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Paper challenges 

Hard copies are often required for legal reasons to obtain signed documents 

Paper documents are convenient, allow easy cross-referencing and annotation 

Paper is less of a barrier to communication during meetings than computers are 

Paper serves as “physical representation” 



Paper challenges 

The environmental and economic impact of 
paper is very high: 

Forests have been reduced by more than 
30%, and still declining 

Paper accounts for 42% industrial forest use  

One trillion pages of paper requires 8.5 
million acres of trees 

390 gallons of oil are used in production of 
one ton of paper 

8 cubic feet is used to dispose of one ton of 
paper 

36% of public landfill is consists of paper-
based wastage 



Other industry challenges 

A jet emits one pound of CO2 per 
passenger mile 

3.2 million acres of trees need to be 
planted every year to offset the emissions 
caused by 240 billion passenger miles (US 
alone) 

Greenhouse gases caused by rental cars, 
energy, water usage, hotels, conferences 

Increased stress has direct impact on 
productivity 



Industry initiatives 

Citigroup have committed $50-billion as a 
green commitment including reducing 
their environmental impact 

Bank of America has started a $20 billion 
green initiative; $100 million to go in 
energy conservation measures 

Lloyds TSB has pledged to cut its carbon 
footprint 30% by 2012, and then offset its 
remaining emissions 

Barclaycard to donate 50% of “Barclaycard 
Breathe” profits to environmental projects 



Industry initiatives 

HBOS's Green Miles in 2007 is set to reduce 
business travel by 5.5 million miles – by 
better utilising teleconference facilities 

ABN AMRO has taken measures to make its 
office buildings and branches more 
environmentally sound 

HSBC's Virtual Forest campaign will save 
over 20 million pieces of paper and see 
20,000 real trees planted by March 2008 

RBS is investing £55 million to deliver 
environmental impact gains in its 
property portfolio and piloting a range of 
innovative energy-efficient technologies 



Industry initiatives 

“Thirty percent of our online banking 
customers are enrolled in paperless 
statements. Needless to say, that’s a 
significant expense saved for us.” 

Catherine Palmieri - Managing Director of Citibank.com 



Emergence of customer engagement as a key differentiator 

“Executives are finding that the winning 
differentiator is no longer the product or 
the price, but the level of engagement—
the degree to which a company succeeds 
in creating an intimate long-term 
relationship with the customer or 
external stakeholder” 

The Economist Intelligence Unit 2007 
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 “5% of customers will be lost for every 
page in an online application form.  A 
typical form will be between 8 and 11 
pages.” 

eBenchmarkers / Datamonitor 



Impact of customer experience  

Customers who use their bank’s Web site and are extremely satisfied 
with the features they use tend to be strongly ‘engaged’ with their 
bank.  

Fully Engaged: Loyal and strongly attached. 
Your most valuable customers  

Engaged: somewhat lower attachment and 
loyalty 

Not Engaged: Attitudinally neutral. No 

emotional connection 

Actively Disengaged: Emotional detachment 

and antagonism to your company 

Using Technology to Engage Retail Banking Customers. 

 Why banks must carefully manage their digital touchpoints to 
create a seamless customer experience”  

by Gallup Consulting 
Sponsored by Adobe Systems Incorporated 
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Next generation web applications 

Product configuration 

Rich media applications 

Data visualization 

Authoring applications Product selection 

Line of business applications 
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15% uplift in direct mortgage sales  
within 3 months of launch 
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