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Texaco: consumer relationships with, trust of and willingness to use for taking out financial services 210 
Thomas Cook: consumer relationships with, trust of and willingness to use for taking out financial services 211 
Thomson Holidays: consumer relationships with, trust of and willingness to use for taking out fin. svs. 212 
Times / Sunday Times: consumer relationships with, trust of and willingness to use for taking out fin. svs. 213 
Toyota: consumer relationships with, trust of and willingness to use for taking out financial services 214 
Vauxhall: consumer relationships with, trust of and willingness to use for taking out financial services 215 
Virgin: consumer relationships with, trust of and willingness to use for taking out financial services 216 
Vodafone: consumer relationships with, trust of and willingness to use for taking out financial services 217 
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Volkswagen: consumer relationships with, trust of and willingness to use for taking out financial services 218 
Yahoo! : consumer relationships with, trust of and willingness to use for taking out financial services 219 
Yell: consumer relationships with, trust of and willingness to use for taking out financial services 220 

 
 


