
Omnichannel Banking: A Story of Universal Readiness  
Consumers want banks to provide more personalized �nancial advice and services delivered through merged channels
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Transformation in Emerging – Evolution in Developed 
Emerging countries demand change 

while developed countries are ready for it
Driver: 49% dissatis�ed 
with banking services

Driver: Cost pressures,
margin compression

Would switch banks if 
branches reduce focus 
on advice and personal 
attention


