
SECTIONS WEIGHT SCORE

Shareholders 25% 9.22
Disclosure and Transparency 25% 9.40
Stakeholders 15% 9.57
Board of Director 35% 9.66
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CUSTOMER
EXPERIENCE
Customer experience has always been 
one of the main pillars of Garanti’s 
strategy. We strongly believe that 
companies del iver ing compel l ing 
experience are and will become the 
most successful ones in their industries. 
Customer experience is even more 
important in today’s ever changing 
environment accelerated by technology. 
Boundaries between industries have 
already blurred, and digital business 
models create the new norms for all 
business areas. Solutions that delight 
customers easily become the standard 
not for a specific category but for all.

Therefore at Garanti, we see customer 
experience as the most important 
e l e m e n t  fo r  s t r e n g t h e n i n g  o u r 
competitiveness and differentiating 
us in our industry as well as from other 
markets. We have a solid and long-
run strategy built on a combination of 
technology and human factors, which 
are the key determinants of our age. 
We execute our customer experience 
strategy with the aim of making our 
customers’ lives easier, looking after 
their financial well-being, assisting them 
in making conscious financial decisions, 
helping them to grow their business in a 
sustainable manner and finally bringing 
financial services to everyone.

Customers’ needs and expectations are 
continuously evolving and reshaping 
i n  h a r m o ny  w i t h  te ch n o l o g i c a l 

advancements. But common ground 
stays the same: they want to experience 
shortened and frictionless journeys 
saving their time, smarter solutions 
supporting their well-being and personal 
connection which they enjoy. This 
understanding shapes all of Garanti’s 
customer experience management 
efforts. We want our customers to be 
happy because of having chosen to 
work with us. Building a good customer 
experience is one of the top strategic 
priorities and indispensable passions for 
Garanti senior management, as well. For 
this purpose, the Customer Committee 
is established to discuss customer 
experience topics and convened under 
the chairmanship of the CEO. The 
Bank’s customer experience strategies 
are defined by the Committee. It is also 
responsible for realizing and ensuring 
continuous effort, which aims to enhance 
experience at every touch point and 
improve our performance. 

By focusing on customer 
experience, we are 
actively contributing to 
Sustainable Development 
Goal 5: Gender Equality, 
Goal 8: Decent Work 
and Economic Growth, 
Goal 9: Industry, 
Innovation and 
Infrastructure, 
Goal 10: Reduced 
Inequalities.

Garanti’s success on executing its 
customer experience strategies rely 
on four key competencies: customer 
u n d e r s t a n d i n g  c a p a c i t y,  d e s i g n 
philosophy, empathetic culture and 
measurement systems.

1 - CUSTOMER UNDERSTANDING 
CAPACITY 
We believe that today’s hyper changing 
world needs a continuous monitoring for 
what customers are expecting, doing, 
thinking and feeling. At Garanti, we 
utilize multiple methods to have such a 
deep understanding of our customers 
like exploratory researches, social 
listening, quantitative surveys and instant 
feedbacks. Also, our customers may pass 
on their criticisms via e-mail, websites 
and social media as well as a dedicated 
team that serves on a private customer 
hotline.

VALUE DRIVER INDICATOR PERFORMANCE

2017 2016

Offer our customers an excellent 
customer experience by placing 
them at the center of all our 
activities and efforts

Design our processes from our 
customers’ perspective, vesting 
them in a swift, easy and plain 
format

Have long-lived relationships with 
our customers that is built on trust 
by exceeding their expectations 
and enhancing their satisfaction

Customers 1 15,143,270    14,615,584 

Target Customers Surveyed 2 7.35% 8.31%

Feedback Received 3  864,000    881,000   

Products or services that are changed &
developed through customer feedback 24 11

Net Promoter Score 4 (Ranking) #1 #1

Always be transparent, clear and 
responsible towards our customers

Help our customers in making 
informed decis ions through 
supporting financial literacy, health 
and inclusion in solutions that we 
offer

New & Upgraded products, services and channels that aim to 
support our customers in terms of managing their financials 3 3

Customers informed about their financial status 83% 74%

Disabled friendly ATMs  3,824  2,598 

Woman attended to Women's Entrepreneurship events and 
Garanti has helped to enhance financial awareness (cumulative) 9,100 8,494

Customers that started using saving products  809,397  502,431 

Offer innovative solutions and 
advise our customers to grow their 
businesses in a sustainable manner

Site visits on Environmental & Social issues to customers 28 22

Environmental & Social workshops and conferences 4 5

SME initiatives (incl. apps and events) 7 5

Environmental & Social issues addressed in 
workshops and conferences 11 14

Woman Entrepreneurs encouraged to apply
WE Awards (Cumulative) 34,384 32,836

Customers and financial institutions informed 
on Environmental & Social issues 5 29 19

1 E xclude s cus tome r s wi th in ade qu a te 
documentation.
2 Represents percentage of target customers 
surveyed at least once during the year.
3 Represents customer feedbacks received 
through customer hotline and after service 
surveys which conducted for the journeys in 
branches, call center and customer hotline.
4 Net Promoter Score research is conducted by 
independent research agency Ipsos for Garanti 
Bank. According to the research results, Garanti 
has the highest Net Promoter Score, among 
retail customers representing its own profile, 
compared to peer group. Peer group consists of 
Garanti Bank, İş Bank, Akbank, Yapı Kredi Bank, 
QNB Finansbank and Denizbank. Research was 
conducted between October’17 and January‘18. 
Main bank customers, who have communicated 
with the banks over the last 3 months, surveyed 
face to face in the representative cities of Turkey 
by quota sampling. Score is calculated as a 
weighted average of retail segments’ scores.
5 Customers and financial institutions informed 
through E&S workshops or through meetings/calls.

customers4,282 32.9 min 7
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Our employees  also play a big role in the 
development of customer understanding 
capacit y. Especia l ly our frontl ine 
employees share their feedbacks and 
opinions to improve customer experience 
through a suggestion plat form named 
“You Propose-Önersen”. It a l lows 
employees to share their innovative ideas 
about product and service upgrades or 
new product and service designs with 
the relevant business units at any time.

In 2017, we received more than 850K 
feedbacks from customers, which have 
been studied extensively. We collected 
1,313 suggestions from our employees 
during 2017. We continuously analyze 
the data pool enriched by our customers 
and our employees by leveraging 
latest technologies and convert it into 
actionable insights. All these studies 
provide a solid ground for our customer 
centric design efforts.

2 - DESIGN PHILOSOPHY
Improving customer experience calls for 
improving not only individual touch points 
but the entire journey end-to-end. While 
we design customer journeys, each step 
is experienced through the customer’s 
eyes and solutions are provided to satisfy 
the needs and expectations at any micro 
moment at the maximum extent possible. 
Journey perspective requires thinking of 
digital and physical channels in the same 
context while creating a consistent and 
seamless experience.

3 - EMPATHETIC CULTURE
Assuring that customers experience  
the services and products as they are 
designed requires customer experience 
practices to be deeply embedded in 
the organizational culture. It requires 
employees to refer to customer thought 
in their day to day business, and also 

internalize and recognize the needs and 
feelings of others. 

With these principles in our mind, we 
started a program branded as “Garanti 
Empathy” to carry out our customer 
centric culture to a new level at the end of 
2016. Garanti Empathy provides a platform 
for all Garanti employees to stay informed 
about bankwide customer experience 
projects, learn about best practices both 
internally and worldwide, access tools 
such as guidelines, tips and trainings 
for self-improvement, and share their 
empathy stories with others to inspire 
new ones.

Empathy culture in Garanti also supported 
by incorporating customer experience in 
the definition of success. For every Garanti 
employee, building an excellent customer 
experience is an assigned responsibility. 

4 - MEASUREMENT SYSTEMS 
We measure the effects of these efforts 
upon customer experience with various 
methods. One of the most important 
ones is after-service surveys conducted 
for all customer-facing employees and 
critical touch points. Employees can 
monitor customer feedback on a daily 
basis, which they then use as a resource 
to take necessary actions to enhance the 
experience they deliver. 

Another key practice is tracking customer 
service checkpoints such as complaint 
figures or leakages from the processes 
and operational quality indicators which 
we name as Customer Centricity Index. 

In addition to operational measurements, 
we also monitor our relative position in 
the market compared to peers, which 
shows us our differentiating performance 
areas and also opportunities. 

Our ef for ts re lated to customer 
experience had a positive effect which is 
reflected in some of our indicators: 

• In 2017, we increased our after service 
NPS by 8 points from January to 
December¹. 

• Number of complaints per active 
customer declined  10% compared to 
previous year. 

• In 2017, Garanti Bank’s Garanti Cep 
has been elected the favorite brand 
of Turkey in the “Mobile Banking” 
category in Turkey’s Lovemarks 2017 
Survey, conducted for the tenth 
time this year by MediaCat.2 Garanti 
holds a higher apprehension and 
affection in the mobile banking field 
predominantly for 35-to-44 age 
group, which defines the brand as an 
“indispensable brand”. 

¹ After service NPS is measured  by independent 
research agency Ipsos for Garanti Bank.  Daily 
interviews with quota sampling and by telephone 
(CATI or IVR) are done with Retail and SME 
customers who went through critical journeys in 
branches 
2 MediaCat is one of the leading marketing 
magazines of Turkey, and runs the reference 
survey of the business and brands world by 
selecting the brands that are favorites of Turkish 
consumers in 22 categories under the scope of 
“Lovemarks”. The survey is conducted offline by 
Ipsos and online by Fikrimühim. 

WHAT WE DID IN 2017
In 2017, we conducted 10 open market 
Net Promoter Score studies researches 
for Retail, SME and Commercial Segments 
and Digital Channels. Also we conducted 
2 exploratory researches to better 
understand customer experience in 
branch and loan journeys.

We developed a smart platform called 
“Empathy Assistant” to help and guide 
branch employees while resolving 

customer issues. Empathy Assistant 
provides automatic diagnoses of the root 
causes for the issues customers mention, 
and supports the employees with a list of 
actions to resolve them. 

We structured our communication 
design around a new set of principles 
which we called TCR: Transparent, Clear 
and Responsible banking. We review 
existing customer communications 
from contracts to scripts and e-mails 
in order to further give our customers 
relevant information by using a simple 
and understandable language and to look 
out for their interests.

Setting the trends for the sector, 
Garanti is known to be the bank leading 
transformation for no less than the last 
20 years. Garanti’s new service model 
is opening a new door, new era for the 
banking sector, especially for branch 
banking. Having started the pilot run in 
May 2017, Garanti has been converting 
10 to 15 branches each week on average. 
Conversion of all branches is expected to 
be completed by the end of 2018.

The new model that captures the benefits 
of the emerging digital world focuses on 
3 main objectives: 

• improve customer experience,
• increase digital migration/reduce 

branch dependency,
• upgrade employees' capabilities and 

improve sales/operational efficiency.

The new model integrates digital into 
branch service model as well, and 
therefore Garanti is now leveraging its 
branches to the future. 

To enhance customer experience, 
new service model aims to increase 

sales capacity (to create more time 
for proactive/reactive interaction with 
customers) and also develop tools to 
serve the customer in the branch and 
also on the customer’s premises (tablet 
banking). To this end;

• We developed a new service model to 
improve sales/operational efficiency 
by challenging our key orthodoxies:
• Sellers for sales and cash 

transactions
• Customer service representatives 

for general operations and service 
quality

• Branch manager to manage & 
coordinate lobby

• Migrators to help increase digital 
awareness

• We re-designed and digitized our 
processes to create seamless, omni-
channel experience to reduce branch 
dependency/to ensure the same 
experience across all channels & 
enhance customer experience:
• Comprehensive platforms 

including all critical customer 
information and easy access to 
sales & transactions screens

• A new g-matic algorithm to 
manage lobby traffic

• Digital and omni-channel processes 
• Digital approval for in-branch 

processes 
• In-branch remote sales (via phone)
• Tablet banking for sales/service on 

the customers’ premises
• We re-designed our branch lay-out in 

accordance with the new concepts:
• Removed teller desks, designed 

new desks for sellers where all 
customers are sitting while served.

• Removed brochures and used 
digital screens for information/
advertising.

In 3Q17, Digital Customer Journey 
Analytics team was formed with data 
scientists that perform customer path 
analysis with advanced data modeling, 
in order to better understand digital 
customer experience. The team not 
only conducts analysis based on offline 
data but also is responsible for providing 
an optimum experience for digital 
customers. Main focus is concentrated on 
three key customer journeys: customer 
experience enhancements in existing 
journeys, new customer journeys for new 
products and new enablers & solutions. 
Journey analytics uses quantitative and 
qualitative tools to assess the impact 
of each action by mapping key journeys 
and quality check, identifying pain points 
and root causes, assessing values at 
stake, developing and prioritizing and 
continuously assessing impact with KPIs.

Providing a better experience for digital 
channels is at the heart of our operations. 
During 2017 Garanti worked hard to 
provide the best customer experience 
for its clients. By adding new features 
and giving better solutions for daily use 
of transactions, the satisfaction of our 
clients is increased. Enabling easy, fast 
and convenient user experience for higher 
customer satisfaction, Garanti developed 
many exemplary digital products. 

Garanti customers can:

• Withdraw and deposit money from/
in their own accounts from Garanti 
ATMs without any card by using the 
QR code with Garanti Mobile Banking 
Application.

• Log-in to Garanti Mobile Banking easily 
and quickly by scanning their eyes.

To read more on Digital Channels please 
visit Garanti Investor Relations website.
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In 2017, Garanti has conducted 10 
major surveys in total to support brand 
communication efforts, understand 
customer needs, develop solutions 
that fit customers’ needs and adapt its 
products & services accordingly. 

To read more on Surveys, please visit 
Garanti Investor Relations website.

Garanti invests and applies the latest Big 
Data and Analytic Technologies to create 
a more customized banking experience. 
Predictive models and machine learning 
algorithms are widely used to understand 
customers’ needs in this sense.

Remote RM (Relationship Manager) 
service model has been launched, 
which will provide centralized service to 
customers opting to receive an effective 
remote CRM service. This business model 
is intended to increase the share the 
Bank has with these customers. Having 
started to employ agile methods in 
solution deployment aimed at alleviating 
the operational load on development 
teams along with conventional methods, 
Garanti Techonology charges ahead 
with becoming a Bimodal IT. Remote 
RM service model serves select retail 
banking customers that are more prone 
to appreciate remote banking services 
from a distance. In this service model, 
specialist Portfolio Managers utilize voice 
and video calls, in addition to e-mail and 
remote access channels to serve their 
specially assigned customers. Customers 
of this type receive expert portfolio 
services regarding their entire banking 
portfolio wherever they are. In post-
service surveys, customer experience 
score increased by 52% by the end of 
2017. This proves the fact that the Remote 
RM service model is fast and time-saving, 

the customer's portfolio is more easily 
accessible, and frequent communication 
increases customer depth. 

OUTLOOK
At Garanti,  product development 
processes are evolving through lean 
methods and rapid execution of 
products and services compatible with 
e-transformation. Garanti aims to define 
its products and services as simple, 
efficient and complete solutions. It 
constantly improves and extends its 
portfolio of 253 products and services its 
products with an operational efficiency 
point of view while creating financial 
value. Product decisions are made 
by collating customer feedbacks with 
innovation areas and assessing how well 
products meet customers' needs.

Understanding customers to better meet 
their needs lies at the heart of Garanti’s 
big data efforts. As the fundamental and 
the most essential step to understand the 
customers better, Garanti has established 
a structure that puts customers in the 
center, and approaches them in different 
contexts involving both their financial and 
non-financial experiences.

To date, Garanti has been exceptionally 
successful in understanding, maintaining 
and hence utilizing its relationship with 
its customers, which is a significant part 
of customers’ financial experience. This 
involves understanding the products 
and services customers use, their entire 
history with Garanti including purchases, 
complaints, risk rating, and value. 
Although, this relationship says a lot about 
customers, it is indeed not yet complete 
especially in terms of personal aspects.

The emergence of big data has made 

it possible to understand customers 
beyond their relationship with Garanti, as 
individuals have different attitudes, social 
connections, preferences, life stages 
along with their financial behaviors. It also 
marks the beginning of understanding 
the circumstances that customers are in, 
ranging from spotting the transactions 
they do in real-time to identifying the 
changes they are going through.

Ultimately, Garanti aspires to understand 
its customers in both financial and non-
financial aspects. The structure that puts 
the customer in the center paves the way 
for making more relevant offers/solutions 
to customers both in terms of sales and 
customer experience, with the use of big 
data. Hence, in 2017, we have conducted 
gap analyses and constructed a roadmap 
to achieve a complete understanding of 
our customers within their financial and 
non-financial world.

Moreover, continuously enhancing 
customer experience & satisfaction 
and deepening its sustainable relations 
built on long term, Commercial Banking 
wil l  mainta in i ts posit ion among 
peers as part of its strategic priorities. 
The biggest challenge is the current 
competitive environment where both 
the technological infrastructure and the 
banking practices of Garanti are followed.  

FINANCIAL HEALTH & 
INCLUSION

Placing customers at the heart of 
its operations, Garanti acts with the 
principles of transparent, clear and 
responsible banking. Garanti helps its 
customers achieve their targets and aims 
to have a positive impact on their lives by 
offering financial planning services and 

products that encourage savings such 
as ‘NET Savings Account’ and ‘Spend 
and Save’. Garanti communicates with 
its customers transparently in all sales 
& marketing activities and provides all 
the information they need in a clear 
and easy to understand way. With its 
responsible banking approach, Garanti 
shares advantages and possible risks of 
products and services. It offers feasible 
solutions and aims to build long term 
and sustainable relations that are built 
on trust.

According to the World Bank Global 
Financial Inclusion data, 2 billion people 
in the world do not have access to 
financial services offered by financial 
institutions. In Turkey, where 43% of the 
adult population lack access, Garanti aims 
to empower its customers and provides 
tools for them to manage their financials. 
Garanti intends to support its customers 
in creating a savings culture. Facilitating 
access through all its channels, Garanti 
ensures that its customers are informed 
about their financial statuses, and have 
full control over their finances. With its 
segmented approach Garanti provides 
consultancy and guidance on financial 
planning and offers solutions to its 
customers according to their needs 
varying from savings to pension. Garanti 
also works to provide increased access to 
banking services for disabled people. 

WHAT WE DID IN 2017

PRODUCTS FOR FINANCIAL HEALTH
Garanti has 19 products and services 
available that aim to support our 
customers in terms of managing their 
financials and improve access to financial 
services in Turkey. 

Within the scope of products and services 
under this topic that can be broken down 
into different groups, Garanti; 

• Enables transactions such as bill 
payments, money withdrawals/
deposits/transfers by and to people 
who do not have a bank account via 
branches, ATMs and mobile banking. 
In 2017,  Garanti made it easier to 
display and pay debts for manually 
paid bills.

• Enables women to use their gold 
savings for loans and deposit 
accounts such as depositing physical 
gold in terms of grams via branches 
and gold service point jewelers.

• Is instrumental in instilling a habit of 
saving up in 400 thousand customers 
with its NET Saving Account product, 
a first in the sector. Garanti also 
introduced the Government Incentivised 
Marriage&Housing Accumulating 
Accounts to encourage Turkish citizens 
to save up money in 2016.

• Designs programs for financial 
inclusion of women through 
increasing their financial literacy and 
improving their perception toward 
the banking sector such as KALP-
Women's Platform Facebook page. 

• Offers segment specific programs for 
customers of all ages such as Garantili 
Gelecek (Guaranteed Future), Bonus 
Genç (Bonus Young), and Retirement 
Banking Program. 

In 2017, Garanti launched the Additional 
Insta l lment Transact ion for  card 
transactions that are already split into 
installments, allowing customers to 
extend the payment period and reduce 
installment amounts of their card 
payments, contributing to improved 
payability and increased financial health. 

BANKING FOR OUR DISABLED 
CUSTOMERS
Garanti developed a web-based Sign 
Language training for employees to 
improve the experience of disabled 
customers while receiving service from 
branches. Over 10 thousand employees 
completed the training on providing 
services for disabled customers. Garanti 
is happy with this result, as 65% of the 
assigned employees completed this 
optional training. Internet Banking and 
Mobile Banking services were made 
compatible with the screen reader 
software, enabling audio transactions 
for disabled customers by listening 
to the menu. In 2017, Garanti served 
through 3,824 disabled friendly ATMs, 
which corresponds to a 47% increase. 
Enhancing the accessibility of ATMs for 
visually impaired customers, credit card 
debt payments can be done from the 
visually impaired menu.

OUTLOOK
We will maintain our strategy to offer 
segment specific products and services 
that cultivate savings culture, and to look 
after the financial health of our customers.
In the coming years, we will continue to 
offer services, which enhance the access 
of unbanked and underbanked people to 
financial services, through a variety of 
solutions such as expanding our disabled-
friendly ATM and branch network.

The principle of always approaching our 
customers in a “transparent”, “clear” 
and “responsible” manner will stay as a 
core element of our strategy to enhance 
customer experience and help them 
make informed decisions.
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SUPPORTING CUSTOMERS 
TO GROW THEIR BUSINESSES 
SUSTAINABLY

In addition to our financial products 
that address the specific needs of the 
SMEs, we offer information and advisory 
services to support their growth and 
resilience. We increase their access to 
information and new markets, contribute 
to their development, and support them 
in growing their business. 

With our support to the economic 
sustainability of SMEs, we also create 
employment opportunities indirectly and 
contribute to sustainable  development 
of Turkey.

G a r a n t i  h e l p s  S M E s ,  w o m e n 
entrepreneurs and farmers, who are 
key to sustainable development of the 
economy, through playing an active role 
in financial education. With trainings and 
capacity building efforts, we educate 
them in financial issues and help them 
become self-sufficient, strong institutions 
that make conscious decisions. 

Our robust environmental and social 
risk assessment process, which is in line 
with best practices, helps us support our 
customers, especially in the corporate 
and commercial segments, in managing 
their non-financial risks. We make use 
of our human and intellectual capital to 
contribute to the improvement of our 
customers’ environmental, social and 
ethical performance.

WHAT WE DID IN 2017
Garanti has a variety of innovative 
platforms that aim to support companies 
in terms of managing their financials and 
businesses. These initiatives also help 

our customers grow their businesses in 
a sustainable manner and increase their 
resilience to new developments. In this 
context, Garanti;

• Offers information and advisory 
services that address the specific needs 
of the SMEs and contribute to their 
development such as Teşvikbul (Find 
Incentive), Şirketkur (Establish Your 
Business), MarkaOl (Brand Builder), 
Teknosor (Techno Consult), Dış Pazar 
Bul (New Market Finder), Garantili İşler 
(Business@Garanti). 

• Helps flourish the entrepreneurial 
ecosystem in Turkey, and aims to 
support and accelerate early startups 
and initiatives with the potential to 
attract investment and grow. Garanti 
Partners Acceleration Program 
supports early startups of any scale and 
sector, the SMEs and growing ventures. 
Garanti creates  a holistic support 
mechanism by providing various and 
differentiated touch at every stage of 
entrepreneurial life cycle by providing  
office place , Mentoring, Networking, 
Marketing Support, Training. 

• Facilitates women entrepreneurs’ 
access to financing, executes free-of-
charge educational collaborations to 
ensure sustainability such as Women 
Entrepreneurs Executive School, and 
encourages them to realize their full 
potentials through Turkey’s Woman 
Entrepreneur Competition. The SROI 
value of the women entrepreneurship 
projects was estimated as 2.44. 

• Supports rural development with 
agricultural banking products and acts 
as a solution partner. 

• Hosted the 3rd Sustainability and 
Risk Management Workshop, where 
corporate customers from energy 
and infrastructure industries were 

informed on cutting edge sustainable 
business topics such as TCFD (Financial 
Stability Board’s Task Force on 
Climate-related Financial Disclosures) 
recommendations, carbon pricing and 
disruptive technologies.

OUTLOOK
In the coming years, our capacity 
building efforts will continue to focus on 
entrepreneurship, agricultural practices, 
digitalization and sustainability issues.
Organizing summits and meetings where 
stakeholders can share experiences and 
information and providing informative 
trainings on emerging issues will be key 
in supporting our customers. Technical 
and technological support on topics 
such as digital transformation by creating 
partnerships and specialized teams 
will also be part of our roadmap for the 
coming years. Informing our customers 
on environmental and social trends will 
stay as an important topic in our agenda 
especially for corporate and commercial 
customers. We will make use of the 
existing channels and platforms such as 
the United Nations platforms in designing 
capacity building initiatives.




