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INTEREST IN ONLINE BANKING FLATTENS
Concerns about Personal Information, Identity Theft, and Services Stall Growth
According to Ipsos Insight’'s Annual Online Banking Survey

September 6, 2005, New York, NY— After years of dramatic growth in online banking penetration, the percentage of
Americans who conduct personal banking activities online remained unchanged during the 12-month period ending
August 2005. According to results from a new survey of 1,000 American adults conducted by Ipsos Insight, the global
market research firm and member of the Ipsos Group, the reasons behind the stall are concerns about hackers stealing
and using personal information and fears that some companies may be selling client records to third parties. Thirty-nine
percent of Americans conduct banking online. The results mark the third year of Ipsos Insight’s study of online banking
behaviors.

The proliferation of “phishing” and highly publicized hacker tactics have thwarted industry efforts to convince customers
that online banking is safe:
o 83 percent of survey respondents who conduct their personal banking online reported concerns over protecting
their personal information from theft;
73 percent of people said personal information theft is a deterrent for them to use online banking;
survey respondents were equally concerned about banks selling their personal information to a third party, with 72
percent of respondents citing the issue as extremely or very important.

5 Ways to Improve Your Customers’ “The industry needs to convey that they are, in fact, addressing
Online Banking Experience the fundamental issues of personal information protection and
theft associated with online banking because the public’s
W Never/Rarely conduct banking activities online misperception is what’s deterring growth,” said Doug Cottings,

Senior Vice President of Ipsos Insight’s Financial Services
Division. “There are specific ways companies can make online
Make me assured my information won't be sold to other companies ~ banking a better experience, beginning with assuring customers

M Frequently/Sometimes conduct banking activities online

m that their information won’t be sold to third parties.”
87%
Make me assured hackers won't steal my information

66% But those who do it, are doing it more

83% Those who bank online are doing so slightly more frequently.

Make it easier to contact a real person Survey results show the average number of times per month

65% people use online banking to:
_ 1% e pay bills is 5.1 times per month in 2005, up from 5 in
Make it easier to navigate 2004;

349 e manage assets, such as stocks, mutual funds, and
52% retirement funds, is 4.3 times per month in 2005, up

from 3.7 in 2004;
e transfer funds is 3.1 times per month, up from 2.5 in
53% 2004,
e make balance inquiries is 8.2 times per month,
compared to 7.1 in 2004.

If | had a faster internet connection
31%

Base: 1,000 American adults
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Online Personal Banking Activities One area of growth for online banking activities is customers
: ) signing up for more new financial and banking services online.
How many times per month do you conduct each of the following Approximately one-third of all new credit card, investment

persqnal banking activities? accounts, and mortgages applications were made online.
W 2005 2004

“Banks’ best option for growing business is deepening existing

Make an account balance inquiry online customer relationships since they are already aware of and
— g2  experiencing the convenience of online banking,” said Cottings.
71

Transfer funds between accounts online Online banking among various demographics has remained
‘ 3.1 relatively unchanged or decreased:

] ] ’ e Thirty-six percent of females are frequently or
Pay bills online sometimes banking online (no change from 2004),
_5,5_5,1 compared to 42 percent of males (down from 44

percent in 2004).

Manage your assets, such as stocks, mutual funds, and

retirement funds, online e Usage by 18- to 34-year-olds has remained stable, from
_ 43 54 percent in 2004 to 53 percent in the most recent
3.7 survey.
Base: Frequently or sometimes use the Internet for personal banking ° The older demographic has decreased their usage from
2004 sample size=335 2005 sample size =294 21 percent of those aged 55 and older conduct banking
E © Ipsos Insight 2005 online, compared to 26 percent in 2004.
“People are hesitant to use online banking due to heightened

concerns and skepticism of the industry,” said Cottings. “Among
Which of the f_ollowing types of financial/banking services have you 18- to 34-year-olds, there’s the suspicion of banks being too
signed up for in the past year? much like Big Brother watching, whereas the older groups don’t
B Online M Total think panks are doing enough. With only 39 percent of
Americans using online banking, there is tremendous market

Credit card potential for banks that can allay customers’ fears.”
5% 15%
Checking account For more information, please contact:
Doug Cottings
Investment account Senior Vice President, Financial Services Division
3% 99 Ipsos Insight

tel: 704.287.0041
email: doug.cottings@ipsos-na.com
or
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3%

Mmga 10% Diane Johnson
3 Special consultant to Four Leaf Public Relations LLC
Horme Syt loan tel: 703.391.2056
- - email: diane@dtjorg.com
Automobile loan
. 12% Methodology
Savings account Data were gathered August 2—4, 2005 using /lpsos U.S.
4% A0 Express, a weekend turnaround omnibus surveying 1,000
Base: 1,000 American adults American adults ages 18 and older via telephone. The margin of
© Ipsos Insight 2005 error is +/- 3.1 percent.
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Ipsos

Ipsos is a leading global survey-based market research company, owned and managed by research professionals. Ipsos
helps interpret, simulate, and anticipate the needs and responses of consumers, customers, and citizens around the
world.

Member companies assess market potential and interpret market trends. They develop and build brands. They help
clients build long-term relationships with their customers. They test advertising and study audience responses to various
media. They measure public opinion around the globe.

Ipsos member companies offer expertise in advertising, customer loyalty, marketing, media, and public affairs research,
as well as forecasting, modeling, and consulting. Ipsos has a full line of custom, syndicated, omnibus, panel, and online
research products and services, guided by industry experts and bolstered by advanced analytics and methodologies. The
company was founded in 1975 and has been publicly traded since 1999. In 2004, Ipsos generated global revenues of
€605.6 million ($752.8 million U.S.). Visit www.ipsos.com to learn more about Ipsos’ offerings and capabilities.

Ipsos Insight

Ipsos Insight, the flagship marketing research division of Ipsos in the U.S., has industry specialists serving companies in
the following sectors: consumer products; technology and communications; health and pharmaceuticals; financial
services; cable, media and entertainment; agrifood; energy and utilities; and lottery and gaming.

Ipsos Insight provides custom and tracking research services to domestic clients, as well as U.S.-based multinationals. It
offers concept and product testing, package testing, attitude and usage studies, omnibuses, tracking systems, brand
equity, price optimization, segmentation, marketing models, advanced analytics, and global research. Ipsos Insight is an
Ipsos company, a leading global survey-based market research group. To learn more, please visit www.ipsosinsight.com.
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