<,

I

GH-CSI
REPORT 2025

CIMG Research Findings
July 2026

®© O @ 0O

INSIGHTS ANALYSIS STRATEGY GROWTH

Data-led perspectives Evidence-based Turning insights into Driving performance and
for informed decisions market intelligence strategic advantage long-term value

CIMG

WORKING FOR GHANA

Stronger Insights.
Stronger Institutions.
Sigelale[STHCI TR



i
CONTENT

WORKING FOR GHANA

©000000

02 |
03 |
04 |
05 |
06 |

07 |

Context

Methodology

Consumer Banking - Service Quality,
Satisfaction & Loyalty

Consumer Banking - Brand Advocacy (NPS)

Business Banking - Service Quality,
Satisfaction & Loyalty

Business Banking - Brand Advocacy (NPS)

Framework

03

09

11

30

35

53

59

Y e N N N Nt N






Business
Banking (BB)

Consumer
Banking (CB)

Advocacy -
NPS (CB)

Advocacy -

Context NPS (BB)

Methodology Snapshot Framework

GH-CSI is an anual survey
commissioned in 2021 by the

CIMG to establish a customer

satisfaction index score for
the banking industry.

This report presents the
5th wave for consumer
banking and 4th wave for
business banking.

The report shows the
year-on-year comparative
analysis of the;

* Industry performance and;

* Performance of
individual banks

SPECIFIC OBJECTIVES

Measure the levels of service
quality, customer satisfaction
and customer loyalty for
Banking Services

Compute the 2025 index
and compare same with
previous waves.

To measure the levels of Service Quality, Customer Satisfaction
and Customer Loyalty for 2025 and compare same with

previous performances

To establish the 2025 Index and compare same with
previous indices

>

[ A

7

Compare the levels of service quality, .
customer satisfaction, and customer jji_Q\
loyalty for all the waves ‘

.

Measure the Net Promoter Score (NPS)
for 2025 and compare same with
previous waves
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Consumer Advocacy - Business Advocacy -

Methodology Snapshot Banking (CB) NPS (CB) Banking (BB) NPS (BB) Framework

@
[ )
KEY
STAKEHOLDERS e

Universal Customers/
Banks Public/
Media

The GH-CSI 2025 study
engages a diverse set of

stakeholders whose
perspectives inform the
insights, benchmarks, and
strategic recommendations -
presented in this report.

Regulators GAB

CIMG
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Definition of
the Six
Dimensions

An adaptation of
SERVPERF, E-S-
QUAL and
Ebankqgual models

L]

Methodology Consumer

Snapshot Banking (CB)

TN

Sy

Tangibles

Reliability Responsiveness
This refers to This is the This is the
physical firm’s ability to firm’s
facilities, perform the willingness to
equipment & promised help customers
appearance of service & provide
personnel. accurately & prompt service.
dependably
1.

SERVPERF (Cronin, J.J & Taylor, S. 1992)
2. E-S-QUAL (Parasuraman, A., et al., 2005)
3. Ebankqual Model - (Kumbhar, V. M., 2021)

Advocacy -

NPS (CB)

Assurance

This is
knowledge and
courtesy of
employees &
their ability to
inspire trust &
confidence.

Business

Banking (BB)

Advocacy —

NPS (BB) Framework

J

Ease of Use

This is the This refers to ability
Provision of of a customer to find
care and information or enact
individualized transactions with the
attention to least amount of
customers. effort
& appearance of
platform.
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Scale Items

Consumer Advocacy - Business Advocacy —
hsthiodelogy BUARSHRE Banking (CB) NPS (CB) Banking (BB) NPS (BB) Frapewaik
\
SERVICE QUALITY
Vv A total of 36 questions on Service Quality were adopted, comprising:
Tangibles Reliability Responsiveness Assurance Empathy Ease of Use
6 questions 7 questions 5 questions 4 questions 6 questions 8 questions
/
CUSTOMER SATISFACTION
A single question was used to solicit responses from respondents
\
CUSTOMER LOYALTY -
The questions on Customer Loyalty were:
W Behavioural Loyalty @ Emotional Loyalty
6 questions 8 questions
>

Dehghan, A. and A. Shahin (2011),

1.
‘ 2. Tee, K. D. (2019)

CIMG
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Consumer Advocacy — Business Advocacy —

Banking (CB) NPS (CB) Banking (BB) NPS (BB) Framework

Methodology Snapshot

* * % * % %k % % %k kK

STAR RATING

—9

POORSERVICE ~  FAIR SERVICE RERe g e
= —t — o °

0% — 50% 51% — 70% 71% — 80% 81% — 90% 91% — 100%

Unsatisfactory Fair Satisfactory Commendable Praiseworthy
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Consumer Advocacy — Business Advocacy —

Context Methodology Snapshot Banking (CB) NPS (CB) Banking (BB) NPS (BB) Framework
Research Design Data Collection Population & Sample Size Fieldwork
+ Quantitative research design * Instrumentation: + Sampling Approach - Quota and
Questionnaire survey systematic sampling
Target:
- Approach: _
» Existing customers of 5 CosImsHBERKED * Consumer Banking - 3,300
universal banks in Ghana o iniacibitacadsiiag Fieldwork was conducted
*  Current active bank interviews) * 150 per bank across 5 between November 17, 2025,
account holders branches of the bank (i.e., to January 31, 2026.
* Customers were 30 interviews per branch)
* Performfad baqk . engaged post-immediate
transactions within the consumption

last 3 months prior to
* Business Banking

the survey it « Business Banking - 2,200
* Gender: Male and Female & n.n o
* Banks provided database e 100 per bank
+ Age: 18 years and above i
+ Key decision makers on * Data was collected
where to bank. electronically via mobile NB: ABSA opted out of this
devices. year's study.

* Data Analysis: Descriptive, EFA

CIMG
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Consumer Banking

Level of Service Quality,
Satisfaction & Loyalty




Context Methodology Profile

Consumer Advocacy — Business Advocacy —
Banking (CB) NPS (CB) Banking (BB) NPS (BB)

Framework

Lt I A & LSVEL oF ucATON

54.8% 23.7% 27.9% 204% 12.7% 7.9% 7.4%
Male °
28843
¢ m S8
45.2% ! = =
Female @ . 4 . 4 @ L 2 *—>
18-20 21-30 31-40 41-50 51-60 60+

é’: INCOME LEVEL

&% EMPLOYMENT STATUS

Skilled worker _ 18.4%

17.0% ! 10,000 -

Unskilled worker !
. 5'000 = 15,000
Trader [N 10.4% i 10,000 5.8%

2,000 - 0
Unemployed 10.4% D G @ 19.1%

T”T 8.5
0
Clerical worker - 3.9% < 2,000 38.5% ¢

% 32.6%

Retired . 2.3% Av. Income - 4,531.36

® Technical
m Secondary
n Degree
Masters
® Doctorate

u Professional

> 15,000
4.0%

CIMG
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Bankin Consumer Advocacy — Business Advocacy —
ntex Meth I —g — = Framework
Lot B Snippet Banking (CB)  NPS (CB)  Banking (BB)  NPS (BB) |‘amework
DURATION OF RELATIONSHIP WITH @p TOP 10 BANKS, CUSTOMERS SAVE
DO YOU SAVE WITH OTHER BANKS? :
=== THE PRIMARY BANK L] WITH ASIDE THEIR PRIMARY BANK
Be
62.7%
% Fcobank Q @
(BYes ) GCB The Pan African Bank access CaIBank
ase
19.3% (n=1,549)
8.9%
. L GTBank (absa) UBA ‘k'
United Ban
= - ftm?:: Iocf sBma::..': ZENITH fc:r Africa
Lessthan 6 months- 1- 6-10 10years Sk o
6 months 12 months years years plus
& e
& ACCOUNT TYPE 1111 BANKING SERVICES PATRONISED D TYPE OF REMOTE BANKING SERVICES USED

797‘y avings 6460/
e "" Traditiongl
I Banking
— 31 .0% Current 5.3%
— B = Remote
Banking

2.8% Investment ()
30.0%
il e ‘) .

" (n=1,168)

I Frequently Used

91.6%

Base

Base

(=119 Mobile App

(Bank Apps)

24.5%

USSD / Short
codes Service

Online Banking
using the web portal
(Internet Banking)

GCIMG
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Context Methodology

i Y

Tangibles Reliability
iy i
B 2025 92% 92% o 89% ggy, 89% 88%
W 2024
W 2023
B 2022
W 2021

@ TOTAL SERVICE QUALITY

89%
| 8(’./.II III

Consumer Advocacy — Business
Snapshot Banking (CB) NPS (CB) Banking (BB)

Advocacy —
NPS (BB)

Framework

0 ©

NS

Responsiveness Assurance

92% 93% 93% 94%

97%
89% 9 88%
I I \ I I I 83% i | I I

4 r

Empathy Ease of Use

92%
88% 88%

100%

A

80% O—
60%
40%
20%

0%

.
Vo | ~__
" 4 -
2021 2022 2023 2024

=== Total Service Quality

2025 SCORE

2025

CIMG
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Context

Methodology

Overall Service Quality

OVERALL SERVICE QuALITY 25 | I 77 )

OMNI BSIC
UBA
ACCESS
RPL

UMB
STANBIC
FBL

GT

FBG

NIB

GCB
ZENITH
EGH

PBL

FAB PLC
CBG

Level of Agreement (T2B)

Base (n) =3300 )

94.4
R 941
92.5
o1.7 T
91.6
o1.4 IENTYY
91.3
o1.1 Y]
XN 00 923

89.3

89.1 T

1 — Strongly Disagree; 2 — Disagree; 3 — Neutral;[4 — Agree; 5 — Strongly Agree]

Snapshot

m evel of Importance (T2B)

Consumer Advocacy — Business
Banking (CB) NPS (CB) Banking (BB)

1.8.8.0.8 1

1. 8.6 ¢

Banks

Overall  88.29
ABSA |
1ol 3 86.4 |
Access m
IOV 751
YR 57.0
cec  [E
EcH [0
omni IV
PBL 4
SG

FBL 3 |
cce X
Stanbic m
usa [
ot EESI
Sl 906 |
T 017
Slel: 3 79.9
N RS
N: 893 |
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ZENITH [
uve  EEIG
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Advocacy —
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7 Increase N Decline

Framework

2025 2024 2023 2022 2021
T2B/% T2B/% T2B/% T2B/% T2B/%

94.5

89.9
93.4
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Consumer Advocacy — Business Advocacy —

Banking (CB) =~ NPS (CB)  Banking (BB)  NPS (BB) Framework

Context Methodology Snapshot

CUSTOMER SATISFACTION FOR CONSUMER BANKING - 2025

) () o0

EXTREMELY EXTREMELY

/ DISSATISFIED SATISFIED

OVERALL \ DISSATISFIED SATISFIED

SATISFACTION P— ; ‘e

92% 0% 2% 6% | 44% |( 48% |
1 92% o

=)o
=)o

o E2)O
£2)o0 £20)0

£5)o
—=3

£2)o
E-)o
£2)0
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Consumer Advocacy — Business Advocacy —

Context Aitoeeioey Snapshot Banking (CB) NPS (CB) Banking (BB) NPS (BB)

Framework

Customer Satisfaction for Consumer Banking — 2021 - 2025

Overall Satisfaction

93%
92%

2021 2022 2023 2024 2025

— Qverall Satisfaction

1 Extremely Dissatisfied; 2 - Dissatisfied; 3 - Neutral{ 4 - Satisfied; 5 — Extremely Satisfied | 7 Increase M Decline G iIM G

WORKING FOR GHANA




Context Methodology Snapshot
Overall Customer Satisfaction
Overall Customer Satisfaction '25 m 1.8.8.8.0.¢
UBA 98.7
FBG 97.8
OMNI BSIC 97.8
GT 96.1
CBG 96.0
Zenith 95.7
umB 94.9
Access 94.5
PBL 93.9
Stanbic 93.8
o — KhX Kk
NIB 93.3
FAB PLC 92.4
RPL 92.3
GCB 91.3
SG 90.0
ADB 88.9
FNB 88.5 6
EGH 87.8
AL o5 106 8 ¢
BOA 81.2
SCB 79.0 *kk

Consumer Advocacy — Business
Banking (CB) NPS (CB) Banking (BB)

Overall Satisfaction ‘

92%

2025

b 4

ABSA _

ﬁ?z Access m
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s N o60
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Customer Loyalty



Consumer Advocacy — Business Advocacy —

Context Methodology ~ Snapshot o o (CB)  NPS(CB)  Banking (BB)  NPS (BB)

Framework

CUSTOMER LOYALTY - 2025
A strong foundation of loyalty driven by f_e N \\

both behaviour and emotion.

S
)

Measures actions and behaviours
N : that reflect loyalty such as repeat
Ul usage, retention and share of wallet.

6 Emotional

—— . ;o 75.3% Measures the emotional connection
OVERALL LOYALTY customers feel towards the bank,
®

including trust, preference and

advocacy.
Overall Loyalty Score
® 76.7%
® 0
in 2025 Our customers show strong loyalty across both behaviour and
l I emotion. Sustaining this loyalty will continue to drive growth
all

and long-term business success. c l M G
o_

WORKING FOR GHANA



Context

Customer Loyalty for Consumer Banking — 2021 - 2025

Methodology

Snapshot

Consumer Advocacy — Business
Banking (CB) NPS (CB) Banking (BB)

Advocacy —
NPS (BB)

Framework

2021

2022

Overall Loyalty

2023
—Overall Loyalty

73%

2024

77%

2025




Context Methodology Snapshot
Overall Customer Loyalty
OVERALL CUSTOMER LOYALTY '25 m 1.8.8.
RPL 87.9
ACCESS 85.7

EGH 83.2 .
CBG 82.7

GT 82.5 fabalob
UBA 81.5
UMB 80.5

OMNI BSIC 80.4

PBL 79.8
FBG 79.3

NIB 77.2

SG 75.3 10
scB 73.9

ZENITH 72.7 ***
STANBIC 71.8
ADB 71.7
FAB PLC 711

GCB 68.8

FBL 67.0 5
CAL 62.2
BOA 61.8 ot
FNB 60.0

Consumer Advocacy — Business
Banking (CB) NPS (CB) Banking (BB)

Overall Customer
Loyalty

s GAL

=

N
o
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ABSA

(absa)

Access

access

MY~ BOA

CBG

(o]

EGH
OMNI
PBL
SG
FBL
GCB

Stanbic

UBA
GT
FBG
RBL
SCB
FNB
NIB
ADB
Zenith
FAB
UMB

~
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80.4
79.8
75.3
67.0
68.8

71.8

79.3

~

73.9

77.2
7.7
72.7

(3}

~

73%

76.5

2024

h 4 h 4

e 70.4
B
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| 622 | | 839 |
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A | 6738 |
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| 805 | EZH

83.9
74.2
76.5
67.7

62.7

£

70.9

72.9
7.3
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69.7

77.9
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86.9
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Net Promoter Score
(Consumer Banking)




How we determine the Net Promoters

—
5

0 1 2 3 4 6
Net Promoter Score — Calculation
* The calculation is based on percents (%s)

* Promoters = score 9 or 10
* Detractors = score 0 to 6

*Net Promoter Score (NPS ) = (% Promoters) — (% Detractors)
* % of people scoring 7 and 8 is calculated but ignored.

10



Consumer Advocacy — Business Advocacy —

Context Methodology Snapshot ENELIGE NPS (CB) Sl 25 NPS (BB) Framework
Net Promoter Score - 2025 @
- 100.0
- 80.0

9 IQ
- 60.0

Promoter %

78.6 79.9 78.8 - 40.0
0.4 70.8 74.2
61.0 63.8 591 576 OO 4 ! 60.6

549 531 551 40.6 oy 55. 47.0 529 514 53.8 20,0
— _— — [~ 0 0

94 7q 22 v e T T ETEE RS T
Detractor % . - -20.0
- -40.0

Tot aI @ é‘l::(m COba-} £3% OmniBSIC ] anbic
' G558 GCB .2 .
56.

NPS % i 40.9 62.0 78.0(37.2 |44.4 6.8| 77.5
Ranking 18th | 14th 8th 1st | 19th | 13th 9th | 2nd

50% < NPS <75 Quite Good Promoters Detractors

- [ ]
NPS > 75% Exceptionally Good Gl G

WORKING FOR GHANA



Consumer Advocacy — Business Advocacy —
Banking (CB) NPS (CB) Banking (BB) NPS (BB)

52% 46% 31% 35% 44%
Overall NPS =) U U U U

2025 2024 2023 2022 2021

Context Methodology Snapshot Framework

‘N ABSA
«» Access
;.L BOA
ess  CAL
CBG
Ecobank
wmemee OmniBSIC
B PBL
e
Fidelity

GCB
Stanbic
UBA
GT
FBG
RBL

< ..o SCB
FNB
NIB
ADB
Zenith
FAB

N T E N NS B N M 7 orocse N Deciine CIMG
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Business Banking

Level of Service Quality,
Satisfaction & Loyalty




Banking Consumer Advocacy — Business Advocacy —

Snippet Banking (CB) NPS (CB) Banking (BB) NPS (BB) Framework

Context Methodology

BUSINESS BANKING PROFILE

Duration of relations with Primary Bank Do you have accounts with Top 10 banks, customers save
other Banks?

with aside their main bank

%

31.7
Base
25.7 (n = 1,483) ECObc’)ﬂ)( 6 @ 4 CalBank
16.8 15.8 * GCB The Pon Alrican Bank access
9.9 53.8% .
me ) &db o | ‘Z
d (absa)
No StanbicBank = e CBG \_/ ZENITH
Upto5 6to 10 11to 15 16 to 20 20 years + T
years years years years
@ Products Patronised @ Banking Services Patronised @ Annual Turnover
o . 6 Up to GHS00K | 25.5
F= 99.3% Current LT 54.0% Tediionalsarking GHS00K - GHs2v N 19.2
- GH$2M - GH$1oM N 17.6
0k : - I .
: 5.5% RemoteBanking GH$10M - GH$20M 13.9
= o | g GH$20M - GH$50M NN 11.3
10.5% nvestment
4 GH$50M - GH$100M | 7.3
,‘I 40.5% sotn Above GH$100M [N 5.3

CIMG
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Consumer Advocacy —

Business

Advocacy —

Context Methodology Snapshot Banking (CB) NPS (CB) Banking (BB) NPS (BB) Framework
Tangibles Reliability Responsiveness Assurance Empathy Ease of Use
97% 97% ggo
95% 96% .o % 95% ggo 95% a0 96% 040, o, 95% gg0
93% 94% 94% 94% 929, 91% 93% 92% % 94% 94% 92% 93%

2025 2024 2023 2022 2025 2024

2023 2022 2025 2024 2023 2022 2025 2024 2023 2022

2025 2024 2023 2022

2025 2024 2023 2022

Total Service Quality

——

93% gg

2022

2023 2024

—Total Service Quality

2025

(' Base (n)=2200 )

1 — Strongly Disagree; 2 — Disagree; 3 — Neutral;[4 — Agree; 5 — Strongly Agree]

7 Increase N Decline

GIMG
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(' Base (n)=2200 )

Context

Methodology

Overall Service Quality
OVERALL SERVICE QUALITY '25 m

ADB
GCB
FBG

FBL

SCB

FAB PLC
umvmB
CBG
PBL

CAL
ZENITH
STANBIC
BOA

RPL

GT

FNB
OMNI BSIC
EGH
ACCESS
SG

UBA

Level of Agreement (T2B)

os.9 YN
98.6
9s.c TV
JEN 983
o7.c INNTY]

97.5

98.7

96.8

v6.6 HNNEGNETA
RN 98.3 |
RN 996
TEN  96.6
LN 100.0 |
CLXN 959
94.4

93.1

91.2

86.6
86.3

m Level of Importance (T2B)

1 — Strongly Disagree; 2 — Disagree; 3 — Neutral;[4 — Agree; 5 — Strongly Agree]

Snapshot

Consumer Advocacy — Business
Banking (CB) NPS (CB) Banking (BB)

Tk dkk

Banks 2023
Overall  93.53
ABSA -
ADB
Access 85.7
son  EEEMI
caL  EES
IR 966 |
EGH 86.3
OMNI 86.6
PBL 96.3
SG 84.4
FBL
GCB
Stanbic m
usa  [EEENN
LIS 03.1
FBG
A 044
SCB
LR 012 |
NIB
FAB PLC
ZENITH LS
UMB 96.8

(s

2024

T2B/% - T2B/% -

95.3
86.8

© [©
ol e
o [N

o |00 |00 © ©
N |© o N -~
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© |©
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©
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Advocacy —
NPS (BB

E

2023

93.6
94.3

o2
oo
(=2}

| 939
| 969
-

oo
~
w

7 Increase N Decline

Framework

2022

T2B/% - T2B/%

92.9
82.3

©
N
(=2}

©
e
o

~
w
o

o0 |
oo |
w |~

© o)
o =
~ o

843
| 962
| 920
| 981
86.0
| 992
| 990
| 955
| 922
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Consumer Advocacy — Business Advocacy —

Banking (CB) = NPS(CB)  Banking (BB) ~ NPS(BB)  —ramework

Context Methodology Snapshot

CUSTOMER SATISFACTION FOR BUSINESS BANKING - 2025

S e
(fﬁg@ ) o o °® o
L2
e 0,
Ve o .4 \ = 4
@ e -

EXTREMELY EXTREMELY
DISSATISFIED DISSAVISHIED SATISHED SATISFIED
OVERALL |
SATISFACTION o » e

1% 1% 4% | 40% | [ 54% |

A isfaction
J;\UJ/ 9 4 o/ o \?v;ﬁrfrg(?i?igigcbanking W

94%




Consumer Advocacy — Business Advocacy —

Context Methodology ~ Snapshot g2 o (CB)  NPS(CB)  Banking (BB)  NPS (BB)

Framework

Customer Satisfaction for Business Banking — 2022 - 2025

2025 2024 2023 2022

@

1 Extremely Dissatisfied; 2 - Dissatisfied; 3 - Neutral{ 4 - Satisfied; 5 — Extremely Satisfied | 7 Increase M Decline G l M G

94% 94%

0% pts 0% pts




Context Methodology Snapshot
Overall Customer Satisfaction
Overall Customer Satisfaction '25 m 1.8.8.8.0.¢
FAB PLC 100.0
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FBL 87.8 °
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SG 83.9
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Customer Loyalty




Context Methodology Snapshot CONSUos Advocacy — Business Advocacy —

Banking (CB) NPS (CB) Banking (BB) NPS (BB) Framework
CUSTOMER LOYALTY - 2025
Loyal customers drive sustainable growth = '&‘ B¢ ﬂ( ,\; 10| :
and long-term value. i —@® '

82-0% ‘1 § . .
Measures actions and behaviours

that reflect loyalty such as repeat
usage, retention and share of wallet.

@

s '
80.2%

OVERALL LOYALTY

9 Emotional

Measures the emotional connection
customers feel towards the bank,
including trust, preference and
advocacy.

78.5%

@ . and business success.

OVERALL LOYALTY SCORE /\/ Strong behavioural and emotional loyalty |
8 0 2 0/ I continue to drive customer relationships |
SR AN ' ' CIMG

WORKING FOR GHANA



Consumer Advocacy — Business Advocacy —

Context Methodology Snapshot ENELIGE NPS (CB) Banking (BB) NPS (BB) Framework
Customer Loyalty for Business Banking — 2022 - 2025
2025 2024 2023 2022

80% 79%

1% pts & 0% pts

@

1 Extremely Dissatisfied; 2 - Dissatisfied; 3 - Neutral{ 4 - Satisfied; 5 — Extremely Satisfied | 7 Increase M Decline E l M G




Consumer Advocacy — Business Advocacy — Framework
Banking (CB) NPS (CB) Banking (BB) NPS (BB) e
79% 80%

Overall Customer
Loyalty

=

Context Methodology Snapshot
Overall Customer Loyalty
OVERALL CUSTOMER LOYALTY '25 m 1.8.8.
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Net Promoter Score
(Business Banking)




How we determine the Net Promoters

—
5

0 1 2 3 4 6
Net Promoter Score — Calculation
* The calculation is based on percents (%s)

* Promoters = score 9 or 10
* Detractors = score 0 to 6

*Net Promoter Score (NPS ) = (% Promoters) — (% Detractors)
* % of people scoring 7 and 8 is calculated but ignored.

10



Methodology Snapshot

Net Promoter Score - 2025 @

Context

X

Promoter %

82.0 790 83.0
61.0

56.0

43.0 >20 46.0
23.0
Detractor % “ - - —

-6. ' 20 -1.0 -1.0

e
Total L@ .'*'m

CLCRCIN 500 53.0 | 36.0  80.0 | 78.0
Ranking 8th

50% <NPS <75 Quite Good

NPS > 75% Exceptionally Good

Consumer Business Advocacy —

Advocacy —

Banking (CB) ~ NPS (CB)  Banking (BB)  NPS (BB) Framework
- 100.0
- 80.0
- 60.0
91.0 o0 550 | oo
: 56.0 56.0 570 61.0 57.0
350 450 500
28.0 33.0
~-1.0-
GCB . Gl

17.0 | 53.0 77.0
20th | 9th 6th
Promoters Detractors

- [ ]
Net Promoter score — n Likely to Recommend - w Unlikely to Recommend §

WORKING FOR GHANA



Context Methodology

Overall NPS =)

ABSA
Access

BOA

1Bank CAL
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Ecobank
OmniBSIC
PBL

SG
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Stanbic
UBA

GT
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epublic Bani
tandard B
Farierea

FNB
NIB
ADB
Zenith
FAB
umB

Consumer Advocacy —
Snapshot g 4ing (CB)  NPS (CB)

Business Advocacy —
Banking (BB) NPS (BB)

50% ‘ 72% 0% ' 35%'

2025 2024 2023 2022
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Customer Advocacy -

Context Methodology Snapshot SQ&CSI-T SQ&CSI-R Framework

Loyalty NPS
GH-CSI FRAMEWORK®
’ I’-—@_—\\
a B : !
1. SERVICE QUALITY DRIVERS i +VEGHS |
i Market Share
I I
Tangibles @ \ e~ e . : Incomes :
: E @ \ i Profits :
:\ z ! 7 \ / s v
0 Reliability @ s { oBsmpsudl \4 T
E ] Loyalty ' e @p a B\
__________________ g 20
@ Responsiveness st T i iaame i —»| Customer o_’ —'—--lll
"""" Over.all i . | Loyalty i ;
' Service A, - - Fmant:al 3
E th ®-------- e i I onsequences | \
Q mpathy :,, Quality ;‘ Loyaliy : 7— Vi . \\ N 4
k. i i 2 ¥, gF \
@ Assurance @acscassas il ! !
a - | :VEGHS |
H 1 1
@ Ease ofiUise s Y Overall 1 Market Share
Satisfaction ' Incomes |
i :\ Profits :
/

Service quality drives satisfaction Behavioural and emotional loyalty are Focus on what matters most
and loyalty through both emotional two dimensions of customer loyalty to strengthen loyalty and
7 and behavioural connections. that reinforce each other. deliver sustainable growth.
1. Based on the Behavioural Consequences of service quality CIM G

by Zeithaml, V. A, et al. (1996) WORKING FOR GHANA



Customer Advocacy -

Context Methodology Snapshot SQ&CSI-T SQ&CSI-R Loyalty NPS

Framework

ESTABLISHED GH-CSI FOR 2025

The Ghana Customer Satisfaction Index (GH-CSI) measures overall satisfaction across banking segments.

92.7% 98.3%

CONSUMER BANKING BUSINESS BANKING

O Excellent Satisfaction Q Exceptional Satisfaction




GCIMG

WORKING FOR GHANA

THANK YOU

We appreciate your time and attention.
Together, we build a better banking experience.

080
VA
People

P

Integrity Excellence Impact
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