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FOREWORD

IBCB CHAIRMAN MR JUSTICE JOHN HEDIGAN

This is the fourth Irish Banking Culture Board éist Public Trust in Banking

survey, and pleasingly, the results continue to show positive progress in

CO N T E N TS restoring trust.

I am particularly encouraged by the significant increases in trust in

the sector against the backdrop of the recent consolidation in the

Foreword - Chair IBCB, Mr Justice John Hedigan 01 Irish banking landscape and the amount of change this caused for

Introduction - Chief Executive IBCB, Marion Kelly 02 consumers, banks, and other stakeholders.

About the IBCB and the Public Trust in Banking Survey 0L It is also positive to see that the role traditional retail banks play in
society and supporting the economy is recognised. Their good work

Methodology oe supporting local communities around the country and good causes

Edelman Trust Management Diagnostic 08 will all help to further build trust and underpin customer and bank

Executive Summary 10 relationships into the future.

Findings ” I note the financial concerns highlighted in this survey regarding
the cost of living, energy prices, and inflation. An ongoing challenge

Conclusions and Issues the IBCB will Consider 42 for banks is to question how they can consistently best support their

Glossary of Terms 4Ll customers when help is most needed.

Whilst this survey certainly provides grounds for cautious optimism,
the commitment to further enhancing trust and building confidence

must remain a priority.

Mr Justice John Hedigan
Chairman of the Irish Banking Culture Board



INTRODUCTION

IBCB CEO MARION KELLY

Welcome to the 2024 Irish Banking Culture Board éist Public Trust in
Banking Survey results. Since 2021, the IBCB has conducted this survey
with Edelman Data & Intelligence, using its globally recognised trust

methodology.

Once lost, trust is extremely difficult to restore. It takes time, ongoing
commitment, and leadership. The key purpose of the IBCB is to work

with our member banks to rebuild trustworthiness.

Since our establishment in 2019, the IBCB and our member banks have
been focused on this objective, and this survey is a key means for us
to assess the impact of this work. Over the past four years, findings
have consistently shown a steady increase in trust in the Irish banking
sector. The 2024 survey shows a move into positive territory for the

first time since we began measuring.

Moreover, the 2024 results show a significant increase in trust levels
in the three IBCB member banks—AIB, Bank of Ireland, and PTSB—to
+12. This sustained, positive momentum is a testament to the ongoing
commitment of these banks and their almost 20,000 staff to improving

their culture and behaviour.

However, it is also important to acknowledge that trust levels in banks
in Ireland remain low compared with other jurisdictions and industries.
Therefore, it is essential to maintain and reinforce the commitment to
continuing to improve across all four drivers of trust: ability, integrity,

dependability, and purpose.

The 2024 survey findings underscore the importance that the general
public places on the support for society that the retail banks are
providing throughout Ireland. They also show the importance of the
banks role in supporting the general public to be more financially
aware and protecting them from the threat of fraud. These are key
themes that the IBCB will look to build on with our member banks in

the period ahead.

Marion Kelly
CEO of the Irish Banking Culture Board



ABOUT THE IBCB
AND THE PUBLIC TRUST
IN BANKING SURVEY

The Irish Banking Culture

Board (IBCB) has a single,
overriding purpose: to work

with our member banks to build
trustworthiness with the public.
We work with our member
banks— AIB, Bank of Ireland, and
PTSB — to enhance their culture,
improve customer outcomes, and

raise standards of competence.

Since the establishment of the
IBCB in 2019, we have operated
on the basis that a positive
cultural shift will lead to better
outcomes. We promote ethical
behaviour and advocate for
humanity, decency, and respect

across the banking sector.

The IBCB board guides our
work. The board is comprised of
eleven directors in total, with
the majority being non-bank.
Alongside the chair and chief
executive, six non-bank directors
bring perspectives from across
Irish society: two represent
consumers; two represent other
bank customers (including
Small to Medium Enterprises
and farmers); one represents
bank staff through the Financial
Services Union; and one director

is an academic expert focused on

corporate governance and culture.

In addition to these six directors,
each of the member banks of
the IBCB is represented on the

board by senior executives:

one of whom is a CEO, and the
other senior executives report
directly to their CEO. This
ensures the IBCB has high-level
access within each institution.
This range of voices brings
valuable diversity of thought and

perspective to the board.

Public trust in banking is the
ultimate measure of the progress
in re-establishing trust and is a
crucial focus in the formulation
of the IBCB’s work.

This study leverages the Edelman
Trust Measurement (ETM)
framework — a robust, tried-
and-tested research tool to
measure trust in banks amongst
a cross-section of the general

population and SME owners or

business decision-makers.

The results in this fourth report
provide a comparison with
results from previous years

to understand progress made
by IBCB member banks, and

to provide direction for future

decision-making.

As banking evolves, the IBCB’s
goal remains clear: to put
customers and staff at the centre
of these changes. Whether
services are delivered digitally
or in person, our commitment to
transparency, competence, and

respect is unwavering.

Trust must always be
the cornerstone of Irish

banking culture.



METHODOLOGY

Survey

15-minute online questionnaire, with 78 telephone interviews

amongst the general public audience aged 65+.
78 telephone interviews with a general public audience aged 65+.

This was the same population size and approach as in the three

previous waves to maintain consistency.
Questionnaire

Included the following topics:

Perceptions of the economic situation in Ireland.

Edelman NET Trust Score (ENTS) for Irish banks as a whole and
for the three IBCB member banks.

Scores across four key trust dimensions.
Scores across customised trust behaviours.

Perceptions around the impact of Irish banks on the Irish economy
and society.

Fieldwork

1st August — 30th August 2024

Research objectives

To measure and assess sentiment towards the banks amongst a
cross-section of the Irish general public and SMEs.
To create a sentiment benchmark (ETM score) that can be

measured on a periodic basis, as required.

To provide analysis and recommendations that can be leveraged to

improve trust and help inform the IBCB’s work.

Audiences

e&s 1. 1,017 members of the Irish general population, including natural fall-
out (no quotas applied), with a proportion of the 65+ respondents

being contacted via computer-assisted telephone interviews (CATI).

Iy 2 251 Irish SME owners or business decision-makers. Spread of SMEs

with the following definitions:
Micro — annual turnover of up to €2M
Small — annual turnover of €2M to €9.99M
Medium — annual turnover of €10M or more

N.B. General Population and SME interviews were recruited by Edelman

DxI panel partners.

AT :




EDELMAN TRUST
MANAGEMENT
DIAGNOSTIC

Trust is the ultimate currency in our relationship with all
stakeholders. It defines the license to operate, lead and succeed.
Trust is the foundation that allows organisations to take

responsible risk, and, if mistakes are made, to rebound from them.

Lasting trust is the strongest insurance against competitive
disruption, the antidote to consumer indifference, and the best

path to continued growth.

For more than 20 years of trust research, Edelman’s Trust
Barometer shows that trusted organisations are better prepared
against risk, more resilient in the face of crisis, and better equipped

to unlock their full potential.

Edelman Net Trust Score (ENTS)

A singular, numerical score of the sector or organisation’s trust
level and where it is heading, broken down into high, neutral, and
low trust. ENTS is calculated by high trust minus low trust.

“Do you trust [the sector/bank] to do what is right?”

Respondents mark their answer using the below scale:

1- Do not trust 9 —Trustthema Don’t
them at all 2 3 4 > 6 / 8 great deal Know

ENTS is then calculated by subtracting low trust from high trust:

Edelman
Net Trus1

Low Trust High Trust

Low Trust = Y% High Trust = X%
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EXECUTIVE SUMMARY

The 2024 IBCB éist research into
public trust in banking has seen
a step change in trust, with levels
entering positive territory for the
first time since the IBCB began

measuring in 2021.

There is an emerging stability

in the Irish banking sector
following unprecedented change
during 2023. This is the fourth
éist report to be published by
the IBCB, and the first report
since the consolidation in the
marketplace following the exits
of Ulster Bank Ireland and KBC
Ireland requiring significant
numbers of customers to adapt to
new relationships with the IBCB
member banks (AIB, Bank of
Ireland, and PTSB).

There is a renewed sense of trust
in banks generally, with the

éist survey showing the highest
trust levels recorded to date: a
16-point increase among the
general public and a substantial

33-point rise among SMEs.

The increase in trust levels

with the three IBCB member
banks outperforms that of the
industry at large — +11 points
higher than the general public’s
opinion of the wider sector, with
significant improvements across
all surveyed dimensions of trust
among both the general public
and SMEs.

Increasing trust in banking is even more pronounced at a local level,
with trust in local branches moving from 9 points in 2023 to 23 points
in 2024.

While there is still much work to do to reach the same levels of trust in
banking found across many of our European peers?, the progress to date

is significant.

As inflation stabilises and employment grows, our latest éist survey
also revealed cautious optimism for 2024-2025. When surveyed in
August of this year, the general public and SMEs felt more optimistic
about the coming year, with optimism up by +13 and +14 points
respectively. However, this sentiment is subject to change as Ireland’s

economy is impacted by geopolitical shifts.

Key Drivers of Trust: Ability, Dependability, Integrity, and Purpose
The key drivers of trust — ability, dependability, integrity, and purpose

— have all seen improvements. In a changing marketplace, the general
public and SMEs value stability and reliability. Banks have made strides
in securely managing finances (+15 points for the general public and

+18 points for SMEs) and understanding customer needs (+11 points for

the general public and +18 points for SMEs).

1. Comparison of Edelman Net Trust Scores by country

11



By combining digital services with personalised support, traditional
banks are setting themselves apart from digital-only competitors,
particularly among SMEs where trust continues to build. The IBCB
and our member banks are actively participating in progressing these
initiatives.

While this positive outlook on trust is encouraging, there is still work
to be done. Challenges persist, particularly with Gen Z’s preference for

fintech options, highlighting a generational gap in banking preferences.

When asked about worries regarding their family’s financial situation, the
general cost of living remains the top concern, with the data unchanged
from last year. While concerns about rising energy prices and inflation

have eased somewhat, they remain high at 79% and 74%, respectively.

One area where worries have increased is financial security and fraud
concerns within banking, which have increased (+ 5 points) to 49%. This
is an area where banks and the government are aligned and are focussed
on initiatives such as the National Payments Strategy for Ireland,
launched in October 2024. This strategy considers issues including the
continuing role of cash in society, payment fraud, and the future of

payments.

12

Traditional retail banks
continue to play an important
role in society. They provide
financing for key life events,
and are perceived as safer and
more secure, offering more
personalised services compared

to digital-only banks.

The perception of the IBCB
member bank’s impact on society
and communities is improving,
with 60% of the general
population and 70% of SMEs
acknowledging that their bank
supports societal causes. Both
groups also noted that traditional
banks are better at societal

and community engagement

compared to digital-only banks.

éist 2024 signals real progress
on rebuilding trust and reflects
the commitment of the sector
and its staff to cultural change,
but sustaining and accelerating
this momentum to be
comparable with international
levels will mean continued
prioritisation of openness,
responsibility, and proactive

customer care.

13



A TURNING POINT:
INCREASING TRUST IN
IRISH BANKS

Since 2021, Irish banks have made notable strides in rebuilding trust,
with a particularly significant leap seen in this year’s research.

The general public‘s net trust score for Irish banks has risen from a low of
-28 in 2021 to +1 in 2024, reflecting a substantial recovery in confidence.

Among SMEs, trust has also steadily increased, reaching +28 this year.

These improved trust levels indicate that the banking sector’s efforts to
foster a customer-centric culture and transparency are resonating with

both consumers and business clients.

THESE TRUST INCREASES ARE IN LINE WITH A GENERAL UPWARD
TREND SINCE 2021

232 Gen pop E SMEs
ENTS = HIGH TRUST - LOW
TRUST A A
eeinen | [rish Banks in
Mt Trast
Score  general
48% A
30% 3%
XL 5 19% 21%
(Zh=]
o=
B =
2021 2022 2023 2021 2022 2023 2024
b=
=0
¥
=

32% W Sa
30% 40%
46% 6% 43% - i
wa 29"

EDELMAN Dxl / 2024 5
W b1 " or fow
See notes for question text and bases. N.B Where sums may look incorrect, this is due to rounding issues.

Notable Increases

Notably, the general public views the three IBCB member banks more
favourably than the industry at large — with the average score of the
three banks +11 points higher than the general public’s opinion of the

wider banking sector.

Gen pop

SINCE 2021, IBCB BANKS’ ENTS HAS BEEN IMPROVING WITH A
NOTABLE INCREASE THIS YEAR

% who trust IBCB member banks to do what is right
[Ameng these familiar with any IBCB member bank)

ENTS = HIGH TRUST - LOW TRUST Average score across the three individual member banks
wea' (©)IBCB
Score  member banks
= 24% 23%
23
Tr
2021 2022

Low
TRUST

34% 35%

EDOLMAN Dxl /& 2024

See notes for question text and bases. N.B Where sums may lcok incorrect, this is due to rounding issues.
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This increase can be seen across all four measured aspects of trust, as

the general public has significantly more trust in the three IBCB member

banks to be good at what they do, be honest, keep their promises, and

have a positive impact on society.

._8
=
SCORES ON THE DIMENSIONS OF TRUST ALSO SIGNIFICANTLY INCREASE i
SINCE THE COMPLETION OF THE EXITS OF KBC AND ULSTER BANK

% who think that IBCB member banks perform well at the following
{Among those familiar with any IBCE member bank - NET Agree T2B)

36% &

30% A 29% A 32% &
25%  25%
22% 21%  21%  20% 21% I 19%

2021 2022 2023 2024

2021 2022 2023 2024 2021 2022 2023 2024 2021 2022 2023 2024

"Is good at “Keeps its promises” “Woarks hard to have a positive
what they do” impact on socisty™

EDELMAN Dxl |

See notes for question text and bases.

General public trust in banking has increased significantly at the local
level, with trust in local branches rising from 9 points in 2023 to 23 points
in 2024.

GENERAL POPULATION TRUST IN IBCB MEMBER BANKS AND LOCAL o
BRANCHES

IBCB member banks have improved trust scores in all the areas seen as

the main drivers of trust.

POSITIVELY, IBCB
BANKS ARE SEEN
TO HAVE
IMPROVED IN ALL
OF THESE AREAS,
ESPECIALLY IN
ABILITY DRIVERS

EDELMAMN Dxl [ ® 2024

See notes for question text and bases.

-t
Gen pop
% who think that IBCB member banks perform well at the following

(Among those familiar with any IBCB member bank - NET Agree T2B)
Top 10 based on denved impact on Trust

IEH Takes for poor b ! made 20% 14% A
WM Handles customers’ meney safely and competently 7% 21% +15 4 1
| A | Unmuundaeuammer nuda 30% 19% +11 &

n - -Ms on issues that could have a neglthu irnoldonﬂmr customers = -2_':!; T :16-95- -““:;:_I
N Deats with customer issuss | 1 y % 1% ual
[l Handles customer data safely and securely 30% 23% 12 & .
..... Tamsalaad"gmlemwmuuwnmmmmwm sl s S 2“‘ 15% & " )

Listens to what customers have to say and acts on it 24% 17% 7 A

[ Has leadership which acts with integrity 22% 16% e A&

IEl Defines a clear vision, long-term commitments and goals 6% 21% +5 &

All 10 drivers of Trust have
increased year-cn-year with 4 by
more than 10% pts.

W Abiity M integrity  MEM Dependability Purpose

Trust has increased across urban and rural populations, with IBCB
member banks‘ trust scores rising from -16 in urban areas in 2023 to

+14 in 2024 and from

-22 to +6 in rural communities over the same

period. These improvements underscore the importance of consistent,
quality customer service and reliability in stabilising trust across diverse

geographic areas.

[ ]
-

TRUST IN IBCB MEMBER BANKS INCREASING AMONG BOTH URBAN s
AND RURAL POPULATIONS

' 1BCB

member banks
ENTS = HIGH TRUST -LOW TRUST

=

i
H

i

Local branches

44% A
36% A
28%
T 'o; 24% 23% 22%
% 2 i
= e
2021 2022 2023 2024 2021 2022 2023 2024
-
: : .
o
x -
- zs% v %
33%
EDELMAN Dxl | 2024
See notes for :].(E.\'i on taxt and bases. N.B Where sums may ook ncorrect, this is due to roundi ng Issues.

16

ENTS = HIGH TRUST - LOW
TRUST

full Urban & Rural

A
g Crecs
Score  member banks

36% A 33% A
[ ;
T 22%
63
z
T
2023 2024
=
=0
o=
-
= 24‘?6 v
42%
EDELMAN Dul § €
See notes for guestion text and bases. h_ In'-'l"!'-.! sums may ook incorrect, this is due to round ng Issues.
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A TENTATIVE RETURN
TO OPTIMISM: THE
OVERALL ECONOMY

When surveyed in August 2024, Ireland’s economic outlook for 2024
was cautiously optimistic, with rising employment and stabilising
inflation: 28% of the general population believed the economy will
improve in the next 12 months, a notable increase from the 19%

recorded in 2022 and 2023. However, this sentiment is subject to

change as Ireland’s economy is impacted by recent geopolitical shifts.

AND OPTIMISM SURROUNDING THE FUTURE IS ALSO SHOWING SIGNS
OF RECOVERY FOLLOWING A FALL IN THE LAST TWO YEARS

% who think that the Irish economy will get better in the next 12 months
[All respondents - NET Get better T28)

23% Gen pop ﬁ SMEs
52%
43% A
34% 6% s
28% A =
. I . .
2021 2022 2023 2024 2021 2022 2023 2024

SMEs showed a similar trend, with confidence rising from 31% in 2023
to 43% in 2024. These gains, although modest, indicated a shift in
belief in economic stability bolstered by easing inflationary pressures

and increased job creation.

THERE IS MORE OPTIMISM ABOUT IRELAND’S CURRENT ECONOMIC
STATE ACROSS THE WIDER PUBLIC AND BUSINESSES

.:;:. 2023

22%

Felt optimistic towards the economic
outlook of Ireland

32%

Felt optimistic towards the economic
outlook of Ireland

35%

+13 A ——

Feel optimistic towards the current
economic outlook of Ireland

+14 A

46%

Feel optimistic towards the current
economic outlook of Ireland

Ya 57

19
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Cost of Living Concerns Remain

Despite this tentative optimism, financial concerns are still prevalent.
The cost of living remains the top issue, cited by 82% of respondents,

followed closely by energy prices (79%) and inflation (74%).

While some pressures, such as inflation and energy costs, eased
slightly, concerns around banking security and fraud have intensified,
with a notable rise to 49% of respondents (+5 points from last year).
This highlights the need for banks to remain responsive to evolving

customer needs.

s

YET FINANCIAL WORRIES ARE STILL PREVELANT AND NOTABLY THERE ™
IS ALSO INCREASED CONCERN ABOUT SECURITY WITH BANKING

% who are worried about the following regarding their family's financial situation (Top 10)
(Al respondents — NET Worried T2E)

shift vs. 2023
The generel costofing. Y -
Ring enery prices N 7
Rising nfzton | 7
The glebal geepolitical situztion [ <O N/A
The global economy _ 59%
Housing prices N 7%
rising interest rates ||| | | N AN, - - 1v
" Security ffraud concerns with banking MM 0% | A
" Notbeing able to make some payments [N s U000 | av
Unemployment || N AN :::- 1

While worries remain about the broader economic environment, the
perception of the banking sector’s response to it is improving, with

27% of respondents now viewing it positively, up from 21% in 2023.

Gen pop

% who think that the following sectors have responded well to the current economic

environment (e.g. rising cost of living / inflation)
(All respondents — NET Agree T2B)

: 34% A W 2024
32%
Health Ph
. 30%
Retail
30%
NGOs
: 27% A Lower ranking driven by older
Boomers & silent 24% (ranks &)
Ener CIn Gen X 25% (ranks 5,
ay 18% franks 5"}
Millennials 28% (ranks 5n)
Gen Z 38% (ranks 2nd)

YA Significantly higher
or lower than 2023

21



22

A MOVE TOWARDS
PRAGMATISM: SHIFTING

DRIVERS OF PUBLIC TRUST

Last year top drivers were based
around purpose— caring about
the impact of the sector on the
environment and society, as
well as respecting the needs and
culture of local communities.
While expectations around the
societal role of banks remain
high, following significant
disruptions in Ireland‘s banking
sector, general public expectations

around trust have evolved.

As customers have adjusted to
new banking realities, their trust
priorities have shifted toward
more tangible qualities like
stability and reliability. After a
period of concern about switching
banks, customers have settled
down and are considering their

specific banking service needs.

The exit of KBC and Ulster Bank
required significant switching
by bank customers — éist 2023
data showed that 62% of the
general population said they had
switched or were planning to

switch last year.

In turn, this year people have
sought more stability. As a result,
ability and dependability drivers,
for example, “handles customers’
money safely and competently”
and “acts to prevent or address any
issues that could have a negative
impact on their customers”, have
increased in the rankings in

terms of influence over trust.

This pivot from purpose-driven to
pragmatic expectations reflects
a growing demand for quality

banking services.

2024 Top 10 drivers of Trust — based on derived impact on Trust rg';ﬁ:’n%e\)z
(Among those familiar with any IBCB member bank — Trust driver analysis) 2023
#1 MM Takes accountability for poor behaviour / mistakes made +13
#2 M Handles customers’ money safely and competently +1
#3 M Understands customer needs +2
4 A ég;ioc:;lea:gy issues that could have a negative impact on their &
#5 [J[M Deals with customer issues / problems / complaints efficiently +10
#6 [ Handles customer data safely and securely -5
#7 Takes a leading role in promoting financial literacy +11
#8 [N Listens to what customers have to say and acts on it -6
#9 [ Has leadership which acts with integrity -3
#10 EM Defines a clear vision, long-term commitments and goals +12
Y Abiity [ Integrity Ml Dependability Purpose

Today, the general public is increasingly focused on the operational
effectiveness of banks and their ability to deliver on practical promises.
This shift elevates ability and dependability as the primary trust
drivers, overshadowing more abstract values like purpose and integrity.
Customers expect banks to be skilled, dependable partners capable of
managing their finances securely and efficiently, especially in a market

that has experienced upheaval and change.

23
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Ability and Dependability as Foundations of Trust

Ability, representing a bank's skills, competence, and expertise, has
become the foundation of trust. Customers emphasise a bank's capacity to

manage their money safely and execute transactions smoothly.

While concern remains about economic uncertainty, customers look

to banks that demonstrate proficiency in meeting essential financial
needs. Key improvements have been seen in ability-linked areas, with
respondents citing “handles customers‘ money safely and competently” and
“understands customer needs” as expectations that banks have met more

consistently this year.

This increase in ability scores shows the value in enhanced customer
service, secure handling of transactions, and a proactive approach to
understanding customer requirements. These are strengths that resonate
as customers seek assurance that their bank is well-equipped to manage

their financial wellbeing professionally and carefully.

Similarly, dependability has gained prominence as customers seek
consistency and accountability. Following a period where banking
arrangements were in flux, customers value reliability and a commitment

to keeping promises.

Dependability is demonstrated by efficiently handling customer issues
and taking accountability for mistakes. These dependable actions give
customers confidence, reassuring them that their bank will stand by them

in challenging times.

Drivers of Trust - based on derived impact on Trust
(Among those familiar with any IBCB member bank - Trust driver analysis)

HIGH INFLUENCE

Acts on ssuet that could have 3 nagative Impazt on thak customaers

WITH INSTABILITY
AND CHANGES IN
THE BANKING
SECTOR, THE IRISH
POPULATION
WANT THEIR
BANKS TO BE
DEPENDABLE AND
COMPETENT

Deals with customer tssues J probiems / complaints effsciantly
Handbes custamer data safely end securaly
Takes a leading role in prometing financial Reracy

s willing to dischese nformation, gaod or bad, about their busness
Has high quality f competent staff

Shows. resl evidence of the Good they &ne doing in sockety

Acknowhedges and cares abo

Engages transpar,

Dedivars against the commitmants that they have communicated

Delivars strong business | financial parformance LOW INFLUENCE

EDELMAN DxI | N Anility Integrity [ Dependability Purpasa

Integrity, representing honesty, transparency and ethical behaviour,
remains a significant expectation, especially in data security and fair
practices. Customers appreciate transparency as a foundational trait

alongside practical outcomes that directly impact their financial stability.

The shift from purpose to pragmatism does not lessen the value
customers place on the broader societal role of banks. Purpose— a bank's
societal contributions and positive social impact — is still valued as

customers continue to appreciate those banks that contribute to society.

Customers still want banks to be responsible corporate citizens, alongside
stability, reliability, and operational effectiveness. By focusing on

these evolving expectations, IBCB member banks are well-positioned

to maintain and grow trust, blending practical reliability with socially

responsible values.
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SECURITY, SUPPORT, AND

COMMUNITY ENGAGEMENT:

THE EVOLVING ROLE OF
BANKS IN SOCIETY

Irish banks are expected to be more than just financial institutions.

They are also viewed as protectors, educators, and community supporters.

TO DEMONSTRATE THEIR ROLE IN IRISH SOCIETY, IT IS IMPORTANT THAT i
BANKS PROTECT PEOPLE’'S MONEY AND SUPPORT THEM IN KEY LIFE EVENTS

% who say it is important that retail banks support Irish society in the following ways
{Ameng all respondents — Ranked among Top 5)

Protect people's money through fraud and scam prevention measures [ AR -
Support people to finance key life events |GGG -
Support vulnerable customers | - o ::
Maintain a regional / lecal presence [ NNGNGNGEGEGEGE - -
Provide a full range of products and services for all _ 44%
Support customers through exceptional circumstances [ NG 210
Manage financial risks to ensure safe, secure and sustzinable banks [ NNNNININIGTNNENENENEGEGEGEN : -
Support businesses to realise their potential [ NN -
Support actlvities that benefit local communities across the country | NG
Support financial literacy programmes to help individuals make informed decisions [ N NNGNGNTNINGNGEGEGEGEGEGEGEGN -
Support spensership initiatives for sports, arts and cultural events [ INGTGNGTGN 20
support climate change initiatives | NG -2

otes for question text, bases and list of statements in full.

As digital banking grows, concerns about fraud and data security have
intensified. Customer service and responsiveness also play crucial
roles in building customer trust. IBCB member banks have responded
by implementing advanced fraud prevention measures, positively

impacting trust levels.

26

The role of banks as educators can be seen in the value the public
places on them taking a leading role in promoting financial literacy,
which is ranked highly among the general population. Retail banks are
increasingly focused on improving customers’ financial literacy and
awareness through a range of initiatives, including how to best protect
themselves from the threat of fraud, how to manage personal and SME
finances, and how to deal with debt. This focus on equipping customers
to better manage their financial needs is an important societal

contribution that the sector should continue to focus on.

Customers value fast, effective responses, particularly in fraud or
urgent financial issues. This focus on practical support reinforces
banks’ reputation as proactive, customer-focused institutions.

S0

Drivers of Trust — based on derived impact on Trust

(Among those familiar with any IBCB member bank — Trust driver analysis) Gen pop
2024 Rank Change in
ranking

n Takes accountability for poor behaviour [ mistakes made #1 +13
n Handles customers’ money safely and competently #2 +1
“ Understands customer needs #3 +2
n Acts on issues that could have a negative impact on their customers #4 +7
n Deals with customer issues / problems [ complaints efficiently #5 +10
] Handles customer data safely and securely #6 -5
’ Takes a leading role in promoting financial literacy #7 +11
| L Listens to what customers have to say and acts on it #e -6
| | Has leadership which acts with integrity #9 -3
n Defines a clear vision, long-term commitments and goals #10 +12
[ 1 Puts customer needs first when making decisions #1 +2
n Delivers high quality products and services #12 -3
n Provides inclusive and accessible services to all customers #13 +8
Respects the needs and culture of local communities where they operate #14 -6

(| Is willing to disclose information, good or bad, about their business #15 +2
n Has high quality / competent staff #16 +3
Shows real evidence of the good they are doing in society #17 +3

n Innovates in the interests of all customers #18 -8
Acknowledges and cares about its impact on the environment and society #19 -15

| Engages transparently and constructively with the public on issues #20 -4
[l Cares about customers in vulnerable positions #21 -9
n Delivers against the commitments that they have communicated #22 +1
n Delivers strong business / financial performance #23 -16

See notes for list of statements in full.

N Aviity [ Integrity [lEMl Dependability Purpose
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Community Presence as a Differentiator

Amid the rise of online banking, traditional banks are

differentiating themselves from digital-only competitors through

their community presence.

TRADITIONAL BANKS ALSO PLAY A KEY ROLE WHEN IT COMES TO

COMMUNITY IMPACT

Digital-only banks are better
[Among all respendents)

Traditional banks are better
(Among all respondents)

65%

Have a good presence in the community

Support spensorship initiatives through 57%
sports, arts and culture programmes

Support the wider Irish economy and

society 52%

Gen pep

Banks have shown improvements in societal and community impact

for both audiences, as 60% of the general population and 70% of SMEs

say their bank supports good causes across society. Meanwhile, both

audiences highlighted that traditional banks are far better for societal

and community engagement than digital-only banks.
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This approach has a real impact as the majority the general public

and SMEs see evidence of their bank supporting good causes across

society, while their presence strengthens trust and underscores banks’

commitment to community support.

MANY SEE EVIDENCE OF BANKS POSITIVELY SUPPORTING IRISH
COMMUNITIES AND SOCIETY AT LARGE

235 Gen pop

51%

say they see evidence of their bank being a

positive force in their community
ve. 51% in 2023

60%-

say they see evidence that their bank supports

good causes across society
vs. 52%in 2023

EDELMAN Ol |
otes for question text and bases.

B swes
67%-

say they see evidence of their bank being a

positive force in their community
vs 57% in 2023

70%-
say they see evidence that their bank supports

good causes across society
vs. 57% in 2023

va
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BUILDING TRUST THROUGH

COMPETENCE: SME TRUST
AND EXPECTATIONS

Trust in IBCB member banks among small-to-medium enterprises

(SMEs) has grown significantly, with 49% expressing high trust.

Trust levels differ somewhat depending on the size of the enterprise.
Trust among micro-SMEs, defined as those with an annual turnover of

up to €2 million, remains lower than their larger counterparts.

SMES

HIGH TRUST IS DRIVEN BY SMALL-MEDIUM SMEs WHO HAVE HIGH
FAITH THAT BANKS DO WHAT IS RIGHT

% who trust IBCB member banks to do what is right
Average score across the three individual member banks

ENTS = HIGH TRUST - LOW
TRUST

All SMEs Micro SMEs Small-Medium SMEs

@ ©:

64% A

>
»>

member banks

I@_’ £1BCB @

49% A
4% 4

32%

HIGH
TRUST

2023 2024

7% Y

Low
TRUST

30%

EBELMAN Dxl [ © 2024

See notes for gquestion text and bases. M.B Where sums may lgok incorrect, this is due to rounding issues.
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The data also illustrates the differing views of SMEs between the
traditional banks and their digital competitors. Traditional banks
still have a significant advantage when it comes to both offering
personalised support and being perceived as safe and secure. Digital-
only banks, however, are seen as stronger in offering innovative

financial products and services and in offering value for money.

SMEs

TRADITIONAL BANKS VS. DIGITAL-ONLY AMONGST SMEs

Digital-only banks are better Traditional banks are better
(Al respondents) (Al respondents)
Offer personalised support to address specific _
27 [ customer concerns and needs ad
20% Ao st nc securs I

32% _ Offer easy cash deposits, withdrawals and transactions _ 40%
o D orerotulrngeofprotucts naseces | 7%
27% — Protact your monay by providing information and tips _ 34%
on how to deal with fraud and scam prevention

arx I I oo
45% _ Offer innovative financial products and services _ 23%

EDELMAN Oxl | © 2024

See notes for guestion text and bases.
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Ability as a Lead Trust Driver

éist data shows that ability has become a strong driver of trust among

SMEs, with businesses placing a premium on banks’ operational

competence and reliability, focusing on qualities like “delivering high-

quality products and services” and ‘“handling customers’ money safely

and competently.”

HAS IMPROVED ACROSS ALL PILLARS FOR SMEs

% who think that IBCB member banks perform well at the following
(Among those familiar with any IBCE member bank - NET Agree T2B)

43% A 42%A 4% A 0% A
35% I 1
32% 32%
wlic ek I == 28% I 27% 27% 28 ™ g
2021 2022 2023 2024 2021 2022 2023 2024 2021 2022 2023 2024 2021 2022 2023 2024
“Is good at what “Is honest” “Keeps its promises” “Works hard to have a positive
they do” impact on society”

EDELMAN Dxl J

See notes for question text and bases,

SIMILARLY TO THE GENERAL POPULATION, PERCEIVED PERFORMANCE ™
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Dependability has gained traction as SMEs look for consistency and
responsiveness. Actions like “acting on issues that could negatively
impact customers” and “providing inclusive and accessible services” are
seen as dependable, proactive qualities, helping IBCB member banks

strengthen their foundation of trust with SMEs.

=

Drivers of Trust — based on derived impact on Trust e

(Among those familiar with any IBCB member bank - Trust driver analysis)

Delivers high quality products and services [ HIGH INFLUENCE
Handles customer data safely and securcly [
Acts on issues that could have a negative Impact on their customers [y

Provides inclusive and accessible services to all customers |
Handles customers’ money safely and competently |
Has high quality / competent staff
Listens to what customers have to say and acts on it
Acknowledges and cares about its impact on the environment and society
Deals with customer issues [ problems [ complaints efficiently
Understands customer needs
Shows real evidence of the good they are doing in society
Is willing to disclose information, good or bad, about their business
Engages transparently and constructively with the public on issues
Respects the needs and culture of local communities where they operate
Cares about customers in vulnerable positions
Has leadership which acts with integrity
Takes a leading role in promating financial literacy
Delivers against the commitments that they have communicated
Innovates in the interests of all customers
Defines a clear vision, long-term commitments and goals to work towards
Puts customer needs first when making decisions
Takes accountability for poor behaviour [ mistakes made [ h
Delivers strong business / financial performance [ LOW INFLUENCE

See notes for list of statements in full.

WY Abiity 0 integrity M Dependability Purpose

IBCB member banks have made significant progress in building trust
with SMEs, as the éist data highlights notable year-over-year gains
in areas such as handling customers’ money safely and competently
(+18 points), having high-quality, competent staff (+17 points) and

understanding customer needs (+18 points).
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Banks have made strides in handling customer data securely (+16
points), acting on issues that could negatively impact customers

(+14 points), and providing inclusive and accessible services to all
customers (+14 points), showing that a focus on practical, operational

competencies, and customer-centric practices is paying off.

SMES

% who think that IBCB member banks perform well at the following
(Among those familiar with any IBCB member bank — NET Agree T2B)
Top 10 based on derived impact on Trust

IBCB MEMBER EIE3

BANKS SHOW MM Delivers high quality products and services 4% 30% +15 A
SIGNIFICANT Handles customer data safely and securely 6% 205 i
IMPROVEMENTS EEH Acts onissues that could have a negative impact on their customers 38%  24% A
ACROSS DRIVERS; ICH Provides inclusive and ible services to all customers a0%  26%  +4a

S T R O N G E S T M Handles customers’ money safely and competently 48% 30% +18 &
INCREASES SEEN |MC Has high quality | competent staff % 0% Al
IN ABILITY M Ustens towhat customershave tosay andsctsontt % 2% s
DRIVER S Acknowledges and cares about its impact on the environment and society  39% 25% +14 &
M ©Dcals with issues [ probl ! laints efficiently 41% 27% +14 4
MW Undersundscustomernesdss % % ceal
EDELMAN Dxl f © 2024 N Abiity W integrity MEM Dependabiity Purpose Yi ”’ frondhd

See notes for question text and bases.
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MAINTAINING TRUST IN A
CHANGING LANDSCAPE:
CHALLENGES AND
OPPORTUNITIES

From the entry of digital However, this hard-won trust is

disruptors to the exit of industry fragile and requires continuous

stalwarts, change has been investment. Maintaining trust

a constant in Irish banking means prioritising transparency,

over recent years. Against accountability and proactive

that backdrop, the recent customer engagement.

improvements in trust are a . . . .
Security remains a high priority,

notable achievement for Irish . . .
with fraud prevention consistently

banks, reflecting the sector’s ) ..
! g cited as critical. Investment

commitment to overcoming . .
in advanced fraud prevention

historically low confidence levels measures by Irish banks has

through learning lessons from . -
received positive customer

the past. feedback, positioning banks as

protectors of financial security.
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°_ 0
.‘-
WHILST BANKS PERFORM WELL ON FRAUD ISSUES, THERE IS MORE TO ™™
BE DONE TO SHOW THEY SUPPORT VULNERABLE CUSTOMERS

Most important ways that retail banks can support Irish society

Irish banks' performance on the following

{Among all respondents = Ranked among Top 5) (Among all respendents - NET Performs well T28)

Protect people s money through fraud and scam

#1  Protect people's money through fraud and scam prevention measures #1 I a43%
prevention measures

#2  Support people to finance key life events #2 Suppert sponsorship initiatives for sports, arts and cultural 1%
events

#3  Support vulnerable customers #3  Provide a full range of products and services for all 35%

#4  Maintain a regional / local presence #4 Support activities that benetit local communities across 34%
the coauntry

#5  Provide a full range of products and services for all #5 Support people to finance key life events 33%

#6  Support customers through exceptional circumstances ug Manage financial risks to ensure safe, secure and 31%
sustainable banks

#7  Manage financial risks to ensure safe, secure and sustainable banks #7  Support businesses to realise their potential 20%

#8 Support businesses to realise their potential #8  Maintain a regional / local presence 27%

#9  Support activities that benefit local communities across the country #9 Support customers through exceptional circumstances 25%

#10 Support financial literacy programmes to help individuals make informed #0 Support financial and literacy programmes to help 25%

decisions individuals make informed decisions
#11 Support sponsorship initiatives for sports, arts and cultural events #11 Support vulnerable customers 22%
#12 Support climate change initiatives #12 Support climate change initiatives 22%

EDELMAN Dxl |
See notes for question text and bases

Opportunities for Deeper Engagement

Bridging the urban-rural trust gap is one area of opportunity, with the

data illustrating a clear gap between the two.

TRUST IN IBCB MEMBER BANKS INCREASING AMONG BOTH URBAN e
AND RURAL POPULATIONS

,;.-_gg;—maﬂ TRUST=LOW EEEE Urban ;ﬁ Rural
A A
gomrun | () IBCB
Score  member banks
. 38% A 33% A

HIGH
TRUST

2023 2024 2023 2024

24% W 27% ¥

LOW
TRUST

42%

EDELMAN Dxl | £ vi Si

otes for question text and bases. N.B Where sums may look incorrect, this is due to rounding issues.
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One area of opportunity to
deepen engagement in both
urban and rural communities is
in local community initiatives,
which are seen and appreciated
according to éist data, and the

growing trust in local branches.

Supporting financial literacy is
also a strategic priority for the
IBCB and each of our member

banks and is a key aspect of the

sector’s societal contribution.

The 2020 OECD Recommendation
on Financial Literacy defines
financial literacy as: “a
combination of financial
awareness, knowledge, skills,
attitudes and behaviours necessary
to make sound financial decisions
and ultimately achieve individual

financial well-being.”

Each of the IBCB member banks
has a range of programmes in
place to support their customers
in this regard. In addition,

over the past year the IBCB has
supported a range of collective
initiatives with our member
banks and other industry players
focussed on financial education

initiatives for survivors of

38

domestic abuse, disabled

customers and youth groups.

The IBCB is also among the
stakeholders working on Ireland’s
first National Financial Literacy
Strategy, which aims to help people
better understand the information
that is provided to them and be
more confident in their financial
affairs and decisions in an

increasingly digital world.

Inclusion as a priority

A key priority of the IBCB’s

work programme is promoting
inclusion. IBCB’s member banks
are committed to ensuring that
inclusion for both staff and
customers across a range of
diversity metrics is prioritised.
For instance, the IBCB Inclusive
Communications initiative,

in partnership with inclusio
Learning Labs, was launched
earlier this year to support a
culture of inclusivity within
IBCB member banks. The
initiative supports IBCB member
banks to enhance inclusive
communication skills and deliver
better experiences for colleagues

and customers.

Throughout 2023 and 2024, the IBCB hosted a financial inclusion event

attended by its member banks, Inclusion Ireland, people from across

Ireland with intellectual disabilities and other key stakeholders as part

of an IBCB initiative to support people with intellectual disabilities

towards financial independence. The insights gained from these

sessions have provided valuable, firsthand information on how the

the banks could take to better support financial inclusion generally.

Engaging younger generations

banking needs of these customers could be better met and what actions

YOUNGER GENERATIONS ARE MORE OPEN TO DIGITAL-ONLY BANKS THAN
OLDER COHORTS BUT STILL FEEL TRADITIONAL RETAIL BANKS ARE BETTER

Digital-only vs. traditional retail banks by generation

(Among all respondents)

Digital-only banks a

28%

26%

17%

Average across all statements

re better

GenZ

Gen X

Boomers &
silent

Traditional banks are better

Average includes:

= Offer a full range of products and services
«  Offer value for maney
= Easy to deal with frem opening an account through to

dealing with a query

«  Provide a hybrid service of digital and human support

whan nesded

«  Support the wider Irish economy and society
= Protect your money by providing information and tips on

how to deal with fraud and scam prevention

- Are safe and secure

»  Have a good reputation

«  Offer innovative financial preducts and services

«  Offer personalised support to address specific customer

concerns and needs

= Have a good presence in the community
»  Support sponsorship initiatives through sports, arts and

culture programmes

«  Offer sasy cash deposits, withdrawals and transactions
= Adhere to regulatory standards

Gen Z’s lean towards fintech and digital-only banks, offering

convenience and innovation, reinforces the ongoing efforts of IBCB

banks to integrate fintech solutions, offering the security they are

known for, and the seamless digital experience that Gen Z expects.

At the same time, the societal role of banks remains critical.

Traditional retail banks are recognised for their societal and

community roles, outperforming digital-only banks in engagement

and support for life events.
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Banks can build from a position of strength in their reputation as socially
responsible institutions. The data shows that work in the community is
bearing fruit as both the general public and SMEs see evidence of banks

positively supporting communities and society at large.

With the majority of the general public and SMEs observing evidence of
their bank being a positive force in their community and increasingly
seeing that their bank supports good causes across society, these
efforts are resonating with communities.

DESPITE THE RISE OF DIGITAL-ONLY BANKS, TRADITIONAL RETAIL BANKS o
STILL PLAY A KEY ROLE IN THE MOST IMPORTANT CUSTOMER NEEDS

Digital-only banks are better Biggest differences in favour of Traditional banks are better
(Among all respondents) traditional banks are highlighted in blue (Amang all respondents)

----------------------------------------------------------------------------------------------------------------------------

17% _ Offer personalised support to address specific _ a7%
customer concerns and needs

22% _ Offer a full range of products and services _ A42%
26% _ Offer easy cash deposits, withdrawals and transactions _ A42%

____________________________________________________________________________________________________________________________

1o [ e sae ana secure [
16% _ Protect your money by providing information and tips _ 368%
on how to deal with fraud and scam prevention
30% _ Offer innovative financial products and services _ 24%

EOELMAM Dxl [ & 20324

See notes for question text and bases.

Security and Transparency

Security and fraud prevention have emerged as top priorities for
customers. Continued investment in advanced fraud protection

measures and data security will be crucial for maintaining confidence.

As the éist data shows, customers want to know that their banks
are proactive protectors of their financial assets. By providing clear

information on security practices, banks can reassure customers and

set a standard for trustworthiness in the digital era.
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CONCLUSION

Trust in banks in Ireland is
increasing. In 2024, trust levels
in the IBCB banks showed a
significant increase, reaching
positive territory for the first
time since measurements

began in 2021. This indicates a
developing stability following
substantial changes in the
banking sector during 2023 with
the departure of Ulster Bank and
KBC from the market.

SMEs continue to lead with
higher trust levels compared

to the general population,

as personalised support and
reliability are key differentiators

for this group.

Improvements across all trust
dimensions reflect a stronger
perception of banks’ competence,
with ability and dependability

now taking centre stage.
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When surveyed in August, a
tentative sense of stability in

the Irish economy mirrored

this growing trust. However,
concerns about the cost of living,
fraud, and security remain
prevalent. This sentiment was

a snapshot in time, as Ireland’s
economy is exposed to a shifting

geopolitical landscape.

IBCB member banks, benefiting
from improved perception

and stability, have a clear
opportunity to lead the charge in
deepening trust and delivering
on societal expectations,
particularly for SMEs and micro-

businesses.

As the 2024 data also shows,
there is a growing expectation
that banks take a leading role in

promoting financial literacy.

Amid ongoing work in bolstering accountability, inclusion, and

financial literacy, retail banks are well placed to further enhance

customer sentiment and continue to robustly rebuild trust in the sector.

The IBCB will take the key findings from this survey into our work
programme for the period ahead and work closely with our member
banks and other industry players, as relevant, to develop initiatives
and actions to both address concerns and build on those areas already

yielding positive dividends for customers and society.
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GLOSSARY OF TERMS

AIB — Allied Irish Banks

BOI — Bank of Ireland

CEO - Chief Executive Officer

Edelman DxI — Edelman Data & Intelligence
ENTS — Edelman Net Trust Score

ETM — Edelman Trust Measurement (Diagnostic)
IBCB — Irish Banking Culture Board

KBC — KBC Bank Ireland

PTSB — Permanent TSB

SME - Small & Medium Enterprise

UB - Ulster Bank

Irish Banking
Culture Board

38/39 Lower Baggot St, Dublin 2. email: info@ibcb.ie web: ibcb.ie
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