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“The nature of branches is changing and banks targeting
the affluent market need to distinguish themselves by
offering premium customer service at both branches and
call centres in addition to their existing multichannel
strategy.”
– Chryso Kolakkides, Senior Financial Services
Analyst

This report looks at the following areas:
•
•

Balancing premium ‘bricks and clicks’ for the mass affluent
First Direct demonstrates the power of good service

The mass affluent are an important target market for retail banks, with several providers offering
premium products designed specifically for this group. Premium bank accounts bridge the gap between
standard accounts and true private banking services. Representing a sweet spot between the mass
retail market and high-net-worth (HNW) individuals, the mass affluent segment is not homogeneous,
ranging from young professionals to retired individuals. Among the younger age groups, many
individuals may have relatively limited assets, but will often be high earners looking to grow their
wealth. Offering premium accounts not only helps to reach these more profitable individuals, but also
acts as a useful gateway product through which other products and services can be channelled.
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Figure 15: Type of current account owned, by wealth tier, July 2014
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Figure 21: Key annual financial data for HSBC Bank Plc, 2012 and 2013
Recent activity
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Branch network
Mass retail proposition
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Recent financial performance
Figure 22: Key annual financial data for Lloyds Banking Group, 2012 and 2013
Recent activity
RBS Group
Company description
Branch network
Mass retail proposition
Premium proposition for the mass affluent
Private banking for HNW
Recent financial performance
Figure 23: Key annual financial data for RBS Group, 2012 and 2013
Recent activity
Santander
Company description
Branch network
Mass retail proposition
Private banking for HNW
Recent financial performance
Figure 24: Key annual financial data for Santander UK, 2012 and 2013
Recent activity
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A note on adspend

Channels to Market
Key points
Mass affluent customers desire multiple access points…
Figure 28: Channels used to access current accounts, July 2014
…and hence a multichannel solution
Having an extensive branch network remains an advantage
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Figure 29: Approximate number of branches operated, by top five retail banking groups, 2012 and 2013

Profile Analysis of the Wealth Target Market
Key points
Survey background
Segmenting respondents according to wealth
Figure 30: Segmentation of the wealth target market, by value of investible assets (wealth tier), July 2014
Demographic profile of the wealth target market
Figure 31: Demographic profile of wealth target market, by wealth tier, July 2014
The wealth target market is not homogeneous
Saving and investment product ownership across wealth tiers
Figure 32: Ownership of savings and investment products, by wealth tier, July 2014

Current Account Ownership
Key points
Less than a quarter of the mass affluent have a premium bank account
Figure 33: Type of current account owned, July 2014
Figure 34: Type of current account owned, by wealth tier, July 2014
The need to reach people who do not feel ‘rich’
Multiple account ownership among the more affluent
Figure 35: Type of current account owned, by top three most popular types of account, July 2014
25-44-year-olds most likely to own a premium account
Figure 36: Type of current account owned, by age, July 2014
Premium account holders are most likely to be customers of Barclays or HSBC
Figure 37: Main current account provider, by type of current account owned, July 2014

Current Account Switching Behaviour
Key points
45% of the wealth target market have never switched their current account
Figure 38: Current account switching behaviour, July 2014
Similar switching behaviour observed across the wealth tiers
Figure 39: Current account switching behaviour, by wealth tier, July 2014
Half of over-65s have never switched accounts
Figure 40: Current account switching behaviour, by age, July 2014
Packaged account holders are more likely to have switched
Figure 41: Current account switching behaviour, by type of account held, July 2014

Consumer Intentions Regarding Switching
Key points
Only 4% plan to switch in the next 12 months
Figure 42: Current account switching intentions, July 2014
Figure 43: Current account switching intentions, by wealth tier, July 2014
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Previous switchers are more likely to consider switching again
Figure 44: Current account switching intentions, by past switching behaviour, July 2014
Premium or private account holders least likely to switch in the future
Figure 45: Current account switching intentions, by type of current account, July 2014

Reasons for Overlooking Premium Accounts
Key points
More than two in five affluent consumers are happy with their existing current account
Figure 46: Reasons for overlooking premium accounts, July 2014
Figure 47: Reasons for overlooking premium accounts, by wealth tier, July 2014
8% have never looked into premium or private accounts
More than a third of affluent adults are not willing to pay for current accounts
Some affluent consumers cannot see the value of fee-charging accounts

Appealing Features of Premium Accounts
Key points
Affluent consumers consider travel benefits most appealing
Figure 48: Appealing features of premium or private bank accounts, July 2014
Preferential access to bank staff valued particularly by frequent users of in-branch counter services
Figure 49: Appealing features of premium or private bank accounts, by frequency of in-branch counter services usage, July 2014
Premium features considered appealing even among non-fee-charging current account holders
Figure 50: Appealing features of premium or private bank accounts, by type of current account held, July 2014
A risk of accusations of mis-selling
Little disparity across the wealth tiers
Figure 51: Appealing features of premium or private bank accounts, by wealth tier, July 2014
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