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September 2003:  PattiChiari Consortium establishment

éto provide customers with simple comparison tools and 
financial education programmesé

PattiChiari: a new relationship between customers and banks

TRANSPARENCY CLARITY COMPARABILITY

Å 10 initiatives offered at bank counters (i.e. Bank Accounts Compared)

Å broader effort to provide financial information and education
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ÁMore than 70% believe they are not well prepared to make financial decisions and believe that 
there are barriers that prevent them from understanding financial information
(Source: ISPO, 2006).

Á65% of individuals between 11 and 25 years old appear to be little or not interested at all in 
savings management and more than 70% have no real knowledge of the subject
(Source: Assoreti, 2006).

ÁItaly is characterized by one of the highest rates of financial exclusion, with 16% of the 
population completely devoid of banking services and access to credit (Source: Directorate-
General for Employment, Social Affairs and Equal Opportunities, European Commission, 2008)

Assessment of the level of consumersô financial education in Italy
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PattiChiari
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PattiChiari plan for financial education: life -cycle approch
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Schools: ñEconomics and meò( junior High Schools)

858 schools

2,130 classes

60 ,000 students
 

18 regions

42 cities

200
banksô 
experts

 

 

 

 

positive opinion

no opinion

30%

70%

Teachersô opinion

7%

93 %

Company expertsô  opinion
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Schools: ñPattiChiari with the economyò(High Schools)

Education path Teachers receive a kit with educational materials

(guides, leaflets), which is intended to help develop an

education path on banks, economy and business and to

prepare and draw up a business plan . Teachers can count

on the support of banking experts both for developing

the program and for drawing up the business plan .

National award 
of prizes

Students who win local competitions have the chance to

participate in an additional selection at a national level .

Local award of 
prizes

The best business plans from schools of the same city

will be selected and awarded prizes .

800 schools

6,000 students 

100,000 students involved on - line
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First national campaign on financial education : 
DIALOGO Campaign (Novembre 2007)

Booklets

Advertising 
campaign

Web campaign

Media relation 
activities Ambient 

marketing

Banksô personnel 
training course

Results: 25% of those with bank accounts (and 34% of investors) 
understood the importance of making well informed financial decisions


