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The core findings of the 
Resolution 2025 project 

are outlined in this report.  
Further information on each 
of the key themes raised in 
this document can be found 
by following the appropriate 
link on the Resolution 2025 

Home Page. 
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The current environment already 
gives glimpses of the future. 

We can already see signs that 
providers are moving away from 
a mentality that complaints are 
problems that need sifting, sorting, 
funnelling, and processing. There’s 
a growing recognition that the feel 
of an organisation’s response to 
dissatisfaction is as important as the 
substance of that response and can 
be a source of genuine commercial 
advantage.  

Consumers themselves are developing 
ever higher standards. They expect 
fast, reliable answers that are tailored 
to their particular circumstances and 
will expect even more as technological 
change enables data and information 
to be used in ever more impressive 
ways. And they will increasingly look to 
others to intermediate between them 
and their financial provider – either 
simply to make using the product 
more comfortable, or to seek the help 
of a trusted partner in sorting out a 
problem, or to give them firepower in 
a confrontation.  As consumers and 
businesses drift apart, this is a gap that 
will be filled either by existing players, 
or by new ones.

We examined with stakeholders and 
experts four different scenarios that 
could define the ecosystem of customer 
dissatisfaction in financial services in 
2025. These scenarios built on the 
wider trends we see in society (such 
as mobile payments and automated 
service) and across all of them we saw 
six major developments for the coming 
decade.

1 Big data will be a 
disruptive force.

The most common theme identified 
by stakeholders is the changing world 
of Big Data, which will act as a new 
currency and form the basis for much 
more tailored and “knowing” service 
provision on both a micro and macro 
scale. All organisations (including ADR 
services) will have to access, analyse 
and use the proliferating data generated 

by every customer through ever more 
widespread smart digital interfaces. 
This will affect every stage of the 
customer journey, including complaints, 
and consumers will go with the flow 
providing security is guaranteed 
and they can see tangible benefits. 
Consumers will place a strong emphasis 
on getting fast, tailored solutions to 
problems. 

2 Fairness will be 
paramount.

Without the feeling that organisations 
are consistently ‘playing fair’, there will 
be no environment of respect and trust. 
Transparency will be inescapable in a 
world where all transactions, decisions 
and results can be seen immediately 
and explored through big data flows. 
Transparency does not necessarily bring 
fairness, but it will highlight when 
things are unfair quicker. A perceived 
absence of fairness is likely to act as a 
catalyst for more adversarial approaches 
to gain traction and to become 
attractive alternatives to more impartial 
solutions.   

3 A greater focus on early 
prevention.

Consumers will expect greater proactive 
anticipation and response to their 
needs and are likely to want it to be 
subtle, seamless and automatic. They 
will respect brands that work to prevent 
customer issues and maximise customer 
satisfaction at every point by proactively 
intervening to improve service, and 
expect any third party intervention 
to come swiftly and effectively.  
Financial providers will be expected to 
develop better designed, fairer, more 
transparent and clearer products for 
all financial needs – but that requires 
a major investment. Consumers will 
be more likely to use real or virtual 
intermediaries to check the fine-print on 
their behalf – complicating a business’s 
relationship with its customers. Third 
parties and ADR service providers will 
need to use their expertise, knowledge 
and access to customer data to develop 
a more proactive/preventive role. 
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4 The widening gap between 
consumers and financial 
services will need filling.

As consumers’ expectations continue 
to rise, we expect to see new 
intermediaries offering personalised 
concierge-style services to handle 
disputes on their behalf. Consumers 
will therefore have more choice of 
intermediary and should experience 
better service, but at the risk of 
there being too much choice and 
the development of an environment 
that compounds consumers’ existing 
confusion. Consumers will need to learn 
how to choose an intermediary and on 
what basis. This new breed of dispute 
resolution will increase options for the 
consumer but cause headaches for firms 
and third parties, who could lose contact 
with their customers and become less 
relevant.

5 Consumer networks won’t 
help to resolve disputes 
without an organiser.

We do not expect that unguided, 
consumer-led networks will be a 
powerful force in dispute resolution.  
Ultimately networks, even in 2025, will 
require an organising agent to exert 
pressure on a targeted organisation.  
Indeed, taking on the role of organiser – 
and unleashing the untapped potential 
of social media and networks – is a 
major opportunity for third parties and 
intermediaries to develop new services 
in dispute resolution – especially in an 
adversarial context. 

6 As social groups (and 
the services they use) 
become more polarised, 
disadvantaged consumers 
will need sustained 
attention.

Technology, however advanced and 
seamless, will not overcome the basic 
divides between the ‘haves’ and the 
‘have-nots’. Vulnerable consumers 
will need even more guidance and 
support, including in how to best use 
new technology, when dealing with 
businesses. Brands and businesses 
will struggle to seem accessible and 
responsive to those who can’t afford, or 
can’t access, new higher quality services.  
Opportunities will also emerge for new 
intermediaries with a social mission 
to bridge the gap in dispute resolution 
services, providing sustainable business 
models can be established – maybe 
in partnership with firms and other 
established third parties.

Conclusion
These developments will raise 
serious challenges for those currently 
involved in dealing with customer 
dissatisfaction in financial services.  
How organisations – both businesses 
and intermediaries – respond to these 
challenges will doubtless vary, but it’s 
clear that successful organisations will 
need to have sustained focus on, and 
make serious investment in, significant 
changes to how they operate in order to 
thrive in this new environment.  

We make no recommendations as to 
how specific organisations should adapt 
to survive in this challenging new 
ecosystem. But adapt they must, or their 
relevance will fade away as the world 
changes without them.
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