
The Battle for 
the Future of 
Banking 
Distribution

A Spotlight on Developing Distribution Trends in Global Retail Banking
This 5-day programme is focused on changes taking place within the retail banking sector, especially in the African 
environment. It covers distribution trends in face-to-face and digital, and explores how leading players are responding.  
It includes our signature Customer Experience Store Tour and a day spent following the Digital Customer Journey.  
A highly practical event, aimed at senior banking executives, it is designed to give attendees the tools to create real 
actionable ideas, innovations and plans.

The Challenges of the African Market

In today’s increasingly fast-moving world, keeping up to speed with key trends is challenging. In the African environment 
there are new competitors in distribution and payments, and customers are ever more demanding. We will explore 
alternatives in distribution of products and services, with the insight of a global expert and former banker who has direct 
experience of the African market.

Key Topics
The drive to digital 

Technology is having far-reaching impacts on everyday lives, whether dealing with a bank or retailer,  
or simply making a payment.

The future of the branch network 

With the increase in non-branch channels, can profitable growth still be achieved?

The impact of non-bank environments on customer expectations 

How to deliver excellence in an omni-channel world, when many banks are failing to please their customers,  
grow their revenue, reduce costs and drive shareholder value.

Innovations in communications

The need for a new approach to marketing, and the appropriateness of existing business structures.

For a full list of programme dates, visit  
www.customerbuyology.com 



The day is led by 
John Berry 
an international banking expert 
across all distribution channels. 

Typical Agenda

For a full list of programme dates, visit  
www.customerbuyology.com 

Day 1
The Challenges Assessing attendees’ current local challenges to ensure programme meets expectations, and to appreciate  

them in the context of external market pressures on the economic model and current and future profitability.

Market Insights  
and Trends

Examining the latest trends in retail banking drawing upon recognised research from the likes of McKinsey’s, 
Cap Gemini and E&Y. Analysis of key trend changes in Technology / Institutional Changes / Demographics / 
Environment and Ethics, and Social Values.

Priorities Analysis of strategic priorities in the light of the winds of change sweeping the industry; a review of what  
market leading players are doing and where future priorities should be focused.

Strategic Alternatives A market assessment to determine alternative options for strategic direction. Focus on competitive pressures  
and other external pressures, plus what can be learnt from other sectors. 

Day 2
Customer Experience The value of investing in service and how it improves the bottom line. Lessons to be learned from leading 

brands and the key players in banking. How to effectively measure and reward performance, and how to 
deliver competitive advantage though developing a culture that creates outstanding customer experiences.

Distribution The impact of the drive to digital on customer interaction and the changing role and design of the branch.  
The importance of location, design, processes and functions, risk and regulation, people and capabilities  
and proposition. The difference between internet and digital banking, how to target in a multi-channel world,  
and the role of social media in the marketing mix. 

Day 3
People – How to 
Maximise Contributions

Organisational structure and how a future focused bank might be structured. The role of the leadership team  
in creating the vision and culture to drive transformational change. The power of people in the delivery of 
results and how empowerment works. Alternative approaches to recruitment, training and development.

Sales, Marketing and 
Communications

The changing role of marketing with a focus on Places (everywhere), Products (experiences), Price (exchange  
of value) and Promotion (evangelism). How data is the new gold and how to mine it. Product development  
and how to learn from other sectors. Innovations in communications and how marketers need to change to 
deliver in the new world being shaped by technology influences.

Day 4
Customer Experience 
Store Tour

Our signature tour is focused on benchmarking customer experience with leading retailers against banks.  
It provides an in-depth insight into what makes a difference in the delivery of “excellence in customer 
experience” and delivering sustainable improvements.
We examine three key areas: the experience delivered, the customer journey and creating the desired brand 
experience. We will also discuss measuring loyalty and advocacy and share of best practice success stories.

Day 5
Digital Customer  
Journey Experience

This day is the digital equivalent to the Store Tour. We consider the digital world, and examine diagnostic tools to help 
decode website effectiveness. A Retail Workshop includes site evaluations and critiquing. Then a Banking Workshop  
looks at the key parameters for banking, more site evaluations before drawing conclusions and action planning. 


