THE SEARCH FOR THE HOLY GRAIL

On one thing, all financial services marketers are agreed: the importance of cross-selling. After all, the customer who trusts you enough to buy one product from you is at least open to the idea of buying another one. Should be easy, then. But is it?

Apparently not.

According to research conducted by CCB among a panel of 4,000 UK consumers, the bank most successful at cross-selling is Halifax – yet it has only managed to persuade 41% of its current account holders to take on a Halifax mortgage. The other major providers do worse. Only 28% of Abbey's current account holders have an Abbey mortgage; this figure drops to one-quarter for Alliance & Leicester; 19% for RBS; and 18% for NatWest. (Precision Marketing, 31 March 06).

The prizes for getting cross-selling right can be enormous: in the US, Wells Fargo attributes a truly astonishing 80% of its revenue growth to the sale of multiple products to each customer. The bank says its average retail customer uses 4.8 products, and its average business customer uses 5.7 products. Even this stellar performance falls far short of the potential. One survey recently suggested that “The average UK household owns ten to 12 financial products, of which key providers - that is, banks - provide, on average, 2.3." (Precision Marketing, 20 January 06). It’s easy to see how selling just one more product on average would increase revenues by 50%.
So how to get from A to B? Try thinking of it in terms of the 3 Ps: Product, Process and Persuasion.

Product: Get the products – and crucially, the links between them – right: Barclays claim that their integrated Openplan proposition increased average customer holdings over 75% to 4.4 products per customer, and attracted 

1 million Openplan customers in the first year.
Process: Time your pitch for when it’s relevant to the customer. Make it easy to take up the offer. Know when to take No for an answer.
Persuasion: Make it in the customer’s interest, by offering a price, convenience or added value benefit. Remember, the selling staff need to be motivated, too!
Worth doing? You be the judge: according to the Wall Street Journal, 20% of Citigroup’s consumer bank revenues come from cross-selling.
“One survey recently suggested that the average UK household owns ten to 12 financial products, of which key providers - that is, banks - provide, on average, 2.3." 








