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Foreword

BrandsEye’s decision to focus its 2020 Banking Sentiment Index on the market 

conduct related conversation on social media is particularly pertinent given the 

UHFHQW�GHYHORSPHQWV�LQ�6RXWK�$IULFDȇV�ȴQDQFLDO�VHUYLFHV�UHJXODWRU\�ODQGVFDSH�

7KH� VKLIW� WR� D� 7ZLQ�3HDNV�PRGHO� DLPV� WR� HQVXUH� IDLU� RXWFRPHV� IRU� DOO� ȴQDQFLDO�

customers, including banking customers. This principles-based approach builds 

on the Treating Customers Fairly (TCF) initiative. It replaces the old tickbox 

compliance approach in favour of one that results in fair outcomes for customers. 

In July this year, the Financial Sector Conduct Authority (FSCA) published the 

ȴQDO� %DQNLQJ� &RQGXFW� 6WDQGDUG� GHVLJQHG� WR� HQVXUH� WKDW� EDQNV� RSHUDWH� ZLWK�

transparency and fairness. The Standard is based on the six TCF outcomes and 

empowers the regulator to take action against banks that do not comply with its 

conduct requirements.

TCF-related customer complaints range from those about unauthorised debit 

orders to complicated product explanations and misleading advertising. 

BrandsEye has shown that these types of complaints are increasingly occurring 

on social media.

The FSCA has adopted a data-driven strategy to understand the extent and nature 

of these complaints, helping us identify patterns of behaviour at an individual 

bank and sector-wide level. Part of this strategy includes the monitoring of TCF 

conversation on social media. 

7KH� UDSLG� GLJLWLVDWLRQ� RI� WKH� ȴQDQFLDO� VHUYLFHV� LQGXVWU\� KDV� EHHQ� GULYHQ� E\�

consumer demand for digital services, particularly in the banking industry which 

has seen the introduction of new digitally-focused entrants. The adoption of digital 

banking services has also been accelerated by social distancing and Covid-19. As 

a result, consumers are increasingly seeking help from, and lodging complaints 

with, their banks on digital channels such as social media. 

Social media is indeed a rich source of conduct-related conversation that banks 

ought to pay close attention to. As the regulator, we are concerned with the 

YROXPH�RI� WKHVH� FRPSODLQWV� WKDW� %UDQGV(\H� KDV� LGHQWLȴHG�� %UDQGV(\HȇV� ȴQGLQJ�

that 90.7% of customer complaints on social media included TCF compliance 

themes illustrates why it is so crucial that banks monitor social media for these 

conversations. 
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If banks take a global view of their customers’ experiences, which include 

awareness of conversations on social media, they can identify the root causes of 

complaints and ensure that their customers do not have repeat issues in future. 

This will, in turn, improve overall conduct and help them deliver fair outcomes for 

their customers. 

Caroline Da Silva 

Divisional Executive of Regulatory Policy

The Financial Sector Conduct Authority 

OUTCOME 1 &XVWRPHUV�FDQ�EH�FRQȴGHQW�WKH\�DUH�GHDOLQJ�ZLWK�ȴUPV�ZKHUH�
TCF is central to the corporate culture

OUTCOME 2 Products & services marketed and sold in the retail market are 
GHVLJQHG�WR�PHHW�WKH�QHHGV�RI�LGHQWLȴHG�FXVWRPHU�JURXSV�DQG�
are targeted accordingly

OUTCOME 3 Customers are provided with clear information and kept 
appropriately informed before, during and after point of sale

OUTCOME 4 Where advice is given, it is suitable and takes account of 
customer circumstance

OUTCOME 5 3URGXFWV�SHUIRUP�DV�ȴUPV�KDYH�OHG�FXVWRPHUV�WR�H[SHFW��DQG�
service is of an acceptable standard and as they have been led 
to expect

OUTCOME 6 
 

Customers do not face unreasonable post-sale barriers 
LPSRVHG�E\�ȴUPV�WR�FKDQJH�SURGXFW��VZLWFK�SURYLGHUV��VXEPLW�
a claim or make a complaint

The six TCF outcomes 
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Introduction

2020 has been a turbulent year for both South African consumers and retail banks. 

Covid-19 has placed immense pressure and uncertainty on consumers, many of 

ZKRP�KDYH�KDG�WR�PDNH�VLJQLȴFDQW�DGMXVWPHQWV�WR�SHUVRQDO�ȴQDQFHV�DQG�FKDQJH�

the way they interact with their banks. Banks too have faced new pressures to 

IRUPXODWH� DQG� GHOLYHU� &RYLG�UHOLHI� PHDVXUHV� DQG� DGMXVW� WR� D� UDSLG� LQFUHDVH� LQ�

customers adopting, and seeking assistance on, digital channels. 

ΖQ� RXU� ȴIWK� DQQXDO� 6RXWK� $IULFDQ� %DQNLQJ� 6HQWLPHQW� ΖQGH[�� ZH� FRQWLQXH� WR�

DQDO\VH� FRQVXPHU� VHQWLPHQW� RQ� VRFLDO�PHGLD� WRZDUGV� WKH� FRXQWU\ȇV� ȴYH�PDMRU�

retail banks and new entrants. This year’s Index pays particular attention to the 

market conduct performance of South African banks. This focus stems from new 

RXWFRPHV�IRFXVHG�UHJXODWLRQV�WKDW�EDQNV�PXVW�QRZ�DGKHUH�WR�DQG�WKH�LQȵX[�RI�

customer service requests and complaints on social media.

In July 2020, the Financial Sector Conduct Authority (FSCA) published a new 

Banking Conduct Standard based on the six Treating Customers Fairly (TCF) 

RXWFRPHV��7KH�6WDQGDUGȇV�GHȴQLWLRQ�RI�D�FRPSODLQW�LV�XQGHUVWRRG�WR�LQFOXGH�WKRVH�

made on social media. Consequently, BrandsEye has categorised social media 

conversation and complaints according to the six TCF outcomes to assess banks’ 

FRQGXFW�SHUIRUPDQFH��2XU�ȴQGLQJV�VKRZ�WKDW�������RI�FRPSODLQWV�PDGH�LQ�WKH�

last year included TCF themes. 

Covid-19 has forced many consumers to use digital channels to contact their 

banks for assistance. BrandsEye’s analysis of South African banks’ social customer 

service during the early phases of lockdown found that conversation volumes 

JUHZ�E\� ����ZKLOH� EDQNVȇ� UHVSRQVH� UDWHV� WR� FXVWRPHUV� IHOO� E\� ����� 7KHb ΖQGH[�

includes an analysis of the pandemic’s impact on the industry. 

In addition, 47.3% of priority conversations, those which require the banks’ 

attention and action, have gone unanswered by banks in the last year. Overall, 

this should be alarming for the industry who are missing out on considerable 

volumes of important customer interactions and are therefore unlikely to have 

been reporting on them for regulatory purposes. As such, they risk facing heavy 

ȴQHV� IURP� WKH� UHJXODWRU� DV� ZHOO� DV� WKH� VLJQLȴFDQW� UHSXWDWLRQDO� ULVNV� WKDW� VXFK�

sanctions would generate. 



SOUTH AFRICAN BANKING SENTIMENT INDEX 2020

5BrǛndsEye

Analysis of Net Sentiment scores 

Industry Net Sentiment improves despite a turbulent year

'HVSLWH�WKH�GLɝFXOWLHV�IDFHG�E\�EDQNV�DQG�FRQVXPHUV�LQ�������WKH�LQGXVWU\ȇV�1HW�

Sentiment improved by 0.9 percentage points to -12.4% from -13.3% in 2019. In 

2020 the gap between the banks’ individual Net Sentiment scores was reduced. 

The convergence of scores was linked to the conclusion of Nedbank’s Global 

Citizen campaign, responsible largely for its strong 2019 score, and improvements 

in both FNB and Standard Bank’s scores. 

Net Sentiment scores for all banks

6HQWLPHQW�WRZDUGV�DOO�RI�WKH�EDQNVȇ�WXUQDURXQG�WLPH�Ȃ�W\SLFDOO\�D�PDMRU�FXVWRPHU�

complaint in banking – has improved. This improvement is likely associated with 

the increased digitisation of customer service. The widespread adoption of digital 

channels, accelerated by Covid-19, may have contributed to a streamlining of 

customer interactions. 

The increase of digital products available on the market has further optimised 

customer experience, in turn reducing the reliance banks have on physical facilities 

DQG�LQ�SHUVRQ�VWD΍��$V�VXFK��WKH�LQFUHDVHG�FRQVXPHU�UHOLDQFH�RQ�GLJLWDO�FKDQQHOV�

meant that any system downtime had a far greater negative impact on customer 

frustration than in previous years.

2015                   2020
0%

-2%

-4%

-6%

-8%

-10%

-12%

-4.7%

-12.8%

-11.4%

-9.1%

-13.3%

-12.4%
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Net Sentiment for incumbent banks

African Bank claims top spot due to successful 
customer acquisition campaigns

Banking industry landscape

7KH�VL]H�RI�HDFK�EXEEOH� LQGLFDWHV�WKH�VL]H�RI�HDFK�EDQNVȇ�FXVWRPHU�EDVH�DFFRUGLQJ�WR�WKH������
LQWHULP�ȴQDQFLDO�UHVXOWV�UHSRUWHG�
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Net sentiment ranking

ΖQ�LWV�ȴUVW�\HDU�RI�EHLQJ�LQFOXGHG�LQ�WKH�ΖQGH[��$IULFDQ�%DQN�DFKLHYHG�WKH�KLJKHVW�

1HWb 6HQWLPHQW�� ΖW� DOVR� UHFHLYHG� DOPRVW� IRXU� WLPHV� DV�PDQ\� SXUFKDVH� HQTXLULHV�

from prospective customers, relative to the industry average. 

The demand for African Bank’s products centred primarily on loans. More than 

half of these requests came as a result of the bank’s successful advertising. 

ΖQbSDUWLFXODU��ORDQV�R΍HULQJ�VPDOO�VXPV�IRU�ȊWLGLQJ�>FRQVXPHUV@�RYHU�GXULQJ�WRXJK�

times”. This campaign resonated with customers on Facebook, who responded to 

advertising with requests for more information. 

Another source of positivity for the bank was consumers who spoke about the 

EDQNȇV� WXUQDURXQG� LQ� ȴQDQFLDO� SHUIRUPDQFH� VLQFH� LWV� ����� UHVWUXFWXULQJ�� 3UHVV�

VRXUFHV�DQG� LQȵXHQWLDO�VRFLDO�PHGLD�XVHUV�DJUHHG�WKDW� WKH�VWUHQJWKHQLQJ�RI� WKH�

EDQNȇV�GHSRVLW�EDVH��ORDQ�ERRN�TXDOLW\�DQG�GLJLWDO�SURGXFW�R΍HULQJ�DOO�FRQWULEXWHG�

WR�WKH�EDQNȇV�SURȴWDELOLW\��6HYHUDO�FRQVXPHUV�SRVWHG�DERXW�WKH�SRVLWLYH�UROH�WKDW�

CEO Basani Maluleke had played in the bank’s turnaround.

Conversation themes driving positive sentiment consumer sentiment 
towards African Bank

African Bank

Capitec Bank

TymeBank

Standard Bank

Nedbank
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Discovery Bank
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Capitec remains the most consistent incumbent bank

6LQFH�������&DSLWHF�KDV�FRQVLVWHQWO\�KHOG�WKH�ȴUVW�RU�VHFRQG�SRVLWLRQ��ΖQ�������LW�LV�

the incumbent bank with the highest Net Sentiment. This consistent performance 

RYHU�ȴYH�\HDUV�UHPDLQV�GULYHQ�E\�WKH�EDQNȇV�D΍RUGDELOLW\�DQG�LWV�GHELW�DFFRXQW�LQ�

particular. 

'HVSLWH�LWV�VWURQJ�SRVLWLRQ��IRU�WKH�ȴUVW�WLPH�LQ�VL[�\HDUV��&DSLWHF�H[SHULHQFHG�D�QHW�

negative Net Sentiment. Unreliability of the bank’s app was responsible for this 

decline. Customers cited issues around purchasing airtime, data and electricity 

through third-party companies as well as instances of system downtime. In a year 

ZKHUH� GLJLWDO� FKDQQHOV� JUHZ� LQ� VLJQLȴFDQFH�� WKLV� VKRUWFRPLQJ�ZDV� DPSOLȴHG� E\�

customers who were even more reliant on the app.

Nedbank suffers a dramatic 33 point Net Sentiment 
decline

$IWHU�ȴQLVKLQJ�LQ�ȴUVW�SODFH�LQ�������1HGEDQNȇV�VHQWLPHQW�GHFOLQHG�E\������SRLQWV�

to a six-year low. The bank’s Net Sentiment fell from 20.4% in 2019 to -12.5% in 

2020. 

Nedbank’s partnership with the Global Citizen movement in 2019 boosted the 

bank’s Net Sentiment by 28.5 points. When that conversation was excluded 

Nedbank’s overall 2019 Net Sentiment score was net negative at -8.1%. However, 

this remains more positive than the 2020 score of -12.5% by 4.4 points. This 4.4 

point decline can be attributed to a decrease in sentiment towards the bank’s 

reputation. Sentiment towards customer experience at Nedbank remained stable 

from 0.0% in 2019 to -0.1% in 2020. 
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Reputational damage stemmed from allegations that the bank’s pricing of home 

loans given to black customers was racist. This was primarily publicised through a 

court case in February 2020 awarding one of Nedbank’s customers R2 million to 

cover loss of earnings. This case received attention from customers who shared 

the claims that Nedbank conducted allegedly racist business practices. 

Discovery Bank struggle to keep up with customer 
service demands 

'LVFRYHU\�%DQN�ZDV�WKH�ZRUVW�SHUIRUPHU�LQ�WKH�LQGXVWU\��ΖW�IDFHG�PDMRU�RSHUDWLRQDO�

issues more than a year after the bank’s launch. Complaints were driven by a 

FRPELQDWLRQ�RI�ORZ�FRQVXPHU�FRQȴGHQFH�DQG�SRRU�FXVWRPHU�VHUYLFH��$Q�HYHQW�LQ�

ZKLFK�'LVFRYHU\�%DQNȇV�FOLHQW�DFFRXQWV�VXGGHQO\�DOO�UHȵHFWHG�D�EDODQFH�RI�]HUR��DV�

well as reports that the CVV number on Discovery’s credit card was not needed to 

PDNH�RQOLQH�SXUFKDVHV��XQGHUPLQHG�FRQVXPHU�FRQȴGHQFH�LQ�WKH�EDQN�

Customer service was a key issue for the bank. Customers reported having to 

reach out to multiple contacts at the bank to receive a response and waiting long 

periods for help. This led to the bank having the worst response rate to social 

media queries, suggesting it lacks the requisite capacity to serve its customers. 

Conversation themes driving negative consumer sentiment towards 
'LVFRYHU\b%DQN

0% 10% 20% 30% 40%

Turnaround time

No response received

Multiple contacts

Credit cards

6WD΍��IHHGEDFN

46.6%

14.3%

15.2%

22.1%

22.7%
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The impact of Covid-19

The impact of Covid-19 on Net Sentiment

7KH�FRQYHUVDWLRQ�DERXW�&RYLG����KDG�WKH�PRVW�VLJQLȴFDQW�LPSDFW�RQ�)1%��GURSSLQJ�

LWV�1HW�6HQWLPHQW�E\�����SRLQWV��7\PH%DQN�EHQHȴWHG�IURP�&RYLG����FRQYHUVDWLRQ�

as the digital bank faced fewer challenges amongst a smaller client base.

Two prominent themes emerged in the analysis of banks’ Covid-19 conversation. 

ΖQ�WKH�ȴUVW��FRQVXPHUV�ZHLJKHG�XS�ZKLFK�EDQN�FRQWULEXWHG�WKH�PRVW�LQ�WHUPV�RI�

UHOLHI�RSWLRQV��VXFK�DV�SD\PHQW�KROLGD\V�� ORDQV��DQG�VRFLDO�UHVSRQVLELOLW\�H΍RUWV��

7KH� VHFRQG� WKHPH� FHQWUHG� RQ� WKH� EDQNVȇ� DELOLWLHV� WR� WLPHRXVO\� DQG� H΍HFWLYHO\�

DVVLVW� FXVWRPHUV� GXULQJ� WKH� ORFNGRZQ�� &RQVXPHUV� UHIHUUHG� VSHFLȴFDOO\� WR� WKH�

banks’ digital services and contact centres’ ability to deal with the increase in 

service requests. 

Relief programmes frustrate customers 

Despite receiving early praise from customers for their initial commitment to help 

South Africans, banks’ Net Sentiment quickly declined as the logistics of rolling out 

WKH�UHOLHI�SURJUDPPHV�GUHZ�VLJQLȴFDQW�FRPSODLQWV��
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Net Sentiment towards Covid-19 relief programmes

Sentiment towards relief programmes rallied in June as the initial issues in the 

process apparent in May seemed to have been resolved. This brief boost in 

positivity was short-lived and was not sustained through to July and August.

Increased demand for customer service 

As a result of the lockdown regulations and social distancing, banks saw an 

increased demand for online customer service. The marked increase in service-

UHODWHG�PHQWLRQV�GXULQJ�WKH�SDQGHPLF�KLJKOLJKWV�WKH�JURZLQJ�VLJQLȴFDQFH�RI�VRFLDO�

media as a channel of contact between banks and customers. 

0%

-10%

-20%

-30%

-40%

-50%
Jan

2020
Absa Capitec 

Bank
FNB Nedbank Standard 

Bank
Mar May JunFeb Apr Jul Aug

0.0% 0.0%

-6.0%

-23.5%

-36.5%

-26.6%

-33.3% -33.8%

-8.6%

-18.6%

-45.7%

-6.7%

-26.2%

Three month initial 
payment holiday period



SOUTH AFRICAN BANKING SENTIMENT INDEX 2020

12BrǛndsEye

Monthly response rate and priority conversation in the banking industry

BrandsEye’s assessment of priority conversation (that which requires a response 

IURP�WKH�EDQNV�� LQFUHDVHG�VWHDGLO\�RQFH�ORFNGRZQ�FDPH�LQWR�H΍HFW��&RQYHUVHO\��

the banks’ response rates across the industry dipped as lockdown began.

Relief programme rollouts lead to poor customer 
service

The quick turnaround time necessary in banks’ implementation of relief 

SURJUDPPHV�ZDV� OLNHO\�D�URRW�FDXVH�RI�FRQIXVLRQ�DPRQJ�VWD΍�DQG�FXVWRPHUV��

Service was heavily criticised in customer conversation about banks’ relief 

programmes. This is apparent in the prevalence of the following conversation 

topics, no response received, multiple contacts, and advice given by a brand 

representative. 
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Most common themes mentioned by consumers in Covid-19 conversation

Long wait times were a key complaint area. Under the poor economic 

FLUFXPVWDQFHV�� LW�ZDV�PRVW� OLNHO\� WKDW�FDVKȵRZ�SURWHFWLRQ�PHDVXUHV�R΍HUHG�E\�

EDQNV�ZHUH�WLPH�VHQVLWLYH�WR�FXVWRPHUV�XQGHU�ȴQDQFLDO�VWUHVV��$V�D�UHVXOW��WKHUH�

ZDV�VLJQLȴFDQW�SUHVVXUH�RQ�EDQNV�WR�GHOLYHU�TXLFN�WXUQDURXQG�WLPHV�

Negative Positive
Relief measures

Turnaround time

Comparing brands to brands/industries

Loans

Outstanding debt or settlements

No response received

Multiple contacts

Advice given by a brand representative

Reaction to brand’s advert, promo or marketing
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Treating Customers Fairly 
ūŠɰƙūČĿîŕ�ŞĚēĿî

7KH�)6&$�GHȴQHV�7&)�DV�ȊDQ�RXWFRPHV�EDVHG�UHJXODWRU\�DQG�VXSHUYLVRU\�DSSURDFK�

GHVLJQHG�WR�HQVXUH�WKDW�UHJXODWHG�ȴQDQFLDO�LQVWLWXWLRQV�GHOLYHU�VSHFLȴF��FOHDUO\�VHW�

RXW�IDLUQHVV�RXWFRPHV�IRU�ȴQDQFLDO�FXVWRPHUV�ȋ�%DQNV�PXVW�GHPRQVWUDWH�WR�WKH�

regulator that they deliver and report on these six TCF outcomes. This includes the 

banks’ behaviour and interactions with their customers on social media. 

The growing preference of younger consumers for digital channels and the 

digitisation accelerated by Covid-19 means banks must ensure they can deliver 

fair customer outcomes and adhere to regulatory reporting requirements on 

social media. 

Banks fail to respond to 47.3% of customers in need 
ūĲɰƙƭƎƎūƑƥ

Response rate to priority conversation

Nedbank and African Bank were the two most responsive banks, outperforming 

competitors by responding to more than three-quarters of all priority interactions. 

In contrast, Discovery Bank’s customers were the least likely to receive a reply 

from their bank on Twitter. Discovery replied to approximately one out of every 

ten priority interactions.
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90.7% of customer complaints on social media 
included TCF outcomes

TCF outcomes featured in 90.7% of customer service complaints on Twitter. 

Discovery Bank had the highest proportion (94.1%) of its complaints relate to TCF 

outcomes. FNB had the fewest TCF themes present in the bank’s complaints and 

fell below the industry average at 89.9%.

Percentage of complaints linked to TCF outcomes per bank

Close to half of the complaints containing TCF themes 
were not responded to

56.6% of TCF conversation received a response from the relevant banks. The TCF 

categories with the highest response rates were product performance, advice from 

VWD΍, and customer service. Accusations of misleading advertising, complaints about 

product design, as well as complaints about the ease of VZLWFKLQJ�SURGXFWV�RU�EDQNV�

received the least responses from banks.

95%

93%

91%

89%

87%

85%

Absa African 
Bank

Discovery 
Bank

Capitec 
Bank

FNB Nedbank Standard 
Bank

TymeBank

90.7%

Industry aggregate

90.1%
90.5% 90.5%

94.1%

89.9%

92.1%
92.6%

91.3%
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Banks’ response rate to TCF-related complaints

Volume of TCF-related complaints

1a TCF perception

2a Product design

3a Information provided

3b Advertising

4a Advice

5a Product performance

5b Customer service

6a Accessibility

6b Complaint handling

6c Switching

0% 5% 10% 20%15%

Responded to        Not responded to

80%
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40%

20%

0%
1.3%

6.7%
1.3% 1.1%

83.1%

6.5%
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governance
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OUTCOME 2

Product suitability
OUTCOME 4

Suitable advice
OUTCOME 6

Claims, complaints 
& changes
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The battle for market share 

Assessment of each bank’s customers’ cancellation threats

Capitec and FNB serve as a funnel from incumbents to 
newer digital banks 

Most of the threats to cancel, or churn, came from the customers of the incumbent 

banks. Following this, the next largest churn threat came from Discovery Bank 

FXVWRPHUV�ZKR� WKUHDWHQHG� WR� MRLQ� )1%�� ΖQ� DQ� DQDO\VLV� RI� WKH� ȵRZ�RI� FXVWRPHUV�

from traditional banks to smaller banks, FNB and Capitec appear to funnel the 

most customers towards digital banks. Customers leaving either Absa, Nedbank or 

Standard Bank were more likely to say they were going to FNB or Capitec. 

JOINING

LEAVING
Absa Capitec 

Bank
FNB Nedbank Standard 

Bank
African 
Bank

Bank 
Zero

Discovery 
Bank

TymeBank

Absa — 5.4% 5.7% 1.5% 1.5% 0.1% 0.1% 0.4% 0.4%

Capitec Bank 0.7% — 2.6% 1.2% 0.9% 0.1% 0.1% 0.0% 0.6%

FNB 10.7% 17.0% — 12.3% 7.5% 1.0% 0.6% 2.9% 1.4%

Nedbank 1.0% 2.7% 4.4% — 1.0% 0.1% 0.0% 0.5% 0.2%

Standard Bank 1.8% 2.4% 2.6% 0.9% — 0.0% 0.1% 0.1% 0.1%

African Bank 0.1% 0.4% 0.1% 0.1% 0.1% — 0.0% 0.0% 0.3%

Bank Zero 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% — 0.0% 0.0%

Discovery Bank 0.2% 0.2% 3.5% 0.1% 0.2% 0.0% 0.0% — 0.1%

TymeBank 0.0% 0.7% 0.4% 0.4% 0.1% 0.1% 0.0% 0.0% —
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African Bank received a higher proportion of purchase 
queries

Volume of purchase and cancel conversation relative to overall priority 
conversation

Across banks, purchase mentions (customers looking to sign up with a bank) were 

slightly more prevalent than cancel mentions.

African Bank had the greatest deviation between the percentage of customer 

acquisitions and cancel threats in conversation, with purchase topping cancel 

E\�����bSRLQWV��&DSLWHF�DQG�7\PH%DQN� IROORZHG�$IULFDQ�%DQN��DW����bSRLQWV�DQG�

���b SRLQWV�� UHVSHFWLYHO\��2I� WKH� QHZ� HQWUDQWV�� 7\PH%DQN� DQG�$IULFDQ�%DQN� KDG�

higher acquisition opportunities than cancellation threats, while Discovery had 

the inverse. 

FNB saw the largest negative discrepancy between purchase and cancel mentions, 

DWb�����SRLQWV��'LVFRYHU\�%DQN�SHUIRUPHG�VLPLODUO\��DW�����bSRLQWV��
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Discovery Bank received the highest proportion of 
cancellation threats

As a proportion of its priority conversation, Discovery Bank had the highest 

share of cancellation threats. The bank struggled to provide satisfactory levels of 

customer service to its growing customer base. 76.7% of customers threatening to 

leave the bank cited its slow turnaround time.

Among the incumbent banks, FNB had the highest proportion of cancellation 

threats. Although turnaround time complaints were prevalent in cancellation 

threats directed at FNB, the bank’s handling of Covid-19 relief received backlash 

from wantaway customers. 
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Methodology

%UDQGV(\H�WUDFNHG��b���b����FRQVXPHU�VRFLDO�PHGLD�SRVWV�DERXW�$IULFDQ�%DQN��

Absa, Capitec, Discovery Bank, FNB, Nedbank, Standard Bank, and TymeBank 

from September 2019 – August 2020. 

�b���b����RI�WKHVH�FDPH�IURP�VRXUFHV�RWKHU�WKDQ�HQWHUSULVH�RZQHG�SDJHV��

Data sources include all main social networks, including Twitter, Facebook, 

Instagram as well as multiple other online sources. Marketing posts authored by 

the banks were excluded from the analysis.

Sentiment methodology

7R� DFKLHYH� D� ���� FRQȴGHQFH� OHYHO�� D� VWDWLVWLFDOO\� VLJQLȴFDQW� UDQGRP� VDPSOH�

����b�����RI�WKH�QRQ�HQWHUSULVH�SRVWV�ZHUH�GLVWULEXWHG�WR�%UDQGV(\HȇV�SURSULHWDU\�

Crowd of vetted and trained local language speakers. Each post was coded and 

YHULȴHG� E\�PXOWLSOH� &URZG�PHPEHUV� ZKR� DVVHVVHG� WKH� VHQWLPHQW� LQ� WKH� SRVW�

(positive, negative or neutral).

Granular analysis of conversation themes

���b ���� PHQWLRQV� ZHUH� GLVWULEXWHG� WR� WKH� &URZG� IRU� WDJJLQJ� RI� FXVWRPHU�

experience themes and market conduct categories. 

$�VDPSOH�RI����b����VHQWLPHQW�EHDULQJ��L�H��SRVLWLYH�DQG�QHJDWLYH�RQO\��PHQWLRQV�

was sent to the Crowd for topic assignment. Topic analysis enables a granular 

XQGHUVWDQGLQJ�RI�WKH�VSHFLȴF�WKHPHV�GULYLQJ�FRQVXPHU�VHQWLPHQW��

6L[� EURDGHU� WRSLF� WKHPHV� HQFRPSDVV� ��� JUDQXODU� WRSLFV�� 7KH� &URZG� LGHQWLȴHG�

ZKLFK�RI�WKHVH�SUH�GHȴQHG�EDQNLQJ�WRSLFV�ZHUH�FRQWDLQHG�LQ�HDFK�PHQWLRQ��7KH�

broader themes are customer service, reputation, banking facilities, banking products, 

VWD΍�RU�+5�and pricing.

Mentions can be assigned more than one topic, allowing for a more detailed 

DQDO\VLV�RI�LVVXHV�LQȵXHQFLQJ�FRQVXPHU�VHQWLPHQW��7KLV�PHDQV�WKDW�WRWDOV�RQ�WRSLF�

volume graphs can be larger than 100%.
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BrandsEye’s retail banking topic wheel contains 55 conversation topics
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Conclusion 

2020 has been a challenging year for South African banks. Broadly, the banks 

faced two key challenges concerning social media: i) an increase in consumers 

engaging with banks on digital channels and ii) new outcomes-based market 

conduct regulations. Both of these challenges required banks to continuously 

monitor, respond to, and report on social media feedback from consumers. 

Social media is growing as a popular channel for consumers to engage with their 

EDQNV��SDUWLFXODUO\�DPRQJ�\RXQJHU�FRQVXPHUV��ZKR�ȴQG�WKH�DV\QFKURQRXV��WH[W�

based nature of the engagement convenient. As more consumers seek help this 

way, banks must ensure that their social customer service teams are equipped 

to deal with the increase in requests and that they are resourced to identify and 

UHVSRQG�WLPHRXVO\��$V�RXU������ΖQGH[�ȴQGLQJV�LOOXVWUDWH��WKH�EDQNV�WKDW�DUH�QRW�

HTXLSSHG� WR�GR� WKLV� IDFH� VLJQLȴFDQW� FXVWRPHU�GLVVDWLVIDFWLRQ�DQG�KLJK� OHYHOV�RI�

FDQFHOODWLRQ� WKUHDWV�� &RQYHUVHO\�� EDQNV� WKDW� FDQ� GL΍HUHQWLDWH� WKHPVHOYHV� ZLWK�

responsive digital service will build customer loyalty.

Improving customer outcomes and treating them fairly on social media – with 

helpful and responsive service – is also a matter of regulatory compliance. Going 

forward, banks will have to adhere to market conduct regulations stipulated by 

the FSCA’s new Banking Conduct Standard.

In addition to improving fairness outcomes for customers, the Banking Conduct 

Standard prescribes the establishment of a Complaints Management Framework 

that includes, among other requirements, the categorisation of complaints made 

E\� FXVWRPHUV�� $V� LV� HYLGHQFHG�E\� WKH�ȴQGLQJV�RI� WKLV� ΖQGH[�� WKRXVDQGV�RI� WKHVH�

complaints are made on social media, 90.7% of which contain TCF themes. In 

addition, 47.3% of priority conversations, those which require the banks’ attention 

and action, have gone unanswered by banks in the last year. Overall, this should be 

alarming for the industry who are missing out on considerable volumes of important 

customer interactions and are therefore unlikely to have been reporting on them 

IRU�UHJXODWRU\�SXUSRVHV��$V�VXFK��WKH\�ULVN�IDFLQJ�KHDY\�ȴQHV�IURP�WKH�UHJXODWRU�DV�

ZHOO�DV�WKH�VLJQLȴFDQW�UHSXWDWLRQDO�ULVNV�WKDW�VXFK�VDQFWLRQV�ZRXOG�JHQHUDWH��

To grow and protect market share and to adhere to outcome-based regulations, 

banks must prioritise social media as a channel for customer service. This requires 

banks to pay close attention to their online conversation and ensure they are 

equipped to identify, from within all of the noise, the priority conversation that 

requires attention and action. Doing this will improve outcomes for consumers, 

and in turn, mitigate the risk of churn, reputational damage, and sanctions from 

the regulator. 



%UDQGV(\H�KHOSV�\RX�ȴQG�DQG�SULRULWLVH�WKH�PRVW�YDOXDEOH�FXVWRPHU�
LQWHUDFWLRQV��8VLQJ�D�XQLTXH�EOHQG�RI�$Ζ�DQG�KXPDQ�LQWHOOLJHQFH��ZH�
ȴOWHU�WKH�QRLVH�RI�XQVWUXFWXUHG�IHHGEDFN�IRU�WKH�FRQYHUVDWLRQ�WKDWȇV�
KLJK�ULVN��KLJK�YDOXH�RU�XUJHQW��

2XU�SURSULHWDU\�SULRULWLVDWLRQ�PHWKRG�HQDEOHV�UHDO�WLPH�PLWLJDWLRQ�
RI� ULVN�� LPSURYHG� UHWHQWLRQ� DQG� DFTXLVLWLRQ� UDWHV�� DQG� VXSHULRU�
FXVWRPHU�H[SHULHQFH�
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