Research shows compiex demands
when choosing a financial brand

Financial brands need to go way beyond simply
offering a good deal to get consumers’ attention.

Despite the growing popularity of all types of website, the
majority of peaple (58%) say that they do not buy financial
products just because the rates are the best in the market and
71% do not trust the industry, according to new research from
the Direct Marketing Association (DMA). Reputation,
recommendation and trusted-brand status are considered to
be 50 important that customers use up to six different methods
to assess their short-listed brands.

As well as comparison websites, between 30-40% of

customers use the financial pages of newspapers, friend and
family recommendations, independent and brand websites and
direct mail literature from banks and building societies before
making a decision. When stating what influenced brand
selection, consumers chose most brands based on previous
experience of the company.

The third DMA Financial Services Tracking Study was
rondicted hy fast MAP T,hrl:u,u:]hr;.ur, December 2009 and
January 2010 among a panel of 1,600 consumers whose
demographics echo those of the UK. The research recorded
consumers’ changing attitudes to banks, insurance companies
and investment businesses and the services they provide
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