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FAIRER FINANCE CONSUMER ADVISORY BOARD ANNUAL REPORT 2025-26 
  
Fairer Finance recently celebrated its 12th anniversary.  The organisation uses 
research, product ratings and endorsements to help consumers make more 
informed purchase decisions and to help financial services providers to 
improve their products, services and communications with their customers.  
 
Because the organisation has a financial relationship with the firms with which 
it engages, Fairer Finance’s founder and Managing Director (MD), James Daley, 
set up the Fairer Finance Consumer Advisory Board (CAB) to oversee the work 
of Fairer Finance (FF) and provide independent assurance that the business 
does not prioritise its commercial interests over those of consumers. The 
Fairer Finance Consumer Advisory Board plays a critical role in overseeing the 
group's activities, scrutinising its commercial relationships, research, ratings, 
campaigning efforts, and media commentary to uphold transparency and 
independence.  
 

Consumer Advisory Board: Purpose 
The purpose of the CAB is to review the business of Fairer Finance to satisfy 
itself that the company’s commercial relationships do not affect its analysis 
of firms and their products, its campaigns, its public pronouncements, or its 
policy advice. 
https://www.fairerfinance.com/about-us/our-advisory-panel 

 
This annual report covers the year to 31st March 2026.  In order to make an 
assessment of Fairer Finance’s management of the potential conflicts between 
commercial and consumer interests, the report draws on requests for data and 
information from the FF executive team, together with interviews with James 
Daley (MD), Tim Hogg (Director, Head of Consulting) and Pete Roper (Head of 
Research).  Helene Brichet, CAB Chair, and Chris Pond, her predecessor, also 
attended Fairer Finance Board meetings as observers.  We appreciate the way 
that the management team engaged openly with us, answering our questions 
fully. 
 
The Consumer Advisory Board’s approach  
As in previous years, the CAB identified the main risks that could affect FF’s 
independence. These are:  
 

https://www.fairerfinance.com/about-us/consumer-advisory-board
https://www.fairerfinance.com/about-us/our-advisory-panel
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• Pressure to generate revenue influencing FF’s independence and 
opinions of firms and their products/ services.  

• Undue pressure from clients or potential clients affecting FF’s 
independence.  

• Changes to FF’s methods and approach reducing its independence or 
weakening its opinions.  

• Complaints by firms, the media or other parties influencing FF’s 
opinions.  

• FF’s organisational structure and/ or growth compromising 
independence.  

• Deployment and increased reliance on automated tools weakening 
judgement and opinions over time. 
 

Overall financial context 
After a challenging year 2024/25, the organisation’s financial situation has 
significantly improved in 2025/26. It was a record year for booked revenues 
and, combined with a cost cutting exercise, enabled FF to generate a profit, 
versus a financial loss in the previous year. The company’s cash position and 
committed income at the end of March 26 have recovered from the previous 
year. 
 
Following the sharp decline in revenue linked to the fall in demand for 
Consumer Duty related consultancy in 24/25, FF has diversified its revenue 
sources, including with Policy and Advocacy activities and expanding sectors of 
expertise whilst relying on the portal subscriptions ongoing growth. Overall, 
income increased by nearly 20%, mainly driven by significant growth in Portal, 
Policy and Advocacy work, and stable Endorsements revenue, partially 
offsetting the decline in Reviews & Rewrites and Consumer Duty related 
income.   
 
In our report last year, we assessed that FF was not dependent on income 
from one or two large clients since the three largest clients have all been 
different in the past three years, suggesting that “FF can readily attract new 
clients who value its integrity and independence and that it does not rely on 
relationships that are ‘too cosy’”. FF has again shown itself able to attract new 
clients, a total of 15 in 25/26, versus 11 during 2024/25, balanced by the loss 
of clients that did not renew, with many citing budgetary pressures. 
The concentration of FF’s revenue further decreased in 25/26, leading to a 
reduction of the risk that FF may come to rely more heavily on a smaller 
number of large clients who could potentially exert undue influence.  During 
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2024/25, a fifth of the organisation’s income came from a single client, whilst 
this has declined to below 10% in 25/26.  Overall, less than a quarter of total 
income came from the three largest clients, down from two-fifths in 24/25. No 
one client has been featuring amongst the top three in consecutive years over 
the past three years. 
 
Moreover, the organisation is willing to stand its ground even with its largest 
clients.  Although FF did not lose any client for refusing to change its red lines, 
one of the largest insurers requested that FF change its ratings to 
accommodate their product as they felt that their loss of a 5* was due to a 
minor feature in the assessment criteria. FF explained its methodology and did 
not modify it. The client did not subsequently terminate their contract. 
Another example was shared with us, of a sizeable client wanting to buy an 
endorsement despite FF data showing they did not qualify. Similarly, FF stands 
firm on its criteria for the Clear and Simple Mark where the bar may seem too 
high to clients aiming to obtain it. The MD shared that fixing the data is never 
considered to close sales. 
Management pointed to the robust controls in place when it comes to changes 
to ratings and accreditation criteria, and that even a long-standing client would 
not be able to get FF to change its methodology in their favour. This was 
confirmed to us by the Head of Research who told us: “I have never felt 
pressured, to massage our criteria for 5* products or to help make a specific 
product/brand 5*”. 
 
Pressure to generate revenue influences FF’s independence and opinions of 
firms 
As we reported last year, Fairer Finance raised capital from 245 new private 
investors in 2021 on the basis that they would start receiving dividends, or 
have an exit opportunity, within 5-7 years. While these small shareholders only 
own 7.5% of the company, they may exert increasing pressure to get a return 
on their money. This is an issue for increased vigilance as the prospect of an 
exit draws closer. The MD told us that he understands the mild shareholder 
pressure to return to profitability.  
An equity fund-raising exercise during 2021, together with profits from 
previous years, have enabled FF to weather the trading losses of 2024/25, 
although it has been reflected in the level of reserves and the organisation has 
had to tighten its belt in some respects.   
In 25/26, the sales function was fully dismantled, leading to significant cost 
reductions with no adverse impact noted on revenues, as the MD and Head of 
Consultancy were able to undertake the sales activities.  
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The organization is focusing on growing its profits so it can provide an exit 
opportunity to some of its shareholders within the next three years.  
 
The MD told us that he sees few examples of conflicts of interest in the 
consultancy work that the business does, as it does not engage in regulatory 
defence work or any kind of consultancy that would prevent it working with 
another client in the same sector.   
The fact that very few of the firms who bought consultancy services from FF 
also bought endorsements also reduces the risk of having to compromise 
quality. 
 
During the past year, FF has not had to reject business because of concerns 
about the integrity of the client. In any case, the MD would bring any such 
concern to the attention of the Chair of the FF Board. 
Management also confirmed that it did not take on business in the past year 
that, in hindsight, may compromise its independence. 
With the relatively recent growth of the Policy & Advocacy activities, 
management acknowledge the importance of managing the risk of conflict by 
maintaining full editorial control about the reports it produces. 
 
We asked whether staff remuneration was dependent on obtaining new 
clients, retaining existing clients or increasing the income generated from 
clients in ways that might incentivise a more lenient judgement of customer 
outcomes.  The sales team was fully dismantled this year. Whilst the sales 
team was heavily incentivised to deliver sales revenue, the only two people left 
with revenue targets are the MD and Head of Consultancy. All other 
employees receive a bonus that is disconnected from the sales activity. The 
MD’s targets are at a company-level, while the Head of Consultancy’s are for 
the consultancy division only. Revenue targets are long-term annual targets. 
The MD told us that there has never been an example of Management taking 
on business which compromises the firm’s integrity and that it is inconceivable 
that this would happen in pursuit of a larger bonus for either of the directors.  
   
The MD confirmed his intention to continue his involvement as Proposed Class 
representative in a collective action against a global leader in communication 
technology, for which he will be paid on an hourly basis by the litigation funder 
under his litigation agreement. This arrangement is entirely separate from his 
work for FF, and no revenue will be booked by FF. 
Management acknowledge this may mean that the organisation may never 
become one of FF’s clients.   
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It is also clear that staff aren’t motivated by offers of hospitality or gifts.  The 
only dinners attended are industry-related (UK Finance Consumer Advisory 
Group, policy roundtables, the FCA Strategy launch, CII and ABI events.  Staff 
are allowed to accept small gifts in return for speaking at events, but these are 
modest (eg a bottle of wine). 
 
Changes to FF’s methods and approach reduces its independence or weakens  
its opinions 
 
Like last year, we interrogated the team about the quality of data.  Several 
instances of irregular results from Opinium have led FF to challenge and to 
build in new steps to automatically filter out suspicious responses.  AI is being 
used by both Opinium and FF to check data in some sectors but never, we 
were told, for first pass data collection and results are verified through manual 
checks.  Opinium have informed FF that they have implemented new measures 
to detect and remove bots and will soon introduce new AI assisted checking to 
improve it further. 
 
Last year, Management had shared that the outsourcing of analytical work to 
Trivium had also generated some concerns, so FF had instituted more quality 
checks, performance management and training. Closer oversight by FF 
Management has recently been put in place to continue addressing remaining 
challenges. 
 
We asked whether any changes had been made to FF’s ratings or fairness 
tables.   
We were informed that, as in previous years, the only changes to methodology 
were those emanating from FF’s own internal reviews and not as a result of 
suggestions by provider firms.  As we noted above, the research team have 
never experienced pressure from the organisation to increase the number of 
5* products.  The distribution of 5* products have continued to be limited to 
(at most) 15% of the products in a sector. Management mentioned one 
exception for foreign use bank accounts, where the number is currently 18%, 
reflecting the progress in the product quality by all providers across the board. 
Most sectors saw minimal changes to red lines and the proportion of star 
ratings.  
Where the proportion exceeds the 15% threshold, red lines, tied to market 
averages, are adjusted to bring the proportion back to 15% or less. 
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A couple of years ago, we expressed concerns that insufficient responses had 
been received to consultations on ratings methodology and that FF did not 
actively seek consumer input to the consultations.  We were told that the 
numbers responding increases slightly each year with several firms responding 
to consultations regularly, but that consultation is only part of the deliberation 
process.  FF engages with firms about the ratings methodology all year and 
regularly listens to feedback, including both from clients and non-clients. 
The Head of Research commented that FF’s use of consumer input remains 
limited, as it is felt that most customers still lack sufficient understanding of 
the products and services’ most complex features. 
 
Complaints by firms, the media or other parties influence FF’s opinions 
 
It might be expected that firms would seek to influence FF’s public 
pronouncements about them in articles, blogs, interviews or social media but 
we were told that none had done so in the past year.  FF comments regularly in 
the press and media, including about firms which are its clients.  FF makes it 
clear that a contractual relationship with a firm does not guarantee favourable 
public commentary. 
 
We were given examples of firms who had rejected FF’s advice or complained 
about their data within the portal or suggested rewriting of their material.  FF 
tells us that they always consider such complaints seriously but will not amend 
their advice unless they find their judgement to have been in error.  Some 
clients have been lost as a result, although others, as noted above, come back 
for more work with the business.  
 
FF’s rapid growth compromises independence 
We identified that rapid growth might compromise FF’s independence. The 
risk of culture dilution has not been evident over the past year as the 
organisation reduced in size.  Moreover, the MD confirmed that “Everyone in 
the company understands that our independence and integrity are key pillars 
on which our business is built. We are a mission led company – and all our 
team understand the values that the business was built on.” 

 
FF has started to deploy usage of Artificial Intelligence (Claude) in a very 
controlled manner and is currently developing its AI strategy. We were told FF 
uses AI to help check data and to support decision making but remains careful 
to not make assumptions about the accuracy of any AI outputs. Before Claude 
is used in any particular sector, FF conducts extensive prompt and accuracy 
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testing with known data to ensure that its use is suitable. We are also told that 
no data is being AI-generated. The CAB remains vigilant about the risk that 
reliance on AI may cause to FF’s independence and opinions. 
 
For the future, FF plans to continue building subscriptions to the portal and 
build partnerships with aggregators and media sites, to begin building the 
brand with consumers and to accelerate growth with industry clients.  The MD 
does not envisage that any of these changes would impact FF’s independence -
its greatest asset – and points to clear policies and values to which staff are 
held through rigorous appraisal. 
 
The CAB’s opinion for the year ending 31st March 2026  
Based on the evidence it has gathered, the CAB is satisfied that the FF’s 
commercial relationships have not affected its analysis of firms and their 
products, its campaigns, its public pronouncements, or its policy advice during 
the year.  
 
Fairer Finance Consumer Advisory Board  
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