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Key insights

2 535 469 consumer 585 645 mentions analysed for 248 676 mentions evaluated for
social media posts sentiment by BrandsEye’s Crowd TCF, CX and conversation themes

about banks collected
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*as a share of the bank’s conversation
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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
recent developments in South Africa’s financial services regulatory landscape.

The shift to a Twin Peaks model aims to ensure fair outcomes for all financial
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
final Banking Conduct Standard designed to ensure that banks operate with
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.

The rapid digitisation of the financial services industry has been driven by
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
volume of these complaints that BrandsEye has identified. BrandsEye's finding
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.

® BrandsEye 2
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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

/\ FSCA

The six TCF outcomes

OUTCOME 1 Customers can be confident they are dealing with firms where
TCF is central to the corporate culture

OUTCOME 2 Products & services marketed and sold in the retail market are
designed to meet the needs of identified customer groups and
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 Products perform as firms have led customers to expect, and
service is of an acceptable standard and as they have been led
to expect

OUTCOME 6 Customers do not face unreasonable post-sale barriers

imposed by firms to change product, switch providers, submit
a claim or make a complaint

® BrandsEye 3
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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
whom have had to make significant adjustments to personal finances and change
the way they interact with their banks. Banks too have faced new pressures to
formulate and deliver Covid-relief measures and adjust to a rapid increase in
customers adopting, and seeking assistance on, digital channels.

In our fifth annual South African Banking Sentiment Index, we continue to
analyse consumer sentiment on social media towards the country's five major
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
outcomes-focused regulations that banks must now adhere to and the influx of
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)
outcomes. The Standard’s definition of a complaint is understood to include those
made on social media. Consequently, BrandsEye has categorised social media
conversation and complaints according to the six TCF outcomes to assess banks’
conduct performance. Our findings show that 90.7% of complaints made in the
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
grew by 61% while banks’ response rates to customers fell by 39%. The Index
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
fines from the regulator as well as the significant reputational risks that such
sanctions would generate.

® BrandsEye 4
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Analysis of Net Sentiment scores

Industry Net Sentiment improves despite a turbulent year

Despite the difficulties faced by banks and consumers in 2020, the industry’s Net
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

2015 mEEE2020
0%

2%

-4%

-4.7%

-6%

-8%

-10%

-12% L -11.4%

-12.4%

-12.8%
-13.3%

Sentiment towards all of the banks’ turnaround time - typically a major customer
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
and in-person staff. As such, the increased consumer reliance on digital channels
meant that any system downtime had a far greater negative impact on customer
frustration than in previous years.
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Net Sentiment for incumbent banks
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The size of each bubble indicates the size of each banks’ customer base according to the 2020
interim financial results reported.
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Net sentiment ranking

<Negative Positive—

2.6% African Bank
Capitec Bank
TymeBank
Standard Bank
Nedbank
Absa

FNB
-22.3%

Discovery Bank

-20% -15% -10% -5% 0%

In its first year of being included in the Index, African Bank achieved the highest
Net Sentiment. It also received almost four times as many purchase enquiries
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.
In particular, loans offering small sums for “tiding [consumers] over during tough
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
bank’s turnaround in financial performance since its 2016 restructuring. Press
sources and influential social media users agreed that the strengthening of the
bank’s deposit base, loan book quality and digital product offering all contributed
to the bank’s profitability. Several consumers posted about the positive role that
CEO Basani Maluleke had played in the bank’s turnaround.

Conversation themes driving positive sentiment consumer sentiment
towards African Bank

Reaction to brand's advertising 22.8%
Loans

Company's financial performance
Brand comparisons

Management and/or supervisors

0% 5% 10% 15% 20%
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L I e
“ L 4
On page African Bank n
good morning African bank team...I'd like to ask about Basani Maluleke has turned around African Bank in
your loan applications.how does your applications just 18 months. People talked about how she was
operate..and what is it that is required in order for a brought onboard because the ship was sinking but
person so qualify for a loan with Afriican bank instead the bank’s net profit is up by 13%. She has

done phenomenally well.

20th Jan 11:04 5 Dec 2019 09:23

Capitec remains the most consistent incumbent bank

Since 2015, Capitec has consistently held the first or second position. In 2020, it is
the incumbent bank with the highest Net Sentiment. This consistent performance
over five years remains driven by the bank’s affordability and its debit account in

particular.

Despite its strong position, for the first time in six years, Capitec experienced a net
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
where digital channels grew in significance, this shortcoming was amplified by
customers who were even more reliant on the app.

Nedbank suffers a dramatic 33 point Net Sentiment
decline

After finishing in first place in 2019, Nedbank’s sentiment declined by 32.9 points
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.

® BrandsEye 8
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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

Discovery Bank was the worst performer in the industry. It faced major operational
issues more than a year after the bank’s launch. Complaints were driven by a
combination of low consumer confidence and poor customer service. An event in
which Discovery Bank’s client accounts suddenly all reflected a balance of zero, as
well as reports that the CVV number on Discovery’s credit card was not needed to
make online purchases, undermined consumer confidence in the bank.

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
Discovery Bank

Turnaround time
No response received
Multiple contacts

Credit cards

Staff feedback
0% 10% 20% 30% 40%
o L
v

‘ On page Discovery South Africa n
@Discovery_SA your Bank is a disaster. No one Please can someone contact me asap. Your call
answers the phone, no one calls back when they say centre isn't working! All my calls get dropped after the
they will. Can't go to a branch to resolve an issue. Left lengthy menus and I'm eventually getting transfer to

in limbo. #Hopeless operator. Someone contact me asap

19th Aug 08:33 ¢ 25th Aug 15:37 ## 1
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The impact of Covid-19

The impact of Covid-19 on Net Sentiment
0.99
1.0% +0.99pp
+0.49pp
0.5%
0%

-0.5%

-1.0%

-1.30pp

-1.5%

Industry Absa African Capitec Discovery FNB Nedbank  Standard  TymeBank
Bank Bank Bank Bank

The conversation about Covid-19 had the most significantimpact on FNB, dropping
its Net Sentiment by 1.3 points. TymeBank benefited from Covid-19 conversation
as the digital bank faced fewer challenges amongst a smaller client base.

Two prominent themes emerged in the analysis of banks’ Covid-19 conversation.
In the first, consumers weighed up which bank contributed the most in terms of
relief options, such as payment holidays, loans, and social responsibility efforts.
The second theme centred on the banks' abilities to timeously and effectively
assist customers during the lockdown. Consumers referred specifically to the
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
the relief programmes drew significant complaints.

® BrandsEye 10
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Net Sentiment towards Covid-19 relief programmes

0%
0.0% 0.0% Three month initial
-6.0% payment holiday period
-10%
-20%
- 0y
-30% 26.2%
-36.5% 40%
-45.7%
-50%
Jan Feb Mar Apr May Jun Jul Aug Absa Capitec FNB Nedbank Standard
2020 Bank Bank

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.

® o

L J v
A reliable source told me not to apply for the FNB Some of these banks announcing payment holidays
Covid-19 debt relief. You'll think they've got your back were simply PR teams quick response to seem like
and you have it under control, but somewhere in they care. @StandardBankZA doesnt give a damn, we
September you're going to back-pay with an increased applied & they ignored emails on emails. Still taking
interest rate. Don't do it. their money no regard. Even my banker is failing to

reach the Covid relief team

15th Jul 10:54 28th Apr 20:46

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-
related mentions during the pandemic highlights the growing significance of social
media as a channel of contact between banks and customers.

® BrandsEye 11
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Monthly response rate and priority conversation in the banking industry

— Industry response rate  —— Priority conversation
100% 50%
Lockdown comes
into effect
80% 40%

60% v—/\ 30%

40% 20%

Percent of mentions replied to

20% 10%

Priority mentions volume percent

0% 0%
Sep Oct Nov Dec Jan Feb  Mar Apr May Jun Jul Aug
2019 2020

BrandsEye's assessment of priority conversation (that which requires a response
from the banks) increased steadily once lockdown came into effect. Conversely,
the banks’ response rates across the industry dipped as lockdown began.

° N o
= o - o
@tymebankza your website is down, and for a @Nedbank please assist me, I'm stuck in a queue for
BRANCHLESS bank that spells catastrophe. | have since 11:30 to collect a card that has been sent to the
been trying to transact for 4 days. Your call centre are wrong branch after | called and asked not to be send
telling me to try again tomorrow!!!! to Nedbank Square.. it's a daily struggle just to get

help.. yesterday | couldn’t even transact on the app.

5th Aug 11:56 ] 28th Jul 14:05

Relief programme rollouts lead to poor customer
service

The quick turnaround time necessary in banks’ implementation of relief
programmes was likely a root cause of confusion among staff and customers.
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.

® BrandsEye 12
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Most common themes mentioned by consumers in Covid-19 conversation

Relief measures
Turnaround time

Comparing brands to brands/industries

Multiple contacts

Advice given by a brand representative
Reaction to brand'’s advert, promo or marketing
Billing or payments

-100%

<Negative Positive—

Loans
Outstanding debt or settlements
No response received

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

circumstances, it was most likely that cashflow protection measures offered by

banks were time-sensitive to customers under financial stress. As a result, there
was significant pressure on banks to deliver quick turnaround times.

°
v

@standardBankZA I've applied for payment holiday
and it was approved but no because someone chose
to sleep on the job the amended contract was not
sent to the relevant department now you've debited
money in my accountwhich happens to have no funds
as I'm not yet back at work

17th Jun 10:55 1

& BrandsEye

]
: v

FNB unreliable bank I've submitted all required docs

for the relief,they've not process instead they just add

interest on an empty account which is waiting for uif

money which comes anytime..I've just received my uif

£4 for May FNB wipeout everything®
#lockdownextension #FNBbank

30th Jun 08:39 1



SOUTH AFRICAN BANKING SENTIMENT INDEX 2020

Treating Customers Fairly
on social media

The FSCA defines TCF as “an outcomes-based regulatory and supervisory approach
designed to ensure that regulated financial institutions deliver specific, clearly set
out fairness outcomes for financial customers.” Banks must demonstrate to the
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
of support

Response rate to priority conversation

79.3%

80%

60%
51.8% Industry aggregate

40%

20%

0%

Absa African Capitec Discovery FNB Nedbank Standard ~ TymeBank
Bank Bank Bank Bank
n=2 668 n=206 n=3308 n=707 n=6010 n=1923 n=2 267 n=1356

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.

® BrandsEye 14
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® °
L J L 4

@StandardBankZA | tried to open a business account Are employees of @Discovery_SA insure and their

with this ones online, they since said someone will suppliers relegated to assist at the bank? Two weeks

call me, 3 weeks later and dololo call. Nedbank called and my call is not resolved. Three consultants later

me 5 minutes after applying online. and their useless service supplier. Incompetent and
zero customer service. Get a new company to service
us please.

7th Feb 06:29 25 Nov 2019 14:55 o

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

95%

94.1%
93% 92.6%
92.1%
91.3% ind
t t
91% = o - - - - - - - 00.5%- - -005%_ - - SO ________ = o Emmmm TSN
89.9% 90.7%
89%
87%
85%
Absa African Capitec Discovery FNB Nedbank Standard ~ TymeBank
Bank Bank Bank 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
staff, and customer service. Accusations of misleading advertising, complaints about
product design, as well as complaints about the ease of switching products or banks
received the least responses from banks.

® BrandsEye 15
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Banks’ response rate to 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

m Responded to

6¢ Switching
0% 5% 10% 15% 20%
Volume of TCF-related complaints
83.1%
80%
60%
40%
20%
6.7%
1.3% _ 1.3% 1.1%
0%
OUTCOME 1 OUTCOME 2 OUTCOME 3 OUTCOME 4 OUTCOME 5
Culture & Product suitability Disclosure Suitable advice Performance &
governance service
° s o J/(Risk __J
L L

Not responded to

@AbsaSouthAfrica how is it that you guys charged
me R30+ for purchasing R30 airtime through your
banking app??? This is robbery mos £ & I'm going to
leave your bank now it's too much!

24th Apr 08:10

® BrandsEye

@Nedbank | am so disappointed and disgusted with

Nedbank, you guys have robbed me of my money and
| had to wait more than 7 working days and my query

is still not resolved. | have been banking with you
guys for so long but after this stunt | will definitely
move my account!!

28th Aug 14:35

6.5%

OUTCOME 6

Claims, complaints
& changes



SOUTH AFRICAN BANKING SENTIMENT INDEX 2020

The battle for market share

Assessment of each bank’s customers’ cancellation threats

JOINING
Absa Capitec FNB Nedbank  Standard  African Bank Discovery TymeBank
LEAVING Bank Bank Bank Zero Bank
Absa — 5.4% l 5.7% l 1.5% 1 1.5% | 0.1% 0.1% 0.4% | 0.4% |
Capitec Bank ~ 0.7%] — 2.6% 1 1.2%| 0.9% | 0.1% 0.1% 0.0% 0.6% |
FNB 10.7% I 17.0% I — 123l 75%H 1.0% | 0.6% | 2.9% Il 1.4% |
Nedbank 1.0% | 2.7% 1 4.4% 0 — 1.0% | 0.1% 0.0% 0.5% | 0.2% |
Standard Bank  1.8% 2.4%1 2.6% 1 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% | 35% 1 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%

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
customers who threatened to join FNB. In an analysis of the flow of customers
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.

® D o J/ Cancel ]
L 4 . L J

TymeBank links to PayPal now so I'm ready to break Too much is too much ... Moving all my bank

up with FNB for good % accounts from @Nedbank to @FNBSA.

17th Aug 13:45 17th Aug 10:28
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African Bank received a higher proportion of purchase

queries

Volume of purchase and cancel conversation relative to overall priority
conversation

m Cancel Purchase

30% "
N
25% o
20% e
15% . £ 2
= 9 & -
10% < < - B h 5 g
B H 2 £ -
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. = g = g & 3 2 g
5% _— h = B e ] < l— < = T
© %
. B il .
Industry Absa African Capitec Discovery FNB Nedbank  Standard  TymeBank
Bank Bank Bank Bank

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
by 25.7 points. Capitec and TymeBank followed African Bank, at 7.7 points and
6.3 points, respectively. Of the new entrants, TymeBank and African Bank had
higher acquisition opportunities than cancellation threats, while Discovery had

the inverse.

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

at -5.7 points. Discovery Bank performed similarly, at -5.2 points.

On page African Bank n On page African Bank n
Good day Guys has it possible to apply for a Loan | have started opened a bank account with you is it
with a payslip of March the 25th? possible to get a loan or should i wait for a certain
time?
18th Jun 15:23 #* 1 3rd Jun 11:46

® BrandsEye
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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.

© ° J/Cancel
v

On page Discovery South Africa n ‘

Can someone please assist us in cancellation of our Has @Discovery_SA and it's gamification of everything

discovery card? We submitted forms in April 2019 and become too clever for its own good? The Discovery

to date no action has been taken and monthly Bank app and user experience is hands down the

accounts fees has still been deducted. Only worst banking experience I've had to date. Thinking of

communication is spurious messenger comments! closing it down. #fail

27th Aug 14:21 13th Feb 13:09
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Methodology

BrandsEye tracked 2 535 469 consumer social media posts about African Bank,
Absa, Capitec, Discovery Bank, FNB, Nedbank, Standard Bank, and TymeBank
from September 2019 - August 2020.

1996 258 of these came from sources other than enterprise-owned pages.

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

To achieve a 99% confidence level, a statistically significant random sample
(585 645) of the non-enterprise posts were distributed to BrandsEye's proprietary
Crowd of vetted and trained local language speakers. Each post was coded and
verified by multiple Crowd members who assessed the sentiment in the post
(positive, negative or neutral).

Granular analysis of conversation themes

248 676 mentions were distributed to the Crowd for tagging of customer
experience themes and market conduct categories.

A sample of 125 127 sentiment-bearing (i.e. positive and negative only) mentions
was sent to the Crowd for topic assignment. Topic analysis enables a granular
understanding of the specific themes driving consumer sentiment.

Six broader topic themes encompass 55 granular topics. The Crowd identified
which of these pre-defined banking topics were contained in each mention. The
broader themes are customer service, reputation, banking facilities, banking products,
staff or HR and pricing.

Mentions can be assigned more than one topic, allowing for a more detailed
analysis of issues influencing consumer sentiment. This means that totals on topic
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
banks, particularly among younger consumers, who find the asynchronous, text-
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
respond timeously. As our 2020 Index findings illustrate, the banks that are not
equipped to do this face significant customer dissatisfaction and high levels of
cancellation threats. Conversely, banks that can differentiate themselves with
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
by customers. As is evidenced by the findings of this Index, thousands of these
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
for regulatory purposes. As such, they risk facing heavy fines from the regulator as
well as the significant reputational risks that such sanctions would generate.

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.
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BrandsEye helps you find and prioritise the most valuable customer
interactions. Using a unique blend of Al and human intelligence, we
filter the noise of unstructured feedback for the conversation that's
high risk, high value or urgent.

Our proprietary prioritisation method enables real-time mitigation
of risk, improved retention and acquisition rates, and superior
customer experience.
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