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This report contains the results of the Department of Finance Consumer Banking Sentiment Survey
2025, covering consumer experience and perceptions of the banking sector in IrelandAll interviews
were conducted between 13" June and 19" July, 2025amongst a nationally representative sampleof 1,311
adults aged 18+ears. The first wave of this survey was conducted FebruaryApril 2022, as part of the
Department of Finance Retail Banking Revieywith the second wave being conducted JuneJuly 2023
and the third wave conducted MayJuly 2024. Comparisons between 2022 2023, 2024 and 2025are
shown, when relevant.

1.  Summary of Main Findings

Interviewing was completed by Bhaviour & Atti tudes face-to-face interviewers using CAPI (Computer
Aided Personal Interviewing). Sampling points were randomly selected, ensuringpverall geographical
representativeness. Quotacontrols were also implemented on gender, age andocio-economic status
to ensure a nationally representative sample.

1.1 The Banking Landscape, Experience & Switching

AIB and Bank of Ireland continue to dominate the Irish banking landscape, witharket shares of main
current account held of 41% and 33% respectively.P» n 9 R U U1 & 0 [B%. OybéalisBde hasy
remained relatively steady since 2023 The proportion of consumershaving multiple financial providers
has alsomaintained a consistency on 2025with 66% having more than one providersimilar to last year.

In terms of other financial providers used over one in three (34%) have some dealingsth acredit union,
down from 36%in 2024, while onein ten (11%Mhave some relationship with An Post/An Post Money

»1 D wUD opipvider§i$ diivgridogy RevolutWhile just3% have this provider as their main account
43% use it as least occasionallyThis usage hadrended up yearon year,up from 39% in 2024,33% in
2023 and 18% in 2022The relatively low uptake or ¢ | fsta®admain account suggestghat this type
of service complements the traditional bank offering, as opposed toreplacing it.

In terms of products held, nearly all hold a current accountwhile over three in four (77%)possess a
savings account, up four points in the past 12 monthsThe incidence of credit card usage is 37%up two
points), while a quarter of thepopulation have a mortgage relatively similar tolast year.

10% have an overdraft andive percent have other personal loans.14% have a car loan/financing One
percent of the population use open banking services, with the incidence of having high higbost credit
products being even less. Buy Now Pay Later products and crypto productsre alsovery much in the
minority .
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Overall satisfaction for respondents with their main financial provider has increasedthree points over
the past 12 months and now stands aB9%. Satisfaction has beentrending upwardssince 2023 with the
proportion of those UY & U] AR A YT D+ & 0 Bevep poldtd this yéa@ PHe Prgporiiod of those
expressing dissatisfaction is negligible.
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Switching consideration for banking productsremains somewhat limited, and has slipped across most
banking products - eight percent have considered switching their current account (down two pdnts).
Six percent of credit card holders have considered switching provider (down four poinjswhile a similar
proportion considered migrating their savings accounts(down two) Propensity to switch is higher
among mortgage account holderswith 16% havng considered switching.
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Ever Considered Switching Provider for Banking Products M BA
(Base: All respondents with product)

Considered Considered
switching switching
N-1492 N- 430
* 15% 35-44 * 27% B social class
Current  goy * 1% ABC1 Mortgage 16% * 32% HH income €100-150k
Payment ° * 26% HHincome €100-150k account °
Account * 29% HH income over €150k N
(-2) 14% Mortgage account (=
N- 1177 N-272
* 14% B social class
Savings 6% * 17% HH income £100-150k Personalloans | 2%
account - 23% HH income over €150k
(-2%) (-2%)

N-599

13% B social class

12% Contactless by

smartphone preferred

payment method *For social class definition, please see Appendix 2

Credit Card 6%

(-4%)

(Figures in brackets refer to change from 2024)

Five percent have switched current account in the past 5 years, marginally down since 2024. One in
twelve (8%) have switched mortgage provider in the past 5 year®ther products (savings, credit card
and personal loans) remainrelatively steady, with the levels of switchingbelow five percent in each
instance.

Among those who switched current account provider in the past five years}4% found the switching
process very easy However,one in 10 switcherghat found it difficult to switch current account
provider. Over half(53%) of those who have switched saving account found itery easyto switch.

Among those who considered switching, but have not done so, the is a perception thatit is difficult to
change provider,whileothersU U é YD Uyl éy Uyl Dt TéeebDnry T&C Yo Y| ND

»1 D TDuUAD|] €EDC Ao UUY 0 darrierfor mbstiprpdidts o) Un€@DEnFQ ) NBAF OUY

reasonin terms of current accounts or credit cards, andjust two percent cite this as a reasonfor not
switching savings accounts. However, it doesegister as a barrier for those who considered switching
mortgages (but have notdone so). Nine percent of thiscohort mentioned cost as animpediment.

3| Page

C

D

(@]

et}



. N

Just over six in ten (61%live within five kilometres of a branch of their main bank However, over one in
five (22%)state that they live more than tenkilometres from their main branch.

1.2 ChannelUsage & Preferences

Unsurprisingly, those living in Dublin are most likely to be living in closer proximity to a branch of their
main bank, with81%living within a five-kilometre radius. Thisis also reflectedamong all Urbaniteso70%

in total live within this radius. In contrast, over a quarter(27%) ofthose living in rural areashave to travel
at least 10 kilometres.

93% of those with a current account have visited their branch in personsimilar to 2024, with a higher
incidence seen amongthose living in rural areas.

Profile of Branch Visitors E
(Base: All respondents who have current account with traditional retail bank and ever B&A
visit branch in person: 1,427)
AGE
Ever Visit Bank Branch ;I;I,/e F;’;;Ie
In-Person . ° ° - I I I I I
18-24  25-34 35—44 45-54 55-64 54
ABCIF C2DE
93% 94% REGION
(97)
Rural
(2024 94%) % )
(2023 : 89%) >

92% 97% Dublin Munster Conn/Uls

The main reasons for customers to visit their branch is to lodge/withdraw cash @), followed bya
desire to speak to staff about specific products (29%), e.g. mortgages, loans overdrafts, etc. The
reasons given for visiting a branch generally mirror the 2024 findings.

Debit cards remain the preferred payment methodwhen in a physicain-store location, with 47% stating

this is their go-to option. However, usage of debit cardshas decreased yearon-year, and is downl10
percentage points since2022. However,over one in five (22%) prefer cash asa payment method when in
a physical location Theproportion of those preferring contactless by smartphonecontinues to increase,

with 27% using this facility. This has growrconsistently since 2022, and isdriven by the younger age
cohorts. 45% of those aged 65 years or older prefer cash payments.
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Eight percent haveexperienced issuesin terms paying with debit cards in the past year, whilsix percent
have experienced issues paying withcash. Just three percent have experienced issues paying with

smartphone.

88% of the population has used online bankingvhich represents a four point increase in the past year.
Sevenin ten avail of online banking weeklyalso up four points

vibOwDnAt o609 %U] A wit

QéeddLt abDUFonCDAUYU pEI DI AW

%
1 g 0
D € D (i o 5
ok
Y Lbeoy —_ﬁoga
! & 0 MeADen 8D Dok §
wit AD semmmg-_égg og & ’% L
o o T AWGG DAY
mgael e l‘lj ~
1 - = 3 A4 4 3
Wi AD BERG K Uil gagd ont] n a
E =eae0 M-SR NE 2 P
I BUU 6gUuUDA umﬁﬁw:@b bebat saee Ug .I..\“-? -lj!-i&-l”
£ EDUPwYO

) L
roepaco noy wOD ﬂfgﬁb aenk] A
EO

5| Page




. N

Youngerand middle aged groups (thosebetween 18 andb4 years) are significantly more likely to avail of
online banking weekly, with43% of those aged 65+ using online banking weekl\However, among this
older cohort the represents an increaseof 11 points. Likewise, among 564 year olds, therebeen a
notable uplift in online backing usage (up seven t64%).

Weekly Profile - Usage of Online Banking @B&A

(Base: All respondents with current account : 1,492)

Gender Age Social Class Region Area

Male Female 18-24 25-34 35-44 45-54 55-64 65+ ABC1 C2DE Dubli Lein- Muns- Conn/ Urban Rural
2022 2023 2024 2025 F n ster ter Ulster
1488 1482 1496 1492 713 779 139 216 311 29 233 294 861 631 462 397 381 252 1015 477
% % % % %o % % % % % % % %o Yo % % % % % %o
79 80 75, .79 (78) 7

63 | i | <iT I +2( I 68 i | | |
(2024) (66) (66) (78) (81) (83) (71) (57) (32) (71) (61) (73) (7) (58) (59) (68) (61)

(2023) (65) (65) (79) (80) (78) (66) (55) (36) (71) (s8) (69) (63) (60) (66) (67) (60)

(2022) (62) (64) (82) (79) (77) (73) (46) (28) (70) (56) (69) (64) (59) (58) (65) (59)
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The use ofsomefintech appshasincreased further, with 43% of the population having some interactions
with these services. This is up from39% in 2024, 33% in 2023 anti3% in 2022Revolutcontinues to be
the key driver in this growth

1.3 Fintech Providers

Those aged below 45 years are more likely to use Revolut at least occasionaByit we see the biggest
growth in usage of Revolutamong the 5564 year olds (from 22% in 2024 to 31% for 2025) and among
those aged more than 64 years (from 7% in 2024 to 14% in 20F@volut is also more used in the middle
classes and among those living in Dublin.
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The main appeal offintech providers versus the more traditional retail banks is that they offer instant
money transfers 83%, up eight points), free banking 60%, up oné, the ability to split bills (40%, up four)
a userfriendly app (3%, up two) and foreign exchange (31%, up seven)
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Mobile apps are most cited as the main form of contact witlthe main financial provider at56%. This has
rebounded back to 2024 figures, and after a dip in 2024

There continues to be strong generational differences in terms ohow the Irish public interact withtheir
financial provider, with mobile apps being the main form of contact among1824 year olds, while in
person branch visits are strongest among those aged65 years or older
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While older age cohorts arealso less likely to use online banking every weekre less satisfied with
remote services, andare less likely to use fintech providers they have diplayednotable upward
movements on all of these metrics.

8| Page




. N

On 2% November 2021, the Minister for Finance published the Terms of Referentfer a broad-ranging
review of the retail banking sector in Ireland following a number of announcements whichauld result in
significant changes in the structure of the sector. The Retail Banking Reviewpublished in 2022 included
a recommendation on an annuasurvey of consumersentiment on the retail banking market

2. Introduction

This report presents the results from thefourth wave of thesurvey of consumers commissioned by the
@bfeéedyUNDny o¢g V)nenAD Yo TFuo€)]CD én wnCbiauUyencC| nH o
operation of the banking sector in Ireland. The survey was conducted dpsos B&A the independent

market research and polling organisation.

All interviews for the survey were conducted faceto-face between 13" June 0919“ July 2025 using Ipsos
9i 1 RU o NFTWyYUDG ! ) CDC ~DuUonéet ~nybie)] DF| filagulted 1 Yo yYe
was obtained.

2.1 The Retail Banking Sector

9énkU FTreéet & LDt GotD | i ~0DLéencCrRU DAORON|] A E€AU] €] Ui
consumers and businesses, maintaining the flow of cash and ensuring appropriate access to retail

banking services to all in society. Traditionally r&il banking services in Ireland have been provided by

banks, with additional choice provided by credit unions and An Post. More recently digital banks and ron

banks have entered retail banking market providing some retail banking services to consumers and

SMEs. Their number, and the number of customers they serve, continue to grow.

Irish consumers and SMEs are currently served by three traditional retail banks: AIB, Bank of Ireland and
PTSB. This follows theexit of Ulster Bank and KBC Ireland from the domestic marketAs a result since
2022, over a million customers moved their curent and deposit accounts, primarily to the remaining
three traditional retail banks.

More recently new entrants have emerged in the context of the Irish banking market, including the
establishment of a new Irish branch, Avant Money, by Bankinter.

Notwithstanding the recent changes in the retail banking market and the growing use of multiple
financial service providers, Ireland continues to experience low levels of switching. The low rates of
switching in mortgages and current/payment accounts persst despite ongoing efforts by the Central
Bank of Ireland, the Competition and Consumer Protection Commission (CCPC) and the Department of
Finance to address this issue.

With regard to access to cash infrastructure, the Finance (Provision of Access to Cash Infrastructure)
Act 2025 was commenced on 30 June 2025The key objective of the legislation is to ensure that the
future evolution of cash infrastructure in Ireland is managed in a fair, transparent and equitable manner
that meets the needs of society and ensures continued sufficient and effective access to csh in the
State. The Access to Cash criteria will set out, in specific regions:
A A specified percentage of the population that must be within a specified distance of not less
than 5km and no more than 10km of an ATM;

2 The Retail Banking Review ivailable at240770_d8b98fef -fe6a-4df8-h7d6-2f63e9f224hb8 (8).pdf
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A A minimum number of ATMs per 100,000 people; and;

A A specified percentage of the population that must be within a specified distance of not less
than 5km and no more than 10km of a cash service point (bank branches and post offices meet
this requirement at present).

A number of additional themes remain relevanfor the operation of the retail banking sector into the
future. These include the following:

Changing demographics

:o0nyY) nwbDC eCceenADU | n ¢g)nenA] ét UDAITNROLOHY wrg)n
The expansion of nonbanks in the retail banking sector

Digitalisation; and,

Changes to the regulatory framework.

T 3> D B> D

The importance of the retail banking sector in supporting Irish consumers will remain unchanged as
consumers will need a safe place to hold their savings, access credit and cash given the economic
context.

2.2 Study Scope

The purpose of the survey is to provide dataoy T D H D i D le&periefces Zard pekcepilons of the
banking sector in Ireland

Banks and financial providers used, includingintech

Overall satisfaction with mainprovider, including complairts

Financial products/services held

Drivers offintech growth

Channel usagexbranch, digital & phone

Channel satisfaction & preferenceabranch, digital & phone

Confidence in automated branch services and ability to use online services
Switching consideration and behavioug by banking products, and including usage of comparison
tools

Perception of competition/choice in the market

Cash vs. card usage and preference in retail

> D D D

> >

The results are reviewed by subgroups such as

Gender

Age

Social Economic Class
Region

Urbanisation

> > > D

A number of othervariableswere used to report on the financial context
A Household income

A Frequency of using online banking
A Main current account held with

10| Page



The following banking products were included ithe study:

Current accounts
Savingddeposit accounts
Credit cards

Mortgage accounts

Car loans/financing
Overdraft

High-cost credit products
BuyNow Pay Later products
Crypto products

Open banking services
Other personal loans

I 3> D 3> D > D B D D D

Time Period of Study
Inreviewing results, it should be noted that the studytook place over theperiod 13" June &l 9" July, 2025.
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This survey represents & Ipsos B&Astudy of consumer experience and perceptions of the banking
sector in Ireland. Fieldwork and analysis for the survey was carried out bgsos B&A an independent

market research company.This report covers the fourth wave of this study conducted in 205, with

comparisons shown betweenprevious surveys conducted in2022, 2023 and 2024,when relevant.

3. Methodology

3.1 Sample Selection

The study sample was selected at random througface-to-face interviewing and following a muti-stage
sampling approach

Sampling Stage |: Geographicalstratification of sample proportionate to the profile of adults 18+

The sample was first stratified by a total of 17 broad regions within the four standard areas of Dublin, Rest
of Leinster, Munster and Connaught/Ulster. This ensures a representative territorial spread of Primary
Sampling Units across the country.

Within each cell of this matrix, the appropriate number of primary sampling units i.e. Electoral Divisions
(EDs)was chosen using probability sampling procedures (proportionate to size of population).

A total of 188 sampling pointsvere chosen, yielding B1lcompleted interviews.
Sampling Stage Il: Selection ofrandomly generated addresses

In order to remove as much of the sampling process from the hands of the interviewer as possible a
randomly selected starting address is drawn from the Geo Directory within each sampling point (the
official Register of Irish household addresses)Each interviewer beganhis/her assignment of interviews
starting at this address.

Within each sampling point, theinterviewer was assigned a number of interviews to complete in
accordance with demographic controls for that region drawn from the Census/AIMR@Association of
Irish Market Research Orgarsations,{https://www.aimro.ie/ })data.

Rather than allowng the interviewers to decide which specific households are called to in pursuit of

these quotas, he/shewasissued with a single randomly generated private residence address, along with
its GPS coordinates, so as to ensure unambiguous identification of that household (particularly
important in rural areas where house numbering is less common).

From each chosen address, interviewersvere instructed to follow a simplified random route procedure

(e.g. first left, next right etc.) calling at every nth house to complete an interview, until the quotas lta
been filled. The nth house \as defined differently for urban vs. rural areas where population density is
less. Only one interview \&s harnessed per household.

Sampling Stage Ill:Quota controls & Filling of Quotas
Quota controls were applied on age, gender and social class &nsure representativeness. Socio

economic class and occupation of respondents was coded accordingo the latest AIMRO agreed
stratifications.
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The sample error for a survey of this nature is very good.he total sample of 1,81 respondents has a
possible sample error of just +/-2.5% (at a 95%confidence level), while also providing robust
measurement when analysing by sugroups, e.g.demographics.

3.2 Sample Accuracy

3.3 Collection of Data

Face to faceinterviews were conducted with 1,511 respondents aged 18 years or oldefThe interviews
were conducted using CAPI (Computer Aided Personal Interviewing).

All interviews were conductedbetween 13" June al9" July, 2025 Thetypical face to face interview lasted
15 minutes

Data from completed questionnaires was reviewecand analysed and the results are presented in this
report. Comparison with the previous waves of this survey from 2022and 2024 is also shown, when
relevant.

The full study questionnaire is attached as amppendix to the report, and detailed results are presented
in Sections 4-11

3.4 Sample Size
Some 1,81 adults aged 18+ yearparticipated in the face-to-face interviews. All interviewing was
conducted by fully trained and experienced members of thépsos B&Afield-force, who work under direct

supervision and are subject to rigorous quality controls.

All aspects of our CRIUWGO €Dt oFDOeyb Yo UYI D HAHwW|] CDtL)nanbD Uyenced
membership of the MRS and ESOMAR (the international industry representative body).

All data was anonymised in line with Data Protection regulations and B&A ISO 27001 Information Security
Management system.

35 Questionnaire

To ensure comparability betweenprevious waves of this survey in2022, 2023 and 2024, a similar
guestionnaire to 2024 was utilised for the 2025 survey, withmost questions being unchanged.

However, an additional question was included in 2025 to establisthow investors in crypto products
finance this investment.

3.6 Limitations

The results set out in this document should be considered in the contebof the following limitations:
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1. The study provides the consolidated opinionof members of the general publicin relation to their
banking behaviour and attitudes to and perceptions of banking igeneral, but it is not a census of
the entire population of Ireland.

2. Whilst every effort has been made to ensure that the study sample is as fullgpresentative of the
population as a whole as possible, it is possible that certain sulgroups are underrepresented, e.qg.
people whoare reluctant to take partin market researchor people with limited ability to take part
in a survey.

3. The study is based on recall of behaviour and attitudes towards banks/the banking sector. As such
customer expectations also play a role in the evaluation of the banking sector, not just the
performance of the banks and the sector as a whole.

4. Please note thatthe figures in the report are based on rounded percentages, rathethan to multiple
decimal places, for ease of review. This is atandard occurrence in market research statistics and
does notnegate the accuracy of findings.

3.7 Privacy of the Respondent

Throughout the study process all interviews conducted withthe general publicwere carried out on a o
Aong)| Cbny) ét aeujJuU enC Yl D abDUFonACDAYUR O] HI,YU wnCI
including the rights of respondents to choose not to answer or to end the interview at any stage.

The Department of Finance had no specific interest in the individual financial affairs of any ahember

of the general public whoparticipated in this study. Rather, the key objective was to better inform

Government of theexperience and perceptions of the general public in relation to the banking sectan

Ireland.

We would like to express our sincere thanks to all those who have participated in this study.
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4. Profile of Respondents

. N

Quotason gender, age, region and social class were implemented to ensure a nationally representative
sample of the population 18+ yearsCorrective weighting was also applied at the analysis stage.

Sample Profile
(Base: All respondents: 1,511)

GENDER AGE REGION
All Al All
respondents respondents respondents
% % %
16-24 I :

Dublin
35-44 Rest of
Leinster

B8 s

CLASS AREA
All All
respondents respondents
% %
ABCIF
Urban 64
C2DE a7
Rural

Throughout report, we showdata broken down by relevant demographic groups. For the social class

definition, please see appendix 2.
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5.

5.1

Banks & Financial Providers

Banks & Financial Providers Used

. N

Thetraditional retail banks dominate in terms of main current account heldy those surveyed with 41%
having their main current account with AIB, 3% with Bank of Ireland and %46 with PTSB largely
unchanged from 202.

%

%

%

36

41

42

34

33

33

12

13

14

AlB

Bank of Ireland

Permanent TSB

Revolut

An Post/An Post money

Credit union

Other

Banks & Financial Providers Used
(Base: All respondents: 1,515)

Main Current
A/C

2022 2023 2024

2025 Survey

Main Current Any Financial
Account Provider
%

%
4 B
33 L
5 s

s n
s [ =

12

AIB

Revolut

Bank of Ireland
Credit union
Permanent TSB
An Post /Money
Other

N26

None

B

Any Financial Provider
Comparison
%

. 8 W 2025
2024
11l 2023

0.2/0.3 Roinn Alrgeadals
Department of Finance

3% have their main current account with Revolut, whil&3% use Revolut at least occasionallyup from
39% in 2024,33% in 2023 and 18% in 20234% use cralit unions at least occasionallyagainlargely
unchanged from2024.
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B&A

33% of Irish adultsrely on just one financial provider(similar to the 32% seen in 2024butdown from 41%
in 2023), with 66% having more than one financial provider.
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The average number of financial provideraused by consumersin 2025 is 190, largely in line withthe
average seen in 2024.
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More thantwo in five (44%)are very satisfied with their mainprovider overall, with an additional45%
being relatively satisfied. 3% are dissatisfied overall, with7% being neither satisfied nor dissatisfied.

52 Overall Satisfaction with Banks

Overall Satisfaction with Main Bank/Financial Provider M B&A

Allrespondents % 2025 Satisfaction x Main Current Provider

2022 2023 2024 2025 LYQ 8 éku'
1488 1482 1496 1492 AlB ireland ptSb
% % % %
Very satisfied 34
37 44 42
Relatively satisfied 48
45 48
Neither satisfied nor dissatisfied n 1n
Relatively dissatisfied 9
Very dissatistied i 420070 % 1 6 1
- 1 1

Don’t know

ANY Satisfied 4/5 83% 82% 86% 89% 88% 90%  88%

Reinn Airgeadais
(034J Department of Finance

Net satisfaction with main provider overall has increased from 8% in 2024 to 89% for 2025, continuing
a positive trend since 2023

18| Page



. N

Satisfaction is similar across demographics but peaks amongsthe 1824 year olds those living in rural

areas and outside Dublin.

Overall Satisfaction with Main Bank/Financial Provider

(Base: All respondents with current account: 1,492)

Total Gender Age Sockl
Class
2022 2023 2024 2025 Male Female 18-24 25-34 35-44 45-54 55-64 65+ ABCIF C2DE
1488 1482 1496 1492 713 779 139 216 311 299 233 294 861 631
% % % % % % % % % % % % % %
Very satisfied 34
37
44 42846
Relatively satisfied 48
45
45 45
Neither satisfied nor
dissatisfied 11 19 9
Relatively dissatisfied 4 7 8
Very dissatisfied =39 4 3 -3 -i—

Don‘tknow - 1 1 1 1 1 1 0 2 0 1 0 1 1
NET Satisfied 4/5 83 82 86 89 87 92 88 85 88 B89 92 87 9

.. [

Region Area

Dub- Lein- Muns Con/

lin ster ter Ulster Urban Rural

462 397 381 252 1015 477

Roinn Airgeadais
Department of Finance
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3% havemade a formal complaint to a financial service provider ithe past 12 months unchangedfrom
2024. The primary reasors for complaining are for scamming/fraud (23%),customer service issues (21%)
and current/savings account issues (L0%). 6% of reported complaints are related to mortgage products.

5.3 Complaints over Financial Service Providers

Incidence of ever making complaint @ -
(Base: All respondents: 1,511)

. . Primary Reason Channel Used
7% Made Complaint (Base: Allmade complaint: 48) % (Base: All made complaint:48) %
’ Scam / Fraud / Hack - 23 In person (branch visits) _ 40

Issue with customer service

Over the phone _ 33
Online (but not through
mobile app) - 20
email [ 17

Through their mobile app - 14

3 0/ Issue with current/savings account
(o]

Issue with a mortgage product

Issue with an insurance product

Issue with an investment product

2024 3% .
2023 3% Issue with a loan product

In writing (letters) . 7

*Caution: low base size (Q.15/16/17) i Alrpeadia

Among those who made a formal complain40% submitted their complaint through a branch with 33%
submitting their complaint by phone 20% submitted the complaint online (excluding mobile app), with
14%submitting through mobile app.
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Four in five (8%) of those who made adrmal complaint to a financial service provider experienced a
negative impact from the issue they complained about Aroundone in three suffered stress due to the
issue, with a similar proportion spending a significant amount of time on resolving the issue. 27% lost
money due to the issue with 21% incurring chargesThe low base should be noted

Consequence of the issue complaining about E B2

(Base: Allmade complaint: 48)

I suffered stress

I spent significant time resolving the problem
Ilost money

lincurred charges

No negative impacts

I had problems paying bills

| had to borrow money

My credit rating was affected

Other significant, negative impact

v

Roinn Airgeadais
(Q.16b) Department of Finance|
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44% of those who made a formal complaint weresatisfied with how the financial service provider
resolved the issue down from 61% in 2024Almost half (46%) weredissatisfied, with 9% still waiting to
hear back on the complaint at the time of the fieldwork.

Satisfaction with complaint resolution
& m\
(Base: All made complaint: 48) (Base: All who were not happy with complaint resolution: 23)
Did you make a complaint to the Financial
Tc:;al Services and Pensions Ombudsman?
o %

Y 44
es (61%)
No 84
No (30%)
Still waiting to hear (9%)
back from them

*Percentages are based on weighted data .
Figs in brackets = (2024) (F

vini eadais
ment of Finance

@819

Amongst those dissatisfied with the response from the financial service providersjust 16% brought the
complaint to the Financial Services and Pensions Ombudsmégnote: small base size)
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The main reasons given for not complaining to the Financial Services and Pensions Ombudsmeare no
longer having an interest in pursuing the complaint (41%) aperceived difficulties in making a complaint
(24%).

Reasons for not making complaint to the Financial Services and
Pensions Ombudsman? M B8A

(Base: All respondents who did not go through Financial Services & Ombudsman : 19%)

%
Nolonger interested in pursuing this complaint _ 41
I -

Difficult to make a complaint

Difficulty in gathering the required information to - 10
make a complaint

Didn't know where to pursue acomplaint/hadn't . 6
heard of the Ombudsman

Didn't have time to pursue a complaint . 4

Planning to make a complaint but have not done . 4

so yet

(
*Caution: low base size 021 #
Roinn Airgeadals
Department of Finance|
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Awareness of Relevant State Agencies/Bodies

More thanthree in five (64%) are awareand know the function of the Money Advice &8Budgeting Service
(MABS) with 6% just being awarewithout knowing its function, and 31% not aware of this service.52%
are awareand know the function of the Competition and Consumer Protection Commissio{CCPC)up
from 44% in 2024.

Awareness of & Knowledge of Agencies E BEA

(Base: All respondents: 1,511)

Competitionand i Money Advice i Insolvency Service of | Financial Services and
Consumer Protection & Budgeting Service Ireland Pension Ombudsman
Commission (MABS) (1s1) (FsPO)
(ccprc)
2024 2025 2024 2025 2024 2025 2024 2025
1515 l5l'| 1515 1511 1515 151 1515 51

Yes aware and know
what they do

57 ‘ "4

Aware only

- H '

50%

are awareand know the function of the Financial Services andPensions Ombudsman(FSPO)up

from 43% in 2024 37% are aware and know the function dhe Insolvency Service of IrelandlSI).
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Knowledge levels of the functions of the various agencies are ghest within older age cohorts and
amongthe middle classes.

Awareness & know what they
do Total

Gender Age Social Class

Male Female 1824 25-34 35-44 45-54 55-64 65+ ABCI1F C2DE

Base 1511 725 786 | 140 218 313 302 238 300 | 869 642
% % % % % % % % % % %

Money Advice & Budgeting

Service (MABS) 64 | 63 65 | 35 48

Competition and Consumer
Protection Commission
(CCPC)

47 36 42

Financial Services and

Pension Ombudsman (FSPO) 50 53 46 = o

Insolvency Service of Ireland

(sl 37 41 33 18 26

Awareness & know what they  Total Region Area
do Dublin Leinster Munster Conn/ Urban Rural
Ulster

Base 1511 467 403 385 256 1028 483
% % % % % %

Money Advice & Budgeting

. 64

Service (MABS) 51 65 69 59

Competition and Consumer

Protection Commission 52 45 51 48 50 55

(CCPC)

Financial Services and

Pension Ombudsman (FSPO) 50 45 52 53 48 49 °1

Insol i f Irel

(TSSI(; vency Service of Ireland 37 33 38 42 36 35 41

Ke Significantly higher than the total q
y Significantly lower than the total |
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6. Financial Products/Services

6.1 Financial Products/ Services Held

Close to, but not all, of the population hold current accountsalmost four in five (77%) hold savings
accounts, while more than one in three(37%) have aredit card. One in four(25%) have a mortgagevhile
10% have an overdraft and5% other personal loars. 14% have a car loan/financinghowever, the actual
incidence is probably higher, with not all respondents including car hire purchasi their answerto this
question. 1% of the population use open banking services, with the incidence of having highigh-cost
credit products being even less Buy Now Pay Later products and crypto productslso being very low.

~
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Of the 1%who have crypto products,the main sources of funding these are through savings or disposal
income (although on a very small base size of 17 respondents).
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Compared to the 202, we see a higher proportion of the population holding saving accounts.

Financial Products/Services Held
(Base: All respondents: 1,511)

L ¥ 1
Overindexon " H
Currentaccount 987 * 100% B Social Class
(=%) o). ... # + 100% HH Income 100k+
= /o

* 81% ABCIF/72% C2DE

Savings account ° 4 ° Lower72% Leinster
T77% ) “ + 83% 50-100k+
0,
(+4%) + 85% 100K+

* 88% 150k+

* 46% ABCI1, 26% C2DE
- o o 1 ai
Credit Card . :;-;;I;r;zt;lzlzséLemster
) — i
(+2%) 37% + 55%100k+
* 76% 150k+

Higher
* 49% 35-44 yrs
* 46% 45-B4 yrs
Mortgage Account 25% _____ 2. 38% ABCIF
(+‘| % ) Lower
* 1% for 18-24 yrs
* 14% C2DE

(Figures in brackets refer to change from 2024)

Card loan/
Financing (

)

overdraft  (+1%)

Other personalloan

(=)

14%

10%

5%

B s

Overindexon

23% 35-44 yrs
21% Conn/Ulster
25%50-100k

15% 45-54 yrs
14% ABCTF
24%150k+

* 17% have overdraft
* 10% car loan
+ 289%Netloan

[0
04 b

Roinn Airgeadais
Department of Finance
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Middle classes are more likely tohold the various financial products/services, while the 35-54 year olds
over-index for mortgage.

Total Gender Age Social Class

Male Female 1824 25-34 35-44 45-54 55-64 65+ ABCI1F C2DE

B 1511| 725 786 | 140 218 313 302 238 300 | 869 642
% % % % % % % % % % %
Current Account 98 98 98 99 97 99 99 96 97 98 97
Savings account 77 77 77 72 79 76 76 77 80 81 72
Credit card 37 40 34 22 34 40 42 41 36 46 26
Mortgage account 25 27 24 1 20 49 46 19 5 36 14
Car loan/car financing 14 16 12 12 15 23 18 12 4 17 11
Overdraft 10 12 8 7 10 15 13 7 14
Other personal loan 5 6 5 6 7 7 3 3 6
Buy Now Pay Later product 1 1 1 - 2 2 1 - 0 1 2
Crypto product, 1 2 0 1 2 1 2 0 2 -
Open banking service 1 2 1 - 2 1 2 1 2 1
High cost credit products 0 0 0 - - - 1 - - 0 0
Other 3 3 3 3 3 3 2 3 4 3 3
None 12 12 12 18 12 11 10 11 12 7 17
Key S?gn?f?cantly higher than the total H
Significantly lower than the total
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Those with current accounts are likely to stick with their mainfinancial provider for saving accounts,
credit cards and overdrafts.

6.2 Provider for Financial Products

Financial Products/Services Held @
B&A

(Base: All respondents - have current account N - 1492 and other products held N - 1316)

Main Provider Other Provider
2023 2024 N 2024 2023
% % % o o o
8 78 Savingsaccount o | 80 P 44 42 3
67 67 Mortgage account 430 [N 70 _ 29 33 32
v & Creditcard 0 [ 55 s v
84 84 overdratt = [ 80 n 8 8
57 41  Carloan/carfinancing 27 [N 41 [ A 55 35
38 33 Other personal loan 71 _ 42 _ 40 52 48

Respondents may have more than one of the same product with different providers, so percentages may add up to more than 100%

(0.5/0.6)

Roinn Airgeadais
Department of Finance

Other providers play a bigger role in terms of mortgages, but especialfgr car loans/financing and
personal loans.
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7. Fintech Providers

7.1  Fintech Usage

By fintech usage, we mean usage of digitabnly providers, such as Revolut3% hold their main current
account with Revolut. 43% use Revolut for banking/payments at least occasionallyoup from 39% in
2024, 33% in 2023and 18% in 2022

FinTech Usage @ BSA

(Base: All respondents - 1511)

- Statistically higher than total
Statisticallylower than total

Total FinTech

o Online Banking %
Male IS 45 Everused online banking [N s0
Female I 42
- Atleast once a week [NNININEG 53
18-24 I 69 Preferred Payment
25-34 A 2
43% ’ 35-44 I 57 Any Debit/Credit cards [N 52
45-5, I 40 ;
55-64 NN 31 Oostteord I 40
65+ NN 14 creditcard [N -«
ABCIF E— 53 Contactless (smartphone) —7§
C20E N 32 cash [l 1
Dublin N 52 Products held
Leinster NN 46 savingsaccount [N +5
i . Munster NN 39
2024: 39% Revolut Connaught/Ulster NN 32 Mortgage account | 5o
2023: 33% Revolut creditcard [ 51
o Urban I 47 -
2022:18% Revolut Rural I 37 overdrat NN 55

Those aged below 45 years are more likely to use Revolut at least occasionabByt we see the biggest
growth in usage of Revolutamong the 5564 year olds (from22% in 2024 to 3% for 2025) and among
those aged more than 64 years (from 7% in 2024 14% in 2025)Revolut is also more used in the middle
classesand among those living in Dublin.
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7.2  Fintech Appeal

. N

The main perceived benefits of fintech providers versus the more traditional retail banks is that they
offer instant money transfers, free banking, allow customers to split billsanda user friendly app

What does FinTech offer that traditional banks do not?

(Base: All respondents who use Fintech - 629)

Instant money transfer

Total FinTech Free banking
Splitting bills

Great/user-friendly app for mobile banking

43% » Fo.reign Excharqu
Information on spending

Saving options, e.g. vault

Debit cards for children

2024:39% Investment opportunities
* Crypto Product

Other

* Statement added in 2025

(0.2/3807)

m 2025
2024
m2023

7
)

Roinn Airgeadais
Department of Finance

Instant money transfer andforeign exchange hasincreased as a perceived benefit since 2024.
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The top features provided byfintech providersin terms of perceived importance are instant money

transfer, a great/user-friendly mobile app and free banking. This is followed byspend information,
splitting bills and foreign exchange.

7.3  Importance of Fintech Features
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Compared to 2024, a user-friendly mobile appand spend information have become more importang
while saving vaulthas become less important.
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Respondents usingfintech providers were asked how much they agree with the following statement:
(»1 D UDG €| Aibtech arayigeislista@erydgbod substitute for the services offered by the more
yboecjyjoneéet aenkUrd

7.4 Fintech as a Substitute for Traditional Banks

More thanthree in five (62%6) of fintech customers strongly believe that the services offered byfintech
providers are a very good substitute for the services offered by more traditional banksup from56% in
2024

FinTech as a Substitute for Traditional Banks M B&A
(Base: All respondents who use Fintech - 695)
2022 2023 2024 2025 2025
283 518 629 695 % Strongly Agree 5/5
% % % %
%
Gender: Male I G

Female NG G0
Age:

18-24 N G2
25-34 I (5

35-44 S 50O

45-54 IS 57

55-64 I G0

65+ I 50

Agree strongly - 5

Social Class: ABC I ]

C2DE I 59
Region: Dublin I 63
RoL NN 53

Munster N G
Conn/Uls I 57

Disagree strongly - 1 2 g E Area Urban MM ]

Don't know Rural I G0

Among those usingfintech, agreement is generally consistent across the demographic spectrum
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8. Channel Availability & Usage

8.1 Bank Branch

Just over three in five (620) live within five kilometres of a branch of their main bank22% stated that
they live between 5 and 1Rilometres from their main branch.

. -
Location of Nearest Branch from Main Bank E
) - . B&A
(Base: All respondents who have current account with traditional retail bank: 1,427)
TOTAL Age Region Area
2025 B-24 2534 35-44 4554 55-64 65+ publin " punster SO/ Urban  Rural
1427 ns 202 295 293 228 290 430 389 365 243 959 468
% % % % % % % % % % % % %
Less than 5km 49 45
70
s-mkma Hnan HEH H
10-20km = n n
More than 20km /s == —— Em IE KN == . NN KN =m == Kl
Don'tknow 1 - 2 1 0 - 1 2 1 - - 1 0
(0.10) Roinn Alrgeadais
Department of Finance

Unsurprisingly, those living in Dublin are most likely to be living in closer proximity to a branch of their
main bank, withfour in five (81%living within a five kilometers of their main branch. This is alsomirrored
in the urban/rural divide ®70% of those living in urban areas are within the shorter range.

In contrast, over one in four 27%)of rural dwellers have to travel at least 1Rilometers.
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The primary reason for visiting a branch is to lodge or withdraw casiNearly seven in ten(69%) of those
with a current account with a traditional retail banknominate this as a reason. This is followed by @46
who visit branches to speak to an advisor about specific products, e.g. mortgage, loans, overdratft, etc.

Other reasons for visiting a bank branch are fdransferring money, paying bills, seeking financial
advice, or for foreign exchange purposes.

Reasons for Visiting Branch MB&\
(Base: All respondents who have current account with traditional retail bank: 1,427)
REGION
Dublin  Leinster Munster Elnnn/
ster
. 430 389 365 243
2024 Diff % = % = =

66 3 Lodge/withdraw cash 69 60 il 73 -

Speak to someone regarding a specific

28 +1 product, e.q. mortgage/loan/overdraft, etc. 29 25 30 31 33
12 +1 Transfer money 13 13 15 n 13
34 Pay bills 12 8 n 16 16
13 1 Financial advice 12 7 13 12 5
12 = Foreign exchange 12 9 9 13 -
9 +1 Savings 10 7 n 12 14
5 -2 Other 3 4 5 2 1

8 +1 Never visit a branch 7 “ g g 9
Ke Significantly higher than the total (0.28)
Y Significantly lower than the total

11% othose living in Dublinnever visit a branch.Those living in Conaught/Ulster are significantly more
likely to visit a branchto lodge/withdraw money, or toavail offoreign exchangeservices.
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In-branch dealings tolodge/withdraw cash, to pay bills, transfer moneyor to conduct savings
transactions are driven by those aged ovethe age of65years. Those aged 184 are also significantly
likely to use in-branch visits for savingpurposes, whereas55-64 year olds overindex in terms of
foreign exchangetransactions, as do ABC1s

Rural customers are also more likely to avail of #ibranch facilities for general lodgements/withdrawals
or for savingspurposes.

Filter: Q2 Have traditional
account

Age

Social Class Urban/Rural
Total

1824 25-34 35-44 45-54 55-64 65+ ABCILF C2DE Urban Rural

Base 1427 | 119 202 295 293 228 290 | 818 609 | 959 468

% % % % % % % % % % %
Lodge/withdraw cash 69 60 64 66 73 71 77 66 73 64 78
Speak to someone
regarding a specific
product, e.g. 29 23 35 32 30 31 25 32 27 29 30
mortgage/loan/overdraft,
etc.
Transfer money 13 9 6 10 12 18 21 13 13 11 16
Pay bills 12 6 7 6 11 16 24 10 15 10 15
Financial advice 12 4 9 15 13 14 10 13 10 10 14
Foreign exchange 12 9 10 12 14 17 9 15 8 11 14
Savings 10 19 6 4 9 8 18 9 11 8 14
Other 3 2 2 3 4 2 5 3 3 3 3
Never visit a branch 7 13 6 7 5 7 4 7 6 8 3

Ke Significantly higher than the total
y Significantly lower than the total
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Just sevenpercent of those with a current account with a traditional retail bank claim to never visit a
branch. There are few gender or social class differences, although we do seenerational andregional

variances.

Profile of Branch Visitors
o

(Base: All respondents who have current account with traditional retail bank and ever
visit branch in person: 1,427)

AGE
Ever Visit Bank Branch glza‘l’/e Fegr;l;l le -
Loos% o] = =

In-Person

18-24 5-34 35-44  45- 510 55- 64 5+

ABCIF C2DE
93% 94% REGION
7«
Urban Rural
(2024 84%) S X ﬂ
(2023 : 89%) dil
92% 97% Dublin Munster Conn/Uls

(0.28)
Kcmn Airgeadais
Department of Finance
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Online Banking

. N

88% of those with a current account have used online bankingup from 84% in 2024. Seven in tenuse
online banking at least weekly, with over four in five @%6) using online banking at least monthly.

Frequency of Using Online Banking

(Base: All respondents with current account : 1,492)

Ever

At least once a week

Once every 2 to 3 weeks

Once amonth

Once every 2-3 months

I
84
I — 86
81

66
I 65
63
s
9
-
10
s
[
ms
5 = 2025
'12 2024
n3
1 = 2023

"3 2022

Less often than once every 3months 5 3

Never/I do not use online banking

1

- 12
16
LA
19

%

8%

of all adults with a

current account
say they have used
online banking at
some point (+4%
versus 2024)
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Online banking usage iflmost universal among younger cohortsthose aged between18 and 53%and
then tapers off among those aged 5564 @87%), and particularly among those aged 65+%9%o).

There are also significant differences in terms of social clas®ABC1s 94%) are more likely tause online
banking compared to C2[Es (81%%).

Focussing onregional variances, Dubliners (2%) are most likely to use these services, along with
urbanites in general(89%).In contrast, 86% of rural dwellers have an online presence.

Ever Used Online Banking E BsA
(Base: All respondents with current account: 1,492)
Ever use higher Ever use lower
for for
18-24 year olds 97% 55-64 year olds 87%
25-34 year olds 99% 65+ year olds 59%
35-44 year olds 97%
45-54 year olds 96%
ABC1 94% C2DE 81%
Dublin 92% Conn/Ulster 83%
Urban 89% Rural 86%
Earn 50-100K 97% Earn 25k or less
K Significantly higher than the total (0.31)
_[Significantly lower than the total ||
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Seven in tenuse online banking at least weekly; again, driven by youngand middle agedcohorts (1854
years).

While weeklyusage of online banking is considerably lower among the older age groups, there has been
increases in such activity since last yeaevenamong these cohorts.64% of those aged55-64 now use
online banking weekly (upseven points), and there has been aotable uplift among those aged65+ (up
eleven points to 43%).

Weekly usage continues to be higher among the middle classes amibliners.

. . L]
Weekly Profile - Usage of Online Banking M
B&A
(Base: All respondents with current account : 1,492)
Gender Age Social Class Region Area
Male Female 18-24 25-34 35-44 45-54 55-64 65+ ABC1 C2DE Dubli Lein- Muns- Conn/ Urban Rural

2022 2023 2024 2025 F nster ter Ulster

1488 1482 1496 1492 37 130 216 311 299 233 294 861 631 462 397 31 252 1015 477

% % % % % % % % % % % % % % % % % % % %

0 78 +7( (78)

li

7
36566i 70 70 TII Iiiss 71

(2024) (66) (66) (78) (81) (83) (71) (57) (32) (7) (81) (73) (71) (58) (59) (68) (61)
(2023) (65) (65) (79) (80) (78) (66) (55) (36) (71) (58) (69) (63) (60) (66) (67) (60)
(2022) (62) (64) (82) (79) (77) (73) (46) (28) (70) (58) (69) (64) (59) (58) (65) (59)
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Among the three larger retail banks,PTSB customers are now most likely to participate in frequent
(weekly plus) online bankingsimilar to 2024. Three in four (76%) of that customer base conduct weekly
online banking. All threebanks, however, have a sizeable proportion of their customer bases availing of
such services(although Bank of Irelanccustomers tend to under-index inweekly usage)

B

Usage of Online Banking by Main Bank

(Base: All respondents with current account : 1,496)

e
Total permanent tsb

Atleastonce a week

Once every2to 3
weeks

Once amonth F

Once every 2-3 months I 2
Less oftenthanonce 3
every 3 months

Never/l do not use
online banking
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8.3 Main Form of Contact
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bank. Just one in fiveopt for in-person branch visits as theirprimary touchpoint. This is significantly
higher among those aged over & years(53%). The proportion of this cohort opting for in-branch
services hasreverted to levels seen in 2023, following a spike last year.

Customersrusage of digital channels has shiftedagain in 2025ccontact through mobile appshas
recovered from 46% in 2024 to 56% this yeagrand incidence it now back to 2023 level€ther online
touchpoints have remained relatively steady

Telephone bankingas the main point of contactis used by a small minorityf the banking population.

Through their mobile app

Online (but not through mobile app)

In person (branch visits)

Over the phone

Email

Other

In writing (letters)

OCO000 mmmied i

Main Form of Contact with Main Provider
(Base: All respondents with current account : 1,492)

m 2025
2024
= 2023
2022

Mobile app higher: 2025 | 2024 | 2023 m

% % % %

18-24 years olds 72 63 72 52
25-34 year olds n 57 67 59
35-44 year olds 66 58 64 50
45-54 year olds 65 51 62 46
Dublin 64 650 56 36

N Onllne'(not.through 2025 | 2024 2023
app) higher:

% % % %
Dublin 14 28 24 40
Rest Leinster 23 24 20 29

* In person visits higher: | 2025 | 2024 2023

% % % %

55-64 yrs 28 36 27 36
65+yrs 53 63 52 55
C2DE 28 31 28 32
Munster 22 27 27 26
Conn/IUlster 28 36 19 32
Rural 22 29 28 28

.n)
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9. Channel Preference & Satisfaction

9.1 Preferred Form of Contact

. N

Preferred forms of contact with provider varies by type of interaction. Inperson/branch visits are the
preferred option for cash lodgement/withdrawals and financial advice, similar to previous years. Mobile
apps are more popular with dayto-day transactions such as transferring money, paying bills, savings,

direct debits and standing orders.

(Base: All respondents: 1,511)

Lodge/ Transfer
withdraw money
cash

1501 1515 1511 | 1501 1515 1511
% % % 1 % % %

Any Transaction 95 94 93E 88 90 91

2023 2024 202552023 2024 2025

Pay bills

2023 2024 2026
1501 1515 1571
% % %

92 92 94

Preferred Form of Contact by Transaction - Summary

Financial advice | Savings

2023 2024 2025 2023 2024 2026
1501 1515 1511 ! 1501 1515 1511
% % e E % % %

7% 7 68 87 87 87

Foreign
exchange

2023 2024 2026
1501 1515 1571
% % %

59 65 61

B e

Standing
Order*

Direct Debit*

2023 2024 2025 EZDZ3 2024 2025
1501 156 1811 : 1501 1515 1511
% % % i % % %

86 86 98'75 % 76

In person
(branch visits)

Through their mobile app

9
1

8
6

_I~l -_

@wrR & mEmm

Online (but not through 16
mobile app) 17 19 17
Over the phone =2 H
° ’Tiii Eﬁ ii iii
ther H
Not applicable 6 G

*Direct Debit and Standing order added in 2023

(0.12)

Roinn Airgeadais
Department of Finance

*NB: In writing (letters) 1% for Direct Debit & Standing Orders; 0% for all other transactions
**Email 2% for financial advice, 0% for all other transactions
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9.2

Level of Confidence in Automated Branch Services

. N

Confidence is particularly high in automated branch services for cash lodgments/withdrawals, with more
than half (55%)expressing themselves to bevery confident

In general, confidence is high fortransferring money, paying bills, and to a certain extent, savings

transactions.

Automated branch services are nofparticularly seen as appropriate for financial advice.
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Those aged belowbs4 years and middle classes are more confident in nearly all aspects of automated
branch services. Therefore, confidence is lower among those aged 55 years or highedr{jven by those
those aged 65 years or older). As we have seen previously, those lower down the seetmnomic ladder
tend to be morereservedin their faith of automated services.

Top 2 Box Confidence Total Gender Age Social Class
Rating

Male Female 1824 25-34 35-44 45-54 55-64 65+ ABC1F C2DE

Lodge/withdraw cash
Transfer money 67 68 66
Pay bills 65 67 63
Savings 57 57 57

Foreign exchange 44 45 43

Financial advice 33 33 34

None 21 21 21

o Significantly higher than the total H
y Significantly lower than the total
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Dubliners tend to have greater confidence in automated branch services compared to other regions,
especially so in terms of lodlements/withdrawals, transferring money and savingstransactions.

Top 2 Box Confidence Rating | Total Region Urban Rural
Dublin  Leinster = Munster Connaught/ Urban Rural
Ulster
Base 1511 467 403 385 256 1028 483
% % % % % % %
Lodge/withdraw cash 74 70 71 76 75 73
Transfer money 67 63 66 64 68 64
Pay Bills 65 66 65 65 63 66 64
Savings 57 49 57 58 59 54
Foreign exchange 44 49 33 48 48 47 38
Financial advice 33 37 29 38 27 35 31
None 21 17 24 23 22 20 23

Reflecting social class, those on higher incomes tend to be more comfortable with automated services,
along with those who are more frequent users of online banking services. Those who do not have a
banking digital presence are least enthusiasticabout automated services

Household Income Frequency of Using online banking

Once Once <Once
nce

Total least

me Og me Ogimbag-amEaac Over every every every
orless mOagémEaagmEOagmEDa EVer-once 2103 °& 2-3 K} NEver

mon
weeks mths mths
eek

Base 1511 157 270 273 109 40 1333 1063 125 77 24 44 159
% % % % % % % % % % % %
Lodge/withdraw
76 74 75 86 60 @ 40

cash
Transfer money 69 67 65 66 51 26
Pay Bills 69 69 70 79 53 @26
Savings 54 60 61 55 44 @ 26
Foreign exchange 47 48 40 45 39 @18
Financial advice 32 26 33 36 30 16
None 20 17 20 11 32 | 59 |

Significantly higher than the total

Key —
Significantly lower than the total
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9.3 Level of Confidence in Ability to Use Online Banking Services

Confidence in the ability to useonline banking services is highest for paying billsafith nearly three in five

{56%} stating that they arevery confideny, and for transferring money and savingstransactions (those

claiming to be very confident registered 53% and42% respectively). When consumers are seeking
financial advice, or when we need to enquire about specific products, they are lesrtain.
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As with other digital transactions, older cohorts (those aged over 55 and especialliiose agedover 65)
are significantly lesscomfortable in using online banking services. Likewise, blue collar/working class
also underindex.

Gender Age Social Class

Total
Male Female 1824 25-34 35-44 45-54 55-64 65+ ABCI1F C2DE

Pay bills

Transfer money 70 71 69

Savings 60 61 59

Speak to someone

regarding a specific 42 41 44
product.

Financial advice 37 37 37

None 22 21 22

Dubliners tend to be mostself-assured with all types of online transactions while those living in
Connaught/Ulster are most reticent.

Region Urban Rural

Dublin Leinster Munster Conn/ Urban Rural

Ulster

Base 1511 467 403 385 256 1028 483
% % % % % % %
Pay bills 73 72 73 64 75 69
Transfer money 70 65 70 62 71 67
Savings 60 54 59 52 63 55

Speak to someone regarding a
specific product

Financial advice 37 46 31 40 26 40 32

Ke Significantly higher than the total H
Y Significantly lower than the total

42 34 44 32 46 37
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Rating 4- 5

Base

Total

%

me Ogaéme Og-ambag-a mEaag:
mOagimEaag mEOag mEOQag

less

. LN

Again, reflecting socio economic differences, lower income respondents and those who have never
used online banking services are alsteast contented with online banking services.

Household Income

Pay bills
Transfer money

Savings

Speak to someone regarding a
specific product, e.g. mortgage,
loan, overdraft etc.

Financial advice

73

70

60

42

37

Over

Rating 4- 5

%

Pay bills

Transfer money

Savings

Speak to someone regarding a
specific product, e.g.
mortgage, loan,overdraft etc.

Financial advice

73

70

60

42

37

Ever

%

1333

Q.25 Frequency of Using online banking

Once

At least

once a

to 3

week

1063

%

WEELS
125

%

every 2 Once a
month

%

Once

%

< once
every 23 every 3
months months

%

%

76

70

54

35

32

71

66

57

38

36

73

65

65

29

31

64

60

51

33

28

17

13

13

14

11

Key

Significantly higher than the total

Significantly lower than the total

H
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Overfour in five (82%)are satisfied with the branch servicesoffered by their their main financial provider
@an increase offour percentage points since last year. Satisfaction has steadily risen since 2023 and
for the first time, over half (51%) state they argery satisfied. Dissdisfaction levels are negligible. There
are minimal differences in overall satisfaction across the three main banks.

9.4 Satisfaction with Branch Service and Remote Services

Satisfaction with Branch Services from Main Bank E
(Base: All respondents who have current account: traditional bank - 1,427) B3A
a8 88
% Satisfaction x Main Current Provider
All respondents
2022 2023 zuzz. 2025
nsz 1:.15 1427
%
Very satisfied 5 I I I
33
4 | 33 35
3 32 33 32
17
: IS = n 12 12 10
Very dissatisfied] 2% Ay =8 e =Fm 2 el
Don't know 1 4 2 3 3 3 3 \
Any satisfied 75% 3% 78% 82% 80% 82% 82% [?:&e
(n28)
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Consumers aged65+ C2DEs and those living in Connaughtiister and Munster aremost satisfied with
the service received. Females alsotend to rate the branch services mae highly.

. - . - . .
Satisfaction with Branch Services from Main Bank x Demographics M BSA
(Base: All respondents with current account: 1,427)

Gender Age Social Class Region Area
Total Male Female 18-24 25-34 35-44 45-54 55-64 65+ ABCIF C2DE Dublin Leinst Munst Conn/ Urban Rural
er er Ulster
1427 682 745 1?9 202 295 293 228 290 818 609 430 389 365 243 959 488
% % % % % %
Very satisfied 5 H H H H H I
2 2 2

Very dissatisfied 1 -g- &2 _:1_ 10 _21- 4 + -ae % g
Don't know 4 3 2 3 1 2 3 2

2025 NET Satisfied 4/5 82 80 84 87 80 (76 80 79 | 90 79 87
2024 NET Satisfied 4/5 78 78 78 78 81 79 |72 78 80 77 81
2023 NET Satisfied 4/5 73 72 74 79 74 72 69 70 76 m 75
2022 NET Satisfied 4/5 76 75 76 80 78 76 75 74 T s 77
(026b)

Deparimint of Fnance
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Nearly four in five (78%) are satisfied with the remote servicesffer them their main bank, withclose to
half stating they very satisfied

Just four percent are dissatisfied with remote services- lower thanin previously years
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Younger customerstend to be most vocal in expressing satisfaction (8% among 1824 year olds, but
also high among 2534 year olds). Older respondentgarticularly those aged 65+ arenarginallyless
approving & 3% of them express satisfaction. Howevertheir view should be seen in the context of

them being less likely to have any opiniom14%of this cohort could not answer.

C2DEs weramore satisfied than ABC1s, along with those living in Munster.

Satisfaction with Remote Services from Main Bank x Demographics
(Base: All respondents with current account: 1,492) Q B&A
Gender Age Social Class Region Area
Total Male Female 18-24 25-34 35-44 45-54 55-B4  Bb+ ABCIF C2DE Dublin Leinster Munster Conn/ Urban Rural
Ulster
1482 713 778 139 218 3n 299 233 294 861 831 462 397 381 252 1014 477
% % % % % % % % % % % % % % % %
Very satisfied5 H
“
3
2 ] ——
Very dissatisfied1 __ _ P
ool H
2025 NET Satisfied4/5 78 75 81 85 81 77 80 74 73 74 82 75 74 (84 79 78 78
2024 NET Satisfied4/5 74 76 72 84 77 78 74 72 65 75 74 76 72 75 74 7% 73
2023 NET Satisfied4/5 73 68 78 82 80 74 72 69 65 72 74 73 72 74 74 72 74
2022 NET Satisfied4/5 71 70 7 85 79 77 77 60 50 72 69 74 M 71 65 74 64
Q13) , Jom s,
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Among the relatively small minority who are dissatisfied with branch service from their main financial
provider, the main reason cited wadack of staff (3126). Thisreasonhad U ¥ | L DC
figures are on a par with what wesaw prior to then. One in four (24%gited poor customer service/poor
staff attitudes (a decrease of ten points comparedo last year) These two factors are the most
prominent sources of dissatisfaction. Queues and slow service alsbecame more notable in 2025.

| i

eaedg

For remote services,technical issues arecited by one in four, with 17% mentioningooor customer
UDG €] AD| Aé i rR A furHedbnedneighiopitkf thal gmote services are too impersonal.

éenc U

from Main Bank
(Base: All dissatisfied)

Branch Service
(Base: All dissatisfied : 74)

%
Not enough staff/Nobody there _ 31
Poor customer service/poor attitude from start [ I 22
Long queues/slow service - 17
Mortgage issues - 7

Don't deal with cash - [

2023 2024
% %
31 46

35 34

Not happy, poor service, average - 6
High fees/charges - 5
Issue not resolved/couldn't complete my task - 5
Issues with the machines . 4
No loyalty to customers . 4
Limited services available . 3
Try to force you online I 2
2

Techissues/not user friendly I 2

Other - 8

Having to make appointments/Long wait for
appointments

Reasons for Dissatisfaction with Branch Service & Remote Services

Remote Service

(Base: All dissatisfied: 76)

Tech issues/phone compatibility/app not user
friendly

Poor customer service/can't get answer
Too inpersonal, prefer human contact
Cost/Charges/Fees/Rates

Waiting on phone for too long

Service too slow

Difficulty opening accounts, loan application,
mortgage, getting bank statements

Had issues with them

Branch too far away/having to deal with Dublin HQ
Limited services

Don't like online/app banking, not safe

No competition in the market

No loyalty

Other

12
n
10
10

- -
N
Ulbu_l

17

25

2023 2
%
22
41
6
3

20

...

024
%
13
24
23
13

20

Please note:A wider coding frame has been used fa025, so results are not strictly comparable.
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There is still a sizeable minority who cite dissatisfaction with the ease of contacting staff when calling
by phone.Onein five are unhappy, similar tolast year. That said,55%felt that getting in contact was

relatively or very easy

Rating of the ease of contacting staffin-branch has increasedagain this yearaover three in four (%6%)
provide a high rating upthree points since 2024.

Very easy

Relatively easy

Neither easy nor difficult

Relatively difficult

Very difficult

Don't know

Ease of Getting in Contact with Bank Staff

(Base: All respondents with current account: 1,496)

Overall Levels of Ease - By Phone

Have current account N - 1492

2025

46% 50%

SI%H 55%

14 n

21% 21% 20%

Overall Levels of Ease - In Branch

Have traditional currentaccount N - 1427

2022 2023 2024 2025

I68% Iss% I 73% 76%
13 I

-13% - 1% -Tl% 10 g9
== in -
[ 5 | | & |

Roinn Airgeadais

(0.32/0.33)  Department of Finance
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The vast majority feel that the process oflodging/withdrawing cash from their main bank is easy@Over
four in five (82%)agreed. There arg however, some regional differences evident Dubliners were least
satisfied while those living in Connaught / Ulster were happiest.

Ease of Lodging/Withdrawing Cash from Main Bank M -

(Base: All respondents with traditional current account: 1,427)

NET Easy x Location

Don't know

Very difficult Dublin

Relatively difficult
2&7%

8%

Leinster

I
Very easy

82%

Net easy

Relatively easy

Rural

(0.33b)

Roinn Airgeadais
Department of Finance
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10 Switching Behaviour & Experience

101 Switching Consideration/Incidence

Switching consideration for banking products continues to be somewhat limited, with juskight
percent having considered switching provider for current account (the corresponding figure ire024
was D%). Just six percent having considered switching a savings accounfalso down two points). A
further six percent have considered switching credit cards(down four points)

Ever Considered Switching Provider for Banking Products E BA
(Base: Allrespondents with product)
Considered Considered
switching switching
N-1492 N- 430
* 15% 35-44 * 27% B social class
Current  goy * 11% ABC1 Mortgage 16% * 32% HH income €100-150k
Payment < * 26% HH income €100-150k account @
Account * 29% HH income over €150k =
(-2) 14% Mortgage account (=
N-N177 N-272
* 14% B social class
Savings  §% * 17% HH income €100-150k Personalloans | 2%
OGO * 23% HH income over €150k
(-2%) (-2%)
N-599

13% B social class

12% Contactless by

smartphone preferred

payment method *For social class definition, please see Appendix 2

CreditCard  §%

(-4%)

(Figures in brackets refer to change from 2024)

Just two percent have considered switching provider for a personal loan, dowtwo from last year,
while mortgages are the one product where customers are potentially morékely to pursue other
options ®16% of them have considered a movesimilar to last year
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Five percent have switched current account in the past 5 yearsmarginally downsince 2024. One in

twelve (8%)have switched mortgage provider in the past 5 years.

Other products (savings, credit card and personal loans) remairelatively steady, with the levels of

switching below five percent in each instance

Switched Provider in the Past 5 Years

(Base: All respondents with product)

B s

Mortgage Account

%
10 10

2022 2023 2024 2025

Current Payment
Account

%

2022 2023 2024 2025 2022 2023 2024 2025

Savings Account

%o

5
4 & 4

Credit Card

%

4

4 4
I I 3

2022 2023 2024 2025

Other Personal loans

%

2 2 2 2
B EN

2022 2023 2024 2025

7

Roinn Airgeadais
(0.39) Department of Finance
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Among those who switched current account provider in the past five years}4% found the switching
process very easy However,one in 10switchers that found it difficult to switch current account
provider.

102 The Switching Process

Over half(53%) of those who have switched saving account found itery easyto switch.

Ease of Switching Provider E BsA

(Base: All respondents who have switched provider)

Current/payment Mortgage account* Saving account Credit card*
account

81
%

38 16

Very easy5

4 27

3 17
2
Verydifficult1 1

Don’'t know I SE——

*Cautionlow base size
*Data not shown for other personal loans base size too low

(0.42)
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Among those who switched current account provider in the past five years, three in fowere satisfied
overall, similar to 2024. However nearly one in 10 were unhappy with the process.

78%satisfied with the process of switching saving account(up three points).

Satisfaction with Switching Process M A

(Base: All respondents who have switched provider)

Current/payment Mortgage account* Saving account Credit card*
account
81 38 45 16
% % % %
Very satisfied 5 27
49
o,
76% 73% 78% 69%
(75%) (62%) (75%) (72%)
A
3
1
2 7 o, 12 o, o, o,
9% 19% o 4% 13%
Very dissatisfied 1 s L
Don't know
Top two box scores, datarounded to two decimal points *Cautionlow base size
Figures in brackets=2024
*Data not shown for other personal loans base size too low (0.43) @

Roinn Airgeadais
Department of Finance]
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Among those that switched in the past 5 years, the key driver wake exit of Ulster Bank and KBC from

103 Main Reasors for Switching /Not Switching

the market.

Other main drivers of switching werethe desire for better/more competitive rates and dissatisfaction

with the service received from their previous provider.

Main Reason for Switchingin Past 5 Years

(Base: All respondents who have switched provider)

Current/ Mortgage account* Saving account
Payment account

B s

Credit card*

81 38 45 16
% % % %
Bank exited the market [N 54 s 49 s 53 . ss
Lower fees/higherinterestrate(current/savingaccounts only) Il 16 13 | RE] Is
Dissatisfied with the service from previous provider [l 14 R 7 M3
No bank branches available nearby B 7 ] I3 0
Lower interest rate (mortgage/credit cards/loans only) iz 15 Is . 22
Functionality of banking applications/mobile app Is l4 s 0
Switched mortgage(current/savingaccountsonly) | 4 Is (A s
Cash back offer(mortgage/credit cards/loansonly) | 1 la |2 Is
The bank didn't offer a product yourequired | 1 | 2 | 2 Is
Other I 16 Bs B E] n7
*Caution: Small Base Size (0.45) {’}

Roinn Airgeadais
Department of Finance
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Among those who have noyet switched in the past 5 yearsa sizable proportionl & € D i

B o

Tec yi b uy

do soyet. There is a perception that the process is difficult (across all products)and that theprocess is

time consuming.

The cost of switchingis not seen to be a particularly obvious barrier, with the exception of changing

mortgage.

Main Reason for Not Switchingin Past5 Years

(Base: All respondents who have not switched provider)

... L

Current/payment Mortgage Saving account Credit card*
account account*
89 52 56 34
% % % %
Planning to switch but have not had time to 31 24 33 35
dosoyet
Difficult to change provider 28 30 23 15
Didn't have time to switch provider 19 19 26 24
Difficulty in gatheringthe required 15 16 21 27
information on switching
Nolonger interestedin switching 14 8 7 24
Lack of alternative providers/don‘tknow 1
where to switch to 10 18 15
Too expensive to switch 0 9 2 0
Other 7 21 7 5
*Caution: Small Base Size y- .
(r
(0.44) Y

nmnn Awgsadan
Departm
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Among those who have switched, or are considering doing soyer one in three(35%) used comparison
websites/tools. This is marginally down since 2024

104 Usage of Comparison Tools

Of those who used these tools, Bonkex.ie and Switcher.ie are by far the most popular sites to visjt
Fl Ul & gwayl Did onabD | n gowid C] Obeyrgight (13%)tded ©CP@e.] T H && I

Use of Comparison Tools When Switching/Considering @ B&A

(Base: All respondents who have switched or considered switching N - 254)

Everused Comparison Tool Used
Comparison Tool (All who used N - 92) %

Financial providers’/banks’ own websites - 25

CCPC.ie (Competition and Consumer - 13
Protection Commission)

Do not recall . 9

(202439%) -4% Other I4

35%

Yes

(0.40/41) @?

Roinn Airgeadais
Department of Finance
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Among switchers and those who have considered switching, comparison website/tool usage is
significantly higher amonghigh-net worth individuals and significantly lower among older consumers

Have used comparison websites/tools x Demographics

Yes
TOTAL Total 35
Gender Male 38
Female 31
Age 1824 27
25-34 35
3544 44
45-54 42
55-64 14
65+ 13
Social Class ABC1F 38
C2DE 26
Region Dublin 36
Leinster 47
Munster 27
Connaught/Ulster 26
Urban Rural Urban 36
Rural 33
Have used comparison websites/tools x Financial Context Yes
Household Income meOgaaa o0 tDUU 17
me Og-anddB g a a a 33
mOag-an&R agaaa 39
mEaagwmdGagaaa IS
weEDi mEOagaak 33
Main current account AIB 35
provider Bank of Ireland 31
PTSB 51
Credit union -
Revolut 18
Banking Products Held Savings account 39
Mortgage account 44
Credit card 43
Overdraft 42
Net Loans 33
Car loan/car financing 33
Key Significantly higher than the total H
Significantly lower than the total
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There is a perception that the greatest level of choice in thenarketplace is for savings accountsa44%
believe thereis more choice forthese products, followed by current accounts and credit cardsThe
perceived level of choice / competitivenessfor mortgages has regressed from 32% in 2024 to 28% this
year. Choice among ¢her personal loans have slipped five points to 36%

105 Level of Choicein Market

The perceived competitiveness for mortgage products lags behind all other products, similar to
previous years.

Level of Choice/Competitiveness in Market M B8A

(Base: All respondents: 1,511)

Current/payment Mortgage account Savingaccount Creditcard Otherpersonalloans
account
2022 2023 2024 2025 2022 2023 2024 2025 2022 2023 2024 2025 2022 2023 2024 2025 2022 2023 2024 2025
1507 1501 1515 1511 1507 1501 1515 1511 1507 1501 1515 1511 1507 1501 1515 1511 1507 1501 1515 1511
% %o %o % % % % %o % % %o %o % % % % % % % %o
salmofchuimllll ..l. IIII IIII IIII
17 n 15
17 7 17 17 18
4 23 22 21 19 29 25 21 20 24 21
19 21 28 23
24 18
23 19 23 22
3 n 9 23 20 20 18
29 22 28 8 21 28 22 23
8 16 7 7 6 5
12 24 6 7
8 8 8 7 s g8 9 5 8
2 n o4 8 5 8 5
9 B 10 7 7
7 8
. . 8 8 34 36 36 6
1very little choice 9 29 7 29 25 29 28 29 31
20 20
Don'tknow 12 18 16 16 12 17 17 20
Mean 3.36 3.17 3.42 3.48 3.25 3.09 3.40 3.26 3.59 3.39 3.55 3.56 3.51 3.41 3.65 3.61 3.50 3.37 3.61 3.53

Roinn Airgeadais
(0-46} Department of Finance]
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Those aged1824 year olds are more likely to feel there is a lot of choice in the mark&ir many

products. Older respondents (particularly those aged 65+) are most likely to feel there is a lack of
options available.

Those rating 4-5 ®a lot
of Choice

Gender Age Social Class

Male Female 1824 25-34 3544 45-54 5564 65+ ABCILF C2DE

Base 1511 | 725 786 140 218 313 302 238 300 | 869 642
% % % % % % % % % | % %
Savings account 44 43 45 44 47 44 37 39 | 44 44
Current account 41 39 43 43 41 38 38 37 | 42 39
Credit card 40 38 41 48 40 37 41 44 33 | 42 37
Mortgage account 27 26 29 21 25 31 32 26 26 | 28 27
Other personal loans 36 36 36 38 40 33 41 36 29 | 37 34
None 41 42 41 32 40 40 42 42 39 44

Munster residents in particular are more likely to perceive that there are lot of choices available across
all products.

Those rating 4-5 oa lot of Choice

Region

Conn/

Dublin Leinster Munster Urban Rural
Ulster

Base 1511 467 403 385 256 1028 483
% % % % % % %
Savings account 44 41 39 41 45 42
Current account 41 41 37 38 43 38
Credit card 40 42 32 - 37 42 36
Mortgage account 27 24 24 26 27 27
Other personal loans 36 37 34 39 31 38 31
None 41 39 | 41 3 47 38 47

Ke Significantly higher than the total
y Significantly lower than the total
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Among holdersof specific financial products, credit card holders are more likely to acknowledge
greater choice in the marketplace.The greatest drop in peceived competitiveness isamongthose
holders of other personal lcans (down fiom 56% to 31%and mortgage holders (down nine points to
35%.41%o0f current account holders agree that there is a plenty of choice.

Looking acrossnearlyall product types, the perceived level of choice haslecreased over the past year
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11. Cash vs Card Payment

111  Preferred Payment Method In- Store

Debit Cardsremain the preferred payment method when instore, but they havedecreased in
preference each year since 2022.

Cash paymentsoptions have stabilized at 22%, down oneThe rise ofusing contactless payment by
smartphone continues, andnow stands at27%. Smartphone payments are being driven by 184 year
olds 65%), 2534 year olds 44%) and 3544 year olds (8%), whereas cash is driven by 564 year olds
(35%) andnearly half (45%)of all those aged 65+.

Dubliners are most likely to use smartphones3{%6), along with ABC188%).

While debit cards are most widely used, it is also the payment formvhere consumers are most likely to
experience issues withthe payment method. Eight percent have experienced issues paying with
acceptable of debit cards in thepast year, whilesix percent have experienced issues in relation to cash
payments.

Preferred Payment Method In-Store

(Base: Allrespondents: 1,511)

Incidence of experiencing

% issues with payment - 2025 o
I 47
= 2025 bt a1 e 50 8% o

2024 57
= 2023 u3
2022 Creditcard o o 2% of all adults prefer
3 . L]
E— 7 paying by cash in-
Contactless by smartphone I 2223 3% store
N 9 (-1% from 2024)
Contactless by smart
watch/fitness band :;]: 1%
Cash e 94 6%
20

0.47/0.47a
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Demographics x Gender, Age & Class

Gender Age Social Class
I ———— Y -

Male Female\ 1824 25-34 35-44 45-54 55-64 65+ ABCIlFC2DE

Base 1511 | 725 786 | 140 218 313 302 238 300 | 869 642
% % % % % % % % % % %

Net cards 77 78 77 92 91 91 79 65 54 84 70

Debit card (Pin / 47 | 46 48 | 36 44 53 53 48 45 | 47 48

Contactless)

Contactless by 27 | 28 26 | 55 44 3 21 13 3 | 33 20

smartphone

Cash 22 22 22 7 8 9 21 35 46 15 30

Credit card (Pin / 3 3 4 5 3 5 4 3 6 4 2

Contactless)

Contactless by smart 1 1 1 1 1 0 1 0 _ 1 1

watch/fitness band

Demographics x Region & Area

Region ‘ Area ‘

Dublin Leinster Munster conn Urban Rural

Base 1515 467 403 385 256 1028 483
% % % % % % %

Net cards 77 87 78 71 71 80 73
Debit card (Pin / Contactless) 47 45 52 43 51 a7 48
Contactless by smartphone 27 37 23 25 18 29 22
Cash 22 12 21 28 28 19 27
Credit card (Pin /Contactless) 3 6 2 3 2 4 2
watchiness band : o 1 0+ ]t o

Significantly higher than the total
Key —
Significantly lower than the total
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The averagereported proportion of cash spending instore relative to total spend is 31% (quite similar
to 2024), with the most mentioned intervalcontinues to be the range from 10% to 30% of spending.

Cash Percentage of In-Store Spend EB&A

(Base: All respondents access cash : 1,382)

Lessthan 5% gy’ 2025 Average

From5% to 10% R
S m 2025

33 2024
From 10% to 30%
[ 29 w2023

KK 2022
From 30% to 70% _ 20

o 22 2024 Average =35%
70% or more e

oo
(7
N
o
Roinn Airgeadais
(0.49)  pepariment of Finance
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Those aged 65 older and C2DEs are more likely to spend a higher proportion each week using cash.
Those under the age ob4 are more likely to have lower proportions of their spend in cash, and thereafter
the switch to cash becomes more pronounced.

Gender Age ‘ Social Class

Male Female 1824 25-34 3544 45-54 55-64 65+ |ABC1F C2DE

Base: 1382 | 653 729 119 184 273 288 226 292 | 767 615
% % % % % % % % % | % %

Less than 5 17 16 17 19 23 20 20 13 8

From 5 to 10 14 14 14 15 14 18 14 14 10 | 17 11

From 10 to 30 29 31 28 | 41 38 31 26 24 23 | 31 27

From 30 to 70 18 17 18 15 16 18 17 15 | 17 18

70 or more 22 22 23 10 9 12 17 14

Mean 336 | 33.2 340 | 217 208 250 306 42.0 52.3|259 414

Dubliners spend the lowest proportion of their outgoing with cash, whereas thosein Munster and
Connaught/Ulster and those in rural areas in general are more likely to spend a higher proportion of their
weekly outgoings in cash

Region Area
Dublin LEIE TS Conn/Ulster  Urban Rural
ter ter
Base: 1382 404 372 363 243 926 456
% % % % % % %
Less than 5 17 - 21 12 9 17 16
From 5to 10 14 12 12 12 16 10
From 10 to 30 29 29 26 29 34 30 27
From 30 to 70 18 13 19 21 19 17 19
70 or more 22 16 22 26 27 20
Mean 33.6 24.8 33.6 38.5 39.2 30.9 38.2

‘o Significantly higher than the total H
y Significantly lower than the total
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1n2 Most Common Method for Cash Withdrawals

. N

F Just one inten (11%)use cashback from retailers most often, and this formof cash withdrawal has

been trending downwards since 2022.

Most Common Methods for Cash Withdrawals
(Base: All respondents: 1,511)

ATMs 4
Withdrawal from counter at a bank branch 17
Withdrawal from counter at Post Office -8a
Cashback from a retailer e 18
Paid in cash by your employer/government transfer
Other

| never use cash

m 2025
2024
2023
2022

2%

conducted cash
transactions,
compared to 91% in
2024. 8% stated
they never used
cash
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Gender Age Social Class
Total

Male Femal% 1824 25-34 3544 45-54 5564 65+ ABCI1F C2DE
Base
% % % % % %

Any 92 90 93 85 85 88

ATMs 78 78 78 76 81 79

Withdrawal from

counter at a bank 12 13 11 8 7 7

branch

Cashback from a 11| 112 12 | 9 10 10 . 12 8 12 10
retailer

Withdrawal from
counter at Post Office 8 6 9 5 2 3 > 1 - > 10

Paid in cash by your

employer/government| 1 2 1 2 1 0 2 1 1 1 2
transfer
Other 2 1 2 1 1 2 2 1 2 1 2

Region Area

Dublin Leinster Munster Connaught/Ulster Urban Rural
Base 1511 | 467 403 385 256 1028 483
% % % % % %
Any 92 86 93 94
ATMs 78 78 77 75

Withdrawal from counter at 12 9 10 15
a bank branch

Cashback from a retailer 11 3 13 12 _ 10 14

Withdrawal from counter at

Post Office 8 2 9 10 11 6 10
Paid in cash by your

employer/government 1 1 1 1 1 2 1
transfer

Other 2 1 1 1 2 1
| never use cash 8 7 6 5 10 6

Significantly higher than the total

Key

Significantly lower than the total
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Appendix 1oThe Questionnaire
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Department of Finance Consumer Sentiment Survey
Questionnaire Final 2025

GoodNo6dGin)] fnHGg
nCWAU] iH &

A

financial services.

C

g U D an oIpsms@&A"theeanependegt @ﬁshgnarbet\research agency. We ar
ieEbDt on ablérg o0¢g UYUI D @DFéeayUNDA Uy

e

The survey itself will take about 15 minutes to complete. It will be conducted in accordance with Market
Research Society guidelines.

All information that we collect will be kept in the strictest confidence and results will be reported at a

merged level only. It will not be possible to identify any particular individual in the results and no information

will be provided to anyone that could identify you personally.

CONSENT
Are you happy to proceed with the interview?

Q.A

Yes

No

Firstly, | would like to ask you a few questions to make sure that we talk to a wide cross sectionpeople.

SCREENING SECTION

S.1Interviewer record gender

1: Male
2: Female
3: Other

S.2Interviewer record date ofbirth - ALL TO BE AGED 18+

|

S.3 Are you yourself the chief wage earner in your household or not? That is the person who contributes most

money to the household income?

Yes
No

74| Page
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(If farmer, state acreage. Ifproprietor/manager/supervisor, state number of employees. If unemployed for
over a year or widow on State Pension, ask about Chief Wage Earner).

OCCUPATION OF CHIEF WAGE EARNER

c1
c2
DE
F50+
F50-

~NO OB WDN R

Banking Products & Provider (incl. Fintech)

ASK ALL
1. Do you use any online/mobile apps to conduct your daip-day banking?
a. Yes
b. No

ASK ALL
2. Who do you hold your main current account with? Byain current account, we mean the account you
ADY +owd Uétedt| UoA|l et FDrgeoaD Tet NDnyU| oYUl DI Fét N
payments, your main current account is the account that you use the most for your datp-day
transactions. This could be with a traditional bank, a credit union, the post office or an online bank.
SINGLE CODE, DO NOT READ OUT
AlB
Bank of Ireland
PTSB
Credit union
An Post/An Post money
Revolut
N26
Bung
Other, please specify:
Do not have currentaccount

o

R B NN
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ASK THOSE WITH CURRENT ACCOUNT IN Q2
3. In addition to your main current account with <INSERT BANK FROM Q.2>, which of the following
banks/providers do you use for banking even if just occasionally.
MULTICODE, READ OUT, EXCLUDE ANSWER OPTION CHOSEN IN Q.2

a. AB

b. Bank of Ireland

c. PTSB

d. Credit union

e. An Post/An Post money

f. Revolut

g. N26

h. Bung

i. Other, please specify:

j- None, do not use any other banks/providers
ASK ALL

4. Which of the following financial products do you currently hold?
MULTICODE, READ OUT

a.

ST@ "o a0 T

Savings account

Mortgage account

Credit card

Overdraft

Car loan/car financing

High-cost credit products, e.g. loans with an interest notably higher than bank lending rates
Other personal loan

Buy Now Pay Later product, e.g. when you buy a product or service and pay for it in
instalments

Crypto product, e.g. investment in cryptocurrencies

Open banking service e.g. where you have shared your financial data with a third party to
access an addon banking service or product

Other, please specify:

None

ASK THOSE WITH CURRENT ACCOUNT IN Q2
5. Do you avail of any of thdollowing services from your main current/payment account provider
<INSERT MAIN BANK FROM Q.2>?
MULTICODE, READ OUT, INCLUDE ANSWERS SELECTED IN Q4

a.

S@ "o ao0oT

Savings account

Mortgage account

Credit card

Overdraft

Car loan/car financing

High-cost credit products, e.g. loans with an interest notably higher than bank lending rates
Other personal loan

Buy Now Pay Later product, e.g. when you buy a product or service and pay for it in
instalments

Crypto product, e.g. investment in cryptocurrencies

No, have none of these with <INSERT MAIN BANK FROM Q.2>
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ASK THOSE WITH CURRENT ACCOUNT IN Q2

6. Do you avail of any of the following services with any providers who areot your main
current/payment account provider?

MULTICODE, READ OUT, INCLUDE ANSWERS SELECTED IN Q4
a. Savings account

Mortgage account

Credit card

Overdraft

Car loan/car financing

High-Cost Credit Products

Other personal loan

Buy Now Pay Later product, e.g. when you buy a product or service and pay for it in

instalments

i. Crypto product, e.g. investment in cryptocurrencies

S@ "o o0oT

j- No, have none of these with a provider different from my main current/payment account
provider

ASK THOSE WITH CRYPTO PRODUCTS IN Q4 (CODE i)

6a. You have said that you invest in cryptocurrencies. Which of the following sources of funds, have
you ever used to invest in cryptocurrencies?

MULTICODE, RANDOMISE LIS

a. Savings

b. Disposal income

C. Work bonus

d. Credit card

e. Overdraft

f. High costcredit products, e.g. loans with an interest notably higher than bank lending rates
g. Other personal loan

h. Other, please specify

ASK THOSE WITH CURRENT ACCOUNT WITH REVOLUBNRE)OTHERN Q/Q3
7. You mentioned you have an account witkINSERT REVOLUT/N2BUng/Other>. What does <INSERT
REVOLUT/N26Bung/Other> offer that the more traditional retail banks do not offer, if any? Probe
fully: Anything else? What else?
MULTICODE, DO NOT READ OUT
a. Free banking
b. Instant money transfer
c. Investment opportunities
d. Foreign Exchange
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Splitting bills

Saving options, e.g. vault

Debit cards for children

Information on spending

Great/user-friendly app for mobile banking

Crypto product, e.g. investment in cryptocurrencies

Other, please specify:

[.  <INSERT Revolut/N2688ung/Cther> does not offer anything that the more traditional retail
banks do not offer

m @QnirRY LAOGF| noyYy UwaD

~T T T@ o

ASK THOSE WITH CURRENT ACCOUNT WITH REVOLUBNR®IN Q2/Q3

8. How important are the following products/services for you in relation to using <INSERT
REVOLUT/N2BBUNQ>, on a scale from®Ea FI DiD E U (noy éy étt | NFO
] NFoayenuyrd

Free banking

Instant money transfer

Investment opportunities

Foreign Exchange

Splitting bills

Saving options, e.g. vault

Debit cards for children

Information on spending

Great/user-friendly app for mobile banking

. Crypto product, e.g. investment in cryptocurrencies

Scale: 110, include DK

T T Se@ o o0 T

ASK THOSE WITH CURRENT ACCOUNT WITH REVOLUBNRE)OTHER IN Q2/Q3
9. How much do you agree or disagree with the following statement on a scale from5lwhere 1 is
t UytdonALt C|UeAGDDr &en8C O | U rUyYtGonALt eéRODDrd

The services offered by <INSERT REVOLUT/NBJINQOther> is a very good substitute for the
services offered by the more traditional banks

Scale: 15, include DK
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Branch & Remote Customer Service \

ASK THOSE WITH CURRENT ACCOUNT WITH TRADITIONAL BANK

(CODE AGINQ.2)
10. How close is the nearest branch of your main current/payment account providekINSERT MAIN

BANK FROM Q.2>?
a. Lessthan 5km

5-10 km
1020 km
More than 20km

@ HRY LAOF

®oooT

ASK THOSE WITH CURRENT ACCOUNT IN Q2
11. What is your main form of contact with your main current/payment account provider <INSERT MAIN
BANK FROM Q.2>?
SINGLE CODEEHOWCARD

a. Online (but not through mobile app)
b. Through their mobile app
c. Over the phone
d. In writing (letters)
e. In person (branch visits)
f. Emall
g. Other, please specify:
ASK ALL
12. What is your preferred form of contact with your bank for each of the transactions listed below?
Services Options to appear for eachSHOWCARD
a | Lodge/withdraw cash 1. Online (but not through mobile app)
b | Transfer money 2. Through their mobile app
c | Pay hills 3. Over the phone
d | Financial advice 4. In writing (letters)
e | Savings 5. In person (branch visits)
f Foreign exchange 6. Email
g | Direct Debit
h | Standing Order
7. Other, please specify:
8. Not applicable

ASK THOSE WITH CURRENT ACCOUNT IN Q2
13. How satisfied are you with any remote dealings (by phone, online or through the mobile app) you
have had with <INSERT MAIN BANK FROM Q2>, using a scale of 1 to 5 where 1 is not at all satisfied
and 5 being very satisfied?

leVery dissatisfied | 5 oVery satisfied @0 n R
1 2 3 4 5 know
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ASK IF DISSATIFIED (CODE@)1L

14. You mentioned you were dissatisfied with the service you received from <INSERT MAIN BANK> when
dealing with them remotely, why did you say thisRECORD VERBATIM

ASK ALL
15. Have you made a formal complaint to any financial servigerovider/bank in the past 12 months?

a. Yes
b. No

ASK ALL WHO MADE COMPLAINTS (CODE A)
16. What was the primary reason for your complaint?
SINGLE CODE, SHOWCARD

a. Issue with customer service

b. Issue with current/savings account
c. Issue with amortgage product

d. Issue with an insurance product

e. Issue with an investment product
f. Issue with a loan product

g. Issue with a pension product

h. Issue with fraud/scam
h. Other, please specify:

ASK ALL WHO MADE COMPLAINTS (CODE A)

16b Did the complaint/issue lead to any of the following consequences for you?
MULTICODE, READ OUT

I had problems paying bills

| went into my overdraft

| lost money

| had to borrow money

My credit rating was affected

| spent significant time resolving the problem

| incurred charges

| suffered stress

Other significant, negative impact, please specify:
No negative impacts [SINGLE CODE]
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ASK ALL WHO MADE COMPLAINTS (CODE A)

17

18.

. Through what channel did you submit your complaint?
MULTICODE, SHOWCARD

a. Online (but not through mobile app)
b. Through their mobile app

c. Over the phone

d. In writing (letters)

e. In person (branch visits)

f. Emalil

g. Other, please specify:

ASK ALL WHO MADEOMPLAINTS (CODE A)

you?
DO NOT READ OUT

a.Yes
b. No

c. Still waiting to hear back fromthem.

ASK ALL WHO WERE DISSATISFIED (CODE B)

Did your financial service provider/bank resolve your complaint in a manner that was satisfactory to

19. Did you make a complaint to the Financial Services and Pensions Ombudsman?

a. Yes
b. No

ASK ALL WHO CONTACTED THE OMBUDSMAN (CODE A)

20. Did the Financial Services and Pensions Ombudsman resolve your complaint in a manner that was

21.

satisfactory to you?

a. Yes
b. No
c. Still waiting to hear back fromthem.

ASK ALL WHO DID NOT CONTACT THE OMBUDSMAN (CODE B)
MULTICODE, DO NOT READ OUT

é6d @ Cnry TeebD Y| ND Yo FwialUwD &
b. Difficult to make a complaint

c. Difficulty in gathering the required information to make a complaint
Cd @ CnrY LAoF FIDOD Yo FwaUwD
e. Planning to make a complaint but have not done so yet

f. No longer interestedin pursuing this complaint

g. Other, please specify:

&

Why did you not make a complaint to the Financial Services and Pensions Ombudsman?
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ASK ALL

25. Are you aware of the following agencies/bodies do?
READ OUT, RANDOMISE

a) Competition and Consumer Protection Commissiof(CCPC)
b) Money Advice & Budgeting Service (MABS)

c) Insolvency Service of Ireland (ISI)

d) Financial Services and Pension Ombudsman (FSPO)

Scale: Yes, No

ASK ALL
26. Do you know what the following agencies/bodies do?
READ OUT, RANDOMISE, ONLY SHOW CODES ANSWERED IN Q25

a) Consumer Complaints and Consumer ProtectioCCPC)

b) Money Advice & Budgeting Service (MABS)

¢) Insolvency Service of Ireland (ISI)

d) Financial Services and Pension Ombudsman (FSPO)
Scale: Yes, No

ASK THOSE WITH CURRENT ACCOUNT WITH TRADITIONAL BANK
(CODE AGIN Q.2)
26. How satisfied are you with dealings you have had with <INSERT MAIN BANK> in a bank branch, using
a scale of 1 to 5 where 1 is not at all satisfied and 5 being very satisfied?

1 = Very dissatisfied | 5 oVery satisfied @0 nR
1 2 3 4 5 know

ASK IF DISSATIFIED (CODES 1 & 2)
27. You mentioned you were dissatisfied with the service you received from your bank when dealing with

them in branch, why did you say thisRECORD VERBATIM

ASK HOSE WITH CURRENT ACCOUNT WITH TRADITIONAL BANK (G®DE®2)
28. If you visit a branch of <INSERT MAIN BANK>, which of the following would best describe your reasons
for visit? Any other reasons?
SHOWCARD, MULTICODE
a. Lodge/withdraw cash
Transfer money
Pay bills
Speak to someone regarding a specific product, e.gnortgage/loan/overdraft, etc.
Financial advice

®PoooT
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f. Savings

g. Foreign exchange

h. Other, please specify:

i.  Never visit a branch with <INSERT MAIN BANK>
ASK ALL

29.

How confident would you be iman automated service in a branchhandling all of the services below
H noyYy ey értt Aong| CDnyr énc

onascalefrom10g F|] Yl E abD] n

Services

Scale (15), incl. DKSHOWCARD

Lodge/withdraw cash

Transfer money

Pay hills

Financial advice

Savings

D |0 |T |

Foreign exchange

30.

ASK ALL
How confident would you be irconducting the services below online on a scale from 45, with 1 being
encC O abD|nA peDit AO6Rng| CDRAUYI

(noy ey étt Aong|] CDAUr

Services Scale (15) incl. DKSHOWCARD
a | Transfer money
b | Pay bills
c | Speak to someone regarding a specific
product, e.g. mortgage, loan, overdraft
etc.
d | Financial advice
e | Savings

ASK THOSE WITH CURRENT ACCOUNT IN Q2
31. How often do you use online banking from <INSERT MAIN BANK>, whether conducted on your

computer or via your phone?

At least once a week

Once every 2 to 3 weeks

Once a month

Once every 23 months

Less often than once every 3 months
Never/l do not use online banking

~®o0oTp

ASK THOSE WITH CURRENT ACCOUNT

32. From your experience, how easy is it to get inontact with a person from <INSERT MAIN BANK> when
calling by phone?

a. Very easy

Relatively easy

Neither easy nor difficult
Relatively difficult

Very difficult

@nNRY LAOF

~poomT
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