Vulnerable
customers

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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Vulnerability Spectrum
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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.
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What can be done
Data Portability
Systems that can
record and share
identified
vulnerabilities

Voice and speech
analytics
Tools detecting
speech, behavioural
and emotional
patterns
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AI

Sharing data and best
practice across
competitive
silos

Analysing more
transactions for
deeper insight
and patterns

Charity Partners
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Process

Trust

Partnering with charities
for training and
best practice

A Vulnerable Customer
First approach with
support from
the top down

Non-linear processes
that can flex to
vulnerability
needs

Trust in front-line staff
to act autonomously
in customer
interest

How to assess Vulnerable Customer capability
Altus have developed a Vulnerable Customer selfassessment tool which will help firms assess the
maturity of their Vulnerable Customer capability
24/7. The output is a Vulnerable Customer score with
recommendations and insights to improve it, based
on weighting factors. The tool will permit users to see
their score vs. historical assessments to visualise
their progress.
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