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Financial education is beneficial for both the users 

of financial services and for the financial institutions. 

The more economic development and the broader 

financial culture, the richer the consumption of 

financial products. 

Financial education: no brainer! 

A competitive market offers the best solutions to the 

demand requirements (provided there are no 

market failures). 
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Financial education: no brainer? 

If it benefits providers and users of financial services: 

why is it that financial education does not spring up 

spontaneously? 

Investigation 

should focus not 

on the what but on 

the how. 
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Financial education is not easy 

• Finance is not intuitive 
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Concepts such as interest rate or risk are not simple and not 

easily manageable by users of financial services. Finance, as 

statistics, is difficult to comprehend by the layperson. 



• Finance is complex 
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The alternatives the consumer faces (e.g. to buy or to rent, to 

borrow at fixed or variable rate) are not obvious; any financial 

decision entails complexity and the exercise of an option. 

Financial education is not easy 



• Finance is inscrutable 
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Finance requires to foresee the future (uncertain); the 

time factor is relative and imponderable; and the 

necessary planning is not trivial. 

Financial education is not easy 
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Financial intermediation mobilises funds necessary for the 

development of economic activity 

 

and furthers financing possibilities through the development of a 

set of efficient instruments, processes and channels 

The function of financial intermediation: economic impact 



The function of financial intermediation: social impact 
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The efficient intermediation constitutes the most relevant social 

function of banking, represents its greatest value added and 

affects transversally all other economic activities. 



Intermediation and the consumer’s financial cycles 

• On the one hand… 
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Thanks to intermediation in time terms, the consumer can balance 

cycles along her or his life. 



• Consumption and savings habits must differ depending on the 

timing of the cycle. Financial education teaches differently when 

growing indebtedness or deleveraging. 
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Intermediation and the consumer’s financial cycles 

• On the other hand… 

When increasing debt 

 

•Assess indebtedness limits and 

repayment capacity. 

•Measure risks, guarantees and 

insurance cover. 

•Forecast income and its volatility. 

 

When deleveraging 

 

•Reduce costs and expenses. 

•Renegotiate  terms and 

conditions 

•Sale of assets 
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Intermediation and the consumer’s financial cycles 

Regarding finance, a family is like a business, except that it 

does not create a balance sheet or a P&L. 

Budgeting 

Accounting 

Planning 

Control deviations 

Manage A/R, A/P 

Monitor performance 

It is all about… 

solvency 

liquidity 

How can a family get a Master on Family Administration (MFA) 

degree or, at least, understand basics and act responsibly? 



Social values: consumption, savings, 

indebtedness, failure to repay, being in 

arrears, honouring contracts… 

 

 

 
 

 

 

 

 

General education 

 
 

 

 

What banks can do 
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Financial 

education 



• ‘Know Your Customer’ 

• Quality of service 

• Beyond consumer 

protection rules 

• Sustainability 

strategy (Social 

Corporate 

Responsibility) 

• Codes of conduct 

• Educational 

programmes 

• Social initiatives 

• Other activities 

• Long term view 

• Separation of 

functions 

• Carrying out well know 

activities 

1. Delivery to customer 

2. Internal management 3. Corporate policies 

4. Specific initiatives 

What banks can do 
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Customers 

are also 

considered 

as another 

stakeholder 

1. Delivery to 

customer 
 

What banks do 

Santander’s sustainability dashboard 
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• (15.5 million clients in Europe) 

• Product banking 

• No previous knowledge of 

client 

• Full information 

transparency 

• Goal: reasonable price and 

quick response 

• Risk of excessive 

regulation: the alternative 

of shadow banking. 

1. Delivery to 

customer 
 

What banks do 

Consumer credit 
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• Credit card 

 

• Relational link 

• Credit not bound to specific 

purchases 

• Flexible and scalable 

• Includes added values to 

help planning: alerts to 

mobile, statements… 

(making a channel out of it) 

• Four-corner model that 

requires issuer’s push  

1. Delivery to 

customer What banks do 

• (29 million cards, €15 billion in credits) 

http://www.google.es/imgres?imgurl=http://www.educima.com/imagen-carrito-de-la-compra-dm19801.jpg&imgrefurl=http://www.educima.com/imagen-carrito-de-la-compra-i19801.html&usg=__JxV1SS3Imq_Ushc3xtS0vAThxq8=&h=750&w=531&sz=126&hl=es&start=6&zoom=1&tbnid=qd8r_SHFi2MphM:&tbnh=141&tbnw=100&ei=87qFT-nUJ8OmhAeI0Oi5CA&prev=/images?q=carrito+de+compra&hl=es&gbv=2&tbm=isch&itbs=1
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• Mortgage loans 

 

• Very long life 

• Subject to cycles in the 

debtor’s income flows 

• Property is only a 

guarantee, also subject to 

cycles 

• Each case requires a 

specific assessment 

• Distinguish between 

unexpected changes and 

cumulative effects. 

• Early warnings are critical 

1. Delivery to 

customer What banks do 

• (25.9 percent households in Spain in 2008, 

median of €54,000) 
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2. Internal management 

  

Long term management cannot 
be detached from the market. 

Even in well known environments 
there are ‘black swans’ or 
unlikely events. 

Even the best fine tuned 
managerial attitude must admit 
uncontrollable circumstances. 

What banks do 

Market discipline and 

financial strength 

 Commercial and 

client focus 

Geographic 

diversification 

Risk soundness 

Efficiency 

Corporate and brand 

reputation 

Santander’s 

business model 
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3. Corporate policies 

  

• Santander Universities 

• Long term strategic alliance with 

Universities unique in the world. 

• Support to high education, 

research and entrepreneurship as 

key levers for social and economic 

development. 

• 990 universities under agreement. 

• 4,455 projects in collaboration in 

2011. 

• €117 million deployed in 2011 

(€600 MM expected for the five 

year period). 

What banks do 

Why?: The university 

student is at a crucial 

moment in her/his life 

Santander’s 

sustainability strategy 

focuses on Universities 



20 

4. Specific initiatives 

  

Financial Education 

Corporate Project 

• Led by Santander Universities 

• Goal: to improve knowledge 

students have on basic aspects of 

finance and its world 

• Main channel for dissemination: 

the portal 

www.finanzasparamortales.com 

Conoce   Pregunta   Opina   Innova   Descubre   Mediateca   Finanzas en 140 

What banks do 
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4. Specific initiatives 

  

“„Finance-for-earthly-beings‟ 

stems from a concern: that 

this technical, serious world, 

only meant for a few, gets 

closer to the earthly beings, 

i.e. to all of us. We want that 

anybody understands what 

is commented in the news, 

in politics, what she/he is 

being said when asking for a 

loan or what a mortgage 

depends on. We do not only 

want them to understand but 

also dare to ask and give an 

opinion”.  

What banks do 
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Student Money Manual 

4. Specific initiatives 

  

• ‘Don‟t let your money 

rule you’. 

• ‘Students are often 

stereotyped as cash-

strapped and debt-

ridden’. 

• ‘We hope this booklet 

will help you handle 

your money sensibly’. 

What banks do 
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4. Specific initiatives 

  

Banking and credit 

• ‘Credit cards can be 

very handy, but also 

very seductive…’. 

• ‘Make sure you 

understand how a 

credit product works 

before using it’. 

• ‘Do you really NEED a 

credit card?’. 

What banks do 
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4. Specific initiatives 

  

My money, my rights 

• ‘As a bank we 

recognise the 

importance of providing 

financial information 

that helps people to 

make informed choices 

about how they 

manage their money’. 

What banks do 
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4. Specific initiatives 

  

Other initiatives in other countries 

• In Brazil: ‘Brincando na 

rede’. 

• In Puerto Rico: 

Programa „Contigo‟. 

What banks do 



Time for questions and comments 




