 

engaging with customers – e.g. Twitter and YouTube as it is the case with Banks form the US and the UAE 

Conclusions on the use of social media in the Jordan banking industry
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Many banks offer already banking apps 
for the iPhone as well as for the iPad

Mobile Banking, branch and ATM locator, product and service information, interest rates 

and product selector tools, access to media and advertisements etc.

Standard functionalities
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The iPad created another hype 
in the continuing Apple success story

Steve Jobs 

presents 

the iPad in 

January 

2010

Official 

Launch in 

Middle East 

in 2011

15 million 

units sold 

worldwide 

in 2010

34 million in 

2011 so far

iPad launch 

in the US in 

April 2010

iPad launch in 

Europe and 

East Asia in 

May/June 2010
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Best Practice
Surface Banking Q110 Deutsche Bank [1/4]
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Best Practice
Surface Banking Q110 Deutsche Bank [2/4]
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Best Practice
Surface Banking Q110 Deutsche Bank [3/4]
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Best Practice
Surface Banking Q110 Deutsche Bank [4/4]

First iPad App in branches live 

since September 8th 2010!
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PC Tablets will cause a revolution in the banking industry

Merger of Banking and Customer 

Solutions

Customization: Clients have complete control of 

which research they receive. 

Offline Reading: Clients are able to transfer 

documents to their preferred PDF reader and 

view content even when offline. 

Favorites: The app conveniently stores links to 

documents and company profiles that interest 

clients. 

Quick Search: As clients type, suggested results 

help users who are uncertain about ticker codes 

or analyst names. Users may also search 

document titles. 

Feed-Based Technology: Research is packaged 

into streams, offering clients the ability to quickly 

browse research of interest and avoid repeatedly 

searching for content. 
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Apple-ize the business
Possible Steps

Introduce iPads

and Sales Software

for all Sales Staff

Launch the 

first and best 

iPad solution App for customers

in the Jordan Market

Use the iPad channel 

for service offerings

and up-selling

Contract an Jordan pre-start for the

iPad launch

Open up an Apple store in your

Mall Branch

Launch the first product bundle 

“iPad, mobile contract and Account & Credit Card” 

in the Jordan Market

Text

http://www.google.de/imgres?imgurl=http://www.theodora.com/gif4/jo.gif&imgrefurl=http://www.theodora.com/flags/new/jordan_flags.html&usg=__aavmDRg9cZCxhy8yfw3isD_aJFA=&h=303&w=540&sz=4&hl=de&start=1&zoom=1&itbs=1&tbnid=k5mceRuNivWfmM:&tbnh=74&tbnw=132&prev=/images?q=Jordan+flag&hl=de&gbv=2&tbs=isch:1&ei=_-eATb7_FMrZsgaDyMH5Bg
http://www.theodora.com/wfb/jordan_geography.html
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M-PESA: Success Story Mobile Payment/Finance
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M-PESA (M for mobile, pesa is Swahili for money) is the product name of a mobile-

phone based money transfer service for Vodafone. The development was initially 

sponsored by the UK-based Department for International Development (DFID) in 2003–

2007.

The initial concept of M-PESA was to create a service which allowed microfinance

borrowers to conveniently receive and repay loans using the network of Safaricom

airtime resellers. This would enable microfinance institutions (MFIs) to offer more 

competitive loan rates to their users, as there is a reduced cost of dealing in cash. The 

users of the service would gain through being able to track their finances more easily. 

But when the service was trialled, customers adopted the service for a variety of 

alternative uses; complications arose with Faulu, the partnering microfinance institution 

(MFI). M-PESA was re-focused and re-launched with a different value proposition: 

sending remittances home across the country and making payments.

M-PESA is a branchless banking service, meaning that it is designed to enable users to 

complete basic banking transactions without the need to visit a bank branch. The 

continuing success of M-PESA, in Kenya, has been due to the creation of a highly 

popular, affordable payment service with only limited involvement of a bank.[

The system was developed and ran by Sagentia from initial development to the 6 million 

customer mark. The service has now been transitioned to be operationally run by IBM 

Global Services on behalf of Vodafone, the initial three markets (Kenya, Tanzania & 

Afghanistan) are hosted by Rackspace.

http://en.wikipedia.org/wiki/Swahili_language
http://en.wikipedia.org/wiki/Vodafone
http://en.wikipedia.org/wiki/United_Kingdom
http://en.wikipedia.org/wiki/Department_for_International_Development
http://en.wikipedia.org/wiki/Microfinance
http://en.wikipedia.org/wiki/Safaricom
http://en.wikipedia.org/wiki/Microfinance
http://en.wikipedia.org/wiki/Microfinance
http://en.wikipedia.org/wiki/Branchless_banking
http://en.wikipedia.org/wiki/Branch_(banking)
http://en.wikipedia.org/wiki/Kenya
http://en.wikipedia.org/wiki/IBM_Global_Services
http://en.wikipedia.org/wiki/Sagentia
http://en.wikipedia.org/wiki/IBM_Global_Services
http://en.wikipedia.org/wiki/Vodafone
http://en.wikipedia.org/wiki/Rackspace


M-PESA: Functionality
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M-PESA Customers can deposit and withdraw money from a network of agents that 

includes airtime resellers and retail outlets acting as banking agents. M-PESA is 

operated by Safaricom, a Mobile network operator (MNO), which is not classed as a 

deposit-taking institution (such as a bank). Therefore, M-PESA may not be advertised 

as a banking service.

The service enables its users to:

 Deposit and withdraw money, 

 Transfer money to other users and non-users, 

 Pay bills, 

 Purchase airtime.

The user interface technology of M-PESA differs between Safaricom of Kenya and 

Vodacom of Tanzania, although the underlying platform is the same. While Safaricom

uses SIM toolkit to provide handset menus for accessing the service, Vodacom relies on 

USSD to provide users with menus.

Txteagle - an "artificial intelligence" system enabling the 3 billion mobile phone 

subscribers living in the developing world to earn small amounts of money by 

completing simple tasks for companies who pay them in airtime or M-Pesa (mobile 

money in Kenya). txteagle is on track to become the largest employer in Kenya

http://en.wikipedia.org/wiki/Banking_agent
http://en.wikipedia.org/wiki/Safaricom
http://en.wikipedia.org/wiki/Mobile_network_operator
http://en.wikipedia.org/wiki/User_interface
http://en.wikipedia.org/wiki/SIM_Application_Toolkit
http://en.wikipedia.org/wiki/Unstructured_Supplementary_Service_Data


M-PESA in figures:
customers, transactions and customer usage
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M-PESA: The evolution of products and services
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Money Transfer

 Remittance

 Airtime 
Purchase

 Cash-in/out 
via outlets

2007

More Functionality

 Salary payments

 Bill Payments

 ATM use

 International 
Remittances

2008/09

Enabling Financial Services
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 Insurance
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New Business Models with Strategic Alliances
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Joined Credit Card

with Royal Jordanian

ATM, MFT Services

in Gas Stations

Joined Credit Card

with ZAIN

Joined Credit Card 

National Energy Company 

Joined Credit Card 

Jordan Drivers Association

White Labeling Finance 

Facilities (Consumer Credits)

with Furniture store

White Labeling Finance Facilities 

(Consumer Credits) with 

Electrical Equipment  Supplier

White Labeling Finance 

Facilities (Consumer Credits)

with Supermarket

Strategic

Alliances



Example: „Executive Expat Banking“

 Distribution Channels:

online, mobile/Smartphone, 

branches at point of interest (e.g. 

airports)

 Client Retention:

benefits, special services

 Customer service:

24/7 call center with priority 

status, toll free number, tax 

advisory services for wealthy 

people, multi currency accounts 

 „Earnings Model“:

payments, assurance, mobile 

contracts, investment advisory

 Innovation Management: 

developing constantly expat 

services (bank, non-bank)

 Innovation Portfolio: internet 

banking, smartphone banking, 

tailored expat banking services

 Core Processes: specialized teams for 

expat services / relocation services 

 Organization Structure: Premium 

Banking, Corporate Banking Segment

 Infrastructure: focused on international 

payments

 Cooperation: Strategic Alliances: tax 

advisory companies, airlines alliances, 

credit card companies, network 

partners in the expat regions, service 

companies/retailers in the home 

country (e.g. servicing handicapped 

relatives, shopping service)

 Value Proposition:

Services customized for Jordan 

Expats  

 Positioning:

“Best Jordan Expat Bank”

 Branding 

“Your Home Connection” 
 Qualification: specialized 

expat advisory teams

 Culture: strongly 

international orientated staff
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QNB 2 JORDAN
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Thank you so much for your attention!
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