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Holding accounts in several banks - a conscious or
reckless consumer?

Tomasz Szopi�nski

Business Department, University of Economics and Human Sciences in Warsaw, Warsaw, Poland

ABSTRACT
Service providers are in a fierce competition for their clients’ loy-
alty, encouraging them to participate in loyalty programs or to
install mobile applications. Split loyalty is becoming more popular
on the banking services market. This means that customers are
loyal to two or three companies or service providers by buying or
using their products or services interchangeably. This phenomenon
may be further explained by the liberalization of the banking sec-
tor, for example through the Payment Services Directive (PSD2).
Whilst the unbanked are a commonly analyzed subject, the over-
banked have not yet been examined in the literature. The aim of
the current article is to answer the following question: is having
accounts in multiple banks connected with customer recklessness
or consumer awareness? The analysis carried out by the author of
this paper shows that people who have accounts in many banks:
are aware of the guaranteed amounts of deposits in banks operat-
ing in Poland, compare offers in different banks, and are less likely
to be victims of phishing. Results show that awareness increases
with respondents’ age. Age is a variable which directly and indir-
ectly affects the number of accounts held in different banks.
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1. Introduction

Many articles focus on factors influencing the use of banking services or the issue of
financial exclusion (De la Cuesta-Gonz�alez et al., 2021; Devlin, 2009; Grohmann
et al., 2018; Kabakova & Plaksenkov, 2018). While a lot of research has been devoted
to unbanked consumers, the problem of overbanked consumers is not well recognized
in the literature. The overbanked are people who own accounts in at least three dif-
ferent institutions (Ryan, 2016). Many analyses focus on the problem of multi-bank-
ing among companies (Bennouri et al., 2017; Carletti et al., 2007; Ongena & Smith,
2000), but there is a lack of consumer research on this issue. They focus on multi-
banking of young consumers: for example young Malaysian residents (Mokhlis et al.,
2009) or Singapore Undergraduates (Gerrard & Cunningham, 2001). The current

CONTACT Tomasz Szopi�nski t.szopinski@vizja.pl
� 2022 The Author(s). Published by Informa UK Limited, trading as Taylor & Francis Group.
This is an Open Access article distributed under the terms of the Creative Commons Attribution License (http://creativecommons.org/
licenses/by/4.0/), which permits unrestricted use, distribution, and reproduction in any medium, provided the original work is
properly cited. The terms on which this article has been published allow the posting of the Accepted Manuscript in a repository by
the author(s) or with their consent.

ECONOMIC RESEARCH-EKONOMSKA ISTRAŽIVANJA
2023, VOL. 36, NO. 2, 2142806
https://doi.org/10.1080/1331677X.2022.2142806

http://crossmark.crossref.org/dialog/?doi=10.1080/1331677X.2022.2142806&domain=pdf&date_stamp=2023-04-24
http://orcid.org/0000-0002-9314-1886
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1080/1331677X.2022.2142806
http://www.tandfonline.com


article analyzes the phenomenon of consumer owning multiple accounts in different
banks. A question arises, what prompts consumers to have accounts at different
banks at the same time? Although the era of free bank accounts has now come to an
end, many respondents declared having two or more bank accounts. Currently, banks
make the absence of account fees dependent on consumer activity, for instance, min-
imum payments to the account or specific activity related to the use of a payment
card. On the one hand, having multiple accounts may indicate a lack of care for per-
sonal finances as unused accounts generate additional costs. On the other hand, it
may be a sign of consumer wariness. For example, a conscious consumer keeps their
savings in a bank which offers better deposit rates, while they withdraw cash at
ATMs provided by another bank without charge, for example. Those customers trans-
fer funds between their accounts on an ongoing basis. Skillfully choosing the offers of
different banks, one can benefit from the advantages offered by each bank, while
avoiding fees.

The aim of the article is to answer the following question: is having accounts in
multiple banks connected with recklessness or consumer awareness? In order to
answer this question, the author analyzes the data collected in Poland between 2019
and 2020. At the request of a reviewer, the author further increased the research sam-
ple by collecting additional responses in September 2021. The author poses detailed
questions, namely: is there a connection between the respondents’ basic knowledge
about the specifics of the banking services market and the number of accounts they
hold in different banks? Does the age of respondents indirectly (by affecting con-
sumer awareness towards banking services) and directly affect the number of bank
accounts they hold?

The aforementioned phenomenon of split loyalty will be intensified by the arrival
of new paying directives. Secondly, therefore, the competition forces banks to lend
money to new clients at interest rates that initially generate expected losses. They do
this at the expense of existing clients, whose contracts are less favorable (Sharpe,
1990). Those who are financially literate know this and often prefer to conclude a
contract with a new bank in order to, for instance, receive a bonus. Understanding
the phenomenon of multiple banking is crucial, as clients’ expectations regarding the
second bank are often different. Banks must therefore provide other incentives for cli-
ents who set up a second bank account (Devlin & Gerrard, 2005).

The next reason for examining consumer awareness in the banking services market
is the stability of the financial system. Consumer confidence improves the stability of
the financial market, ensures the smooth operation of the financial system, and
reduces the possibility of financial risks (Liu et al., 2019). There are a number of
articles dealing with the problem of relationship between consumers’ literacy and
their financial decisions (Lusardi et al., 2010; Lusardi & Mitchell, 2014; Mette et al.,
2019; Xiao et al., 2014).

Respondents’ awareness towards the functioning of banking services was investi-
gated by asking about the knowledge of certain legal aspects, such as the guaranteed
amount of deposits for consumers. Moreover, the questionnaire included questions
on economic aspects—whether consumers compared offers of different banks. Finally,
it also involved questions about cyber threats in banking—whether consumers
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avoided behaviors, which could potentially result in the theft of money and identity
by cybercriminals. In order to answer research questions, the author used Partial
Least Square Structural Equation Modeling (PLS-SEM) technique using SmartPLS
software (Ringle et al., 2015). The remainder of the study is organized as follows.
Section 2 contains the literature review and proposed hypotheses. Section 3 describes
methods, section 4 contains obained results. The next sections are devoted to discus-
sion, conclusion, then contribution. Last section describes limitations and presents
proposals for future research.

2. Theoretical framework

Consumer awareness in banking services should cover legal, economic, and IT
aspects. Besides being aware of their rights and obligations related to the use of bank-
ing services or having the economic knowledge to choose the best offers, banking
consumers must also be aware of the threats posed by cybercriminals. Consumers
need to have an ever-increasing financial (and digital) sophistication to effectively use
products offered through electronic channels (Andreou & Anyfantaki, 2020).
Moreover, consumers need to continuously improve their skills to use e-banking
safely (Reis et al., 2011). Informed consumers are less likely to buy fraudulent prod-
ucts (Gui et al., 2018). Financial literacy is a factor that affects the intensity of finan-
cial services use (Grohmann et al., 2018).

Often, banking threats to consumers appear in seemingly unrelated places.
Phishing scams are an example of this. Their aim is to extract sensitive data from the
victim, such as banking or social media login details. Phishing, however, can also tar-
get credit card information. This may involve sending phishing e-mails, designed to
look like they came from a legitimate bank or other institutions. The recipient is
instructed to click on a link attached to the e-mail, which redirects to a fake site
resembling that of a familiar bank. By entering their login credentials, victims are
unaware that they are actually providing them to criminals (Arachchilage & Love,
2014; Bhavsar et al., 2018). With increasing public awareness, cybercriminals have
begun using increasingly sophisticated and often unsuspicious phishing methods.
Consumers still lack alertness in situations that are not directly related to their bank
accounts. Examples include the theft of money from a bank account by a person
offering goods for sale through a classifieds site. To illustrate, let me describe a com-
mon scenario. To pay for the goods, the seller sends the buyer a link to an online
payment operator. The buyer clicks on the link received and tries to make the trans-
fer twice. At this point, the buyer activated a program that allowed the criminal to
take control of the buyer’s device. The buyer receives a message that the transfer
could not be completed. The next day, the buyer’s account is empty. The bank refuses
to accept the complaint, claiming that the buyer received an authentication SMS and
confirmed the transaction. The buyer’s mistake was clicking on the link provided by
the scammer, as they should have found their bank account’s website on their own,
and pay using a regular transfer. The results regarding the direction of the relation-
ship between age and susceptibility to cyber fraud are not clear. Sarno et al. (2017;
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2020) state that young people are less vigilant against cyber threats. In turn, Whitty’s
(2019) research shows that victims of cyber-frauds were more likely to be older.

Age is an important factor determining the use of banking services (Bunyan et al.,
2016; Burhouse et al., 2016; Clamara et al., 2014; Devlin, 2009; Fung�a�cov�a & Weill,
2015; Gortsos, 2016; Szopi�nski, 2019; Tuesta et al., 2015). Among young people, the
intensity of usage of banking services is low (Lusardi et al., 2010). According to
Lusardi and Mitchell (2011) young and older adults are less financially literate than
middle aged adults. Age is a variable that influences the perception of switching bar-
riers in retail banking (Tesfom & Birch, 2011).

Hence, the author puts forward the following research hypothesis concerning the
relationship between age and consumer behavior in the banking services market:

H1 – There exists a relationship between age and the number of accounts owned in
different banks.

H2 – there is a relationship between respondents’ age and willingness to compare and
browse offers from different banks.

H3 – there is a relationship between respondents’ age and their knowledge of the
amount of deposits guaranteed by Bank Guarantee Fund.

H4 – there is a relationship between respondents’ age and susceptibility to phishing

Research indicates that consumer awareness differentiates how consumers behave in
financial markets. However, different authors suggest that the direction of these rela-
tionships varies. Consumers who were financially capable were less likely to use alterna-
tive financial services (Friedline & West, 2016). Financial literacy influences consumers’
financial behavior as well as their financial capability (Çera et al., 2021). Research con-
ducted by Babiarz and Robb (2014) indicated that households who are more financially
knowledgeable or more confident in their financial ability are significantly more likely
to report having emergency funds. However, Kawamura et al. (2021) provide counterin-
tuitive results. According to them, people with a high level of financial expertise tend to
undertake too much risk. Bajo and Barbi (2018) state that financial literacy and an edu-
cational background in economics or finance increase the refinancing propensity of bor-
rowers. The author proposed four hypotheses concerning consumer awareness and the
number of accounts held in different banks:

H5 – There is a relationship between the consumer’s willingness to compare and browse
offers from different banks and the number of accounts they own in different banks.

H6 – There is a relationship between knowledge of the amount of deposits guaranteed
by the Bank Guarantee Fund and the number of accounts held with different banks.

H7 – There is a relationship between susceptibility to phishing and the number of
accounts owned in different banks.

H8 – The relationship between consumer age and the number of accounts held in
different banks is mediated by (a) the propensity to compare offers in different banks,
(b) awareness of the amount guaranteed by the Bank Guarantee Fund, and (c) consumer
susceptibility to phishing.

Figure 1 contains a conceptual model showing the relationship between respond-
ents’ age and number of accounts held in different banks, along with mediators.
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3. Methods

The initial questionnaire was designed to identify people who either use, or do not
use, banking services. It was interesting that many people indicated that they owned
at least two or three accounts. The study has been conducted among individuals
residing in Poland. The data for analysis were collected through an online question-
naire between October 2019 and January 2020. Author collected additional data in
September 2021. Both in the first and second round the respondents were randomly
recruited via paid advertising on Facebook.com. The advertisement was to encourage
people to fill in a questionnaire created on the Google Forms website. The question-
naire was prepared in Polish and addressed to Poles or people living in Poland and
speaking Polish. 850 questionnaires were completed. Men constitute 46.5% of the
respondents and women 54.5%. 5.3% of the respondents were between 15 and
18 years old. People between 19 and 24 years old constitute 32.7% of the respondents,
while 11.5% are between 25 and 29 years old. People between 30 and 39 years old
constitute 17.9% of the respondents. The next group comprises people between 40
and 49 years old (15.2% of the respondents). People who are 50–59 constitute 9.5%,
and those 60 years old and older constitute 7.9% of the respondents. The analysis
excluded the answers of those who declared that they did not use banking services.
47.7% of the respondents had one bank account, 32.5% had two accounts in different
banks, while 19.0% declared having accounts in more than two banks. For the pur-
pose of the analyses, the age variable is denoted by ‘AGE’.

In the question about deposit guarantees by the Bank Guarantee Fund, the ques-
tionnaire contains several erroneous options aimed at minimizing the probability of a
correct answer by persons who do not know the terms and conditions of deposit
guarantees, namely: (a) a full refund (regardless of the amount deposited); (b) no
refund; (c) a payout of guaranteed funds not exceeding the limit of the equivalent of

Figure 1. Conceptual model.
Source: Author’s own elaboration.
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e100,000 in PLN; (d) a refund of deposited funds up to the average national salary;
(e) I do not know. Prior to conducting statistical analyses, the respondents’ answers
concerning the guaranteed amount were divided into two groups. The first group
included all people who correctly indicated the guaranteed amount. The second group
included all people who declared that they did not know the guaranteed amount and
those who selected an incorrect answer. For the purpose of the analyses, the variable
is denoted by ‘BGF’. The question concerning the tendency of the respondent to
compare and browse offers of different banks before choosing a banking product
included three answers: (a) yes; (b) no; (c) I do not know. For the purpose of the
analyses, this variable is denoted by ‘CBO’. Respondents who were unable to
unequivocally answer the above questions and chose (c) were excluded from the ana-
lysis. Consumer cyber threat awareness question was aimed at finding out if the
respondents ever clicked on a link received from a seller that was supposed to redir-
ect them to a payment service. It also contained three response options: (a) yes; (b)
no; (c) I do not know. For the purpose of the analyses, the variable is denoted by
‘CIL’. Just like for ‘BGF’ and ‘CBO’ variables, Respondents who were unable to
unequivocally answer the above questions and chose (c) were excluded from the ana-
lysis. In turn, the variable number of bank accounts held is denoted by ‘QBA’. To
verify the hypotheses, the author used Partial Least Square Structural Equation
Modeling (PLS-SEM) technique using SmartPLS software (Ringle et al., 2015). All
proposed hypothesis were tested by running a bootstrapping procedure. Before start-
ing it, author chose two tailed tests.

4. Results

Table 1 shows the verified hypotheses on the direct relationships between the ana-
lyzed variables. All hypotheses in Table 1 were accepted. The propensity to hold
accounts in different banks simultaneously increases with age: AGE!QBA
(b¼ 0.301, t¼ 7.553, p< 0.0001). For the purpose of the analysis, variables such as
familiarity with the amount guaranteed by the Bank Guarantee Fund, comparing
offers of different banks and clicking on links sent by sellers were converted into bin-
ary variables (excluding those who chose the I do not know response from the ana-
lysis). Responses from those who correctly indicated the guaranteed amount, as well
as those who declared comparing offers of different banks and clicking on payment
links sent by sellers online were coded as 1, while responses from those who did not
indicate the amount guaranteed by the BGF, did not compare offers of different

Table 1. Direct relations (Hypotheses H1–H7).
b t p

H1: AGE -> QBA 0.301 7.553 0.000
H2: AGE -> CBO 0.096 2.493 0.013
H3: AGE -> BGF 0.369 10.030 0.000
H4: AGE -> CIL �0.148 3.785 0.000
H5: CBO -> QBA 0.138 3.767 0.000
H6: BGF -> QBA 0.185 4.677 0.000
H7: CIL -> QBA �0.086 2.292 0.022

Source: Own research 2019–2021.
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banks, and did not click on links sent by sellers were coded as 0. The results shown
in Table 1 demonstrate that with age, familiarity with the amount guaranteed by the
BGF increases, willingness to compare offers at different banks increases, and willing-
ness to click on links that may expose respondents to phishing scams decreases. Of
the verifiable relationships H2, H3, and H4, the relationship between age and famil-
iarity with the amount guaranteed by the Bank Guarantee Fund was the strongest:
AGE!BFG (b¼ 0.369, t¼ 10.030, p< 0.0001). Analyzing the subsequent direct corre-
lations shown in Table 1, one can see that familiarity with the amount guaranteed by
the Bank Guarantee Fund has a positive effect on the number of accounts held at dif-
ferent banks. The same holds true for the relationship between the propensity to
compare different offers and account ownership at different banks. Respondents’ sus-
ceptibility to phishing associated with clicking on payment links provided by sellers
negatively affects the number of accounts held indifferent banks.

The analysis of mediation was then conducted. Its results are included in Table 2.
Hypotheses 8a and 8 b were confirmed, while hypothesis 8c was rejected. The results
show that the mediating roles of BGF (b¼ 0.68, t¼ 4.295, p< 0.0001), CBO
(b¼ 0.013, t¼ 2.029, p< 0.05) are significant, while the mediating role of CIL
(b¼ 0.013, t¼ 1.944, p> 0.05) is insignificant.

The fit of the model was calculated using the value of the standardized root mean
square residual (SRMR). The SRMR is the square root of the sum of the squared dif-
ferences between the model-implied and the empirical correlation matrix, i.e. the
Euclidean distance between the two matrices. A value of 0 for SRMR would indicate
a perfect fit and values below 0.08 are considered acceptable (Henseler et al., 2016).
The proposed model has a value of 0.021.

5. Discussion and conclusion

The analysis demonstrated that consumers holding accounts in different banks tend
to compare offers of different banks. They are also familiar with the amount to which
deposits are guaranteed by the Bank Guarantee Fund. Results are consistent with the
results of Brunetti et al. (2016). Households which use the services of more than one
bank are more likely to switch banks. Age also plays a role in multiple bank account
ownership. The relationships between age and financial literacy found by me are con-
sistent with the findings of Lusardi et al. (2010). Relationship concerning the literacy
and loyalty is consistent with research made by Mavri and Ioannou (2008). The rela-
tionship I found concerning the impact of age on loyalty stands opposite to other
researchers (Colgate & Lang, 2001; Salinas & Schinzano, 2014; Tesfom & Birch, 2011)
who stated that those customers who have seriously considered moving banks tended
to be younger than those who had not seriously considered moving. The results

Table 2. Mediation analysis (Hypotheses H8).
b t p

H8a: AGE -> CBO -> QBA 0.013 2.029 0.043
H8b: AGE -> BGF -> QBA 0.068 4.295 0.000
H8c: AGE -> CIL -> QBA 0.013 1.944 0.052

Source: Own research 2019–2021.
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contradict the claims of Iqbal et al. (2021) that product awareness has a positive effect
on customer loyalty. Regarding the relationship between tendency of the respondent
to compare and browse offers of different banks and their disloyalty, results are con-
sistent with the research conducted by Colgate and Lang (2001). The results confirm
Sarn�os et al. (2019) results, that young people are more prone to phishing and are
contrary to Whitty�s (2019) and Lin�s et al. (2019) results showing that elder people
are more prone to cyber fraud.

To answer the titular question, the analyzed relationships serve as evidence of the
high awareness of consumers who hold accounts in multiple banks. Conscious con-
sumers are more likely to have several accounts in different banks. These results
indirectly confirm the results published by Grohmann et al. (2018). Financial literacy
favours the more intensive use of financial services. My results confirm results pub-
lished by Devlin (2009), who argued that young people are most vulnerable to finan-
cial exclusion or the results published by Tuesta et al. (2015), who argued that with
age, the inclination to use a bank account or payment cards increases. The results
contradict the claims of Iqbal et al. (2021) that product awareness has a positive effect
on customer loyalty.

Awareness can affect the propensity to be an opportunity hunter. Having accounts in
different banks often allows one to use promotional deposits in different banks. After the
deposit expires, the account can be closed, and the consumer does not incur high entry
and exit costs. Guides with MS Excel spreadsheets, which include promotional bank
account or deposit offers, are available on facebook.com. They facilitate the systematic
management of data such as the minimum period of use necessary for the account to
receive the bonus; the maximum period of the promotional interest rate; and the dead-
line for closing the account in order to avoid costs after the promotional period.

Awareness may influence consumers to seek and compare mortgages in different
banks. This is a product that can largely determine multi-banking. Mortgage loans
often tie customers to their banks. A person applying for a mortgage loan is often
persuaded by a bank employee to open a bank account. When offering a bank
account, bank employees make credit terms and conditions dependent on the use of
complementary bank products. Sometimes, a consumer applies for a mortgage loan
in several banks. Applying for a loan in a bank they already have a bank account
with is only the beginning. Having several offers to choose from, customers can select
the bank which offers better conditions or the one that will consider the credit appli-
cation positively. When deciding to take out a mortgage, one often decides to estab-
lish a bank account in exchange for a lower interest rate. However, customers do not
want to close their existing current accounts because they are often used to their cur-
rent bank. Customers want to take advantage of other factors, such as the physical
proximity of the bank, or the proximity of a free-of-charge ATM which allows with-
drawing money using the other current account.

6. Contribution

This study allowed for a better understanding of a rarely described phenomenon con-
cerning the factors influencing the partial loyalty of banks’ customers. These results
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emphasize the key role of customer awareness in the economic, legal, and IT dimen-
sions in shaping their loyalty. The analyzed problem will become increasingly import-
ant for several reasons. Firstly, suppliers in various industries target their
competition’s clients using slogans, such as: ‘Switching is easy’ (Pick, 2014). This situ-
ation can particularly threaten a bank’s financial results. Nowadays, loyalty in the
area of financial services cannot be treated as binary. My research is one of the few
studies analyzing split loyalty in banking. Devlin and Gerrard (2005) research
attempted to answer the question of what multi-banking consumers look for when
choosing their first bank and their next bank. In contrast, my research answers ques-
tions about the behaviors exhibited by consumers who use multiple banks and how
age affects this directly and indirectly. As Gerrard and Cunningham (1999) stated,
multiple banking has certain pros and cons for both banks and customers.
Consequently, acquiring a partially loyal consumer may be advantageous for some
banks. With the research findings, decision makers at banks can better target con-
sumers. For example, by targeting age or consumer awareness, they can more easily
get a consumer for their secondary bank. This knowledge allows them to more easily
define the audience for advertising on popular social networking sites (e.g. based on
consumer age, activity in specific groups/forums bringing together well informed and
information-seeking consumers). In the era of the development of information and
communication technologies, banks, by means of behavioral targeting, can easily
reach groups of clients through services like Facebook (De Cnudde et al., 2019). At
the same time, thanks to the results of these studies, banks where the customer has a
main account can try to offer additional beneficial services to customers prone to par-
tial loyalty in order to maintain their total loyalty.

All this provides practical information for individuals deciding about the product
strategy in banks whose major concern is to tie clients to the bank through them pur-
chasing different products. When choosing different products from different banks,
customers can opt for the most favorable one from their point of view, which is not
necessarily profitable for the bank. Banking services are considered complex (Michel,
2004). It thus requires banks to skillfully segment their customers, regarding not only
their age or income, but their financial literacy or involvement in searching for finan-
cial products.

7. Limitations and further research

The study has several limitations. First, author conducted cross-sectional analysis.
Future studies may focus on longitudinal data that could help verify the dynamic
change of loyalty, willingess to compare and browse offer from different banks, know-
ledge of amount of deposit guaranteed by the Bank Guarantee Fund, and susceptibil-
ity to phishing. Second, the present study focused only on one country. In order to
know the impact of age on customer split loyalty in more depth, other countries
could be taken in consideration in future research. Third, future studies could also
verify the mediating role of other variables on the linkage between age and consumer
awareness. Additionally, although consumer susceptibility to phishing was affected by
age and loyalty was affected by consumer susceptibility to phishing, consumer
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susceptibility to phishing was found to be an insignificant mediator in my conceptual
model. Therefore, future research shall explore deeper its role in linkage between age
and consumer awareness. Fourth, the present study did not assess the role of any
moderating variables. Future studies could assess the moderating role of family situ-
ation (e.g. parents’ approach to money or to financial education, employing a
respondent or a family member in banking), situation on the market, or country of
origin. Fifth, future research should include questions about the motives for closing
or not closing inactive accounts.
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