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“UK retail banking is not a sector that is traditionally used
to large-scale disruption. However, it is entering a period

of upheaval as a result of a number of factors ranging from
polarised demographics and digital disruption, to

increased regulatory pressure and a constant wave of
reputation-damaging scandals.”

- Jessica Morley, Financial Services Analyst

This report looks at the following areas:

• As long as people still believe that banks are “all the same”, the Current Account Switch
Service will have minimal impact

• Challenging demographics: how to impress Generation Y
• Are we looking at a future of branchless banks?
• Adapting the branch to fit diverse consumer requirements

After having been introduced in September 2013, the Current Account Switch Service seems to have
only had a modest impact on the desire to switch. People still view the majority of providers as the
same and although they are increasingly conditioned to believe in shopping around for the best deal,
find it difficult to put belief into practice when it comes to current accounts.

However, there has been a qualitative shift. The convenience of the service does mean that consumers
feel more confident about switching when they are not happy. This is beginning to push providers to
work harder in order to prevent a mass exodus. And when looked at as a whole, competition in the
retail banking environment is increasing. Challengers are appearing, and now the digital giants are
looking for ways of disrupting the market. Such digital disruption has infiltrated all areas of the
business, from front-facing customer products and services to back-office operations. This is most
evident in the evolution of the bank branch as it fights to stay relevant to today’s demanding
consumers.

This report looks at the relationship between consumers and retail banks, considering the major market
developments of the last 12 months. It provides insight into the impact of the Current Account Switch
Service introduced last year, considering the incentives to switch for consumers and the prevailing
barriers to competition. Product ownership and cross-selling are also considered, as well as the
perceived value and use of different banking channels.
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