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BNL has won the “Innovation Award 2009” in the Customer Satisfaction 

category for the Educare project, a financial education programme 
developed for customers of the Italian bank.  

 
Alberto Planta, you are head of Branch Development and Innovation for BNL. First of all, could you 
remind us how long BNL has been part of the BNP Paribas Group? 
 
BNP is the Italian bank of the BNP Paribas Group, and has been since 2006. Since then, it has completed 
its integration with the Group and has made significant changes throughout its structure, services, 
products and all of its agencies. There has been a complete change in BNL’s service model and market 
positioning. 
 
Could you describe the project that won the award, and explain what’s innovative about it? 
 
The EDUCARE project was launched last year. It’s an “in-branch training” service for customers, which 
covers the main steps in the financial choices that they’re facing. We’re the first bank to offer this sort 
of service to our customers. We’ve chosen to improve their “level of understanding and awareness”, and 
to enhance the transparency of the bank/customer relationship, thereby improving Customer 
Satisfaction. This is especially innovative because BNL is the first bank in Italy to have made real 
progress in this area. 
 
And what are the advantages for customers? 
 
The advantage to customers is that they can come into the bank and talk to their bank advisor without 
having the feeling that the advisor is pushing hard to sell them something. Instead, the customer comes 
to us to try to understand how the financial instruments available in the banking system work. And we 
never talk about BNL products. We discuss the factors that will enable them to improve their “financial 
awareness”, and so create a much closer and stronger relationship with their bank, particularly at the 
time that they’re ready to make specific decisions.  
 
Finally, what are the advantages to BNL and to the Group? 
 
For BNL, this gives us a new market positioning. BNL’s goal is to be a “different” bank: this difference 
comes from our willingness to create a direct and transparent relationship with our customers. 
In this way, our customers gain a better understanding of finance. It’s easier for them to make informed 
choices. And the bank will naturally benefit from our customers’ satisfaction. 
We’re not trying to become the largest bank, but simply to be seen as one of the best, as a result of 
being the best at meeting our customers’ needs. 
 
 
 

 


