
Collaboration Network & Square 4 Workshop: Enhancing Support 
for Vulnerable Customers: Aligning with the FCA's 2025 Guidance



The slides and output will 
be available and will be 
circulated following the 

webinar
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Thank you for joining us 
today and for the 

significant number of 
questions we have already 

received

Please post any questions 
into the chat - there will be 
time for Q&A at the end of 

the session

Please do sign up for our 
insights if you would like 
to be included on future 

webinars

Housekeeping



Meet the Speaker and Co-facilitators

Nicola Crump 

Principal Consultant 

Square 4 Partners 
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Consultant

Square 4 Partners 
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Senior Consultant
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Principal Consultant
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Agenda & Objectives 

Presentation

Breakout

Regroup & Share

Background and context on vulnerable customers and the 
regulatory expectations

Work through actionable strategies to deliver good outcomes 
for vulnerable customers 

Time to share thoughts and reflections, as well as summarising 
key points

Actionable 
steps to align 

with the 
Consumer 
Duty and 

deliver better 
outcomes

Tools to assess 
your firm’s 

current 
approach and 

plan 
meaningful 

improvements

Practical 
strategies for 

identifying, 
recording, and 

supporting 
vulnerable 
customers

Insights into 
good practices 
and common 
pitfalls from 

the 2025 multi-
firm review

A clear 
understanding 

of the FCA’s 
definition of 
vulnerability 

and regulatory 
expectations
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Presentation



Vulnerability: Concept, Context and 
Background 

Pre 2015

• No definition 

2015

• Occasional 
Paper No. 8

2017–2020

• Consultation, 
monitoring 
and 
increased 
pressure

2021

Vulnerable 
Customer 
Guidance 
Finalised

2023

Consumer 
Duty

2025

• Multi-Firm 
Review 

2017

• Financial Lives 
Survey 

2020

• Financial Lives 
Survey 

2022

• Financial Lives 
Survey 

2024

• Financial Lives 
Survey 
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Vulnerability

FCA’s Regulatory Expectations for Firms

▪  Identify vulnerable customers and their needs

▪  Support through tailored service and communication

▪  Train staff to recognise and assist vulnerability

▪  Review outcomes regularly to ensure fairness

▪  Embed in governance, product design, and culture, promoting a 
‘tell us once’ approach

“A vulnerable customer is someone who, due to their personal 
circumstances, is especially susceptible to harm, particularly 
when a firm is not acting with appropriate levels of care.”
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FCA 2025 Multi-Firm Review

Good Practices Identified

▪ Tailored Support: Firms implementing 
personalised communication strategies and 
flexible service options for vulnerable 
customers.

▪ Proactive Monitoring: Regularly assessing 
customer outcomes to identify and address 
disparities, ensuring vulnerable groups 
receive fair treatment. 

▪ Staff Training: Comprehensive training 
programs enabling staff to recognise and 
respond effectively to signs of customer 
vulnerability.

Common Pitfalls Observed

▪ Inadequate Risk Assessment: Failure to 
update risk management frameworks in line 
with business growth, leading to oversight of 
vulnerabilities.

▪ Insufficient Outcome Monitoring: Lack of 
mechanisms to monitor and compare 
outcomes for vulnerable customers, risking 
unequal treatment.

▪ Poor Governance: Governance structures 
not evolving with business expansion, 
resulting in gaps in oversight and 
accountability
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Breakout



Question: What does best practice look like in these areas? 

Understand vulnerability 
for your firm and target 

market

Adapt / design products 
and services suitable for 

the customers with 
characteristics of 

vulnerability 

Build vulnerability into your 
strategy & culture

Develop strong staff 
training & support to 

identify and tailor support 
for vulnerable customers

Improve access and 
communication for 

vulnerable customers

Define what good 
outcomes for all customers 

looks like and consider 
how these differ for 

vulnerable customers to 
ensure they are getting the 

same or better.

Conduct Outcome Testing 
/ Deep Dives

Monitor, learn and act to 
change

Group 1 Group 2 Group 3 Group 4

Breakout
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Vulnerability

FCA’s Regulatory Expectations for Firms

▪  Identify vulnerable customers and their needs

▪  Support through tailored service and communication

▪  Train staff to recognise and assist vulnerability

▪  Review outcomes regularly to ensure fairness

▪  Embed in governance, product design, and culture, promoting a 
‘tell us once’ approach

“A vulnerable customer is someone who, due to their personal 
circumstances, is especially susceptible to harm, particularly 
when a firm is not acting with appropriate levels of care.”
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Best Practice and Insight

▪ 1. Identifying, Recording & Supporting Vulnerable Customers

▪ 2. Tools to Assess & Improve Your Approach

▪ 3. Aligning with the Consumer Duty

Use front-line 
observations, account 

activity, or disclosures to 
flag vulnerability

Train staff to recognise 
early signs and respond 

with empathy

Maintain accurate records 
to tailor ongoing support 

and avoid repeating 
disclosures

Offer flexible 
communication and 

service options

Gap Analysis Tools – 
assess current 

policies/processes 
against FCA expectations

Promote and embed a 
“Tell us once” approach 

throughout entire 
distribution strategy and 

customer journey

Customer Journey 
Mapping – identify friction 

points for vulnerable 
individuals

Outcome Monitoring 
Dashboards – track 

performance and spot 
adverse trends

Create a vulnerability 
strategy linked to firm-
wide governance and 

accountability

Embed into culture, 
products, and 

governance, considering  
vulnerability across all 

four of the FCA’s 
outcomes

Effective outcomes 
monitoring and testing

Use data and feedback to 
refine support 
continuously
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THANK YOU 
FROM THE SQUARE 4 TEAM

If you would like to discuss today’s topic further contact: 

hello@square4.com 
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Sign up to our Insights
To hear more like this, sign up to our insights to view our exclusive white 
papers, blog posts and how we can assist you.  
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