
Financial Services Authority

Consumer awareness 
of the FSA and 
financial regulation

Fieldwork conducted by TNS Research International

Consumer

Research

86

February 2012



 



 

 

 

 
Financial Services Authority 
 
 
 
 
Consumer awareness of the FSA and 
financial regulation 
 

 

 

 

 

 

 

2011 report 
 
 



 2

Acknowledgments 
 

We wish to thank TNS Research International who carried out the field work on our behalf in 

2011. 

The research programme was managed and this report was written by Tim Burrell in the Market 
Research team (Strategy Planning and Performance, Executive Office) at the FSA. 
 
Tel: 020 7066 4322, email: tim.burrell@fsa.gov.uk 

The report and the survey questionnaire can be downloaded from the publications section of the 

FSA website:  

www.fsa.gov.uk/Pages/Library/research/Consumer/index.shtml 
 
 



 3

Contents 

1 Executive summary 4 

2 Background 8 

3 The survey 9 

3.1 Consumer engagement 10 

4 Awareness of the FSA 16 

4.1 Responsibilities of the FSA 21 

5 Awareness of regulatory activities 23 

6 Attitude to risk 30 

7 Treating customers fairly 35 

7.1 Product switching 37 
7.2 Complaint handling 41 
7.3 Seeking financial advice 44 

8 Financial crime 46 

8.1 Information sources 49 
8.2 Actions taken to prevent financial fraud 50 

 

 



 4

1 Executive summary 
 
 
This report contains results from the 2011 Financial Services Authority (FSA) Consumer Awareness 

Survey. We carry this out once a year and it enables the FSA to identify risks and take appropriate 

action to mitigate risk and improve performance. Here, we summarise the main findings. 

 
Financial product holding 

One in eight people surveyed have no financial products. Nearly four in five have a bank account, 

with three in five having a savings account. More than one in four have a tax exempt special savings 

account (TESSA) or cash ISA. 

One in three has a mortgage of some sort, the same proportion as hold life insurance, but only one in 

eight holds mortgage protection life insurance. One in six has a personal pension. 

Nearly three in five have motor insurance but fewer than one in two holds contents and/or buildings 

insurance.  

About one in ten has accident, illness or unemployment insurance, but one in 25 have PPI. 

Financial product ownership is greatest among 35-54 year olds (working; ‘family formation’ decades). 

Saving and pension product take up among 16-24 year olds is relatively low. 

Profiling by Experian’s Financial Strategy Segments reveals differences between key lifestage and 

lifestyle groups, with both younger and older less affluent groups being less likely to have financial 

products or to be aware of the FSA (and therefore financial regulation). 

 
Awareness of the FSA 

Awareness of the FSA has remained relatively static among around a third of survey respondents 

over the lifespan of this survey (nine iterations). Not surprisingly, awareness of the FSA is higher, 

at nearly one in two, among those groups with greater exposure to financial products, and is 

higher still among those with exposure to products with a greater risk such as shares and equity 

ISAs. More than two in five people surveyed have no knowledge of a regulator, but this drops to 

one in three of those aged 35-64 who are the main users of a wider range of financial products. 

 
FSA responsibilities 

One in three people, overall, thinks that the main responsibility of a financial watchdog should be 

to ensure that firms treat their customers fairly. One in four thinks that it is to prevent mis-

selling. One in six believes that a financial watchdog should ensure that only appropriate people or 

firms can operate in the market, and one in ten thinks that such an organisation prosecutes firms 

and individuals. 
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Over half of those questioned believe that the FSA regulates banks, with two in five recognising 

that the FSA regulates the insurance and mortgage markets. Only one in three believes the same 

holds for investments, and fewer (one in four) for pensions. One in five incorrectly believes that 

the FSA regulates the credit card market. Awareness rises, but not greatly, among those who own 

relevant financial products. 

 
FSA effectiveness 

Of those surveyed, 60% are confident that the FSA effectively regulates the financial services 

industry, but only 5% are very confident that it does so. Nearly one in five people are unconfident. 

Confidence has returned after a low of 38% in 2009, despite the prevailing market and economic 

conditions. 

Sixty two percent are confident that firms follow FSA rules, but only 4% are very confident and 

17% are unconfident. Fifty nine percent believe that all or most firms meet relevant authorisation 

standards (only 6% think all do) or reach prudential standards (10% think all do), and fewer — 51% 

— believe that all or most firms meet the FSA’s Conduct of Business (CoB) standards, with only 7% 

thinking that all firms do. Around one in six people surveyed believes that few or no firms reach 

these standards, slightly more so for prudential requirements. This is higher among those who are 

unaware of this activity. 

There are some positive changes from the 2010 results: 

• Authorisation: a 10% increase in responses that all or most firms reach these standards. 

• Prudential: A 2% increase in those believing that all firms reach these standards and an 

11% increase in those who think that most firms reach these standards. 

• CoB suitability: An increase of 11% in those who believe most firms reach these standards. 

Between one in eight and one in six quote personal experience as the reason for their view, but 

many more quote press reports or other media coverage. Many more simply did not know but 

made assumptions. 

When asked why they were not confident that the FSA is effectively regulating the financial 

services industry 30% quoted personal experience, with 44% citing press reports. 

 
Risk profiling 

The survey asks people about their risk profile. Overall three in five have no appetite for risk at all 

on investments, with far fewer — 4% — prepared to take risks to gain higher returns. The 

population is slightly more risk averse than in the preceding 2010 survey. Spontaneous awareness 
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of the FSA was slightly greater among those who have higher risk products and a greater 

disposition to risk for gain. 

People in this survey do not generally know how to categorise financial products in terms of risk, 

but this does fall among those who have bought these products. For example 30% of consumers did 

not know the risk profile of investment with profit bonds, but this falls to 15% amongst those with 

these products (though still a significant lack of knowledge).  

 
Zero tolerance for failure 

Over one in three people surveyed believe that financial services firms are not allowed to go 

bankrupt because the government or regulator will always bail them out. One in five holds that 

this is because some firms are too important to be allowed to go bankrupt. Fewer — around one in 

eight — believe that this is because too many consumers would be affected (12%) or because 

people lose confidence in the financial system (14%). Only 8% believe that this would be because 

the government would never allow consumers to lose money. 

 
Treating customers fairly 

Fifty five percent of people surveyed are confident that financial firms treat their customers fairly 

— but only 4% are very confident, and by contrast 13% are unconfident. Comparing year-on-year 

survey data shows that people think that firms have become ‘less worse’ at treating customers 

fairly - while less people report that firms are worse, the shift has been to there being no year-on-

year change rather than firms showing an improvement. People were comparatively less confident 

about insurance companies treating their customers fairly.  

 
Switching providers 

Consumer switching in financial services product markets remains relatively low — typically around 

3-6% in any product in the last year —with the exception of motor insurance (13%), along with 

levels of consideration of product switching. Where people switch it is generally driven by price 

and the need for cost savings, followed by standards of service, although the latter drives current 

account switching more, with the offer of additional benefits (packaged accounts) making more of 

a difference than for savings accounts or cash ISAs. 

 
Problems with financial service providers 

More than one in nine people (11%) surveyed report having a problem with a financial services firm 

in the previous 12 months. One in three of these problems stemmed from poor customer service, 

with slightly fewer resulting from handling of complaints. Other problems included money transfer 

delays (12%); confidence in advice given (9%); being refused service (8%), and pressure selling 

(7%). 
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Over half of the people surveyed (55%) were very or fairly confident that complaints would be 

resolved fairly, but over one in six were not confident of this outcome.  Awareness of regulatory 

bodies does not impact positively on confidence. 

Financial advice 

More than one in six of those surveyed (17%) had received professional financial advice in the 

preceding 12 months, nearly half of whom from an independent financial adviser (IFA), and two in 

five from a bank or building society. Three out of five people receiving advice from an IFA were very 

confident that the advice was appropriate to their circumstances — compared with 33% of those going 

to banks or building societies. Most were at least fairly confident of this, irrespective of the source of 

the advice. 

Financial crime 

Nearly three in ten people surveyed had suffered from some form of financial crime in the previous 

12 months. This has remained unchanged compared with previous surveys. False lottery / prize draw 

winning was the most common crime (16%) followed by phishing (11%) and foreign country money 

transfers (10%). Feelings of vulnerability to financial fraud have dropped year on year in the survey, 

from 27% feeling more vulnerable in 2009, to 17% stating so in 2011. However, feelings that people 

are less likely to be vulnerable have not changed. 

Accessing financial information 

Nearly three in five people surveyed feel that they have enough information to protect themselves 

from becoming a victim of fraud, and would know where to go for more information. However, this 

leaves over two in five feeling the opposite. More people would go to the internet for information 

(35%) than to a financial services institution (20%) or government / public body (10%). More would 

rely on friends and family (15%) than law enforcement (10%). 

When prompted with a range of options of who to contact to get more information about financial 

fraud: over two out of five (45%) of consumers would search using an internet search engine; one in 

three (35%) would enquire at their bank or building society one in four (23%) would speak to their 

local police. 

About one in four people surveyed say, unprompted, that they shred all unwanted financial 

correspondence, with over one in four (28%) saying that they avoid giving their details over the 

phone. Slightly fewer (23%) avoid giving details on the internet, and one in five never writes down 

their PIN (personal identification number). Fewer, one in six (17%), never write down their passwords. 

However, even when prompted only one in eight consumers say they regularly update their virus 

software, and only one in ten avoids emails from unknown sources.  
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2 Background 
 
This report contains results from the latest Financial Services Authority (FSA) Consumer Awareness 

Survey. It is an annual study which first took place in 2003. We use results from this survey, along 

with other survey and administrative data to assess performance, identify risks and take appropriate 

action to mitigate risk and improve performance. 

We have tracked recognition levels over several years and, while it is not especially important that 

consumers are aware of all the different aspects of our work, awareness or recognition of work in 

relation to consumer protection and consumer information may help consumers make more informed 

financial decisions and increase their financial capability and confidence. The level of consumer 

confidence in the financial system is an indirect proxy indicator of how well we are performing as a 

regulator.  

In 2013, the FSA will be split into two organisations with different statutory objectives: the Prudential 

Regulation Authority (PRA) and Financial Conduct Authority (FCA). It is important to do consumer 

research while the outcome and success measures of the new organisations are being devised, so they 

can develop, test, refine, baseline and measure potential metrics from the start.  

It is also an opportunity to hear consumers’ expectations of a dedicated financial conduct regulator. 

If consumers have unrealistic expectations of what the regulatory regime might provide then this may 

shape their attitudes and behaviour inappropriately; or alternatively the way consumers respond may 

shape the way the FCA communicates objectives. 

To inform the debate on future regulation, the 2011 Consumer Awareness survey has attempted to 

elicit a better understanding of why consumers feel the way they do if they are dissatisfied with 

certain elements of financial regulation. This data can then guide us on where to concentrate efforts 

to build confidence in the financial system. 

This survey covers awareness of the FSA and confidence in regulation along with product ownership; 

whether firms treat customers fairly and consumer exposure to financial crime. These provide 

additional inputs to consider in relation to our role and impact.  
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3 The survey 
The research presented in this report is based on results from an omnibus survey conducted on behalf 

of the FSA by TNS Research International during January 2011 on behalf of the FSA. The survey was of 

a representative sample of 2,064 adults from across Great Britain interviewed face-to-face in their 

own home. The sample is based on 149 sampling points. TNS applied a limited amount of corrective 

weighting to ensure that the sample is representative of the British population in terms of known 

population data on age, sex, social class and region.
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3.1 Consumer engagement 

Understanding the behaviour, attitudes and perceptions of consumers — especially those who are 

buying or using financial products and services and who may come into contact with the FSA — 

informs effective regulation. It can identify those who are more affected by shocks to financial 

markets and might be affected by changes in FSA policy. It helps us understand who is not engaged 

with financial services and can help us determine what drives behaviour. We use a number of 

sources to measure levels of product ownership: results from this survey, other external research 

and regulatory returns such as Product Sales Data (PSD). This aids understanding of financial 

markets and identifies the characteristics of those who might come into contact with or be affected 

by the work of the FSA. 

Seventy-eight per cent of consumers have a bank account, with 60% (also) having a savings account; 

34% have an ISA (cash or equity) and 31% have a mortgage of some sort (endowment, repayment or 

interest only).  

Figure 1 

 
 

Other banking (saving and investment) products owned by fewer people in the survey include: a 

national savings account (6%); second property/buy-to-let property (4%), and bonds or gilts (4%). 
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In terms of insurance the most commonly held products are home contents (63%) and motor insurance 

(57%). Only 15% of consumers own health insurance. 23% own none of these insurance products. 

 

Figure 2 

 
* Health insurance covers income protection and medical bills cover 

 

Other insurance products owned include: housing contents only (15%); housing buildings only (6%); 

payment protection insurance (PPI) (4%) and home maintenance/domestic crisis insurance (10%). 

 

Forty three percent of households own a pet1, but only one in five pet owners have insurance for 

their pet. Despite the fact that 70.4%2 of people interviewed were working, but that unemployment 

is rising, only one in eight working adults are likely to have accident, sickness or unemployment 

insurance.  

                                                 
1 www.dognews.co.uk/uk-pet-owner-statistics/ 
 
2 www.ons.gov.uk/ons/rel/lms/labour-market-statistics/october-2011/statistical-bulletin.html 
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For us to effectively regulate financial markets it needs to know which type of people are affected 

most by changes in FSA initiatives and policy decisions. Knowing who the main consumers of 

financial services are informs where the FSA will concentrate its efforts when communicating 

messages and can also alert it to the highest at-risk population areas.  

This can affect future strategies for consumer protection. In this section we look at product 

ownership by demographics such as age and sex. We also examine product ownership by Experian 

Financial Strategy Segments (FSS), attitude to risk and awareness of the FSA.  

 

Table 1: Product ownership by age and sex 

 
 
  

 
All 

adults Male Female 16-34 35-54 55+  Base 
 

Unit trusts, equity ISA 
or personal equity plan 
(PEP) 

% 12  13  10  5  12  17  240 

Personal pension/free-
standing additional 
voluntary contribution 
(FSAVC)3 

% 16  16  15  5  21  21  325   

Direct share ownership % 9  11  8  2  13  12  193 

Bonds or gilts % 4  4  4  2  3  6  74 

Mortgage (endowment) % 5  6  5  1  12  2  108 

Mortgage (repayment) % 21  22  21  15 41 7  440 

Mortgage (interest only) % 5  6  4  3  8  4 100 

Second home/buy-to-let 
property % 4  4  4  1  6  5  87 

Own a low-risk financial 
product (e.g. current or 
savings accounts) but 
none of the other 
categories 

% 60 67  70 75 60 61  1244 

Own no financial 
product % 12  11  12  15 8 13  241 

 

Table 1 shows very little difference between product ownership by gender. Product ownership is 

highest amongst 35-54 year olds and there are very low levels of product ownership amongst 16-34 

year olds. Areas which may be of some concern are pensions (5%) and ISAs (5%), where there is a 

known shortage of pension provision resulting in a change in pension age and government pensions 

reform.4 One of the goals of pension reform is to encourage private pension provision and for 

consumers to adopt a saving culture from a young age. The figures show that the younger age 

                                                 
3 Occupational pensions are not covered in this survey as they are not regulated by the FSA. 
4 www.dwp.gov.uk/policy/pensions-reform/ 
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groups are not currently saving in ISAs or taking out private pension provision. There may be several 

reasons for this: it is hard for young people to save as they have lower incomes in general and 

increasing costs of living (especially in the housing market with average rents increasing over the 

last year faster than the rate of wage increase, and late or non-payment of rent and mortgage 

arrears also increasing) and due to the current economic climate causing higher unemployment in 

younger age groups in particular than at any time since the early 1990s. The survey does not 

identify how many people are enrolled in employers’ contributory pension schemes.  

 

To better understand consumers of financial products we analyse product ownership data by 

Experian Financial Strategy Segments (FSS).5 This classification provides 13 household groups based 

on the type of financial product or service consumed.  

FSS groups: 

 

Group % of UK 

households 

covered 

Brief description 

A: Successful start 6.33 Young professionals in their twenties and thirties, mostly single 

and child-free. All earn good salaries and are progressing well 

in their careers, and with few responsibilities except the rent 

or mortgage, they have considerable disposable incomes. 

B: Happy housemates 7.35 Young people in the early stages of establishing their careers 

and setting up home. Most live in rented accommodation, 

either on their own, cohabiting or sharing with friends. 

C: Surviving singles 6.07 Young people on low incomes, living alone or sharing with 

friends. Most are single, some as a result of separation. Some 

are bringing up children on their own. 

D: On the breadline 8.28 Young lone parents and single people who earn low incomes 

and live in the lowest value council or housing association 

accommodation. A high proportion of households have no full-

time earner and the majority pay no tax. 

E: Flourishing families 8.00 Couples earning good incomes, with young or school age 

children. They own quality family homes with high mortgages, 

so although they are well paid, disposable income is limited. 

F: Credit-hungry families 9.18 Dependent on credit to fund their lifestyles. Their incomes are 

below average and a good proportion of the money that comes 

in each month is taken up by existing debt. 

G: Gilt-edged lifestyles 4.73 The wealthiest sections of society. They earn the highest 

                                                 
5 www.experian.co.uk/assets/business-strategies/brochures/FSS_UK_brochure%5B1%5D.pdf 
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Group % of UK 

households 

covered 

Brief description 

incomes and live in the most expensive homes. They are 

directors of large companies, senior managers or business 

entrepreneurs and tend to be couples in their forties and fifties 

with older children. 

H: Mid-life affluence 6.36 People in their late forties and fifties, with good incomes and 

low financial commitments. Their children are mostly grown 

up, though many are still in the family home. 

I: Modest mid-years 6.50 Couples in their forties and early fifties with financially 

dependent teenage or older children living in the home. They 

may also be looking after an elderly relative at home. Incomes 

are below average but households with more than one earner 

are comfortable. 

J: Advancing status 7.83 Financially comfortable couples in their late fifties and early 

sixties. A few have taken early retirement but most are still 

working. 

K: Ageing workers 10.68 People in their later working years, living in low value terraces 

and semis. Some older children still live at home and 

contribute to the family income, but salaries tend to be low 

and total household income remains limited. 

L: Wealthy retirement 8.78 Couples and singles enjoying their golden sunset years. 

Decades of careful money management have paid off and the 

comfortable retirement they planned for has become a reality. 

M: Elderly deprivation 9.92 Pensioners who are almost completely dependent on the state 

for their income — it is important that they claim all the 

benefits to which they are entitled. 

 



 15

The table below shows ownership of selected products by FSS classification. 

 

Table 2 Financial Product Ownership by FSS classification 

 
 
  

 
No 

financial 
product 

ISA Personal 
Pension Mortgage Health 

insurance 
Life 

insurance Base 

Successful start % 15 18 15 24 15 53 34 

Happy housemates % 16 4 7 12 12 12 228 

Surviving singles % 10 11 9 24 11 34 105 

On the breadline % 14 5 8 15 8 26 229 

Flourishing families % 10 18 27 30 20 38 195 

Credit-hungry families % 14 7 13 15 15 29 305 

Gilt-edged lifestyles % 6 22 22 28 25 41 32* 

Mid-life affluence % 12 26 34 19 20 37 119 

Modest mid-years % 5 11 17 27 15 37 169 

Advancing status % 4 13 26 29 8 45 51* 

Ageing workers % 24 7 5 15 8 23 172 

Wealthy retirement % 9 19 25 18 17 32 247 

Elderly deprivation % 13 4 6 11 6 30 175 

*treat with caution due to low base 

 

The table shows: 

• General high level of product ownership amongst ‘flourishing families’, ‘gilt-edged 

lifestyles’ and ‘mid-life affluence’. These are the more wealthy segments of society and 

may be young or middle-aged people; and be more likely to own property rather than rent. 

• The groups most likely not to own a financial product are ‘ageing workers’ and ‘happy 

housemates’; These segments are at the lower end of the income scale and be either young 

and have recently-completed their education or be middle aged.  

• Low levels of health insurance ownership were found amongst the poorer groups — ‘on the 

breadline’ and ‘elderly deprivation’. These are the poorest segments of society and are 

likely to depend on state provision to get by.  
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4 Awareness of the FSA  
 

The purchase of products or the communication of product or service changes by financial services 

companies which may reference the FSA role are one method in which consumers might be made 

aware of the FSA. Other methods include being sign-posted through the internet, seeing the FSA 

mentioned in the press or hearing the FSA in news stories. Public awareness that regulation takes 

place (especially in relation to fines and enforcement action) may increase confidence in financial 

markets. It is perhaps more important that consumers know they are protected and the areas (and 

scope) of protection, as opposed to knowing the actual detail of who is providing the regulation. As 

well as providing trust in financial services it is thought important that consumers know who to 

contact if they have a problem or query about financial regulation, including complaints and 

redress.  

 

Figure 3 

 
 

The level of awareness of the FSA is just over one third (36% prompted and un-prompted combined). 

It has been around this level throughout the existence of the FSA. Although there has been an 

increase in awareness since early 2000 there was not been a marked jump in awareness during the 

financial crisis from 2006 (although, as we see later, there was a fall in confidence that effective 

regulation was taking place). One reason for this is that when most people think of the financial 
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crisis they associate it with the Bank of England or ‘government’ rather than the FSA. The FSA as an 

organisation is rarely quoted in the tabloid press but is more likely to be referenced in broadsheet 

newspapers, financial, business and other specialist media. The FSA does not have an active 

marketing campaign to increase awareness although the logo and name of the organisation is on 

many financial documents. A number of people only tend to be made aware of the FSA when 

purchasing a financial product and are only briefly aware during the buying process. If there is no 

need to interact with the FSA, it is not a name (or brand) which stays in people’s minds. 

 

As mentioned previously, the FCA must consider the extent to which it wishes to be a recognised 

‘brand’ and how (and whether) it will interact with consumers. Awareness of the FSA has not 

increased despite the current interest in the financial and economic climate. The FCA may consider 

measuring success in other ways to simple name awareness – perhaps concentrating on measuring 

awareness of certain aspects of or perceived efficacy of specific regulation imperatives (such as 

fines and enforcement activity; specific market interventions such as RDR or MMR etc). 

 

The level of an individual’s familiarity with financial regulation will be determined by a number of 

factors. In particular, what need or desire they have to interact with the financial services market. 

Apparent knowledge of the FSA is higher among those who own financial products and, by 

association, with people aged 35-64 who are more likely to be purchasing financial products. This 

could be due to increased ability to purchase products within this age group as well as requirement 

for families to plan — such as insurance and pensions. 

Overall awareness of the FSA is highest among the 35-44 (48%), 45-54 (53%) and 55-64 (47%) age 

groups, and over half of the 35-64 community have either prompted or unprompted awareness of the 

FSA. This has been the trend for a number of years. It is interesting to note that awareness among the 

55-64 age group is not being transferred into the 65+ age group — which has had awareness levels of 

around 25% since 2008. This suggests that the FSA recognition is not something which stays with 

people, but is more in focus when required through product buying at the appropriate time in the 

consumer financial product purchase lifecycle, and if people are in direct contact with the 

organisation. 
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Figure 4 
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Table 3: Awareness of regulation by type of product held 

 
 
  

 FSA 
prompted 

and 
unprompted 

Name or 
aware of 

other 
financial 

regulators 

Assume 
there is a 
regulator 

No 
knowledge Base 

Unit trusts, equity ISAs 
or PEPs % 64  6 10  20  240 

Personal pension/FSAVC % 65  5  12  17  325   

Direct share ownership % 75 4  10  11  193 

Bonds or gilts % 61  10  10  20  74   

Mortgage (endowment) % 71  1  10  18  108   

Mortgage (repayment) % 61  3  16  21  440   

Mortgage (interest only) % 72 4 7  17  100 

Second home/buy-to-let 
property % 76  7  9  8  87   

Own a low-risk financial 
product (e.g. current or 
savings accounts) but 
none of the other 
categories 

% 27  6  18  49  1244 

Own no financial 
product % 16  6 7 71  241  

Knowledge of the FSA is highest among those who own more risky financial products, such as direct 

ownership of shares (75%) and equity ISAs (64%). Knowledge of the FSA is low among those with a low-

risk financial product only (27%).  
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Table 4: Awareness of regulation by FSS group 

 
 
  

 FSA 
prompted 

and 
unprompted 

Name or 
aware of 

other 
financial 

regulators 

Assume 
there is a 
regulator 

No 
knowledge Base 

Successful start % 41 9 6 44 34 

Happy housemates % 22 4 13 60 228 

Surviving singles % 43 5 21 31 105 

On the breadline % 20 5 16 59 229 

Flourishing families % 47 5 14 34 195 

Credit-hungry families % 31 6 15 48 305 

Gilt-edged lifestyles % 47 3 28 22 32 

Mid-life affluence % 59 5 15 21 119 

Modest mid-years % 32 9 17 43 169 

Advancing status % 41 12 22 26 51 

Ageing workers % 20 7 10 63 172 

Wealthy retirement % 41 5 13 41 247 

Elderly deprivation % 33 6 15 46 175 

The above table show a number of differences in awareness across the FSS groups: 

• Groups with the highest awareness of the FSA include ‘mid-life affluence’ (59%), ‘flourishing 

families’ (47%) and ‘gilt-edged lifestyles’ (47%); these are the wealthiest segments and those 

more likely to own higher risk products.  

• Groups with no knowledge of the FSA include those ‘on the breadline’ (20%), ‘ageing workers’ 

(20%) and ‘happy housemates’ (22%). These groups are those on lower incomes and are less 

likely to own financial products. They are most likely to be in rented accommodation and not 

own a mortgage, and be reliant on benefits and not own insurance or investment products. 

Those in the higher income groups who own financial products and who engage with the financial 

market more regularly will have more knowledge of the FSA. 
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4.1 Responsibilities of the FSA 

Consumers’ knowledge can range from: familiarity, with some quite precise knowledge about what 

the FSA requires from firms and the protections to consumers that are in place; a more vague 

understanding that some form of ‘watchdog’ safeguards consumer interests; or no knowledge at all of 

the FSA. While the regulatory landscape is changing it is important to understand what consumers 

expect from regulation so that the regulator can meet or manage their expectations effectively. 

Figure 5 

 
* Base = All those aware or assume there is a regulator (1181) 

Understanding consumers’ existing thoughts on the responsibilities of the regulator can help shape 

financial services policy and communications strategies. If consumers think that the FSA is responsible 

for things it is not, it may suggest a gap in regulation or a lack of consumer understanding.  

The responsibilities consumers most commonly recognised were ensuring that firms treat their 

customers fairly and preventing mis-selling of financial products. All the actions in Figure 5 relate to 

the conduct of firms. The only prudential reason mentioned was ‘ensuring that financial firms have 

appropriate funding reserves’. This was mentioned by 7% of respondents. 

Understanding consumer expectations is particularly important as the FSA determines its future 

strategy and how to deliver what consumers expect and need. Being treated fairly by firms and not 

being mis-sold products are high on the consumer agenda. Consumers did not consider providing 
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consumer information and education, and monitoring financial promotions as main priorities 

compared with others. This could be because consumers feel this is done elsewhere (such as the 

Money Advice Service or through Citizens Advice Bureau). 

As well as understanding what consumers think are the responsibilities of a regulator, it is also useful 

to understand what products or markets the public believe the FSA regulates. This informs the FSA of 

existing consumer expectations and knowledge.  

Figure 6 

 
* Base = All those aware or assume there is a regulator (1181) 

While over half of consumers are aware the FSA regulates banks, and a large number mentioned 

insurance and mortgages, fewer people mentioned investments and pensions. Twenty-two percent of 

consumers incorrectly mentioned credit cards which are currently regulated by the Office of Fair 

Trading. If consumers mis-understand which organisations are responsible for which products, it 

suggests that the regulator and partner organisations should increase awareness of their own 

responsibilities. This may be an opportunity as the regulatory landscape changes with the formation 

of the FCA.  

Awareness that markets are regulated should be higher where the individual owns a product within 

that market. However it isn’t as high as might be expected. Among those that own these products, 

awareness is 38% for pensions, 55% for investment products and 59% for mortgages.  
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5 Awareness of regulatory activities 
This section covers whether consumers are aware of the regulatory activities carried out by the FSA 

and how confident consumers are that firms follow the rules set down by the FSA, an indication of the 

effectiveness of the FSA. It is important that we measure whether consumers believe the regulator is 

effective and if not, why not. If there is a lack of consumer confidence then the FSA should identify 

what is causing this and target communications to specific groups of consumers to increase awareness 

and recognition, and thereby hopefully increase confidence in the financial system.  

Confidence can be driven by a number of factors — not just through the actions of the FSA but by the 

actions of financial institutions; of governments which affect the economic climate at home and 

abroad, and the actions of consumers themselves. This chapter also looks at consumer experiences 

when dealing with financial markets such as treating customers fairly and switching products. The FSA 

carries out quarterly tracking surveys alongside this consumer awareness study to monitor consumer 

confidence in banks, insurance companies and mortgage providers.  

Figure 7 shows how confident consumers are that the FSA is effectively regulating the financial 

services industry. It is important to try to understand why people do — or do not — have confidence in 

the effectiveness of the FSA. Understanding these issues will enable the FSA, and in future the FCA, 

to build on good practice and influence people’s confidence, or to work on areas where it is required 

to build confidence. 
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Figure 7 

 

There was a significant drop in confidence from 2008 when 67% of people surveyed were either very 

or fairly confident that the FSA is effectively regulating the financial services industry, to just 38% of 

consumers in 2009. Since then confidence has slowly been returning despite changes in the global 

macroeconomic climate, and the 2011 figures show that 60% of consumers are either very or fairly 

confident that the FSA is effectively regulating the financial services industry. Confidence in the 

effectiveness of the FSA is, understandably, linked to the national and global economic outlook — 

including issues out of the direct control of the FSA such as employment and inflation.  

To understand why consumers feel the way they do about the effectiveness of the FSA as well as 

monitoring overall awareness, we also measure awareness of individual regulatory tasks. The tasks 

are:  

• authorisation (the FSA checks firms and individuals to make sure they meet certain standards to 

work in financial services, including whether individuals are qualified and companies have 

enough money to operate); 

• prudential protection (the FSA makes sure that banks, building societies, insurance companies 

and other financial institutions hold enough funds to pay out to their customers in normal 

circumstances); 

• enforcement (the FSA fines and sanctions firms for breaking its rules); and 
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• Conduct-of-Business (CoB) suitability rules (when people buy investment products, the FSA 

requires salespeople and financial advisers to ensure the product is suitable for the consumer). 

Understanding why consumers feel regulation may not have the impact they expect, or protect 

consumers to the degree that they feel they should be protected, can show the FSA where to 

prioritise effort. It can also influence how and whether the FSA advertises successes, such as 

compensation to consumers, prevention of malpractice or fining firms or individuals for malpractice, 

or to simply notify consumers of aspects of regulation which they may not currently know about. 

Before enquiring whether consumers believe that firms meet FSA standards for the individual rules 

shown above, we ask whether or not consumers confident that firms follow FSA rules. The results 

from this question follow a very similar pattern to the results of the question covering overall 

confidence of effective regulation by the FSA. There is a fall between 2008 (67% either very or fairly 

confident) and 2009 (40%). Since then confidence has grown and is nearly at the same levels as 2008 

— 62% in 2011. This shows a link between the overall confidence in the performance of the FSA and 

perceived confidence that firms follow FSA rules.  

Figure 8 
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Table 5: Level of consumer confidence that firms meet the required standards — among 
consumers who are aware of the FSA and aware of the activity 

  Authorisation Prudential CoB suitability 

  % % % 

All firms reach these 
standards 6  10  7  

Most firms reach these 
standards 53   49  43  

Some firms reach these 
standards 29  24  36  

Few/no firms reach 
these standards 13  17  15  

Base 588  524  560  

 

Changes from last year include a fall of 4% in those that believe most firms reach the FSA’s CoB 

suitability rules. This is off-set by a 6% increase in those that answered ‘some firms reach these 

standards’. 

Among those unaware of the activity there are a greater proportion who believe that few or no 

firms reach the required standard compared with those aware of the activity. This may display a 

lack of understanding of the activity, a general scepticism about the standards to which the 

financial services industry operates or individuals’ general belief that firms do not meet the 

standards.  
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Table 6: Level of confidence that consumers who are unaware of the activity have of firms 
meeting the required standards 

  Authorisation Prudential CoB suitability 

  % % % 

All firms reach these 
standards 7  6  5  

Most firms reach these 
standards 42  39  40  

Some firms reach these 
standards 27 28  27  

Few/no firms reach 
these standards 25  27 27  

Base 849  863  872 

 

There are some positive changes from the 2010 results: 

• Authorisation: a 10% increase in responses that all or most firms reach these standards. 

• Prudential: A 2% increase in those believing that all firms reach these standards and an 11% 
increase in those who think that most firms reach these standards. 

• CoB suitability: An increase of 11% in those who believe most firms reach these standards. 

 

Understanding why individuals think the way they do about regulation is particularly important as 

the FSA considers its future approach and how it can maintain confidence and increase trust in the 

financial system. The 2011 survey introduced a number of questions to inquire why consumers feel 

negatively about the financial services industry. Of particular interest is whether the negative belief 

is held due to personal experience, or through ‘second hand’ experience either through friends and 

family, through press articles or other media.  
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Table 7: Reason for feeling that not all/no firms reach the required standard 

  Authorisation Prudential CoB suitability 

  % % % 

Personal experience 18 12 19 

Second-hand 
experience 7 6 7 

Press reports 26 31 30 

Other (including TV 
programmes/internet) 15 16 15 

Don’t know 40 38 36 

Base 1258 1306 1349 

* Respondents can be in more than one of these categories.  

Much of the negative feeling is driven by the press and ‘other’, which includes outside sources such 

as TV programmes and the internet (not press related). This is hardly surprising in the case of 

Authorisation and Prudential as it is not obvious for the consumer to see that these conditions have 

been met when interacting with the financial services industry. In the case of CoB suitability, 

however, this is something which can be directly influenced by a consumer’s interaction with the 

industry and can be influenced by the actions of the FSA. For all categories it is interesting to note 

the high proportion of ‘don’t know’ answers, indicating that the lack of confidence is not driven by 

a particular source.  
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Table 8: Reason for not feeling confident that the FSA is effectively regulating the financial 
services industry.  

  Why are you are not confident that the FSA is 
effectively regulating the financial services industry? 

  % 

Personal experience 30 

Second-hand experience 12 

Press reports 44 

Other (including TV 
programmes/internet) 23 

Don’t know 14 

Base 295 

* Respondents can be in more than one of these categories.  

 

When comparing the figures of the individual aspects of regulation (Authorisation, prudential, CoB 

suitability) to overall confidence in how the FSA regulates the financial services industry there is a 

far greater instance of consumers citing personal experience and press reports for why they feel 

unconfident in FSA regulation (although it should be noted that the base is much lower). The 

incidence of ‘don’t know’ is far less within this more informed group of consumers.  
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6 Attitude to risk 
An individual’s attitude to risk to can be an indication of the degree to which consumers trust the 

financial services industry and can determine how consumers interact with the market.  

 Table 9: Which of the following statements best describes your attitude to risk?  

 
 
  

FSA 
unprompted 

FSA  
prompted 

Name or 
aware of 

other 
financial 

regulators 

Assume 
there is a 
regulator 

No 
knowledge All 

 % % % % % % 

Not willing to 
take any risk 
with investments 

47  63  61  65  65 61  

Prepared to have 
some savings or 
investments in 
products that are 
higher risk than 
savings accounts 

44  33  25  28 18  27  

Prepared to take 
risks to gain 
higher returns 

8  2  4  4  3  4  

Base 409  338 118 315 883  2063  

 

There is a slight shift from the results of the 2010 survey in people’s attitude to risk to be slightly 

more risk averse. Those not willing to take any risk with investments have grown by 3% while the 

number of people prepared to take higher risk to gain higher returns has fallen by 2%. This is not 

surprising given the uncertainty surrounding financial markets. It is expected that those with a 

greater risk appetite will own riskier products. There is a link between awareness of the FSA and 

product ownership and attitude to risk. Those who own higher risk products are more likely to be 

aware of the FSA. 
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* Respondents can be in more than one of these categories.  

** Treat with caution due to low base 

In line with overall risk appetite, there is a general increase in those not willing to take any risk with 

savings and investments when compared with last year. In particular 8% more people with direct 

share ownership are less likely to take risks with their investments, most likely due to the volatility 

and uncertainty in the equities market. Also, there is a 5% increase in respondents with a low-risk 

financial product not wanting to take risks. 

A large percentage (34%) of individuals not willing to take any risk with savings and investments has 

direct share ownership. Some of this will be through companies as part of a reward or windfall (such 

as privatisation and demutualisation — in which case a low risk profile may be compatible) but the 

high percentage suggests that some will have been sold shares which do not necessarily fit with their 

risk profile. The survey asks respondents to categorise certain products into how risky they think they 

are. It should be noted that certain products listed may not fit one of the risk categories but different 

types of product (e.g. equity ISA) can fit different risk profiles. 

Table 10: Risk profile of consumers by the products they own 

 

 
Not willing 
to take any 
risks with 
savings or 
investment 

Prepared to have 
some savings or 
investments in 

products that are 
higher risk than 
savings accounts 

Prepared 
to take 
risks to 

gain 
higher 
returns 

Don’t 
know Base 

Unit trusts, equity ISAs 
or PEPs % 37  55  7  1  239 

Personal pension or 
FSAVC % 48  47  6  1 326 

Direct share ownership % 34  58  8  -  192 

Bonds or gilts % 50  43  5 1  74 ** 

Own a low-risk financial 
product (e.g. current or 
savings accounts) but 
none of the other 
categories 

% 69  22  3  7 1244  

Own no financial 
product % 53  16  5 27  241 
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Table 11: Risks of savings and investments for all consumers 

 Saving 
accounts 

Direct 
investment in 

shares 
Equity Isa 

Investments 
with profit 

bonds 

Residential 
property 

  % % % % % 

No/Low risk 76  8  41  28  37 

Medium risk 13  30  25  31  37 

High risk 3  45  8  10  14 

Don't know 8  16  26  30  12 

Base 2063  2063  2064  2061 2065 

When compared with the previous year’s figures there is an increase in the proportion of consumers 

who have answered that products are no/low risk: 

• an increase of 11% for savings accounts; 

• the percentage of respondents who believe equity ISAs a no risk or low risk has increased by 

10% and the number who answered that they didn’t know the level of risk increased by 15%; 

and 

• the number of people who answered that investments with profit bonds are no risk or low risk 

increased by 10%. 

The most telling finding in table 11 is the high level of consumers who do not know how to categorise 

some of the products. In particular, in a year in which ISA allowances have been increased (from 

£7,200 to £10,680) and, in April 2011, record numbers of ISAs were sold, 26% of those asked to 

categorise equity ISAs could not name which risk category they fit into. When compared with table 12 

(where only 3% of those that own the product can not offer a response for the risk profile) it suggests 

a genuine lack of knowledge around equity ISA among those that do not own them, rather than 

because there are different types of equity ISA with different risk profiles to suit customers. It can be 

argued that those who purchase products through an adviser do not necessarily need to be aware of 

how risky products are — which is why they seek advice. However, it is thought that consumer 

education is important either through the advice process or through some other form (such as FSA-

provided literature or through the Money Advice Service). 

Thirty percent of those asked about investments with profits bonds didn’t know their risk profile. This 

is of concern and is a product area where industry failings have been identified by the FSA.6  

                                                 
6 www.fsa.gov.uk/pubs/consumer-research/crpr55.pdf 
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Table 12: Risks of savings and investments for consumers who own those products 

 Saving 
accounts 

Direct 
investment in 

shares 
Equity ISA 

Investments 
- with-profits 

bonds 

Residential 
property 

  % % % % % 

No/low risk 77 6 52 42 41 

Medium risk 13 44 36 37 45 

High risk 3 48 9 7 11 

Don't know 6 2 3 15 3 

Base 1244 194 239 74 564 

When looking at only those consumers who own the product there are far fewer ‘don’t know’ 

responses. However, 15% of people answering ‘don’t know’ for investments - with-profits bonds is still 

relatively high. Other interesting findings are the mix of views for investments – with-profits bonds 

and Equity ISAs between whether they are high or medium risk. This may reflect a genuine confusion 

for each product, or it may show a problem in how individuals define or what they understand by the 

terms ‘high’ and ‘medium risk’, in comparison with their own risk appetite. This could in turn lead to 

mis-categorisation by financial advisers. 

The FSA operates a policy of non-zero failure regulation. This means that all firms are allowed to, and 

able to, fail. Although this may seem obvious in some cases as independent financial advisers and 

mortgage companies enter and exit the market, it is not that obvious in the case of major financial 

institutions. In recent years large banks have been bailed out by the government in order to maintain 

financial stability and protect the consumer. In some cases a belief that firms are ‘too big’ to fail has 

fuelled opinions of excessive risk taking by the industry at the expense of the public and has been a 

contributing factor to consumer detriment. 
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When asked whether they believe all regulated firms are allowed to go bankrupt, as in 2010, 30% 

believe all firms can go bankrupt and 33% believe only some financial firms can go bankrupt. The 

main reason people believe firms will not go bankrupt is a belief that the government will bail them 

out. This opinion is most likely formed due to recent government actions in bailing out institutions. 

Those aware of the FSA are more likely to cite that some firms are too important to go bankrupt and 

that people would lose faith in the financial system as reasons why not all firms are allowed to go 

bankrupt.  

Changes from 2010 include: 

• a 6% increase in those who believe the government would bail a firm out; and 

• the percentage of people who would lose confidence in the financial system has increased by 

4%. 

 

Table 13: Why do consumers think firms are not allowed to go bankrupt?  

 
FSA prompted 

and 
unprompted 

Name or aware of 
other financial 

regulators 

Assume 
there is a 
regulator 

No 
knowledge Total 

  % % % % % 
Government/ 
regulator will 
always bail them 
out 

39  31  34  32  35  

Too many 
consumers would 
be affected 

15  18  10  10  12  

People would 
lose confidence 
in the financial 
system 

23  12  13  6  14  

Some firms are 
too important to 
be allowed to go 
bankrupt 

26  18  22  12  19  

Government 
would never 
allow consumers 
to lose money 

8  14  6  9  8  

Base(those who 
do not think all 
firms can go 
bankrupt) 

343 51  145 354  893  

* Respondents can be in more than one of these categories.  
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7 Treating customers fairly 
Treating customers fairly (TCF) continues to be a very important focus for the FSA in regulating firms.         

As seen earlier when looking at what consumers expect from a regulator, TCF is also important to 

consumers. This section looks at whether consumers feel they are treated fairly by the firms they 

deal with individually and by financial firms in general. If they do not feel that firms treat them fairly 

the survey asks what the underlying reasons are for these feelings. In a change from previous years 

we have split the TCF questions to ask separately about banks/building societies, mortgage 

companies and insurance companies. 

This section also looks at whether consumers have considered changing or changed a financial product 

in the last 12 months, their reasons for doing so and experience. Also covered in this section is 

complaint handling by firms and seeking professional financial advice.  

Figure 9 
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There has not been much change in the proportion of people who are either very or fairly confident 

that, in general, financial firms7 treat their customers fairly. This may suggest that not much has 

changed over the years in the mind of the consumer despite FSA initiatives. Alternatively it could be 

because of negative press around mis-selling (e.g. payment protection insurance — PPI), increased 

fines following enforcement action against firms, or it could due to personal experience. To separate 

the reason for why people feel how they do regarding TCF we asked them about their own personal 

experience and whether they feel that the industry has improved over the past 12 months.  

 

Figure 10 

 

The chart above shows that firms have become ‘less worse’ at treating their customers fairly: in 2009 

20% of consumers thought that firms had got worse; this figure has dropped significantly to 8% in 

2011. The reduction in people thinking firms will be worse in the next 12 months is not reflected by a 

feeling that firms will be better at treating customers fairly, but by an increase in those that believe 

there will be no change in how they are treated. This could mean that there is a consumer 

resignation as to how they will be treated, rather than a change in firm performance. 

                                                 
7 In this section ‘financial firms’ are not defined as certain types of institution to the respondent. 
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Figure 11 

 

 

 

 

 

 

 

 

 

 

 

 

Insurance companies are most likely to be thought of as not treating their customers fairly. This may 

be due to widespread mis-selling of payment protection insurance (PPI) or to increasing difficulty in 

claiming on insurance products.  

7.1 Product switching 

Changing financial products is an indicator of changing consumer need or consumer satisfaction and 

displays the degree which consumers shop around for the best deals — a practice encouraged by the 

FSA as it stimulates a competitive and innovative market. These in turn may act as an incentive to 

keep costs low and compete on non-financial grounds, such as treating customers well. We measure 

the degree to which consumers are likely to change products and their reasons for doing so. It is far 

more common for consumers to change products where they are taken out on short term contracts 

and systems are set up for the ease of switching — for example, motor insurance, compared with 

long-term products such as mortgages and investments. 
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Figure 12 

 
 

The survey results show quite a low level of both considering and changing products. This may be a 

reflection of people’s contentment with their products or an indication of apathy. In some cases the 

product may not be at a stage where it can be changed, such as a mortgage with a fixed rate for a 

certain period, or it may not be appropriate to change — for example a cash ISA may be better left in 

an existing account.  

Consumers are most likely to change or consider changing their motor insurance. There are a number 

of reasons why this is the most likely product to be changed. The market for motor insurance is 

heavily internet based where it is easy to use comparison sites to check the best deal for stand-alone 

products and switch products. It is also renewable annually, and is a very price-sensitive product. The 

TCF figures at the start of this chapter show dissatisfaction with banks, but it is not backed up by 

consumer actions in terms of changing products. Although banks advertise that it is easy to switch 

accounts, and they offer rewards for people to swap, there appears to be greater unwillingness for 

consumers to change. This may be because they think ‘all banks are the same’; or they may believe 

that the problems which may occur when switching (such as transferring standing orders or direct 

debits) make it not worth the risk of having their financial payments (and credit-worthiness) 

disrupted by failure through process mis-management. 
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Figure 13 

 
 

There is a large difference why people consider changing different savings products. Cash ISAs, where 

consumers may have little contact with the provider outside of annual statements, are most likely to 

be switched based on financial reasons. At the other end of the scale, current accounts are most 

likely to be influenced by the standard of service - where there is likely to be greater interaction with 

the provider. Savings accounts sit in the middle with both the standard of service and finance 

important factors for consumers.  

Fifteen percent of consumers cited additional benefits as a reason to switch or consider switching 

current accounts. This reflects the greater prominence of packaged bank accounts which offer a fee 

in return for preferential savings rates or additional benefits such as travel of mobile phone 

insurance.
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Figure 14 

 

 

 

 

 

 

 

 

 

 

 

 

The main reason for switching insurance products is financial. This is particularly true for household 

and motor insurance where it is easy for people to compare products — particularly due to internet 

comparison sites — and the product being insured may not change from one year to the next. This 

makes comparisons very easy and the choice comes down to price. Travel insurance, however, is 

more likely to be changed due to additional benefits offered. This may be because people take 

different holidays with different requirements e.g. a summer holiday compared with a skiing holiday, 

or because people book travel insurance for short-term one-off needs or can be provided as part of 

the holiday.  

The most common reason for switching mortgage products is for financial reasons. This could be 

either looking for an improved rate or a fixed rate in anticipation of interest rate rises. Standard of 

service is not a significant contributing factor to people switching mortgage products.  
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Figure 15 

 

7.2 Complaint handling 

Following on from asking why consumers consider switching products, the survey asks whether a 
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Figure 16 

 

Eleven percent of respondents reported some sort of problem in the past 12 months. Most were due 

to customer service (33%) or complaint handling (23%). Despite more than one in ten suffering some 

sort of problem with a financial institution far fewer people have sought to change provider — apart 

from those products where an annual renewal is due. This suggests that either people are willing to 

put up with a certain level of problems and believe switching will not make a difference; or, that the 

perceived difficulty in switching products and problems which may arise — such as changing bill 

payments — is worth the problems faced to avoid potentially greater problems from switching. 

Twenty-three percent of those who experienced a problem mentioned complaint handling. This is an 

important aspect of the TCF initiative and any complaints with financial institutions will be handled 

fairly.  

Table 14 (overleaf) shows that over half of the people surveyed (55%) were very or fairly confident 

that complaints would be resolved fairly, but also that more than one in six were not confident of this 

outcome.  The naming or awareness of regulatory bodies does not have a positive affect on 

confidence. 
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Table 14: Confidence that complaints would be resolved fairly 

 
FSA prompted 

and 
unprompted 

Name or aware of 
other financial 

regulators 

Assume 
there is a 
regulator 

No 
knowledge Total 

  % % % % % 

Very/fairly 
confident 58  51  61  51  55  

Neither confident 
no unconfident 22  18  20  22  21  

Very/fairly 
unconfident 18  26  16  16  17 

Don't know 2  5  4  11  6  

Base 746  119  316  883  2064  
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7.3 Seeking financial advice 

Lastly in this section we look at the proportion of people who have received financial advice in the 

past 12 months and, if so, from whom. Confidence and trust in the market place is an important 

driver for whether consumers are likely to seek professional financial.  

Figure 17 

 

Of those that reported receiving financial advice less than half saw an IFA while two in five (41%) saw 

an adviser at a bank or building society. Other sources of advice include accountants or solicitors. It is 

important that when people receive financial advice it is appropriate to the individual’s 

circumstances and they have confidence and trust in the advice received.   
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Figure 18 

 

The chart above shows a difference in the believed quality of advice received from the different 

sources. A higher percentage (61%) of those that saw an IFA are very confident that the advice was 

appropriate to their circumstances compared with only 33% of those that saw an bank or building 

society adviser. However, in both cases around 90% of respondents were either very or fairly 

confident of the advice being appropriate to their circumstances. The reason for the difference could 

be due to the nature of the relationship, with greater continuity of knowledge and personalisation by 

an IFA than a bank or building society (the demise of the ‘personal’ bank manager).  
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8 Financial crime 
Different types of financial crime are covered by different organisations and it is not always known by 

consumers what particular financial crime prevention responsibilities belong to the regulator. Some 

of the types of financial crime which the FSA is involved in preventing are not necessarily the types of 

financial crime that most concern consumers as they may not affect them directly (e.g. insider 

trading). However, others such as boiler room scams have a much clearer public impact. This survey 

covers the following aspects of financial fraud which may touch consumers: 

• a letter or email requesting your help to transfer money out of a foreign country in exchange 

for an upfront fee; 

• having won the lottery or other competition prize from a draw you did not remember 

entering; 

• a scheme where an initial financial outlay is required, which returns a high rate of income, 

interest or profit with minimal effort on your part (pyramid scheme); 

• buying shares in a company that you might not have heard of (boiler room scam); 

• a request to transfer money through your account (money-laundering); or 

• a request from your bank to confirm your personal details or password (phishing). 

This section covers consumer exposure to the types of financial fraud above and how vulnerable 

consumers feel they are to financial fraud. It also explores whether consumers believe there is 

enough information available to protect them from financial fraud and the types of actions consumers 

take to prevent being a victim of financial fraud.  
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There is little change compared with previous years in the number of people exposed to the various 

types of fraud. 

Figure 19 

 

While it is important for the various enforcement organisations to attempt to prevent the scams 

listed from reaching consumers. In order for consumers to lose money they have to interact with the 

scam and play an active part. To this end, an important part of protecting consumers is educating 

them and giving them the tools and knowledge to prevent themselves from becoming victims of 

financial fraud. These tools may mean the consumer knows they should not interact with the scheme 

or knows where to go for information. 

An indicator of how well educated consumers are and whether they know of various actions to take to 

prevent financial fraud is whether consumers think they are more or less likely to be a victim of 

financial fraud in the next 12 months. 
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Figure 20 

 

The chart above shows that there has been a steady decrease in the number of consumers who think 

they are more likely to be a victim. While this is a positive change in perception, there is no 

corresponding increase in those that think they are less likely to be a victim. This means a greater 

number believe the risk to be the same over the next 12 months. This may indicate that consumers 

are aware of and willing to accept a certain level of risk, or they believe there will always be a level 

of risk no matter what actions are taken by the regulator. 
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8.1 Information sources 

If consumers believe that there is enough information available to protect themselves from financial 

fraud and know where to find information, they are less likely to fall victim to scams. 

Figure 21 

 

Using an internet search engine is the most common way of sourcing information to protect 

themselves from becoming a fraud victim. Sources available on the internet include dedicated 

services such as those provided by the FSA and the Association of Payment Clearing Services — 

‘Cardwatch’. 

When prompted with a range of answer option of who could be contacted in to find out more 

information about financial fraud, results suggest that: 

• 45% of consumers would search using an internet search engine; 

• 35% of respondents would enquire at their bank or building society; and 

• 23% answered that they would speak to their local police.  
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8.2 Actions taken to prevent financial fraud 

Respondents are asked to list actions taken to prevent themselves from financial fraud firstly without 

prompting, and then in response to a list of possible responses. 

Figure 22 

 

Since the 2010 survey there has been an increase in the number of consumers taking all the actions 

listed above. This suggests that consumers are more aware of the dangers of financial fraud and the 

methods for protecting themselves. Most notably there is a 5% increase in those who spontaneously 

mentioned shredding unwanted financial correspondence.  

Other actions taken include: 

• To avoid internet-based fraud 12% of consumers regularly update virus software and 10% 

avoid emails from unknown sources; and 

• 19% of consumers answered that they regularly check their bank statements and 18% 

carefully store all financial documentation. 

16%

17%

21%

23%

28%

39%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Shield when entering PIN

Never write down
passwords

Never write down pin

Avoid giving details on
internet

Avoid giving details over
phone

Shred all unwanted
financial correspondence

`

Actions taken to prevent financial fraud -
Unprompted

 



 51

When taking into account all prompted and unprompted responses two-thirds of consumers shred 

unwanted financial correspondence. 

Figure 23 

 

While it is encouraging that many consumers do take actions to prevent financial fraud, it is 

somewhat worrying that less than half shield their PIN when at a cash machine and only 60% of people 

never write down their PIN numbers. 
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