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• The facts
• The implications

• Disruptors benefit from specialist approach
• Traditional advertising channels remain essential for growth

• Unbundling allows disruptors to focus on quality…
• …but some are moving towards full-service propositions
• Partnerships offer mutual benefits for challengers and

incumbents

• Bought By Many
• ClearScore
• Habito
• Moneybox
• Monzo
• Nutmeg
• Revolut
• Starling Bank
• TransferWise
• Trussle
• Wealthify

• Traditional advertising channels remain essential for
growth…
Figure 7: Total above-the-line, online display and direct mail
advertising expenditure by selected disruptive brands, 2018/
19

• …and television is the preferred media type
Figure 8: Total above-the-line, online display and direct mail
advertising expenditure by selected disruptive brands, by
media type, 2018/19

• Nielsen Ad Intel coverage

• Awareness of disruptive brands is highest among younger
consumers

• Innovative digital services have to start with strong security
• Most people have at least some interest in financial

services innovation

COMPANIES AND BRANDS – WHAT YOU NEED TO KNOW

COMPETITIVE STRATEGIES

COMPANY PROFILES

ADVERTISING AND MARKETING ACTIVITY

THE CONSUMER – WHAT YOU NEED TO KNOW
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• Brand has little influence on switching for new digital tools
• Demand for disruption is being held back by wariness of

new firms

• ClearScore and Monzo are the most recognised disruptive
brands…
Figure 9: Awareness of selected disruptive financial services
providers, June 2019

• …especially among consumers who only recognise one or
two firms
Figure 10: Awareness of selected disruptive financial services
providers, repertoire analysis, June 2019
Figure 11: Awareness of selected disruptive financial services
providers, by number of companies people have heard of,
June 2019

• Awareness is highest in the capital…
Figure 12: Awareness of any surveyed disruptive financial
services providers, by region, June 2019

• …and among younger consumers
Figure 13: Awareness of selected disruptive financial services
providers, by age, June 2019

• Security is key to adoption of new digital services
Figure 14: Most important features of new online/mobile
services in financial services, June 2019

• Usability should be central to innovative development
Figure 15: Selected important features of new online/mobile
services in financial services, by generation, June 2019

• Speed and intelligence appeal most to engaged consumers
Figure 16: Most important features of new online/mobile
services in financial services, by interest in new technology in
financial services, June 2019

• Londoners stand out for demanding intelligent solutions
Figure 17: Selection of “Intelligence” as an important feature
of new online/mobile services in financial services, by region,
June 2019

• Most people have at least some interest in tech
innovations…
Figure 18: Interest in new technology in financial services, June
2019

AWARENESS OF DISRUPTIVE BRANDS

IMPORTANT FEATURES FOR DIGITAL FINANCIAL SERVICES

INTEREST IN FINANCIAL SERVICES INNOVATION
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• …but there are clear demographic differences
Figure 19: Interest in new technology in financial services, by
gender, age, area and annual household income, June 2019

• Brand has little influence on switching for new digital tools
Figure 20: Likelihood of switching current account for a new
online/mobile service, by type of bank offering the service,
June 2019

• Consumers are split down the middle on likelihood to switch
• Multiple account holders are the best candidates for

switching
Figure 21: Likelihood of switching current account for a new
online/mobile service, by type of bank offering the service
and number of current accounts held, June 2019

• Half think the industry is in need of a shake-up
Figure 22: Attitudes towards financial services disruption, June
2019

• Most are satisfied with digital services, led by Barclays,
Nationwide and HSBC
Figure 23: Attitudes towards existing online/mobile services,
by main current account provider, June 2019

• Young urban parents are most interested in product
aggregation…
Figure 24: Preference for managing all financial services
products in one place, CHAID – Tree output, June 2019

• …while younger consumers are also most supportive of
specialist providers

• Concerns over new providers are highest among dual-
parent families with healthy finances
Figure 25: Concern about using new financial services
providers, CHAID – Tree output, June 2019

• Abbreviations
• Consumer research methodology
• CHAID analysis methodology

Figure 26: Preference for managing all financial services
products in one place – CHAID – Table output, June 2019

FINANCIAL SERVICES DISRUPTORS AND CURRENT ACCOUNT
SWITCHING

ATTITUDES TOWARDS FINANCIAL SERVICES DISRUPTION

APPENDIX – DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION
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Figure 27: Concern about using new financial services
providers – CHAID – Table output, June 2019
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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