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Why are we carrying out this study?)
50-85 million customers will switch to neobanks within the next few years*.The arsenal of ways to counter this trend is 
limited even for large institutions. 8

Inaction is not an option, and doing anything reactionary is out of the question. To help you find the right path, we’re 
producing an annual digital maturity study of over 220 banks in Europe and North America.8

Using a 300 point criteria, 3 analysts evaluate each institution from the customer’s point of view and then suggest 
improvements using examples of best practice. In this way, we show how you can improve the relationship with your 
existing customers and attract new ones.8

The key findings of the                          Study 2022: )
This year’s Finnoscore reveals, first and foremost, that even established neobanks are finding it increasingly difficult 
to stay both lean and attractive when it comes to tapping new sources of revenue. 8

The best example this year is N26 in Germany: 12 months ago it was still the industry leader in the analysis, but now 
the bank has fallen to 17th place in the new analysis, mainly due to its increase in complexity, as it now offers a 
broader range of products. There are also comparable direct banks in Switzerland and Austria, which are struggling 
to stay innovative, lean and, attractive as they grow in size. 
Another noticeable trend is that more and more banks are focusing on programmes to increase customer loyalty as 
well as visible sustainability initiatives. We are convinced that relationships with existing customers can be 
permanently strengthened through a smart combination of regional presence with attractive offers in these 
dimensions. This is an essential component when it comes to defending the customer interface.8

*AT Kearney Studie OpenBanking 05/2019 
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The independent 
bank comparison )
that provides 
objective 
answers.)

The Finnoscore is based solely on publicly 
available information and objectively 
assesses the digital maturity and 
innovation experience of banks.)
)
With more than 30 years of cumulative 
financial experience, it’s the Finnoconsult 
team that is responsible for additionally 
classifying the results.  8



We make sure 
you’re able to 
measure and 
compare the digital 
competence of 
banks.)

Measures the quality and 8
attractiveness of the digital 8
offer from the point of view of 
the customer)

300 criteria in 12 dimensions* 8
for an objective expert 
assessment. The data was 
collected between January and 
October 20218

Annual analysis and benchmark 
report of over 220 banks from 26 
countries in Europe and North 
America with 1/3 of the8
banks from DACH countries8



Overview Finnoscore 2022 dimensions)

▪  Scope8
▪  Usability8
▪  Multi-Device functionality8
▪  User Interface Design8
▪  Search engine8

▪  Calls to Action8
▪  Online-Calculators8
▪  Product-Comparisons8
▪  Product-Ratings8
▪  Product-Wizard8
▪  E2E Processing8

▪  Discussion forum8
▪  Feedback-Tools8
▪  Search for advisor8
▪  Branch search8
▪  Contact channels8
▪  Response quality and speed 8
▪  Appointments8

▪  Visibility8
▪  Features8
▪  Ratings8
▪  Demo function8

▪  SEO8
▪  Paid Search8
▪  Display Advertising8

▪  Process description8
▪  Input data8
▪  Authentification8

▪  Social Media Presence8
▪  Business Portals8
▪  Reactions8

▪  Visibility8
▪  Features8
▪  Demo function8

▪  Access from 
Homepage8

▪  Description of benefits8

▪  Overview & 
Orientation8

▪  Comparison with 
competitors8

▪  Product configurator8

▪  Program(s)8
▪  Attractivity8

▪  Visibility of Innovation8
▪  Co-creation8
▪  Sustainability agenda8
▪  CSR8

Appeal for potential 
customers)

Price )
Transparency)

Loyalty )
& Ecosystem)

Innovation & 
Sustainability)

Website) Online Sales) Omnichannel  )
Communication)

Mobile App(s))

Online)
Marketing)

Online)
Onboarding)

Online Banking)Social Media & 
Community)
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Where do the 
European & North 
American banks 
stand in terms of 
digital competence?)



                             2022 has revealed the answer)
)
Find out how customers experience banks.  Who are the winners, who are the 
losers?  Who flew to the top this year and who was defeated?  How are the neobanks 
doing this year? How do the banks compare internationally?)
Find out with the most comprehensive European bank comparison.)



Aaaaand the 
winner is.... 



Top 5 banks 
internationally

Bank Country Finnoscore

1 PKO Bank 
Polski Poland 7.40

2 Erste Bank Austria 7.36

3 BCR Romania 7.30

3 Slovenska 
Sporitelna Slovakia 7.30

5 Sparda Bank 
BW Germany 7.22



The winners and losers
International

Bank Country Points

1 Sparda-Bank 
BW Germany +1.79

2 Erste Bank Hungary +1.73

3 Axos Bank Greece +1.69

4 Banque 
Populaire France +1.56

5 ČSOB Slovakia +1.36

Top 5 Winners Top 5 Losers

Bank Country Points

1 Axos Bank USA -2.05

2 SBAB Sweden -1.33

3 HSBC United 
Kingdom -1.22

4 Royal Bank of 
Scotland

United
Kingdom -1.21

5 ING Romania -1.20



0 10 

Finnoscore 2022 international country comparison8
(Average scores per country; the number of banks rated are in brackets)8

0 1 2 3 4 5 6 7 8 9 10 

Serbia (6) 

Greece (5) 

Italy (8) 

Ireland (3) 

Turkey (6) 

Denmark (5) 

Portugal (4) 

Norway (2) 

Sweden (6) 

Netherlands (7) 

Austria (19) 

France (10) 

Hungary (9) 

Spain (7) 

Switzerland (15) 

Romania (8) 

Germany (29) 

Belgium (5) 

Canada (6) 

USA (20) 

UK (15) 

Czech Republic (5) 

Slovakia (4) 

Poland (9) 



The “ideal bank” – the top performers in each dimension)

Website) Online Sales8 Omnichannel 
Communication8

Mobile App(s) 8

Online)
Marketing)

Online 
Onboarding 8

Online Banking 8Social Media 8

Attractiveness for 
future customers)

Price )
Transparency8

Loyalty & 
Ecosystem 8

Innovation & 
Sustainability)



Bank) Finnoscore)

6 RLB NÖ-W (AT)8 6.90)

6 Deutsche Bank 
(GE)8 6.90 8

8 Sparkasse 
KölnBonn (GE)8 6.86 8

9 RLB OÖ (AT)8 6.848

10 Credit Suisse (CH)8 6.778

Bank Finnoscore 

1 Erste Bank (AT) 7.36 

2 Sparda-Bank BW 
(GE) 7.22 

3 Hamburger 
Sparkasse (GE) 7.04 

4 Deutsche 
Postbank (GE) 6.93 

5 ING 
(GE) 6.91 

– Top 10 DACH banks)
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Discovery procedure model at a glance)
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N26 DE 6.88
Nassauische	Sparkasse DE 6.48
Deutsche	Bank DE 6.47
Sparkasse	Köln	Bonn DE 6.46
DKB DE 6.25
Targo	Bank DE 6.24
Berliner	Sparkasse DE 6.22
Kreissparkasse	Köln DE 6.13
Hamburger	Sparkasse DE 6.11
Hypo	Vereinsbank DE 6.06
ING	DiBa DE 5.96
Frankfurter	Sparkasse DE 5.91
Deutsche	Postbank DE 5.87
BW	Bank DE 5.79
Volksbank	Mittelhessen DE 5.77
Volkswagen	Financial	Services DE 5.76
Berliner	Volksbank DE 5.73
comdirect DE 5.52
Sparda	Bank	Baden-Württemberg DE 5.43

DE 5.38
Commerzbank DE 5.37
Noris	Bank DE 5.27
Consors	Bank DE 5.09
Santander	Consumer	Bank DE 5.04
Fidor DE 5.04
Volksbank	Heilbronn DE 5.00
o2	Banking DE 5.00
Sparda	Bank	Berlin DE 4.99
apoBank DE 4.72

6,45
8,70
8,85
9,15
8,40

Website

3,90
3,90
7,45
8,60
7,50

Online 
Marketing

3,33
5,40
7,50
9,40
9,40

Attraktivität 
für potentielle 
Kunden

2,83
4,40
6,55
8,08
4,35

Onlineverkauf

9,60
9,60
9,60

10,00
9,60

Online 
Onboarding

2,90
3,60
6,50
7,00
3,50

Preis-
Transparenz

3,80
4,95
7,30
7,40
4,00

Omnichannel-
Kommunika-
tion

1,60
2,80
9,00
9,20
7,80

Social Media

3,80
3,80
5,67
9,40
6,40

Kunden-
bindungs-
programme

6,23
7,10
8,10
9,30
9,30

Mobile Apps

4,40
4,40
7,50
7,60
5,80

Online Banking

3,67
5,00
8,25

10,00
10,00

Sichtbare 
Innovations-
strategie



1) Heatmap & pre-selection)
Joint review of the heatmap and definition of 
the Finnoscore areas for detailed analysis and 
workshops 8
)
)
2) Detailed examples)
Detailed preparation of the most suitable 
examples of best practice8

3) Workshop preparation )
Outside view: Detailed insights into the best 
practices for each category8
8
Inside view: Reflection and comparison with 
ongoing activities8
8 EUR 8,000)EUR 8,000)

)

EUR 8,000)
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N26 DE 6.88
Nassauische	Sparkasse DE 6.48
Deutsche	Bank DE 6.47
Sparkasse	Köln	Bonn DE 6.46
DKB DE 6.25
Targo	Bank DE 6.24
Berliner	Sparkasse DE 6.22
Kreissparkasse	Köln DE 6.13
Hamburger	Sparkasse DE 6.11
Hypo	Vereinsbank DE 6.06
ING	DiBa DE 5.96
Frankfurter	Sparkasse DE 5.91
Deutsche	Postbank DE 5.87
BW	Bank DE 5.79
Volksbank	Mittelhessen DE 5.77
Volkswagen	Financial	Services DE 5.76
Berliner	Volksbank DE 5.73
comdirect DE 5.52
Sparda	Bank	Baden-Württemberg DE 5.43

DE 5.38
Commerzbank DE 5.37
Noris	Bank DE 5.27
Consors	Bank DE 5.09
Santander	Consumer	Bank DE 5.04
Fidor DE 5.04
Volksbank	Heilbronn DE 5.00
o2	Banking DE 5.00
Sparda	Bank	Berlin DE 4.99
apoBank DE 4.72

Starting point = heat map with detailed 
comparison against best practices nationally & 
internationally)

Heatmap analysis & topic selection8



Focus: marketing/SoMe & 
website)

Discovery workshop 1)

)
Social media)

(Engagement, reach, feedback)8

Focus: user journey)
Online sales)

Discovery workshop 2)

)
Website)

(Usability, search function, UX)8

)
Online marketing)

(esp. paid search, display advertising)8

)
Online banking 8

)
Price transparency)

(comprehensive)8

)
Loyalty programme8

)
Mobile & online services)

(comprehensive)8

)
Online onboarding:)

(comprehensive)8

)
Omnichannel communication)

(UX / scope of contact options)8

Focus: daily interaction )
& retention)

Discovery workshop 3)

Practical example8Defining the focus & scoping the discovery workshops8



HOW IT’S DONE:)
8
Live demo – via 
Miroboards8
8
Direct comparison 
with peers and 
international best 
performers 8
8
3-4 examples per 
criterion8

Practical example8Discovery workshops (interactive with Miroboard) 8



Effort8

Impact>

More targeted 
approach to new 

customers / 
adaptation of the 

homepage (currently 
aimed at existing 

customers)8Simplify/streamline 
contact form(s)8

Structure topic pages 
more clearly, highlight 
benefits more clearly 
(from the customer’s 
point of view/feeling 

like the IKEA 
approach)8

Kununu, Trustpilot, 
Linkedin, Xing – 

become more active8

See if/how TikTok 
can be used8

Make better use of / 
play with customer 

ratings/reviews8Instagram link tree for 
conversion to 

products8

Emphasise regional 
proximity more 

through 
representation of 

people/consultants8

Integrate/use 
(regional) influencers8

Quick wins8 Long shots8

Fill-ins8 Thankless tasks8

Optimise 
responsiveness 
when contacting 

(e.g. with a contact 
form)8

Practical example8
Matrix with measure prioritisation: 8
Potential areas for improvement with business impact and effort 



Practical example8
Executive Report:)
compact format with key findings & recommendations8



Christian Mitschke, 
Head of Digital 
Aacquisition at 
Consorsbank8

“The assessment from Finnoscore showed us a host of potential areas for optimisation 
that we already knew about and some that we weren’t aware of, and put them in relation 
to our competitors by using a score. The score also helps us better understand our 
strengths. Both of these help prioritise work to improve our digital experience.”8

“Although we scored well in the Finnoscore overall digital score, there is a bank 
internationally that does better in almost every area that was assessed. Finnoconsult’s 
competent and highly prepared team was able to show us in detail how we can deliver 

even better experiences for our customers and better results for the bank.”8

Jurai Barta, Head Digital 
Channels at Slovenska 
Sporitelna8

Here’s how Finnoscore has helped our clients.  
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Key facts)

•  Turnover               EUR 10 mil. p.a. (average of the last 3 years) 

•  Workforce             40 experts8

•  Locations              Berlin / Vienna / Paris / Budapest / Zurich 8

•  Expertise )

•  Awards )

Requirements engineers8

Web & mobile developers8

Agile facilitators / scrum masters8

Business analysts8
UX experts / UI designers8

Digital marketing / growth hackers8

Customer insight experts8

Creatives / innovation experts8IT architects8

Constantinus Award ‘18:8
 3rd category “Mobile Apps” 8

International Banking 8
Tech Awards ‘18: 8

3rd category “Mobile 
Apps” 8

Handelsblatt 8
Diamond star ‘18:8

Finalist “Digital Banking”8

Capital ‘20:8
Top-rated FinApps8



Chief Strategist / Head of Sales)
8
Key functions (excerpt)8
Erste Bank Group: CEO George Labs 2012-15 8
Bank Cler: Program Manager @ Cler Zak 2016-198
Sparda: Strategic Advisor @ Sparda Teo 
2018-208
Mentor in FinTech Forum D.A.CH.8
8

Our management team)

Chris Berger) Martin Schachinger)

Guillaume Vaslin)

Chief Creative / Head of Products)
8
Key functions (excerpt) 
Erste Bank Group: auth. Proxy George Labs 2012-15 8
Bank Cler: Productowner @ Cler Zak 2016-198
Sparda: Productowner @ Sparda Teo 2018-208

Chief Designer / Head of Marketing)
8
Key functions (excerpt) 
Bank Cler: Designer @ Cler Zak 2018-198
Sparda: Chief Designer @ Sparda Teo 2018-20218
8



Our references since 2015 (excerpt))



Berlin8
)

Vienna8
)

Paris8
)

Budapest8
)

Zürich8
)

We look forward to meeting 
you in person!)
)

We would be happy to tell you more 
about the study, our expertise, and our 
best practice experiences. 8



Martin Schachinger)
Managing Director8
Finnoconsult 8
8
+43 699 1350 76908
martin@finnoconsult.at8
Rasumofskygasse 26 • 1030 Vienna8
Austria8

Chris Berger8
Managing Director8
Finnoconsult 8
8
+43 664 8180166 8
chrisberger@finnoconsult.at8
Rasumofskygasse 26 • 1030 Vienna8
Austria8

Guillaume Vaslin8
Managing Director8
ENNO Studio8
8
+43 664 8180166 8
gv@ennostudio.com8
Skallitzer Strasse 68• 10997 Berlin8
Deutschland8


