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Asymmetry 

In the Financial Market

Á Information and Professional Asymmetry:

Á Financial Institutions ïFinancial services 
providers and intermediaries

appropriate professional competence, 
professional marketing and promotion

Á Consumers ïFinancial Services 
Beneficiaries

non-professional users, weakly educated, 
simply influenced by pointed advertising
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Lessons 

From the Nation-Wide Survey

Á Implications of survey based on personal interviews 
with 1107 active users of financial services in 
Slovakia in the age between 18 and 75 years:

Á Fast financial, demographic and social 
development in the past 10 years is not followed 
by appropriate financial education of the Slovak 
citizens and their ability to absorb the financial 
information flow

Á In the average only 56 % of all material questions 
were answered correctly by the respondents 
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Financial Literacy Level

Is Lower Than Expected ...

Á In spite of the frequent use of financial services 
the general level of nation's financial literacy 
does not reflect the actual needs

Á Simple financial arithmetic tasks were correctly answered by 
only 66 % respondents

Á More than half of them will choose among two different 
possibilities the worst time deposit scheme

Á 84 % will choose worst loan condition among two different 
possibilities

Á Approximately one third does not understand the mortgage 
concept at all

Á Only 19 % is able to understand the APR concept 
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... But The Volume of Financial 

Information is Sufficient ...

Á The respondents feel the amount of 
information about the financial services 
and products is sufficient

Á 56.7 % of respondents think they have all necessary 
information for decision, 69.8 % of clients think their 
bank gives them all necessary information

Á The clients are easy influenced by their banks: 47.2% 
does not compare the competitive offers, 43.4 % will 
decide for the same bank product again


