Vulnerable
customers

The scale of the challenge

The Financial Conduct Authority are formalising their expectation on

the treatment of, and expected outcomes for vulnerable customers.

The financial services industry is beginning to take action but is
confronted with the scale of the challenge and wide range of issues

they will encounter on what is a complex and emotive issue. Supporting
vulnerable customers effectively requires a culture that permeates
throughout the organisation with board level support and a fundamental
re-think of the role of front-line employees.
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Factors influencing vulnerability
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€6 The FCA must set clear expectations
of how financial service providers
should treat vulnerable consumers
under its definition, through the
guidance it plans to publish. 99

Treasury Select Committee

Breaking the vulnerability perception

The boundaries of
vulnerability do not

end at the elderly
widow, suffering with
a cognitive disability

€€ Vulnerability can be

obvious or hidden, permanent
or temporary and is related to

individual context. 99
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Regulatory and political landscape

Percentage of scam victims by age, who suffered a financial loss

in the digital environment
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What can be done
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