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What is the consumer 
support outcome?

As the name of this outcome states this relates to how a firm supports its clients when using 
its products or services. The purpose of this support should enable clients to realise the 
benefits of the products and services they buy, allow them to pursue their financial objectives 
and ensure they can act in their own best interests.
Under your firm’s obligations to meet the Consumer Duty rules, you must consider the support your clients need and 
make sure the products and services you provide meet those needs.

Meeting consumer needs
There is a close relationship between this outcome  
and the consumer understanding outcome. Under 
the consumer understanding outcome, firms should 
communicate with clients in a way that equips them 
to make effective, timely and informed decisions. 

Under the consumer support outcome firms should 
enable clients to act on those decisions without facing 
unreasonable barriers, whether that’s face-to-face, 
on the phone, web cam, or online. Firms should focus on 
supporting the client from the prospect stage, the point 
of sale and throughout the product or service lifecycle. 

In this step-by-step guide, we’ll help you identify the 
support you provide and how to assess it meets the needs 
of clients, including those who are vulnerable. We’ll also 
guide you on taking action to meet the consumer support 
outcome and the ongoing monitoring of outcomes. This 
will illustrate how your firm could get started in meeting 
the Consumer Duty rules.

As the core service you are providing is advice and giving 
clients a personal recommendation and annual reviews, 
you are likely to be better positioned than any other type 
of financial services company. At the heart of what you 
already do is identifying the actions your clients should be 
taking and then often carrying out those actions on their 
behalf. The need to support clients and to not act in a way 
that is detrimental to them is at the heart of advice. This is 
what the Consumer Support outcome is all about. 

To recap, what the consumer support 
outcome is about
The consumer support outcome requires firms to:
 . give clients support to act when they need to
 . stop clients from acting in a way that is detrimental to 

their best interests (for example, by putting appropriate 
positive frictions or checkpoints into the process when it 
is good for the client to stop and think) 

 . don’t put barriers in the way of clients doing what 
they should do (avoid friction when its bad)

 . ensure you don’t disadvantage particular groups 
of clients, including those with characteristics 
of vulnerability

 . monitor how this is working.

What it’s not
 . To provide support to clients via multiple different 

channels, although you should provide support 
via a channel that meets the needs of the target 
market and respond flexibly to the needs of clients 
in vulnerable circumstances.

 . Guaranteeing that your consumer support 
processes will never experience issues or delay.

 . To streamline customer journeys to such an extent 
that they create the risk of consumer harm or 
remove steps that provide client benefits.

Finalised Guidance 

Consumer 
support outcome

Chapter 9
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The support you provide and 
how it meets the needs of clients 

To meet your obligations of the consumer support outcome 
it’s important to separate the support you provide (i.e. the 
advice) from the support the platform provider provides 
(i.e. a service to carry out your client instructions).

Identifying the support, you provide 
As the service you are providing is advice you’ll already have in place processes 
for making initial personal recommendation and providing annual reviews. 
Having processes in place that support clients throughout the lifecycle of a 
product or service is key to meeting the consumer support outcome.

As a starting point for each of the different service propositions you provide, 
ask yourself;
 . What channel or channels (telephone, email, face to face, written, webchat 

or video calls) are available for the client to access your services? Does the 
channel meet the needs of your firm’s target market?

 . For vulnerable clients what other channels are available that may better 
meet their needs?

 . Is your advice stopping clients acting in a way that is detrimental to their 
best interests and are there scenarios where additional processes may 
be required? 

 . Does the client know how to contact you? And when they contact you, 
how quickly will you get back to them? Does this enable them to get the 
support they need to act when they need to?

 . Are there any additional monetary costs that mean the service is costing 
more than the client expected and was not informed about up-front?

 . Are there unreasonable delays, distress or inconveniences caused to clients 
that are preventing them from realising the benefits of your services? 

Next steps
For each of the different service propositions you offer, 
document what support you provide and the areas you 
wish to test to evidence this. Use the questions above 
as a starting point and consider additional questions 
that you should also be asking yourself. Document the 
answers. You can then use this to evidence you have 
thought about how the consumer support outcome 
impacts the services you provide.

This is about identifying the support you provide and 
whether you have identified any concerns that may 
need addressing – we will consider how you take 
actions next.

Part 1
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Taking action to meet the consumer 
support outcome 
You will have identified the support you currently have in 
place for your clients. You now need review this together 
with the associated processes and management 
information (MI) to check that clients are receiving 
a level of support consistent with their needs.

Sources of information you can use to evidence feedback 
could include:
 . Complaints
 . Satisfaction Surveys
 . Issues arising at annual reviews where customers have 

taken action you then need to reverse.

(See Ongoing monitoring section for more sources of MI.)

Now, using the questions mentioned previously, let’s look 
at some of the areas you will have considered and the 
resulting actions that may need to be undertaken to better 
meet the consumer support outcomes. 

What channel or channels of support 
are available for the client to access 
your services?
Having identified the channels you are using to provide 
support for the services you provide take relevant feedback 
into account and also look for signs that may indicate the 
support offering is not sufficient to meet client’s needs. 
Where this is the case, you need to take reasonable steps  
to address any shortfall in the support provided. 
 . For example, clients are only able to contact you over 

the telephone, during set hours in the daytime but you’ve 
had feedback from several clients in your target market 
this isn’t possible so you provide them with another 
means of communicating with you such as secure 
email or call times during the evenings.

For vulnerable clients?
Have you had any specific feedback relating to vulnerable 
customers? Should you adapt your approach?
 . For example, have vulnerable customers raised specific 

concerns on needing extra support in understanding 
documents. Could you give them an option to discuss as 
part of their annual review meeting and signpost this so 
as not to distress them? 

Is your advice stopping clients acting in a 
way that is detrimental to their best interests 
and are there scenarios where additional 
processes may be required? 
Having considered the customer journeys for the services 
you provide and the purpose and impact of friction points 
on these journeys, it may be appropriate to put in place 
positive friction that supports good outcomes. You could 
look to identify these through past experiences when 
you have had to step in and reverse customer actions 
at annual reviews. Could you put in place measures to 
avoid the customer taking such actions without checking 
with you? You should be able to justify and evidence the 
benefits to clients of additional steps in customer journeys.
 . For example, you’ve identified additional check points 

are required and will contact clients more frequently 
as they approach retirement to ensure they are not 
accessing pension funds in a way that is detrimental 
to their financial objectives and provide them with 
increased awareness of scams. 
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Does the client know how to contact you? 
And when they contact you, how quickly 
will you get back to them? Does this enable 
them to get the support they need to act 
when they need to?
You will have considered if there are any barriers that are 
preventing clients acting when they need to. If you identify 
barriers, you should take action to remove or minimise them. 
 . For example, the service offered to the client is the 

availability of an adviser on the phone, so you need to 
ensure the adviser is available within a reasonable period 
of time and any waiting time is made clear to a client. 
You need to monitor these waiting times and make sure 
they are not unreasonable. You should also prioritise 
certain calls where the subject matter of call is clearly 
priority over other calls. You should develop processes/
information capture points which allows clients with 
more pressing/urgent matters to be prioritised.

Are there any additional monetary costs 
that mean the service is costing more than 
the client expected and was not informed 
about up-front?
The support firms provide should not lead to the service 
costing more than the client was originally told. Whilst you 
may not be able to tell a client exactly how much they can 
expect to pay in pounds and pence you are required to 
give a reasonable accurate estimate of the likely cost. Be 
clear on your schedule of charges up front when the client 
first starts your service.
 . For example, you’ve identified a cost for something that 

was not originally included in the pre-service information. 
You should promptly give the client the updated costs 
and ensure they wish to continue. Update your schedule 
of charges so in future this cost is made clear to clients at 
the start.

Are there unreasonable delays, distress or 
inconveniences caused to clients that are 
preventing them from realising the benefits  
of your products or services? 
Firms cannot guarantee their consumer support processes 
will never experience issues or delay, but these should be 
mitigated as far as possible. 
 . For example, a client is paying you for ongoing advice 

but has to contact you multiple times before receiving 
it, this is likely to be considered unreasonable. You are 
expected to deal with this promptly and fairly to deliver 
a good outcome.

Next steps
For each of the different service 
propositions you offer document 
any findings and the steps taken to 
remedy. If no action was needed, 
then document this too. Report this 
to the board as part of your regular 
reporting on how you are meeting 
the Consumer Duty requirements.
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A vulnerable client is 'Someone who, due to their personal circumstances, is especially 
susceptible to detriment, particularly when a firm is not acting with appropriate levels of care.’
It's important when dealing with clients, to be aware of 
possible indicators of vulnerability and have policies in 
place to deal with clients where those indicators suggest 
they may be at greater risk of harm. Clients in vulnerable 
circumstances can be at risk of not making the best 
decision for their needs, for example, because they're not 
in the right state of mind to make important decisions.

Establishing a vulnerable client policy and providing 
regular staff training is essential so you can effectively 
identify risk factors that could lead to vulnerability.

Firms need to respond flexibly to the needs of clients with 
characteristics of vulnerability. Assessing which clients 
exhibit vulnerabilities is not a straightforward question 
and when offering ongoing advice, it's important to 
reassess regularly.

All customers are at risk of becoming vulnerable and this 
risk is increased by characteristics of vulnerability related 
to 4 key drivers. 
 . Health – health conditions or illnesses that affect ability 

to carry out day-to-day tasks.
 . Life events – life events such as bereavement, job loss or 

relationship breakdown. 
 . Resilience – low ability to withstand financial or 

emotional shocks.
 . Capability – low knowledge of financial matters or low 

confidence in managing money (financial capability) or 
low capability in other relevant areas such as literacy, or 
digital skills.

Vulnerable consumers are more likely to have different 
support needs. Vulnerabilities can make certain channels 
of support unsuitable. The consumer support outcome 
expects firms to respond flexibly to the needs of clients 
with characteristics of vulnerability. This means you will 
need to be able to provide support through different 
channels or by adapting your usual approach.

For example, if you have a client who finds it difficult to 
deal with written communications and they have software 
which allows them to turn email into speech. They have 
asked you to send written communications by email. 
You should, where reasonable and practical, meet the 
request. To meet your obligations under the consumer 
support outcome you would be expected to find a solution 
that offers effective support, rather than persist with an 
inadequate approach. 

You should monitor the support in place, take relevant 
client feedback into account and look for signs that may 
indicate a vulnerable client’s needs are not being met 
and take reasonable steps to address any shortfall in 
the support provided.

Next steps
For clients you have identified 
as vulnerable, document how 
you have adapted the support 
provided to meet their needs. If 
part of this exercise identifies an 
alternative approach may be 
more suitable you should take 
the appropriate action.

Meeting the needs of vulnerable clients
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Firms should regularly monitor whether they are providing an appropriate level of support 
to clients, to identify and mitigate the risk of consumer harm. They must be able to 
demonstrate they have thought about how to design and deliver consumer support that 
meets the needs of clients. Firms are also expected to monitor that they continue to meet 
the support needs of clients. 
A key part of this monitoring is to have processes and 
management information (MI) to check that all clients 
receive a level of support consistent with their needs 
and in particular the FCA have said you cannot prioritise 
prospective clients over existing clients. 

Firms should consider, gather and monitor available 
information on client behaviour. This allows firms to 
identify whether clients, or particular groups of clients, 
are encountering unreasonable barriers, including 
unreasonable additional costs. 

Firms could use the following types of data to monitor  
that they are meeting expectations under this outcome:
 . analysis of clients’ use of products and services
 . root-cause analysis of complaints
 . client persistency or retention information
 . first contact resolution rates and average time 

to resolution
 . speed to answer the telephone and average  

wait times, call abandon rates
 . email and digital channel speed to answer
 . internal quality assurance
 . client call listening exercises
 . satisfaction surveys
 . net promoter scores
 . actions taken to reverse client actions.

When a firm identifies that existing customer support 
processes do not meet the expectations under this 
outcome, then firms must take action to remedy.

It's recognised that, on occasion, individual clients may 
have a poor consumer support experience. Where this 
occurs, firms are expected to act in good faith and deal 
with this promptly and fairly, providing redress where 
appropriate. Where there are systemic or recurring issues 
firms are expected to take appropriate action to remedy. 

Next steps
To define and document a process 
for the ongoing monitoring of 
consumer support and source the 
relevant MI to enable this. Ensure 
the appropriate governance 
processes are in place to oversee 
this and keep a record of any 
resulting actions taken. If no action 
is needed, then document this to.

In terms of ongoing monitoring of 
outcomes, your Board needs to 
review and approve an assessment 
of whether your firm is delivering 
good outcomes for clients and 
capture this in the Board minutes. 
You should prepare a formal Board 
report at least annually which 
captures all of the Consumer Duty 
requirements and not just customer 
support outcomes.

Ongoing monitoring
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Part 2

Discretionary Investment 
Management and Outsourcing

Discretionary Investment Management
In addition to advice services if a firm also provides an in-house discretionary 
investment management service then they need to follow the same 
processes as covered in part 1 of this guide for that service. 

Outsourcing 
Firms cannot delegate any part of this responsibility to a third party. This 
means that if a firm chooses to outsource services to a third party, either in 
whole or in part, it is still responsible for ensuring good consumer support 
outcomes. Firms should have systems and controls in place and be able to 
provide assurance they are meeting their regulatory obligations including the 
consumer duty and support outcomes.

This could relate to the outsourcing  of their Centralised Investment Proposition 
to a Discretionary Investment Manager but could also apply to other parts 
of their advice process. For example, if a  firm charges for tax services but 
employ a separate accountancy firm to carry out the work this would be 
the outsourcing of the service. However, if they were to just refer a client to a 
separate accountancy firm this would not be outsourcing but it would still be 
good practice to carry out due diligence.

Firms are expected to have ongoing monitoring in place of their outsourced 
services. For example, the firm might collect relevant MI, undertake regular 
due diligence reviews or conduct outcome testing activity. If the firm 
identifies that the support provided does not meet regulatory requirements, 
they will need to improve the standards or make alternative consumer 
support arrangements.

Next steps
Review the systems and controls you have 
in place for outsourced services. Evidence 
and document how these are meeting the 
Consumer Duty and support outcomes. If you 
identify the support provided does not meet 
regulatory requirements, you should take the 
appropriate action and keep a record of this. 
If no action is needed, then document this too. 
Report the findings and action taken to the 
Board for review and approval of whether your 
firm is delivering good outcomes for clients. 
Capture this in the Board report.
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Part 3

One key point to note is that it’s not the responsibility of the 
adviser firm to manage the platform providers service but as 
you are reliant on their service to support your services, you 
should consider this as part of your due diligence. 
You should review and document the suitability of the platform for clients on a 
regular basis. And you should hold platform providers to account to ensure the 
support they provide is meeting the needs of your clients.

As you are reliant on the platform provider to facilitate the actions you take 
on behalf of your clients this is critical to you meeting the support outcome. 
A platform provider that is providing poor service levels to your clients can 
have a negative impact on your client relationships and the levels of service 
you can provide your clients. It can impact your ability to deliver good 
customer outcomes which is at the core of Consumer Duty. 

Where a platform is not providing suitable service, impacting your ability to 
deliver good outcomes, you must notify them and seek appropriate action. 

This is an important part of your platform due diligence and you should 
consider asking questions such as;
 . What channels (telephone, email, face to face, written, collaborative 

browsing, webchat or video calls) does the platform provider have  
available to provide support? Does the platform offer access to an  
account manager, platform consultant, technical consultant or  
collaborative browsing with its support teams as this may enable  
you to better realise the full benefits of the platform. 

 . What processes does the platform provider have in place to support 
customers with characteristics of vulnerability? – As we’ve already covered, 
the consumer support outcome expects firms to respond flexibly to the 
needs of clients with characteristics of vulnerability. This means your platform 
provider will need to be able to provide support through different channels or 
adapt their usual approach. You should ensure as part of your platform due 
diligence they are doing this to ensure good outcomes for your clients.

The support the platform 
provider provides
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 . Can the platform provider demonstrate how it intends to 
provide sustained (and ideally improved) service levels 
whilst managing any predicted increase in scale and 
volume? – Platform businesses are generally growing as 
they gain scale and assets under administration. Whilst 
they may be able to manage existing volumes and 
current service levels to satisfy the due diligence checks 
it’s important to also understand how the platform 
provider plans to sustain and ideally improve the service 
levels it provides. It should be able to demonstrate an 
ongoing investment in its operational capability and 
evidence a program of continuous improvement to 
support, growth, scale and sustainability to continue to 
meet the expectations of you and your clients. 

 . Can your platform provider tell you what your advisers 
and clients are calling about? – Firms must be able to 
demonstrate that they have thought about how they 
design and deliver consumer support. They are also 
expected to monitor that they continue to deliver good 
customer support outcomes. This information on client 
behaviour and feedback to identify whether clients, or 
particular groups of clients, are potentially encountering 
unreasonable barriers can help.

 . What independent ratings does the platform 
provider have for the service it provides? – This will 
help independently verify the service the platform is 
providing, consider Defaqto ratings for example.

 . Can or will your platform provider share with you its 
service and support statistics? – A platform provider 
should have an openness and be willing to share its 
service and support statistics to enable you to compare 
and assess if they are providing good outcomes for 
your clients.

 . What is the average call waiting time? – An unreasonable 
call waiting time may be a barrier for you or your client 
getting the information and support to act when you 
need to.

 . Can the platform provider evidence what percentage 
of advisers are satisfied with the service and support 
provided? – Again, a platform provider should have an 
openness and be willing to share this data with you.

Next steps
Consider whether platforms 
suitably cover this type of 
question in their own due 
diligence documents or if you 
want to ask any supplementary 
questions. Also think about what 
other questions you should be 
asking. You can then use this 
to evidence you have thought 
about the service provided by 
the platform and the consumer 
support outcome and take further 
action if required.
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