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The next few months and the next few years are going to be very interesting for 
financial literacy. 
 
The UK is not alone in seeing long-term financial risk shifting from the state to the 
citizen.  
 
And I’m aware that so much interesting work is being done here in Asia. 
 
The learning programmes in rural Malaysia. 
 
The programme to bring banking services to everyone in India. I was born in India, so 
I am particularly interested in what goes on there. 
 
I’m very keen that my organisation should be open to new ideas from all over the 
world. I certainly don’t think we have a monopoly on good ideas in the UK. 
 
And in turn, I’m keen that the Money Advice Service continues to support the work of 
the OECD by sharing what we learn as we begin to measure the impact of our new 
approach. 
 
The UK, I understand, has generated some interest in the new direction we have 
taken with financial literacy and education in the last year or so. 
 
I welcome this opportunity to explain why we decide to change our approach, what 
we are doing differently, and why. 
 
Let me answer the ‘why?’ question first. Why have we set up a free, independent 
money advice service?  
 
The answer is dependent on what the consumer needs to know in order to use 
financial services and make the most of their money. 
 
First, the consumer needs to be clear that a particular product is the one that he or 
she wants and will do the job expected of it.  
 
As you know, in recent years we have had some difficulties with mis-selling of retail 
financial products in the UK. 
 
So whether it’s insurance, or a pension investment or something else – the consumer 
needs to know that the product is fit for purpose. That they are able to trust what they 
are told about the product – to know it’s not being mis-sold. 
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The consumer should have good, clear information about the products they are 
interested in – so they can easily understand the benefits and risks. 
 
They should have the right sort of information and the right amount of information:  
All the essential information, with no important details hidden or obscured.  
 
But we know people can feel daunted by too much information. So disclosure of too 
much information may be counter-productive. People might not read or absorb any of 
it. 
 
Oversight of all of those elements – of transparency, disclosure, and product 
assurance – is the responsibility of the regulator. Advice is no substitute for proper 
product and price regulation. 
 
In the UK that’s currently the Financial Services Authority.  Soon, the consumer 
protection regulator in the UK will be the Financial Conduct Authority.  
 
The new Financial Conduct Authority, it’s being proposed, will intervene more quickly 
and firmly in anticipation of consumer detriment – not just after the detriment has 
occurred. 
 
Second, after making a purchase, the consumer needs to know that if something 
does go wrong they have someone they can trust to turn for redress.  
 
If they have a complaint, they want to know that it will be handled quickly and fairly. 
 
In the UK, if a complaint can’t be resolved by the company who sold the product, 
then we have an independent Financial Ombudsman Service to turn to. 
 
And if the market fails through no fault of the consumer and their savings are at risk 
we have the Financial Services Compensation Scheme to ensure that the consumer 
isn’t left at a disadvantage. 
 
Third, the consumer wants to know that the government is on their side. 
 
In the UK the coalition government has stated that it wishes to promote a culture of 
financial responsibility by putting consumers at the heart of the financial system.  
 
It is doing that through an extensive programme of reform of the financial regulation 
system – changing the architecture of the regulatory system. 
 
Government ministers are also very clear that there is a second strand alongside 
structural reform.  
 
This second strand is to empower consumers through financial education and to 
seek to change consumer behaviour by introducing ‘nudges’ – changing defaults and 
incentives to encourage rational, long-term behaviour, rather than impulsive, short-
sighted behaviour with damaging long-term consequences.   
 
Consumers should feel in control of their current financial situation, as well as feeling 
that they have reassuring financial plans for the future. 
 
These are all important components of a consumer protection regime – 
compensation, redress, education and regulation of products. 
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And there is always scope for improvement of each of those components, of course.  
 
Over the next few years I am sure we shall see many new approaches being tried 
and tested. For example, in the UK we have just embarked on auto-enrolment into 
company pension schemes.   
 
It will be interesting to see what difference that makes to long-term savings and 
whether we still have to think of other approaches. 
 
As far as financial education is concerned, over the course of the past five years or 
so we have supplied a great deal of information to the public – in leaflets, 
publications and online - in schools, workplaces and neighbourhoods.  
 
We have developed some very good financial educational materials of which we are 
proud. 
 
People like the information and it gets high satisfaction scores.  
 
However, we have been less good at making sure people get this information when 
they need it.  And, much more significantly, we haven’t seen any robust evidence that 
information and education – on their own – change people’s money habits either 
immediately or in the long term. 
 
Education, on its own, has not led to well-informed decision-making and taking 
action. 
 
So, while financial education remains an important issue in the UK, and we remain 
supportive of those involved in financial education work, we knew we needed to do 
more. 
 
Even with all those important elements of regulation and education that I have 
already mentioned, there has been a significant component missing.  
 
This is money advice. 
 
By contrast to giving people information, when we piloted a programme offering free 
advice in the UK we saw immediate evidence that people changed their money 
habits. 
 
In one region of the UK, as a field trial, we offered people free advice either online, 
over the telephone, or face-to-face with a money adviser.  
 
And over seven out of every ten people went on to take some action as a result of 
the advice they were given. 
 
Until now though there has been a complete gap for independent, unbiased and free 
money advice in the regulatory framework. We estimate that about half of the UK’s 
adult population could benefit from free and unbiased advice about money. 
 
Aware of this gap, both the UK government and the financial services industry 
wanted to go beyond information and education into providing what we call generic 
advice. 
 
We were created in 2010 to pursue this more assertive way of empowering 
consumers and influencing their behaviour. 
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We were created, by an Act of the UK Parliament, with statutory powers, 
independence and assured long-term funding.  
 
Each of those elements is important to our ability to have an impact.  
 
It is important that there is a statutory framework for advice work which stresses its 
independence.   
 
Building trust and confidence in the financial services industry is a big challenge 
following the financial crisis.  
 
We can play an important part by showing both that we have political and industry 
support but also that we are entirely independent in the advice we give.  
 
It is also essential that a free, independent advice service has an assurance of long-
term revenue, so long as it can demonstrate that it is providing good value for money. 
 
We get that assurance by being funded from a levy on the financial services sector, 
collected by the FSA on our behalf. 
 
So in April this year we launched the Money Advice Service to the public - A new 
service offering money advice for free to everyone who wants it – online, by phone 
and face to face. 
 
The UK’s Financial Times called us a new National Wealth Service for 19 million 
households in the UK.  
 
Like Britain’s famous National Health Service, we are for everybody and the service 
is free. 
 
When someone contacts us, our starting point is to establish their current financial 
situation. But we are not just seeking to solve their immediate problems. 
 
Showing people how bad their current financial problems are is not likely to lead to 
change in behaviour. That just frightens people and makes them more passive. 
 
That is why our approach is to offer advice that is positive and aspirational. 
 
We look at people’s attitudes to money and their aspirations for themselves and their 
families.  
 
Then we offer free, unbiased advice that will help them take control of their money 
now and set them on their way towards making a financial plan for a brighter future. 
 
We have a network of over 90 trained money advisers who will conduct around 
90,000 advice sessions across the country over the next year. 
 
We have a telephone Money Advice Line that can handle tens of thousands of calls a 
year.  
 
But we want to go a lot further than this. 
 
And we have just launched an online money health check. 
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Our aim for the first year is for half-a-million visits to the health check. 
 
The health check asks about 20 multi-choice questions.  
 
It takes less than ten minutes to complete. 
 
And it analyses the responses to produce a personalised action plan with three 
priority actions for now and further actions to help plan for the longer term. 
 
It also provides all the information that’s needed to take action – including generic 
information about products and services, but not recommendations of specific 
providers or brand-name products. 
 
These thousands – and before long, millions – of conversations with consumers will 
give us unique insight and intelligence that we can use not just to improve our own 
service but to help improve the working of the retail financial services market. 
 
By sharing the intelligence we gather with the financial services sector and the 
regulator – and the government – we can help them develop better products for 
consumers and better regulation. 
 
We, ourselves, will be learning all the time too, and we are currently developing a 
range of interactive, proactive products designed to build relationships with our 
customers for the long term.  
 
The health check is our first step in changing the nation’s behaviour towards money. 
 
We want people to get advice when they need it and to get advice in a form that 
leads them quickly to take decisions and action.  
 
We also want them to be able to come back for more advice when they need it. 
 
Most important at this early stage is to let people know where to find this advice. 
People need to know who to turn to.  
 
Our Money Advice Service needs to be a brand as well-known as the BBC or Marks 
& Spencer. That is our ambition. 
 
We are committed to building a highly recognised customer brand and have started 
doing so with TV advertising at the centre of a national brand awareness campaign. 
 
I’d like to finish by showing it to you now. 
 
Before the advert, you will hear some British consumers talking about money – and 
making the case for free money advice more eloquently than I may have done. 
 
Then you will see the advert – the 30-second animated sequence. 
 
The video then continues with some supportive comments from the financial services 
industry. 
 
[run video] 
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I fully appreciate the scale of what we’re trying to do and I accept that it is something 
of a social experiment. 
 
We want to change the culture in the UK towards money; to make it the norm to 
manage money well.  
 
I hope you will wish us the best of luck and I shall come back and tell you how we got 
on. 
 
 
 
ENDS 


