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Source: Simon-Kucher & Partners

Cross-selling is not working at most banks! 

80-120 1.5 - 5.0

Number of presented / offered products on homepage: Average number of used products per customer:
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First problem: Customers are not in branches or on the 
homepage: They are in the online / mobile banking login area
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Second problem: Communication is too often directed to 
“system 2 not 1”. But that “system” is not available for banks!

75 x 25 = ?

The thinking of “system 1” is…

 Intuitive and without effort

 Fast

 Always available for nearly all people

 Emotional

The thinking of “system 2” is…

 Effortful

 Slow and limited (people are using it for 
work or things they are interested in)

 Not available to same extent for all 
people (different levels of intelligence)

 Rational

Source: Simon-Kucher & Partners 
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Source: Simon-Kucher & Partners

Gamification is one element of intuitive “system 1” 
communication in the digital world (1/2)

Project example of a 
gamified financial health 
check and programme, 

pre-filled in the login area
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Source: Simon-Kucher & Partners

Gamification is one element of intuitive “system 1” 
communication in the digital world (2/2)

Project Example

Pricing and sales success in the digital world 6



Pricing and sales success in the digital world

Source: Simon-Kucher & Partners

Project: Development of new modular price / product / 
sales concepts in three different product categories

It is very important to design these application in a consistent way to have the chance afterwards to 
merge them together to a holistic digital product platform (see next page). 
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“Financial health check” and Customer programme 
platform

By clicking on the different cards, the cards are flipped and customers are 
guided to product configurators (see previous page)

“Open Banking” 
platform: 
customers can also 
import or enter 
third-party 
products; own 
products are pre-
filled
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Source: Simon-Kucher & Partners

Integrated online-shops like “credit card configurators” 
are directed to up-selling
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Wine experiment with two scenarios (online wine merchant): Which wine would you buy? 

Source: Simon-Kucher & Partners
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"The wrong way" (Group A) Using the "compromise effect" (Group B) 

Compromise effect: Create a middle option!

80% 20% 10%

Preference Distribution

40% 50%

Preference Distribution

How can we 
increase up-
selling to the 
EUR 10-
bottle?
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vs.

Trevisan (2017, forthcoming): The irrational consumer, slightly adapted, Simon-Kucher & Partners

Endowment effect (1): Create the right sequence of options!
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33.3%

Basic Comfort Premium BasicComfortPremium

42.4% 24.3% 37.1% 45.0% 17.9%

Preference Distribution Preference Distribution

Average monthly fee: €3.30Average monthly fee: €2.80

N= 79 N= 58

How can we 
increase up-
selling to the 
premium 
tariff?
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Source: Trevisan, 2015

Relevant 
risks:

Group 2: Pick all the risks 
you are not worried about

Group 1: Pick all the risks 
you are worried about 

N= 58N= 79

2.53

Average number of 
selected risks

2.97

Average number of 
selected risks

Relevant 
risks: 7.47/102.97/10
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Tornados

Endowment effect (2): Ask the right questions!
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Preference Distribution Preference Distribution

Source: Ariely, (2008): Predictably Irrational

Subscription experiment: Pick the type of subscription you want to buy or renew.

Options and results: Group 1 Options and results: Group 2

Attraction effect: Create dummy options that are clearly 
dominated by your premium option!

The Economist
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68% 32%

$59 $125

Online Print + Online

Average revenue per subscriber: $80.12

Online Print Print + Online

16% 84%

$59 $125$125

0%

Average revenue per subscriber: $114.44

How can we 
increase up-
selling to the 
bundle?
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Source: Simon-Kucher & Partners

Conclusion: Important rules for more success in the 
digital world in Retail Banking

Develop an easy, combining story around your different 
products to create a holistic product programme

Combine different product categories to a holistic 
customer programme, emphasize incomplete usage and 
reward completion

Embed the different up-selling rules into 
the configurator
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Think about using product configurators within the different 
product categories

Direct the attention to the missing products of the 
programme
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Thank you!


