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Andrew Rutsch chronicles how Spanish bank BBVa  
is using its learning centre, Campus BBVa, not only  
to facilitate development but also to engage people 
with the company brand, values and strategy 

– LEARNING REBRANDED AT BBVA
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the banking sector is undergoing 
fundamental change

Today’s banking business is not the same 
as it used to be. It is marked by

•  greater global competition driven by 
the economic recession

•  bad practices by a number of banks 
causing considerable damage to the 
sector’s image

•  technologies reinforcing transparency 
and influence of media and customers

•  socio-demographic changes due to 
ageing workforces and generations 
with new values

•  increasingly stricter government 
regulations 

BBVA has fared remarkably well in  
this very difficult environment. It has 
continued to grow since 2010, creating 
net employment in Spain and avoiding 
costs to the government. In 2012  
it generated 56% of its revenue in  
emerging markets and 44% in developed 
economies, with strong positions in 
growth regions such as Mexico, Turkey, 
South America and China. It generated 
an operating income of €11,655 million 
that allowed it to absorb loan-loss and 
real estate provisions without having  
to sell key assets or change its business 
strategy.
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BBVa generated an 
operating income of 
€11,655 million that 
allowed it to absorb 
loan-loss and real  
estate provisions 
without having to sell 
key assets or change  
its business strategy

I
n an environment that is 
increasingly disrupting industries 
and even countries, organisations 
are struggling to respond. 

Not surprisingly, in the learning and 
development (L&D) space the impact  
of training on job performance is 
considered successful in only 15%  
or even fewer cases. From a larger 
perspective, only one in three corporate 
development initiatives is considered 
successful (Sirkin, Keenan & Jackson 
2005). If you were the chief executive 
of your organisation, what would you 
do to tackle this challenge?

Against this background, the recent EFMD 
CLIP Sharing Best Practice Workshop 
hosted by Spanish banking group  
BBVA in October 2013 in Madrid,  
Spain, showcased an encouraging 
example of the power of purposeful 
collaboration in the workshop, How  
the firm engages internal and external 
stakeholders around its brand and 
strategy through its Campus BBVA.

the BBVa strategy and journey  
is built on strong pillars

This is the result of a strategy based 
around three pillars – principles, people 
and innovation – on which the group 
has been building its competitive 
advantage for a long time.

Its principles of integrity, prudence  
and transparency translate into specific 
commitments in terms of regulatory 
compliance, standards of conduct, 
responsible commercial practices  
and effective corporate governance.

People are its most important element 
because they determine how BBVA 
carries out its business. In 2012 and  
2013, it carried out specific actions in the 
social, scientific and cultural areas, such 
as in microfinance, financial literacy and 
employment programmes.

Innovation and technology are critical 
to competing in the new environment. 
They require transforming distribution 
models and generating new contents, 
products and services. 

Only one in three corporate 
development initiatives is 
considered successful. If you 
were the chief executive of 
your organisation, what would 
you do to tackle this challenge?
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leading BBVa requires enacting the future  
– together

BBVA’s strategy and journey are driven by its vision 
– to work for a better future for people. The  
bank believes that its development is linked to 
the prosperity of its employees and the people 
who live in the societies and countries where it 
operates and, therefore, it seeks to contribute to 
build a better future for all of them.

The group has evolved its brand positioning  
and corporate identity to make life easier for  
its customers. Simplicity is the response to this 
ambition. BBVA wants to change banking by offering 
products that customers understand, through which 
they can manage their money efficiently, and know 
down to the last detail what they are signing.

This stakeholder-centric view and ambitious 
journey requires a focussed approach in engaging 
over 113,000 employees across the globe in 
bringing the BBVA brand and strategy to life – in 
partnership with its customers. It means to create 
this way of working through open workspaces, 
above-average investments in technology and 
tools, communications and so on that facilitate 
collaboration and development across functions, 
levels and boundaries.

Campus BBVa – a key platform for engagement 
and growth

One strategic lever in this process is Campus BBVA, 
the group’s knowledge and learning centre opening 
up activities to external stakeholders and designed 
to strengthen its brand and business in order to be 
the global reference in the financial industry.

The targeted segments of Campus BBVA – 
employees, clients, potential clients and potential 
recruits – translate into a number of offerings:

•  A state-of-the-art training and development 
offering for its employees

•  Exclusive programmes co-branded with other 
institutions for key clients

•  Knowledge forums on topics in finance, 
economics and so on to attract potential 
customers

•  Joint projects with Employer Branding to attract 
potential recruits

Hence, the role of Campus BBVA is not only  
to facilitate development but equally to engage 
people around the company brand, values and 
strategy, to create a sense of pride and rally them 
around the purpose of the organisation. Its tagline 
– Update yourself – applies to all stakeholders such 
as managers, employees, recruits and clients.

113k
Bringing the BBVa 
brand and strategy  
to life is an ambitious 
journey that requires  
a focussed approach  
to engage over 113,000 
employees across  
the globe

BBVA wants to change banking by offering 
products that customers understand, through 
which they can manage their money efficiently, 
and know down to the last detail what they  
are signing
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the way forward – purposeful interaction  
that drives outcomes

The BBVA approach points to the increasing 
convergence of of L&D, HR, Communications, 
Technology and other functions when it comes 
to facilitating stakeholder engagement and 
business growth. 

One conclusion from the BBVA workshop was  
for L&D not to talk about learning anymore since  
it is typically linked to training – which is largely 
insufficient in an environment that requires 
collaboration and development across all functions 
and levels.

This suggests rebranding learning into collaboration 
that brings strategy to life. Engaging and supporting 
internal and external stakeholders around a 
purposeful relationship that responds to their 
development needs will make the difference. 
Corporate functions pursuing initiatives that do  
not integrate with others and trying to prove 
their business value will fail. 

The latest EFMD CLIP Sharing Best Practice 
Workshop hosted by BBVA created much insight 
and interest into how rebranding learning into 
purposeful interaction that drives outcomes is 
critical in today’s environment.
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Creating collective impact – some first 
encouraging results

This collaboration across organisational boundaries, 
driven by the firm’s vision, brand and strategy, has 
led to some initial impact:

•  Awareness of the BBVA brand and its reputation 
has stabilised or improved in most countries in 
which the bank operates

•  The sustainability analysis agency SAM granted 
the bank a top score, well above the average 
for the financial sector. This agency evaluates 
the companies listed on the Dow Jones 
Sustainability Index

•  “Best Global Bank to Work”, recognising BBVA by 
the Great Place to Work organisation as one of 
the 25 best multinational workplaces

•  “Best European and Spanish Company in 
Leadership Development”, according to Fortune 
magazine

•  The BBVA team satisfaction score – 76% in 2012, 
up by 3% compared to 2010 with the most valued 
aspects related to the treatment of people, the 
sense of pride and above all the potential for 
future growth.
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One conclusion from the BBVA workshop 
was for L&D not to talk about learning since 
it is typically linked to training – which is 
largely insufficient in an environment that 
requires collaboration and development 




