
RESOLUTION 
2025
WIDENING SPACE FOR 
NEW SERVICES

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. 
This report provides a full 

examination of the findings  
on this key theme. 
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The perception amongst participants 
in our research was that, however 

the future turns out, there is a 
significant gap between customer and 
business and that this is likely to grow 
bigger in the future. This implies that 
there will be opportunities for many 
new types of service to set up and 
bridge the gap in all sorts of innovative 
and inventive ways, using big data, 
the seamless instant access provided 
by new technologies and new models 
of intervention, mediation (including 
buying unresolved complaints upfront) 
and resolution.

These ideas create the starting point for 
a complete re-evaluation of the future 
nature, role and market value that 
might reside in the area of consumer 
dissatisfaction and complaints. 

What it means for consumers
Consumers will have more choice of  �
intermediary and should experience 
better service, but at the risk of too 
much choice and ensuing confusion.  
Consumers will need to learn how 
to choose an intermediary and on 
what basis. 

 Mass concierge services are becoming  �
a mainstream requirement- everybody 
wants something a bit special,  
creating the challenge to providers as 
to how to deliver this cost-effectively.

 More genuine ‘concierge’ services in  �
the financial services context could 
emerge across higher value segments 

and products if businesses fail to 
provide a good service wrapper – 
consumers will provide their data 
to these services in exchange for a 
better experience. 

 This would create a new market and  �
as with all new offers and services 
there will be an adoption curve in 
which problems and issues will arise 
with new players.

 New products, services or  �
intermediaries are likely to focus 
predominantly on high-value 
customers, possibly accelerating the 
polarisation of customer experience.

Who will adjudicate if issues arise  �
with new service providers?

What it means for  
financial services

Consumers will gravitate towards  �
products and services from brands 
that they can rely on to deliver the 
best experience, rather than those 
with acknowledged expertise in a 
particular area. If data and customer 
knowledge is the key, many other third 
parties can potentially enter the space 
between customers and services – 
including Google, Apple and Amazon.

Customers could be attracted to  �
health check-style concierge financial 
advice services provided in new ways 
by existing institutions aiming to 
pre-empt the competition. Financial 
services could benefit by creating 
new sub-brands with the specific 
mission of helping consumers resolve 
problems (along the lines of O2’s 
investment in GiffGaff). 

If the trust deficit of the major players  �
is not repaired then there is a clear 
market opportunity for real partnership 
with trusted brands (known as Gemini 
branding) who are non-traditional 
FS providers e.g. Sainsbury’s, John 
Lewis, etc. This will mean a loss of 
direct contact by existing financial 
institutions in key areas and thus 
potential reduction of the strength of 
relationships in the future. 

Consumers want more 
handholding due to time 

poor lifestyles and increasing 
complexity in the consumer 

economy. This serves to 
increase engagement in the 
choice of financial services 

but may also decrease 
empowerment to act 

independently if something 
goes wrong. 

Wendy Alcock, 
MoneySavingExpert.com
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 Existing players might need to  �
build their defences by becoming a 
better gateway to third party dispute 
resolution services – creating an 
environment of co-operation aimed 
at the best outcome rather than a 
“them and us” mentality.

What it means for 
Intermediaries 

 The loss of traditional roles and  �
territory to new players will require 
rapid response and a fundamental 
strategic rethink. The potential 
for cross sector service providers 
could further weaken the role and 
legitimacy of existing bodies that are 
focussed on just one sector.  

 Existing players can move into this  �
territory pre-emptively through 
funding of new bodies. There will 
inevitably be commercial risk in 
establishing how far services can 
stretch into new spaces and on what 
basis these will be commercially 
viable. As with financial institutions, 
existing third parties can choose to 
form new partnerships with other 
third party bodies. 

KEy IMPLICATION

The proliferation of new services in 
this space should deliver multiple 
benefits to the consumer whilst 
causing real headaches for existing 
organisations (both financial 
services providers and third parties) 
who could lose contact with their 
customers, becoming less relevant 
and less legitimate. This requires an 
immediate assessment of the ways 
in which current services can be 
developed to fill the gaps created  
by the scenarios.

Disintermediation 
from payments will 
reduce transactional 

understanding of what 
our customers are doing, 
potentially undermining 
more personal approach. 

Colin Rice, Nationwide 

Existing underfunded 
support and advice services 
need to drastically improve 
their partnership-building 

capacity to be able to 
partner in new initiatives. 

Ed Prosser, Trustee,  
Citizen’s Advice Bureau

 Greater competition to control and  �
manage the consumer interface 
will emerge as new forms of third 
party services provide the bridge 
between financial services and 
consumers, although existing players 
can position themselves as able to 
resolve issues and disputes that arise 
when and if the new services fail to 
deliver as promised.

 The real basis for funding new  �
initiatives by third parties/ADR 
providers may prove difficult.



This report is one part of a much wider 
project conducted by the Future Foundation 

for the Financial Ombudsman Service.

 For a full overview of all aspects of the 
Resolution 2025 project, please visit:  

www.resolution2025.com 
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