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Consumer	  empowerment:	  the	  challenge	  

A	  hard	  problem,	  not	  an	  easy	  problem	  

‘Ignorance’	  –	  informa=onal	  barriers	  

‘Iner=a’	  	  -‐	  behavioural	  barriers	  

‘Impotence’	  –	  incen=ve,	  mo=va=on	  and	  ac=on	  barriers	  

The	  three	  ‘Is’	  



Consumer	  empowerment:	  the	  challenge	  

A	  hard	  problem,	  not	  an	  easy	  problem	  

Access	  to	  informa=on	  
Ability	  to	  understand	  it	  –	  knowledge	  asymmetries	  
Ability	  to	  use	  it	  
The	  plausibility	  trap	  
Compe==on	  for	  =me,	  energy,	  aAen=on	  
Prac=cal	  barriers	  to	  ac=on	  –	  it’s	  too	  much	  hassle!	  
Competence	  and	  confidence	  
Learned	  helplessness	  –	  why	  bother?	  
Lack	  of	  trust	  in	  offered	  sources	  of	  help	  



Consumer	  empowerment:	  Key	  requirements	  

No	  magic	  bullet	  

1.	  Make	  it	  easy	  for	  me	  to	  make	  beAer	  decisions	  
2.	  Make	  it	  easy	  for	  me	  to	  act	  on	  these	  decisions	  …	  
3.	  …	  and	  experience	  the	  rewards:	  a	  demonstrable	  benefit	  

Success	  =	  
AND	  
AND	  

‘Or’	  gets	  us	  nowhere	  



Consumer	  empowerment:	  the	  challenge	  

Not	  ‘one	  size	  fits	  all’	  

Access	  to	  informa=on	  
Ability	  to	  understand	  it	  
Ability	  to	  use	  it	  
The	  plausibility	  trap	  
Compe==on	  for	  =me,	  energy,	  aAen=on	  
Prac=cal	  barriers	  to	  ac=on	  
Competence	  and	  confidence	  
Learned	  helplessness	  –	  why	  bother?	  
Lack	  of	  trust	  in	  offered	  sources	  of	  help	  

Different	  barriers	  affect	  
different	  people	  to	  
different	  degrees.	  	  
Some	  people	  face	  more	  
barriers	  than	  others.	  
That	  points	  to	  a	  
complex	  market	  with	  
new,	  different	  types	  of	  
segmenta@on	  which	  
regulators	  need	  to	  
understand.	  
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The	  context	  

Plumme=ng	  costs	  of	  data	  processing	  

Instruc=ons	  per	  second:	  exponen=al	  growth	  



The	  context	  

Evolving	  business	  models	  

20th	  century	  
Organisa=ons	  collec=ng,	  

managing	  and	  using	  data	  for	  
their	  purposes	  

21st	  century	  
Individuals	  collec=ng,	  

managing	  and	  using	  data	  for	  
their	  own	  purposes	  

Informa=on	  as	  a	  tool	  in	  the	  
hands	  of	  the	  organisa=on	  

Informa=on	  as	  a	  tool	  in	  the	  
hands	  of	  the	  individual	  



The	  changing	  consumer	  empowerment	  landscape	  

A	  new	  market	  for	  consumer	  empowering	  services	  
that	  are	  …	  
•  Impar=al	  and	  objec=ve,	  that	  I	  can	  trust	  
•  That	  I	  can	  understand	  easily	  
•  Very	  low	  cost	  to	  provide	  and	  free	  to	  access	  
•  Tailored	  to	  my	  circumstances,	  relevant	  to	  me	  
•  That	  I	  can	  act	  on	  easily	  
•  That	  makes	  it	  worthwhile	  for	  me	  to	  act	  



The	  changing	  consumer	  empowerment	  landscape	  

1.	  Comparison	  services	  	  



Choice	  engines	  –	  changing	  the	  way	  markets	  work	  
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2.	  Collec=ve	  Switching	  	  



The	  changing	  consumer	  empowerment	  landscape	  

3.	  Impar=al	  advice	  



The	  changing	  consumer	  empowerment	  landscape	  

4.	  The	  organised	  consumer	  
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5.	  Personal	  data	  empowerment	  

‘MyData
’	  



United	  States:	  Green	  BuAon	  ini=a=ve	  (energy)	  



The	  US	  example:	  The	  Green	  BuAon	  ini=a=ve	  
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5.	  Personal	  data	  empowerment	  (con=nued)	  
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6.	  The	  consumer	  as	  producer	  



The	  changing	  consumer	  empowerment	  landscape	  

7.	  Smart	  Consumers?	  
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8.	  Home	  and	  asset	  management	  
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9.	  Behaviour	  change	  as	  a	  ‘product’	  

Steering	  
Helping	  individuals	  beAer	  appraise	  situa=ons	  
and	  make	  judgements	  about	  when	  they	  
should	  trust,	  or	  be	  wary	  of,	  their	  gut	  
ins=ncts,	  ra=onal	  judgements	  or	  
environmental	  influences”.	  

Advanced	  choice	  engines	  
Helping	  individuals	  beAer	  decisions	  as	  
judged	  by	  themselves	  
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?

Convergence	  of	  new	  services:	  
Where	  is	  it	  leading?	  

Price	  comparison,	  collec=ve	  switching	  
Expert,	  impar=al	  advice	  

The	  smart,	  organised	  consumer	  

Personal	  data	  empowerment	  

The	  consumer	  as	  producer	  
Behaviour	  change	  as	  a	  product	  

?	  
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