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A study of consumer experiences, engagement and 

confidence in British financial services. 
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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. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



    

                                                          Trust, Advocacy & Satisfaction Study                                      CoreData Research 

 

About The Research 

This report is a nationwide breakdown of the client experiences of UK financial services’ 

customers across a range of product and service areas. 

With a heavy behavioural slant, this study is in field and involves thousands of people – the aim 

is to make an assessment of the broad variety of needs/hopes/wishes across the population 

and to look at specific segments. 

To assess overall levels of consumer content and positive experiences from dealings with 

financial services companies, CoreData Research has devised a proprietary multi-faceted 

measurement tool. 

By collecting consumer feedback from three distinct points of view (albeit, modestly correlated), 

the group is able to produce a more categorical measurement of the client experience.  

A triangulation of satisfaction, advocacy and trust/engagement is very powerful in revealing the 

true sentiment that individuals have towards the various companies and institutions. 

This is the CoreData Research Sie Metrics Index. 

 

 

�  Metrics  (Psy pronounced ‘Sie’ - comprehensive engagement measure)  

 

 

Satisfaction (overall and product/service) 

Intention (use and recommend) 

Engagement specific 

 Trust (trust metrics) 

 Rapport (soft engagement metrics) 

 Communication (quality of communication and front line contact)  

Loyalty (assessing long term loyalty rather than short term engagement) 
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Quantitative Data Collection 

A sample of more than 10,000 UK consumers aged 18 and over was selected to provide in-

depth information in relation to a broad collection of financial services experiences and 

scenarios. 

The areas covered include Current account, credit card, savings account, cash ISA, personal 

loan, mortgage, home insurance (buildings & contents), motor insurance, travel insurance, 

private medical insurance, critical illness cover, income protection, life insurance, and term 

insurance.  

In addition, a series of attitudinal assessments were made towards retirement, money, 

knowledge, experiences, goals and expectations, financial security and understanding of 

financial terminology et al.   

 

Trust Building Opportunities – Financial Services 

Pre-contact – trusted recommendations and preceding reputation or experience. 

Initial contact – superficial appearances, No negatives e.g. issues that suggest lack of 

professionalism.  

Main contact – rapport/familiarity building, honesty assessment (emotive factors), information 

exchange to assess commitment, credibility, priorities and accountability (knowledge factors) 

Post-contact – follow up, honesty/commitment confirmation. 
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Conceptualising Trust 
 

     
 

 

The Trust Process 

There are many conceptions of trust – most involve concepts of faith, belief, confidence, 

expectation and reliance.  

Consideration must be made of both the trusting nature of individuals making a trust decisions 

and the process they use to do this.  

One of the most influential recent discussions of trust (A. Giddens, The Consequences of 

Modernity, 1990) defines it as ‘confidence in the reliability of a person or system’.  

However, this somewhat ethereal construct is really derived from many other more tangible 

concepts that contribute to a multifaceted trust building process.  

Accountability  

Impelled to do it 

 

Integrity 

Not lying about 

doing it or how 

done 

 

Priorities 

Will do it 
prioritising your 

interests 

 

Capability 

Can do it 

 

Commitment  
Want to do it 

 

Trust 

Belief that 
someone will do 

for you what 
they say they will
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This has lead to the defining of trust through proxy concepts, e.g. the Edelman Trust barometer, 

which largely relies on measuring other concepts such as reputation as a proxy for Trust.  

Essentially this has lead to confusion surrounding what Trust actually is and how to measure 

and study it. 

Extensive experience in measuring trust, while also leveraging on available research by others, 

has lead CoreData Research to consolidate this knowledge into a more workable and 

consistent definition of the concept of trust, and its use and implications for financial services.   

This allows us to move forward in our understanding of this elusive construct and tease out its 

critical elements and drivers.  

We believe that trust is essentially the faith that someone will do for you what they say they will, 

or managing expectations of others amidst varying levels of uncertainty.  

It is the key to social contracts, essential to the development of society’s immensely complex 

social networks.  

These trust contracts are commonly implicit and assumed. Modernity demands trust in complex 

and abstract systems. We are constantly relying on them in order to proceed with our lives.  

While it would be overwhelming to be constantly hyper-aware of the permutations of everything 

we do, it does not take much to reveal the key role in decision making and subsequent 

behaviour of all kinds. 

What confuses the issue is the process by which people develop a sense of trust, which is often 

used as a proxy for actual trust. This may involve many considerations to convince oneself that 

someone will deliver as promised.  

The multitude of considerations can make the process seem quite confusing. In view of this, BM 

has been able to summarise five key considerations to facilitate understanding and 

measurement. These are as follows (subsequent research will confirm relative importance of 

these drivers); 

 

*Commitment – they want to do it 

*Capability – they can do it 

*Priorities – acting in your interests 

*Integrity – not lying about doing it or how done 

*Accountability – something to lose if they don’t do it right 
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Key processes  Subordinate concepts  (e.g.) 

Commitment Keenness, Positive, Reliability 

Capability Credibility, Expertise, Reputation, Knowledge, Professionalism, Confident 

Priorities Engage, Rapport, Supportive, Caring, Listening, Loyalty 

Integrity Honesty, Rapport, Transparency, Informative, No nonsense, Responsible, Consistency 

Accountability Reputation, Established, Professional 

 

While trust is developed through a multi faceted checklist process (i.e. commitment, capability, 

accountability, integrity, priorities),  this process is in turn modified by the natural state of 

trusting possessed by the decision making individual and the situational context in which the 

decision is made.  

The act of trusting is now understood as the combination of the belief in other people’s 

trustworthiness and the specific preferences of the sender (risk aversion, reciprocity, altruism, 

positivity, naivety). 

 

Guiding Principles Summary 

 

Trust is developed through a multi faceted checklist process (i.e. commitment, capability, 

accountability, integrity, priorites).  

This process is in turn modified by the natural state of trusting possessed by the decision 

making individual and the situational context in which the decision is made. 

Belief vs Preference based trust  - The act of trusting is now understood as the combination of 

the belief in other people’s trustworthiness and the specific preferences of the sender (risk 

aversion, reciprocity, altruism, positivity, naivety). 

Familiarity + Confidence = Trust  - Trust comes from both cognitive and affective, (emotional) 

connections and experiences - Strong Knowledge relationships (information, experiences, 

expertise, and opportunities) and Socio-psychological (feelings and emotions) relationships.  

Relationships and trust  – At the heart of any successful relationship is trust. If you don't have 

trust, you don't really have a relationship.  

Fear and trust  - Fear and distrust are linked, with research showing that levels of trust correlate 

with fear in society.  

A country's level of trust is indeed correlated with its rate of growth and this correlation persists 

even after controlling for quality of law enforcement.  
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Consumers are becoming more fearful, skeptical and distrusting. In particular, consumers lack 

trust in mainstream media channels, and the specifics of product claims. 

Financial awareness and trust  - Financial awareness drives trust.  

Higher understanding of finance leads to higher trust, yet public engagement with the industry 

remains low.  

Savings and investments are directly affected by trust. High trust invariably leads to higher 

values and volumes of savings across the entire range of products and institutions.  

However trust is not the only factor at play, with wider economic as well as cultural factors 

having an impact on both levels of activity and levels of trust.  

Investors and savers active in the most complex and sophisticated products tend to possess 

the highest levels of trust in the industry, despite the losses they have made in the downturn. 

 

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) 
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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. 

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

 

You 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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Principal 

CoreData Research UK 

2/105 Hallam Street 

London 

W1W 5HD 

0207 323 5409 
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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. 


