Finaccord
web; wwwiinaccord .com, email: info@finaccord com

Table of Contents




CHANNEL METRICS: UK CASH ISAS

TABLE OF CONTENTS

0.0 EXECUTIVE SUMMARY .....cuiiiiietiisieiesisteesestesesasesessesassstesesessesessssesessssessssesassssesessssesssssessssssessssases 1
1.0 INTRODUCGTION......ccuittirieteiistriesisteseestesesesseseessesessssesessssesessssessssssasessesassssssensssesassssesessssssssesessesasees 3
RESEAICH FALIONAIE ...t sttt e st et et esbe e et s e s beseeneebeneenens 4
A number of motivating factors underpin the Channel Metrics report and series of briefings.............. 4
Updating the results from the 2005 and 2007 SUNVEYS..........cccceeuererierieseeeesiesiesresesseeseessessessessesseseenes 4
Analysis of consumers making an active distribution ChOICE ..........cccccevviiiie e 4
Analysis of consumers purchasing or taking out financial services in prior years..........cccceevevererennns 4
Analysis Of diStribDULION INTEITACES .........ccecii e st et a e e et e 4
Analysis of specific distribution ChanNEls..............cccurriii e e 5
Expanding upon the results from the 2005 and 2007 SUIVEYS........cccceeereereereniesreseseeseessesressessesseeees 5
[T = (o oo o PSPPSR 7
Channel MEtriCS DIEIINGS ....c..ciiii e et ae et e s e e besesneeaeeneenee e ns 7
Other UK consumer research publiCAtiONS ............cccceiiiiiieieieerie e st s 8
UK affinity and partnership marketing research publications............cccceceveiiiienenieccecce s 9
UK small business financial services research publications .............cccccoveveeievenenie s, 9
2.0 ANALYSIS OF RESULTS.....coiiceirietiresteteis et sestese s tesesasee s sese st sessssssessssesssassassssssassssnsessssnssens 10
1o o 11 o1 oY o RO OSSR 11
Option for customised data ANaAlYSIS .......cccceeeeieie i s re e 11
Switching rates and brand new Sales - 2009..........cccocerieieievesie e 12
Six out of ten customers who took out a new cash ISA in 2009 already held another cash ISA....... 12
Distribution interfaces - 2009, 2007, 2005 and all previous buyers compared.........cc.cccccevurnnne. 13
Online cash ISA sales are growing, but face-to-face distribution remains dominant.............ccccccev.... 13
Distribution channels - 2009, 2007, 2005 and all previous buyers compared..........cc.ccccvervennene. 16
L@ T TSRS 16
Direct sales held their market share in 2009, after losing ground between 2005 and 2007 .............. 16
D= r= 11T =TT (YA 1TSS 19
Financial advisers directed customers to cash ISAS iN 2009 .........cccocoverriinernienieneiese e 19
0 o N T GRS 22
Research sample and MECHANICS ...t re e s 23
Research methodology and STTUCTUIE ........ccecicie it 25

© FINACCORD (02/2010) T



CHANNEL METRICS: UK CASH ISAS

GRAPHICS / TABLES

The financial services distribution channel universe - specific distribution channels and distribution interfaces 6
% of consumers switching provider or acquiring cash ISAs for the first time, 2009 12
Analysis of distribution interfaces used for acquiring cash ISAs, 2009, 2007, 2005 and all previous years 14
Analysis of distribution interfaces used for acquiring cash ISAs, 2009, 2007, 2005 and all previous years (data) 15
Overview of distribution channels used for acquiring cash ISAs, 2009, 2007, 2005 and all previous years 17
Overview of distribution channels used for acquiring cash ISAs, 2009, 2007, 2005 and all previous years (data) 18
Comparison of main distribution channels used for acquiring cash ISAs, 2009 and all previous years 20
Detailed analysis of distribution channels used for acquiring cash ISAs, 2009, 2007, 2005 and all previous years

(data) 21
Sample breakdown by age group, household income band and geographical location 24

© FINACCORD (02/2010) m



CHANNEL METRICS: UK CASH ISAS

DISTRIBUTION CHANNELS INVESTIGATED FOR THIS PRODUCT

Direct sales

Aggregators and financial advisers
namely

Aggregators

Financial advisers

Not-for-profit affinity groups

namely

Chartties

Educational institutions
Professional and trade associations
Trade unions

Financial partners
namely
Insurance companies

Non-financial commercial partners

namely

Football and other sports clubs

Magazine, newspaper and other media entities
Post Office

Supermarket

Worksite
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