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We are  
Banca March

A SUCCESS STORY

Banca March is the only Spanish bank which is wholly 
family-owned, specialising in private banking, wealth 
management and corporate advisory services with a 
clear focus on family businesses and entrepreneurial 
families, and a business model rooted in prudence  
and long-term relationships. 

The core value underpinning Banca March’s business 
model is shared growth with all stakeholders: 
customers, professionals, shareholders and society  
as a whole. 

Our engagement with society is rooted in our 
unwavering aspiration to excellence, and the rigour with 
which we undertake our financial advisory and wealth 
management activity.

Banca March, the parent company of one of Spain’s 
top financial groups, emerged as Europe’s most 
solvent bank in the two stress tests undertaken by the 
European Banking Authority (EBA) in 2010 and 2011. 
It currently has the lowest NPL ratio in the Spanish 
financial sector and one of the highest solvency levels 
in Europe. 

Banca March’s robust business model has been 
recognised by Moody’s rating agency, which has rated 
the bank’s long-term debt A3, one of the highest ratings 
in the Spanish financial sector and a better rating than 
Spanish sovereign debt, which is currently rated Baa1.

Banca March is one of the main shareholders in 
Corporación Financiera Alba, which has significant 
shareholdings in Naturgy (indirect), Acerinox, Indra, 
Ebro Foods, BME, Viscofan, Euskaltel and Parques 
Reunidos, among other companies.

Banca March is the 
only Spanish bank 
that is wholly family-
owned, specialising 
in private banking, 
wealth management 
and corporate advisory 
services.
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A UNIQUE BUSINESS  
MODEL

Banca March’s unique business model is 
underpinned by four pillars: shareholder 
commitment, exclusive products and services, 
outstanding service quality and excellent 
professionals. 

Our ambitions extend far beyond our income 
statement; we aspire to be a bank that offers  
cutting-edge services, with a customer-centric 
strategy, as part of a sustainable, long-term  
project. A bank that will only ever be satisfied with 
excellence. 

Shareholder commitment
We are a wholly-owned family business founded in 
1926, with the fourth generation currently at the helm.

Exclusive products and services
These include our Co-investment products, which are 
unique and inimitable in the Spanish financial sector 

and virtually unparalleled at the European and 
global levels. These opportunities, which allow our 
customers to invest in the same projects as the bank 
does, are exclusive to Banca March.

Outstanding quality service
For three years straight, we have ranked at the 
top of the quality surveys in terms of the service 
provided by our managers and business centres. The 
results obtained in the Financial Sector Customer 
Satisfaction Benchmarking by the independent firm 
STIGA demonstrate that Banca March provides 
excellent quality customer service.

Excellent professionals
Banca March is one of the Spanish financial 
institutions that invests the most in training per 
employee, which translates to provide exceptional 
customer service. We are highly aware of the crucial 
importance of training, especially with a business 
model like our own, which is based on specialisation 
and advisory services. We strive for excellence, and 
we can only achieve that if our professionals have 
access to the best possible training. 

Banca March has a 
unique business model 
that is inimitable in 
the Spanish financial 
sector and virtually 
unparalleled at the 
European and global 
levels.

We are  
Banca March
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FAITHFUL TO OUR  
VALUES

Throughout the nine decades of effort and dedication 
since the bank’s foundation, Banca March has 
remained fully committed to a business philosophy 
based on Shared Growth with all stakeholders: 
customers, employees, shareholders and society  
as a whole. 

The consolidation and success of this business model 
have been made possible by our long-term approach 
and our unwavering commitment to our core values: 
commitment, ambition, integrity, effort and rigour. 
These values afford us the determination we need to 
face the substantial challenges ahead in the years to 
come, as we seek to achieve our most ambitious goals.

Commitment
The clearest reflection of our transparency and 
commitment are our Co-investment initiatives. At 
Banca March, we invite our customers to invest in 
projects that we consider to be compelling investment 
opportunities allowing for diversified portfolios. In 
other words, we share the benefit of our experience 
and knowledge to pool resources and ensure continued 
shared growth.

Ambition
After almost a century, we continue to be the only 
Spanish bank which is wholly family owned. That means 
that we are not constrained by the urgencies and 
fluctuations of the markets, as listed banks are, and can 
be guided exclusively by our customers’ interests.

The service-based, highly-engaged approach to the 
management of everyday customer relations that  
tends to characterise family businesses is a top priority 
for our team.

The March family has been at the helm of the Group for 
four generations, and has remained fully committed to 

a management style which is rooted in prudence. We 
specialise in seeking sustained returns over the long 
term, minimising the impact of market fluctuations and 
prioritising capital preservation.

Integrity 
At Banca March, we build close, long-term 
relationships, which is why our managers are ranked 
among the best in the Spanish financial system.

Our advisory model eschews standard solutions 
and is based on an exhaustive understanding of our 
customers’ needs and painstaking monitoring of their 
investments.

This tailored service requires our complete availability 
to our customers, but it also requires that we take 
the time to understand their needs and to explain 
our products and services with the utmost clarity 
and transparency. To ensure they are able to do so 
effectively, our managers each advise a very limited 
number of customers.

Effort
We have been working with the utmost effort and 
dedication for over 90 years, and are leaders in wealth 
management, private banking and corporate advisory. 
Throughout Banca March’s history, our business 

philosophy and degree of specialisation have been 
recognised with a variety of specialist banking awards 
and accolades. This specialist business model has been 
cemented with a strong range of exclusive products 
which set us apart from our peers, always in line with 
the philosophy of prudence, a long-term approach and 
shared growth that has inspired us since our inception.

Rigour
Banca March enjoys outstanding financial ratios 
underpinned by one of the strongest solvency 
positions in the whole of Europe, and its core capital 
stands at almost double the Spanish banking sector 
average. 

As a family bank, our management criteria has always 
responded to a long-term approach, and as a result 
we have very limited debt ratios and a lending policy 
that has afforded us NPL ratios which are far lower 
than those of the rest of the banking sector. 

Our business 
philosophy is based on 
shared growth for all 
stakeholders: customers, 
employees, shareholders 
and society as a whole.

After more than 90 
years of hard work and 
dedication, today we 
are leaders in wealth 
management, private 
banking and corporate 
advisory services.

We are  
Banca March



*  The OSR measures overall customer satisfaction based on 
random sampling with a score from 0 to 10.

Three-month moving average.
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OUTSTANDING CUSTOMER 
SERVICE

At Banca March, we offer our customers tailored, 
specialist advice underpinned by long-standing 
relationships, always intended primarily to preserve  
and grow their assets.

The quality service we provide has afforded us 
excellent satisfaction ratings in quality surveys, 
including both our own internal surveys and the 
Financial Sector Customer Satisfaction Benchmarking 
undertaken by the independent firm STIGA.

As the graph shows, we have managed to maintain 
outstanding satisfaction levels for the last three years. 

OVERALL SATISFACTION 
RATE *

We are  
Banca March



*  The NPS measures customers’ likelihood to recommend the bank as a %: 9 or 10 are considered 
Promotors, 7 or 8 Passive and 0 to 6 Detractors (NPS = % of Promotors - % of Detractors).

Three-month moving average.
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In terms of customer recommendations,  
Banca March’s overall score has increased by 1.4 pp 
over the last three years, with a particularly positive 
evaluation of the most strategic segments for the 
Group.

In 2019, Banca March took part in the STIGA Customer 
Satisfaction Benchmarking for the third year running. 
This study allows for comparisons to be drawn between 
Banca March’s results and the rest of the sector, 
identifying the bank’s ranking for each attribute and 
revealing the leaders in each area. The results were 
outstanding, and once again confirmed our key strengths: 

•  Overall satisfaction with the service provided by 
our managers, with a score of 8.60 in 2019 versus a 
sector average of 8.41.

•  Satisfaction with our branches, with a score of 8.81 
versus a sector average of 8.02.

•  Relationship intangibles, which customers evaluate 
based on their perceived degree of transparency, 
trust and personalisation. In this area, Banca March 
scored 7.89, versus a market average of 6.79. 

NET PROMOTER©  

SCORE (NPS*)

•  Brand intangibles, based on perceptions of the 
bank’s solidity and solvency, modernity and social 
commitment. In this segment, Banca March scored 
8.13, versus a sector average of 7.43.

The overall satisfaction index stood at 8.04 and 
our net promoter score (NPS), which measures the 
likelihood of our customers recommending us, was 
27.4%, both of which are above the sector average.

We are  
Banca March
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Our overall satisfaction 
and recommendation 
rates are 8.04 and
27.4%, respectively, 
both above the sector 
average.

We are  
Banca March

GLOBAL 
SATISFACTION

NET PROMOTER©  

SCORE (NPS)

Source: BMKSFIN STIGA 2019
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COMMITTED TO  
SOCIETY

Banca March is utterly committed to effectively 
integrating ethical, social and environmental criteria 
into the performance of its financial activity. One 
of our key goals is to build a more profitable, 
sustainable business which is respectful of society 
and our environment.  

To that end, in line with global best practices in CSR, 
Banca March has a robust corporate governance 
structure in place, under which the Board of Directors 
is the Group’s highest decision-making body and must 
approve the Group’s general policies and strategies, 
including in the area of sustainability, with no option 
for delegation.

Good Governance 
At Banca March, we strive to compete in our 
sector with a unique business model based on best 
practices in Corporate Governance and on Shared 
Growth for all stakeholders; a model which adds 

value not only for our shareholders but also for  
our team of professionals, our customers and  
society as a whole. We believe that the academic 
community’s contributions to the financial sector are 
of the utmost value.

Last year, Banca March worked with the specialist 
journal Global Policy to host the 1st Conference on 
Best Practices and Good Governance in the Banking 
Sector. The event was intended to facilitate a debate 
among experts of global renown on the key challenges 
faced by financial institutions, and Global Policy 
subsequently published a special edition of the journal 
featuring the reflections and conclusions drawn at 
the conference. This special edition, coordinated by 
Professors Myriam García-Olalla from the University 
of Cantabria and Camilo José Vázquez Ordás from 
the University of Oviedo, analysed the limitations and 
shortcomings in corporate governance at many banks 
on both sides of the Atlantic that became evident 
during the last financial crisis. 

Next Generation
In 2019, Banca March launched Next Generation, an 
innovative, added-value discretionary management 
service based on megatrends. To create Next 
Generation, Banca March identified a series of global 
trends that are shaping our society and economy, 
and built a specialised portfolio of funds to seek 
returns beyond the reach of traditional private 
banking services, investing in the megatrends 
of the future: industry 4.0., sustainability and 
demographics.

The Banca March Product Area explained: “The 
global transformation currently underway has a 
huge impact on the way we live, work and interact. 
This deep, far-reaching change has a different pace, 
scope and impact than any we have ever seen 
before. Next Generation was created in response to 
the need to find new sources of returns; we believe 
the megatrends we have pinpointed currently offer 
unparalleled investment opportunities, especially over 
a long-term investment horizon. The idea behind this 
new discretionary management approach is to allow 
our customers to position themselves to benefit from 

One of the key goals 
of Banca March 
is to build a more 
profitable, sustainable 
business that respects 
society and the 
environment.

We are  
Banca March
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these changes and attract the younger generation of 
investors, who are key players in these megatrends 
and who demand innovative, added-value services.”

Through Next Generation, Banca March has 
also launched a new era of post-sale customer 
engagement, as investors have access to an exclusive 
programme of conferences, events and other activities 
with specialists, managers and experts in each of these 
megatrends. 

Mediterranean Fund 
In the second half of the year, March Asset 
Management (March A.M.), the Banca March Group’s 
asset manager, launched Mediterranean Fund, an 
environmental impact fund that invests in two high-
potential trends: the oceans as a source of wealth 
and the need for their conservation, and water as a 
scarce, indispensable resource for life on our planet. 
Both of these trends are in line with the United 
Nations’ Sustainable Development Goals for 2030.

The social focus of this new fund is also reflected 
by March A.M.’s decision to allocate 10% of the 
management fees to projects for the recovery and 
conservation of marine resources. Investors in the 
Mediterranean Fund will therefore be contributing 
to initiatives to safeguard the marine ecosystem. 
In 2019, agreements were reached with two ocean 
conservation organisations: Save The Med and Oceana.

The various initiatives rolled out by Banca March in 
connection with the Mediterranean Fund to raise 
awareness include beach clean-ups at a range of 
Spanish coastal destinations. These events help 
protect the natural marine environment through 
a team effort, in a clear reflection of the fund’s 
philosophy, as well as promoting greater knowledge of 
the coastal ecosystem, beaches and dunes in the areas 
where the clean-ups have taken place.

With a view to enhancing awareness, Banca March 
has also produced a documentary with Atresmedia, 
featuring Roberto Brasero, a meteorologist from the 
Atresmedia Group, and Manuel Toharia, a scientist, 
meteorologist and scientific advisor from the 
Oceanogràfic de Valencia.

The Banca March Chair  
of Family Business 
The Banca March Chair of Family Business, created in 
2004, is fully funded by Banca March and cooperates 
with the University of the Balearic Islands (UIB), the 
Balearic Islands Family Business Association (ABEF) 
and the Family Business Institute (IEF). The Chair of 
Family Business clearly exemplifies how we at Banca 
March perceive our responsibility and commitment 
to society, and emphasises the crucial importance 
of family businesses, which are a key driver of 
economic growth and sustainable employment and 
a great example of how to adapt to new, challenging 
market environments. The range of services provided 
by the Chair include teaching on Family Business 
courses as an elective subject on a range of social 
science degrees, such as Business Administration, 

March A.M. donates  
10% of its management  
fee to ocean recovery  
and conservation  
projects.

We are  
Banca March
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Law and Tourism. Almost a thousand students have 
taken these electives, which featured contributions 
from invited family business leaders. The Chair also 
undertakes research into family businesses in the 
Balearic Islands, Spain and globally, with publications in 
the most prestigious academic journals. It also allows 
the University to forge close ties with the business 
sector through institutional events and specialist 
courses for family business leaders.

These events include the Annual Conference held at 
the University of the Balearic Islands (UIB). In 2019, the 
12th Annual Conference of the Banca March Chair of 
Family Business was held at the university. The event 
discussed the challenges facing Spanish agrifood family 
businesses, with Grupo Jorge as a featured guest. 

Corporate Volunteering
Banca March’s core mission is to generate shared 
growth with its customers, professionals, shareholders 
and society. To help achieve that, the bank organises a 
range of initiatives, including Corporate Volunteering 
activities.

Banca March has risen to the challenge of promoting 
a strong commitment to society, organising a range of 
initiatives and providing the necessary conditions to 
allow all of our professionals to take part and bring 
their own ideas for social initiatives to the table. The 
overarching goal is to contribute to society, creating 
value alongside our various stakeholder groups and 
making social and environmental causes our own.

Throughout 2019, Banca March volunteers took part 
in the following initiatives in a range of different fields:

•  Financial education. To harness the Banca March 
team’s financial knowledge, the bank teamed up with 
the Spanish Banking Association (AEB) and the Junior 
Achievement Foundation to take part in the 2019 
“Your Finances, Your Future” programme. A total of 67 
professionals took part in the event at 14 education 
centres throughout Spain. Our volunteers returned 
to the classroom, this time as teachers, to teach young 
people aged between thirteen and fifteen about 
financial education.

•  Society. Banca March employees who have retired 
or taken early retirement cooperate once a year with 
an NGO. In 2019, they teamed up with “Mallorca 
Sense Fam” to carry out a food drive for the most 
disadvantaged members of society.

•  The bank’s team of professionals were also given the 
opportunity in 2019 to donate the hamper that Banca 
March gifts them every Christmas to Caritas. A total 
of 101 hampers were donated to the NGO, helping to 
mitigate the difficulties of struggling families. 

The family business  
is an indisputable motor 
of economic growth  
and sustainable 
employment.

We are  
Banca March



•  Integration. At three volunteering sessions in Mallorca, 
Tenerife and Las Palmas, a group of professionals 
worked on beach clean-ups alongside a team of 
differently-abled people, in a clear reflection of Banca 
March’s commitment to the environment and society. 

•  In Madrid, the singer and actress Miriam Fernández 
delivered a speech called Transform your Reality, 
where she shared her life story. Miriam was born with 
cerebral palsy, and broke down every barrier in her 
way until she achieved her dreams. The chat given 
by Miriam was organised in cooperation with the 
Randstad Foundation.

•  Charity races. In 2019, the bank supported the 
participation of our professionals in a range of charity 
sporting events, such as the races against cancer held 
by the Spanish Association Against Cancer (AECC) in 
Palma and Madrid.

•  Safe drinking water. Central services in Palma now 
only uses water from Auara, which invests 100% of 
dividends in taking drinking water to disadvantaged 
areas. 

•  Throughout 2019, a series of blood donation 
initiatives were carried out at the head offices in 
Palma and Madrid, to help people who rely on blood 
donations to save or improve their lives. 

We promote a strong commitment to society, 
organising a range of initiatives and providing 
the necessary conditions to allow all of our 
professionals to take part and bring their own 
ideas for social initiatives to the table.
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PEOPLE: THE HEART  
OF THE BANK

Banca March’s incredible team of professionals is one 
of the cornerstones of our business model. The Human 
Resources area contributes to our goal of shared 
growth for customers, professionals and shareholders 
with policies that seek to harness the bank’s potential 
as a high-performance, results-driven organisation 
underpinned by the ethical values of professionalism, 
expertise, meritocracy and responsible banking.

The various policies and activities rolled out by the area 
pursue a strategy with the following key priorities:

•  Provide a motivating working environment where 
professionals can enhance and develop their abilities, 
trust the people around them and feel proud of their 
contribution and of belonging to the organisation.

•  Facilitate and promote professional and personal 
development, equal opportunities and a strong work-
life balance.

•  Ensure that the efforts and conduct of our 
professionals is in line with the bank’s corporate 
values, culture and strategy, reinforcing our priority 
business lines in the areas of private banking, 
corporate advisory services and wealth management.

The practical impact of these policies earned us 
recognition from the independent consultants 
Great Place to Work (GPTW) and Top Employers 
in 2019. Banca March is the only Spanish bank to 
have been certified a “Great Place to Work”, thanks 
to its management model and culture of trust.  The 
outstanding working conditions at the bank also 
secured us certification as a Top Employer, having 
complied with the consultant’s exacting global and 
national standards.

The team
Banca March closed 2019 with a total workforce of 
1,423 people, of whom 47.5% are women and 52.5% 
are men. The average age of the workforce is 43, and 
the average length of service is 13 years, although 
60.7% of the team have been with the bank for less 
than 15 years. 

Recruitment and selection
Banca March has consistently created jobs in recent 
years, recruiting new talent and professional profiles in 
keeping with the bank’s areas of specialisation and the 
requirements of the fastest-growing areas, whilst also 
foregrounding the core values of commitment, rigour, 
effort, integrity and ambition.  

In 2019, 120 people joined the bank, 10 of whom are 
IT specialists brought in to step up the bank’s digital 
transformation. 

Internal turnover and promotions
Internal turnover contributes to professional growth and 
development, allowing employees to gain experience in 
a range of activities and take on different responsibilities 
throughout their careers, as well as covering HR needs 
across the various different areas of the bank. The 
professional experience of the Banca March team is the 
result of a learning process rooted in a true meritocracy, 
teamwork and creative ability.

Every member of the Banca March team has the chance 
to take part in internal turnover systems, which are 
based on the principles of equal opportunities, non-
discrimination (by gender, nationality or disability, for 
example), equal treatment and respect for other people 
and their abilities. 

Candidates are fully in control of their own decisions on 
their professional futures, and there are two key factors 
underpinning these opportunities for promotion and 
mobility: the ability to participate in internal turnover,  
and the guaranteed confidentiality of these processes.

To safeguard these two important guarantees, Banca 
March has made a technology platform available 
to 100% of the workforce featuring information on 
any vacancies, on which confidentiality is completely 
guaranteed.

Banca March’s excellent 
team of professionals is 
one of the cornerstones 
of our business model.

We are  
Banca March



2019 2018 2017

Number of professionals 1423 1401 1330

Average age (years) 43 42 42

Longevity (average years) 13 13 14

Average longevity (average longevity/
average age) 31% 31% 38%

Men 52.5% 51.9% 50.9%

Women 47.5% 48.1% 49.1%
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Training
Banca March’s training policy is tailored to the needs 
of the business and aimed both at enhancing the 
performance of the bank’s professionals in their 
current roles and at preparing them for internal 
promotion, as well as generating employee motivation. 

Our training figures reflect a sustained, constant 
performance; 100% of the workforce has undergone 
training, with an average of 90 hours’ training per 
person. Some 79% of training hours are performed 
through the eMarch Campus, the online training tool 
that has allowed us to optimise the number of courses 
delivered and better meet the specific needs of each 
area.

In 2013, the bank rolled out its new talent programme, 
Banca March New Talent. The initial phase is now 
complete, and a total of 138 new professionals 
have now joined the team through the programme, 
including 36 in 2019. This initiative was designed to 
promote the integration and engagement of these 
new hires, helping to instil Banca March’s culture and 
values. It includes training, turnover and professional 
development activities which impact both the new 
employees’ initial incorporation and their subsequent 
development.

Assessment processes
Individually assigned targets are revised annually. In 
addition, employees have skills assessments once 
a year to allow for an evaluation of their individual 
progress towards these targets. Employees undergo 
annual performance and skills assessments which 
are being honed and perfected constantly, covering 
variables such as attitude and quality of performance 
and based on a 360º performance appraisal method. 

All members of the workforce participate in the 
360º appraisal. The overarching goal is to ensure the 
professional development of our people. It provides 
an overview of the skills profile of each professional 

BANCA MARCH HR  
INDICATORS

TRAINING FIGURES

2019 2018 2017 2016

Employees who have received training 100% 100% 100% 100%

Average number of hours' training per employee 90 88.7 117.2 90.9

Investment in training per employee (euros) 1,005 958.3 895.7 842.8

Number of different training activities 178 148 151 121

Average number of courses per employee 8.26 7.9 7.0 8.1

Total number of courses delivered 418 407 364 334

We are  
Banca March
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in accordance with the skills model defined for Banca 
March and their suitability for the role, as well as 
identifying strong points and areas for improvement. 
After the appraisal, feedback interviews are carried out 
between the manager and employee and an annual 
action plan is designed. 

The outcome of these appraisals is of the utmost 
importance in planning training activities, employee 
turnover and promotions. They also influence individual 
remuneration and help nurture, monitor and develop 
talent.

Remuneration
Banca March’s remuneration model offers a 
competitive salary which links performance, conduct 
and achievements to pay, ensuring internal equity and 
gender pay equity. The bank’s salary policy seeks to 
strike a reasonable balance between fixed and variable 
remuneration to adequately reward effort as well as 
incentivising performance, the achievement of business 
objectives and prudence in risk-taking.

At Banca March, 100% of the workforce receives 
variable pay to recognise their effort and reward the 
achievement of targets. In 2019, an incentive system was 
in place in line with the Strategic Plan for the 2017-2019 
period, which responds to the commercial targets of 
each business segment. Achieving incentives is also a 
management and individual performance indicator.

In 2015, Banca March began measuring the quality of 
internal and external service through a survey system, 
which has had an impact on the remuneration of the 
bank’s professionals through the incentive system. 
In 2019, Banca March professionals had their quality 
bonuses benchmarked to the data from the internal 
and/or external quality survey.

Another measure which is available to the whole team 
is the Flexible Remuneration Plan. This remuneration 
policy allows any member of the bank’s team, 

completely voluntarily, to allocate part of their pay to 
buying certain products and services, securing not only 
an economic advantage on their purchase but also 
an increase in their net available pay due to the more 
favourable tax treatment of these products under 
personal income tax (IRPF). 

This Flexible Remuneration Plan includes the following 
products: 

•  Health insurance.
•  Childcare vouchers. 
•  Training. 
•  Transport passes.
•  Language programmes.
•  Vehicle leasing.
•  Restaurant voucher cards.

Banca March’s remuneration model offers a 
competitive salary which links performance, 
conduct and achievements to pay, ensuring 
internal equity and gender pay equity.

We are  
Banca March
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At the end of 2019, 47.3% of the workforce allocated 
part of their salaries to the Flexible Remuneration Plan. 

Employee benefits, wellbeing and recognition
The remuneration model is complemented with a range 
of employee benefits. Banca March offers study awards 
and grants for professionals or their families, group 
medical insurance and a corporate medical service, 
advantages in buying (15% discount on PSP) or trading 
allocated assets (2% fee over PSP), pension funds, life 
and accident insurance  and meal vouchers.

The Human Resources area also strives to enhance 
the wellbeing of the bank’s professionals and provide 
a healthy working environment, and is committed to 
ensuring that the health of Banca March’s employees 
is a top priority for the bank. The bank also promotes 
employee participation in a range of sporting events, 
races and tournaments, as well as access to conferences 
and articles of interest on physical and mental health. 

Banca March has developed a broad Work-Life 
Balance Plan to promote a health balance between 
our employees’ home and work lives, based on the 
legislation in force and complemented by a range of 
voluntary improvement measures. 

The search for a positive work-life balance is rooted 
in a social and corporate culture based on joint 
responsibility, trust, flexibility, respect and mutual 
respect. 

Employee satisfaction
Banca March undertakes workplace climate surveys 
to gauge employee satisfaction levels and identify 
areas for improvement. Every year, the bank runs 
the survey created by the consultant Great Place to 
Work, and every two years a more complete internal 
survey called “Opina” is performed. The results of the 
survey show strong levels of employee engagement 
with the project and the company, as well as a strong 
perception of brand identity. 

The Human Resources  
area also strives to 
promote the wellbeing  
of the Bank’s professionals 
and provide a healthy 
working environment,  
and it is committed to 
ensuring that the health  
of employees is a top 
priority for the Bank.

We are  
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Recognition
Banca March fosters a culture of recognition as part 
of our team’s every day working lives. In recent years, 
the bank has rolled out various recognition initiatives 
in order to support top-down, bottom-up and lateral 
relationships within the organisation, promoting 
motivation and employee satisfaction.

Internal communication
Part of the HR area, Internal Communications works 
on ensuring agile, transparent communications to 
underpin efficient operations and help generate 
employee engagement with a project they know 
well and feel part of, to help achieve Banca March’s 
business objectives. Internal communication 
is understood as a key tool for change and 
transformation, which allows for the active 
participation of the workforce in achieving the bank’s 
business goals whilst also strengthening internal 
cohesion.

Innovation
Human resources seeks to promote a culture of 
innovation across all areas and levels, with a view to 
building the future of Banca March as a team, whilst 
also protecting the bank’s own unique essence. A 

range of tools have been set up to this end, including 
a collaborative, dynamic training platform and an 
innovation network where the team can share ideas, 
participate, vote and comment.

Anonymous whistleblowing hotline 
This is a channel for communication intended to 
prevent, whilst observing the utmost confidentiality, 
any infractions within the organisation. The 
whistleblowing hotline is for reporting any 
irregularities or inappropriate conduct of a financial 
or accounting nature, or relating to control, internal 
auditing and particularly those stemming from any 
failure to comply with the law, the internal Code 
of Ethics and Conduct and/or the bank’s internal 
regulations.

Diversity
Diversity within an organisation is a key driver of 
creativity and adds great value. At Banca March, 
internal and external recruitment processes are based 
on the merits, professional qualifications and skills of 
the candidates, whilst always ensuring inclusion and 
diversity. 

Banca March is committed to providing a place of 
work where all professionals are treated fairly and 
with respect. A place where their development 
is supported and they are rewarded based on 
performance, with no discrimination on the basis 
of gender, race, age, nationality, sexual orientation, 
disability, language, political or religious ideology, 
political or trade union affiliation or any other 
circumstance which is not objectively related to the 
working conditions and does not contravene current 
regulations.

Banca March’s Equal Opportunities Plan features 
all work-life balance measures available to all 
professionals and is overseen on a six-monthly 
basis by the Equal Opportunities Plan Monitoring 
Committee, along with the Trade Union and Company 
Representatives. 

At Banca March, internal 
and external recruitment 
processes are based on 
the merits, professional 
qualifications and skills 
of the candidates, 
whilst always ensuring 
inclusion and diversity.
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DIGITALISATION WITH SOUL

Innovation is allowing Banca March to transform  
its sales model to secure ever more loyal and  
digital customers, generating a more profitable, 
sustainable business model and always putting 
people’s needs first.

In 2019, the non-profit organisation @asLAN, which 
comprises over 120 tech companies that share a 
passion for innovation, recognised the work of Banca 
March’s IT team with the Award for Private Sector 
CIOs, applauding their clear contribution to promoting 
the deployment of digital infrastructure and providing 
support for applications and business processes. 

These efforts in the field of digitalisation are intended 
to further Banca March’s progress towards its core 
strategic objective: to be Spain’s leading provider of 
private banking and corporate advisory services. To 
that end, we are continuing to roll out our Digital 
Transformation Plan, which features an ambitious 
investment of 75 million euros over the 2018-2020 
period.

Banca March is also transforming its branches into 
business centres providing multichannel advisory 
services, which is already making it easier for 
customers to access the banking processes they 
require.

In mid-2019, the Remote Banking service was 
launched, with brand new functions to enhance 
customer experience. One of the most important new 
features was the inclusion of investment funds. Since 
2019, customers have had the opportunity to perform 
all their fund transactions without leaving the remote 
banking environment and with complete browser 
uniformity, including a guided subscription, redemption 
and fund transfer service, with a virtual assistant on 
hand to support them through the entire process.

2019 also saw the launch of the brand new App, 
the cornerstone of the Digital Transformation 
strategy. The innovations and new features added 
include biometric access using fingerprints or facial 
recognition.

Half of all Banca March customers are active digital 
users, both on the website and the mobile app. Some 
35% of digital banking is performed via the app.

Since 2018, Banca March customers can make digital 
payments using Google Pay and Apple Pay. The 
bank’s latest innovation was the 2019 launch of the 
first ever voice assistant with Smart Display for use 
in private banking.

In addition, as part of the Digital Transformation 
Plan, Banca March’s Technology Unit is rolling 
out a range of projects aimed at updating the 
bank’s infrastructure, with a view to implementing 
cutting-edge, mature, flexible, reliable technology 
that facilitates and ensures the development 
and sustainability of the business, its digital 
transformation and its operating model. To this 
end, an agreement was signed with Telefónica in 
2019 to optimise data management with cutting-
edge technology. Within the scope of this project, 
which will run for five years, global telecoms leader 
Telefónica will provide Banca March with data 
storage, management and administration services at 
its tech hub TecnoAlcalá, which has secured Tier IV 
certification from the Uptime Institute. Telefónica 

will also provide the platform, management and 
administration for Banca March’s hyperconverged 
infrastructure and its operating system.

Among others, the core lines of the technology 
transformation process are focused on providing top-
level cybersecurity solutions, updating communication 
lines to afford greater capacity and speed, acquiring 
next-generation server virtualisation solutions and 
quicker, more frequent IT backup solutions, updating 
the physical network of firewalls to reinforce 
information exit and entry points, adapting the 
architecture to receive cloud-based services from 
various suppliers and modernising workspaces. 

Banca March is transforming its sales model to 
secure ever more loyal and digital customers, 
generating a more profitable, sustainable business 
model and always putting people’s needs first.

In 2019 we launched 
remote banking, the new 
app and the first voice 
assistant as part of our 
digital transformation.

We are  
Banca March
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