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Conference In Numbers

Attendees

Speakers

Days

Streams

Participating 
Countries

Vendors

172

44

2

5

34

57

Geographical Distribution

Job Title Distribution

21% Cxos, MoBs, VPs

40% Heads and Directors 
26% Managers

13% other

35% Western europe

40% Cee

9% Southeastern europe

5% russia and CIS

4% nordics

7% other

A word from our Gold Sponsor SAP Hybris 
“It’s impossible for anyone to keep up with all that is happening in 
the Retail Banking industry. That’s why this event was important, 

as it provided an abundance of informative and thought-provoking 
content to consider in the weeks and months ahead.

Throughout the event, there were presentations and lively debate 
on the way forward, and while we don’t have a crystal ball, we 

remain convinced that banks adopting a strategy that advocates for 
customers and provides continuous value to them will be the clear 

winners. “

Interested in finding out more? Check out this Finextra 
whitepaper sponsored by SAP Hybris

www.fleming.events Post Show report

Watch the  
best moments  
in 95 seconds

https://www.youtube.com/watch?v=WkqNC_8TE6A
http://hybris.com/en/downloads/white-paper/bank-of-one-contextual-personalised-financial-services/595
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Top Speakers And Presentations
According to Sli.do voting
The retail Banking forum strives to bring fresh ideas and out-of-the box perspectives that will impact your 
work in the upcoming months. Here are some of the most thought-provoking ones.

Will banks or FinTechs 
win the digital revolution? 
Darwin re-loaded

Benoit Legrand
ING
Head of FinTech

What are the roots of digital revolution and how 
can you best seize these new opportunities? 
Those were the main themes of a presentation 
by Benoit Legrand, which took place on Day 1.

“The main challenge of the digital revolution is 
not digital...it is human and cultural”

According to an Accenture  
- McKinsey statistic, 35 - 40%  
of banks are facing a threat 
from a FinTech. 
So can you survive in this era 
of drastic transformation? 

 According to Mr. Legrand, banks can 
profit from the FinTech revolution if they 
either
1. Opt for a new banking model:
• From “cost+ driven” to “customer value-driven”
• Based on authentic values: consideration, 

transparency, simplicity and performance
• Open to the external world, partnering with 

FinTechs, walking away from the “not invented 
here” syndrome

2. Embrace innovation at its core
3. Transform corporate culture: 
from a vertical model (knowledge, decision-
making, implementation) to a horizontal model 
(collaborative, structured, empowering).

“It has been a very 
inspiring day: views from 
different angles and 
very open debates; it’s 
quite interesting to have 
so many people with 
different views because 
we don’t all share the 
same ideas. I found it 
quite interesting and 
inspiring.”  

Benoit Legrand, ING, 
Head of FinTech

2nd  
best  

speaker
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Strategies on Improving 
Customer Acquisition

Maria Jose Jorda
BBVA
Head of Customer Experience Transformation

Maria’s top-rated presentation, focused mainly 
on adapting to changing customer demands and 
habits.

“It is mostly about your current 
customers’ experience”

 The statistics claim that digital customers 
choose a new bank according to: 
• 40% listen to what family and friends are saying
• Digital customers think in terms of convenience, 

simplicity and immediacy
• Life stages play an important role

In her energetic and powerful presentation, Maria 
stressed that it is crucial to offer experiences that 
people talk about, address customer feelings with 
great design that is customer-centric and value 
which can be achieved from customer insights.

Day 2 Collaboration for 
Disruption panel
Attended by bank representatives (erste Group 
Beeone, Banca Mediolanum) and finTech 
companies (number26, Moven), this panel 
discussion stirred up a lot of controversy with 
many “chicken and egg” issues, such as whether 
banks should do more to embrace finTechs. or 
should finTechs offer their lessons to banks? Is 
it technology or regulation that is driving the 
change?

“It is very interesting because we have seen different 
players here: we’ve seenFinTechs, banks and regulators 
and these are the three main players right now in digital 
transformation.” 
Maria Jose Jorda, BBVA, Head of Customer Experience 
Transformation

1st  
best  

speaker

“I didn’t know what to 
expect, I didn’t know a 
lot of people, but it has 
actually been great, the 
presentations have been 
great and I think I will 
definitely come back  
next year.” 
Julian Colombo, 
Santanter, Global Head of 
CRM, Business Intelligence 
and Commercial Tools

“I think Vienna is a 
great venue to have 
a conference like this. 
I think conferences are 
always useful in bringing 
us together, as we are 
building a platform with 
the best products from all 
around the world; there 
can be FinTech people, 
but there can also be 
traditional banks that  
offer great products.”
Valentin Stalf, N26, CEO
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Creating a seamless omnichannel 
customer experience

Maria Jose Jorda
BBVA
Head of Customer Experience 
Transformation

What does a truly omnichannel experience 
represent in your opinion?

for me omnichannel means it’s not multichannel, 
where you have different channels; omni means 
that all of them are integrated in such a way that it’s 
seamless for the customer  – you don’t even realize 
if you have asked a question through a chat and 
then replied via email, or you call the call center and 
then you receive something at home. 

We need to have clients identifying with the same 
idea, we need the infrastructure behind to support 
a new way of communicating with clients when it 
is really seamless for a client. Your ideas register 
and everything that is happening even is it is live 
moments. We know someone is getting married so 
that’s why we propose a loan. The way we use the 
data we have facilitates our communication with 
clients. 

And what was the most challenging part for you 
and BBVA when adapting to the new needs of 
the customers – when changing the customer 
experience?

I don’t think there are new client needs; basic needs 
of people have always been there, but it’s true 
that in this era of customer empowerment, it has 
been very challenging for us to introduce things 

like design and experience in everything we create. 
We used to do things like in any other institution, like 
IT and business, where you decide how to do things, 
prioritize, create products… now you have to add 
the design perspective and the experience,  
and this has been a big transformation in the 
company. But now it’s successful: we are creating 
products that the customers love. We have, for 
example, BBVA Compass – it’s one of the leaders 
in mobile experience, which is very connected to 
acquisition, so we are very happy with how the 
design has been introduced.

Nowadays, customers are so much more 
informed. Is that challenging for you as a bank 
or is it more of an opportunity to really bring 
something better in terms of services and 
products?

Well, I think it is challenging, but of course it’s 
an opportunity because in this time of change 
you need to position yourself somewhere that 
the customer can find you, talk about you and have 
good experiences, and if you work on providing 
these experiences and connecting with clients it is 
a good opportunity for those that make that change. 
And I consider BBVA to be part of this big change. 
So I think it is an opportunity for us because you 
then kind of differentiate from other banks. 

What will the bank of the future look like? 

I think there will be very rapid financial services 
provided by platforms and banks that have opened 
their APIs and services to third players, so that you 
will have an ecosystem of players like finTechs and 
all the financial services providers that are creating 
experiences for clients.

I see that it’s going to change a lot, because it’s 
all about the platform being open and you know 
regulators are allowing, with the new regulations, 
third players to come on top and provide customer 
experiences. 

SPEAKER‘S CORNER: On-site Interviews
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Banks vs. FinTechs,  
the ING experience

Benoit Legrand
ING
Head of FinTech

How is ING bank facing the phenomenon of 
FinTechs? Do you see them as competitors or as 
partners?

It’s a very game-changing thing. As a matter of fact, 
we somehow consider ourselves as being a 20-year-
old fintech; we were also disruptive ourselves, so 
as it is a culture change, I think we know how this 
culture is moving. And today we look at them more 
as partners, as working with them just to open up 
our minds and get things done, which could be 
done faster and better because those solutions 
already exist there, so we really look at them as 
partners. 

And how concretely are you applying the new 
FinTech tools and ideas?

So, we have different ways of doing it: one of them 
is that we have incubators like the InG finTech 
Village in Belgium or the Innovation Studio in the 
netherlands, where we have those companies 
with us for couple of months to try to put their 
solution into our services. So including them 
and helping them to grow is one way, or we have 
partnerships with companies as we would have 
normal partnerships with suppliers , but we also take 
stakes in companies like we do with Kabbage in the 
United States for instant lending, but always with 
the idea of bringing this customer experience to our 
customers, so the idea is not as such to partner with 
finTechs, but the aim is to empower our customers 
to get a step ahead in life and in business. So 
how can we use this technology – this customer 
experience – to be closer to customers and deliver 
value to them? eventually, this is about delivering 
value to the customers. 

And is it easy or challenging to cooperate with 
such new instances in banking?

It’s a big challenge. Let’s be frank and honest, it’s a 
big challenge because two opposite cultures need 
to work together – different interests, big companies 
with heavily regulated processes and then people 
with smart ideas and technologies, a lot of agility 
and not always the same objectives – so it’s a 
huge challenge; it’s a cultural challenge, but the 
difference is made by people eventually, 

whether we effectively and genuinely want to 
work together and we are transparent and honest 
in telling each other what is going right what is 
going wrong and also accepting that mistakes will 
be made.

It’s really an example of partnering, and there is 
nothing new in the world of partnering, it’s now 
happening with finTechs, we have partnered 
with many people many times in many different 
businesses; the idea has not changed – being a 
partner takes a lot of effort, being authentic and 
genuine and a lot of good results at the end as well. 

Do you think trust and credibility might be the 
downfall of many FinTechs? I mean after all, 
banks are based on the trust of customers.

That’s certainly a big challenge. The whole banking 
industry is built on trust, so nowadays things are 
going fine, but you may well come to a point where 
finTechs might have some problems. And we have 
seen this in different parts of the world; it’s a normal 
thing. I think I expect more regulations to protect 
consumers. But building trust is absolutely essential.
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N26: A bank suiting the needs  
of a digital native

Valentin Stalf
N26
CEO

What is the difference between N26 and other 
Neobanks that would make me want to move my 
account to you?

I think we have tried to build an experience that is 
very similar and comparable to Spotify, Uber  and 
any other great apps that you use daily; we tried 
to actually build something without looking at 
traditional banks, but built something from scratch 
as you would build it for a digital native. I think we 
have done a pretty good job. our customers like the 
product; you can, for example, sign up within five 
minutes, you don’t have to sign any papers, you get 
your card a couple of days later and I think we just 
tried to have a really cool digital native experience. 

Besides all the new features you present, is there 
any similarity with a traditional bank? Do you 
have something in common?

I absolutely think the needs of the customers 
haven’t changed, customers still want to have, 
sometimes they have too little money, they want 
to have financing, sometimes they have too much 
money they want to invest or save, or sometimes 
they want to insure something.

 So I think the fundamental needs are very much the 
same as they were 20 or 30 years ago, but I think 
the way how you interact with your bank – whether 
you go to a bank branch or do you do everything 
on your mobile – that has changed completely. 
That’s what we are aiming for and what we are doing 
different. 

And is there a challenge or issue that people find it 
more difficult to trust a bank that is purely digital 
or a mobile app?

I think because also all our marketing happens in the 
digital realm and you know having a smartphone, 
having facebook and Twitter also changed how 
you do marketing. Ten years ago, you would have 
to invest 10 million euros for additional marketing 
campaigns, but today, people give trust if they go 
to the app store and they see, I don’t know, 500 
reviews that are positive; suddenly you have created 
a brand within a very short time that is very trusted.

So because we have the social media, the app store 
and ratings of customers, we have created trust in 
a very short time. And I think that’s what you can do 
today – it doesn’t take 10 years to create a bank; you 
can do it in a couple of years and you can be more 
trusted I would say than traditional branches.

What is your vision for the future? You have 
currently joined forces with TransferWise; is 
there any other step you would like to make? 

I think the big focus that we have is to kind of try 
to build a platform of the best finTech innovations 
all around the world, because we believe that we 
cannot be the best in every product that we are 
building, so we try to leverage the best companies 
all around the world and give our customers one-
click access to these products. one example is 
TransferWise; I think it’s a very cool product and we 
try to do that for all the dimensions, meaning we do 
it for saving products, for investment products, for 
credit products and also for insurance products and 
that means we always select the best partners for all 
of these products and then we can be better than 
a traditional bank in every dimension.

Do you consider yourself as being a disruptor or 
even a competitor to a traditional bank? Or are 
your competitors other neobanks?

I think competition is very low in our segment. 
Traditional banks are very old and very slow, so 
there is not so much digitalization coming from 
them. I think we really focus on execution and 
our customer. We see their needs and we see 
that customers like our product, so they just sign 
up for our product without us really investing in 
customer acquisition and that’s cool, but I also think 
there are some traditional banks that are better 
at digitalization obviously, so that’s also a little bit 
of competition; you have a few neo and challenger 
banks in the UK, but you don’t have them so much 
in Central europe. 

And where do you see the future of the banking 
industry in general?

I think the bankers of the future are going to be 
designers and product managers and not traditional 
bankers that you find in a bank branch. The industry 
is going to be much more efficient: I think there 
will not be banks with 100,000 employees. our 
company has around 160 employees. Maybe we 
will have 500 or 1,000 at one point, but I don’t think 
you need to have 100,000. So I think the industry 
will be much more efficient, with many more 
technology-savvy people, many more risk analysts 
in the background, but very specific highly skilled 
people – not like the broad labor that today’s banks 
are employing. 

Top presentations
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Sli.do polls

Interactive 
Corner

Which is the most important success factor 
in your opinion?

Choose the most important factor 
for success in retail banking?

111 
active users

143 
votes

68 
questions asked

85 
likes

Some of the most 
interesting results:

58% - engage Staff

37% - engage Customers

5% - All 3 equally

0% - Improve presence

0% - other

88% - User experience

6% - Appealing features

6% - Constant improvement

0% - focus on business
Close synchronization with 

0% - other channels

Twitter 
wall

Find the rest at: https://www.sli.do/event/lgyt73b3/infographic/c/d1f5



www.fleming.events Post Show report

Participating Companies

 Agroindbank Moldova
 Akbank
 America Bank
 Asseco romania
 Asseco See
 Banca Mediolanum
 Banca Sella
 Bank Bemo Saudi fransi
 Bank Zachodni WBK 
 Banka Kombetare Tregtare
 Bawag
 BBVA
 Beeone – erste Group research 

and Development Lab
 Big Data Scoring
 Ceska Sporitelna 
 Comarch
 Dimoco
 Documatrix 
 earnix 
 entrust Datacard 
 eoS Matrix Ltd 
 eoS oID Inkasso-Dienst
 erste Bank 
 erste Bank Group 
 eurobank ergasias 
 eurobank ergasias 
 eurobank SA 
 european Commission 
 fibabanka 
 Grow VC 
 Hitra 
 Hopwood Communications 

 HPB 
 Huawei 
 Hypo Alpe Adria Bank 
 InG 
 InG Bank 
 Intesa Sanpaolo 
 JSC Bank republic 
 KapitalBank 
 KapitalBank 
 Krediidipank 
 Loxon Solutions 
 Marcom Central/ricoh 
 Maybank 
 Microblink 
 Microsoft 
 Microsoft Dynamics 
 Moven
 n26 
 nedbank 
 ness Czech 
 new frontier Group 
 online Business Technologies 
 oP financial Group 
 open 
 oracle  
 oracle financial Services  
 oTP Bank 
 oTP Bank Serbia 
 oTP Banka Slovensko 
 Patria Bank 
 Piraeus Bank 
 Postbank 
 Postova Banka 

 PSA  
 raiffeisen Bank 
 raiffeisen e-force 
 raiffeisenbank CZ
 ricoh Austria & ricoh Hungary 
 ricoh europe 
 ricoh UK 
 royal Bank of Scotland 
 rubbles
 Saman Bank Corporation 
 Santander 
 SAP 
 SAP Hybris 
 Savings Bank 
 SBerBank europe 
 Sberbank europe AG 
 SIA 
 SunTec Business Solutions 
 Tatra Banka 
 TBC bank 
 Techrules 
 TransferWise 
 Unicredit 
 UniCredit Business Integrated 
 Solutions 
 UniCredit Group 
 Vaamo 
 Vojvodjanska Banka 
 VP Bank 
 Wirex 
 ZoPA 
 Zuno Bank 
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Gold sponsors:

Silver sponsors:

Bronze sponsor:

Endorsing Partner:

Media Partners:



Our Thank You

We would like to thank:
• our partners and sponsors for 

supporting us and the whole event,
• our speakers and advisors for 

contributing with their knowledge, 
experience and strategies, and

• our delegates, who were a great 
audience that enthusiastically 
proposed their ideas and boosted 
discussions.

We were very delighted that you 
chose to attend the 14th Annual 
retail Banking forum in Vienna and 
we had the chance to meet you. We 
believe that the event was beneficial 
for you in terms of both learning and 
networking.
I hope to see many of you again 
next year!

Matej Matecek

Project Manager, Senior 
Production Specialist
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Pipeline of our 2017 
financial events:
February
10th Annual Bancassurance forum, Amsterdam
2nd Annual european Motor Insurance Summit, rome
Insurance fraud forum, rome

March
2nd BankInno, Barcelona

April
8th Annual Shared Services forum, Prague
5th Annual Life Insurance forum, Amsterdam
14th Annual Banking operations forum, Amsterdam

May
5th Annual operational excellence Insurance forum, Amsterdam
12th Annual Credit risk Management

June 
Artificial Intelligence in finance / Machine Learning
MiFID II: Post-Implementation Review

October
forbes Business Conference
11th Annual Collateral Management forum
8th Annual Insurance Distribution Strategies

November 
12th Annual Liquidity Management
11th Annual SMe Banking europe
11th Annual Internal Audit & GrC forum
Anti-Money Laundering & financial Crime
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For sponsorship opportunities, please contact:

Michael Weiss
Business Development Director

Fleming.
T:  +421 257 272 133
F:  +421 255 644 490
E:  michael.weiss@fleming.events
W:  http://www.fleming.events

For media partnership opportunities:

Sabina Masova
Marketing Manager

Fleming.
T: +421 257 272 165
F: +421 255 644 490
E: sabina.masova@fleming.events
W: http://www.fleming.events

ABoUT Fleming.

Fleming. connects great people, useful know-how and valuable opportunities. 
With 12 years in the business and 300+ events organized annually, Fleming. has 
grown to offer a portfolio of Conferences, Trainings, exhibitions, Blended Learning 
and online Conferences. Present on five continents, Fleming. has partnerships to 
always stay one step ahead. More than 50,000 satisfied companies participating at 
our events every year prove that Fleming. is the right partner. 
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