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About this survey
In reading this report, you should bear the following factors in mind:

1. This is a perception study

2. Perception is neither balanced nor fair, but the study always has a 
representative sample size

Convenience Customer Care

Products &
Services

Pricing

Transactions,
Methods &
Systems

CSI Formula
(S x I)

∑I

Customer Service Factors

CSI = Customer Satisfaction Index;  S = Satisfaction;  I = Importance

Measures accessibility and quality of service from delivery channels

Convenience

Measures interaction of bank staff with customers

Customer Care

Measures customer support processes/systems & turnaround time

Transactions, Methods & Systems

Measures customers’ perception on fees, charges and rates on products

Pricing

Measures product range and appropriateness to customers’ needs

Products & Services

measures to the satisfaction ratings 

discussed in more details below:

Customer Satisfaction Index (CSI)
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for adoption of alternate payment channels, such as in Botswana where nearly half 

1

Foreword

Bisi Lamikanra

 

1

across Africa including Angola, 

2 
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Executive summary

4 

Being strong yet approachable 

Improve it or lose it

Ranking the banks

Customer care:

© 2013 KPMG International Cooperative (“KPMG International”), a Swiss entity. Member firms of the KPMG network of independent firms are affiliated with KPMG International. KPMG International provides no client services. All rights reserved.



Transaction methods & systems (TMS): When 

customers, interestingly turnaround time for transactions processing and accuracy 

Pricing:

rates seemed to be the biggest pricing frustration for respondents in 12 of the 

Products and services:
of product offerings being cited as the top factor in this category in nine of the 

Convenience:

Analyzing the data
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Top 5
most

customer-focused
banks
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67.2 Banco Privado Atlantico
Banco de Negocios ANG
Banco Caixa ANG
Banco BAI MF ANG
Banco Espirito ANG

67.1
66.7
66.1
65.7

73.3 Bank Gaborone
First National BOT
Stanbic BOT

Barclays BOT
Standard Chartered Bank BOT

73.3
72.2
71.3
70.4

73.8 GTBank
Zenith
UT Bank
Cal Bank

Bank of Africa Ltd

71.1
70.9
70.6
69.0

68.3 Banque l’Agriculture (BFA) 
UBA – Cote d’Ivoire

Banque l’Afrique
Ecobank CIV
SGBCI CIV

66.5
65.6
65.4
65.4

Botswana

Cameroon Chad

Côte d’Ivoire Ghana

Angola

68.0 Banque Internationale

Afriland CAM
UBA CAM

Société Commérciale
Société Générale 

64.6
63.8

62.1
61.2

67.9 Commercial Bank
Banque Salelo

Société Générale
Ecobank

UBA (Chad)

65.5
61.3
60.4

53.0
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68.8 GTBank
UBA
Zenith
First International
Union Trust 

68.3
67.6
67.4
67.3

75.3 Stanbic
Access
Akiba
Exim
CRDB

74.6
74.5
74.1
74.1

82.5 Stanchart Bank
DFCU Bank
Housing Finance
Centenary
Diamond Trust

78.6
78.5
77.9
77.2

77.9 GTBank
Zenith

Stanbic
Diamond
Fidelity

77.7
76.1
75.7
75.0

Senegal

Nigeria

Sierra Leone

Tanzania Uganda

Kenya

76.1 CFC Stanbic
Kenya Commercial
Ecobank KEN
Cooperative KEN
Post Bank

74.4
74.4
74.1
74.0

63.8 Banque Islamique
CBAO Groupe Senegal
Banque Internationale
UBA SEN
SGBN SEN

62.3
62.0
61.1
60.9

8 

© 2013 KPMG International Cooperative (“KPMG International”), a Swiss entity. Member firms of the KPMG network of independent firms are affiliated with KPMG International. KPMG International provides no client services. All rights reserved.



67.2 BancABC
TN Bank Ltd. 
FBC Bank
Kingdom Bank
Barclays ZIM

66.1
66.0
65.2
64.8

Zimbabwe
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 issues
Financial stability – Still the top reason for 
maintaining banking relationships

as the topmost reason for maintaining 

crisis that hit the world economy in 

was not as profound in Africa as in 

needs to be done to restore customer 

regulators is essential in ensuring that 
customers are correctly informed about 

Financial Stability as the 
most important reason for maintaining 

by Excellent Customer Service that 

Despite the intervention 
of regulators, the survey 
results suggest that more 
needs to be done to restore 
customer confidence in the 
industry.

Africa-wide rationale for maintaining banking relationships

Financial stability

Excellent customer service

Image and reputation

Proximity and accessibility of branch
network

Employer requirements

Proximity of alternative delivery channels

Pricing/cost of products and services

21.4%

16.0%

13.0%

10.0%

9.0%

19.7%

10.5%

10 
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with the security of their funds with 

had the highest percentage of total 

Excellent customer service

Financial stability

Reasons for maintaining banking relationships across Africa

Senegal
20%

Ghana
17%

Sierra 
Leone
17%

Côte 
d’Ivoire

28%

Nigeria
27%

Chad
18%

Cameroon
17%

Uganda
21%

Kenya
28%

Tanzania
20%

Zimbabwe
18%

Botswana
16%

Angola
26%

Maintaining banking relationships: 
11 out of 14 countries choose 
financial stability.

Top reason for –
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as the most important measure 

satisfactory by 3 in 10 customers, while 

 care
 Chinese proverb

Convenience Customer Care

Products &
Services

Pricing

Transactions,
Methods &
Systems

from the time a customer steps onto 

most widely used channel in Africa and 
also, the channel with most human 

the brand and act as ambassadors by 

but must be carried out through to all 

one percent of respondents indicated 

need to constantly be steps ahead of 

hand, Nigeria has made progress by 
putting forward a bill in parliament for the 

regulatory end, more needs to be done 

Customer care: 8 of the 14 countries 
choose friendliness of staff.

Top reason for –

12 
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90.6%
59.1Angola

90.8%
76.4

87.6%
65.3Côte d’Ivoire

 Kenya

84.2%
64.1Senegal

86.3%
68.8Ghana

89.4%
74.4  Uganda

72.9%
73.2 Tanzania

84.4%
63.3 Chad

85.8%
65.0 Zimbabwe

81.3%
69.5Sierra Leone

94.8%
75.5Botswana

74.5%
89.2Nigeria

81.9%
62.8

Cameroon

Importance

CSI

Customer satisfaction index and importance rating for customer care across Africa 
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Customer ‘moments of truth’

difference between promoters 
and detractors in commercial 

Africa, as in most parts of the world, 
due to product commoditisation and 

together with successful new entrants 

meaningful and consistent ways has 

to engage with customers at an early 
stage of the buying process, in order 

customers are able to compare their 

focus on transforming the customer 

emotionally with target customer 

through higher balances and longer 

35-37%

Commercial

13-15%

SME

13-14%

Mass affluent

Figure 1: Revenue difference (%) between promoters
relative to detractors

View point

Imran Moten
Associate Director

E: 

14 
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is an interaction between a 

that need to be addressed to enhance 

period became frustrated with the 

the underlying business issues as 

friendly, reducing application processing 

mindset across the entire business – 

strategic solution to address deeper 

the hearts and minds of staff across the 

space can consolidate their customer 

Customer
buying
behaviour

Moments
of Truth

Bank sales
process

Initial Contact Origination
Underwriting
and fulfilment Ongoing servicing

Customer Care

Needs 
Identification

Purchase
experience

Fulfilment
experience

After Sales
experience

Search
& evaluate Select Document Set-up Drawdown Repay/fees/

interest Maintenance Terminate

Figure 2
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customer base into clusters with similar 

parameters such as age, profession, 

as access to channel, preferred payment 

  
services

Tailoring products to customer preferences…

and management could be 

Convenience Customer Care

Products &
Services

Pricing

Transactions,
Methods &
Systems

How flexible are the banks’ 
products and services? 
Do they add value to the 
customer? Do the banks 
communicate in clear 
terms what the customer 
stands to gain from such 
products and services? 

method and channel preference could 

helps the customer feel special and 

range of products offered to customers 

highlighting the need for better product 

10 indicated that they do not get the 

Also, 2 in 10 of these respondents 

the most important measure under this 

those from Angola, Botswana and  

to credit facilities as most important to 

from Ghana were most particular with 
the assistance they get from their 

product that suits customer needs, 

awareness, easy access and assistance 

Customer service factor: 9 of the 
14 countries choose suitability of 
products and services.

Top reason for –

16 
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Angola

Côte d’Ivoire

 Uganda

Senegal

Ghana

Tanzania

Kenya

Chad

Zimbabwe

Botswana

Sierra Leone

Nigeria

Cameroon

Importance

CSI

Customer satisfaction index and importance rating for products and services across Africa 

91.4%
67.3

91.3%
69.8

88.3%

55.1

89.2%

50.5

85.9%
59.6

79.4%

69.1

91.3%

69.2

88.1%
56.6

86.7%
49.6

94.4%
66.1

80.6%

59.0

87.3%
63.6

85.7%
54.0
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Innovative, customer-focused 
channel strategies 

relationship model in terms of two 

with customers, aligned with their 

particularly in three main areas: 

1. Value proposition

as well as complementary customer 
communications, including publicity, 

2. Distribution strategy

must also include tactics designed 

own business and supporting models 

must induce the desired customer 

functions, or design new channels that 

3. Commercial dynamics

is necessary to plan and monitor 

one that is centred on the customer 

and freeing them for sales and 

View point

Goncalo Traquina

Goncalo Traquina is a Senior Manager, Management Consulting in 
Financial Services from KPMG in Angola 

18 
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Goncalo Traquina
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Angola, the country witnessed a sharp 

2 

3 

which is fast becoming the epicenter of 

has granted almost 200 licenses 

traction by establishing itself as the 
fastest growing channel in Africa while 
other channels lag behind in terms of 

remain the most used channel in Africa 

from the more mature population with 

branch on a monthly basis belonging to 

2

3

Channels
Connecting with customers anytime, anywhere…

Branches remain the most 
used channel in Africa at 
99 percent, followed by 
ATMs at 85 percent while 
all other channels lag 
behind with rates below 
30 percent.

Convenience Customer Care

Products &
Services

Pricing

Transactions,
Methods &
Systems

20 
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alternate channels in Africa remains 

introduction or total absence in some 

adoption for alternate channels in 

alternate channels hold a lot of potential 

and access to technology continue 
to grow rapidly, the opportunity to 

migration to alternate channels a 

a role in successful migration of 
customers – literacy rates, physical and 
online security, resistance to change 

Mobile payments

Call centre

Mobile banking

Internet banking

POS

ATM

Branch

Weekly Fortnightly Monthly Rarely Never

Africa-wide frequency of channel usage

3% 3%

3%

3%

4%

4% 11%

4%

5%

5%

3% 9% 86%

68%

86%

75%12%

13%

41%

18% 16% 47% 19%

16% 13% 7% 24%

91%

1% 2%

2%

1%

1%

1% 1%
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higher than that of the Internet and is 

the early embracers of new products 

branch than mobile and 10 times more 

could be offered through mobile channel 

hand, is a sure way of entering untapped 

Mobile channel
Mobile channel in Africa

Convenience Customer Care

Products &
Services

Pricing

Transactions,
Methods &
Systems

Branch Call centre IVR ATM Online Mobile

$4.0 $1.3 $0.9 $0.2 $0.1$3.8

Source: Tower Group, Fiserve/M-Com Data (2009)

Transaction costs by service delivery channel

Kenya is a clear leader in 
mobile payments. 

22 
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Different countries are using different 
models for mobile payments that are 

Nigeria, on the other hand, recently 

better of the two models still unclear, 

highest mobile penetration rates in Africa 

surpasses the rest of Africa by wide 

for promoting the mobile channel in 

Kenya indicated that they use mobile 

only use mobile payments once a month 

not yet introduced the mobile channel 

that leads on the mobile channel in Africa 

phones, mobile technology, combined 
with other channels, presents a huge 

Kenya Botswana Zimbabwe Uganda Senegal Ghana Tanzania Angola Côte d’IvoireNigeria

Mobile payments and mobile banking adoption rates

0%

10%

20%

30%

40%

50%

60%

33%

25%

15%

27%

13%
10%

6% 6%6%

0.5% 0.2%1%

52%
50%

37%

20%

14%

6%
2%

12%

mobile bankingmobile payments

Only 4 percent of 
respondents use mobile 
banking for balance enquiry 
as opposed to 60 percent 
that do this service via the 
branch.
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Mobile payments in Kenya 

A large percentage of households in 

As a way to get around this hurdle, Africa 

approaches that use modern technology 

remittances and store funds for short 

celebrated success story of mobile 

securely and across great distances, 

simple instructions on their phones to 

which customers can access their funds 
and pay bills, as well as transfer funds 

platform where customers can borrow 
funds as well as deposit funds and 
earn interest on their funds through the 

Africacom Awards, and World Business 

competition in funds transfer from 

View point

Jimmy Masinde

Jimmy Masinde is a Senior Manager and the Financial  
Services (FS) Lead in Management Consulting in Kenya.

24 
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The total number of bank 
accounts in Kenya has 
increased from 2.3 million 
in 2006 to well over  
12 million in 2012. 

0

2,000,000

4,000,000

6,000,000

8,000,000

10,000,000

12,000,000

14,000,000

16,000,000

Oct-06 Feb-08 Jul-09 Nov-10 Apr-12 Aug-13

Month – Year

C
us

to
m

er
 n

um
be

rs

Customer growth numbers

lowering costs of transacting across 

Kenya, mainly supported by the mobile 

its phenomenal growth as it powers 
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6

In a bid to retain customers, some 

customer relationship management and 
complaints resolution management tools 

customers promote business growth, 

now goes beyond retaining customers to 

6

 
A clear demonstration of this has been 

people to connect in real time, air their 

high loyalty among customers on an 

reported that they absolutely will not 

pyramid, thereby transforming them 

Loyalty

 
 — Rick Tate

30%
Regular customers

10%
Aggrieved customers

60%
Avid customers

Lo
ya

lty
 in

te
ns

ity

Would you recommend the bank to others?
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reason, followed by turnaround time 
for transaction processing and interest 

order to sustain and increase the current 

Turnaround times for
requests and enquiries

Interest rates and fees

Service quality

Innovative products
and services

Access to credit

Proximity of branches
Financial stability

19.6% 17.2% 8.1% 6.5% 5.8%
0.3%

42.6%

Customer switching: What is the primary reason for changing or planning to change your bank?
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customers and responding with rigour 

problem in Africa, especially with the 

optimal turnaround time for transaction 

generally seen as a solution that is both 

encourage customers to migrate and 

chose reduction in wait times as their 
in the form of lower interest rates, 

in any particular country, it is worthy of 
note that the second most important 

expectations
 

 — Roy H. Williams

20.0%

13.6%

Reduction in wait times for transaction
processing and requests

Improved delivery of services
 through channels

Friendly, polite and proactive staff 15.8%

15.3%

16.8%

10.6%

7.9%

Competitiveness of interest rates, fees
and charges

Fast and effective complaints
resolution

Availability of alternate channels

Seamless points of contact in the bank

Africa-wide top service improvement area
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system
Crowd free branches

competitive interest rates
transaction

image
atm

eliminate queries

improve cash availability

reliable delivery channels
empoweruptime

assurance listen increased

simplicity

proactiveness

financial stability
empathy branch network

excellent customer service
accuracy efficiency processing transparency

innovation

friendly polite staff
customer centricity

reduced charges
speed

product

access to loans

stable financial position

reputation
reduced wait time

What do customers want?
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dissatisfaction with the cost of 

the same with interest rates on deposits 

may be constrained by pressures to 

elements in their determination of rates 
offered to customers, they can help 

common theme in the results in the area 

change in interest rates, tariffs and terms 

sector has come to the forefront in 

regulator in Nigeria has established a 

charges to promote transparency and 

the understanding of customers on 

respondents from Botswana and Nigeria 

with the charges and fees from their 

product pricing emerged as the third 
most important reason for maintaining 

chose interest rates and fees after 

Pricing
Customers want the best value for their money…

66.6 94.6%

Botswana

68.2 90.8%

Angola

70.0 90.6%

Uganda

52.0 89.1%

Senegal

55.0 88.3%

Côte d’Ivoire

63.6 87.3%

Nigeria

55.7 87.2%

Chad

51.7 86.8%

Zimbabwe

60.1 86.4%

Ghana

56.9 84.1%

Cameroon

59.3 81.3%

Sierra Leone

69.2 78.5%

Tanzania

Customer Satisfaction Index 

70.5 91.3%

Kenya

Importance

Customer satisfaction index and importance rating for pricing across Africa

Convenience Customer Care

Products &
Services

Pricing

Transactions,
Methods &
Systems
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W

aggregate terms, although high, decreased in comparison to 

with their geographical dispersion throughout the Angolan 

AngolaSPOTLIGHT ON

32 
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Major trends in the Angolan banking sector

in alignment with international best practices, will continue to demand from 

Customer orientation in the Angolan banks

Banking institutions in 
Angola are beginning 
to implement a more 
customer-oriented banking 
approach like the ones 
found in countries with 
greater banking maturity.

Angola | 33
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Negócios Internacional and Banco 

be the institutions with the highest 

thus presenting the highest 

sophistication of the Angolan 
customer, there is little difference 
between the importance of factors 
that contribute to customer 

the customer satisfaction factors 

Banco Privado Atlantico

Banco Caixa Geral Totta

Banco de Negocios Internacional

Banco Espirito Santo Angola

Banco Regional do Keve

Banco Angolano

Standard Bank

Banco Comercial

Banco Sol

Banco Angolano de Investimento

67.2
67.1
66.7
66.1
65.7
64.7
64.4
63.2
63.2
62.9

 Customer Satisfaction Index – Top 10

Customer care.
contributing to the customer 

competencies of the employees 
of the institutions, both at the 

of the customer and presenting the 

Negócios Internacional and Banco 

growth in the sector, there are 

dissatisfaction, in particular, with 

Convenience.

high waiting time of attendance at 

been an increase in the number of 

in the geographical dispersion of the 

34 
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 Convenience satisfaction factor analysis

 Products and services satisfaction factor analysis

Call centre/Telephone banking – 
Absence of long hold/handle time

Call centre/Telephone banking –
Politeness of call centre agents

Mobile banking – Balance enquiry

Branch – Absense of long 
queues at branches

Branch – Proximity of branches Call centre/Telephone banking – 
Issue resolution process

68.7% 66.9%94.8% 94.8% 67.8%94.2%

54.3% 57.9%93.9% 93.7% 70.8%93.3%

Importance Satisfaction

Easy of getting credit facilities: Loans Easy of getting credit facilities: 
Salary advance

Assistance with understanding the 
product/service and how to access...

Products and services that meet your
requirement/needs

Funds transfer

Easy-to-understand products 
(e.g. account types)

Importance Satisfaction

56.9% 67.9%94.0% 92.9% 63.1%91.4%

64.2% 59.8%90.2% 89.2%

68.8%88.3% 57.1%85.4%

Easy of getting credit facilities: 
Overdraft

Easy of getting credit facilities: 
Mortage

64.9%90.8%

Easy of getting credit facilities: 
Other facilities

63.2%74.6%

Products and services

the main challenges presented are the access to credit 

Angola | 35
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The branch is among the most preferred  
channel of the Angolan customers

operating in Angola offer their 

to those offered in more mature 

is the most widely used channel 

newer channels such as mobile or the 

telecommunication infrastructure 

countries, this channel will gradually 
become one with the highest 

With the increase in the number of 

increases, leading to a change in the 

the channels most used by the 

be the channel that customers use 

ATM

Branch

Internet

Mobile

POS 

3%

Buying
financial
products

97%

Cash
withdrawal

67%

33%

2%

Bill
payments

69%

18%

11%

1%

Making
complaints

94%5%

3%

Getting
financial
advice

97%

2% 1%

Balance
enquiry

65%

25%

7%

3%

Funds
transfer

84%
12%

 Channel preference by customers
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Customer loyalty: Future challenges  

of the sector, there is strong 

of the respondents planning to 

as the main reasons for maintaining 

are presented by the respondents 

set of measures they consider 

26.0%

21.0%
14.0%

14.0%

11.0%

8.0%
5.0%

Excellent customer service

Image and reputation

Employer requirements

Financial stability

Proximity and accessibility of branch network

Proximity of alternative delivery channels

Pricing/cost of products and services

 Top reasons for maintaining banking relationship

Areas for future action to optimize customer 
satisfaction in Angola
Despite the continued economic 
growth in Angola, the future 

customer, institutions should act in 
three fundamental areas: 

business and supporting processes, 

carry out their functions with 
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1

73.3
73.3
72.2
71.3
70.4
68.7
67.5
67.3
67.2

65.7

Bank Gaborone

Stanbic
First National

Standard Chartered
Capital
African Banking
Savings
Baroda

Building Society

Barclays

Top 10 most customer-focused banks

Botswana

imilar to other African countries, Botswana has shown notable resilience 

1
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– Botswana

Customer 
Care

>90%
 
cite 
high  

importance on all 
the customer care 

52%
of 
customers 

Convenience Trans
Meth
Syste

97% 
 
rate 
cash 

custome
50
the accu

need for lower 
denominations of 

action 
ods & 
ms

Products 
and Services

Pricing

%
 
 
 of 

rs were 

racy of 

40%
were 

with the turnaround 

97%
of 
custom
ers said 

funds transfer was 
the most important 

36% with 
funds transfer 

of those 
planning 
to change 

 

interest rates and fees 

1

3

Bank Gaborone

(80.3) 
First National 

(72.6)
First National 

(77.3)
First National 

(74.3)
Savings 

(76.7)

2 Savings 

(79.7)
Bank Gaborone

(71.0)
Bank Gaborone

(75.7)
Stanbic

(73.5) 
BancABC 

(73.2)

Capital

(77.6) 
Barclays

(70.9) 
Stanbic 

(75.3)
Bank Gaborone

(73.1)
Capital 

(69.6)

Customer service factors

Rank

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

36%
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Weekly channel usage in Botswana

– Botswana

Channel usage and preference
Botswana had the highest alternate channel usage of all 

customers indicating that they do not use call centers for 

Although 66 percent of customers prefer transferring funds 

POS32% Mobile
banking26% ATM17%

Branch12% Mobile 
payments7% Internet

banking6%

in terms of customer base and 

the highest in the categories of 

Botswana, with ingenuity that has 
been instrumental in attracting and 

they do not measure up when it 

this regard due to the nature of 

were established to meet particular 

their operations with the purpose of 

40 
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Service improvement area

times for transaction processing and 

Seamless points of 
contact in the bank

Improved delivery
of services
through channels

Friendly, polite and
proactive staff

Reduction in wait times for transaction
processing and requests

Fast and effective
complaints resolution

Competitiveness
of interest rates,
fees and charges

18.6% 12.9%15.2%

Customers’ top service improvement area

18.3% 13.5% 12.8%
8.7%

Availability of alternate
channels

Proximity of branches

Financial stability

25.3%

10.0%

8.0%

8.0%

5.6%

Turnaround time for requests and enquiries

Interest rates and fees

Service quality

Innovative products & services

Top customer reasons for changing banks

43.0%

Customer loyalty

customers said they would absolutely 

while the same number said they 
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1

2

launch of a Deposit Insurance Fund should also 

institutions are seen as a strong complement to 

intends to strengthen them through consolidation, 

case in most African countries, some analysts 

1

2

68.0
64.6
63.8
62.1
61.2

57.7

Banque Internationale
UBA
Afriland

Societe Generale
Societe Commerciale

Ecobank

Top 6 most customer-focused banks

 

Cameroon
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– Cameroon

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

83% cite high 
importance 
to prompt 

 

89%
cite 
high 
importance 

to accessibility of 

69%
were 

with 

45%
 

with the 

and turnaround 
time in processing 

50%with the 
accuracy 

and completeness 
of information 

60%with the 
ease 

of understanding 

65%with their 

products that meet 

34%with the 
cost of 

maintaining accounts 

25%with the 
interest 

rates offered on 
deposits and 

1

3

Afriland 

(65.3)
UBA 

(70.2)
UBA

(66.5)
UBA

(65.5)
UBA 

(59.2)

2
Société  

Commerciale 

(64.0)
BICEC

(68.5)
Afriland

(63.1)
SGBCI 

(65.1)
Afriland 

(56.8)

BICEC

 (63.7)
SGBCI

(67.2)
Société  

Commerciale 

(62.8)
Afriland  

(64.9)
Ecobank

(53.8)

Customer service factors

Rank

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

44%  with 
the promptness of 
attention and  
response to  
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Weekly channel usage in Cameroon

– Cameroon

Top customer reasons for changing banks

20.0%

5.7%17.1%

17.1%

17.1%
22.9%

Turnaround time for requests
and enquiries

Interest rates and fees

Financial stability

Service quality

Innovative products & services

Proximity of branches

Channel usage and preference

Customer loyalty

a large number of respondents 
indicated they were willing to 

recommend it to others, only about 

indicated that they would change 

ATM64% Branch20% Mobile
banking7%

Internet
banking5% POS2% Call 

centre1% Mobile
Payment1%
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Customers’ top service improvement area

Service improvement area

times for transaction processing and 

Seamless points of 
contact in the bank

Availability of 
alternate channels

Improved delivery
of services through 

channels

Friendly, polite and
proactive staff

Reduction in wait times
for transaction processing 
and requests

Fast and effective
complaints resolution

Competitiveness of 
interest rates,

fees and charges

21.0%
17.0% 16.0%

16.0%
9.0%

10.0%

10.0%
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A
end of 20111

branches, highlighting the low branch spread of 

1

67.9
65.5

61.3
60.4

53.0
51.8

47.1

Commercial

Societe Generale 
Banque Sahelo

UBA
Orabank

Banque Commerciale

Ecobank

Top 7 most customer-focused banks

 

Chad
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– Chad

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

89%
consider 
staff 
attitude 

as most important 
customer care 

56%    of 
customers indicated 
that they were 

88%
 
 
 cite 

high importance 
to accessibility of 

43% with 

80%
of  
customers 
consider 

accuracy and 
completeness of 

 

37%with the 
accuracy 

and completeness  
of information 

 

44%
 

with 

around learning of 

22% with the 
access 

21%
were 

with 
the interest rates 
offered on deposits 

39%with the 
cost of 

1

3

BSSIC 

(71.7)
Commercial  

Bank of Tchad

(67.5)

Commercial  
Bank of Tchad

(73.3) 

Commercial  
Bank of Tchad

(70.5) 
Ecobank 

(65.9)

2 Ecobank 

(67.6)
BSSIC 

(63.2)
BSSIC 

(68.6)
BSSIC 

(64.2)
BSSIC

(58.3)

Commercial  
Bank of Tchad

(65.9) 
SGBCI 

(60.8)
SGBCI 

(67.3)
SGBCI 

(61.2)
Commercial  

Bank of Tchad

(54.8) 

Customer service factors

Rank

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing
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Weekly channel usage in Chad

– Chad

Service quality

Interest rates and fees31.8%

31.8%

22.7%

9.1%

4.5%

Turnaround time for requests and enquiries

Innovative products & services

Proximity of branches

Top customer reasons for changing banks

Channel usage and preference

their transactions, which reinforces the fact that alternate 

Customer loyalty

of respondents were absolutely 
willing to repeat business with their 

53% 36% 9%Branch

1% Call
centre1%POS

ATM
Internet
banking
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Service improvement area

fees and charges is where customers 

followed by seamless points of 

Seamless points of 
contact in the bank

Availability of 
alternate channels

Improved delivery
of services
through channels

Friendly, polite and
proactive staff

Reduction in wait times 
for transaction
processing and requests

Fast and effective
complaints resolution

Competitiveness
of interest rates,
fees and charges

17.0%
15.0%

13.0%

Customers’ top service improvement area

8.0%
9.0%18.0%

21.0%
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I
 

1

transactions, the future trend is clearly leaning towards the 

Notwithstanding these challenges, the country has 

1

68.3
66.5
65.6
65.4
65.4
65.3
64.8
64.5
64.0
63.3

BFA

BIAO
UBA

SGBCI
BNI
Bank of Africa
Banque Atlantique
SIB
BHCI

Ecobank

Top 10 most customer-focused banks

Côte d’Ivoire
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– Côte d’Ivoire

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

56% with the 
prompt 

79% with the 

their understanding 

92%
 
 

importance score 

23%
 

with 

its importance to 

90%
 
 
 

of respondents 

time for transaction 
processing as the 
most important 

68%
were 

with 
turnaround time 
for transaction 

51%with the 
ease of 

73% with the 

simple products 
that are easy to 

37%with the 
interest 

rates offered 
on deposits 

43%with the 

charges on 
maintaining 

1

3

BFA

(68.8) 
SGBCI

(68.2)
BFA

(73.3)
BIAO

(66.6)
BFA

(65.3)

2 UBA

(68.2) 
UBA

(67.6)
UBA 

(68.1)
BFA 

(66.2)
UBA 

(60.7)

BNI

(67.3)
BFA

(67.5) 
Bank of Africa

(67.1)
SGBCI

(65.4) 
Bank of Africa

(59.5) 

Customer service factors

Rank

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing
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Weekly channel usage in Côte d’Ivoire

– Côte d’Ivoire

34.6%

31.3%

22.1%

4.3%
3.4%2.4%1.9%

Turnaround time for requests and enquiries

Interest rates and fees

Financial stability

Service quality

Innovative products & services

Access to credit

Proximity of branches

Top customer reasons for changing banks

Channel usage and preference

seems to support the rise of this new distribution channel 

Customer loyalty

Branch43% ATM40% Mobile
banking12%

Call
center3% 2% Internet

banking
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Service improvement area

Seamless points of 
contact in the bank

Availability of 
alternate channels

Friendly, polite and
proactive staff

Reduction in wait times 
for transaction
processing and requests

Fast and effective
complaints resolution

Competitiveness
of interest rates,
fees and charges

16.5%
16.3%

Improved delivery
of services
through channels

14.4%

Customers’ top service improvement area

5.6%
8.0%17.1%

22.2%
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G
as of 20121

2

penetration is attributable to a myriad of reasons including the 

1

2

73.8
71.1
70.9
70.6
69.0
68.7
68.3
68.3
68.3
68.2

GTB

UT Bank
Zenith

Bank of Africa
Fidelity
SG-SSB Bank
UBA
Prudential
Standard Chartered

Cal Bank

Top 10 most customer-focused banks

 

Ghana
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– Ghana

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

76% with the 
attitude 

69% with the 
ability 

90%
 
attached 
high 

importance to cash 

and uptime of the 

75%
said 
they 
were 

and the security of 

64%
 

with 
the timeliness 
in transaction 

71%with the 
accuracy 

and completeness 
of information 

statements and 

70%
indicated 
that they 
were 

current products and 

73%
found 

products to 

57%
said they 
were 

with the cost of 

30%
of 
customers   
that plan 

indicated that they 

1

3

GTBank 

(77.8)
GTBank 

(74.1)
GTBank 

(78.5) 
GTBank

(78.5) 
GTBank  

(68.5)

2 UT Bank 

(77.3)
UT Bank 

(71.0)
UT Bank 

(76.8)
Zenith 

(71.4)
Zenith 

(64.2)

Zenith

 (76.0)
Zenith

(70.8) 
Bank of Africa 

(74.9)
Cal Bank  

(70.9)
Bank of Africa

(64.0)

Customer service factors

Rank

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing
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Weekly channel usage in Ghana

– Ghana

36.0%

22.9%

12.0%

16.3%

11.6%

1.2%

Turnaround time for requests and enquiries

Interest rates and fees

Financial stability

Service quality

Innovative products & services

Proximity of branches

Top customer reasons for changing banks

Channel usage and preference

that they conduct fund transfers through the branch, 

Customer loyalty

agreed that they would absolutely 

while a similar number said they 

56% 27%ATM 8%Branch

6% Call
centre

Mobile 
Banking 2% POS

Internet
banking

1%
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Service improvement area

reported that the area where they 

was the reduction in wait times for 

Seamless points of 
contact in the bank

Availability of alternate
channels

Improved delivery
of services
through channels

Friendly, polite and
proactive staff

Reduction in wait times for transaction
processing and requests

Fast and effective
complaints resolution

Competitiveness
of interest rates,
fees and charges

20.0%
18.0%

15.0%

15.0%
15.0%

11.0%
5.0%

Customers’ top service improvement area

Ghana | 57

© 2013 KPMG International Cooperative (“KPMG International”), a Swiss entity. Member firms of the KPMG network of independent firms are affiliated with KPMG International. KPMG International provides no client services. All rights reserved.



L

1

1

76.1
74.4
74.4
74.1
74.0
73.8
73.5
73.1
72.8
72.4

CFC Stanbic 

Ecobank
Kenya Commercial

Post
Equity
Barclays
Family
National
Standard Chartered

Cooperative

Top 10 most customer-focused banks

 
 

Kenya
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– Kenya

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

88% with the 

75% with 
how 

responded to their 
complaints and 

77% with 

said they were 

83% with the 
ease 

using mobile 

85%
 
 
of 

respondents reported 

the accuracy of 

77%with the 

timeliness in 
processing 

87%
are 

with 
the suitability 
of products and 

84%
 

with the 

on how to access 

62%
were 

with 
interest rates and 

71%
were 

with cost of 
maintaining accounts 

1

3

CFC Stanbic 

(79.7)
Ecobank 

(75.9)
CFC Stanbic 

(81.3)
Post Bank

(75.0)
National Bank

(72.1)

2 Post Bank

(77.8) 
CFC Stanbic 

(75.7)
Standard  
Chartered 

(78.0)
Family Bank 

(73.7)
Post Bank 

(71.9)

Ecobank 

(77.5)
Kenya Comm. 

Bank 

(75.3)
Barclays 

(77.6)
Kenya Comm. 

Bank 

(73.1)
Equity Bank 

(70.7)

Customer service factors

Rank

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing
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Weekly channel usage in Kenya

– Kenya

Financial stability

36.7%

23.2%

10.6%

7.7%

17.4%

4.3%

Turnaround time for requests and enquiries

Interest rates and fees

Service quality

Innovative products & services

Proximity of branches

Top customer reasons for changing banks

Channel usage and preference

respondents indicated a high preference for using the 

to foreshadow strong branch usage in the foreseeable 

 

Customer loyalty

percent of customers said they would 
absolutely repeat business with 

47% 23%ATM 11%Branch

7% Call
centre

Mobile 
banking

6% POS
Internet
banking3% 3%Mobile 

payments
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Service improvement area

areas: wait times for processing 
transactions, and offering more 

Availability of 
alternate channels

Friendly, polite and
proactive staff

Reduction in wait times 
for transaction
processing and requests

Competitiveness
of interest rates,
fees and charges

15.9%
15.0%

Seamless points 
of contact in 
the bank

Improved delivery
of services
through channels

14.8%

Customers’ top service improvement area

8.8%
9.3%18.0%

Fast and effective
complaints resolution

18.2%
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W 1

6,000 branches, most of which are concentrated in the 

2

and the promulgation of more stringent regulations by 

some stability has returned to the sector leading 

Nigeria

1

2

77.9
77.7

76.1
75.7

75.0
74.8

74.4
73.9

73.4
73.1

GTBank

Stanbic
Zenith

Fidelity
Standard Chartered

FCMB
First bank

Sterling
Access

Diamond

Top 10 most customer-focused banks
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– Nigeria

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

85% with the 

friendliness, 
politeness and 
willingness to assist 

79% with the 
prompt 

to customer 
complaints and 

87%
 
were 

 
 

with mobile 

were rated 

87%with the 
accuracy 

and completeness 

80% with the 

timeliness and 
turnaround time 
in processing 

85%
 
 
were 

85%
 
were 

with funds transfer 

67%with 
the cost 

of maintaining 
accounts with  

54%with the 
interest 

rates offered 
on deposits 

1

3

GTBank

(80.6) 
Zenith

(79.0)
Zenith

(79.5)
GTBank 

(78.3)
GTBank 

(71.2)

2
Standard  
Chartered

(80.5) 
GTBank

(77.5) 
GTBank

(79.4) 
Zenith

(77.0)
Stanbic IBTC

(67.5) 

Zenith

(79.6)
Diamond

(76.3) 
Stanbic IBTC

(79.2) 
Fidelity

(75.3) 
FCMB

(67.3) 

Customer service factors

Rank

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing
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Weekly channel usage in Nigeria

– Nigeria

53.2%

12.0%

9.4%

10.8%

8.4%

5.9% 0.3%

Turnaround time for requests
and enquiries

Interest rates and fees

Financial stability

Service quality

Innovative products & services

Access to credit

Proximity of branches

Top customer reasons for changing banks

Channel usage and preference

cities, it is not surprising that it has been the fastest 

alternate channels for transactions such as bill payments 

Customer loyalty

awareness has increased, leading customers 

primarily because of their perception of the 

customer switching rates and the associated 

respondents indicated that they would 

ATM65% Branch29% Internet
banking3%

Mobile
banking2% POS1%
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Service improvement area

see a reduction in wait times for 

Seamless points of 
contact in the bank

Availability of alternate
channels

Improved delivery
of services
through channels

Friendly, polite and
proactive staff

Reduction in wait times for transaction
processing and requests

Fast and effective
complaints resolution

Competitiveness
of interest rates,
fees and charges

19.7%
17.7%

15.1%

13.9%
13.6%

12.1%
7.8%

Customers’ top service improvement area
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1

operation, broadly falling into two categories: historical players and new 

1

Top 10 most customer-focused banks

63.8
62.3
62.0

61.1
60.9

60.8
60.2
59.1
58.8

53.8

Banque Islamique

Banque Internationale
CBAO Groupe

SGBN
Ecobank

Banque Atlantique
Bank of Africa

Credit du Senegal
Caise Nationale

UBA

Senegal
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– Senegal

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

63% with the 
prompt 

78%
 

with 

39%
 

with 

76%
 

with 

68%with the 
accuracy 

of information 

54%  with the 
turnaround time 
for transactions 

13%that 
products and 

10%
 

with the assistance 

understanding the 

26%
of 
customers 

with the interest rates 
offered on deposits 

61%
of 
customers 
who plan 

with the cost of 
maintaining an account 

1

3

Banque 
Islamique 

(67.7)
CBAO

(63.6)
Banque 

Islamique 

(64.7)

Banque 
Islamique

(66.5)

2 BICIS

(66.0)
Crédit du 
Sénégal

(62.1)
BICIS 

(64.6)
BICIS 

(62.8)

Banque 
Islamique 

(58.0)
&

UBA

(58.0)

SGBN

(65.4)
Banque 

Islamique

(62.0)

Crédit du 
Sénégal 

(64.5)
UBA

(61.4)
Ecobank 

(53.4)

Customer service factors

Rank

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing
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Weekly channel usage in Senegal

– Senegal

Financial stability

Turnaround time for requests and enquiries

Interest rates and fees

Service quality

Innovative products & services

Proximity of branches

Top customer reasons for changing banks

35.8%

24.1%

23.5%

6.2%
5.6%

5.0%

Channel usage and preference 

For channel preference in conducting transactions, 

the branch for funds transfer and 62 percent prefer to use 

Customer loyalty

absolutely willing to repeat business 

they would absolutely recommend 

reason for changing being interest 

ATM52% Branch27% Internet
banking10%

Mobile
banking8% POS2% Call 

centre1%
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Service improvement area

Seamless points of 
contact in the bank

Availability of alternate
channelsImproved delivery

of services
through channels

Friendly, polite and
proactive staff

Reduction in wait times for transaction
processing and requests

Fast and effective
complaints resolution

Competitiveness
of interest rates,
fees and charges

19.1%

19.1%

17.3%

15.6%
11.6%

10.4%
6.9%

Customers’ top service improvement area
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68.8
68.3
67.6
67.4
67.3

66.8
66.6
66.4
66.1
65.9

GIB

Zenith
UBA

Union Trust
Skye
Rokel
Standard Chartered
SL Commercial
Access

First

Top 10 most customer-focused banks
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– Sierra Leone

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

80%
 

with staff 
friendliness and 

67% with the 
prompt 

87%
 
 
consider 

accessibility of 

47%  with the 
absence 

82%
 
cite high 
importance 

to transactions 
 

58%with the 

timeliness and 
turnaround time 
in processing 

80%that current 
products 

their needs with the 

73%with the 
assistance 

understanding the 

82% interest 
rates 

on deposits and 

40%
of 
customers 
were 

1

3

Standard 
Chartered

(74.2)
GTBank

(70.6)
GTBank 

(70.7)

Standard 
Chartered

(68.6)
GTBank 

(61.9)

2 GTBank

(72.2)
Zenith 

(68.7)
First

(68.4)
Zenith 

(68.1)
Standard 
Chartered

(61.4)

UBA

(71.2)
First

(68.6)
Skye

(68.3)
UBA

(67.5)
Zenith

(61.3)

Customer service factors

Rank

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing
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Weekly channel usage in Sierra Leone

– Sierra Leone

44.8%

12%

27.0%

12.0%

8.3%

4.5% 3.4%

Turnaround time for requests and enquiries

Interest rates and fees

Financial stability

Service quality

Innovative products & services

Proximity of branches

Top customer reasons for changing banks

Channel usage and preference

therefore, the branch emerged as the most widely and 

preference for performing transactions such as balance 

Customer loyalty
Despite the challenges faced in terms 

channel usage, customer loyalty in 

percent of customers said they would 
absolutely repeat business with their 

they would absolutely recommend 

customers indicated that they might 

ATM79% Branch 18% Internet
banking1%

Mobile
payments1% POS1%
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Service improvement area

considering the fact that almost all 
transactions are performed at the 

deploy alternate channels could 

Seamless points 
of contact in 
the bank

Availability of 
alternate channels

Improved delivery
of services
through channels

Friendly, polite and
proactive staff

Reduction in wait times for
transaction processing

and requests

Fast and effective
complaints resolution

Competitiveness of 
interest rates,

fees and charges

20.0% 14.0%
12.0%23.0%

9.0% 5.0%

Customers’ top service improvement area

16.0%
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75.3
74.6

74.5
74.1
74.1

72.9
72.9
71.8
71.5

68.8

Stanbic

Akiba
Access

CRDB
Diamond Trust
Barclays
NMB
National
Post

Exim

L
1

1

Top 10 most customer-focused banks

Tanzania
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– Tanzania

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

77%
 

with the 
friendliness and 
politeness of the 

55%with the 
time 

81%
 

with the 
accessibility of their 

80%
 

with the 

73%with the 

77%  
with the turnaround 
time in processing 

78%
 

that 
products meet 

88%
 
 

products and 

17%
 

and other related 

20%
 

with 
the interest rate 
on deposits and 

1

3

Exim

(75.2)
Access

(76.0)
Stanbic

(80.9)
Stanbic

(78.8)
Akiba

(74.9)

2 Barclays

(75.0)
CRDB

(75.6)
Diamond Trust

(79.2)
Diamond Trust

(76.3)
Access

(74.8)

Akiba

(74.9)
Akiba

(74.6)
Exim

(77.6)
Exim

(75.5)
Stanbic 

(72.5)

Customer service factors

Rank

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing
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Weekly channel usage in Tanzania

– Tanzania

Innovative products & services

Interest rates and fees

38.6%

24.3%

12.9%

11.4%

7.1%

4.3% 1.4%

Turnaround time for requests and enquiries

Service quality

Financial stability

Proximity of branches

Top customer reasons for changing banks

Access to credit

Channel usage and preference 

of the lowest alternate channel usages of the countries 

Customer loyalty
While a large percentage of 

or recommend it to others, only 

percent of customers indicated that 

ATM62% Branch33% 3% Mobile
banking

Mobile
payments1% POS 1%
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Service improvement area

of staff, a reduction in wait times and 

Seamless points of 
contact in the bank

Availability of alternate
channels

Improved delivery
of services
through channels

Friendly, polite and
proactive staff

Reduction in wait times 
for transaction
processing and requests

Fast and effective
complaints resolution

Competitiveness
of interest rates,
fees and charges

20.1%

17.7%

15.7%

13.9%
12.5%

10.5%
9.6%

Customers’ top service improvement area
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82.5
78.6
78.5
77.9
77.2

74.9
74.5

71.4
71.3
71.3

Stanchart Bank

Housing Finance
DECU Bank

Diamond Trust
Barclays Bank
Equity Ltd

Crane
Stanbic
Kenya Comm

Centenary

funds and the increasing potential for political instability which, in 

1

1

Top 10 most customer-focused banks

 

Uganda
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– Uganda

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

79%
 

with the 
friendliness of their 

73%with the 
prompt 

58%
 
 

59%
 

with 
absence of long 

57%with 
the accuracy and 
completeness of 

44%  
with the turnaround 
time for transaction 

79%
 

with 
products and 

83%
 

with 
the ease of 
understanding their 

53%
 

with the cost of 
maintaining accounts 

44%
 
of 
customers 

who want to 

1

3

Standard  
Chartered

(84.5)

Standard  
Chartered

(83.4)
Diamond Trust

(84.1)
Standard  
Chartered

(82.4)
Diamond  Trust

(78.5)

2 DFCU

(81.0)
Housing Finance

(79.1)
Standard  
Chartered

(82.8)
Housing Finance

(77.8)
DFCU

(78.3)

Housing Finance

(79.1)
Centenary

(78.8)
Kenya Comm. 

Bank

(81.1)
Centenary

(77.4)
Centenary 

(77.4)

Customer service factors

Rank

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing
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Weekly channel usage in Uganda

– Uganda

Proximity of branches

46.0%

31.0%

8.0%

8.0%

3.0%3.0%

Turnaround time for requests and enquiries

Interest rates and fees

Financial stability

Service quality

Innovative products & services

Channel usage and preference 

portion of the population seems to distrust the internet 

to be the most preferred channel for performing all other 

Customer loyalty

large percentage of customers 

said they would absolutely repeat 

percent said they would absolutely 

indicated they want to change their 

ATM58% Branch36%
Call
centre

2%
Mobile
payments

Mobile
banking2%
POS

1% 1%

Top customer reasons for changing banks

80 

© 2013 KPMG International Cooperative (“KPMG International”), a Swiss entity. Member firms of the KPMG network of independent firms are affiliated with KPMG International. KPMG International provides no client services. All rights reserved.



Service improvement area

not surprising as the interest rate was 
also the element of pricing they were 

Seamless points of 
contact in the bank

Availability of alternate
channels

Improved delivery
of services
through channels

Friendly, polite and
proactive staff

Reduction in wait times 
for transaction
processing and requests

Fast and effective
complaints resolution

Competitiveness
of interest rates,
fees and charges

22.8%

17.2%

14.5%

14.2%
13.8%

9.6%
7.8%

Customers’ top service improvement area
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1

1  

Zambia
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– Zambia

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

84%
 

with 

politeness and 
willingness to assist 

63%with the 

response to 
complaints and 

67%
 

with 

65%
 

with 

54%with the 

timeliness and 
turnaround time 
in processing 

68% with the 
accuracy 

and completeness 

79%with how 
products 

73%
 

with 
funds transfer 

74%
 

and other related 

51%
 

with the 
interest rates offered 
on deposits and 

Service improvement area

Customer loyalty
Despite the challenges faced by customers with long 

transaction processing, a large percentage of customers 
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Preferred methods of conducting banking activities.

– Zambia

Channel usage and preference 
Despite the recent gains made in 

infrastructure means that most 

reported that their most preferred 

Internet Banking Mobile Banking Call Centre/Telephone BankingBranch ATM POS

Buying financial 
products 
e.g. loans

Getting financial 
advice

Making 
complaints

Funds 
transfer

Bill 
payments

Balance 
enquiry

Cash 
withdrawals

80%
74%

26%

59%

5% 6% 7%

20%

31%

45%

93%

3% 3%
8%

4%
8%

34%

1%
7%

30%
36%

93%

1% 1%
6%

13%

4% 2%

84 

© 2013 KPMG International Cooperative (“KPMG International”), a Swiss entity. Member firms of the KPMG network of independent firms are affiliated with KPMG International. KPMG International provides no client services. All rights reserved.



 | 85

© 2013 KPMG International Cooperative (“KPMG International”), a Swiss entity. Member firms of the KPMG network of independent firms are affiliated with KPMG International. KPMG International provides no client services. All rights reserved.



67.2
66.1
66.0
65.2
64.8
64.8
63.8
61.2
60.3
57.2

BancABC
TN
FBC
Kingdom
Barclays
NMB

Standard Chartered
CBZ
Stanbic

Metbank

intermediation and shortages of cash in the local currency as well as other 

stands at 60 percent1

1

Top 10 most customer-focused banks

 

Zimbabwe
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– Zimbabwe

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing

33%
 

friendliness and 

26%with 
the promptness 

29%
 
 
 of 

60%
 

ease of transaction 

22%with 
the timeliness 
and turnaround 
time in processing 

29%  
with the accuracy 
of information 

28%
 

products and 

22% with 
funds transfer 

45%
 

with the 
cost of maintaining 

23%
 

with the 
interest rates offered 
on deposits and 

1

3

BancABC

(76.9)
BancABC

(69.1)
BancABC

(74.0)
BancABC

(62.3)
TN Bank

(62.5)

2 TN Bank

(71.3)
FBC

(68.5)
TN Bank

(72.2)
NMB

(62.0)
Kingdom Bank

(61.1)

Standard  
Chartered

(70.2)
TN Bank

(68.0)
NMB

(71.5)
TN Bank

(61.5)
Post Bank 

(56.1)

Customer service factors

Rank

Customer 
Care

Convenience Transaction 
Methods & 
Systems

Products 
and Services

Pricing
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Weekly channel usage in Zimbabwe

– Zimbabwe

Financial stability

Turnaround time for requests and enquiries

Interest rates and fees

Service quality

Innovative products & services12.2%

6.1%
8.5%

13.4%

59.8%

Channel usage and preference 

preferred channel for performing transactions ranging from 

saying they prefer to use the branch for performing most 

Customer loyalty
With only a third of customers 
indicating that they would absolutely 

to others, customer loyalty and 

ATM32% Branch27% POS17%
Internet
banking

Mobile
banking11% 8% Call 

centre3% Mobile
Payment2%

Top customer reasons for changing banks
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Service improvement area

to reduce wait times for transaction 

Seamless points of 
contact in the bank

Availability of 
alternate channels

Improved delivery of
services through channels

Friendly, polite and
proactive staff

Reduction in wait times
for transaction processing 
and requests

Fast and effective
complaints resolution

Competitiveness of 
interest rates,

fees and charges

20.1%
19.8%

17.4%
14.2%

12.9%
7.9%

7.7%

Customers’ top service improvement area
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34% 15%43%

Age

21-30 years 31-40 years 41-55 years

4%
Above 55 years

4%
Under 20 years

37%63%

Gender

Male Female

Employment status

3%
Others

25%
Public

26%
Private

2%
Retired

23%
Self-employed

21%
Student

Demographics
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