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DESIGNING A NEW-AGE
BRANCH THAT FOCUSES ON
THE CUSTOMER JOURNEY
A  G L I M P S E  I N T O  S U N C O R P ’ S  N E W  D I S C O V E R Y  S T O R E
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In December 2017 Suncorp opened the doors to its new

‘Discovery Store’ in Pitt Street Mall in the heart of

Sydney’s CBD, marketing a significant step in its journey

to create more unique and immersive experiences for

customers. 

The first of its kind in Australia, the Discovery Store has

been designed as a hub where customers can come to

get help with things they care about most and access

end-to-end solutions tailored to life events.  

"We know customers fall in love with a home, not a home

loan, and so in our Discovery Store we will be having

conversations that shift the focus away from financial

products, to be about each customer's life goals,” said

Suncorp CEO & Managing Director Michael Cameron last

year when the store was officially opened. 

Spanning two stories across 446 square metres, the store

is built around a central amphitheatre which can host live

events and workshops and seeks to connect customers

with third party partners – like JB hi Fi and health insurer

NIB – as well as offering traditional banking and

insurance products. 

 “The Discovery Store is about bringing Suncorp’s

customer strategy to life. 

It allows us to showcase new and evolving customer

experiences from a digital and physical perspective and

blends them together to create the bank of the future. 

Customers are looking for more than just financial

products. Our store allows us to touch over more than

traditional banking products and facilitates a unique

experience with a wider source of selection for

customers,” explains Chris Fleming, Head of Stores

Transformation and Optimisation at Suncorp. 

The opening of the Discovery Store marks an important

step in the evolution of Suncorp's retail store network and

follows the launch of its highly successful Concept Stores

in Parramatta and Brisbane.  

It also highlights Suncorp’s vision to move away from

bank branches to one-stop shops for financial services

with the aim to distribute more products to its 9 million

customers. 

Ahead of the 2nd Annual Future Branches Summit
2018, Chris shares the vision behind the ‘Discovery Store’

concept, the unique design elements that have been

integrated into the space lay-out to drive a seamless

customer experience and the major lessons other banks

can learn from their branch transformation journey to

date.” 

https://futurebranches.iqpc.com.au/


UNIQUE ELEMENTS OF
DESIGN

“The design of the Discovery Store is completely

different to traditional branches. Everything has

changed: from how we go about on-boarding our

people into the store, through to the branch lay-

out. 

The store has more open, comfortable spaces

and flexible locations that customers can shift

around and talk in. Our aim was to create spaces

that make customers comfortable to have

conversations around life decisions and to

achieve this; we have removed barriers and

desks. 

We also have a barista on-site to provide coffee

services to customers when our staff are talking

to them about financial solutions and how we can

meet their needs.  

There is also a heavy presence of digital

capability in the store. For example, we have

digital screens we can use to tailor content for

specific customers based on seasonality or times

of the year. These screens  are also used to

highlight different events and promotions

happening at different times as well.” 



“When creating the concept for the Discovery Store, we

worked closely with designers to understand what the

customer journey should look like and what we wanted

the customer experience to look like. 

Once we understood the customer journey, we designed

the store lay-out around that. For example, from the front

of the store to walking through the store, we researched

how people would use the space and what opportunities

we could provide for our team to create that great

customer experience.  

All of these things were considered, right down to how the

customer feels and what connection they have to the

store when they leave. 

The design assets were a very significant part of the

journey and we matched the store design and operational

principles with the overall customer journey.” 

“Within the store, we use tablets to communicate with our

customers to better understand their needs. Based on the

interaction with the tablet we will then match customers

with the right staff member who will be able to talk to

them about their financial solution. 

The aim of our Discovery teams are essentially to take

customers on a digital journey and we are using core

metric data to achieve this. For example, we can educate

a customer around a suburb they might be looking to buy

in and provide information around what the specific

characteristics look like in that suburb. 

We provide our customers not only with financial

information, but also other factors to do with the overall

purchasing journey. We are achieving this by partnering

with third-party providers as well. These digital tools allow

us to have smooth conversations with our customers and

ensure our customers consider all part of the journey –

not just the home loan.” 

INTEGRATING THE
CUSTOMER JOURNEY INTO

DESIGN AND LAY-OUT

INTEGRATING DIGITAL
TOUCH-POINTS TO DRIVE
CUSTOMER ENGAGEMENT



LESSONS LEARNED FROM
SUNCORP’S JOURNEY

“A major lesson is to keep an open mind about the fact

that customer needs continue to evolve at pace, as do

digital solutions. 

When you design a branch you need to ensure that the

space is flexible, because as new technology solutions  

arise, you want to be able to integrate these into the

design without having to re-build. 

Similarly, flexibly allows you to shuffle and move around

store features daily, weekly or monthly to address

changing customer needs. 

If you can build spaces that are flexible and dynamic,

then you can build a store that can meet changing

customer needs.” 



RESULTS SO FAR

“Since opening our new Discovery Store, we have seen

positive trends in terms of customer engagement and Net

Promoter Score (NPS). We are seeing the store in Pitt

Street Mall leading the way in terms of NPS results. 

We have also seen a continued advantage of driving foot

traffic into the store. Thinking differently about events and

promotions  really resonates with customers in a very

non-banking way.  

It has provided a great opportunity for our customers to

find a broader connection with Suncorp that is beyond our

traditional vertical products. It is also a good opportunity

for us to have conversations with customers that we may

not have met before.” 
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INTERESTED IN LEARNING MORE?

Join Chris at the 2nd Annual Future Branches Summit 2018 where he will be running a site-tour at Suncorp’s new Discovery

Store in Sydney CBD to further explore:

Understanding how to create a community hub where customers can gather and learn about products and financial

well being 

The customer journey and its impact on the design and layout 

Customer feedback and the next steps 

For more information visit http://futurebranches.iqpc.com.au or call +61 2 9229 1000 or email

enquire@iqpc.com.au
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