
 

The Deloitte Talent in Banking Survey 2013 
Germany in focus
German bank employers face recruitment challenge
Germany represents a challenge for banks. Business 
students award the sector the lowest popularity scores 
of all 15 countries included in The Deloitte Talent in 
Banking Survey. Making matters more complicated, 
business education is not as well-developed or well-
regarded as it is in most other developed economies. 

The average bank ranking in Germany in the 2013 
survey was 64 (Figure 1), by far the lowest score among 
the 15 countries surveyed.

The contrast with other industry sectors is stark. 
In 2008, banking was ranked by German business 
students as a more attractive employment sector  
than software and computer services. By 2013, the 
average bank had dropped 10 places (out of 100) in  
the popularity rankings, while the average software 
and computing company had risen 25 places (Figure 2).

Several other industry sectors (including transportation 
and logistics, software and computer services, auditing 
and accounting, fast-moving consumer goods and 
manufacturing and engineering) are considered 
significantly more desirable places to work than banks 
by German business students.
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Figure 2. German business student ranking of attractiveness of employment across selected 
industries, 2008–2013

Source: Universum data; Deloitte analysis
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Figure 1. Business students’ ranking of banks as employers, by country, 2013 

Source: Universum data; Deloitte analysis
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What can banks do to increase their appeal to business 
students in Europe’s largest market? Figures 3-10 help 
answer this. They show the aspirations and associations 
for banking-oriented students in Germany for four 
categories of job attributes. These are “Employer 
Reputation and Image”, “Job Characteristics”, “People 
and Culture” and “Remuneration and Advancement 
Opportunities”. 

Employer Reputation and Image
Banking-oriented students in Germany care less about 
“Employer Reputation and Image” attributes than their 
international counterparts. However, they are also less 
likely to associate these attributes with banks. 

Students in Germany care less about every “Employer 
Reputation and Image” attribute bar one (“attractive 
products and services”) than their peers elsewhere. 
They care strikingly less about “financial strength”, 
“prestige”, “innovation” and “growth”. 

Fortuitously, banking-oriented students in Germany 
associate “attractive products and services” with the 
industry, and to a much greater degree than peers 
elsewhere (Figure 4). 

Figure 3. Aspirations around “Employer Reputation and Image” attributes, banking-oriented
students, Germany versus total average, 2013
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Figure 4. Associations with “Employer Reputation and Image” attributes, banking-oriented 
students, Germany versus total average, 2013
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Figure 6. Associations with “Job Characteristics”, banking-oriented students, 
Germany versus total average, 2013
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Figure 5. Aspirations around “Job Characteristics”, banking-oriented students, Germany 
versus total average, 2013
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Job Characteristics
“Job Characteristics” matter more to banking-oriented 
students in Germany than to those in other markets. 
They are significantly more attracted to enjoying a 
“variety of assignments” (Figure 5) and they are more 
likely to associate this with banks (Figure 6). They 
also care more about flexibility of working hours and 
conditions, but they are no more optimistic than their 
international peers about banks offering these.

Banking-oriented students in Germany rate 
“challenging work” as the most attractive “Job 
Characteristic”, and place more emphasis on it than 
their international peers. They associate the industry 
more with this than their global counterparts.  

Strikingly, “professional training and development”, 
the attribute ranked highest out of the total of 40 job 
attributes internationally, matters significantly less to 
German students. But they are correspondingly less 
likely to associate this with banks. 

 



Figure 8. Associations with “People and Culture” attributes, banking-oriented students, 
Germany versus total average, 2013
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Figure 7. Aspirations around “People and Culture” attributes, banking-oriented students, 
Germany versus total average, 2013
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People and Culture
Banking-oriented students in Germany care more about 
meritocracy (by five points) than their peers in other 
countries and correspondingly associate meritocracy 
with banks more than their counterparts elsewhere. 

Banking-oriented students in Germany are less 
attracted to employers that “recruit only the best 
talent” than are international peers (eight points less, 
(Figure 7)), and they associate banks less with this 
attribute than do global rivals (also eight points less, 
see figure 8). 

Banking-oriented students in Germany also place  
much less importance on an employer respecting its 
people than do peers (six points less). They also enjoy 
lower expectations on this front (five points lower).

Their expectations on the ability of banking to offer 
a creative, friendly working environment are broadly 
in line with international norms, but these attributes 
are less important to banking-oriented students in 
Germany than elsewhere. 

  



Remuneration and Advancement
Banking-oriented students in Germany care most about 
getting a “good reference for future career”, “high 
future earnings” and a “clear path for advancement”.
They are a lot more likely to associate the first two with 
banks than the last.  

By contrast, German students are relatively 
unmotivated by “performance-related bonuses”, but 
they are more likely than their international peers to 
expect banks to provide them.

These findings suggest that banks should emphasise 
career progression over bonuses. 

Figure 9. Aspirations around “Remuneration and Advancement” attributes, banking-oriented
students, Germany versus total average, 2013
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Figure 10. Associations with “Remuneration and Advancement” attributes, banking-oriented 
students, Germany versus total average, 2013

0% 10% 20% 30% 40% 50% 60% 70%

Rapid promotion (-2pts)

Overtime pay/compensation
(-5pts)

Sponsorship of future
education (1pt)

Clear path for advancement
(-12pts)

Leadership opportunities (2pts)

Competitive benefits (-6pts)

Performance-related bonuses
(6pts)

Competitive base salary (8pts)

High future earnings (1pt)

Good reference for future
career (-1pt)

Germany

Source: Universum data; Deloitte analysis

Total average



Deloitte refers to one or more of Deloitte Touche Tohmatsu Limited (“DTTL”), a UK private company limited by guarantee, and its 
network of member firms, each of which is a legally separate and independent entity. Please see www.deloitte.co.uk/about for a 
detailed description of the legal structure of DTTL and its member firms.

Deloitte LLP is the United Kingdom member firm of DTTL.

This publication has been written in general terms and therefore cannot be relied on to cover specific situations; application of 
the principles set out will depend upon the particular circumstances involved and we recommend that you obtain professional 
advice before acting or refraining from acting on any of the contents of this publication. Deloitte LLP would be pleased to 
advise readers on how to apply the principles set out in this publication to their specific circumstances. Deloitte LLP accepts no 
duty of care or liability for any loss occasioned to any person acting or refraining from action as a result of any material in this 
publication.

© 2013 Deloitte LLP. All rights reserved.

Deloitte LLP is a limited liability partnership registered in England and Wales with registered number OC303675 and its 
registered office at 2 New Street Square, London EC4A 3BZ, United Kingdom. Tel: +44 (0) 20 7936 3000  
Fax: +44 (0) 20 7583 1198.

Designed and produced by The Creative Studio at Deloitte, London. 30723A

Contacts
Hans-Jürgen Walter
Partner, Deloitte Germany
Financial Services Leader
+49 69 97137 506
hawalter@deloitte.de

Damien Leurent
Partner, Deloitte France
Financial Services Leader
EMEA Banking and Capital Markets Co-Leader
+33 1 40 88 29 69
dleurent@deloitte.fr

Kevin O’Reilly
Partner, Deloitte UK
EMEA Banking and Capital Markets Co-Leader
+44 20 7303 5340
keoreilly@deloitte.co.uk

Margaret Doyle
Head of Financial Services Research
Deloitte UK
+44 20 7007 6311
madoyle@deloitte.co.uk


