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ASDA: consumer relationships with, trust of and wilingness to use for taking out financial services 148
Auto Trader: consumer relationships with, trust of and wilingness to use for taking out financial services 149
B&Q: consumer relationships with, trust of and wilingness to use for taking out financial services 150
BMW: consumer relationships with, trust of and willingness to use for taking out financial services 151
Body Shop: consumer relationships with, trust of and willingness to use for taking out financial services 152
bonmarché: consumer relationships with, trust of and wilingness to use for taking out financial services 153
Boots: consumer relationships with, trust of and wilingness to use for taking out financial services 154
Bounty: consumer relationships with, trust of and willingness to use for taking out financial services 155
BP: consumer relationships with, trust of and wilingness to use for taking out financial services 156
British Gas: consumer relationships with, trust of and wilingness to use for taking out financial services 157
BT: consumer relationships with, trust of and willingness to use for taking out financial services 158
Chelsea F.C. : consumer relationships with, trust of and willingness to use for taking out financial services 159
csma: consumer relationships with, trust of and willingness to use for taking out financial services 160

Daily Mail / Sunday Mail: consumer relationships with, trust of and willingness to use for taking out fin. svs. 161
Daily Telegraph/ Sunday Telegraph: cons. relations. with, trust of and wilingness to use for taking out fin. svs. 162
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Debenhams: consumer relationships with, trust of and wilingness to use for taking out financial services 163
E.ON: consumer relationships with, trust of and willingness to use for taking out financial services 164
Easygroup: consumer relationships with, trust of and wilingness to use for taking out financial services 165
eBay: consumer relationships with, trust of and willingness to use for taking out financial services 166
English Heritage: consumer relationships with, trust of and wilingness to use for taking out financial services 167
Esso: consumer relationships with, trust of and willingness to use for taking out financial services 168
Expedia: consumer relationships with, trust of and wilingness to use for taking out financial services 169
First Choice Holidays: consumer relationships with, trust of and willingness to use for taking out fin. svs. 170
Ford: consumer relationships with, trust of and willingness to use for taking out financial services 171
Google: consumer relationships with, trust of and willingness to use for taking out financial services 172
Halfords: consumer relationships with, trust of and willingness to use for taking out financial services 173
Homebase: consumer relationships with, trust of and willingness to use for taking out financial services 174
Honda: consumer relationships with, trust of and willingness to use for taking out financial services 175
IKEA: consumer relationships with, trust of and wilingness to use for taking out financial services 176
Jet: consumer relationships with, trust of and willingness to use for taking out financial services 177
John Lewis: consumer relationships with, trust of and willingness to use for taking out financial services 178
Kuoni Travel: consumer relationships with, trust of and willingness to use for taking out financial services 179
Kwik-Fit: consumer relationships with, trust of and wilingness to use for taking out financial services 180
Lidl: consumer relationships with, trust of and willingness to use for taking out financial services 181
Litlewoods: consumer relationships with, trust of and wilingness to use for taking out financial services 182

Manchester United F.C. : consumer relationships with, trust of and willingness to use for taking out fin. svs. 183
Marks & Spencer: consumer relationships with, trust of and wilingness to use for taking out financial services 184

Morrison's: consumer relationships with, trust of and wilingness to use for taking out financial services 185
MyTravel: consumer relationships with, trust of and wilingness to use for taking out financial services 186
National Trust/ National Trust for Scotland: cons. relations. with, trust of and willing. to use for fin. svs. 187
Nectar: consumer relationships with, trust of and willingness to use for taking out financial services 188
Netto: consumer relationships with, trust of and willingness to use for taking out financial services 189
Next: consumer relationships with, trust of and wilingness to use for taking out financial services 190
npower: consumer relationships with, trust of and willingness to use for taking out financial services 191
O2: consumer relationships with, trust of and wilingness to use for taking out financial services 192
Orange: consumer relationships with, trust of and willingness to use for taking out financial services 193
Peugeot: consumer relationships with, trust of and willingness to use for taking out financial services 194
Post Office: consumer relationships with, trust of and willingness to use for taking out financial services 195
Powergen: consumer relationships with, trust of and willingness to use for taking out financial services 196
Primark: consumer relationships with, trust of and wilingness to use for taking out financial services 197
QVC: consumer relationships with, trust of and wilingness to use for taking out financial services 198
RAC: consumer relationships with, trust of and willingness to use for taking out financial services 199
Renault: consumer relationships with, trust of and wilingness to use for taking out financial services 200
Ryanair; consumer relationships with, trust of and willingness to use for taking out financial services 201
Saga: consumer relationships with, trust of and wilingness to use for taking out financial services 202
Sainsbury's: consumer relationships with, trust of and willingness to use for taking out financial services 203
Shell: consumer relationships with, trust of and wilingness to use for taking out financial services 204
Sky: consumer relationships with, trust of and wilingness to use for taking out financial services 205
Somerfield: consumer relationships with, trust of and wilingness to use for taking out financial services 206
Sun/News of the World: consumer relationships with, trust of and wilingness to use for taking out fin svs. 207
Superdrug: consumer relationships with, trust of and wilingness to use for taking out financial services 208
Tesco: consumer relationships with, trust of and willingness to use for taking out financial services 209
Texaco: consumer relationships with, trust of and willingness to use for taking out financial services 210
Thomas Cook: consumer relationships with, trust of and wilingness to use for taking out financial services 211
Thomson Holidays: consumer relationships with, trust of and wilingness 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 wilingness 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 wilingness to use for taking out financial services 219
Yell: consumer relationships with, trust of and wilingness to use for taking out financial services 220
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