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The largest ever study of financial literacy and 

understanding among the British public. 
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Background 

CoreData Research UK is the London-based arm of a broader specialist financial services 
research and strategy consultancy that operates out of Sydney, Australia. 

The UK division is part of the brandmanagement group and has operations in Australia, the 
United Kingdom, China and the Philippines.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

With a primary focus on financial services CoreData Research provides clients with both 
bespoke and syndicated research services through a variety of data collection strategies and 
methodologies. 

Clients benefit from a dual offering of business-to-business and business-to-consumer research 
and consulting services. 

The group provides clients with market intelligence, guidance on strategic positioning, methods for 
developing new business, advice on operational marketing and other consulting services. 

CoreData Research prides itself in identifying market trends at the earliest opportunity and 
formulating insightful quantifiable research that clients can use to help them stay ahead of the market 
and better meet the day-to-day challenges facing their businesses. 

Our focus is on bringing deep market knowledge to research and strategy development.  

The group’s research is not just about information and data but at providing insight so clients can 
develop strategies that work. 

The team is a complimentary blend of experienced financial services, research, marketing and media 
professionals, who together combine their years of industry experience with primary research to 
bring perspective to existing market conditions and evolving trends. 
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CoreData Research has developed a number of syndicated benchmark proprietary indexes across a 
broad range of business areas within the financial services industry. 
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About The Research 

The CoreData Research Financial IQ study for the UK is an extensive assessment of British 

levels of financial literacy and understanding. 

A sample of more than 3,000 UK consumers aged 18 and over was selected to provide in depth 

information that would allow CoreData Research to assess levels of financial literacy and 

understanding among the population. 

A mixture of self attribution and short exam style questions facilitated a dual perspective data 

set. 

In essence, what this means is the study was able to gather insight in terms of how British 

consumers perceive themselves from a financial knowledge and understanding perspective, 

while at the same time being assessed in a soft ‘exam style’ environment to determine if the 

levels of understanding people believe they have matches the reality of how much they actually 

understand. 

 

 

 

 

This is quite interesting for the financial services community as it allows CoreData Research to 

identify segments of the population which are likely to be more accepting of marketing and 

sales campaigns. 

If individuals think they know it all, but in reality are some way off, it may be more difficult for 

groups to engage with these people. 

If you wanted to draw an analogy here, it’s the one about men never stopping to ask for 

directions even when lost. 
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There are two distinct parts to the UK retail financial services industry – one is the direct market 

(whereby individuals gather information from none, one or more sources before making a 

decision as to purchase a product or not directly from a supplier); the other is the intermediary 

market (whereby individuals seek the advice of financial planners, mortgage brokers, 

accountants etc. and these people can have some influence as to which areas and types of 

products people take out). 

This study has been devised to better understand where the opportunities lie in both of these 

areas for financial services providers based on the broad sense behaviours and attitudes of 

consumers in Britain.   

The research is reinforced by an additional series of attitudinal assessments that respondents 

made towards retirement, money, knowledge, experiences, goals and expectations, financial 

security and understanding of financial terminology et al.   

Individuals who take part received an automatically generated rating as to their Financial IQ at 

the end of participation.  

 

Research Construct 

The study covers many areas of financial engagement and interaction, some of these include:  

 

- Levels of financial terminology understanding. 

- Self-assessment of knowledge levels. 

- Individual’s degree of confidence in dealing with all matters financial. 

- Individual’s relationship with money. 

- Each person’s role within household decision making in relation to money. 

- Financial security levels. 

- Expectations in retirement. 

- Life expectancies, in relation to pensions and financial adequacy in retirement. 

- Attitudes towards life insurance - and value placed on ‘loved ones’ versus tangible 

assets etc. 

- Number of pension funds held, other areas they may have funds 

- Approach to information that is financial in nature. 

- How individuals take advice, and attitudes towards advice? 

- Expectations and timings relating to retirement – including expected funding levels 

required in retirement? 
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- Mortgages 

- Credit Cards and Debt 

- Retail Banking 

 

 

Timing and Pricing 

A full written report, presentation and audio file of the executive summary will be available for 
purchase in March 2010. 

The cost of this research is £7,500.  

 

Analysis Measures 

The following are the common types of analysis we perform on data sets used in this study:- 

Descriptive and Bivariate analysis: 

- Chi-square,  

- Correlation,  

- ANOVA,  

- t-test 

 

Multivariate Analysis: 

Regression Analysis (OLS) 

Choice Modeling ( e.g., Logistic regression) 

Factor Analysis 

Cluster Analysis  

Structural Equation Modelling (SEM) 

Artificial Neural Network  

 

Two main techniques for determining significant differences or associations in the data we 
typically deal with are; 

 Chi-square test  - used to test relationships found in crosstabs. 

 



    

                                                                               Financial IQ UK                                                 CoreData Research 

 

 ANOVA test   - used to determine whether there is a significant difference in  
   the averages of two or more groups. 

 

One can use ANOVA to test the difference between two groups and also to test the difference 
between periods within 7 point index scales. 

Crosstabs and Chi-squares (non-parametric test used for nominal or ordinal data) -can use 
collapsed/recoded interval ratio but parametric tests are more powerful as they contain more 
detail and are thus more accurate. 

Our analysis is later overlayed in the reporting stage with a separate strategic insight 
component. 

This involves contextualising the findings for clients, and providing strategic suggestions 
relating to the implications of the research for groups individually. 

The power or the ability to detect statistically significant differences in data sets is contingent on 
three main factors; 

 

1. Alpha level (or confidence level).   

This is virtually always set at 0.05 i.e. 95% confidence. 

2. Effect size (or meaningful difference).   

This is the amount of difference etc. between variables that is required to conceptually 
be of importance. For example if you were able to detect a significant difference 
between two variables of 1% would this actually be meaningful? 

3. Sample size   

This is a critical factor in allowing effects to be detected. The larger a sample is, the 
smaller the effect that can be accurately detected. However, for efficiency and resource 
management ideally the sample size is no bigger than is required for the research 
purposes. 
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Craig Phillips 

Principal 

CoreData Research UK 

2/105 Hallam Street 

London 

W1W 5HD 

0207 323 5409 

07540 986 867 

craig.phillips@coredataresearch.co.uk 

www.coredataresearch.co.uk 

 

 

 

 

 

 

 

 

Disclaimer  
 
To ensure the privacy of the individuals conducting this research and to comply with privacy laws, no persons have been mentioned by 
name and no personal details are contained within this document.  

This document was compiled from primary research and other information at the time of writing.  

The information is believed to be accurate however no representation or warranty, express or implied, is made by CoreData Research as to 
its completeness, and it does not make any warranty to correct any information subsequently found to be inaccurate. 

This document does not constitute investment advice or a business recommendation.  

This document may contain the personal views, standards and opinions of the researchers and third party contributors. 

The inclusion of this material is not an endorsement by CoreData Research 

In all cases, people reading this material should attain appropriate professional advice in evaluating its accuracy, currency, completeness 
and relevance for their purposes.  

CoreData Research disclaims any direct or indirect liability or costs arising from any reliance on the information contained within this 
publication. 

The information within this paper remains the express property of CoreData Research. It may not be reproduced in any form without 
express permission. 


