s el st g e S

Current Account
Switch Service
Annual Report 2020

CURRENT ACCOUNT

SWITCH
GUARANTEE




e Soul s AT SR UG RS TTg oL TR

L . D . R . . " ¥ g R T ¥

I - h T
-"'|.‘f"'/\-\#"\"/l"'—/\fl\""l\\/f\\l""""\"’-‘f\"'

= e r N =25 [ V= -~

=\l = =Ny 7 \=) w7 a7

L =p=rad Ne)] [N2]) N[~y ANSN=paNmma N A=
\IN sl = = s =Nr) = ANV [=sN N [=1=<)N7\) |-
—\fn\lfllr\n]lrfi\#l-f'ax\lqt\d.[J:z],\

Contents

Foreword by Jo Kenrick

Introduction by Matthew Hunt

CASS performance 2020

Governance

Strategy renewal

Ecosystem engagement

Customer engagement and marketing

Conclusion

12

16

Pt s s\
I NN 7 N pl =" NN\ ~)
V=~ (I Ne=) N2l ] [~Fc~=7r -1
af VN= Y)Y~y Nz N7 ~) o N
INZ ] ~ e N o= \SZ2\NZ 27NN\~
*ANVT L v | ap ] NN
ISNV\AU~==/s NN~ ) IV~ »/]
—N V) gmal~ae= )7 V] N
) N2 T =N =) V=7 A\ N2 N\
2=t A=l =77 7\NYZN—)~
Vrm N =Y (2 ) N T~y
V7 V77 N\ V=7l ~aep /N7 7=~
N N o ST NN N
~s=NCs g\ NV rzs=t (7 N7 —~NN [
ANt ledN~s=Z7 7701 V= \ v vy~
""Pf\"--u}\lfklf]I/"\-n‘_n
Sy ==tV ] SN 2NN 0 -
Y\ \ Yy /722N~ [ 72 7 N~=a\/
r'Y e =727 78 = [ \N—= L\ [t/ \N|
J VY s SNt N~/ N[ A7 ¢t”
\ v 7= r=t e, NN \\N\N) 727y 0\
e (=)=~ 1=Nr77Nm=\N]~—=~) |
S Ay =YY =~V N NN~
“ W\ g NV =Nl LNy oy N
~Acr AN Z2) AN = LN~/
=/ VY2 rZ N )| = rm s =~
J - \AN N =\ NNV (N /a=)=y -~

DI ZY =Nt =~\NT2) )11 27\ \-

=1 T8 rSSI Nl N (= oy Sl fLANN e 22N 2NN~

PN SN -SSNSs-N)

tN~) (NN ANY=SN S eaaN~2s 2] S AN,

" Ns= sl s s NNt sSA /YL iSsNrcrz7l A2V [ SV =am Ny

B S N L T

bl ) fmraN])] = * N} \mrrs )

Fou NMN A g2 AN =A== 22 IS NSVIEINNMANANL NN\ pt
NER) =l e M YN N N = Sl A S, s oLy
v 2 ==Y ] Ne=tN) N2\t =S =N 2 s INY ==
t"f“"""f"llluﬂ"/f"\\r"'/ﬂ-/ln\r"‘—-\h""f\"""\\-'\ﬂ"\"
) s N rmss el e AN NN=\ A =N -
L) AN\ [ ~== 177NN {t)IN~A) VN7 Ny

L =)l /=N N\ =N\~

NN N vl N mr s ANt =NNNI NN =] =N
v e Ve e AN SN N2 AvZSy [aN=—=a]) >~y |l 7—\
[Fe =Ny a 2] ) N=S s /Nt (SN rrZ? ==
AN\ [f~/77=x leVNrSN)) SN /SN) o=/ \N==p/ ) r=) =~
V=N = NIV 2= NS~z = NAN== N7\ S7 2N
=l /InS=sANI SNl N~ =2 [ rr7=N~) =" \N[~yr7 .~31 7\

~r YN NN aNY A -

R I R R T W N D RN

—-#.-i'iff/\\j‘\t"l\‘\""‘l'frf.—'/f“"l (N ~=—~ ¢

~—~f \t=\\yt2 ) r==mr ]/ ~~

ISy (=N 7\ ==\

NV AV USNT =t ) I ANSS=A) NIV ISNZ)IN O ZANNS)I~N7Y) w7
2NN AN = s V=N N=AN= U [ =\ =\N27/ N

- \i N~ N Sz ) 2N 270

\ =/ /s~ \NT T N2 NS LN =LV,

—_= s e 2N V=N NN sl L SN= N7 =" [~Nrma==)] ,/
IasyY VL ZSssaSsSss AV /NN Is=N~ ] calSNNZ7 1T tN~0
A~ Nz NIV ANSSIANL =2 2N VN =20 72N 2N [ 7N
) AN N A ISY ~—=27 )\
~s?N) 27V eSSV 2 ) AN ) L)) — -
~] =N IZSNAUIN=FA\NNAIN Y N VYYN) AL 20\ -

b} . # oowr I o & _a % ==l

&, B

"N s~ NY ) oSN s SN STIANSAAA"T

P e e O Y % ) O F o ow F YA Y T oow s %% % ) i



Current Account Switch Service Annual Report 2020

Foreword

2020 has been a remarkable and challenging year.

The sudden onset of a devastating
pandemic and its consequences are
both shocking and sobering. The
global impact of COVID-19 has put the
lives we lead into sharp perspective

- especially when we consider the
tragic losses communities have
suffered this year.

In this most trying of years, the

Current Account Switch Service (CASS)
community (the CASS team, participants
who offer banking services and the
consumers who use them) pays tribute
to those who care for us and for those
whom we have lost.

The upheaval due to the pandemic
causes us all to reflect on what’s
important in our lives. Who we bank
with may not be the priority and we
have seen an impact on market activity
in 2020. For example, consumers have
begun to use more digital access to
banking services and to explore new
payment methods. We have observed
the pace of this change building as
restrictions on normal life continued,
and as attitudes changed across the
country throughout the year.

These changes have impacted on the
volume of switching in 2020 - yet we
did see a small glimpse of a recovery
later in the year.

To understand these changes, CASS
responded by working with participants,
consumer representatives and our
regulators, using our strategy days to
improve our understanding of how
people were switching and how CASS
can support them. Our marketing and
engagement have helped us to be
recognised by organisations working
with the financially vulnerable

- enabling us to work more closely
with them in the future.

We have also worked closely with

our participants and consumer
representatives, adapting our strategy
to meet the demands of customersin

a world which is constantly changing

- bringing significant opportunities but
also great uncertainty. Throughout this
most trying of years we have achieved
our key performance indicators and
met our regulatory requirements.

I am proud of the achievements that
CASS and the CASS team have delivered
in 2020. As a community we must
recognise the impacts of the pandemic
will continue to be felt into the future
and we must be prepared for this. Our
activity in 2021 will help to ensure we
remain mindful of how we deliver our
collaborative role as the UK’s switching
service for current accounts.

In the end, it is less important how
many people actually use CASS; what
matters is that anyone who might
benefit from a switch knows that they
can do so with confidence in the ease
of the service and the protection

it will give them.

%

| V" o
Jo Kenrick

Chair, Pay.UK Switching Services
Participant Committee
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Introduction

Pay.UK is responsible for the UK’s retail
payment systems and related services.

Matthew Hunt
Interim Chief Executive Officer
Pay.UK

CASS is part of Pay.UK and in 2020
has demonstrated how a successful
service can continue to deliver
through unprecedented times.

To be successful, CASS is required

to collaborate across an extensive
ecosystem which includes government,
regulators and banking participants.
But most importantly, CASS serves

the needs of consumers. As we have
seen in the last year these needs

can change dramatically.

CASS succeeds by ensuring it maintains
strong engagement with UK current
account providers and their customers.
Importantly, it also makes sure it

stays relevant to these customers

as the delivery of banking and the
expectations of customers change.

The discussions and alignment that
CASS has as a service remain important,
as is the strategic alignment with Pay.UK
strategic objectives.

Obviously the impact of the pandemic
has meant that account switching has
not been at the forefront of people’s
minds. But we have worked hard

to keep our critical infrastructure
functioning and CASS has ensured
that it has met its primary function: to
help those who want to switch their
bank accounts without difficulty. Itis a
valuable model to the financial services
industry that shows how the power of
collaboration can support customers’
needs in a changing world.
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CASS 2020 performance

CASS regulatory
performance

In 2020 CASS continued to meet its
regulatory objectives, enabling the
service to achieve designation by the
Payment System Regulator (PSR)

for the fourth consecutive year.!

In addition, CASS continued to
successfully deliver the undertakings
it accepted from the Competition
Market Authority (CMA) in 2016 as
part of the Retail Banking Review.

Satisfaction and
awareness

CASS has achieved both its high
customer satisfaction levels and
met its Key Performance Indicators
(KPIs) in 2020.

Overall customer satisfaction with
CASS in 2020 was 92%, with overall
customer awareness of the service
for the year reported at 79%. These
outcomes are both higher than CASS’
KPIs of 90% and 75% respectively.

Over the year CASS 7-day switch
completion rate was 99.5% against
a target of 99%.

Payment Account Regulations, 2015

Pandemic impact on
performance in 2020

The COVID-19 pandemic has had
a clear impact on some aspects
of CASS’ performance.

For example, looking at in-year
awareness of the service, there

is a notable difference in performance
between H1 and H2, with awareness
in the first half of the year averaging
80%, dropping to 77% in the second
half of the year.

It is important to note that despite

the pandemic, CASS achieved its overall
75% awareness target for 2020. CASS
learned that its visibility in the market
plays a critical role in the achievement
of this target.

In the second half of 2020, CASS
adapted its approach to focus
specifically on groups that could
potentially benefit most from switching
in light of the pandemic - specifically
the financially vulnerable, 18-24 year
olds and SMEs. Through targeted
marketing, it was able to focus on

these key groups without sacrificing
overall awareness.

Throughout 2020 CASS met all of its
operational service level agreements
(SLAs), ensuring that even while
participants changed their engagement
with customers, CASS remained
consistently available for those that
wished to switch.

2020 at a glance:
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Awareness of CASS throughout 2020
From CMA undertakings report

100%
95%
90%
85%
80%
75%
70%
65%
60%

Campaigns
Awareness

- Target

Jan Feb Mar

Total switching in 2020

The impact of the pandemicis
further evidenced by the lower
numbers of people switching
current accounts in 2020.

The total number of current accounts
switched in 2020 was 704,560, taking
the total number of CASS switches since
the launch of the service in 2013 to
above 7 million. By comparison, in 2019
CASS enabled over 1 million switches.
The dip in total switching represents

a change in consumer behaviour
attributable to the pandemic.

Switch volumes in 2020 suggest a close
correlation with the growth of the
pandemic and both participant and
consumer responses to the situation.
In the early weeks of the pandemic,
data suggests that consumers were
more reluctant to switch.

Jul
2020

Apr May Jun Aug

Some participants also took a
cautious approach, focussing on
services for their existing customers
rather than marketing to potential
new ones. This led to some switch
incentives being temporarily removed
from the market, consequently
reducing the numbers of switchers.

As the year progressed and
understanding of the effects of the
pandemic improved, the market

saw increased switch activity

from consumers and the gradual
reintroduction of switching incentives
into the market. Subsequently,
switching volumes began to recover.

T
Sept Oct Nov Dec

In the 4th quarter of 2020 nearly
190,000 switches were completed

via CASS, a third more than in the 3rd
quarter of the year. In November 2020
alone 80,980 switches occurred, the
highest monthly total since March 2020.
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In 2020, CASS retained the governance structure

it adopted following revision in 2019.

The number of members of the
Switching Services Participants
Committee (SSPC) remains at 14.

Decisions continue to be taken

by consensus with all participants
of the service who represent the
49 participating brands.

Three working committees report
into SSPC: the CASS Operations
Committee, CASS Communications
Working Group and the Cash ISA
Operations Committee.

SSPC reports into the Pay.UK Managed
Services Committee (MSC) which
continues to be responsible for
oversight of CASS, approval of

the CASS strategy and budget

and ensuring CASS is aligned to

the Pay.UK strategic objectives.

T

Pay.UK board

o<
O

Pay.UK Managed Services Committee
(MSC)

=]

=

Switching Services
Participant Committee

(SSPC)

CASS Operations Committee
Cash ISA Operations Committee
CASS Communications Working Group
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Strategy renewal

In 2019, to ensure CASS remained relevant in the
market 5 key future scenarios were identified.

CASS has continued to track these
scenarios throughout 2020. To ensure
alignment with Pay.UK, they have
been mapped on to key technological
themes identified by Pay.UK as part

of its overall strategy.

o3

Customers are
protected against
fraud, misuse and
abuse of payments
and data through
simple contractual
agreements and
effective liability model,
with automated tools
to help them manage
their exposure and
any incidents

The wider population
has access to a range
of seamless electronic
payment mechanisms
and customers are
not disadvantaged by

age, wealth, health or

geography

More security
around payments
and switching
in a more robust

infrastructure Future

As the pandemic impacted the market
CASS continued to monitor and assess
itsimpact on the development of these
five scenarios, and will continue

this activity into 2021.

More active providers in the market
who are able to enter, grow effectively
and transition without disrupting or

disadvantaging their customers

Customers using a
diverse range of
products and overlay
services connected

More current
account providers

to the current account
that fundamentally
More products change their switching
and overlay behaviours

services to be
switched

scenarios

More seamless
customer journeys

Technological advancement
such as API development
and digital identity
management leads to
easier assessment, access
and adoption of new
propositions, delivering
against increasing customer
expectations
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Annual strategy days

As part of the CMA Retail banking
review undertakings, as well as
ensuring CASS is representative of
the marketplace and consumer
markets, CASS has led an annual
strategy day each year since 2016.

CASS’ Strategy Day is a chance to
speak to a wide group of industry
stakeholders and consumer
representatives to gain perspective
and input on the future of the service.

Due to the pandemic and the need

for social distancing, this approach
was adapted to undertake the strategy
discussions virtually rather than
delivering the usual full day face

to face event.

In 2020, CASS created two half day
events, structured to build interactive
breakout sessions into each event,
giving all delegates an opportunity

to provide their input and raise any
questions for the discussion led

by CASS.

The first event was held in October
2020, sharing highlights from the past
12-18 months, and summarising the
impact COVID-19 has had on CASS and
CASS’ participants, the wider market
and most importantly its customers.

CASS used the event to obtain
input on three key questions:
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Annual strategy days continued

The second strategy day, held in
November 2020, included presentations
of the new CASS Vision and Strategy
approach, along with background on
how evidence and input from the switch
ecosystem had been used.

Breakout sessions were used to consider
CASS delivery pillars (Perform, Progress,
Promote or Participate) and asked

the following questions to improve
understanding of the longer-term
strategic focus for CASS.

CASS was very grateful for the

activity and input to both strategy
days which enabled strong insights

to be gathered. Both strategy days
had great engagement from attendees
and many common themes were
shared on each key area of focus for
further consideration.

The next steps are to take the

outcomes from both strategy days

and distil them into a revised strategic
approach. To enable this, the CASS team
will undertake focused discussions

with CASS Participants, Independent
Non-Executive Directors and external
stakeholders.

This will help to identify the short,
medium and longer-term strategic
focus for the service, ensuring CASS
remains aligned to the wider Pay.UK
strategy supporting better end

user outcomes whilst remaining
robust and resilient.

Current Account Switch Service Annual Report 2020

The following questions were used to improve
understanding of the longer-term strategic focus for CASS:
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CASS Strategy and vision

Our vision is to make banking more competitive for customers

Our mission is to provide a continually valuable service that makes switching
between banking providers simple, secure and stress-free

5 i o)
Perform ¢@ Progress g Promote Participate =

Running an Evolving the service Delivering on our Engaging key
operationally excellent, in order to ensure regulatory remit to stakeholders to drive
robust and secure core continued market and increase awareness of the best outcomes for
switch service end user experience switching end users

End user focused
Working well together

Clear on value

Four key areas of focus from Event 1 were:

D7 X

Supporting new Facing uncertainty in Maintaining Staying agile
customer journeys switching volumes CASS awareness in a changing
environment

Event 2 led to the identification of three challenges for the service:

:\| |": N
~ in
Identifying Maintaining Understanding
opportunities to our positionin and targeting our
enhance the CASS the market audiences in the most

offering appropriate way
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Ecosystem engagement

CASS has continued to develop its engagement across the
switching ecosystem to help meet its objectives in 2020.

Research and stakeholder
engagement

In early 2020 CASS published the
summary report from the ‘Millennials
and Money’ research work (concluded
in late 2019) which aimed to
understand how millennials engage
with and make decisions on the
financial services they use.

This study was also the subject of a
panel discussion in September 2020,
led by Common Vision, CASS’s research
partner, titled “Millennials and Money:
Building financial resilience for a better
recovery”, where the findings of the
research were discussed against the
backdrop of the pandemic. The panel
brought together various players of
the ecosystem including academics,
policy makers and representatives
from organisations including Young
Money, Starling Bank and Wollit.

In February 2020, CASS commissioned
YouGov to undertake research to
improve understanding of SME banking
and switching behaviour in UK (Figure
1). SMEs are a key audience segment for
CASS and understanding their banking
behaviours, and the factors in deciding
whether to switch, are instrumental in
ensuring that CASS remains relevant in
a changing market. A follow up to the
February 2020 research was undertaken
in August 2020 in order to assess the
impact that the pandemic has had

on SMEs, resulting in changes to their
banking and switching behaviour.

| & pay.uk

The impact of
COVID-19 on SME
business banking

Figure 1

Published in November 2020

Industries most satisfied with
their business account:

5 9 The regions with 4
) %o thelowest
ransportati Edu o proportion of
&Distribution i [ ¢
59 59, | -
Media/Marketing/ Retail s Nothwest? /
Lo &
- - Eastor

Advertising/PR & Sales

The regions with the highest
proportion of people to never switch:

i :
499 scotiana i
47 % ot ofengiand

44 waes

CASS - YouGov SME Research: Key findings

Of SMEs are

their COVID-19 banking support

than

Fewer SMEs believe

are important
when choosing a bank or
building society

remains the most
important factor in selecting
a new account

Of SMEs use or
more often than before
the COVID-19 pandemic

in SMEs using
personal current accounts
for business banking as more
seek access to the Government-
backed lending scheme
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In November 2020, CASS additionally
commissioned Frontier Economics to
undertake a research project aimed at
another of our key audience segments
- financially vulnerable consumers
(Figure 2). The study was conducted
with the aim of improving understanding
of how the pandemic was impacting
attitudes to switching. This was one of
the first major studies into attitudes
to bank accounts since the pandemic
began and revealed new insights.

frontier}

& pay.uk

CHOOSING CURRENT
ACCOUNTS

How the COVID-19 pandemic has affected
switching attitudes and behaviours in the UK

Figure 2

Published in November 2020

The research used Implicit Association
Testing (IAT) to help determine the
attitudes of financially vulnerable
consumers, with a wider focus on other
key CASS priority groups such as 18-24s
and SMEs, and how their attitudes to
switching may have changed during
the COVID-19 pandemic, as well as
examining the factors which would
prevent them from deciding to switch.

Social media
engagement

Following a review of CASS use
of social media in 2019, the
approach for 2020 focussed on
a more targeted audience-led
plan, designed to build and use
assets from the wider CASS
marketing programme.

CASS adopted a user focussed
channel strategy to ensure that
it was delivering the most
relevant and engaging content
to different audiences.

In 2020 CASS used LinkedIn

and Twitter to engage primarily
with its industry and business
stakeholders, with the channels
acting as a digital forum for CASS
industry news and narrative.

CASS - Frontier Economics Research: Key findings

Of consumers would
be motivated to
switch for a

Would be motivated
by a

People who are financially
vulnerable are more likely
to fear that they could be
rejected by a bank and

are more likely to worry about
getting the same overdraft
facility than other customers

13

An online panel discussion held

in December 2020 discussed the
findings of the research, in addition

to the wider impact that the pandemic
has had on various consumer segments
and how this affects their attitudes
towards finances, banking and

account switching.

CASS used Facebook and
YouTube to engage further with
consumers, amplifying its paid
advertising on these channels
with customer testimonials,
myth-busting sound bites about
the service and longer form
‘How To’ videos to explain the
switching process and frequently
asked questions in more detail.
CASS also launched a new
Instagram channel, currently in
its test phase, primarily aimed
at growing engagement with
18-24 year olds.

Of those considered financially
vulnerable associated the word
with switching current

accounts

Associated Associated
switching with switching with
the words the words
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Customer engagement
and marketing

Although 2020 saw unprecedented challenges,

CASS was able to reassure consumers that the service
was available for those that needed to switch

- and remained free, easy and guaranteed.

In 2020 CASS delivered three targeted
campaigns to engage with its priority
groups of consumers: the financially
vulnerable, SMEs and 18-24 year-olds.

The requirement for CASS’ 2020
communications was to ensure that
90% of all adults in the UK had the
opportunity to see its advertising at
least once during the year, in order to
maintain awareness levels of the service
at an average 75% in the same period.

The plan for 2020 encompassed two
main periods of advertising, the first
running from January to April and the
second in the Autumn. The approach
was to target a mass audience in the
first quarter of the year, with a more
focussed campaign aimed at the
financially vulnerable and 18-24s

in the second half of the year.

At the beginning of 2020, the
campaign used the ‘sign to switch
creative’, focusing on a message
which promoted both the tangible
benefits (i.e. rewards and benefits
from a new current account) and also
the emotional benefit from switching:
“that just switched feeling”.

The strategic approach continued to
promote consideration of switching:
increasing motivation (demonstrating
the relevance and benefits - tangible
and emotional) and reducing and
removing barriers (the ease of the CASS
process). The campaign was launched
on TV, digital, outdoor, radio and social
channels on 1st January, running for
15 weeks, with the final weeks taking
place during lockdown.

It was seen by 96.8% of all UK adults,
exceeding the 90% target, and was
well received amongst all audiences
including the 18-24s, with research
showing the TV ads were clear and
easy to understand.

As the COVID-19 pandemic continued,
CASS revisited its marketing strategy

to ensure it was still appropriate

and relevant given the changing

wider context. CASS identified some
pandemic-related market changes
which required monitoring. For
example, on the supplier side the
reduced number of incentives being
offered by participants at the beginning
of the period, as they refocused activity
to supporting existing customers.
Relatedly, on the demand side, there
was lower engagement from potential
switchers, as they took steps to protect

themselves from the growing pandemic.

CASS analysis identified that the impact
of the pandemic could lead to a change
in the financially vulnerable population,
which consequently could represent

a more diverse group of individuals,
including SMEs, 18-24s and others who
found themselves in a more difficult
financial position.

It was clear from research, analysis,
and consultations with consumer
representatives, that CASS retains a
responsibility to reassure consumers
that it is available should they want
to switch.

CASS therefore concluded that it

may not be appropriate to cease all
marketing activity because this would
reduce all support for some people
who could benefit from considering
switching to a current account which
better suited their needs.

CASS determined that the range of
people who could be experiencing the
need to find a better current account
could be growing and some of these
might not be familiar with CASS. These
people who may now have a need to
switch for other reasons could benefit
from being more aware of the simplicity
and ease of using the service.

Therefore, for the Q4 marketing
approach CASS took the strategic
decision to target financially vulnerable
consumers, raise awareness and
increase understanding that switching
is guaranteed, simple and stress-free.

CASS took an approach that
incorporated both audio and visual

to connect with an audience typically
disengaged with financial services,
utilising TV, digital, radio, press and
social channels. The messaging

aimed to re-emphasise the benefits of
switching, and reassure customers they
remain free to switch if they want to.
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The requirement for CASS’
2020 communications was
to ensure that 90% of
all adults in the UK had
Switch stories the opportunity to see its
In addition, CASS launched a new campaign advertising at least once
entitled ‘Switch Stories.’ This approach helped duri th
show how having the right bank account is uring the year.

important, and that every consumer has their
own reason to switch.

Through showing a range of people at different
life stages, CASS brought these reasons to life.

In combination, this approach helped CASS

to engage with 91% of the identified financially
vulnerable audience, and maintain CASS’ overall
awareness target throughout 2020.
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Conclusion

Operationally and strategically 2020
has been a successful year for CASS.

CASS has once again met its
regulatory undertakings, KPIs and
achieved designation from its
regulator in a challenging year.

CASS monitored the impact of a
pandemic on consumer behaviour
and worked with the retail banking
industry to ensure choice in banking
remained available to consumers.

Research projects have been completed
and published on SMEs and financially
vulnerable behaviour, with the findings
used to develop a new strategic
direction for CASS that aligns with

the strategic objectives of Pay.UK.

This has been supplemented by

continued marketing campaigns
to ensure consumers know CASS
is there if they need it.

CASS could not have delivered this
agenda without engaging widely

and working in collaboration with

the switch ecosystem and we thank

our participants, regulators, partners
and supporters for their help in 2020.

In continuing this work, CASS welcomes
comments and engagement with

those who have interest in and want

to engage with its work.

CASS is already looking forward

to 2021 with a revised strategic
approach, encompassing learnings
from monitoring the five strategic
themes, taking into account the
impact of the COVID-19 pandemic.

This revised strategic approach will
have a long-term impact on the
way banking services are delivered
and consumers’ future needs. CASS
encourages anyone with an interest
in these issues to get in touch to
help us in this work.
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