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J.D. Power and Associates Reports:
A Decreasein Satisfaction with Fees along with Declining Per ceptions of Bank Reliability
Contributeto a Declinein Customer Loyalty and Advocacy at Retail Banksin Canada

TD Canada Trust and ING Direct Canada Each Rankesigin
Customer Satisfaction with Retail Banks in Canadiheir Respective Segments

TORONTO: 19 July 2012 —Overall customer satisfaction with the Biand midsize banks in Canada has
declined this year, due largely to a decline indatisfaction, according to the J.D. Power and gisses 2012
Canadian Retail Banking Customer Satisfaction Stlidgieased today.

The decline in satisfaction directly impacts loyahd advocacy metrics, both of which have droppesd over
year. The advocacy metric, or the percentage dbmesrs who say they “definitely will” recommend thieank
to family and friends, declines by five percentagets, while customer loyalty, or the percentabeustomers
who say they “definitely will” reuse their bankthe future, declines by four percentage points,pamed with
2011. In addition to the impact of the declineatisfaction, loyalty and advocacy rates have atsmmegatively
affected by deterioration in customers’ perceptiofiheir bank’s brand image, which is most notakelected in
declines in perceptions of reliability and finaratability.

The primary cause of the decrease in fee satisfactian increase in the number of changes totfeetsres,
with 27 percent of customers experiencing chang@wapared with 17 percent in 2011. As a result efdieucture
changes, satisfaction with fees has declined kyyaddats to 592 (on a 1,000-point scale) from 2011.

“Not only are customers frustrated with changethéir fee structure, but many are also confusethéyhanges,
leading to the lower satisfaction,” said Lubo léngor director of the financial services practitd.®. Power and
Associates. “Banks may try to offset the dissatistam with these changes by proactively communigatvith
their customers and ensuring that they fully untaeig what the changes are and why they are ocgutrin

The Shift to Digital Banking

Online usage has increased during the past thags @86 percent in 2012 from 80 percent in 2@tline
usage now exceeds branch usage, which has fadladilst during the past three years. In additioméoeased
online usage, mobile phone usage has also increas=sl2010—doubling to 8 percent.

“As digital banking has surpassed traditional bhebased banking as the channel of choice, it hesrbe a
primary differentiator among the brands. It's a kifjerentiator for the highest performers in thig B and
midsize banks segment and a contributor as to wmesmidsize banks outperform the Big 5 Banks from a
overall customer satisfaction standpoint,” said Li.

With customers’ increased focus on digital bankihig even more critical that banks’ websitessgtcustomer
needs; however, online satisfaction has declineglidgiyt points in 2012, compared with 2011. Onliags$action
is down, due primarily to lower ratings for easenatiigating website and range of services perforardithe.
The study also finds that despite the shift totdlgihannels, branch locations continue to be goitant driver
of satisfaction. To address this, banks need tos@n ensuring tellers and representatives arermgpicourteous

!Big 5 Banks include BMO Bank of Montreal, CIBC, RE®yal Bank, Scotiabank and TD Canada Trust.
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to customers, but also equipped to address atiedf heeds. In addition, simple touches and ansitisuch as
complimentary reading materials, beverages, ovisten—are a cost-effective way to lift satisfactio

Financial advisors, included for the first timetiire 2012 study, may have a positive impact onfsatisn.
Overall satisfaction is 824 when the advice prodibg a financial advisor completely meets custofmezsds,
compared with 735 when no advisor is assigned. Hew®verall satisfaction is 700 when a financaiaor
provides advice that only partially meets theirdsee€Customer satisfaction declines even furthé&8twhen the
advice does not meet their needs at all.

“Offering assigned financial advisors is a riskt boe that pays off with highly satisfied customiéthe advisor
takes the time to fully understand and addressi¢leels of customers,” said Li. “If the right persehare not on
staff, it may be better not assigning anyone.”

According to Li, Canadian banking customers mayrowp their overall retail banking experience bysidaring
some basic tips:

» Stay engaged with your bank and keep informed wf products and services; consider utilizing the
bank’s financial advisor.

* Make sure you fully understand your bank’s feecitmes.

* Find out which discounts you may qualify for (eggydent, senior, total holdings with the bank and
minimum balance).

» Educate yourself about the bank’s available ording mobile capabilities. Also be aware of any costs
associated with using those services and whetbdettitures meet your ongoing needs.

The study, now in its seventh year, examines cust@atisfaction with their primary financial instion in three
segments: Big 5 Banks, midsize banks and creditngniln all segments, customer satisfaction is aredsacross
seven factors (listed in order of importance): acta@ctivities; account information; facilities;qauct offerings;
fees; financial advisor; and problem resolution.

TD Canada Trust ranks highest in overall custoragsfaction among Big 5 Banks for a seventh cortsezyear,
achieving a score of 769. TD Canada Trust perfamgisin all seven factors.

Among midsize banks, ING Direct Canada ranks higimesverall customer satisfaction with a scor@84. ING
Direct Canada performs particularly well in fourtbé seven factors: fees, account information, @acactivities
and product offerings.

The 2012 Canadian Retail Banking Customer Satisfa&tudy is based on responses from nearly 12,000
customers who use a primary financial institutiongersonal banking. The study includes the larfjeancial
institutions—banks and credit unidasin Canada and was fielded in February and May 2012

About J.D. Power and Associates

Headquartered in Westlake Village, Calif., J.D. Boand Associates is a global marketing informasiervices
company providing performance improvement, sociadlia and customer satisfaction insights and saistio
The company'’s quality and satisfaction measurenagt®ased on responses from millions of consumers
annually. For more information aar reviews and ratingsar insurancehealth insuranceell phone ratingsand
more, please visiDPower.comJ.D. Power and Associates is a business unihefMcGraw-Hill Companies.

About The McGraw-Hill Companies

McGraw-Hill announced on September 12, 2011, tisntion to separate into two public companies: MaGr
Hill Financial, a leading provider of content anthbytics to global financial markets, and McGrawkHi
Education, a leading education company focusedgitatlearning and education services worldwideGdaw-

Rankings are not provided for credit unions, ay thenot meet market share requirements for théystu
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Hill Financial's leading brands include StandardP&or’'s Ratings Services, S&P Capital 1Q, S&P Indjd@latts
energy information services and J.D. Power and éiases. With sales of $6.2 billion in 2011, the @aation
has approximately 23,000 employees across more2@@woffices in 40 countries. Additional informatics
available ahttp://www.mcgraw-hill.com/

M edia Relations Contacts:

Gal Wilder; Cohn & Wolfe; Toronto, Canada; (647P28261;gal.wilder@cohnwolfe.ca

Beth Daniher; Cohn & Wolfe; Toronto, Canada; (6239-3279beth.daniher@cohnwolfe.ca
John Tews; J.D. Power and Associates; Troy, Mizh8] 312-4119media.relations@jdpa.com

No advertising or other promotional use can be nwddlee information in this release without the egs prior
written consent of J.D. Power and Associatesw.jdpower.com/corporate
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Customer Satisfaction Index Ranking
Big 5§ Bank Segment

JDPower.com
(Based on a 1,000-point scale) Power Circle Ratings™
for consumers:
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Power Circle Ratings Legend
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OQOOOO The rest

Source: J.D. Power and Associates 2012 Canadian Retail Banking
Customer Satisfaction StudyS"

Charts and graphs extracted from this press release must be accompanied by a statement identifying J.D. Power and
Associates as the publisher and the J.D. Power and Associates 2012 Canadian Retail Banking Customer Satisfaction StudyS"
as the source. Rankings are based on humerical scores, and not necessarily on statistical significance. JDPower.com Power
Circle Ratings™ are derived from consumer ratings in J.D. Power studies. For more information on Power Circle Ratings, visit
Jdpower.com/fags. No advertising or other promotional use can be made of the information in this release or

J.D. Power and Associates survey results without the express prior written consent of J.D. Power and Associates.
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Customer Satisfaction Index Ranking

Midsize Bank Segment
) JDPower.com
(Based on a 1,000-point scale) Power Circle Ratings™
for consumers:
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Power Circle Ratings Legend
Note: Alterna Bank is included in the study but not ranked due to small OO0 OO Among the best
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Source: J.D. Power and Associates 2012 Canadian Retail Banking
Customer Satisfaction StudyS"

Charts and graphs extracted from this press release must be accompanied by a statement identifying J.D. Power and
Associates as the publisher and the J.D. Power and Associates 2012 Canadian Retail Banking Customer Satisfaction StudyS"
as the source. Rankings are based on humerical scores, and not necessarily on statistical significance. JDPower.com Power
Circle Ratings™ are derived from consumer ratings in J.D. Power studies. For more information on Power Circle Ratings, visit
Jdpower.com/fags. No advertising or other promotional use can be made of the information in this release or

J.D. Power and Associates survey results without the express prior written consent of J.D. Power and Associates.



