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Retail banking evolution
Some remarkable dates

                  About 1960                                                    About 1990                                               Today

� Banking activity
traditionally separated in:
• Wholesale  banking

(financial flows management
for commercial operators)

• Retail  banking
(financial flows management
for individuals)

� Activity oriented on
specific segments
• Wholesale banking more

addressed on private and
corporate banking

• Retail banking
focused on traditional activity
of savings and loans

Reduction
(by Big Players) of  Retail
banking and reorienting to

corporate finance and
investment banking activities

Revaluation
 of Retail as principal source
of business due to the strong

increase of commercial
competition

Separation
of primary banking activity

(intermediation) from
secondary systems (directed

to a few, big individual or
institutional customers)

� Return of  Big Players to
retail banking as well as
acquisition/recovery of local
banks (typically focused on
retail banking)
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Islamic banking evolution
Some remarkable dates (1)

2

1963                                                1975                                1979/1990                             Today 

� Constitution of Mit
Ghamr saving bank
(Egypt) founded by
Egyptian economist Ahmad
al-Najjar

� Constitution of
Tabung Haiji
(Malesia)

(today the older islamic
financial institution)

� Constitution of Islamic
Development Bank
(Idb) in Jedda

Constitution of Dubai Islamic
Bank, Islamic Bank Faisal
(Sudan and Egypt), Islamic
Bahrein Bank, Amanah
Bank (Philippine), Berhad
Islamic Bank (Malaysia), …

Evolution
 of Islamic banking

Birth
of islamic banking

� Banking Industry
islamization in
Iran (1979),
Pakistan (80’s)
and Sudan (1992)

� Islamic banking industry is
present in at least 50
countries (also where the first
religion is not Islam) with
estimated assets for around
750 billion dollars and annual
growth rate of 10%/15%.

The estimated number of islamic
banks is 390 and  the estimated
number of islamic investment
funds is more than 300.

Affirmation and
strong growth

 of Islamic banking

About 1960                                                    About 1990                                      Today

� Banking activity
traditionally separated in:
• Wholesale banking

(financial flows management 
for commercial operators) 

• Retail banking
(financial flows management 
for individuals)

� Activity oriented on 
specific segments
• Wholesale banking more 

addressed on private and 
corporate banking

• Retail banking
focusedon traditional
activity of savings and 
loans

Reduction
(by Big Players) of Retail
banking and reorienting to

corporate finance and 
investment banking activities

Revaluation
of Retail as principalsource 
of business due to the strong 

increase of commercial 
competition

Separation
of primary banking activity

(intermediation) from
secondary systems (directed

to a few, big individual or 
institutional customers)

� Return of Big Players to
retail banking as well as
acquisition/recovery of local
banks (typically focused on 
retail banking)

(1) Source: Bancaria 6/2008, La banca islamica: prospettive di crescita e questioni aperte. Rony Hamaui, Marco Mauri.



Retail banking evolution
Key trends

Local  banking Groups
Local banks owned by

big players

Retail network of big
national/international

players

Other competitors
(Post Offices, Foreign

banks)

RETAIL
MARKETS

� Exploitation of the local realities
(multi local approach)

� Customer care driven management
with focus on local markets
conditions

� “Service driven” model against
“Product driven” model

� Limited local identity and value
brand reduction

� Offer based on efficiency
maximization

� Low product personalization

� Abstract identity, not tied to the
historical and territorial tradition

� Offer based on economy of
scale/purpose

� Hard management of products and
relative conditions

� Big national network (limited
for Italian Post Offices)

� Offer limited (in retail banking)
to some specifics products
(for foreign banks i.e.
personal loans)
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Islamic banking
Key trends (1)

MALAYSIA

United Kingdom

ISLAMIC
BANKING
MARKETS

Best integration between traditional
banking and islamic banking
• 1983 Islam Bank Act (supervision of Central Bank

(Bank Negara Malaysia) also on islamic financial
institution)

• 1992 First Islamic Bank  (Bank Islam Malaysia
Berhad) quoted in the Kuala Lumpur stock market

• 1993 Skim Perbankan Tanpa Faedah (Interest free
banking scheme) introduce the  islamic window
(separated department focused on islamic banking)

•  Islamic bank assets in 2006=12% of total bank
assets; 11 Islamic Banks, Some player with islamic
window (HSBC, Citigroup, ABN Amro; …)
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BAHREIN

World higher presence of islamic
banks (27)
• Headquarter of Auditing organization for

Islamic financial institutions
• Headquarter of Liquidity management

centre (LMC) and Internationl Islamic
Financial Market (IIFM), focused on the
promotion of islamic interbank and capital
market

“No obstacles, no special favours”
• 2003 Finance Act (abolition of double tax of register for agreements

Murabaha like) and allow “profit share return” and “alternative finance
return” (to allow to deduce from income, like in a mortgage, the
payments due in a Ijara or musharaka agreement )

• Islamic bank of Britain allowed to develope financial activity from bank
of England with particular scheme of deposit agreement

Italy

A world to discover
• Restriction by banking italian law (art. 11

TUB says that banks are obliged to deposit
remboursement)

• 2007 Agreement between Italian Banking
Association and Arab Banking Union

Local banking Groups Local banks owned by
big players

Retail network of big 
national/international

players

Others competitors
(Post Offices, Foreign

banks)

RETAIL 
MARKETS

� Exploitation of the local realities 
(multi local approach)

� Customer care driven management 
with focus on local markets
conditions

� “Service driven” modelagainst
“Product driven” model

� Limited local identityand value
brand reduction

� Offer based on efficiency
maximization

� Low productpersonalization

� Abstract identity, not tied to the 
historical and territorial tradition

� Offer based on economy of 
scale/purpose

� Hard management ofproducts and  
relative conditions

� Big national network (limited
for Italian Post Offices)

� Offer limited (in retail
banking) to some specifics
products (for foreign banks
i.e. personal loans)

(1) Source: Bancaria 6/2008, La banca islamica: prospettive di crescita e questioni aperte. Rony Hamaui, Marco Mauri.



Islamic banking
Key trends in Italy

MALAYSIA

United Kingdom

ISLAMIC 
BANKING 
MARKETS

Best integration between traditional
banking and islamic banking
• 1983 Islam Bank Act (supervision of Central Bank

(Bank Negara Malaysia) also on islamic financial
institution)

• 1992 First Islamic Bank (Bank Islam Malaysia 
Berhad) quoted in the Kuala Lumpur stock market

• 1993 Skim Perbankan Tanpa Faedah (Interest free 
banking scheme) introduce the  islamic window
(separated department focused on islamic banking)

• Islamic bank assets in 2006=12% of total bank
assets; 11 Islamic Banks, Some player with islamic
window (HSBC, Citigroup, ABN Amro; …)
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BAHREIN

World higher presenceof islamic
banks (27)
• Headquarter of Auditing organization for

Islamic financial institutions
• Headquarter of Liquidity management 

centre (LMC) and Internationl Islamic
Financial Market (IIFM), focused on the 
promotion of islamic interbank and capital 
market

“No obstacles, no special favours”
• 2003 Finance Act (abolition of double tax of register for agreements

Murabaha like) and allow “profit share return” and “alternative finance 
return” (to allow to deduce from income, like in a mortgage, the 
payments due in a Ijara or musharaka agreement )  

• Islamic bank of Britain allowed to develope financial activity from bank
of England with particular scheme of deposit agreement

Italy

A world to discover
• Restriction by banking italian law (art. 11 

TUB says that banks are obliged to
deposit remboursement)

• 2007 Agreement between Italian Banking 
Association and Arab Banking Union

� Foreign communities larger and larger (foreign
citizen living in Italy in 2008: +16.8% vs. 2007,
around 3.5 millions (1)) with important presence
of islamic people estimated in more than 1.4
millions (2)

� Considerable business opportunities in retail
banking (total income estimated of foreign
people in Italy: around 20 billions of Euro (3)) to
satisfy the needs of banking services in
“consolidation life phase” (salary credit, daily
payments, pre paid cards, savings, personal loans,
mortgages)

� New feeling to ethical themes in banking
industry

• Source: ISTA T.

• Source: Bancaria 6/2008, La banca islamica: prospettive di crescita e questioni aperte. Rony Hamaui, Marco Mauri.

• Source: Western Union, Caritas.
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Carige’s growth
Key moments in the last 20 years

Carige’s
Group
foundation

IPO: first italian
saving bank

Branches
acquisition (124
from BdS, Intesa
and Capitalia)

Foundation of Carige AM
SGR SpA
Acquistion of Banca C. Ponti

Foundation of

•B. Carige SpA

•Fondazione C.R.
Genova e Imperia

“ Universal
 Bank””  (merger
of subsidiaries
finance
companies in
Banca Carige)

Acquistion of
C.R. Carrara

Acquistion of 2
Insurance
Commpanies
(Life and  non
Life)

Acquisition of

•B. Monte Lucca

•C.R. Savona

• Branches acquisition ( 79
from Intesa Sanpaolo e 40
from UniCredit)

• Foundation of Creditis
(Consumer credit
company)

    1991            1994     1995     1997             1999      2001–2003      2003 - 2004            2008

20 YEARS OF GROWTH AND AUTHONOMY DEVELOPMENT

5,903 EMPLOYEES
511 INSURANCE AGENTS )

643 BANKING BRANCHES
 378 INSURANCE OUTLETS

1,900,000 CUSTOMERS
1,200,000  Banking activity

700,000 Insurance activity

• Registered on  letter “A”  of Intermediaries unique Register.

• Datum at 3/3/2009.
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Carige is the first
Italian bank with a
branch focused on
foreign customers
(with employees
arabic speaking)

3,6 BILLION
 of EURO EQUITY (2)



Carige’s growth
Key numbers

Source: Operational data and companies data.

(1) Data at 26/1/2009; (2) First 10 Banks for market cap at 06/2008; (*) Data at 31/12/2007.
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Carige’s service model
The developing run

� Intensification  of commercial
activities , starting from the mid 90’s,
on “high” Customers segments
(Private and Corporate) as well as
specialistic service models

� Commercial effort progressively
product driven (more and more
standardized and bundled) and
governed by CRM applications

� Offer more and more rich of services
and proposals not based on the
traditional branch but focused on
new channels built on an intensive
use of the new technologies but,
often, far from the real expectations
of the final Customers

System trends Carige’s approach

� From regional to multi local
strengthening local relationships
as well  as relations with Public
Institutions

� Priority on “Traditional”  branch
and, first of all, on the branch
manager

1990

2009

� Progressive activation of new
channels complementary
services and not substitution
logic

� Distribution model which
separate  production
departments and distribution
departments

SPECIALIZATION ACTIVATED WITH ATTENTION TO THE
DIFFERENT LOCAL MARKETS

1990

2009

Starting of Corporate
and Private  districts 1999

2000Starting of Banca Carige
On Line Banking

2004

2005

2007

New organization model
based on production
departments (product
farms) and distribution
(customer segments)
Assurbanca project
(sinergy  between bank
and insurance)

Back Office centralizing
and enhancement of
customer specialization
(affluent  and small
business )

New network model

Projects
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Carige’s service model
Strategy and project

Enhanced
commercial

effort

Branch focused
on “core”
activities � Progressive and driven migration of part of the transactional activities

(performed in the branch by tellers) on self service channel (since the
80’s -  with “Bancacontinua” branches)

� New and only computing system for the whole Group (Banks,
Insurance, other Companies) and delivery of new commercial and
transactional supports (New TP system with virtual operational and
commercial desks which gives a single point of access to the whole
information about the Customer)

STRATEGY PROJECTS

� Creation of a Group Back Office Department focused on back office
activities (Individuals, Business and Public Institution) which centralize
the whole “non core” branch activities (year 2005)

� New distribution model with strong central address and managing of
salesmanship; interfacing with production departments and
enhancement of “local presence” (year 2008)
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Carige’s service model
Organization – Production and distribution

Non Life
Insurance

Payments
systems

Loans
(business and
individuals)

Life
Insurance

Asset
mngmt

Financ
eProduction

Consumer credit

Sales &
Marketing

Liguria Network

Insurance outlets network

Extra Liguria Network

New Branches Dev.pt

Subsidiaries Banks

Use, the more possible,
of “Home made”

products developed by
internal production

departments

Selling channels dev.pt &
Ins.ce network coordination

Network Banks with
faculty only about
loans (Driven by

holding)

Pricing “production
driven” (Price list) but

strong  faculty of
personalization reserved

to the Network

Commercial
Communication

Wealth Management

CLEAR SEPARATION OF PRODUCTION DEPARTMENTS FROM SAL ES DEPARTMENTS
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Carige’s service model
Organization – “District” approach

� Enhancement of local presence (commercial issues dr iven
by teamworking)
- commercial enhancement strategy, especially for best

customers
- strong adoption (and use) of Branch manager faculties (i.e. for

price personalization)

� Value proposition for “best resources”
- staffing of  best branch manager as “head district branch

manager”
- career opportunity for “best resources”
� Coordination activities oriented to account manager s
� Tutoring and training on the job for junior account s
� Link between account managers, segment managers, an d

wealth management

LOCAL PRESENCE STRENGTHENING

Area managerArea manager

Head district
Branch
Head district
Branch

“District”

Branch 1Branch 1 Branch 2Branch 2 Branch nBranch n

Private - Affluent
Manager
Private - Affluent
Manager

Corporate and SB
Manager
Corporate and SB
Manager
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Many channels – one branch
Branch and customer closeness

“Customer

Closeness”:

the “key” to

distinguish and

compete on local

markets

Closeness in physical sense (the branch) and “proximity
to the customer” (the spirit of service)

Enhancement of relation always based on relation: trust,
listening and collaboration

Commercial proposal lean and simple which allows quick
answers to customers

Quality of service given (wellcoming , comprehension
and satisfaction of customer needs )

Technological and process innovation to simplify and
reduce transactional activities

“All services” Branch
Branch “focused on

relationship and service”

= +

Good central operating
support

From …To

In 20 years

from 137 to 1.018

sales points
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Many channels – one branch
First italian bankig branch focused on foreign Cust omers

Foreign Customers
in Banca Carige means:

• 16,000 Customers
• 126 Countries

• 27 millions deposits
• Around 100 millions loans

Source: Operational data at january 2008.
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Many channels – one branch
Carige’s offer for foreigners

14

A complete range of products
 to support our foreign customers in every day’s ne eds



Many channels – one branch
Customer opinions - Synthesis

Our Customer

trust on us

Relationship enhacement
always focused on : trust,
listening and
collaboration

Service quality made by
wellcoming,
comprehension  and
customer needs
satisfaction

Better perception
compared to 2006
observatory of the
presence of specific
account managers

68% of customers declare
themselves satisfied , in
improvement compared
both to the system and to
the 2006 observatory

Stress on enhancement of relation with local realit ies (multi local approach)
to build long period relationship

15
Source: Observatoy ABI – Eurisko  on Customer Satis faction – Positioning 2008
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Inside the branch
People, products, technologies

Distribution
model “branch

based”

• Investments focused on branches (more than 150 mill ions of Euro in three
years)

• Governance branch based (faculty to branch managers )
• Virtual channels supporting branch which is the owner of customer relation

Filile

ATM

Consultants

On line
services

Mobile

Call Center

Insurance
outlets

175.000

643

375

Fonte: Dati societari gestionali.

351

831

18.000
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   BRANCH

POS

Customer experience


