Consumers and Retail Banking: Inc Impact of
COVID-19 - UK - September 2020
The above prices are correct at the time of publication, but
are subject to change due to currency fluctuations.

Report Price: £2195 | $2995 | €2600

This report looks at the following areas:
• The impact of COVID-19 on retail banking in the UK.

“COVID-19 presents an

• Changing consumer behaviours and attitudes as a result of the outbreak.

enormous challenge to retail

• Main current account switching activity and intentions.

banks in terms of profitability,

• Channel preferences in 2020, compared to 2018.

but it has also been an

• Opportunities and threats arising from COVID-19.

opportunity for providers to
Despite the unprecedented and massive disruption to daily routines during the
COVID-19 outbreak, 80% of banked adults say that online banking is the most

refresh their image and

convenient way to manage bank accounts. This has vastly contributed to money

demonstrate their support for

management being one of the few activities which have continued in a

consumers.”

relatively seamless way during lockdown for a majority of people.

– Irene Salazar, Senior

Social isolation and home working have resulted in people of all ages

Financial Services Analyst

exploring technology such as video conferencing and online chat. Beyond
basic everyday transactions, consumer willingness to engage with these
channels for everyday activities can result in opportunities for financial services
providers. This could include cheaper and more efficient distribution channels
for more complex products such as mortgages as well as financial advice.
It is likely that providers will be seeking ways to cut costs. All major banks have
announced multi-billion provisions to cover bad debts and potential losses
linked to the pandemic, while low interest rates will place additional pressure
on margins and profitability. However, despite being tasked to cover a
significant amount of risk as part of the efforts to support the economy, UK
banks are in a stronger financial position compared to the financial crisis.
However, during these challenging times the largest providers in the country
have taken the chance to reach out to consumers and reassure them in terms of
their stability and ability to continue supporting them through the crisis. Mintel’s
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further opportunities for providers to bolster consumer sentiment. This is
particularly true when it comes to leaving a long-lasting impression on the
younger generations, many of whom are looking for support and guidance to
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Figure 7: Current account ownership, by number of accounts
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• COVID-19 leads to dramatic fall in switching activity
Figure 21: Number of switches per month using the CASS,
October 2013-July 2020
• HSBC Group gains the most customers through the CASS
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• …due to an expected spike in bad debts
• But true extent of the crisis remains unclear
• And long-term pursuit of profitability will be intensified
• FinTechs at risk of funding shortages
ADVERTISING AND MARKETING ACTIVITY
• Advertising expenditure increases
• Marketing in the recovery phase
Figure 23: Above-the-line, online display and direct mail
advertising expenditure on retail banking, by top 10 highestspending retail banks/building societies, 2015/16-2019/20
• Nationwide is the largest spender
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Figure 26: Top 10 highest-spending retail banks/building
societies for recorded above-the-line, online display and
direct mail advertising expenditure on retail banking, by
media type, 2019/20
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• Nielsen Ad Intel coverage
BRAND RESEARCH
• Brand map
Figure 27: Attitudes towards and usage of selected brands
operating in the retail banking sector, August 2020
• Key brand metrics
Figure 28: Key metrics for selected brands, August 2020
• Brand attitudes: ‘Big Four’ score highly on trust and
reputation
Figure 29: Attitudes, by brand, August 2020
• Brand personality: Online banks associated with being fun
Figure 30: Brand personality – macro image, August 2020
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• Challengers are seen as progressive
Figure 31: Brand personality – micro image, August 2020
• Brand analysis
• ‘Big Five’ leverage their reputation to be seen as reliable
• Nationwide stands out from the crowd
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Figure 32: The financial confidence index, January
2015-August 2020
• … as households feel relatively comfortable about their
finances
Figure 33: The financial wellbeing index, January 2015-August
2020
CURRENT ACCOUNT OWNERSHIP
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Figure 34: Current account ownership, by number of accounts
held, July 2020
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common…
Figure 35: Current account ownership, by number of accounts
held, 2018 and 2020
• …with multi-banking also on the increase
Figure 36: Proportion of secondary current accounts held with
main current account provider, 2018 and 2020
• But majority of people still prefer to hold most products with
the same provider
Figure 37: Preference for holding most products with the
same provider, July 2020
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• Younger people are more likely to have switched…
Figure 39: Switching activity, by age, July 2020
• Only 3% are very likely to switch in the next 12 months…
Figure 40: Likelihood to switch main current account, July
2020
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Figure 41: Likelihood to switch main current account, 2019 and
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• …but likelihood to switch is higher among younger
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Figure 42: Likelihood to switch main current account, July
2020
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WHY PEOPLE DON’T SWITCH THEIR MAIN CURRENT ACCOUNT
• Most consumers would need a trigger to leave their main
bank…
• …as more than one in four feels actively supported
Figure 43: Reasons to not switch main current account, July
2020
• Consumer inertia plays an important role…
• …as does a lack of awareness of the perceived benefits
CHANNEL PREFERENCES
• Online continues to be the most preferred channel
Figure 44: Channel preference in retail banking, by activity,
2018 and 2020
• Mobile apps gain ground…
• … but third-party aggregators still not on consumers’ radars
Figure 45: Attitudes towards banking channels, July 2020
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• …with telephone banking an adequate alternative to less
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than half
Figure 46: Telephone banking vs in-branch staff, July 2020
IMPACT OF COVID-19 ON CONSUMER BEHAVIOURS
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Figure 47: Impact of COVID-19 on consumer behaviours, July
2020
• A more conscious approach to finances
Figure 48: Impact of COVID-19 on financial worries, by age,
July 2020
• Accelerated shift towards online channels

Americas +1 (312) 943 5250
China

+86 (21) 6032 7300

APAC

+61 (0) 2 8284 8100

• But overall effect of the crisis on behaviours remains limited

reports.mintel.com

© 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

Consumers and Retail Banking: Inc Impact of COVID-19 - UK - September 2020
Report Price: £2195 | $2995 | €2600
The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

COVID-19 AND CHANGING CONSUMER ATTITUDES
• An opportunity for banks to refresh their image…
• …and cement their position
Figure 49: Consumer attitudes towards retail banking, July
2020
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