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Get the answers to these key questions:

What are the cross-sell strategies that
currently work best?

Which critical success factors are at the
core of ‘best-in-class’ cross-sell strategies?

How do you avoid, or minimise ‘channel
conflict’2

What's the best approach to motivating
and rewarding sales staff?

What lessons can usefully be learned from
other banks’ recent experiences?

Why are some commercial banks so much
better at cross-selling than others?
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Retail bankers are switching their strategic focus from cost reduction to revenue growth, driven by the
twin imperatives of achieving cost-effective scale and the need to meet investor expectations of higher

annual growth rates in earnings.

This renewed drive for organic growth has
made cross-selling a new priority across the
banking sector. Other traditional sources
of organic growth, such as loan demand,
have slowed while adding new clients has
become increasingly more expensive as
marketfs grow ever more competitive.

However, the cross-selling 'holy grail' should
be approached with caution.

Commercial bankers' new determination
to sell more products to their existing client
base is no guarantee that theyll actually
increase their sales. This is particularly the
case in developed markets where customers
are more savvy than ever, and, increasingly
willing to switch their business, as they face
the economic reality of slowing annual
growth in household income.

Profit from 12 detailed and
up-to-date case studies:

* Banco Popular Espanol
* Bankinter

* HDFC Bank

* ING Direct

* KBC

* Millennium BCP

* Shinsei Bank

* Société Générale

* Svenska Handelsbanken
* UniCredit

* Wachovia

* Wells Fargo & Co

What's more, there's evidence to suggest
that consumers in some markets do not
necessarily want fo buy more from a single
bank — a customer mindset that, if true,
poses a fundamental challenge to the
growth assumptions taking root in many
bank boardrooms.

That's why Cross-Selling in Retail
Banking is such a timely report.

At its core is a series of in-depth inferviews,
conducted in early 2006, with some 20
leading retail banks in the US, Europe
and Asia as well as specialist consultants
and other experts in the retail banking
sector. It also applies a rigorous research
methodology to the evaluation of recent
cross-selling initiatives by a number
of leading commercial banks, and
several independent studies on cross-
selling strategy commissioned by market
participants and consulting firms. From this
primary material, the author identifies and
develops 12 contemporary case studies
of successful cross-selling that illustrate a
variety of strategies.

These include acknowledged leaders such
as Wells Fargo and Wachovia in the US,
Banco Popular Espanol, Millenium BCP
and Svenska Handelsbanken in Europe
and Shinsei and HDFC Bank in Asia.

The report concludes with the author's own
findings and conclusions, together with his
assessment of future trends in cross-selling
across the retail banking sector.

Some of the report's findings and
conclusions may make for uncomfortable
reading in certain quarters. For the author,
Steven | Davis, is a 20-year veteran of the
international banking sector who is not
afraid to tell it as he sees it. But his analysis
is no less valid for that.

Indeed Davis' frank, informed assessment
of the challenges inherent in retail banking
cross-selling should make Cross-Selling
in Retail Banking required reading for
bankers around the world.

Particularly those who are serious about
making a success of their cross-selling
efforts...

Plus 27 one-on-one interviews with leading banking practitioners

and industry experts:

Financial Institutions: Nordea
Alliance & Leicester
Sun Trust

Shinsei Bank

Banco Popular Espanal
Bankinter

Citigroup

HSBC

ING Direct

Lloyds TSB

KBC

Millenium BCP

HDFC Bank
Swedbank
UniCredit

Wachovia

Wells Fargo

Société Générale

Svenska Handelsbanken

Consultants:
Accenture

AT Kearney

Capco

Deloitte

Ernst & Young
McKinsey & Co
Mercer Oliver Wyman

Novantas

— simply log in to www.vrlknowledgebank.com/trial
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Who should read this report — and why?¢

Heads of Retail Banking and Marketing Managers who want o
understand industry best practice and the lessons they can derive for
their own business from others’ recent experiences — both good and
bad - so they can make a realistic assessment of their own prospects

for cross-selling success.

Management Consultants who need to know what lessons
from others’ experiences they can take to their own banking sector
clientele, who want a source of comparative data they can use in their

Banking Sector Equity Analysts who need hard data and rigorous
analysis that they can use to arrive at a more realistic assessment of
real, ongoing growth in earnings per share, be it across the banking
sector as a whole or for individual banking stocks.

Business School Academics and MBA students who are looking

for a reliable source of information on current banking sector practice
in the area of cross-selling, including hard data.

... plus anyone else in retail banking and financial services who wants
to know more about the opportunities, challenges and possible pitfalls
of cross-selling as a core strategy for growth.

own work and who want to ensure they are up-to-speed with industry
best practice.
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‘/F/ commenced at J.? Morgan, where he managed

a Paris-based research and M&A unit. For

Bankers Trust Company, he ran a venture

capital subsidiary in New York and, later, the bank’s European businesses

from a London headquarters. Subsequently he set up and managed for six

years the London-based merchant banking subsidiary of First International
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Since establishing Davis International Banking Consultants (DIBC) in 1980,
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and investment banks, global fund managers, insurers and other financial
institutions. In 1993, he headed a DIBC team that advised the Norwegian
Ministry of Finance on the restructuring of the country’s banking sector during
the Nordic banking crisis. In addition, he and his colleagues have prepared
over 60 financial sector research reports for publication by investment banks
and other clients.

Mr. Davis is the author of seven books on the banking sector.
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