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German market is still attractive

Quelle: McKinsey  
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Postbank has an excellent position for the 
market challenges through sustainable 
competitive advantages

Nationwide Central  management

• Focussed retail player with strong multi-channel capabilities 
• Well positioned to deal with changing customer needs in 

products and channel usage

+ Cash access (7,800 ATM; 

10,000+ branches)

+ Close to the customer

+ Increasing skills in selling push 
products in a standardized way 

+ New channels 
- Call-Center
- Internet
- New  mobile solutions 

+ Possibility of cost degression 

+ Time to market in products

+
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Postbank:   the „giant“ wakes up

Full-range of 
banking services

• Banking licence since 1995
• Total assets € 135 billion

• 9,850 (20,000+ in 1992) 
• Of these, mainly in 3 operations centres

Branches
• 10,000+ points of contact with 2-3 million potential customers daily
• 700+ branches with dedicated financial advisors

Staff

Direct channels
• One of the largest "direct banks" in Germany:

– 1.8 million online accounts (banking & brokerage)
– 2.4 million telephone banking customers
– Direct mail volume: 25+ million mailings per year

• 10+ million customers
• 4+ million current accounts
• Nearly around 18 million savings accounts

Customers / 
accounts

Brand-name
• Considered as trustworthy, low-priced, and technology leader 
• Advisory competences still to be developped
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Pull 
Examples

Current accounts
Savings
Brokerage
Cards

Examples

Funds/capital market-type investment
Insurance
Credit 

Push- and -pull concept of marketing and 
distribution

Customer has clear need and independent 
initiative
Product and brand familiarity 
Distrubition can be supported by marketing           
campaigns
Potential benefit for client

- Easy settlement
- Attractiveness of conditions, price,          

performance

Customer has latent need,
Initiiation necessary
Sales over branches and mobile sales forces
Trustworthiness of expertise (advice)
Quality of advice

Different key factors of sucess mirrored in organisation, 

marketing approach, channels and tools

Push
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2001/2002

2002/2003

2003/2004

Organisation:

Product / sales approach

Organisation

Product / sales approach

- Callcenter-concentration on 3 locations
- Reflection of pull and push marketing    

approach in the organisational structure 
eg. Establishment of securities department

Postbank on the way to high performance 
sales engine 

-Integration of (building) mortgages

Organisation
- Optimization of multi channel

Project „from sprint to marathon“
• Rollout into the branch network

Project „Bestandsarbeit“
• Exploiting customer information

Project „Systemgeschäft“
• Fundamentals, Tools, systematic 

sales 

Project „Systemgeschäft“
• Implementation of systematic sales 

approach

Increasing product portfolio (ex. Dax Sparbuch, 
mutual funds)

E-Finance Strategy
• Concentration, improving Sales 

capabilities

New products
• Sparcard direkt
• guaranteed-funds

New products
• New checking account
• New saving product

Product / sales approach
„setup“

„get going“
„heading forward“
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„PULL“ is a great success story 

All time high in savings Innovations: Dax savings  

Number 1 in Cards

#  in Thsd.

5.527

6.137

5.918

2001 Ist 2002 Ist 2003 up to now

Dax Sparbuch in Mio. Euro

295

2.245

1.292

2001 Is t 2002 Is t 2003 up to  no w

Savings in Mio. Euro

35.683

37.188

32.406

2001 Ist 2002 Ist 2003 up to now

Savings m € Dax Sparbuch m €

# 000
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Market Leader in E-Finance

Postbank has sucessfully implemented „PULL“ 

Number 1 in Internet Banking

Channel is used for 

Information
Transaction
Sales
100% straight through selling

process for all products

Number 1 in Internet Banking

Channel is used for 

Information
Transaction
Sales
100% straight through selling

process for all products
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Products Tools NOW USE IT

Demand evaluation Product offer & execution

n Product matrix 
with top funds

n Product information
l „Anlagekompass“
l „Anlagewelt“

System based sales 

n ABC (all financial 
advisors)

investment check

n FBC (all financial 
advisors)

financial check

Certification

n eABC
l Rollout
l Target: 200 - 250

financial advisors
for 2003

n The investment  
counselling will be 
certified 

n Certification by TÜV

n Target: certificates 
for all branches by 
end of 2003

Rally in „Push“ products successfully started
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Staff structure
in 1.000 FTE‘s *

Sales Performance financial advisors
base 2000 = 100

* DPAG and subsidiaries * recalculated on „switch“- fee base

Retail Outlets are increasingly efficient

100

129

213

100
106

169

2000 2001 2002

FDL Total *

Per Sales Advisor 

1,5 1,8 1,9

16,518,6 17,7

2000 2001 2002

counter

sales advisors 
Postbank

20,1
19,5

18,4
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Postbank PB Vermögensberatung
high potential of attractive 
customers
low cross selling ratio
strong brand and market 
position

customer orientated advice
profit based sales forces
efficient processes

bind attractive customers via higher cross selling ratios thereby securing 
this target group
higher degree of customer satisfaction and customer relationship/higher 
rate of recommendation
increase of image in retail banking

+

Profit growth and enhanced 
customer loyalty

First sales results in mobile services very 
promising

Jan Feb März April Mai Juni

Revenues actual Revenues plan

ABOVE TARGETS!
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