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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 is a major 

opportunity for third parties and 
intermediaries to develop new 

services in dispute resolution. This 
report provides a full examination  
of the findings on this key theme.
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The impact of social media on 
consumer behaviour is currently 

mooted as highly significant to the 
changing nature of complaints. The 
argument is that consumers are 
realising that networks, petitions and 
shared experiences will be a powerful 
way to exert influence on suppliers and 
that they will be increasingly willing 
to participate in new platforms to 
achieve this through unmediated group 
action. It was integrated strongly into 
the “Financial Fortress” scenario as a 
means for collectivising expressions 
of dissatisfaction and pressurising 
institutions for better redress. 

But despite the current hype, there isn’t 
a strong belief among stakeholders 
that genuine collective action by 
consumers on their own behalves 
using networking tools is going to 
be a powerful force in the future.  
Although there are continuing upwards 
forecasts for uptake of social media – 
particularly amongst older age groups 
– stakeholders’ experience was that 
the noise in the system needed real 
leadership and organisation in order 
to translate into sustained action over 
an extended period. So although these 
networks would be powerful sources of 
knowledge and information, they were 
unlikely to help individual consumers 
resolve their problems on a wide scale.
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We forecast that social networking will continue to 
gather speed – with over three quarters of adults 

engaging with social platforms by 2020.

More commonly, the models that 
were developed were new enterprises 
that would co-opt and use social 
media to provide services that would 
build on the power of numbers and 
collective dissatisfaction but not be 
truly democratic or self-determined in 
this way. Ultimately networks require 
an organising mind to be able to exert 
pressure or demand on a targeted 
organisation. 

What it means for consumers 
 The range of platforms and means to  �
express dissatisfaction will grow in 
the future.

 This could provide new routes to  �
create a sense of momentum about 
shared grievances and for moral 
support. 

It is not clear how this will translate  �
into genuine action by brands and 
businesses. Making more noise is not 
a guarantee of redress. Dependency 
on campaign leaders or organisations 
is still likely to remain. 
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What it means for  
financial services

If financial services do not facilitate  �
and work with networked routes 
to customer expressions of 
dissatisfaction and use these to 
improve service and responses to 
service failure, they will lose further 
credibility and trust.

 Providers should anticipate and  �
prepare for this by building their own 
online communities to address issues 
en masse and use such formats as a 
platform to offer increased dialogue 
and transparency. 

Consumers will continue instinctively  �
to share examples of good and bad 
practice, particularly when doing so 
increases public perceptions of them 
as someone who gets results. But 
they will also turn to intermediaries 
acting on their behalf, when it suits 
them to do so: partnerships with 
these intermediaries are likely to be 
extremely important.

KEy IMPLICATION

Social media and networking is 
not seen as an independent mass 
consumer route to redress. But most 
believe it  will confer real benefits 
to complaint resolution if deployed 
by organisations to bring consumers 
with common issues together either 
to improve sharing of knowledge, 
quality and speed of resolution or (in 
the case of some intermediaries) to 
create critical mass as a negotiating 
tool with providers. Existing players 
will ignore it at their peril and have 
to find ways of incorporating these 
new tools into their repertoire of 
communications with customers  
in the future.

What it means for 
intermediaries

Class actions could seriously disrupt  �
the current model and provide 
opportunities for new providers 
to flourish, reducing the scope for 
existing intermediaries and ADR 
providers to help broker solutions. 
The need to harness the power 
inherent in social media and 
networks is therefore critical for the 
future operation of intermediaries.

All existing third parties have to look  �
at how they can use the potential for 
collective sharing/action to improve 
services and go with the flow of 
consumer behaviour. New forms of 
ethical third parties could become 
a game changer and should be 
supported by those with consumer 
interests at heart.



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 

co n TAcT
Future Foundation HQ 

81 Rivington Street 
London EC2A 3Ay

+44 (0)20 3008 4889 
resolution2025@futurefoundation.net 

Copyright © 2014 Future Foundation. All rights reserved.

Unless otherwise indicated, all materials on these pages are 
copyrighted by the Future Foundation. All rights reserved. No 
part of these pages, either text or image may be used for any 

purpose other than personal use. Therefore, reproduction, 
modification, storage in a retrieval system or retransmission, 

in any form or by any means, electronic, mechanical or 
otherwise, for reasons other than personal use, is strictly 

prohibited without prior written permission.


