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Company intro



Interplay of Finnoconsult + ENNO studio

Strategy and product 
development with 
financial expertise

User experience, 
product & service design

STRAIGHT TO THE GOAL
The right combination of technological expertise, 
specialist FS knowledge and UX know-how guarantees 
that our projects stay on track and our products are 
successfully delivered.

ENTREPRENEURSHIP
We strive for solutions with a passion and work on 
every project as if it was our own company.

*ENNO studio is a 50/50 JV of Finnoconsult and Guillaume Vaslin



We always work in a customer centric approach –
this is how we create solutions that succeed in the market

We generate solutions that customers really need and that can thus be 
successfully placed in the market.

1) Understanding the actual needs of your customers – through 
analyses from different perspectives

2) Conception and testing of UX-optimised solutions – in different 
versions and with representatives of the target group(s)

3) Customised approaches to market entry – many years of experience 
in B2C product branding and growth marketing

RELEVANT MANAGEABLE

ECONOMICAL



Key facts

• Turnover:                 EUR 10 million average annual revenues over the past 5 years

• Locations: Vienna, Berlin, Budapest, Paris, Zurich (planned)

• Team size:               40 experts (currently)

• Expert profiles:

• Awards:

Product owners

Front-end developers

Strategy consultants

UX experts

UI designers

Growth marketing hackers

Customer journey experts Creatives/innovation experts

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

International banking 
Tech Awards ´18: 

3rd in “Mobile Apps” 
category 

Handelsblatt 
Diamond star ‘18:

“Digital Banking” finalist

Capital ‘20:
Top-rated by FinApps

Business analysts



Some of our references

We have a clear focus on digital financial services:



Finnoscore 
Edition 
Private Banking



Finnoscore coverage*

250 retail banks

100 insurance 
companies

30 private banking 
providers

*Sample is constantly being expanded https://finnoconsult.at/de/finnoscore



Customer experience – unbiased comparison

Measures the quality & attractiveness of 
the digital offer purely from a user 
perspective (no interviews, 100% desktop 
research).

Catalogue of 300 criteria in 11 dimensions 
provide an unbiased expert assessment 
and a holistic comparison of the user 
experience.

Annual benchmarking report – published 
in relevant FS media in D.A.CH.
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Ranks 16-30
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The heatmap shows the performance of the 
institutions in each individual dimension in 
relation to their peers:

The greener a field is, the better the user 
experience and the communication of 
relevant information from the customer's 
point of view.

If the field is orange or red in one dimension, 
the information is little or not perceived by 
the customer, there is no sufficient 
explanation from the customer's point of 
view, or the desired information has not been 
found.

The heatmap thus illustrates the dimensions 
in which the institutes score points, but also 
where there is potential for improvement.

Total Scores Private Banking 2022: UX-Heatmap



The “ideal Private Banking Provider" –
the Top-Performers per Dimension

Webseite Onlineverkauf
/ Conversion

Omnichannel-
Kommunikation

Mobile App(s)

Online
Marketing

Online-
Onboarding

Online ServicesSocial Media & 
Community

Attraktivität für
potenzielle Kunden

Preis-
Transparenz

Loyalty & 
Ökosystem

Innovation und 
Nachhaltigkeitsagenda

UBS

Coutts

HAL

HAL

UBS

BNP 
Paribas

Vontobel

Quirin

Bethmann

Emirates 
NBD

DBS 

DBS 



Methodology 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



Methodology model – project example
Workshop A /

Review
Workshop B /

Conversion & interaction

Appeal for new customers 
& onboarding

Mobile services

Website usability &
info architecture

Conversion funnel & sales 
tools

Customer input/2 hours

P
H

A
S

E
 1

P
H

A
S

E
 2

Proposal for concrete 
areas of action

Mockups/Wireframes:

Visualise
proposed optimisations & 

make them tangible

Validate mockups
with test customers 

Workshop C /
Marketing

Workshop D/
Recommendations for action

Documentation & phase 
completion

Visualise optimisations Try out solutions

Information on current 
work status/drafts of 

omnichannel 
developments/planning

Information on current 
work status of online 

marketing & sales 
activities

Omnichannel 
communication

Social media & community 
building

SEO, display adversiting, 
content marketing

Referral marketing

Input/4 hours Input/3 hours Input/3 hours

Technical check e.g. page 
speed, etc.

Practical example



Methodology model - timeline

Intro call and
definition of focus topics

Analysis and preparation
Best practice comparisons

Elaboration of concrete 
areas of action

Review of 
recommendations 

& executive summary

2 weeks 1 week 2 weeks 2 weeks1 2 3 4 5

Workshop 1:
Bank inputs/

inventory

Workshops 2 and 3:
Best practice comparisons



Preparation & demo of best practices (I)

Website1

Dimension Contents (excerpt) Best practices

Appeal for 
potential new 

customers
2

Sustainability & 
innovation3

Online 
sales/conversion4

Price 
transparency5

Does the website provide a 

modern layout, clear information 

architecture and good usability?

Are the benefits sufficiently 

attractive and clearly presented 

to potential new customers?

To what extent are the bank's 

efforts recognisable and 

credible?

How easy is it for customers to 

find the right solutions/products 

for them?

Are the models and pricing 

presented in a transparent and 

understandable way?



Becoming a 
customer

/KYC
6

Mobile services7

Omnichannel 
communication8

Online 
Marketing9

Social media & 
community10

How easy is it to become a new 

customer?

What mobile services are 

offered and how are they 

communicated to new 

customers?

Which communication and 

interaction channels are offered 

and how do they intermesh?

How effectively and efficiently 

are budgets used in online 

marketing?

How does the bank 

communicate on social media 

and how is a community built?

Best performing bank in online marketing according to 

Finnoscore® 

Dimension Contents (excerpt) Best practices

Preparation & demo of best practices (II)



Procedure in 
best practice workshops:

• preparation of best practice for 
each of the agreed dimensions;

• demo of the best practice 
examples on Miro board and the 
websites of the comparison 
banks;

• joint reflection;

• location of recommendations for 
action. 

Preparation & demo of best practices (III)



Capturing results - recommendations for action

Executive summary:

• preparation of concrete 
recommendations for 
action

• prioritisation & procedure 
proposals

• Optional: visualisation 
e.g. in the form of 
wireframes (individual or 
complete clickstreams)



Visualised clickflows* for selected topics 
(e.g. online/ omnichannel sales routes)

Results of reference projects:

Bank in CH:
New customer growth – 32,000 
customers in 18 months

Bank in CH (under NDA)
Increase via website in conversion 
rate to online loan application of 
67% in 5 months

Insurance company in AT:
Tripling of completions for youth 
products Y/Y

Insurance company DE (under NDA)
Increase via website in counsellor 
referral rate of 86% in 8 months

Practical examples

*optional AddOn



Here’s how Finnoscore has helped our clients 

Christian Mitschke,
Head of Digital 
Acquisition at 
Consorsbank

“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 ranked 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.”

“Although we did 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.”

Jurai Barta, Head Digital 
Channels at Slovenska 
Sporitelna



Skills & fit with



Berlin Vienna Paris

BudapestZurich

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. 



Martin Schachinger
Managing Director
Finnoconsult

+43 699 1350 7690
martin@finnoconsult.at
Rasumofskygasse 26 • 1030 Vienna
Austria

Chris Berger
Managing Director
Finnoconsult

+43 664 8180166 
chrisberger@finnoconsult.at
Rasumofskygasse 26 • 1030 Vienna
Austria

Guillaume Vaslin
Managing Director
ENNO Studio

+43 664 8180166 
gv@ennostudio.com
Skallitzer Strasse 68• 10997 Berlin
Germany


