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Introduction

The world of consumer policy advocecy is
changing. On 1 October 2008, Consumer Focus
Banew and more powerful consumer champion B
will come into being. It isdesgned to be, @ot a
mouse too meek to chdlenge us but alion who
will, I hope, roar on behdf of consumersd

In 2007, as part of the trandgtion to Consumer
Focus the Nationd Consumer Council, in
partnership with our colleaguesin theWelsh and
Scottish Consumer Councils launched a mgor
programme cdled Conaume futures building a nev
anume aganda through ligening and engagement.
One of the biggeg programmeswe have ever
embarked on, Consumer futuresinvolved busness
and consumer leaders aswell as extensve research
with conaumers

One of the key ams of Consumer Futureswasto
help enaure that consumer policy advoceacy in the
214 Century will:

I reflect red consumer experience;

I teckle the problemsthat keep people trgoped in a
vicious cycle of poverty and disadvantage; and

! focusop the isuesthat make mog difference to
peopleGlives

Aspat of thiseffort, Cansume futuresinvolved
extensve engagement with arange of high-profile
busnessleadersto determine their viewson the big
issues affecting consumer-facing busness and how
they are likely to change We held a sries of
deliberative forumswith consumersliving in the
mog deprived areas conaulted with key consumer
leaders and worked with gakeholdersto better
underdand the consumer environment, and the
chdlenges facing consumer advocacy organistions

The find gage of the Cansumer futures progranme
was a day-long summit of conaumer leadersdravn
from busness consumer bodies government
agencies charitiesand trade bodies slected from
England, Scotland and Waes

The summit B2020: A vison far ensume futures B
was dedgned to explore the mog dgnificant trends
that will afect conaumersover the next ten years
and from thisto identify the criticd consumer
policy chalengestha will arise between now and
2020. Henley Centre HeadlightVison (HCHLV),
adraegic trends and futures conaultancy, was
commissoned to desgn and run the summit.

The event was held in centrad London, in line
2008, and involved two man gages



HCHLYV fird developed an in-depth andydsof the
cid and economic trendsthat are likely to afect
the lives of conaumersin coming years and presented
thisto participants & the dart of the summit.?

Workshop participantswere aided through a
gructured progranme of thinking, projection
techniques and discusion. Udng the trends
developed erlier in the process in a mixture of
group exercisssand plenary discussons contributors
explored in detal the waysin which different
consumersdives could change between now and
2020. Participantsidentified from thisanumber of
criticd chalengesfor consumer policy advocacy
over the next 10B12 years A red-time illugrator was
involved throughout the day to capture some of the
thoughts and ideasthat emerged. Some of the
illugrations are included in thisreport.?

Thisdocument summarises discusions which took
place on the day, and the key chalengestha
emerged asbeing criticd for effective consumer
policy advocecy. The firg part of the report outlines
trendstha are likely to affect consumers now and in
the future. The second part highlightsthe impact of
these trends on different groups of consumers In the
find section we identify criticd chdlengesfor
conaumer policy advocacy between now and 2020.



Thetrends

HCHLYV identified 17 trendstha are likely to be
dgnificant in shaping consumersdives over the
coming 10B12 years T he trends are lit into three
broad areas macro, consumer and regulatory.

Macro Trends

Consumer Trends

Some trendswill clearly afect different types of
conaumersin different waysand to a different extent.
In addition, there will be important continuities as
well aschanges in consumersGexperiences over time.

Regulatory Trends

Changing roles of technology

Rising personalisation and choice

Increasing personal control
over services

Growing pressureson
consumer spending

Sustained time &
energy pressures

Retreat from competition-
based regulation

Ageing population

Growing privacy concerns

Shift from measuring inputsto
measuring outcomes

Decline of traditional family &
household structures

Consumers becoming producers

Potential of continuing
devolution and growing localism

Increased ethnic diversity

Desire for authenticity

Greater focus on sustainability-
based regulation

Widening income inequalities

Growing consumer role and
targeting of children




Macro trends

By macro trends we mean the broad political,
economic, social and technological changes that are
likely to affect consumers’ lives over the next 10 years.

Changing roles of technology

Increasing connectedness is changing the way that
consumers relate, and how they exercise their rights.
In 2007, of all UK households including Northern
Ireland, over 15 million (61 per cent) had access to
the Internet. This was an increase of nearly 1 million
households (7 per cent) since 2006. The regions with
the highest level of access were the South West and
London, both with 69 per cent. The regions with
the lowest access levels were Yorkshire and the
Humber, the North East and Northern Ireland,
each with 52 per cent. Eighty four per cent of UK
households with Internet access had a broadband
connection in 2007, up from 69 per cent in 2006.*

However, the so-called ‘digital divide’ persists. Social
group AB is more open to using the widest range of
communication methods, including new digital
technologies, whereas group DE is much less likely
to want to communicate via the internet or email.®
Older consumers are also less likely to have access to
new means of communication.

Growing pressures on consumer spending

Solid income growth, falling unemployment, low
interest rates and rising house prices have all
contributed to a consumer boom, with spending rising
faster than GDP for each of the nine years to 2004.°

But after nearly two decades of growth in real
household disposable income, recent economic fears
have seen consumer confidence fall to its lowest
level for over 10 years,” with strong signs of an
increase in the cost of basics such as food and
energy, tighter credit and lower disposable income.
In fact, rising fuel and food prices pushed up
consumer price inflation to 3.3 per cent in May
2008, and 3.8 per cent in June. This is its biggest
increase for 11 years.®

Ageing population

There are now more people in the UK aged over 60
than under 16. By 2025 there will be more over 60s
than under 20s.°
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UK population by age band
Source:UN World Population Propects:The 2006 Revision
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In 1971 houssholdsin Grea Britain had an average
occupancy of 2.9 people per household. The
number of households rose by 5.8 million between
1971 and 2007, and the average household dze fell
to 2.4 people. Reasonsfor thisincrease in the
number of households and the decrease in average
household sze include more lone-parent families
gndler family 9zesand an increase in one-person
households which make up 29% of dl households
in Great Britan.*
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Decline of traditional family and household structures
The idea of a@raditiondGamily hasbeen largely
aperseded asavariety of changesinfluence the
shape of families

Forty-four per cent of women today with a child
under ayear old work, 21 per cent of them full-
time Twenty years ago, jug 16 per cent of women
with children under one were working, with saven
per cent full-time*



Some 40 per cent of marriagesnow break down.
In 1958, 95 per cent of children lived with both of
their birth parents but the figure has now dropped
to 65 per cent.*?

People are living & home longer: between 1991 and
2006 the percentage of men aged 20ER4 living with
their parentsrose from 50 to 58 per cent.™®

Increasing ethnic diversity

Ethnic diverdty in the UK continuesto grow.
Cenausdaa show that in 2001, nine per cent of
people in England and Waes belonged to an ethnic
minority, risng to 29 per cent of those in London.*
Snce then, migraion from eagern Europe has
increased, with over 800,000 eagern Europeans
moving the UK in the pad four years®® This has had
adirect effect on the consumer landscgpe, with one
in sx Texco gores now gocking Polish food.

There is however, uncertainty asto how migration
patternswill change asthe UK economy facesa
dowdown and possble recesson, removing ome
of the incentivestha drawv people to the UK.

Widening income inequalities

Overdl earningsinequditiesin the UK are
widening, and poverty levelsin 2005/ 06 were the
same asin 2002/ 03. Poverty isdill more likely to
affect children than adults and around two-fifths of
people from ethnic minoritieslive in low-income
households B twice the rate of those who ae not
from aminority ethnic group. The number of
children in working families where earnings and
Child Benefitare insufficientto escap@overty
continuesto rise'® Housingaffodability also
remainsa problem for mary,.

Growing consumer targeting of children

Children are increadngly being targeted as
conaumers and the changing role of technology is
accelerating this The Children®Food Campaign
sad tha & we are seeing a generd growth in the
way the internet and text messaging are used to
target children with ads There are alot of webstes
oringing up with an interactive feel. Companies
have ®id zonesdwhere children can play games
with their friendsD



There are concerns about how this targeting will
affect these consumers in later life. In 2007, Sue
Palmer, author of Taxicdhildhood, wrote in the Daly
Tdeygoh that “...children are entered at four years old
into an educational race dominated by tests, and many
of them fall at the first fence in the educational race.
This makes them easy prey for the consumerist
culture of cool on the streets — the recent increase in
binge-drinking is one inevitable result’.



Consumertrends

Conaumer trends are changesin atitude and
behaviour tha afect conaumersand their interaction
with eech other and organisstions Some of these
changes are driven by macro and regulatory trends
but they dl impect directly on the lives of consumers

Rising personalisation and choice

Ridng levels of choice are gpparent in dmog dl
aress of conaumersdives from the ability to
persondise their trainers and choose from a huge
vaiety of products on supermarket shelves to
perondisng socid care services and hospitd
treatment. Thistrend hasbeen led by changesto
both private and public srvices

One rich fecet of thispersondision isthe way in
which people are connecting and communicating.
We se awide range of (often online) communities
developing around shared intereds gpparently
pushing back on the trend for increasng
individudism. But thismug be sen in conjunction
with agenerd growth in socid iolaion over the
pad few decades

Sustained time and personal energy pressures
HCHLV hasfor anumber of yearstracked people®
atitudestowardstheir resources of information,
time, persond energy (that is their energy to @et
things doneQ and money. These resources are
limited, and consumers mug juggle them in order to
make choices and decisons While more consumers
feel cash-poor than time or energy- poor, consumers
are more likely to think that time and energy are the
mod vaued resourcesin their everyday life”

In addition, consumersliving in deprived areas
highlighted in Consumer Futures deliberative
forumstha many are both time-poor and cash-poor
DB digelling the myth tha those on lower incomes
are leslikely to feel short of time.

Growing privacy concerns

The changing socid, technologicd and culturd
landscepe is redefining our notions of privecy. Four
in five people are concerned about how persond
information in company datebasesis gored and
used, and hdf the population fedl tha it isan
invadon of privacy to be asked for persond details
However, people are willing to provide information



Which one of the r esources is most/least valuable to you in everyday life?
HCHLW, Planning for consumer change, 2007
Least \Alued Most \alued
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Time
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if they can e benefitsto themselves 62 per cent are avalable persond information. But that information

happy to provide detailsto a company if it means isincreadngly relied upon by the public and private

they provide a better srvice, and 58 per cent sctorsto make important judgments about people.

upport the introduction of nationd ID cardswhen There isnow more opportunity than ever for those

the benefits of having them are made clear.'® decigonsto be made without our consent or
involvement. Persond information can be interpreted

A report from Demos argues that Ghere isatengon and usd long dter the everyday interactionsit

a the heart of this aurveillance ociety. We are originated from3°

increadngly willing to engage in thisworld of eadly
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Consumers becoming producers

N o one needsreminding of the huge growth in
user-generated media content, and consumersare dill
finding new and innovaive waysto cregte and hare
information online and elsawhere. For example,
Dep love agory of adolescent romance through a
chance encounter, has been arunavay successin
Jpan. T he author, Yoshi, made good use of the fact
tha userscould feed back commentsfrom their
mobile phones and he revised the tae accordingly.
It became alegend in itsown right, moving from
mobile to print, and then onto the big screen.

One intereging development of thistrend isthe
growth in aggregation technologiesauch asRSS
del.icio.usand lag.fm. These dlow people to filter
vad svathes of online content for tha which ismog
relevant to their intereds

Desire for authenticity

Conaumer trug in traditiond ingitutions across
the globe islow. Public ingitutionswhich have
traditionaly been truged, such asnaiond
governments and amed forces are now in many
countriesviewed with cyniciam and scepticiam.

R ealltsfrom agloba gudy show tha only onein
five people on average trugsthe government to be
honeg and far.?®

In the current climateconsumes are demanding
authenticityandtranspancyfrom the organisations
aound them.Se/enty-nineper centof consumes
think thatcompaniefiave aresponsibilityo help
suppot the societyin which they operaté* And
the businessvorld appeasto be respondingo this:
75 per centof corporaterespondents aglobal
suwvey saidsustainabilitys eitherQOaimportant pat
of our organizatios@orporatestrateg¢r that
they expectthe topic OEto becomeincreasingly
importantin the future®:

11



Regulatorytrends

Regulatory trends represent directions of movement
in the phere of consumer interes regulation, and
broader governance, that will afect consumers over
the coming years

Increasing personal control over services

Sr David Varney®December 2006 report, Savie
Trandormetion, gresed the need for public servicesto
be more efficient and regponsve to the needs of
conumers and busneses In reppone to this
conaumersare increasngly being conaulted and
engaged in relation to the srvicesthey use

One example isthe use of perond budgetsin socid
cae. These dlow people to shgpe, with the help of
professonds and peers the support they receive.
Early coverage hasbeen podtive (Demos 2008),

but some practitioners have doubts asto how far the
model can be extended.

A more sophisticated approach to
competition-based regulation

Competition-based regulation hastended to take
guite asmpligic gpproach, focusng on
economicdly rationd behaviours and teking little
12

The Following i sin the top 3 public
service areas important to me
HCHL, Planning for consumer change, 2007
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account of the waysin which consumers actudly
behave. However, concerns have been raised around
the effectiveness of thismodel in certan markets
For example, arecent report into the introduction of
competition in the poga sector found that Ghere
have been no sgnificant benefits for amal busneses
and domegtic consumers¥?



In addition, while many regulaors gill aspire to
withdrawvd from price regulaion, some Dlike
Ofgem D are under more presaure than othersto
intervene in markets and to badance competition
againg objectives such as environmenta
uganability. Ofgem@corporate drategy in 2008
commentsthat & while we have no grong evidence
of fundamenta market falure, we have decided to
carry out an invegigaion of the gasand electricity
aupply markets for households and smdl busneses
The decison to conduct the probe isin reponse to
mounting concern among cusomersin the light of
recent market developmentsthat could undermine
confidence in competitionOWe may in future se
aretreat from competition asthe bagsfor
regulation of markets

The Office of Far Trading has made effortsto
better connect consumer and competition policy.
Our underganding of how people behave in
markets and the factorsthat influence their
decisons isd developing gpace through the use
of economic psychology and socid marketing
techniques We ae likely to see an increadngly
ophidicated underdanding of the role that
regulation can and should play in driving markets

Shift from measuring inputs to measuring outcomes
In some pheres of regulation, bureaucracy and rules
gopear to be giving way to sygemsin which
outcomes provide the relevant measurement. The am
here isto improve srvices by providing solutions for
conaumers raher than Smply meeting targets

At an [IPS meeting in 2008, Sr David Varney sad
that @oncentrating on outcomes rather than outputs
isthe bigges change the public sector hasto makeO
To thisend the Financid ServicesAuthority (FSA)
has committed to amodel of principles based
regulation, requiring firmsto treat cusomersfairly
in dl their dedingswith them. In a peech earlier
this year, the FSAGDirector for Treating Cusomers
Fairly siid, & firms operating in the retal financid
markets collectively [need] to make a dep change in
their treetment of cugomers We are asking firmsto
focus on outcomesrather than process and detailed
rules and have defined 9x outcomes for conumers
againg which firms should measure progress3® The
recently implemented Unfar Commercid Practices
Directive gppliesthis gpproach across the board,
placing aduty on dl tradersto trade fairly.

13



Devolution and growing localism

There are mounting cdlsfor increasesin locd
powersto regulae and provide services gppropriae
to the needs of locd people. T his has been played
out on two levels Fird, in 2007, areport on loca
councilsby Sr Michael Lyons cdled for & anew
partnership between centrd and locd government.
Thisneedsto be based on changesin behaviours
from dl tiers of government to achieve a gronger
relationship D creating a shared ambition for the
future. Centrd government needsto leave more
room for locd discretion and recogni<e the vaue
of locd choiced

Some voices are suggeding tha in coming yearswe
will see aubgantid conditutiond reform in terms of
the relgionghip between the UK government and
the devolved adminidraionsin Scotland and Wales
TheWelsh current afars magazine Gdwg argued in
May 2008 that & with David Cameron on course to
win the next Generd Election quegionswill now be
asked of what kind of Prime Miniger he will be My
prediction istha he will be the mog congitutiondly
reforming of any Dincluding Tony BlarO

Who i s most responsible for tackling climate change?
Source: HCHLV, Planning for consumer change, 2007.

Individuals
B Industries/Companies
B Government

@ Non Government/
Non-Propbt
organisations/
Local community
groups

Greater focus on sustainability-based regulation
Conaumerstend to place the onusfor enauring
udanability on government. In reponse to this
there has been a grong hift in socid and corporate
atitudestowards climate change. And it has become
an important part of government policy (as seen,
for example, in the Climate Change Bill), even if
the gpproach can appear contradictory.



A day in the life, 2020

During the second part of our workshop, participants were asked
to assemble in small, pre-selected groups, and consider the ways
in which the trends presented above would impact on different
types of consumer. Each group was given a pen portrait of a
particular consumer, including their circumstances, key attributes,
and hopes and fears for the future. The groups were asked to
assume that the consumers’ age and circumstances remained the
same, and consider how they would fare in 2020.



Frankis 69 and livesin Sunderland,England.

Work: Retired postal worker . After a stint in the
army, Frank joined the Royal Mail, where he met
his receptionist wife, Maureen. Retirement took a
bit of getting used to initially , but Frank has
recently taken up some new hobbies and settled
into a comfortable routine.

Family: Frank and Maureen have grown-up children and
a young granddaughter . With one of their daughters
recently divorced, Frank and hiswife play a much more
active role with their granddaughter than before.

Inter ests: Frank takes part twice a week in
voluntary work with a youth group. Neither of
his former jobs required computer skills, and this
is something he regrets.

Financial situation: Frank®@pension has paid out less
than he was expecting, but he scrapes by. However,
with rising inflation Frank worries about how thiswill
change over the years ahead. In the face of rising costs
of gasand electricity in the home, and growing food
prices, he is serioudly thinking about releasing the
equity from hishome.

Biggest concerns. Frank doesn® consider himself to be
old, as such, but he doesworry that age will creep up
on him. He knows it isimportant to keep mentally
active now that he has stopped working. Arthritis and
raised cholesterol levels are also concerns.

16

Frank has always prided himself on providing for his
family. If he doesbecome less able to take care of
himself and Maureen, he worries about what will
happen. He doesn®want to become a burden to his
children in the future.

Frank isconcerned about the state of Britain, and
what future it holds for his grandchildren.

Biggest hopes: Frank hopesto start contributing
financially to supporting his granddaughter through
her education (especially now that hisdaughter is

a lone parent).

Trends affecting Frank: Frank never used computers
during his former working life, and he is keen to
catch up. The changing role of technology will
influence Frank@ life, either making this catching up
harder, or enabling him to connect in new ways.
Frank is suffering from pressureson consumer
spending, and feels time-pressured even in retirement
as his daughterGs divorce and the changing family
situation has taken its toll. Frank is aware that 69 is
no longer considered old, and he is keen to use his
personal control over servicesto get what he wants
from his allowance.



Frank@®life in 2020: Frank hastaken a job in Tesco to
fill the shortfall in hispension. He enjoysthe work, and
almost seesit asa Gecond careerOHe particularly likes
the human interaction elements of the job, and giving
advice to customers. However, the multi-tasking
required leaves him exhausted. And what@more, it has
left him unable to see hisgranddaughter as much as
he would like. They particularly need Frank@support
now that hisdaughter isdivorced.

Frank hasfought hard to keep up with technology, and
istrying to gain some computer skills. He isusing his
personal allowance (a support budget from the
government) to download from the library a specialised
training manual on PCusage. But he isstruggling to
make sense of all the technology. Unfortunately, Frank®
attemptsto download the manual have been frustrated,
and he cannot understand where he@gone wrong.

Frank iskeen to contribute to society, and asa former
proud postman of many years he hasjoined Post
Power: an activist group dedicated to providing an
efficient and high value postal service acrossthe UK,
and supporting the rights of postal workers. Frank likes
to do hisbit in thisway. With an ageing society, Frank
doesn®feel in the minority as someone in his 60s. In
fact, there are many consumer empowerment groups
around to help him if need be.
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Kazis 18 and livesin Newport, Wales

Work: Around six months ago Kaz started work as
a trainee fitter at the Auto Best car repair
centre in Newport.

Kaz is studying in his spare time for a diploma in car
maintenance Ppartly to keep hisfather happy, but
also because he hopesto become a mechanic, and
move up the job ladder in the long term.

Kaz didn®really consider further educationBone or
two of hisfriends are going to university, but to him
it seemed a waste of time.

Family: Sngle with no siblings, Kaz lives with his
father and step-mother. They charge him £50 a week
for board and lodging, and do not bother him much
at home. Kaz has a car, which he describes as his @ew
baby®and says gives him freedom.

Financial situation: Kaz is not being paid much, but
he®happy to have a steady income.

Dad can usually be called upon for a tank of petrol or
the odd tenner when funds are low.

Biggest concerns: He may not admit it to many

people, but Kaz isconcerned with ensuring his
financial security.
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Biggest hopes: To get his motorbike licence and
buy a Ducati.

Moving out of the family home and finding
hisown space.

Not having to worry about money when buying
clothesand CDs.

Trends affecting Kaz: With the trappings of
consumerism, and his possessionof a new car, Kaz is
affected by a number of trends. Because he lives at
home, Kaz has quite a high level of disposable
income. But the rising price of oil, together with
aspirations and expectations, means that most of this
income is spoken for. Kaz has joined the online world
of user-generated content, with a blog and other
websites, and he hopes that the increasing
decentralisation of government might lead to him
benefiting from more investment in IT training.

Kaz is becoming increasingly aware of sustainability
as an issue, and now needs personal carbon credits
when travelling around. With his training to become
a mechanic, Kaz has been affected by the resurgence
of a more traditional approach to training and
development in the form of apprenticeships.
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Shelleyis 36 and livesin Romford, Essex.

Work: Shelley hasfull-time temping work through an
employment agency. Thisisusually in secretarial roles,
but Shelley will do the graveyard shift in call centres,

and take kitchen portering jobs when necessary.

Family: Shelley issingle, having separated three years
ago from her long-term partner. Shelley hasno
children; she alwayswanted one or two, but never
felt settled enough in her relationship, or financially.
Her sister (who lives with her husband and hastwo
teenage boys) and parentsare based in Sheffield,

but Shelley findsit difficult to visit them given the
unpredictable nature of her shift work, and rarely
having two days off in a row.

Fnancial situation: Shelley earnsin the region of
£14,000 a year, but thisisvariable, and dependson
the availability of work. She livesin private rented
accommodation, and can usually scrape together
enough to pay the bills.

Biggest concerns: Rising food and energy prices mean
that providing even basic necessities could become a
problem for Shelley in the coming winter. She is also
worried about losing contact with her sister; they
seem to have drifted apart in recent years.
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Biggest hopes: Being able to visit her sister and
nephewstwice a year.

Fnding enough time and money to renew her passon
for ice skating; Shelley®dad used to take her skating
when she was young.

Trends affecting Shelley: Shelley is increasingly under
pressure, and the shift working is taking its toll on
her time and energy. Any changes in the Ocasual
economyOwill directly affect her, but these may be
positive as companies seek more temporary staff in a
potentially recessive economy. Time and energy
pressures are not helped by increasing choice and
personalisation of social care, which means that
Shelley and her sister must now help with the
management of their parentsOcare. The trend
towards more single-person households means that
Shelley is one of a growing number of people who
live alone. Sheis, however, keeping up with changes
in technology , as her skills are continually upgraded
through the secretarial work.



TRaN NG FOR
ErPLeYMMENT

Shelley®life in 2020: Shelley has felt more
marginalised and isolated of late. The employment
agency hasbeen giving her more late-night and
catering work, and thishas made it harder to keep in
touch with people and live normal hours.

Shelley has been helping her dad sort out his personal
care budget. She doesn® have much experience in this,
or much time to spend on it, but her dad now relies
on hisdaughter, and doesn® have the confidence to
make decisionson hisown. Shelley had thought that
her sister would deal with this, as she lives nearby and
spends more time with their parents. Shelley isbusy
and tired enough asit iswith her shift work.

Much as Shelley would love to visit her family, she
knowsthat she cannot find sufficient time or money in
the near future. Asit is, Shelley isworking around the
clock just to make ends meet. Unless she can book
train ticketsfar enough in advance, they will be
astronomically expensive. And Shelley never knows
when her days off will be Bshe@not even sure yet
where she@ be working next week.

Shelley is, however, doing some training in order to
improve her employment prospects. She hopesthat
with more skills she will be able to find a permanent
job, or at least get better-paid secretarial work.

21



Bethis 47 and livesin Fife, Scotland

Work: Beth isa full-time accountant, and worksfor a
small practice in Dunfermline. She getson well with her
colleagues and enjoysthe work, but a small workforce
and tight deadlines can mean long hours. Beth spends
an hour a day travelling to and from work.

Family: Beth lives with her husband Craig, a plumber,
and their two children. Her son Paul (16) lives at home,
but Sacey (19) hasjust started at the University of
Aberdeen, and isaway from home during term time.

Beth and Craig are in the process of converting their
spare room into a granny flat for Craig@recently
widowed mother. Alice isfinding it increasingly
difficult to care for herself, and a granny flat seems
like a more attractive (not to mention cheaper) option
than a nursing home.

Financial situation: The family have a comfortable
standard of living, and are used to enjoying holidays
together in Holland. However, things are starting to
become tight, especially with the home extension to
consider. Beth and Craig have paid off their mortgage,
and have contributed to private pensionsfor the past
15 years. They have recently been discussing whether
their retirement provisons are adequate.

Biggest concerns: Beth worries about the impact that
Alice will have on moving in, and whether she will be
able to cope with looking after her elderly mother-in-
law N especially if her health deteriorates.
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Beth wantsto give her children a good start in adult
life. Qualifications, support while at university and
property deposits weigh heavily on her mind.

The house has always been seen as Beth and Craig®
security in retirement, but Beth isnow worried about
the impact of falling property prices.

Biggest hopes: To find more @e-timeGso that she can
stay physically active.

To work a four-day week, though for now this seems
like a pipe dream.

Trends affecting Beth: Beth suffers from shortages of
time and energy, and feelsunder pressure because she
has no extended family to help her; instead she seems
to be the crutch for the rest of the family. Pressureson
consumer spending are causing worries, particularly as
Beth and Craig will be supporting their children and
an elderly mother for the foreseeable future. Living in
arural area, Beth isconcerned that she isunable to
exercise the @hoiceCthat supposedly now exists
around state support (there simply aren®the facilities
to choose between). She isalso worried that if prices
rise or carbon emissions are taxed, the cost of
commuting could become too great.



Beth@life in 2020: Beth hastaken the plunge and
decided to work from home full time instead of
going into the office, and technology hasto a degree
helped make thiswork. But it doesn® seem to be
working out entirely as planned, asat home Beth
hasn® got the space or time, and therefore endsup
working late.

Beth seemsto have lost privacy and control at home,
although she and Craig are using Alice®care budget
to bring in a social worker to look after her for some
of the time.

Craig isretraining to become a ground-source heat
pump engineer. Thisseemsto be a good solution to
the collapse of the housing market and growing
sustainability focus, but it could also be risky. Alice
has offered to help out with the business by doing
admin jobs.

Sacey iscurrently in Shanghai completing a module
at the university there, and Beth hopesthiswill
improve her daughter®job prospectsin an
increasingly international labour market.
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Janeis 32 and livesin Wells, Somerset.

Work: Jane works part-time as a co-ordinator at the
hospital in Shepton Mallet. Her husband of six years,
Keith, isa musician who also teaches at Wells
Cathedral School.

Family: Jane and Keith have two young girls: Becky (3)
and Hla (6). Jane has never strayed far from her family
home (Keith moved into the area in search of work
eight years ago), and her parentsand brother live
within a 30-mile radius. Jane@side of the family often
get together for Sunday lunches BJane® mum adores
the grandchildren, and Becky and Ella love playing
with their older cousins.

Financial situation: Between them, Jane and Keith
earn just over £32,000 a year. They traded-up a few
yearsago to a three-bedroom detached house on the
outskirts of town, and to buy their home they took
out a substantial mortgage.

Biggest concerns: The children®future, both in terms
of environmental and economic issues, and also as
Wellstown centre hasin recent years seen a
noticeable rise in social disorder. Jane will not go into
town alone on a Friday night.
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Biggest hopes: To continue to holiday in Denia, which
is Jane and Keith@favourite spot in Spain. Recent trips
to North Devon have also been fun.

To spend more time at home with family it istiring
trying to squeeze everything into the two or three
hourswhen the whole family isat home together,
and not in bed asleep.

Trends affecting Jane: With changing family
structures, Jane® stereotypical family appearsto be
becoming lesscommon. An ageing population may
lead to children being more valued by society, and
their production encouraged.

Trying to fit everything into her life meansthat Jane is
under time and energy pressure, but the changing
roles of technology may allow her to work remotely
and save some time. Jane and Keith are worried about
the increasing targeting of consumer goodsto
children. Jane worksin the public sector, and could be
affected by many regulatory trends. Living in a rural
location meansthat growing localism could improve
the family@ quality of life.



Jane@life in 2020

Jane triesto work from home as much as she can.
However, she isoften forced to go into the hospital
where she works, as power shortages have led to local
rationing and frequent power cuts. Jane hates having
to do this: it disruptsher day, and the heightened
security situation makes her anxious. She has also

lost her ID card.

Jane®mother can look after the children, but with
Keith away so much, touring with hisband, Jane often
feelsthat she keepsthe family going single-handedly.

The family are looking to move further south west, as
increasing wealth inequalities have led to houses
around Wellsbecoming more expensive as affluent
Londonersbuy them for second homes. Jane and Keith
would like more space for the family, but they cannot
afford to buy in the Wells area without reducing their
quality of life.

With Keith away so much and Jane so busy, holidays
are vital to give everyone a chance to wind down and
spend time together. Jane has been trying to book
online a holiday in North Devon, but wasjust about to
complete the transaction when the latest power cut
hit. She®now hoping Keith will be able to accessthe
internet from hishotel, and make the booking before
he goeson stage.
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Recurring themes

A number of themes have emerged from
congdering trendstha will impact on consumersin
the yearsto 2020, and the different experiences of
particular consumer groups

Keeping up with technology

Technologicd change will undoubtedly afect the
way that mod people relate and work, and this
includesthe enhancement and enabling of family
connections Thismay dlow Beth and Jne to work
from home more often, and Kaz to take exams and
gudy online While the unpredictability and the
varigble nature of Shelley®work causes her
problems it could dlow her to remain in touch with
technology asit evolvesthrough her work, aslong as
she continuesin office-based employment.

However, increadng reliance on technology
demongraestwo riks On the one hand, in aworld
in which resources become increadngly rare and
more expengve, people will be vulnerable when this
infregructure fals or becomes unaffordable or
unsugainable to run. On the other hand, the digitd
divide islikely to perdg.While Frank may drive to
keep in touch with technologicd change, having to
hold down ajob while trying to help hisfamily may
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mean tha he grugglesto find the time, energy and
upport necessary to bridge the gep.

Living with time and energy pressures

Time presures seem <t to continue for everyone as
they druggle to meet the chdlenge of taking on and
navigating the many rolesthat modern life demands
Shelley, for example, will be under presure to work
longer or more unociable hoursin order to earn
enough even for badcs At the same time she mug
ded with unpredictable shift work, and help her
faher manage hispersoondised care srvices Beth
auffersfrom dmilar issues including alack of time
for herslf as she worksfrom home, becomes a carer
for her mother-in-lav and supportsthe children.



Making the most of the family

With anagng populationandchangng household
stiuctures the nextten yeas may seegreater
intergenerationadependencyvithin families,

with adultchildren caiing for elderlypaents,
andgrandpagntsincreasinglyesponsile for
childcae. The challengdor consumesisto usethis
to their benefitwhere possile, andmanagehe
presswswhetre it is aburden.For somethe
benefitof a closerfamily are clear Janecanrely on
her paentsfor emergencyhild cae when sheis
calledto work andKeith is avay. Sheandher
husbandnight even be offeled tax incentivesfor
beinga couplewith two childen N something
increasinglyar andimportantin anageing
populationwith increasingamily breakdevn.

On the other hand, Kaz may have to compete with a
house full of family members He could be living with
hisgrandmother and her boyfriend, hisdad, g€ep-mum
and gep-mum@sger. Finding gpace for himself in this
house would be near imposible. Condgent with

N CC®recent sudy of the experiences of the
forgotten working poor, 24 Shelley findsit increasngly
had to find the time or money to visit familywho
live nearly two hundred miles avay, even though her
fatherrelieson her for adviceandsuppot.

Managing workplace vulnerability

Our underganding of how these trends may affect
congumersin practice highlights a move avay from
the notion of @job for lifeQand a corregponding
need to retrain regularly and acquire additiond ills
Conaumersmay become increasngly vulnerable and
ingecure in their jobs For example, Beth®hushand
Crdag isretraning in the face of environmenta
concernsto become a heat pump engineer. Asfor
Kaz, Shelley and Frank, they are d0 upgrading their
ills while a the beginning, middle and end of
their working lives respectively.

@:amr @ﬂmr’
Lmr P s
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At the samdime, thisis coupledwith insecuity
aboutwhethercoursegaken andnew skills
acquiedwill actuallystengthentheir positionin a
rapidlychangng job marlet.In somewaysthis
questionis aboutthe valueof investmenf time:is
apatticularcourse leadingto a paticular setof
skillsin the future, goingto be a productive useof
time (andmoney) in the presentNeither marlet
signalsior governmentrhetoric are reliable guides
whenit comego makingsuchdecisions.

Operating with scarce natural resources

R esource scarcity, and reaulting price rises shorteges
and limitations will afect dl consumers This
preentsriksto the poores consumersif priceis
usd to raion use; but it a presents opportunities
for ome, in the form of employment around more
audanable travel and heating sysems These
chdlenges are likely to manifes themsalvesin
various ways
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Shelley isdruggling to make aliving from her
temping work, and thisisunlikely to change in the
near future. Astravel becomes more expensve, it will
become harder for her to find the money to vist
family living some digance avay.

Jne and Keith are relatively comfortable financidly,
but energy shortages are afecting suppliesin their
area, and house price rises may oon force them
out of Wells

Kazhopesto forgea caeerasanelectic car
engneer soresouce scacity couldbean
oppottunity for him to exploit.

One outcome of thisclimate of resource scarcity
may be atrend towardsincreaangly interventionis
government policies asthe UK seeksreslience to
shocks This could include messures dready in their
infancy, such asthe Sudanable CommunitiesAct.
The a@m of thisact isto devolve powersto locd
councils to empower them to olve problemsand
endure udanability within their communities An
example of how thismay evolve isconddered for
Kaz, where redrictionson carbon us are
sgnificantly limiting his ability to travel.



Challengesfor consumerpolicy advocacy

Having conddered how consumersdives are likely to
change over the next 12 years workshop participants
focused on identifying the key chdlengesto
uccesful consumer policy advocecy.

Four criticd chdlenges are ummarised below.

Engaging the less-engaged

Supporting empow erment

Managing consumption in
a resource-stretched world

Global relations for the
benefit of consumers
and producers

The challenge isto establish how consumer policy advocacy organisations
can continue to engage and maintain their dialogue with an increasingly
diverse and fragmented population.

The challenge isto provide consumerswith the skillsand confidence to
promote and protect their interests, and ensure that they get a fair deal, and
have accessto the right communication channelsto make their voices heard.

The challenge isabout how consumer behaviour and advocacy will change
in a world in which consumption ismore constrained.

The challenge isto operate at a sufficiently global level to give consumers
power over matters affecting their interests on the world stage.
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Engaging the less-engaged
How do we enaure that those less engaged
conaumers have their voices heard?

Thisis of course, an age-old chdlenge, but the
imperaive to tackle lack of engagement will grow:
firg, there isincreasng diverdgty, gemming from
inequdities polaristion and changing
demographics and secondly, organisations are getting
bigger, giving them atendency to become more
removed from consumers How can consumer policy
advocacy recognise and address the needs of, and
create and maintain didogue with, a population of
increasngly fragmented individuas and groups?
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Asthe consumetandscapbecomesncreasingly
intemationalthe challengdor consumeldwcacy
organisationss to remainrelevantandcredide
atalocallevel.If engagemeris seeno be
simplyformulaig it could,pewverselyleadto
further disengagement.

There isaneed for lutionswhich are varied and
multi-dimensond, and sometimeslocd, to address
oecific isuesthat are important to consumers
One regponge to thismay be to work with relevant,
recognised and truged organisations for example,
tenantsnd other locd interes groupsrun by and
for the consumersinvolved. T his should involve
working with averiety of people within
communities both to identify the key consumer
isues and to effect change.

Thiscomplex chalenge will be difficult and
potentidly expendve to address However, succes
will benefit the mog margindised sections of ciety,
including the poored. It will s enhance the
credibility of consumer organisations egpecialy
those working a nationd level, astruged
representatives of consumersinterets



It isnot jus communities or groupswhich are hard
to hear. Emerging issues b egpecidly those that affect
gandl, margindised or fragmented groups of people
can do get log. Without someone who can frame
them, and articulate them aufficiently well to
connect with others it will be difficult for them to
achieve influence and impact.

The fragmented groups around the isue of knife
crime, for example, are & an early dage of this
process but are growing in influence both localy
and nationdly. R oadpeace represents a more mature
example. It wasset up in 1992 to articulae the
interegs of bereaved relatives and those injured in
road craches and for the fird decade of itsexigence
was known only to other radicd trangort
organisations But over the pad three years both its
language and variaionson its policy proposds have
increaangly been sen in government documents

Supporting empowerment

The chdlenge isto equip people with the illg
knowledge and confidence to operate effectively as
conaumers and to provide accessto the right
information, advice and communication channels

Thisrequires a shift avay from the traditiond model
of consumer policy advocacy, which tended to gpesk
for consumers towards one which encourages and
enablesthem to gesk for themselves The am isto
give every consumer their own Qet to catch the
sharks withQas one workshop participant put it.
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The backdop for this challenges aworld in
which peoplehave increasingamountsof choice
andpower, but in which there is alsogrowing
Onoiséldere is more choicethere are more
websites@ndorganisationsffering consumer
informationandadvicePartt of enalting consumes
is helpingthemto avoid potentialinformation
overloadby facilitatingacces® usefuland
empavering information,at the right time.

Here there ar two key rolesfor consumer
policy adwcacy

Fird, there isarole in helping to up-<kill consumers
giving them the confidence and ability to make
decisons manage rik and ded with problemsasand
when they arise. Recent work by the Generd
Consumer Council for Northern Ireland suggeds
tha information and educaion initiatives can have a
dgnificant impact. The scond role isto ensure that
the environment isright for thisby fecilitating
didogue between providers and users of goods and
Frvicesin the private, public and third sctors One
workshop participant described consumer policy
advocacy asbeing abit like a dating agency, helping
people to make the right connectionsin the right
way, while not necessrily doing the representation.
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An example was given of a wheelchair user in a
residential care home who wastold by management
that leaving hiswheelchair in the hallway was a fire
risk. Rather than smply accept this, the resident got
the fire service to come round and check whether
there really was a fire risk. They told him it was quite
safe, and thisallowed him to override the building
managers(restrictions.

Organisations, groups and individuals that allow
people to use their own power in thisway could be
vital in the future. Martin LewisO
moneysavingexpert.com isthought by many to
succeed in meeting this challenge Benabling
consumersto exert their power in order to exercise
their rights. Sustransis another, providing
infrastructure and information to enable consumers
to act more sustainably by cycling more. Itsvision is
& aworld in which people choose to travel in ways
that benefit their health and the environment®



In a mini-survey conducted at the workshop, half of
the 18 respondents thought that choice would be of
less benefit to consumers in 2020 than it is now.

Just one person thought it would be of more benefit.

This is possibly due to the difficulty in successfully
navigating excesses of choice in a time-pressured
world. At the same time, however, nearly half of the
respondents felt that consumers will be more
powerful in 2020 than they are now, with just three
suggesting that they will be less so.

In a world where consumers are more powerful, at
the same time as choice being less valuable for them,
the challenge of supporting empowerment will
become increasingly important.

Managing consumption in a resource-stretched world
We are rapidly heading towards aworld in which
conaumption isincreadngly condrained, either
through scarcity of resources or D aswith carbon
emissonsPasareallt of the long-term impacts of
conumption. Thisraises anumber of issuesfor
auccessful consumer policy advocecy.

The fird isthat, where price isused asatool to
ration access condrants can become a source of
profit for organisations providing them. In this
context the treditiond role of the wachdog

organistion remansasit ever was to chdlenge
companiesthat gopear to making excess profits a
the expense of conaumers

The wachdog mug dso promote equdity of access
to scarce respurces and protect the needs of
vulnerable consumers The market isunlikely to do
thison itsown.

Beyond thisthere is new territory. Cheapgoodsare
often cheapbecaus¢heir produces ar not paying
the full extenal costsf productionand
distibution.To take one exampleairlinefuel is not
taxed,whereaghatfor casandtrainsis.




There istherefore no chargeattachedo airline
flight, even asa proxy, for its environmentalimpact.
There may then be athird role for consumepolicy
adwcacyorganisations promoting fair marlets,in
termsof resouce consumptiorandenvironmental
impact,even whenwhete thisleadgo price
increasefor consumes.

The fourth issugnvolvesthe impactsof
consumptiorover time. Consumerinterest
organisationandesstandaly tendto repesent
present-dg consumes,but with sustainability
often descibed asanissueof Qinter-generational
equityGmuch of our current consumptioris at
the expens®f the wellbeingof peoplewho are
not currently repesentedrhe final challenge
underthis headingthen,is developingwaysto
balancehe interestsf current consumes against
thoseof future consumes.

These lag two pointsmay preent a particular
chdlenge for membership organistions whose
members may perceive them to be acting agang
their immediae intereds
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Global relations for the benefit of

consumers and producers

This challenges setagainsthe changng
relationshigbetweenglobalandlocalinterestsover
the comingten yeas.Consumerchoiceis,almost
by definition,normally exercisedonly aftermary
globaldecision$hae beentalken.The challengdor
consumeiorganisationis to operateat a sufficiently
globallevel,andat the right stagen the
production/consumptiomprocesslhis will give
consumes power on the globalstageover mattes
affectingtheir interests.




While the economy has exploited chegp resources
and labour from developing countries the baance of
commodities and wedth may now be shifting
towards them. At the same time, as consumers begin
to vaue more than jud price, the ethicd and
environmenta sourcing of goodsislikely to become
more important. T here is a@ush@s consumers reject
the cheap, often exploitative goodstha they have
traditionaly been offered, and a@ullGsthe weight
of wedth and resources shiftsto developing markets

In regponse to this chdlenge, consumer organistions
may need to initiate more engagement D both
formd and informa Bwith globd inditutions The
god isto scure aaufficient supply of ethicdly
produced goods a multiple price points in a market
to which dl consumers have equd access
Suggedionsasto how to achieve thisam include
the EU taking on aglobd role in linking the
enterprise and consumer agendas

It isworth drawing out thesetwo strands.

The firstrepesents more formal alignment

of consumeprganisationgith supra-national
institutionsthat existandare effectve. Bodies
suchasConsumes Internationalandthe
Transatlanti€onsumemDialogue alreadyoperate
atthislevel. Given the EU®relatively robuststance
on anti-competitve behaiour, there is clearlya
benefitin seekingo influenceit.

However, in mosttrans-nationaérvironmentssuch
decision-makindpodieseitherdo not exist,or ar
ineffectve becauséhey competewith other policy
agendadn suchervironmentsthe secondoute B
betterconnectionwith otherconsumemctvistsbis
more likely to be successfulhe recentvisit to the
UK by representatesfrom the US tradeunion
AFL-CIO, to promoteits recaynition disputein
Tesca@mericanOFeshand Easy€hain,is agood
exampleof suchconnectionit concludedthatthe
Tescoboad wasinfluencedonly by UK pubic
andpolicy opinion. Likewise internationalfair
tradeactvistshase appeagd at a numberof
corporateAGMs.Aid andtradejusticeorganisations
have alsodravn on the oppositeappoach of
suppoting example®f good practicein production
andconsumption.
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Conclusion

Underganding consumers helping to meet their
needs and making a difference to their lives will
continue to provide a chdlenge for consumer

policy advocacy.

In aworld where populations continue to change,
becoming more diverse and polarised; where choice
isincreasngly avalable but dso harder to navigete;
and where resources are growing more arce and
more expensve, the chalenges outlined above mug
be faced if the isues are to be successully addressed.

However, the world of consumer policy advocecy is
a0 changing. No longer isthe UK consumer

movement represented entirely by large organistions

auch asNCC,Which?and Citizen@Advice. There is
another world which isrgpidly gaining in vigbility
and drength. Different kinds of organisstions are
oringing up which are connecting with consumers
in different ways on different levelsand through
different media. For example:

I www.iwantgreatcare.org isawebste tha
empowers paients together with patients carers
reldives and colleagues and rates doctorsusng
objective criteria derived from the evidence base
for paient satidection. Thisdlows people to
choose doctorswho will provide them with the
beg possble cae.

I www.mumanet.com was st up in Jnuary 2000
by two women who met in ante-natd classes
and came up with agmple idea to build a much
larger circle of parents haring their know-how
on the internet.
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I TheWomen®Inditute is cdling for an end to
appropriate imprisonmentof the mentaly ill,
following the experience of one of its members
Federation charwoman Fay Mansll sad that
& when ahighly repected organistion like the
W1 looks the dark, neglected world of prisons
and highlightsthe plight of the mentaly ill then
thingswill gart changing for the better®

R ecent gudies of the changing organisationd
environment have identified @cologiesof
organistions as being more effective and more
redlient than sngle bodies While thismay reflect
current management and academic faghion, it isd<
true tha large organisations dedgned to address
complex naiond and internaiond policy and
regulaory issues may not be bes slited to working
with amdl, locd groups Improving the advocacy
ills of better-informed consumers may require
different killsand expertise than representing the
interegs of the less well-informed.

To meet the chalenges of 2020, consumer
organistionswill need to become better &
underdanding their condituencies and boundaries
and, crucidly, & working effectively acrossthem.
Srong drategic leadership isvitd. Quch leadership
will be good a discerning difference, and working
with the grain of differencesin individud consumer
and condituency needs It will d= ligen closly to
the sgndsthat tell ushow the world is changing.
The one overarching chdlenge for consumer policy
advocacy through to 2020 will be to develop and
share an underganding of how to get the mod out
of thisnew world.



