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About TISA 

Supporting the financial journey through life 

The Investing and Saving Alliance (TISA) is committed to improving the financial wellbeing of all UK 

consumers by working collectively with the financial services industry to deliver solutions and champion 

innovation, for the benefit of people, our industry, and the nation. 

We do this by working with our member firms to deliver practical solutions and devise innovative, 

evidence-based strategic proposals for government, policy makers and regulators that address major 

consumer issues.  

We care about the entire financial life of consumers: from their first savings account opened to ensuring 

people can age and retire with dignity.  TISA believes that savings and investments play a significant role in 

the lives of people and small businesses. Consumers benefit when they put aside money for their future. 

Saving and investing can provide a buffer for emergencies; help people achieve big and small goals 

throughout their lifetime; and give people quality of life in later years.   

TISA is a not-for-profit membership organisation and a trusted partner of key industry stakeholders in 

helping shape the future of the UK financial services and the environment in which we operate. We have 

approximately 260 member firms involved in the supply and distribution of savings and investment 

products and associated services.  

 

Our work, your influence 

Our policy work reflects TISA’s broad scope of interests and aims on meeting the needs of UK consumers, 

members and our industry. From improving financial education, inclusion and accessibility, right through to 

savings, investments and retirement planning, the work we do with our members to influence policy is crucial in 

enhancing the industry we operate in and driving positive change. 

As part of our commitment to delivering focused and impactful consumer outcomes, TISA’s policy working 

groups have been structured into three distinct workstreams: 

1. Consumer Protection - Protecting the best interests of UK consumers in their financial journeys. 

2. Consumer Access - Considering issues that could directly impact access to financial products. 

3. Effective Products - Examining key considerations and legislation relating to products across the 

investing and saving landscape. 

All groups focus on both strategic and technical elements of policy/regulation. We provide a channel for firms to 

have their say on the policy we develop and present, contribute to our technical and regulatory interpretation 

work and, importantly, gain insights from other TISA members, policy makers, government and regulators. 

 

Find out more about TISA here: www.tisa.uk.com/about-tisa 

 

  

https://www.tisa.uk.com/about-tisa
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Executive Summary 

This research demonstrates the power of Targeted Support: when individuals are provided with investment 
recommendations tailored to them, they invest more than when not given recommendations. In addition, 
when recommendations are tailored to their attitudes to investing – such as their risk attitudes, their 
preferences for UK-based investments, or their expectations of stock market returns – consumers invest 
significantly more than when given generic recommendations based on demographics alone.  
 
In an online large-scale randomised controlled trial of nearly 5,000 UK adults, Targeted Support designed for 
consumer attitudes to investing increased the amount allocated to investments by up to 30% more compared 
with demographic-based Targeted Support. 
 
Our research found that Targeted Support is most effective when it addresses the factors which tend to deter 
consumers from choosing to invest. Our survey evidence shows that investor attitudes such as aversion to 
risk, expectations of low returns, and a preference for keeping money in the UK are statistically strong drivers 
of consumers not investing.  
 
Targeted Support designed for each of these attitudes causes large uplifts in investing. For example, when 
individuals with a preference for keeping their money in the UK received a targeted recommendation to 
invest in line with that preference (in a UK-based investment fund), they invested 47% more than comparable 
individuals in the control group not given a targeted recommendation. Targeted recommendations made on 
the basis of aversion to risk and expectations of low returns result in a 30% increase in investing compared 
to comparable individuals in the control group not given a targeted recommendation. Targeted Support is 
therefore effective at overcoming attitudinal barriers to investing. 
 
The results also reveal that attitudes-based Targeted Support has larger effects among groups that previous 
research has identified as less likely to invest. The increase in allocated investment due to Targeted Support 
is 31% for women compared with 16% for men, and 53% for those who had never previously invested 
compared with 14% for existing investors. These findings suggest that Targeted Support has particular 
promise for broadening participation in investing across the population and could be an effective tool at 
increasing inclusive investing. 
 
Importantly, consumers reported high levels of comfort with the process of answering attitudinal questions 
used to inform recommendations. On a scale of 0 to 10, average comfort scores ranged from 7.4 to 7.6 across 
the attitudinal Targeted Support groups. This suggests that consumers are willing to answer questions about 
their financial attitudes and preferences when they have the opportunity to convey meaningful information 
about themselves. 
 
This study was conducted in a hypothetical setting, and the precise magnitude of the effects observed here 
may differ in real-world consumer journeys. Nevertheless, the scale and robustness of the findings provide 
strong evidence that attitudinal Targeted Support represents a promising approach for improving consumer 
investment outcomes. Further testing in real-world settings would be highly valuable. 
 
For many years, TISA has called on the financial services industry, along with the Government and the FCA, 
to identify and address the barriers to people investing. TISA and its members have demonstrably taken 
action to do so and welcomes others to join forces to create better outcomes for consumers. 
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Background 

Via the Advice Guidance Boundary Review, HM Treasury and the FCA are conducting a once in a generation 
review to modernise the advice and support framework and ensure that millions more consumers can access 
the help and support they need to better navigate their financial lives. Targeted Support is a new form of 
support that allows firms to proactively engage consumers to help them make better informed decisions, 
putting them into better positions. It aims to engage currently disengaged consumers and guide them 
towards better financial decision making. The new Targeted Support framework came into effect on 6 April 
2026 and we expect firms to start offering Targeted Support soon. This is the cumulation of extensive 
collaboration and partnership between the public and private sector. TISA would like to thank HM Treasury 
and the FCA for their engaging, collaborative and open approach to policymaking, which we hope will 
ultimately improve the financial wellbeing of millions of people living in the UK. 
 
This research seeks to inspire providers to advance Targeted Support models and journeys, to develop more 
sophisticated segmentation models that overcome barriers to investing and align with the Government’s 
wider goals in respect of retail investing. The FCA has created an ambitious regulatory framework that 
enables firms to innovate, whilst guaranteeing essential consumer protections. This is an exciting time for 
retail investment in the UK and TISA will continue to encourage members to think more creatively and work 
more collaboratively to help people from all backgrounds become more informed, confident investors.  
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Research Objectives 

Many individuals in the UK hold large savings balances for extended periods wholly in cash, forgoing the 

potential higher returns available from stock and fund investments. The FCA estimates that 61% of the UK 

population with investible assets of over £10,000 hold all or most of that money in cash (Financial Lives 

Survey, 2022). While returns from equities can be volatile in the short term, over the medium and long term 

they consistently exceed cash savings returns. Previous research by TISA and Oxera has shown that many 

individuals overestimate the probability of losses from stock and fund investments, and that these 

misperceptions are more prevalent among particular groups, including women and those with lower financial 

confidence. 

 

The Targeted Support policy framework offers the potential for banks, investment platforms and pension 

providers to provide consumers with recommendations that help guide them towards appropriate 

investment products. This research set out to test how attitudinal information – data on individual attitudes, 

preferences and characteristics – can be used to make those recommendations more effective. Specifically, 

the project had three objectives:  

1. to measure the additional explanatory value of attitudinal data, beyond basic demographics, for 

segmenting consumers;  

2. to test whether tailoring investment recommendations to individual attitudinal characteristics 

improves consumer uptake of those recommendations; and  

3. to evaluate the acceptability to consumers of collecting and using such data. 

 

61% of the UK population with investible assets of 

over £10,000 hold all or most of that money in cash  

(Financial Lives Survey, 2022). 
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Experimental Design 

 

 

 

 

 

 

 

Phase 1: Survey of Investing Attitudes and Attitudinal Traits 

 
The first phase of the project was a survey of 1,500 UK adults recruited via the Prolific research platform. The 
purpose of the Phase 1 survey was twofold: to identify which attitudinal characteristics are most strongly 
associated with investing attitudes, and to measure whether individuals would be comfortable answering 
questions on attitudinal characteristics in a Targeted Support journey. The sample was chosen to include 
those with a minimum income of £20k and be broadly representative of the UK adult population, including 
both individuals who do and do not hold investments. 
 
Participants answered questions on eight attitudinal characteristics, each measured on a 0–10 scale: risk 
tolerance, loss aversion, long-term focus, expected returns from stocks versus cash, social influence, UK 
versus global investment preference, financial confidence and market trust. They were also asked about their 
real-world investment holdings and their comfort in answering each of the attitudinal questions. 
 
Regression analysis of the Phase 1 data revealed that attitudinal characteristics are considerably more 
powerful than demographics alone in explaining who invests. Three attitudinal 
characteristics emerged as particularly important:  

1. risk tolerance (higher tolerance strongly associated with investing),  
2. UK versus global investment preference (a stronger preference for UK-

only investment strongly associated with not investing), and  
3. beliefs about stock returns relative to cash (higher expected returns 

strongly associated with investing).  
 
The economic magnitudes were substantial: for example, a one-point increase in 
preference for keeping money in the UK was associated with the same decrease in probability of 
investing as a £10,000 reduction in income. Another example is that a two-point increase in risk tolerance 
on the 0–10 scale was associated with the same increase in the probability of investing as a £10,000–
£15,000 increase in annual income. 
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Notably, while gender and education were significant demographic predictors of investing in simple models, 
they ceased to be significant once attitudinal characteristics were controlled for. This implies that much of 
the gender gap in investing is explained by differences in attitudinal characteristics between men and 
women, rather than gender per se – a finding with important implications for the design of interventions. 
 

Phase 2: Randomised Controlled Trial of Attitudinal Targeted Support 

 
The Phase 2 experiment was a survey-based randomised controlled trial involving 4,719 UK adults, again 
recruited via the Prolific platform. Participants were asked to allocate a hypothetical £10,000 – currently held 
in cash savings – across a set of saving and investing options for a period of five years. The options included 
cash savings, a UK fund (FTSE 100), a global balanced fund, a global growth fund and a global cautious fund. 
Participants had complete freedom over how to distribute their allocation. 
 
Participants were randomly assigned to one of five groups. The control group (954 participants) received no 
recommendation – they simply saw the allocation options and made their choice. The four treatment groups 
each received a recommendation, preceded by a short set of questions. The first treatment group received 
a demographics-based recommendation: participants were asked about their age and income, and received 
a recommendation calibrated to those characteristics. This broadly aligns with the segmentation approach 
that may be adopted in initial Targeted Support journeys. The remaining three treatment groups each 
received a recommendation based on demographics plus one additional attitudinal characteristic: UK 
investment preference, risk tolerance or return expectations, respectively. In each case, participants first 
answered the relevant attitudinal question and then received a personalised recommendation reflecting 
their response. Each treatment group comprised approximately 940 participants. 
 

“Attitudinal characteristics are considerably 

more powerful than demographics alone in 

explaining who invests.” 

“…much of the gender gap in investing is 

explained by differences in attitudinal 

characteristics.” 
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Results 

Targeted Support Increases Investing 

All forms of Targeted Support increased the amount participants allocated to investments relative to the 
control group. In the control group, the average allocation to investments was £6,650 of the £10,000 
available. Under any form of recommendation, this rose to at least £8,100 – an increase of approximately 
22%. The increase was observed across all treatment groups, confirming that providing any form of calibrated 
recommendation – whether based on demographics alone or on attitudinal characteristics – positively shifts 
investment attitudes. 
 

Attitudinal Targeted Support Outperforms Demographics Alone 

While demographics-based Targeted Support was effective, attitudinal Targeted Support delivered 
substantially larger effects. The demographics-only treatment increased the average investment allocation 
by approximately 18% (£1,200) compared with the control group. The attitudinal Targeted Support 
treatments provided a greater uplift than demographics alone. The return expectations treatment produced 
the largest increase of 26% (£1750) over the control group as a whole, followed by UK preference at 24% 
(£1550) and risk tolerance at 21% (£1400). 
 

The UK Preference Effect 

 The single most striking finding concerns individuals with a preference for UK-based investments. The Phase 
1 survey established that a preference for keeping money in the UK is the strongest attitudinal predictor of 
not investing: this preference represents a major barrier to investing. 
 
The Phase 2 experiment showed that Targeted Support addressing this preference 
is remarkably effective at overcoming that barrier. Individuals with a UK home bias 
who received a UK-preference-tailored recommendation invested 47% more than 
individuals with the same preference in the control group (£7,450, compared with 
£5,050). This highlights the potential for Targeted Support to engage individuals 
with strong preferences and suggests that aligning recommendations with those 
preferences can help increase participation in investing. 
 
The effects of the other attitudinal treatments were also substantial when examined by subgroup. Among 
those with optimistic return expectations, Targeted Support based on return beliefs increased investment by 
30% compared with the control group. Among those with low risk tolerance, risk-based Targeted Support 
increased investment by 29%. 
 
Our results in general suggest that individuals might be encouraged to begin their investing journey through 
Targeted Support recommendations. In the case of those with a preference for investing in the UK, 
accommodating consumer preference through recommending UK-centric diversified investing could be a 
first step towards more diversified investing, helping savers become investors. Existing research suggests that 
many savers feel they must become investment experts before making an initial investment. Research has 
also documented the choice paralysis consumers often feel during an investment sales journey. This research 
shows that designing Targeted Support to take account of attitudinal traits can shift consumer behaviour. 
This is a first step, from which firms can build and increase consumer awareness of important investing 
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concepts such as global diversification, and grow consumer capability and confidence to invest in diversified 
products more broadly. By taking a stepped approach, firms may be less likely to overwhelm consumers and 
instead can steadily increase awareness and confidence over time, allowing firms to demonstrate their value 
and increase trust as consumer outcomes continuously improve. 
 

 
 

Larger Effects for Women, Lower Incomes and New Investors 

The effects of attitudinal Targeted Support varied across demographic groups in a pattern consistent with 
the earlier TISA risk warnings research. The increase in investment among those receiving any form of 
Targeted Support, compared with the control group, was 31% for women versus 16% for men, and 53% for 
those who had never previously invested compared with 14% for those with prior investment experience. 
These findings indicate that Targeted Support has the greatest impact on groups that are currently less likely 
to invest – precisely the groups for whom increased participation would be most beneficial. 
 
At the extensive margin, Targeted Support also produced notable shifts. In the control group, 7% of 
participants allocated their entire £10,000 to cash savings, while 19% allocated the full amount to 
investments. Under the attitudinal treatments, the share allocating everything to cash fell to 2%, while the 
share committing fully to investments more than doubled to between 43% and 50%. The return expectations 
treatment was particularly effective in this regard, with half of all participants in that group allocating their 
full £10,000 to equities. 
 
 
 

“Potential for Targeted Support to engage individuals 

with strong preferences and suggests that aligning 

recommendations with those preferences can help 

increase participation in investing.” 

https://www.tisa.uk.com/inclusiveinvesting/how-do-risk-warnings-impact-investment-choice/
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Consumer Comfort with the Process 

Consumer acceptability is a prerequisite for any real-world application of attitudinal Targeted Support. To 
assess this, participants were asked to rate their comfort with the questions they were asked during the 
journey, on a 0–10 scale. Average comfort scores were high across all groups: 6.89 in the control group, 7.54 
for the demographics treatment, 7.61 for UK preference, 7.36 for risk tolerance and 7.62 for return 
expectations, indicating that participants were generally comfortable answering these questions. Scores 
were slightly higher among those who received calibrated recommendations, suggesting that the perceived 
usefulness of the questions may enhance engagement.  

 
A majority of individuals followed the Targeted Support recommendation they 
received, in the sense that the recommended fund received the largest share of their 
allocation. Among those following the Targeted Support recommendation, the 
majority chose to invest the full £10,000 in the recommended fund, suggesting high 
levels of comfort with following attitude-based recommendations. In the 
demographics-only treatment, 53 out of every 100 participants followed the 
recommendation. This rose to 66 out of 100 for the UK preference treatment, 65 out 
of 100 for risk tolerance and 63 out of 100 for return expectations. These higher 

compliance rates for attitudinal recommendations suggest that consumers find recommendations more 
compelling when they reflect their own stated attitudes and preferences, rather than being based solely on 
demographic characteristics. 
 
 

Caveats and Further Research 
The results presented here come with an important caveat. The experimental design uses a hypothetical 
saving and investing scenario in which participants were not financially vested in their decisions. While the 
survey-based experiment closely resembled a standard consumer journey – with realistic fund options, 
allocation screens and recommendation formats – it cannot fully replicate conditions under which real 
consumers make decisions with real money. In a real-world setting, consumers may pay more careful 
attention to recommendations because they have more at stake, which could amplify the effects observed 
here. Equally, real-world inertia and – at times- the complex nature of financial products may moderate these 
effects. The precise magnitude of the treatment effects is therefore likely to depend on factors specific to 
the real-world implementation. 
 
This study represents one of the largest survey-based experiments of its kind in the UK consumer investment 
space, with a sample of nearly 5,000 participants, a pre-registered design and randomisation across 
treatment arms. The consistency of results across multiple treatment arms and 
alignment with the earlier TISA risk warnings study provide confidence in the 
direction and general magnitude of the effects. Further research in real-world 
consumer journeys would be highly valuable. A trial conducted on a live 
investment platform would provide direct evidence on the efficacy of attitudinal 
Targeted Support in practice, and could also test features not examined here, 
including the effect of a time delay between collecting attitudinal information 
and providing a recommendation, and the persistence of the effects over time. 
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Interaction with Improved Risk Warnings 
TISA’s earlier research on risk warnings demonstrated that contextualised messaging – highlighting the 

higher long-run returns from stocks and funds relative to cash savings – can increase the amount individuals 

allocate to investments by approximately 10–14%. The present study shows that attitudinal Targeted 

Support, operating through a different mechanism, can increase investing by 47% or more. An important 

question for future work is how these two approaches interact. 

Improved risk warnings work by correcting misperceptions about the riskiness and returns of stock and fund 

investments. They are a form of general messaging, shown to all consumers, that provides better contextual 

information. Attitudinal Targeted Support, by contrast, works by personalising the recommendation to 

reflect the consumer segment’s identified attitudes and preferences. These are complementary mechanisms: 

the first addresses what consumers know about investment products, while the second addresses which 

product is recommended to them. There is good reason to believe that deploying both approaches together 

could deliver effects larger than either alone. 

Consider an individual with a strong preference for UK investments who also overestimates the riskiness of 

stock market investing. Risk warnings which more accurately reflect the balance of risks and returns could 

help correct the misconception about risk, while attitudinal Targeted Support could ensure the 

recommended product aligns with their preference for UK-based investments. Neither intervention alone 

addresses both barriers, but together they could substantially improve the likelihood that this individual 

moves from cash savings into an appropriate investment product. 

It is also notable that both the risk warnings research and the present study find that treatment effects are 

largest among groups less likely to invest: women, those with lower financial confidence, those with lower 

incomes and those without prior investment experience. This convergence across two separate studies 

reinforces the conclusion that well-designed consumer-facing interventions have particular promise for 

broadening participation in investing. Future research should test the combined effects of improved risk 

messaging and attitudinal Targeted Support within a single experimental framework, ideally in a real-world 

setting, to quantify the potential gains from deploying both approaches together. 
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