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Consumer representation in financial services

Executive summary
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https://www.scottishlegalcomplaints.org.uk/media/65853/1_reimagine_regulation_-_slcc_priorities_for_a_consultation_on_legal_services_regulation_v1.00.pdf
https://www.scottishlegalcomplaints.org.uk/media/65853/1_reimagine_regulation_-_slcc_priorities_for_a_consultation_on_legal_services_regulation_v1.00.pdf
http://www.legalservicesconsumerpanel.org.uk/ourwork/ConsumerEngagement/documents/UsingConsumerPrinciples2014.pdf
http://www.legalservicesconsumerpanel.org.uk/ourwork/ConsumerEngagement/documents/UsingConsumerPrinciples2014.pdf
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https://c.ymcdn.com/sites/www.iap2.org/resource/resmgr/foundations_course/IAP2_P2_Spectrum_FINAL.pdf
https://c.ymcdn.com/sites/www.iap2.org/resource/resmgr/foundations_course/IAP2_P2_Spectrum_FINAL.pdf

Payment System Operator, Current Account Switch
Implementation Entity:

(1) individual _consumer, representation

indle_ representative is. for _

(2) some form of collective forum consisting of consumer representatives such as
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http://archive.treasury.gov.au/documents/994/PDF/consumer_reps.pdf

2. Consumer representation should ideally be structured to include both board and

3. Consumer representation structures should be adequately resourced to rebalance
power between the industry and the consumer. The consumer engagement strategy
must include the allocation of resources to attract and pay consumer representatives,
enable research and provide administrative support.

4. The role and way of working of consumer representatives should be transparent and
influential. In order to promote promote transparency, key representative objectives,
performance information, minutes of meetings and annual reports should be made
publicly available.

5. It is important to appoint and develop effective consumer representatives. Training
and capacity building should be provided.

6. The effectiveness of consumer representation should be evaluated. Clear,
measurable objectives should be set for the organisation’s approach to consumer
engagement and consumer representation.
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