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Strategy

Retrieve info on M&A 
revival and link to 
improved capital basis
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Credit Suisse
Questions & Group distribution

Group 8

1, What caused CS's demise?

2. What were the multiple efforts at restructuring by CS Leaders aiming at? What problem were 

they trying to solve? Why?

3. Could anything have saved CS? If so, what kinds of actions would you have proposed? Were 

there any other options for Swiss regulators but tointervene and force the merger with UBS?

4. What could be the consequences of the Swiss regulators writing off USD17bn of the 

Additional Tier 1 (AT1) bonds? Why?

5. What might be the long-term impact on Switzerland from CS's demise?

The end of    

Credit Suisse

Groups 8 &13

Group 13

Groups 8 & 13
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Menti Time 

Menti Time ☺

https://www.mentimeter.com/app
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• Intermediation products (deposits, loans)

• Desintermediation products (funds, brokerage)

• Payment products (checks, cards, e-payment)

• Insurance products

• Advisory services (private banking, investment)

• Custody

• all segments

• Branch 

• Call centre

• ATM 

• Internet

• mobile, flash shop

The traditional bank
One-stop shop

• Economies of Scope
• Conglomeration 

=> Market power

• Contamination  
• Conflicts of Interest
• Complexification

=> Too  big to manage

Multi-
product

Multi-
customer

Multi-
channel

Plus 

Minus 



From product oriented models…

• Fixed / variable rate

• Collateral rules / LTV

• Repossessed properties’ 
management

Branch Internet Call Centre

Customers
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Mortgage loans Credit Cards
Bank accounts

(treasury 
management)

Corporate 
loans

Insurance

• Operational framework 
(Internal factory vs white 
label)

• Recovery procedures 

• Seamless payments / 
clearing operations

• IT systems

• Anti-money laundering 
compliance 

• Maturity/interest rate 
risk management

• Collateral policies

• Operational framework 
for specialty products

• Mortgage related

• Cross-selling potential

• Asset side products
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Branch

Internet

Call Centre

MM
Customers

Branch

Internet

Call Centre

Branch

Internet

Call Centre

Branch

Internet

Call Centre

Branch

Internet

Call Centre

Affluent  
Customers

Private  
Customers

Business 
Customers

Corporate  
Customers

To a client oriented one.
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MASS 
MARKET

AFFLUENT PRIVATE BUSINESS CORPORATE

Mortgage 
loans

Credit 
Cards

Bank 
accounts

Corporate 
loans

Asset 
Management

Insurance
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• Student

• Young professional

• Family professional 

• Retired

• Startup

• Growth business 

• Mature business

Type 

Asset 
type / volume

Behaviour

Life cycle

• Individuals

• Companies

• Mass

• Affluent

• Private 

• Business  

• Corporates

• Large / small savers 

• Large / small debtors

• High / low transaction

Individuals

Corporates

Monthly Income criteria

Business volume criteria 

A client oriented bank
Segmentation criteria
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Channels
The birth of the omnichannel

BRANCH

ATM

Call 
Centre

Mail

POS

Mobile

Internet

Transactional? Just 
for individuals? No 
cash operations? 

Advisory? To whom?

Info, cash 
operations, 
transactions

Inbound: Transactional, 
informational, claims
Outbound: CRM

Informational and 
transactional;
Very limited in-bound 
sales; 
Outbound potential?

Informational 

Informational and 
transactional;
Very limited in-bound 
sales; 
Outbound potential?
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Strateging Marketing
Customer Relationship Management

How to define the best value proposition?

Customer 
segments

Products

Channels

• Branch
• Call Centre
• Internet
• …

• Mass Market
• Affluent
• Private
• Corporates
• SMEs
• Small Business

• Mortgages
• Consumer finance
• Corporate loans 

• Deposits
• Insurance

• Asset Management
• …
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Customer RM
How a marketing strategy unfolds

• Number and priority of offers per client?

• Different offers per channel for the same client?

• Repeated offers in short period of time?

• What to do with rejections?

• Channel capacity?

• How to manage the flow of offers from all marketing departments?

• How to develop an appropriate advertising strategy?
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Customer RM
From Transactional to Relational

Unique Transaction
Bank and Customer ignorant 

about each other

Multiple Transactions
Customer knows the service; 
bank ignores the customer

Reactive Relationship
Mutual knowledge; bank has  
specific offer per customer  

group

Proactive Relationship
Bank knows every customer 

and anticipates needs;  
Customer gets true value
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Customer Journeys
A practical example (I)

Source: Developing a ‘College Student’ Customer Journey for BPI , Nova SBE Project Field Lab, December 2023. Group of 5 students, supervised by Prof. Carla Rebelo. 

Understanding the market and the customer (!)
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Customer Journeys
A practical example (II)

Source: Developing a ‘College Student’ Customer Journey for BPI , Nova SBE Project Field Lab, December 2023. Group of 5 students, supervised by Prof. Carla Rebelo. 

Identifying the needs, above all…

…with a focus on the 
‘pain points’!
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Customer Journeys
A practical example (IV)

Source: Developing a ‘College Student’ Customer Journey for BPI , Nova SBE Project Field Lab, December 2023. Group of 5 students, supervised by Prof. Carla Rebelo. 

Converting needs into services &…

…Assessing competition & effort



17

Customer Journeys
A practical example (III)

Source: Developing a ‘College Student’ Customer Journey for BPI , Nova SBE Project Field Lab, December 2023. Group of 5 students, supervised by Prof. Carla Rebelo. 
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Interest paid on savings  
accounts

Transaction related costs

Allocated “fixed” costs

Investment income from  
deposit balances

Fee income

Interest charged in loansCost of Risk

How to value a client
Key components



How to value a client
RAROC (I)

REMINDER 
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Source: McKinsey & Company.

How to value a client
RAROC (II)
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How to value a client
Basics I: FTP concept

Source: Deloitte, ‘Funds Transfer Pricing: a gateway to enhanced business performance’, March 2015.

FUNDS 
TRANSFER 
PRICING

Internal mechanism via which funds are sold or purchased between the Bank’s several units / segments at 
certain pre-determined prices (normally derived from the Bank’s funding cost curve)

Most common case relates to retail Segment with Loan-to-Deposit < 100% (= excess deposits) selling 
liquidity to Corporate segment with Loan-to-Deposits > 100% (= own-generated deposits are insufficient to 
fund 100% of corporate loan book).

REMINDER
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How to value a client
Basics II: Expected loss

REMINDER from Session 1 Cost of Risk
(EL: expected loss)

Probability 
of default

(PD)

Loss given 
default
(LGD)

Average percentage 
of obligors that 
default per rating 
grade in the course of
one year.

Percentage of 
exposure the bank 
might lose in case 
the borrower 
defaults (as a 
percentage).
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• STEP 1: Ms. Lagarde has 700 euros in deposits, earning 2%.

• STEP 2: She pays 10 euros/month of fees and commissions.

• STEP 3: She requested a loan of 8000 euros, paying 5% interest rate.

• STEP 4: The bank's credit scoring model suggests clients with profiles like Ms. Lagarde have 
a 2.5% probability of defaulting their loans, for a LGD of 60%

• STEP 5: The bank has estimated managing a client like Ms. Lagarde costs €85/year.

• STEP 6: Central bank requirements state that:

i) a 3% cash reserve must be deposited with the CB for every deposit; 

ii) the bank must comply with a minimum 8% equity ratio.

• STEP 7: The Treasury department of the bank quotes liquidity at bid/ask of 3.25% - 3.75%.

• STEP 8: Cost of Capital stands at 7.7%.

How much does the Bank gain with Ms. Lagarde?

How to value a client
Practical exercise

This exercise is taken from a lecture of Prof. Gonçalo Rocha.



Strategy
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