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1. Which banking sites generate the strongest positive brand 

perceptions and greatest likelihood to acquire a customer?

2. What aspects of the online experience are most predictive of brand 

and acquisition?

3. Which companies are leading in the critical areas and why?

4. What site designs have had the biggest impact on user perceptions?

5. What opportunities exist for CLIENT BANK to improve their online 

experience for prospective customers?

U.K. Banking Prospects Study Goals
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SITES EVALUATED: SAMPLE:

TIMING:

-10 evaluations; 2,500 panelists total

-250 per site, UK* online adults 18+

-Not a current customer of banking site evaluated

-Current evaluation period: Jun 30 ïJul 17, 2009

-Previous evaluation period: Aug 1 ï20, 2008

-Next study delivered: Summer 2010

Á Abbey

Á Bank of Scotland

Á Barclays

Á Halifax

Á HSBC

Á Lloyds TSB

Á Nationwide

Á NatWest

Á RBS

Á The Co-operative Bank

Customer Experience Rankings Methodology:

Sites & Sample

*Note: Scottish panelists were recruited to evaluate 2 banks in this study

RBS= 50% Scottish panelists & Bank of Scotland=100% Scottish panelists 
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Customer Experience Rankings Methodology:

Task Based Approach

Home Page
ÅñSpend a few minutes looking at the COMPANY home page. You may scroll on the home page, 

but do not leave the page. How helpful is the site's home page for understanding what you are 
able to do on the site and what the site has to offer? [Click 'Answer' when you are ready to 
respond.].ò

Find Account
ÅñSuppose you need a new current or savings account and are considering COMPANY. Use the 
COMPANY site to find a current or savings account that would meet your needs.ò

Open Account
ÅñSuppose you have decided to open a current or savings account at COMPANY. Choose a 

specific current or savings account, and proceed through the process of opening that account 
at the COMPANY site. Go as far as possible without actually submitting the application.ò

Privacy & Security
ÅñSuppose you are considering signing up for online banking at the COMPANY site. Take a few 

minutes to learn how the site ensures the privacy and security of its customers' financial 
information and what protections and/or guarantees it offers against online fraud.ò

Customer Support
ÅñThink of a specific problem or question that you have had while using this site or while using a 

similar site sometime in the past. Take a few minutes to find all the options available at the 
COMPANY site to help you resolve such a problem or question.ò

Note: In 2009, we broadened the Find Account and Open Account tasks to include savings accounts 

in addition to current accounts. This may have been a have contributing factor to the changes in Overall Customer Experience 

from the previous wave. It also specifically effected how several banks performed on the Ease of Opening an Account driver.
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DRIVER 1 (metric1, metric2,é)

DRIVER 2 (metric1, metric2,é)

DRIVER 3 (metric1, metric2,é)

DRIVER 4 (metric1, metric2,é)

DRIVER 5 (metric1, metric2,é)

CUSTOMER SATISFACTION INDEX
(More than 95 metrics)

Customer Experience Rankings Methodology:

Analysis

OVERALL CUSTOMER EXPERIENCE INDEX

BRAND IMPACT INDEX

ACQUISITION IMPACT INDEX

ÁLikelihood to Open an Account

ÁLikelihood to Recommend Site

ÁLikelihood to Open Account With Promotion

ÁLikelihood to Open any Financial Account

ÁPerception of Brand Image

ÁChange in Company Impression

ÁCompany Image Through Site

ÁChange in Brand Image Perception



6©2009 Keynote Systems, Inc. - Keynote & CLIENT Confidential.

Index Rankings Summary

RANK Overall CE Index Brand Impact Index
Acquisition Impact 

Index

Customer 

Satisfaction Index

1 
The Co-operative 

Bank (1)

The Co-operative 

Bank (1)

2 Abbey (8) Abbey (10)

3 Nationwide (3) Nationwide (4)

4 Halifax (4) HSBC (2)

5 NatWest (7) NatWest (6)

6 HSBC (5) Halifax (5)

7 Lloyds TSB (9) Lloyds TSB (9)

8 RBS (2) RBS (3)

9 Bank of Scotland (6) Bank of Scotland (7)

10 Barclays (10) Barclays (8)

Parentheses indicate August 2008 ranking (Green moved up in rank, Red moved down)

= Indicates a significant change in score from August 2008
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Barclays

Bank of Scotland

RBS

AGGREGATE

Lloyds TSB

HSBC

NatWest

Halifax

Nationwide

Abbey

The Co-operative Bank

590 610 630 650 670 690

Mean Score

632
604

649
611

664
618

651
638

635
643

655
645

645
645

657
648

663
650

637
650

677
669

n=255

n=250

n=250

n=250

n=255

n=250

n=2533

n=2500

n=250

n=250

n=253

n=250

n=253

n=250

n=253

n=250

n=251

n=250

n=252

n=250

n=261

n=250

Jul 2009

Aug 2008

Overall Customer Experience Index

Top 

Sites

Bottom

Sites

Differences of approximately 21 points or more are 

significant at the 90% confidence level

Keynote Overall 

Customer Experience 

Index comprises three 

indices:

ÅBrand Impact

ÅAcquisition Impact

ÅCustomer Satisfaction

= Significantly better

= Significantly worse
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28%

29%

29%

37%

38%

40%

41%

41%

45%

52%

11%

8%

16%

14%

18%

16%

17%

18%

23%

22%

0% 10% 20% 30% 40% 50% 60% 70%

RBS

Bank of Scotland

Barclays

Lloyds TSB

Halifax

NatWest

Abbey 

HSBC 

Nationwide 

The Co-operative

Bank

Pre-experience

Post-experience

POSITIVE COMPANY BRAND PERCEPTION (Q9 & Q77)

n=250 

per site

Average: 22% increase

*Differences of approximately 7% or more across sites are significant at the 90% confidence level

Brand Index Detail

+30%

+17%

+24%

+20%

+23%

+21%

+13%

+24%

+22%

+23%

26% - 51%

Pre % -

Post %
= Aug 08 data

30% - 49%

21% - 45%

17% - 37%

17% - 41%

22% - 44%

13% - 33%

15% - 40%

22% - 40%

18% - 47%

BoS and RBS experienced a 

sharp downturn in pre-visit 

positive brand perceptions 

due to negative perceptions 

of their recent performance.

While Barclays dropped 

significantly in post-visit 

positive brand perceptions, its 

pre-visit figure was on par 

with last yearðit was visiting 

the site, not media reports, 

that led to fewer positive 

impressions of Barclays
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Differences of approximately 7% or more are significant at the 90% confidence level.
= Best performer(s)

= Worst performer(s)

Brand Index Detail: Word Association: PRE VISIT

% of users who selected 

the following attributes 

to describe COMPANY 

post experience

Easy to deal with 24 26 20 15 30 20 24 34 24 17 27

Ethical 9 6 3 5 6 6 5 9 5 2 40

Friendly 30 32 25 18 40 23 28 43 30 21 42

Green 5 3 1 2 2 2 4 2 0 1 32

Helpful 23 38 19 13 28 21 19 31 28 15 27

High value 8 8 6 12 9 10 6 8 6 7 6

Innovative 7 7 4 7 10 9 7 9 6 6 6

Intelligent 11 9 6 12 10 12 12 12 14 11 13

Overly bureaucratic 10 6 17 19 8 11 11 2 10 14 2

Reliable 30 32 21 27 29 29 31 39 34 22 36

Trustworthy 28 31 16 29 28 31 25 34 31 16 37
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Differences of approximately 7% or more are significant at the 90% confidence level.
= Best performer(s)

= Worst performer(s)

Brand Index Detail: Word Association: POST VISIT

% of users who selected 

the following attributes 

to describe COMPANY 

post experience

Easy to deal with 57 62 52 49 59 53 57 56 58 60 64

Ethical 12 11 10 6 9 15 8 14 10 8 32

Friendly 42 44 36 31 46 35 40 47 43 37 56

Green 15 10 11 11 8 28 14 11 14 12 27

Helpful 53 57 48 48 52 53 56 53 54 44 62

High value 12 18 8 12 12 10 9 15 12 14 12

Innovative 18 22 17 16 15 20 19 17 17 16 18

Intelligent 24 24 17 22 24 24 24 25 29 22 28

Overly bureaucratic 8 8 12 14 8 6 7 5 8 6 4

Reliable 36 38 29 32 37 34 40 44 34 32 43

Trustworthy 34 38 26 32 31 36 29 46 34 24 44
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8. DRIVER

7. Privacy and Security

6. DRIVER 

5. Ease of Opening Account

4. DRIVER

3. DRIVER

2. Customer Support

1. Design and Organisation

= The highest partial correlation of driver to index

Correlation to Brand Impact Index Correlation to Conversion

TOP IMPACT DRIVERS BRAND IMPACT CONVERSION

Business Impact Drivers

There have been no changes in the order of importance 

of the top impact drivers between 2008 and 2009.
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Driver Rankings (1 of 2)

RANK
Design and 

Organisation 
Customer Support DRIVER DRIVER

1 NatWest (4) Lloyds TSB (6)
The Co-operative Bank 

(2)

The Co-operative 

Bank (1)

2 Lloyds TSB (8)
The Co-operative 

Bank (3)
HSBC (1) Lloyds TSB (9)

3 
The Co-operative 

Bank (3)
Abbey (5) NatWest (4) NatWest (2)

4 HSBC (2) Halifax (2) Nationwide (6) RBS (3)

5 Halifax (5) Nationwide (7) Halifax (9) Abbey (5)

6 Nationwide (7) NatWest (8) Bank of Scotland (5) HSBC (8)

7 RBS (1) Bank of Scotland (4) RBS (3) Halifax (7)

8 Abbey (10) HSBC (10) Abbey (7) Nationwide (6)

9 Bank of Scotland (9) Barclays (1) Lloyds TSB (10) Barclays (10)

10 Barclays (6) RBS (9) Barclays (8) Bank of Scotland (4)

Parentheses indicate August 2008 ranking (Green moved up in rank, Red moved down)

= Indicates a significant change in score from August 2008
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Success Driver: Design and Organisation
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Wave 3: 2nd placeWave 2: 8th place

= Statistically 
meaningful difference

Metric 2008 2009

Home Page Appeal (Q19) 33% 46%

Overall Look and Feel Appeal (Q83) 36% 46%

The colours used (Q20) 35% 50%

Design and Organisation Before & After: Lloyds TSB

In 2009 panelists prefer the overall look and feel of the site as 

well as finding the home page more appealingðspecifically 

the tabs across the top of the page and the colours
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Success Driver: Customer Support
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RBS

Barclays

HSBC

Bank of Scotland

NatWest

AGGREGATE

Nationwide

Halifax

Abbey

The Co-operative Bank

Lloyds TSB

740 760 780 800 820

Mean Score

765
751

801
768

753
768

790
772

765
781

781
783

775
784

796
788

783
803

795
807

783
809

n=255

n=250

n=255

n=250

n=253

n=250

n=250

n=250

n=253

n=250

n=2533

n=2500

n=251

n=250

n=253

n=250

n=252

n=250

n=261

n=250

n=250

n=250

Jul 2009

Aug 2008

Customer Support Rankings

All metrics:

ÅOptions to Resolve 
Satisfaction (Q63)

ÅAgree In-Context Help 
Provided (Q71)

ÅEase of completing task 
(Q66)

ÅAgree Site Cares (Q72)

ÅAbility to successfully find 
answer to questions (Q59)

ÅOnline help not well 
organised (Q67)

ÅDifficult to search online help 
(Q67)

ÅDifficult to locate FAQ's and 
other online help (Q67)

ÅThe site doesn't provide 
specific tips/instructions (Q67)

ÅDifficult to locate appropriate 
phone numbers (Q67)

ÅFAQ's and other online help 
not detailed (Q67)

ÅUnclear which phone 
numbers to call in when (Q67)

ÅDifficult to understand 
instructions and explanations 
(Q67)

ÅMust have account/log in to 
access customer support 
(Q67)

Top 

Sites

Bottom

Sites

Differences of approximately 24 points or more are 

significant at the 90% confidence level

= Significantly better

= Significantly worse
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Wave 3: 1st placeWave 2: 6th place

= Statistically 
meaningful difference

Metric 2008 2009

Ability to successfully find answer to questions (Q59) 63% 70%

The site doesn't provide specific tips/instructions (Q67) 10% 5%

Customer Support Before & After: Lloyds TSB

Lloyds makes a few changes to the óHelpô 
section that pay offðincluding adding Top 
FAQôs and making other areas easier to 
scan and use by reducing the amount of 

text and clarifying options


