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“Although low cost banking is the most important factor
behind the choice to stay or switch their main financial
institution, it is the customer service experience that drives
switching and loyalty.”
– Sanjay Sharma, Senior Financial Services
Analyst

This report looks at the following areas:
•
•
•
•

Traditional branch networks continue to be thrive in the digital era
Can credit unions compete successfully against the major banks
Initiatives to bolster the cross-selling efforts of FIs
Enhancing the value-add of mobile banking

The Canadian consumer banking industry is dominated by the six major banks, but there is strong
competition, not only among them, but from smaller virtual banks, regional banks and credit unions.
However, in this highly competitive market, banks cannot stand still. The advent of mobile banking and
the threat of new entrants into the retail banking market from non-financial services industries require
Canadian banks to stay focussed on providing an excellent customer experience. Banks need to meet
the basic needs of their customers, but beyond that they need to know their customers, reward their
loyalty and enable them to interact in a seamless way with the bank — when, where and how the
customers want.
This report provides a consumer research overview of banks & credit unions in Canada, exploring
consumer choices of main financial institution (FI), tenure and satisfaction with main FI, information
sources used to research financial products, intention to switch and factors that influence the decision
to switch or stay with their main FI as well as attitudes towards banks and credit unions.
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Almost one in five Canadians choose TD as their main FI
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Figure 18: Overall satisfaction by main FI customers of selected FIs, November 2014
Satisfaction on attributes by FI
Figure 19: Satisfaction rank by attribute, November 2014
Key driver analysis
Methodology
Problem resolution is one of the key attribute that FIs need to promote in order to drive satisfaction
Figure 20: Key drivers of overall satisfaction with primary financial institution, November 2014
Customer service and problem resolution are the strongest drivers of choosing to stay or switch main FI
Figure 21: Key drivers of intention to switch financial institutions, November 2014

The Consumer – Information Sources Used for Researching Financial Products and Services
Key points
Bank websites are the main source of financial information
Figure 22: Information sources used when researching financial institutions/products/services, November 2014
Friends/family are used for by females, while internet research is more popular with males
Figure 23: Information sources by gender (significant differences), November 2014

The Consumer – Switching Intention
Key points
Majority of Canadians are unlikely to switch their main FI
Figure 24: Intention to switch main fi in the next 12 months, November 2014
Strong relationship between satisfaction and switching intention
Figure 25: Relationship between level of satisfaction and intention to switch main FI, November 2014
BMO customers relatively more likely to want to switch their main FI
Figure 26: Switching intention by FI^, November 2014
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Key points
Summary of importance of factors when choosing/switching main FI
Figure 27: Importance of factors when choosing/switching main FI (% who ranked factor among top 5), November 2014
Low cost banking options is the most important factor among customers
Figure 28: Most important choice factors (Ranked #1), November 2014

The Consumer – Attitudes towards Banks and Credit Unions
Key points
Summary of attitudes
Figure 29: Attitudes towards banks & credit unions, November 2014
Younger Canadians are less concerned about the safety of mobile banking, but more concerned about their personal information
Figure 30: Attitudes related to trust, November 2014
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Figure 31: Attitudes related to levels of interaction & service, November 2014
Young males more willing to pay an annual fee for better rewards
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Figure 32: Attitudes related to other decision factors, November 2014
Trust levels of satisfied customers are significantly higher
Figure 33: Significant differences in attitudes between satisfied and unsatisfied customers, November 2014

The Consumer – Chinese Canadians and Banks and Credit Unions
Key points
TD is the clear favourite choice for main FI among Chinese Canadians
Figure 34: Choice of main FI, Chinese Canadians vs Whites/Caucasians, November 2014
Chinese Canadians strongly over-index on the use on online resources for information gathering
Figure 35: Information sources used for researching financial products & services, Chinese Canadians versus Whites/Caucasians,
November 2014
Chinese Canadians more willing to pay a fee for rewards
Figure 36: Attitudes towards banks and credit unions, Chinese Canadians versus Whites/Caucasians, November 2014

The Consumer – Target Groups
Key points
Four target groups
Figure 37: Target groups, November 2014
Tech-lovers (25%)
Skeptics (31%)
Traditionalists (24%)
Distributors (20%)

Appendix – Key Driver Analysis
Interpretation of results
Figure 38: Overall satisfaction with banks and credit unions - key driver output, November 2014
Figure 39: Satisfaction (any satisfied) with main financial institution, November 2014
Figure 40: Intention to switch financial institutions - key driver output, November 2014
Figure 41: Intention to switch financial institutions - key driver output, November 2014
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