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Very few banks are aiming to really project themselves as digital private banks — and over 
a third of banks are not focusing on building their digital image and online presence at 
all. Parent banking groups often play the principal role in designing and implementing the 
communication strategy for their subsidiaries, giving some Luxembourg private banks only 
a limited role to play themselves.

Banks’ willingness to be perceived and position themselves as “digital” is principally a matter of strategic 
positioning, as is their presence on online channels. Universal banks tend to be more visible in this respect, 
strongly capitalising on the developments of their cross-group and cross-service line marketing teams — 
while pure private banking players tend not to benefit in the same way.

Champions in digital communication exhibit the following characteristics.

 — Focus is put on building digital image and brand online.

 — Digital channels (own and social media) are fully utilised to communicate about the bank and its values, 
in order to build trust and inspire confidence.

 — Leadership advocates the digital brand online.

 — Distinctions and awards that contribute to a positive digital image are actively pursued.

Figure 35. Relative positioning of banks in digital communication— marketing channels vs. 
branding
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Banks’ digital branding is a matter of 
choice

Only a fifth of banks focus strongly on building their 
digital image — while well over 50% of them make 
little or no effort in this regard. Banks with their 
headquarters outside Luxembourg are, for instance, 
not always able to exercise strategic marketing 
decisions locally, as the communications strategy 
and means of implementing it may be dictated 
centrally, leaving little room for local initiatives.

But, in general, regardless of the size and autonomy 
of the marketing departments of private banks, their 
digital branding is primarily a matter of strategic 
choice. Many simply do not wish to be perceived as 
“mainstream” and they therefore choose instead to 

Figure 36. Extent to which banks focus on building their digital image

“ “Digital brand positioning needs to 
be subtle: we do not want to be 
perceived as mainstream.

 — Research participant
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emphasise the many years of legacy and tradition 
that lie behind their highly personalised client 
service — something they may see as very far 
removed from the notion of digital, which could well 
be regarded as too impersonal or distant. In fact, 
some banks, while offering products and services 
that are digital by nature, and built using the latest 
technology, even choose to avoid the use of the 
word “digital” in their communications.

This may help explain why only a third of 
private banks actively pursue efforts to earn 
credentials, awards and distinctions for their digital 
developments.
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Communication channels as a way of 
building digital presence

A significant majority of the banks — 71% — use 
digital channels to communicate information about 
their company, its values and history, with the aim 
of inspiring confidence and building the trust of their 
clients. The company website is the primary source 
of communication about the bank and is often built 
into the parent group’s website. 

The level of information given on the Luxembourg 
page of banks’ websites depends on the purpose 
the banks assign to their sites. Some see a website 
merely as a means for clients to locate initial bank 
contact information; others use it as a tool to 
display information about products and services. 
Just over two thirds of banks are active on social 
media, and 44% use their mobile app as a means of 
communication.

Interestingly, 29% of Luxembourg-based private 
banks do not have a dedicated department or senior 
leadership maintaining an active presence online. 
Amongst those that do, 60% have a dedicated 
communications team as part of a structured 
marketing activity. 

It is worth noting that online channels are rarely 
viewed as means of targeting or acquiring new 
clients by these private banks — but rather as 
a means of communication about the bank’s 
activities.

Figure 37. Use of digital channels to communicate about the bank
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Figure 38. Use of digital channels to raise brand awareness

Figure 39. Use of digital channels to 
communicate about the company, in order to 
build trust and inspire confidence

Figure 40. Level of online activity by senior 
management or a dedicated department, aimed 
at appealing to new and existing clients and 
promoting the bank
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