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Financial Capability:
The Public’s Perception in the Current Economic Climate

With statistics collected and collated from ComRes, the Cll research report into financial
capability details public attitudes towards debt, savings and the impact of the current economic
climate on these.

ComRes interviewed 1003 GB adults by telephone between 21st and 22nd May 2008. Data
were weighted to be representative demographically of all GB adults. Results were analysed by
gender, age, social class and region.

The report provides analysis and intelligence around where financial advice is heeded most and
gauges the effectiveness of an impartial Money Guidance service at a pivotal time in discussions
between policymakers, industry and key stakeholders around the issues of financial literacy,
indebtedness and the Retail Distribution Review.
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Results show that over the past 12 months, the worsening economic outlook has taken its toll
on key indictors of consumer confidence:

e 58% of consumers either disagree (33%) or disagree strongly (25%) that they feel more
financially secure (Figure 1);

¢ More than a third (35%) of consumers either agree (20%) or agree strongly (15%) that,
thinking about the financial climate over the last 12 months, they have less job security;
and

e More than half of consumers (53%) agree (32%) or agree strongly (21%) that they are
less confident that their savings are safe than they were 12 months ago.
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* Nearly half (46%) of consumers say they do not understand financial products much and so have
to put their faith in the person selling them the product (Figure 2);

* There is a widely accepted belief (75% in agreement) that consumers in the UK are naive when it
comes to financial matters;

» Current efforts from Government and the Regulator to-date to provide advice to consumers is
being widely ignored with less than 10% of respondents placing high value on Money Advice
Trust, National Debtline or the FSA's helpline as a useful sources of advice (Figure 3); and

*  96% of consumers believe that financial literary should be taught in schools and a further 84% see
the benefit of a greater role of the employer in providing savings advice and information.
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Q. If you were in financial difficulty, to what extent would you rely on each of the following
for advice or suggestions on how to proceed?
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Results show that many see the benefits of a Money Guidance service, particularly in
helping to reduce levels of problem debt, consumer understanding of money, finances
and the value of financial advice (Figure 4);

45% of consumers are either fairly likely (33%) or very likely (12%) to use such a service
as Money Guidance;

Traditional, professional financial advice does not resonate with social classes D and E
highlighting the space for a drop-in, impartial Money Guidance service;

With a clearer direction, and a more consumer-orientated debate around financial advice,
there is strong reason to believe that such a guidance service will help consumers to
increase their financial security, their capability to absorb interest rate changes, assuage
fears of home repossession and to better understand and manage debt.

For a copy of the full survey results please visit our website:
http://www.thepfs.org/pages/mediacentre/policy.aspx

Or contact: Daniel Pedley, Public Affairs Manager
Email: daniel.pedley@cii.co.uk Tel: 020 7417 4450

The Chartered Insurance Institute

The Chartered Insurance Institute (Cll) is the world’s leading professional organisation for insurance and financial services. It
maintains the professional, ethical and technical standards of the industry. It is dedicated to promoting higher standards of
competence and integrity through the provision of relevant qualifications for employees at all levels and across all sectors of
the industry.

Success in Cll qualifications is universally recognised as a sign of commitment and professionalism.

Individually, the CII's members commit to continuous professional development, through learning and examination, to
maintain their professional standing. Its 92,000 members in 150 countries make up the largest professional body in the
financial world. We all rely on professionals to maintain accurate and relevant knowledge and to give appropriate and
unprejudiced advice. The ClI ensures that we can trust in the competence and conduct of insurance and financial services
professionals the world over.

The Personal Finance Society

The Personal Finance Society (PFS) is part of the Cll Group and is the leading professional body for financial advisers and

those in related roles. With well over 23,700 members, it promotes the highest standards of professionalism in the financial
services profession, and sets the standards for technical knowledge, customer service and ethical practice across the entire
financial advice community.

To achieve its aims, the Society provides its members with access to technical qualifications, learning materials, support
services and practical benefits. PFS is uniquely placed, as a lobbying and campaigning organisation, to support consumer
demands for reliable, professional advice.
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