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“Comfort with financial digital tools is broadly a tale of
young and old, with the former more at ease with them and

the latter preferring humans.”
– Sanjay Sharma, Senior Financial Services

Analyst

This report looks at the following areas:

• Apart from mobile banking and money transfer, usage is low
• Majority want 24/7 access to humans
• Younger Canadians are much more likely to prefer managing their financial life digitally
• Lack of awareness is the main purchase deterrent for cryptocurrencies

As digital financial offerings mature, banks and other players in financial services must define their
value proposition to encompass both digital innovation and traditional values to meet their customers’
needs. The competition in the consumer banking space not only includes large bricks-and-mortar
financial institutions but also digital banks and technology providers looking to enter the lucrative retail
banking space. While younger consumers are more open to embracing digital products, many older
consumers are hesitant to go beyond routine digital transactions.
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Around two in five agree bank branches becoming less relevant

Older women are the least digitally engaged
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Around one in four open to communicating through messaging services
Figure 24: Digital financial behaviours, October 2018

More than a third of 18-54s research new products online
Figure 25: Digital financial behaviours (select), by age, October 2018

Providing a better digital onboarding experience

Digital banks mainly used as a supplemental bank

Low interest in automated chatbots

Time-pressed parents more open to some digital services

Awareness of and Interest in Digital Products

Human vs Digital

Digital Financial Behaviours
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Figure 32: Reasons for not buying cryptocurrencies, by gender, October 2018

…while older non-buyers have more concerns
Figure 33: Reasons for not buying cryptocurrencies, 18-44s vs over-45s, October 2018

TURF Analysis

Methodology

Ignorance and volatility chosen by around three in four non-users
Figure 34: TURF Analysis – Reasons for not buying cryptocurrencies, October 2018
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Nearly half consider cryptocurrencies are too risky
Figure 36: Attitudes towards cryptocurrencies, October 2018

Are cryptocurrencies a solution in search of a problem?
Figure 37: Attitudes towards cryptocurrencies, 18-44s vs over-45s, October 2018
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