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Identifying Vulnerability is one thing... ‘- N
Operationalising it is another. (/AL
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Why has
vulnerability become
such a major focus?

Consumer Duty & regulatory pressure
| Customeroutcomes
| Operational performance
| Financial resilience

| Reputation & trust



The hidden nature
of vulnerability

~ Financial stress
. Bereavement

. Healthissues

“Most
vulnerability is

. hever proactively
- Reduced-resilience disclosed”

. Lifeevents
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Why traditional

approaches often
miss it

By this stage:

“The customer
may already be
experiencing
harm”
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“Most
organisations
only seea
fraction of it”

Vulnerability can include:

Financial distress Bereavement Health challenges Fraud victimisation

Caring responsibilities Income shock Relationship breakdown Reduced resilience
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“The challenge
is nolonger just

Why this mqtters Operqtionq"y identification...

it’S

operationalisation.”

Vulnerability impacts:

N N N N
Engagement Collections Service delivery Complaints
N N N

Customer outcomes Resource allocation Consumer Duty
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The challenge
organisations now face

How do we identify vulnerability:

. earlier

. more consistently

. atscale

. and operationalise it effectively?
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1

Readctive
identification
methods
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2

Reliance on
customer
disclosure

3

Limited visibility
internally

4

Vulnerability
often identified
too late

5

Hidden
vulnerability
sits undetected
within customer
bases



Consumer Duty & regulatory pressure
Customer outcomes

Operational performance

Financial resilience

Reputation & trust
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The Alternative
Vulnerability Data

Multiple
Short- Sou rces sourcpes
t I . .
errp o:n combinedintoa
application The KYVC data ecosystem single customer
insight view
Vulnerability :ollct)f "
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II Customer
Why multiple
sources matter

Multiple pressures often exist at the same time
Different datasets reveal different vulnerabilities
Triangulation creates a clearer customer picture
Helps identify severity, recency and escalation risk

Enables more proportionate operational responses
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“The more
context
organisations
have, the better

the outcome
decisions
become.”




14.5M+
vulnerability
insight records

100+
vulnerability
indicators

The KYVC
Universe

Multiple

vulnerability Database

continues to
grow monthly

categories
covered

Daily refresh
capability
available

Ongoing in-life
vulnerability
monitoring
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“Most
organisations
only seea

fraction of
vulnerability
internally.”

What organisations
are uncovering

Hidden financial
distress

Recent bereavement
Affordability pressure

Reduced resilience

Fraud and victimisation
Relationship breakdown
Income disruption

Customers previously
unknown internally
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How do we
operationalise this at
scale?

What if we identify
too many vulnerable
customers?

Know Your Vulnerable Customer

Where do we even
start?

« _one “Operationalisation
How do we prioritise P is about
effectively? prioritisation

— not paralysis.”




“Operationalisation " |
starts with N
segmentation.”

Not all vulnerability
requires the same

response

Severity
Recency

Vulnerability type

Number of indicators

Existing arrears /
financial difficulty

Escalation risk
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“Operationalisation
is usually evolution

— not complete
transformation.”

Adjusting communication Changing tone and Specialist vulnerability
strategies contact frequency routing

Escalation and review Embedding flags into Prioritising customers
processes existing workflows most at risk of harm
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“The same
commuhnication
strategy is not

appropriate for
every customer.”

Communication
Strategy & Customer

Engagement

Tone of
communication

Contact frequency

Communication
channels

Escalation approach

Customer journey
timing

Support messaging
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Distinguish genuine
hardship

Prioritise support
effectively

Focus operational
resource intelligently

Know Your Vulnerable Customer

Reduce unnecessary
escalation

Improve customer
outcomes

Create stronger
Consumer Duty
narratives

“Early
identification

supports more
proportionate
treatment.”




Embedding vulnerability
Into operational
workflows

CRM vuinerability Pre-litigation review
flags processes
“The insight . _
becomes part Afltomated review Account prioritisation
of day-to-day triggers rules
operational
decision making. Specialist escalation Ongoing customer

queues monitoring




‘ Know Your

Vulnerable
Customer
“Vulnerability
becomes

Governance, Mi ecsimaie
& Consumer Duty P auitabie.”

Organisations are increasingly using
vulnerability insight for:

Board-level Ml & reporting Consumer Duty evidence Operational oversight

Trend analysis Regional and portfolio Demonstrating proactive
analysis identification
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“Operationalisation
is usually a journey

— not a single
project.”

Start Small,
Build Over Time

Initial vulnerability assessment
Prioritisation of high-risk groups
" Small operational pilot

- Workflow refinement

Expansion into wider customer base

' Ongoing monitoring & optimisation
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Operational example:
Collections & recoveries

 Early identification of financial distress
- Segmentation by severity and recency
 Pre-litigation vulnerability reviews

. Specialist support routing

. Prioritisation of highest-risk customers

More proportionate engagement strategies

Know Your Vulnerable Customer

“Earlier
identification

creates better
operational
decisions.”
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Typical operational applications:

Identifying vulnerable
residents earlier

Supporting tenancy
sustainment

Improving
engagement with
harder-to-reach
customers

Know Your Vulnerable Customer

Growing PSR
registrations

Prioritising welfare
and support
interventions

Supporting regulatory
expectations around
resident wellbeing

“Vulnerability
insight supports

edarlier intervention
and resident
support.”
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Operational example:
Governance & Consumer Duty

~ Demonstrate proactive vulnerability identification
. Strengthen Consumer Duty evidence

. Support board-level reporting

. Improve oversight across large portfolios

. Evidence operational outcomes

= Create auditable vulnerability frameworks

Know Your Vulnerable Customer

“The insight
supports both

operational delivery
and regulatory
assurance.”
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The Biggest Mistake

Organisations Make
Common operational mistakes:

Treating all Identifying
vulnerability the vulnerability without
same changing treatment
Creating operational Treating vulnerability
overload as a one-off exercise
Focusing only on Lack of prioritisation

compliance and segmentation

Know Your Vulnerable Customer

“Identification
without operational

change delivers
very limited value.”
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Vulnerability is dynamic,

not static

Customer circumstances change constantly:

Income changes

Health challenges

Know Your Vulnerable Customer

Bereavement

Caring responsibilities

Relationship breakdown

Financial resilience
fluctuations

“Vulnerability
monitoring should
evolve throughout

the customer
lifecycle.”
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From identificationto

better outcomes
The goal s not just identification:

. Earlier intervention . Smarter operational
prioritisation

. More proportionate

treatment . Reduced customer
harm
. Better customer
engagement Stronger Consumer
Duty outcomes
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“The real value
comes from what
organisations do
with the insight.”




B vulnerability is
often hidden

B Traditional
approaches are
reactive

B Earlier

identification
changes
outcomes

B operationalisationis
about prioritisation

B small operational
changes can create
major impact

B Vulnerability should
be embedded
operationally — not
treated as a one-off
exercise




www.knowyourvulnerablecustomer.com
Tim Anderton

Tel: 07542 848481
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