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1. Summary of Main Findings

This report contains the results of the Department of Finance Consumer Banking Survey ,

covering consumer experience and perceptions of the banking sector in Ireland . All interviews
were conducted between 16™ February and 11™ April 2022 amongst a nationally
representative sample of 1,507 adults aged 18+ years.

Interviewing was completed by B ehaviour & Attitudes face-to-face interviewers using CAPI
(Computer Aided Personal Interviewing). A number of sampling points were randomly

selected, ensuring geographical represent ativity. Quotas were implemented o n gender, age
and social class to ensure a nationally representative sample.

1.1 Banking Experience & Switching

The pillar banks dominate in terms of main current account held, with 36% having their main

current account with AIB, 34% with Bank of Ireland and 12% with Permanent TSB. 11% have
their main current account with Ulster Bank or KBC. Both of these  banks are in the process
of leaving the Irish market.

44% of Irish  adults rely on just one financial provider , with 57% having more than one
financial provider . The majority of product holders tend to have their overdraft , credit card
savings account and mortgage withthe provider where they have their main current account.
Other financial providers are more likely to be used for car loans and other personal loans.

Almost1in3 (31%) are very satisfied with their ma in provider overall, with an additional half
(52%) being relatively satisfied. 7% are dissatisfied overall , with 11% being neither satisfied
nor dissatisfied . Satisfaction is higher among those aged below 25 years.

Overall Satisfaction with Main Bank/Financial Provider

(Base: All respondents with current account: 1,488)

Gender Age Social Class Region Area
Total Male Female 18-24 25-34 35-44 45-54 55-64 65+ ABC1F C2DE Dublin Lein Muns Conn/ Urban Rural
ster  ter Ulster
1488 727 761 134 220 312 289 210 323 893 595 440 400 399 249 971 517

% % % % % % % % % % %

% % % % % %

Relatively satisfied

Neither satisfied nor 10

dissatisfied 11 12 9 aal 13 11 :: 12 9 13 8 13 8 11 11
Relatively di fied A 4 d 4 | 4 | | 4 |
e ey o8 Ef L nmoBan@ B =s=Renm nEH

Don'tknow 1 1} 1 1 1 0 1 1 1] 0 1 2 0 = = 1
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More than 2 in 5  (42%) feel that the banking culture has improved in Ireland since the
2007/2008 financial crisis. But 27% feel it has gotten worse , with 31% feeling the banking
culture has not changed at all

Just 1% hold their main current account with Revolut. However, almo st1in5 (18%) use
Revolut for banking/payments at least occasionally . The main appeal of FinTech providers
versus the more traditional retail banks is that they offer instant money transfers, free

banking and allow  customers to split bills as well as providing a great/user friendly app. 3in
5 (58%) FinTech customers strongly believe that the services offered by FinTech providers

are a very good substitute for the services offered by more traditional bank s.

Switching conside ration for banking products is limited, with 17% having ever considered
their mortgage provider. 14% have considered switching current account or credit card while
12% have considered switching their saving account. Lowest switching consideration is seen

for personal loans (6%). It should be noted that these numbers are driven up by Ulster Bank
and KBC customers who  have to switch provider in the near future.

Ever Considered Switching Provider for Banking Products
(Base: All respondents with product)

Considered Considered
switching switching
* 17% ABC1F
* 21% HH income €50-100k
Current/payment [*_46% Any Ulster Bank/KBC Customers |
account « 17% hold credit card Mortgage account t_48% Any Ulster Bank/KBC Customers |

* 21% have overdraft

* 18%55-64 years
* 16% ABC1F BA
* 17% Dublin

t 38% Any Ulster Bank/KBC Customers |

* 22% have overdraft

Savings account Personal loans t_29% Any Ulster Bank/KBC Customers |

P 43% Any Ulster Bank/KBC Customers |
Credit Card « 22% car loan/financial repayments

BiA

Actual switching is rarer still with only 2 -5% switching in the past 5 years, depending on
financial product. Among those who switched current account in the past 5 years,  almost half
found it very easy to switch. The main barriers for switching are inertia, a perceived difficulty

in switching provider and a lack of alternative providers.
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1.2 Channel Usage & Preferences

almost 1 in

While almost half (47%) live within five kilometers  from their main bank branch,
4 (24%) have to travel more than ten kilometers to get to a branch of their main bank.
Unsurprisingly , Dubliners and those living in urban areas are best serviced by the branch

network with the majority of those in these cohorts saying they have a branch within five
kilometers of them. Inrural areas, just1in 4 ( 26%) have to travel lessthan five kilomet ers
to their branch.

37% of those with a current account with a traditional retail bank visit a branch at least once
a month, with 15% visiting a branch at least once a week. Among those aged 55-64 years,
44% visit a branch at least monthly, with this pro portion rising to 49% among those aged 65
years or older. The main drivers of branch visits are to lodge/withdraw cash and
financial/product advice.

Profile of Monthly Branch Visitors
(Base: All respondents with current account with traditional retail bank, credit union or An Post: 1,452)
Male Female
38% 37%
- ° 2 [30 | 2 I I
Visit Monfhly A (709) (743) I I I I
18-24 25-34 35-44 4554 5564
"%ABCIF “ C2DE
32% W'Y 24%
(869) (583)
34
Urban Rural
36% 40% I
(%%
Dublin Munster Conn/Uls
(949) (503)
(Figures in brackets = base size) P
BM "F (Q18/11)
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More than 4 in 5 (81%) of those with a current account use online banking, with 63% using
online banking at least weekly. However, weekly usage of online banking is considerably lower

among the older age groups . Just 46% of those aged 55 -64 years use online banking weekly
while this falls to just 29% among th ose aged 65 years or older.

Weekly Profile - Accessing the internet for Online Banking

(Base: All respondents with current account: 1,488)
WEEKLY PROFILE

% %
Gender: Male [N 62
e _ & Female _ 64
Age:
18-24
At least once a week 63
25-34
35-44
Once every 2 to 3 weeks I 10 45-54
55-64
65+
Once a month 5 X
Social Class:

ABC1 | 70

|
Once every 2-3 months ‘ 1 C2DE 56

Region: Dublin o>
Less often than once every 3 months ‘ 1 RoL [N 64
Munster [N 59
Conn/Uls N 58
Never/I do not use online banking 19
Rural

Urban NI 65
Urban [N 59

of Finance

(Q.25)

Among those aged 18 -44 years, confidence in  automated branch services and ability to use
online banking services is generally high. But the confidence is significantly lower among
those aged 55 -64 years and especially among those aged 65 years or older.
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While most of the population has adapted to a more digital banking experience, those aged
55 years and older continue to rely more strongly on branches. For this age group, branches
are the main form of contact with main bank . Also, this age group is less satisfied with remote
banking services and less likely to use a FinTech provider.

While most of the population has adopted to a more digital banking
experience, the 55+ continues to rely more strongly on branches

Main form of Contact Monthly Branch Visitors Weekly Online Banking Users
Population 55-64 65+ Population 55-64 65+ Population 55-64 65+
Mobile App Branch Branch

® © ® © © ©

Satisfaction w/Remote Services Fintech Usage

Population 55-64 65+ Population 55-64 65+ Significantly lower confidence in using

automated branch services and online

banking among the 55+ and especially
@ among the 65+

BiA

While 4 in 5 prefer to use card payment over cash in -store, cash preference is higher among
those aged 55 years and older. ATMs are the most common method of withdrawing c ash.
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2. Introduction

On 23 ™ November 2021, the Minister for Finance published the Terms of Reference 1 fora
broad -ranging review of the retail banking sector in Ireland following a number of
announcements which will result in significant changes in the structure of the sector.

This report presents the results from the survey of consumers commissioned by the
Department of Finance to provide an understanding of co
of the operation of the banking sector in Ireland. The survey was conducted by Behaviour &

Attitudes Ltd (B&A), the independent market research company .
All i nterviews for the survey were conducted face -to-face between 16 ™ February 2022 and
11" April 2022 wusing B&Ab6s Computer Aided Personal I nt e

representative sample of 1,507 adults was obtained.

2.1 The Retail Banking Sector

Banks play a key role in Irelandds economic activity
providing credit to consumers and businesses, maintaining the flow of cash and ensuring

appropriate access to retail banking services to all in society. Traditio nally retail banking

services in Ireland have been provided by banks, with additional choice provided by credit

unions and An Post. More recently digital banks and non -banks have entered retail banking

market providing some retail banking services to consu mers and SMEs, their number and the

number of customers they serve have been growing in recent years.

Irish consumers and SMEs are currently served by 5 traditional retail banks: AIB, BOI, PTSB,

KBC and Ulster Bank (NatWest). In 2021 NatWest made an annou ncement that it intends to

make a phased withdrawal from the Irish market. Short
KBC made a similar announcement. Following the withdrawal of NatWest and KBC there will

be 3 traditional banks operating in the retail banking sector in Ireland.

Also in 2021, Bank of Ireland closed 88 branches which equated to around one third of all its
branches in Ireland. AIB closed a further 15 branches, while KBC is in the process of
withdrawing, closing 16 branches. Ulster Bank will tran sfer 25 of its branches to PTSB and
will close the remaining 63.

In additional to the consolidation in the retail banking market, Ireland continues to experience

historically low levels of switching, which may act as a barrier to entry for new firms seeki ng

to offer retail banking services in Ireland. The low rates of switching in mortgages and

current/payment accounts persist despite efforts by the Central Bank of Ireland, the CCPC

and the Department of Finance to address this issue. Many consumers will b e forced to switch

in the coming months as they react to NatWest and KBCO:

The Terms of Reference for the Retail Banking Review is availaliétpest//www.gov.ie/en/publication/ea57f
bankingreviewtermsof-reference/
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A number of additional themes have emerged in the retail banking sector which will influence

how it operates into the future. These inclu de the following:
A Changing demographics
A Advances in financi al technology (Afintecho)
A The expansion of non -banks in the retail banking sector
A Digitalisation; and,
A Changes to the regulatory framework.

The importance of the retail banking sector in support ing Irish consumers will remain
unchanged as consumers will need a safe place to hold their savings, access credit and cash
given the economic context.

2.2 Economic Context

While the Irish economy overall was well positioned in the opening months of 2022, during
the fieldwork period, as it recovered from the lockdowns due to the COVID -19 pandemic the
Russian invasion of Ukraine has sparked a chain of events that presents significant challenges

to the outlook for inflation and growth and increasing the level of uncertainty. The National
Income and Expenditure results for 2020, published in July 2021, confirm that the economy

continued to recover following the onset of the COVID -19 pandemic with GDP increasing by
5.9 per cent in 2020.

2.3  Study Scope

The purpose of the survey is to provide data on t he gener al expprieincésiaodd s
perceptions of the banking sector in Ireland

A Banks and financial providers used, including FinTech
A Overall satisfaction with main bank
A Financial products/services held
A Drivers of FinTech growth
A Channel availability & usage i branch , digital & phone
A Channel satisfaction & preference i branch, digital & phone
A Confidence in automated branch services and ability to use online services
A Switching consideration and behaviour T by banking products
A Perception of competition/choice in the market
A Cash vs. card usage and preference in retail
The results are reviewed by sub -groups such as
A Gender
A Age
A Social Economic Class
A Region
A Urbanisation

7| Page



BL{A

A number of other  variables were used to report on the financial context

Household income

Frequency of using online banking
Financial literacy

Financial situation

Main bank current account held with

v I > D

The following banking products were included in the study:

Current accounts
Savings ac counts
Credit cards
Mortgage accounts
Car loans/financing
Overdraft

Other personal loans

> I D D>

Time Period of Study
Inreviewing results , it should be noted that the study took place over the period 16" February
to 11 " April 2022.
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3. Methodology

This survey representsa  Behaviour & Attitudes  study of consumer experience and perceptions
of the banking sector in Ireland. Fieldwork and analysis for the survey was carried out by
Behaviour & Attitudes , the independent market research company.

3.1 Sample Selection

The study sample was selected at random through face -to-face interviewing and following a
mu Iti - stage sampling approach

Sam pling Stage I: Geographical stratification of sample proportionate to the profile
of adults 18+

The sample was first stratified by a total of 17 broad regions within the four standard areas
of Dublin, Rest of Leinster, Munster and Connaught/Ulster. This ensures a representative
territorial spread of Primary Sampling Units across the country.

Within each cell oft  his matrix, the appropriate number of primary sampling units i.e. Electoral
Divisions (EDs) was chosen using probability sampling procedures (proportionate to size of
population).

A total of 188 sampling points were chosen, yielding 1 ,507 completed inter  views.
Sampling Stage Il: Selection of randomly generated addresses

In order to remove as much of the sampling process from the hands of the interviewer as

possible a randomly selected starting address is drawn from the Geo Directory within each

sampling point (the official Register of Irish household addresses). Each inte rviewer began
his/her assignment of interviews starting at this address.

Within each sampling point, the interviewer was assigned a number of interviews to complete ,
in accordance with demographic controls for that region drawn from the Census/AIMRO data.

Rather than allow ing the interviewer s to decide which specific households are called to in
pursuit of these quotas, he/she was issued with a single randomly generated private residence
address, along with its GPS co  -ordinates, so as to ensure unambiguous identification of that
household (particularly important in rural areas where house numbering is less common).

From each chosen address, interviewers were instructed to follow a simplified random route
procedure (e.g. first left, next right etc.) calling at every nth house to complete an interview,
until the quotas ha d been filled. The nth house w  as defined differently for urban vs. rural
areas where population density is less. Only one interview w as harnessed per household.

Sampling Stage I Quota con trols & Filling of Quotas
Quota controls were applied on age, gender and social class to further ensure

representativeness. Socio  -economic class and occupation of respondents was coded according
to the latest AIMRO agreed stratifications
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3.2 Sample Accuracy

The sample error for a survey of this nature is very good. The total sample of 1,507
respondents has a possible sample error of just + -2.5% (at a 95% confidence level), while
also providing robust measurement when analysing by sub -groups, e.g. d emographics.

3.3 Collection of Data

Face to face interviews were conducted with 1,50 7 respondents aged 18 years or older. The
interviews were conducted using CAPI (Computer Aided Personal Interviewing)

All interviews were conducted between 16" February and 11™ April 202 2. The typical face to
face interview lasted 15 minutes

Data from completed questionnaires was reviewed and analysed , and the results are
presented in this  report. The full study questionnaire is attached as an appendixto the report ,
and detailed results are presented in Sections 4 -10.

3.4  Sample Size

Some 1,50 7 adults aged 18+ years participatedinthe  face-to-face interviews . Allinterviewing
was conducted by fully trained and experienced members of the Behaviour & Attitudes field -
force, who work under direct supervision and are subject to rigorous quality controls.

All aspects of our CA Pl survey operate to the guideline stan dards established by the
companyb6s membership of the MRS and ESOMAR (the
body).

All data was anonymised in line with Data Protection regulations and B&A 1SO 27001 :2013
Information Security Management system.

3.5 Limitations

The results set out in this document should be considered in the contex t of the following
limitations:
1. The study provides the consolidated opinions of members of the general public in relation
to their banking behaviour and attitudes to and p erceptions of banking in general, butit

is not a census of the entire population of Ireland.

2. Whilst every effort has been made to ensure that the study sample is as fully
representative of the population as a whole as possible, it is possible that certai n sub -
groups are under -represented , e.g. people who are reluctant to take part in market
research or people with limited ability to take part in a survey.

3. The study is based on recall of behaviour and attitudes towards banks/the banking

sector. As such , customer expectations also play a role in the evaluation of the banking
sector, not just the performance of the banks and the sector as a whole.

10| Page
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4. Please notethat the figuresinthe report are based on rounded percentages, rather than
to multiple decimal  places, for ease of review. This is a standard occurrence in market
research statistics and does not negate the accuracy of findings

3.6  Privacy of the Respondent

Throughout the study process all interviews conducted with the general public  were carri ed

out on a confidential basis and the respondentsd right:
fully observed , including the rights of respondents to choose not to answer or to end the

interview at any stage.

The Department of Finance had no specific in terest in the individual financial affairs of any of
member of the general public who participated in this study. Rather, the key objective was to
better inform Government of the experience and perceptions of the general public in relation

to the banking s ector of Ireland.

We would like to express our sincere thanks to all those who have participated in this study.
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4, Profile of Respondents
4.1 Analysis of Sample
Quotas on gender, age, region and social class were implemented to ensure a nationally

representative sample of the population 18+ years. Corrective weighting was also applied at
the analysis stage.

1 GENDER ! |Vﬂ AGE REGION

11
a 16

e_0 Y
T3S CLASS m AREA

52
66
-
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