) After the 2008 financial crisis, banks have been slowly rebuilding trust among consumers,
A and many had gone a long way to redeeming themselves when the pandemic struck. Now, to
) \ restore confidence in financial institutions once again, it is crucial that banks take the time to
understand their customers and start delivering on what really matters to them

WHERE ARE THE WORLD’S MOST TRUSTED BANKS? BUT BUILDING TRUST TAKES TIME Edelman 2021 CONFIDENCE IN BANKS TAKES A TUMBLE Edelman 2021

Bank consumer trust worldwide 2021, by country, according to Statista’s trust index, where the highest score is 5 Financial services is one of the lowest-scoring sectors in terms of the percentage of people who say they trust it, though this has Trust is declining across sectors, with financial services down 5 percentage points since last year
improved over the last decade
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GAP IN EXPECTATIONS COULD SPELL TROUBLE

Expectations and priorities differ between global customers and banking executives
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WHAT CONSUMERS VALUE IN THEIR BANK

Percentage of global banking consumers who chose the following as the most important factor to them when they thought about their bank

Trust Terms and conditions Digital service Customer service Financial advice

43.19% 17.78% 16.76% 14.03%
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