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“Today’s 25-year-olds need to 
save the equivalent of £800 a 
month over the next 40 years 
to retire at 65 with an income 
of £30,000 a year.”

AIME WILLIAMS (2016)
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When I read this line from Aime Williams’ (2016) article 
in the Financial Times, I immediately knew that I wasn’t 
contributing enough to my pension.

I was in a good job and I was making contributions to my 
pension but it was nothing near £800 a month. I spoke 
to some friends about their arrangements and I wasn’t 
surprised to hear that this figure was far from their 
contributions too. 

Williams’ article had been a nice break from the 
normal perspective the press has of millennials - she 
acknowledged the reputation for being too focussed on 
enjoying life but pointed out the significant problems 
millennials would have to overcome in order to match the 
levels of comfort previous generations had aspired to in 
retirement. 

This was the first time I’d got scared. I couldn’t put it aside 
as the usual media scaremongering. Like many of my 
peers, I’d thought that I had a long time before I needed 
to think seriously about pensions - this article proved that 
I had been wrong.

In reading it, I took the first step to starting this project...

INTRODUCTION
Sitting in the Shade
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DESIGN BRIEF ‘MILLENNIALS’

BORN BETWEEN

1980 - 1999
In undertaking this project, I aim to develop a service 
solution that encourages millennials to change the 
focus of their saving effort from short-term luxuries 
such as holidays to long-term goals – in particular, their 
preparation for retirement. 

This is an ambitious aim – it involves changing the mind-
set of a generation who, if the media is to be believed, 
are overly focussed on the present and the enrichment of 
now with little regard for the cost of these choices in the 
future (Williams, 2016). 

Millennials’ experience of life will be significantly 
different to previous generations – a less committed 
relationship with their workplace, higher living costs, 
greater competition for employment and the impact of 
new technologies make for significant uncertainty in the 
future. Any solution from this project will need to take this 
uncertainty into account.

Furthermore, I am keen that the solution will be focussed 
on positives – the media is full of stories that attack 
millennials in various ways and, speaking from my own 
experience, this is not a particularly effective tactic for 
inspiring reform.

Finally, in order that so far reaching an aim can be 
realistically achieved, the solution will need to be 
as efficient as possible – not relying on complex 
infrastructure or investment – whilst maintaining the 
widest possible appeal and utility.

There are various definitions of what birth years constitute 
a ‘millennial’, here are just a few examples – Goldman 
Sachs 1980-2000 (Goldman Sachs, 2016), Pew Research 
Center 1981-1997 (Fry, 2016), PwC 1980-1995 (PwC, 2013, 
p. 3) and The Telegraph “born roughly in the decade after 
1983” (Carey, 2017). 

Many sources choose not to attempt to define the 
parameters of what a millennial is at all and instead opt 
to let the reader make their own decision presumably 
based on a vague sense of what characteristics this 
generation are supposed to embody. Often these 
characteristics are portrayed negatively, for example 
Simon Sinek’s scathing description of how millennials are 
considered “tough to manage, ... entitled, narcissistic, self-
interested, unfocussed, [and] lazy” (Crossman, 2016). 

In essence, ‘millennial’ has come to be a catch all for 
young adults and I have decided to use an equally broad 
definition - simply include all those born between 1980 
and 1999. Whilst there is some satisfaction in a round 
twenty year group, most importantly this segment has 
graduated from secondary education and engaged, or is 
close to engaging, in the workplace. Significantly, most 
will be financially independent.

Ultimately, the definition of a ‘millennial’ is best kept 
as loose as possible. I don’t intend that my work will 
exclusively benefit the children of just twenty years, my 
use of ‘millennial’ is intended to give a sense of the group 
upon whose financial concerns and problems I am most 
focussed on addressing.

Behaviour Change

Future Thinking

Positivity

Macroeconomic Relatability

Practicable

Broad Scope



How can we encourage 
millennial savers to prioritise 
long-term goals?

RESEARCH QUESTION

9INTRODUCTION
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DISCOVER
The Lie of the Land

I had a firm grounding in the context of the problem as I 
understood it and was keen to start probing further and 
questioning my assumptions and those that I had found.

In this section, I summarise the research I carried - 
primary and secondary - and begin to filter reality from 
speculation.



PROJECT TIMELINE
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I began the project with a vague sense of how much time would be taken over each step in the Double Diamond (Design 
Council, 2007) but wanted to ensure that I had the flexibility to adapt to the situation as I uncovered it. Below is a 
representation of the tasks I undertook, however there was a considerable amount of fluidity throughout the process.

DISCOVER DEFINE DEVELOP DELIVER FINISH

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22

WEEK

CORE DESK RESEARCH

MILLENNIAL INTERVIEWS

PROFESSIONAL INTERVIEWS

CO-DISCOVERY WORKSHOP

CO-DESIGN ONE

CONCEPT REFINEMENT

CO-DESIGN TWO

DEFINE  
(weeks 11-12)

Research synthesis 
and design 
parameters.

DISCOVER 
(weeks 1-10)

Core primary and 
secondary research. 

DEVELOP  
(weeks 13-16)

Co-design activities, 
prototyping and 

service development.

DELIVER  
(weeks 17-20)

Service refinement 
and testing. Report 

preparation.

FINISH  
(weeks 21-22)

Finalising report and 
troubleshooting any 
outstanding issues.
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APPROACH  
& ETHICAL CONSIDERATIONS

For most people, money is a very sensitive topic and 
not something to be discussed publicly. I was deeply 
conscious of this as I began my research but knew that, 
in order to truly understand the problem area, I’d need 
to talk to people at length and in significant depth. 
Therefore, I decided to offer all of my participants 
complete anonymity in order to reassure them that 
anything they shared with me could not be traced back 
to them. Inevitably, this has put some limitations on what 
I can present in this report - all names are fictitious and 
images of people are redacted - but, in retrospect, I can 
see that, had I tried any other approach, I would never 
have achieved the quality of insights that I believe I have 
gained.

Equally, I think it is important that I acknowledge the 
complexity of the financial world. Whilst I have some 
limited professional experience of the pensions industry, 
I cannot claim to be an expert or, indeed, anything more 
than a well-informed participant. I was keen to highlight 
this to all of my participants and the outcome of this 
project is not intended to represent itself as financial 
advice.

Whilst participants have been, for the most part, my 
peers, I have been stringent in avoiding or challenging my 
own preconceptions in order to ensure that my work is 
responsive to a balanced view of reality. Inevitably, I will 
not have been able to completely avoid a personal bias 
but I hope that my work is not significantly compromised 
by it. My assumptions were the starting point of 
my research but I made it my first task to test their 
veracity and continue my research in whatever direction 
accordingly. I believe that this report very clearly bears 
witness to that approach.

Finally, as I set out on this project, my scope was very 
broad and, whilst there has been some narrowing of the 
prospective user group, I believe it remains very inclusive. 
Income, personal wealth, debt, investments or any other 
measure of financial involvement were never factors in 
my choosing participants and I was determined to get as 
wide an understanding of the problem as possible. My 
outcome has as few requirements of the user as possible 
- whilst its initial marketing will rely on a user’s existing 
relationship with a pension provider, I see no reason that 
this should remain the case as the solution grows in size 
and reputation. Indeed, I don’t see that a user’s income 
should in any way impact my solution’s utility to them if it 
is deployed in the way I envisage.



AN ‘AVERAGE’ LIFE

Sources:
End of University - Wikipedia (‘Education in England’, 2017)
Length of Student Debt - The Independent (Burek, 2013)
Start Driving - Journalism.co.uk (2016)
First Child - ONS (Office of National Statistics, 2016)
Length of Childcare Costs - The Independent (Sheffield, 2015)
First Marriage - Wikipedia  
          (‘List of Countries by Age at First Marriage, 2017)
First Home - BBC (Wilson, 2017)
Length of Mortgage - Money Advice Service (Webb, 2017)
State Pension Age - UK Government (Gov.uk, 2017)
Life Expectancy - ONS (Office of National Statistics, 2015)

14 DISCOVER

The scope of this project is incredibly broad - spanning 
a generation and the full breadth of their experience 
of modern Britain – so I wanted to get a better idea on 
the kinds of financial challenges that most people will 
encounter. The result is not particularly scientific but 
gives an illuminating snapshot of what an ‘average’ life 
might encounter from a financial perspective. Of course, 
it is very high level and everyone’s experience will be very 
different – in this timeline, I am only seeking to map the 
main rites of passage with a particular focus on how long 
their impact is felt after the initial encounter.

As you can see, key waypoints like buying a house or 
having a child result in a cost being carried over several 
decades (the vertical coloured bars). These kinds of costs 
are particularly concentrated around a person’s fifth 
decade – significantly, this is the decade that the oldest 
cohort of millennials are just about to enter.

End of University (21)

A
G

E (Years)

Start Driving (26)

First Child (29)

First Marriage (32)

First Home (38)

Period of Greatest  
Financial Burden

State Pension (68)

Life Expectancy (80)

 10

 20

 30

 40

 50

 60

 70

 80

 90
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CONTEXT

“The later you start the harder it gets” 
Scottish Widows (2017) released data that indicated that 
the later in life a person starts contributing to a pension 
scheme, the more they have to contribute in order to 
achieve the same benefit at retirement. This might seem 
like common sense but it’s important to take not of how 
much harder it is - 

“If someone starts saving into a pension at 25 years of 
age, they would need to put aside £293 each month to 
reach a £23,000 annual income. Not starting to save until 
35, monthly savings would need to jump to £443 and at 
45 this would be £724.”

Low income, high living
According to The Guardian, the millennial generation 
may be the first to earn less than their parents at the 
same age (Elliott, 2016). That means that they have less 
spending power than the previous generation did at the 
same age and at a time when living costs are increasing 
rapidly (Inman, 2017). 

This really puts a squeeze on millennial finances and, for 
many, will make it difficult to put money aside for the 
short and medium-terms, let alone the long-term.

All diagrams  on this page are only illustrative.

Key Insight - Financial Pressure

Millennials are facing unprecedented pressure on their 
financial situation and it is keeping them thinking 
about their present problems and not preparing for the 
future.

INCOME
OUTGOINGS

Debt
Scottish Widows (2017) also pointed out that people “in 
their 20s are saddled with twice as much debt as other 
age groups”. 

Student loans and  unpaid credit card bills are amongst 
the biggest causes but the average debt is a staggering 
£20,000.

With the cost of repayments eating into their already 
beleaguered income, it is little wonder that millennials 
don’t feel able to save for the long-term.

Jobs are not for life
Job security is falling even in sectors that are traditionally 
thought of as secure such as the government and finance 
(Peacock, 2011). 

Unlike previous generations, millennials cannot expect to 
secure a ‘job for life’ and will likely have more than ten 
jobs before they are 40 years old .

This adds a significant degree of uncertainty and could 
impact income when it is needed most.

You owe: £20,000.

JOB SECURITY



OBSERVATIONS & 
CONVERSATIONS

DIGITAL SURVEY
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Overheard in the Barbershop
A lady had recently retired and found, having relied on the 
State Pension, her ability to enjoy life had suffered. 

Conversation with a Police Officer
Thought it was a sensible move to suspend their very 
generous public servant pension to increase their monthly 
spending ability despite a significantly above average 
post-tax income.

Conversation with a Council Worker
Didn’t set up their pension scheme in the first two years of 
working at the Council missing out on significant amounts 
of contributions.

Conversation with a Cafe Owner
Felt that the Workplace Pension legislation put undue 
financial pressure on small business owners.

In the early stages of my work, I stumbled into some informal research. Below are a few examples of the varying 
attitudes toward pensions and pension provision that I encountered in daily life:

In mid-June 2017, I conducted an anonymous online survey 
of millennials which I promoted through social media. 
Thirty-eight people responded and the results were very 
interesting.

Whilst I’ll acknowledge that the data is inevitably skewed 
by having been collected from, at most, only a few 
degrees of separation from my social circle, the outcomes 
still demonstrate some significant differences from what 
my research had led me to expect.

One of the most surprising results is that the respondents 
save, on average, 18.7 percent of their income each month 
for the medium to long- term. This exceeds the typical 
advice on pension contributions for this age group which 
ranges between approximately 9 and 18.5 percent of 
income (Lambert, 2017).

However, whilst 62% of respondents are contributing to 
a pension plan, it would seem that the majority of those 
regular savings are not going into retirement funding. Only 
18 percent of respondents included retirement in their top 
three saving priorities with houses and holidays being 
valued more highly. The most popular saving priority was 
‘just in case’ which suggests that respondents are keen to 
keep money on hand rather than locked away for several 
decades.

I believe that the most significant outcome of the survey 
is in revealing the diverse saving priorities of millennials. 
Very few are thinking about the long- term future and, 
whilst their priorities are not frivolous, it would seem that 
there is a opportunity here for a service that encourages 
millennials toward more long-term concerns. Data and text from ICD Assignment (Henry, 2017).

What percentage of your income 
do you set aside for medium to 
long-term savings goals?

Do you currently contribute to a 
pension plan?

What are your saving priorities? 
(Top three answers)

Percentage of respondents 
including ‘retirement’ in their top 
three priorities:

Percentage of respondents 
whose only method of saving 
money is a jar under the bed (or 
equivalent):

62% YES 
38% NO

‘Just in case’ (66%)

‘Going on holiday’ (58%)

‘Buying a house’ (55%)

18.7%  
(average)

18%

7.9%
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DISCUSSION WITH 
PROFESSIONALS

Santander Bank

I spoke with an Agile Coach from Santander Bank. I’d 
intended the interview to be a about his professional 
opinion about my research area but very quickly it became 
a discussion around reconciling a user’s emotional and 
practical needs. 

The participant emphasised the importance of forward-
planning for any project be it commercial or an approach 
to life. He talked about how having a plan helps to 
mitigate risk by establishing clear next steps but admitted 
that there is always an element of gambling when making 
decisions about the future. 

In essence, his advice was to treat life as a service design 
project in which the object should always be creating 
sustainable happiness for the user - in this case, one’s self. 
He believes this approach should encompass everything 
from a person’s dreams to their financial needs.

Obviously this wouldn’t be simple and goes some way 
to explaining millennial uncertainty but the participant 
recommended that testing ideas and adapting them when 
they fail is both inevitable and essential.

As a parent, the participant was concerned about their 
child’s future but wanted to ensure that they balance 
future planning with the equally important need to 
experiment with and enjoy their life in the present. 

RCA Student

At the Royal College of Art’s Degree Show (July 2017), I 
met a student who had worked on a project with some 
thematic similarities to my own. 

For her final project, she had developed a service that 
will take advantage of the upcoming regulatory change 
with PSD2 to present users with a clear snapshot of their 
overall financial situation and give intelligent, AI-powered 
advice on immediate next steps in improving it.

We discussed my initial desk research and some of the 
new services that have begun to appear in this sector. 

It was an excellent opportunity to streamline my 
thinking and it quickly became apparent that there is 
an increasingly crowded market of financial technology 
(FinTech) solutions aiming to make consumers ‘better’ with 
their day-to-day money management.

https://dariakwiatkowska.com

Key Insight - Flexibility

This interview clearly highlighted the need for flexibility 
in my solutions. The discussion emphasised the 
essential importance of not obstructing a user’s ability 
to enjoy their life but ensuring a balance of saving with 
having fun.



MILLENNIAL INTERVIEWS
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SAVING PRIORITIES
As I interviewed participants, I jotted down the kind of things they were saving for on slips of paper. At the end of 
the interview, I asked them to order the factors into priority.

As you can see from this sample, holidays were high on the list but more practical, day-to-day targets also ranked 
highly. It’s interesting to see that the types of things the participants are saving for is fairly consistent - holidays, 
homes and high-value essentials appear all across the board.

FIELDWORK SUMMARY:

Over the course of Summer 2017, I conducted 12 face-
to-face interviews with participants from a range of 
backgrounds and employment statuses. 

They were born between 1985 - 1992 and mostly lived in 
London and the south of England.

Interviews length varied between one and two hours.

Names have been changed for participant anonymity.

Over the course of my interviews, I encountered a wide 
range of experiences and approaches toward saving. I 
had prepared a list of questions in advance but it quickly 
became clear that each participant’s relationship with 
money varied significantly and it was interesting to allow 
the conversation to flow naturally. 

SAVING PRIORITIES
Saving priorities were a key focus as I began the 
interviews and the insights I uncovered are much harder 
to explain than I’d anticipated. I’d expected a participant’s 
life situation to strongly dictate their priorities, for 
example a couple intending to marry would prioritise the 
wedding but my results don’t seem to follow this pattern. 
Below is one of the exercises, I conducted during the 
interviews and, as you can see, most participants were 
saving for the same kind of things - high-price items, 
mostly essentials and mostly with short or medium-term 
benefits. There doesn’t seem to be any correlation with a 
participant’s life situation or financial position. 

Interestingly, very few participants saved in a particularly 
structured way and, for most, it was a luxury after their 
current costs had been met. It may be that my asking 
them to prioritise their savings goals was the first time 
that some of the participants had actually done it - 
several admitted to not thinking about it “very much”.

FINANCIAL KNOWLEDGE
Participants demostrated a range of confidence in their 
own financial knowledge but the majority considered 
themselves ‘average’. For most, this meant being able to 
get on with their lives without impediment - running a 
bank account, a savings account and, perhaps, a cash ISA 
without getting overdrawn too often and being able to 

“Saving feels less important than what has 
to be done.” - Jane, Social Worker
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‘DRAW YOUR RETIREMENT’
I wanted to get a sense of how sophisticated a vision participants had of their long-term future so I asked them to 
draw how they envisaged their retirement to look.

As you can see from this sample, the results were fairly consistent - a comfortable home, a partner, grandchildren, 
activities to enjoy and occasional holidays feature heavily.

save a little here and there. Very few felt comfortable with 
‘investments’ and, even amongst the more confident, there 
was little awareness around more complex products like 
Lifetime ISAs.

I was also surprised that relatively few of the participants  
had engaged with FinTech products and services. This was 
particularly pronounced outside of London.

KEY INFLUENCES
When asked what external factors had the greatest 
influence on their financial decision making, the vast 
majority of participants cited their parents. On the 
whole this was regarded as a positive influence - several 
participants credited their parents for their own financial 
knowledge and understanding. 

However, there were a couple of cases of the opposite 
being the case and this was particularly true at the 
extremes of financial discipline. For example, one 
participant thought that their own financial discipline 
was the direct result of witnessing their parents struggle 
with money. Another saw their parents financial success 
and generosity as being responsible for their own lack of 
knowledge and confidence with finance.

Another key influence on participants’ opinion of money 
was the media. Many admitted that Google searches were 
their primary form of research for financial guidance.

VISION
The ‘Draw Your Retirement’ exercise above demonstrates 
the extent to which almost all participants were able to 
envisage their long-term future. A couple said that they 
intentionally don’t think far into the future - in one case 
because they felt it is unnerving and gloomy, in another 
because they prefer a shorter planning timescale so they 
can adapt as their situation changes.

DEBT
Debt was an inevitable factor in most participants 
financial situation - mainly in the form of student loans.

CREDIT
Credit was a particularly interesting topic. Despite many  
of the participants using credit products like credit 
cards or mobile phone contracts, every participant had a 
negative opinion of the use of credit more broadly. It was 
felt that credit is a quick route into debt and financial 
difficulty. Those who did use credit were quick to point out 
that they knew it wasn’t a very good idea and a couple 
of participants treated not having a credit card as a mark 
of pride. Regardless, nearly every participant expressed a 
keen desire to ensure their credit rating was ‘ok’.

Key Insight - Limited Long-Term Plans

Most participants admitted to very little in the way 
of financial planning. Focus was on the present and 
saving focussed on short or medium term goals like 
holidays and buying a home.

“I’m good at saving. I have a current 
account, I have an ISA.” - Jonathon, Architect

“My parents are not particularly good 
with money... I’m better at saving, in part, 
because of that.” - Francis, Teacher

“It feels like we’re going to be dead before 
we get to retire” - Susanne, Barista



CO-DISCOVERY WORKSHOP
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WORKSHOP RESEARCH KIT
As we talked, I asked participants to complete a number of tasks designed to unearth some insights about their 
conscious and unconscious attitudes to finance. 

In the midst of my one-to-one interviews, I conducted a 
co-discovery workshop. My main aim was to learn more 
about millennial saving and spending habits but I also 
wanted to explore visions of the future in a group format.

I prepared a ‘Workshop Kit’ (examples below) to help 
structure the exercise but the really valuable insights 
came from the group discussion as they completed the 
tasks. The group were surprisingly frank about what is, 
traditionally, a very private topic and most were willing to 
admit their awareness of their own limited knowledge - 
see the image of the egg below. 

As we discussed sources of financial information, 
the conversation turned to education and the group 
unanimously denounced the amount of specific financial 
education they had received at secondary level. 
There are several organisations offering this service 
now but I discovered that my user group was almost 
entirely deprived of this knowledge. As I’d found in 
other interviews, the influence of parents was widely 
acknowledged as was the fact that internet searches are 
the main form of research that the group uses to learn 
more when they need to.

I also asked participants to assess their own strengths in 
four areas - knowledge, vision, discipline and confidence. 
These assessments varied widely but there was an 
interesting, if predictable, correlation between confidence 
and knowledge. Discipline seemed to be uncorrelated with 
those who rated themselves with high levels of discipline, 
not necessarily matching those levels in knowledge or 
confidence. Vision was universally low - rarely making it 
over half marks.

The final section focussed on the participants’ current 
situation and I asked them to map out the major expenses 
in their lives. We had discussed the relatively high 
outgoings of the group compared with income and it was 
interesting to watch, as they mapped their situation, how 
discussion turned toward making changes in their habits 
and spending.

Key Insight - Knowledge = Confidence

There was a strong correlation of knowledge and 
confidence both in the participants’ own assessment  
of themselves and when it came to their current 
circumstances.
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DEFINE
What’s the Problem? ... Really?

My research had uncovered a lot of insightful information 
- my initial thoughts on why millennials aren’t thinking 
about the long-term future proved to completely lack 
nuance. Where I had agreed with the media’s perspective 
that millennials are self-serving and short-sighted, my 
research had proved to me that the situation is much 
more complex.

The economic landscape is increasingly difficult to 
navigate and knowledge around the financial services 
sector is very low - millennials are crippled by inertia 
because of these factors.

In this section, I’ll look more closely at what I’ve found 
and try to draw a more detailed understanding below the 
surface of my findings.



SAVER

Parents

Children

Employer

Partner Media Sources

Government 

Macro-Economic 
Environment FCA

BoE Bank

Financial Advisor

Loan / Credit  
Card Provider

Fintech

School

Pension Provider
Online Searches

Friends

Grandparents

STAKEHOLDER MAPPING
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Mapping the stakeholders in an individual’s saving habits 
is complicated - there are so many factors that can 
influence decisions about saving ranging from friends and 
family to lifestyle and careers.

As my research found, parents have significant influence 
on millennial saving and this can take both active and 
passive forms but it’s important to remember that 
the millennial segment spans a wide range of family 
responsibilities that include partners and children.      

Primary interaction points with the financial services sector
Key influences on financial decision making

Much of this influence is exerted unconsciously and in the 
form of anticipated costs. 

Similarly the media, particularly when relaying wider 
macroeconomic and political issues, can subtly influence 
how and, even, if an individual chooses to save.



Pension Provider

Bank

Bank

Credit Card Provider

Pay Day Lender
Stock Trader

Enterprise

Bank of England

Post Office

Marketers

FMCG Producers

Technology Firms

Entertainment Providers
Advertising Agencies

IFA

Internet / Media

Employer

Enterprise

FinTech Solutions

Government

Inland Revenue

Internet Service Provider

Mobile Phone Provider

Insurance Firm

Shareholders

Credit Rating Agency

Asset Manager

NETWORK MAPPING
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Having tried to map the user’s experience of saving by 
looking at the key stakeholders with whom they would 
interact in the process of making a saving decision and 
deciding on an appropriate strategy, I felt that it didn’t 
fully uncover the situation. The problem is that this map 
is deceptively simple, it reveals the stakeholders that 
directly interact with the saver but not the myriad of 
other actors who have an influence or interest in the 
decision that they make.

Drawing on the work of Lucy Kimbell with Actor-Network 
Theory (Kimbell, 2014), I attempted to take a deeper look. 
This is not a value network map (I look at this more deeply 
on page 53) but quickly unveils how deeply connected 
financial decisions are with the wider world - in particular, 
advertisers and other service providers.

Social Media

SAVER
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INTERVIEW KEYWORDS

Having mapped a user’s relationship with financial 
services and the ways in which they connect with those 
services and receive advice, I wanted to explore how they 
felt about some of these services and more generally 
about the prospect of retirement and ageing. In my 
interviews, I asked participants to play a game of word 
association and here are some of the results.

I made assessments of participants’ responses as to their 
positive or negative opinion on the basis of context and 
intonation.

As you can see, ‘future’ is largely interpreted neutrally with 
focus on specific areas of life. Where it isn’t, there is an 
sense of uncertainty and fear. The reaction to ‘elderly’ is 
equally mixed and lacks any strong positive connotations.

When we started to talk about the financial services 
sector, the associations become, at best, neutral and are 
largely negative. ‘Pension’ is associated with aging and 
difficulty. ‘Lifetime ISA’ mainly with a lack of understanding 
and political associations. ‘Financial Services’ has some of 
the most negative reactions. It may be that the phrasing 
bears particular connotations of bureaucracy but I was 
surprised at how badly regarded the sector is. 

‘Money’ itself has fairly neutral associations - it seems it is 
regarded as a necessity and little else. 

I think these associations give an interesting insight into 
millennial attitudes to the financial sector. It seems clear 
that there is a considerable lack of trust for the financial 
sector and strong undercurrent of uncertainty or fear.

FUTURE Plans

Life

Career

Fear

Happiness

Unknown

ELDERLY

Care

Old

Granny

Dying

People

RETIREMENT

Family

Relief

Old

Terrifying

FINANCIAL 
SERVICES

Planning  
Ahead

Advice

Bank

Administration

Expensive

BoringNever  
Used

Complicated

PENSION

Plan

Saving

Money

Confusing

Old

Difficult

LIFETIME 
ISA

Saving

Complicated

Politics

Unknown

“What?”

MONEY

Necessary

Pay Cheque

Living

Stuff

Lots

Issues

Positive  
Negative 
Neutral

(Size of circle DOES NOT 
indicate prominence.)

Key Insight - Trust

It seems clear that financial institutions are not held 
in high regard amongst millennials and that the future 
looks bleak. I would argue that this is the result of a 
lack of trust in the industry.
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ASSESSING FINANCIAL SKILL

During my research, I developed four parameters for 
assessing financial skill. These were intended to non-
judgementally indicate the factors that might influence 
a person’s financial decisions. Participants always self-
assessed and the outcome is only intended to indicate 
how they feel about their own ability:

Whilst they aren’t authoritative or complete, these factors 
have been a useful way to judge emotional response to 
the financial world and a person’s own ability. 

A key insight from their use is in the importance of an 
individual’s attitude in comparing themselves to others. 
Several participants who demonstrated sophisticated 
understanding of the financial sector, rated themselves 
relatively lowly in confidence and knowledge.

This served to emphasis the need for a flexible solution 
that makes no assumptions about its user but equally is 
not influenced too strongly by their assumptions about 
themselves.

CONFIDENCEDISCIPLINEVISIONKNOWLEDGE

an awareness of both 
financial products and the 
wider macro-economic 
environment

the ability to generate a 
realistic idea of a personal 
and long-term financial 
future

the measure of how 
ardently an individual 
will eschew their current 
desires in favour of long-
term financial goals

an individual’s ability 
to make use of their 
knowledge and vision to 
generate and execute 
reasonable financial 
decisions
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INSIGHTS OVERVIEW

With rising living costs, debt and job market 
insecurity, Millennials are struggling to manage 
costs in the present. This leaves them with little 
to put aside for the future and, more importantly, 
little energy to put toward future planning.

Millennials are under significant 
financial pressure

During my research, most participants were willing 
to admit their knowledge of the financial products 
and services available to them is quite low. They 
cited minimal formal financial education and a 
reliance on parents as primary causes for this.

Financial knowledge amongst 
millennials is low

• The financial difficulty of the present keeps millennials 
focussed on short and medium-term goals. Several 
participants said that their main saving priority was 
‘just in case’ which emphasises their uncertainty 
about what financial requirements the near-term 
might make of them. 
 
 
 

• Balancing high living costs, their responsibilities and 
continuing to enjoy the opportunities of life keeps 
pressure on millennial saving.

• Knowing that they were unlikely to hold the same 
job throughout their career was embraced as an 
opportunity by most participants but there was also 
some concern over the uncertainty it might cause.

• Pensions and retirement saving did not rate highly 
in participants’ saving priorities - if at all. Buying a 
home, however, was often near the top of the priority 
list despite it becoming more and more difficult.

• Most participants were willing to admit that they 
lacked confidence and knowledge when it comes to 
finance and money. The majority considered a current 
account, savings and, perhaps, an ISA as sufficient to 
cover their needs. 

• Given the explosion of financial innovation in recent 
years, it seems this lack of confidence and knowledge 
is hampering some millennials’ ability to access 
products that might be advantageous to them.

• All participants pointed out that they’d received no 
formal financial education.  
 
 
 
 
 

• In self-assessments, participants showed a strong 
correlation between knowledge and confidence.

• Participants credited their parents with being 
responsible for their own attitude to financial affairs - 
both positively and negatively. This extends well into 
their adult life.

“You never quite know when something  
might go wrong.” - Eugene, Childcare Worker

“The hope is that we’ll have got given some 
money by somebody by the time we get to 
retirement.” - Christian, Office Manager

“I made some very foolish decisions in my 
early life and I curse my school for never 
teaching me how to pay Council Tax. [...] Then 
there was the credit card...” - Patrick, Developer
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Millennials have little trust in 
traditional financial institutions

Many of the participants I interviewed spoke 
about a sense of hopelessness about money and 
the future. Given the events of recent history - in 
particular, the financial crisis and its impact - their 
trust in traditional institutions has been shaken.

It might seem to be stating the obvious but the 
term ‘millennial’ encompasses a wide range of 
people from a variety of backgrounds and in 
diverse situations. Solutions for this segment need 
to take that into account and avoid blanketing.

Millennials are in a wide variety of 
financial circumstances

• In discussion of their opinion of the financial sector, 
the vast majority of participants had neutral or 
negative things to say about it. They pointed to 
the recent financial crisis as evidence that financial 
institutions are focussed on themselves and not on 
consumers. 
 
 
 
 
 
 
 
 

• No participants had particularly strong views about 
their pension provider.  

• Millennials are consistently negative about the use of 
credit regardless of their own usage habits.

• When gathering information about financial products 
and their potential benefits, millennials are more likely 
to turn to media sources than traditional sources of 
financial advice - IFAs or bank branches. Alongside 
advice from parents or, occasionally, close friends.

• Being ‘good with money’ is an extremely subjective 
concept. Participants who assigned themselves this 
characteristic varied wildly in their confidence and 
knowledge of the financial world.

• Regardless of their circumstances, all participants 
expressed a sense of uncertainty and negativity 
about the future. 

• Several participants believed they wouldn’t make it 
to retirement as the state pension age keeps rising. 
Others said they didn’t want to retire and that this 
would be an indicator of career success. 
 
 
 

• Most believe that saving is ‘the right thing to do’ 
but the ability to save was often in question - either 
because of excess spending or limited income.

“I don’t think I’ll retire. I hope to continue 
working to the end.” - Emily, DJ

“I don’t like looking at it. It just makes me 
stressed. So I ignore it.” - Vicky, Shop Assistant

“I didn’t need to worry about money... then the 
financial crisis came.” - John, Executive

“I think people put a lot of weight on large 
companies and maybe some of them will come 
through, but not all of them.” - Mary, Lawyer



OUTLIER OUTLIER PARENTCORE

My research has uncovered a diverse range of financial approaches amongst participants. Below I have tried to structure 
these into key archetypes. Owing to their significant influence in many millennials’ lives, I have included a parent but it is 
important to note that this group is at least as diverse as the millennials themselves in approach and knowledge.
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DEVELOPING PERSONAS

‘YOLO’ ‘Getting On’ ‘Forming Goals’ ‘Super Planner’ ‘Influencer’‘Hazy Vision’

Level of Financial Knowledge

Level of Financial Discipline

Characteristics

Unconcerned

Seeking life 
experience

Focussed on the 
present

Limited experience

Enjoying life

Uncertain about 
the future

Career focussed

Increased 
responsibility 

Uncertainty 
over financial 
complexity

I’ve chosen to focus on a core user group of 
people who don’t have clear direction in their 
financial affairs but have an active interest in 
engaging and improving it. 

Responsible for 
others

Balancing current 
costs with future 

need

Time poor

Focus on future

Considered 
decision-maker

Willing to offset 
desire

Extreme variety

SAM MORGAN ALEX

USER GROUP



Profile:
• 20 years old. 
• Based in London.
• Student with a part-time job (coffee shop).
• Pensions are not on the radar.

Sam is struggling to balance work, study and social life. 
They have lots of social draws and few responsibilities 
but are fairly dependent on the Bank of Mum and Dad for 
money and advice. Sam has a very limited vision of their 
future plans centred around career success.

“I just want to get through uni and then I can 
worry about the grown up stuff.”

Focus:
• Enjoy university 
• Establish a stable career path.

Drivers:
• Career building.
• Parental pressure.
• Competition with peers.

Barriers:
• Limited independent income.
• Reliant on large loans to enable 

university study.
• Time limited by focus on study 

and social life.
• Lots of social draws and 

impulse purchases that distract 
from saving strategies/future 
planning.

• Lack of trust in the 
‘establishment’.
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SAM

Knowledge:
Vision:
Discipline:
Confidence:

1 / 5
1 / 5
1 / 5
1 / 5



Profile:
• 26 years old. 
• Based in London.
• Entry-level office worker (account executive in PR).
• Default company pension scheme.

Morgan has a stable job and mid-level income that is their 
focus of attention. They know what they want from the 
next five years in terms of career and social development 
but lacks a clear vision beyond that. Morgan has begun to 
worry about things like pensions and mortgages.

”I have nothing to add to conversations about 
pensions and mortgages and worry I’m not 
prepared.”

Focus:
• Career development.
• Increasingly conscious of social 

expectations and feels they 
should prepare for marriage, 
children and mortgages.

Drivers:
• Career development.
• Competition with peers.
• Social/leisure pursuits.

Barriers:
• Carrying substantial student 

debt.
• High cost of living / rent.
• Uses credit cards to manage 

deficits month-on-month.
• Prioritising social spending over 

long-term saving.
• Prone to impulse buying.
• Time poor.
• Confronting long-term goals and 

finance is intimidating.

32 DEFINE

MORGAN

Knowledge:
Vision:
Discipline:
Confidence:

2 / 5
3 / 5
3 / 5
2 / 5



Profile:
• 34 years old. 
• Based in London.
• Operations manager (large eCommerce firm).
• Default company pension scheme.

Alex has significant and stable income but, as a parent, 
they have large outgoings from childcare, high living costs 
and debt. Alex is saving for their wedding and a house 
deposit. While they’re very focussed on establishing a 
family home, lifestyle costs remain high.

”I want to focus on my family and ensure that 
we’re happy and healthy. The future is so 
unpredictable, I don’t want to think about it.”

Focus:
• Setting up a family home.
• Enjoying free time with family 

and creating happy memories.
• Conscious of the need to secure 

their child’s future.

Drivers:
• Responsibility for family.
• Competition with peers.
• Social/leisure pursuits.

Barriers:
• Cost of childcare.
• High cost of living / rent.
• Carrying student debt.
• Credit card debt from previous 

decisions.
• Time poor.
• Confronting long-term goals and 

finance is intimidating.
• Retirement seems a long way 

away.
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ALEX

Knowledge:
Vision:
Discipline:
Confidence:

3 / 5
4 / 5
3 / 5
3 / 5



PROBLEM SPACE

I began this project with what I had thought was a fairly 
simple design question:

How can we encourage millennial savers to prioritise 
long-term goals?

However, my research very quickly began to change my 
mind. I’ll admit that I was taken in by media coverage 
of millennials that painted a picture of a generation too 
focussed on enjoying the present to worry about the 
future. Even though it wasn’t my own experience, I had 
wrongly assumed that this image must be true - the 
problem must be that millennials aren’t putting enough 
emphasis on the long-term and the solution is to find a 
way to change their mindset.

As I looked into the problem for myself, I realised that 
there was some truth to that story - millennials are 
concerned about the present - but their reasons for 
being so are not based in the pursuit of pleasure. This 
generation faces an unprecedented challenge in the form 
of a rapidly-paced and deeply uncertain economy. There 
are no jobs for life, houses are hard to buy, income levels 
are lower than previous generations, living costs are on 
the rise and the pension system has come to favour the 
industry over the individual (Williams, 2016).

Furthermore, as the financial landscape has become more 
complicated by debt, credit and innovation, education 
has not kept pace. Millennials entered the ‘adult world’ 
with no formal instruction in financial affairs and at a time 
when credit products were on the rise - many specifically 
targeting this naive consumer group (Warwick-Ching, 
2017). They relied on their parents for advice and many 
parents would be just as confused by it all.

Millennials are gripped by uncertainty and, in a lot of 
cases, it has resulted in inertia. They see the future as a 
bleak and, even, hopeless place. 

Nevertheless, I didn’t think the picture was as desolate 
as it may have seemed. The last few years have seen a 
boom in financial innovation and there is still much to be 
said for well considered planning. My focus shifted toward 
confidence and knowledge as key elements in a person’s 
ability to make sound financial decisions.

As I moved into the Develop phase, I did so with a more 
appropriate question that took into account everything I 
had discovered:
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How might we encourage 
millennial savers to become 
active participants in planning 
for their financial future?

DESIGN QUESTION

35DEFINE





37DEVELOP

DEVELOP
On a Path Through the Hills

Having completely changed my thinking about the 
problem and with much clearer ideas on what is causing 
it, in this section I will give a summary of how I set about 
creating a solution. 

I was keen to involve the millennials that I’d interacted 
with in order to ensure that what is produced remains 
relevant, realistic and useful to my target user group.
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INITIAL DESIGN CRITERIA

HOLISTIC
To compete and be useful, it needs to take into account 
the user’s entire financial life and that puts a huge 
emphasis on being trustworthy. 

SIMPLE
The solution will need to be simple, clear and easy-to-
use – if less confident users are going to use the service, 
they can’t be intimidated or confused by it. Equally, more 
confident users can’t be patronised. It needs to adapt 
intelligently.

 
DIGITAL
In order to present relevant and up-to-date information 
and be convenient, it’s likely the solution will need to 
largely be reached via digital touchpoints but the exact 
nature of it will depend on its final form.

  
OCCASIONAL
It needs to be something that users access occasionally 
but regularly – by which I mean it shouldn’t be something 
that requires daily attention but will encourage regular 
review and updated action.

AUTHORITATIVE
Complete and timely information needs to be available 
but it shouldn’t be overwhelming or require trawling 
through things that are irrelevant to the user’s needs.

INDEPENDENT?
Returning to the issue of trust, the exact shape of 
the solution will need to encourage users to trust the 
guidance it gives. Furthermore, it should earn their trust 
by the quality of service it provides rather than relying on 
the power of association or deception.

My research and analysis uncovered a number of 
challenges in achieving my goal. I decided to establish 
a set of criteria in order to ensure that my design work 
adequately met and overcame these challenges. These 
parameters gave my process ample flexibility but ensured 
that my work continued to respond to reality and didn’t 
get lost in the throws of creativity.

SIMPLE
KEY PARAMETER

AUTHORITATIVE
KEY PARAMETER

DIGITAL
KEY PARAMETER

INDEPENDENT
KEY PARAMETER

OCCASIONAL

KEY PARAMETER

HOLISTIC
KEY PARAMETER
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CO-DESIGN PREPARATION I wanted to make sure that the co-design sessions were 
productive but also engaging and fun. I prepared a set of 
materials that I hoped would help to introduce my topic and 
inspire discussion without being too prescriptive.

I was keen that participants engaged with the personas so 
I produced profile cards for each of them and some paper 
people for them to bring to life with the persona’s personality. 
I also developed a large set of ‘factor cards’ in six categories 
that listed some of the barriers, goals, criteria and such that 
my research had uncovered.

LACK OF TRUST
BARRIERS

EMAIL
TOUCHPOINT

FINANCIAL 
INDEPENDENCE

GOALS

PARENTS

SOURCE OF FINANCIAL KNOWLEDGE / ADVICE

Types of key factor cards.

Persona profile cards.

Paper people ready to be 
made into personas.

PENSIONS 
DASHBOARD

DRIVERS OF CHANGE



CO-DESIGN ONE
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My first co-design focussed on validating my personas and 
beginning the process of responding to their problems. 
I broke the ice by asking participants to visualise the 
personas and the three illustrations I’ve used thoroughout 
this report were created. Whilst they worked on them, I 
asked participants to assess the personas and decide how 
closely they aligned with their own experience. 

We then plotted the personas’ user journey of long-term 
saving against a series of factors - these included barriers, 
goals, drivers of change, touchpoints, sources of financial 
knowledge and my design criteria. This revealed some 
interesting associations that I hadn’t anticipated - for 
example, the impact of competing with peers leading to 
the topic not being discussed amongst friendship groups. 
It also reaffirmed a general lack of trustworthy places 
from which to seek financial guidance. 

There was a clear pattern in the user journeys - pensions 
were only thought about when people switch jobs and 
this became the premise for some initial ideation.

We discussed ways in which pensions could be kept in 
people’s minds on a more regular basis and made a more 
attractive and interesting thing to put time into. 

Some of the participants were also keen to look at ways 
of making the long-term future seem more relevant in the 
present. They pointed out that one of the reasons people 
don’t think about pensions is because it can feel like 
something you’ll benefit from in a very long time, if ever, 
and doesn’t have the appeal of things in the present.

The full set of ideas suggested is described on page 42.

Participants developing Persona identities.ONE

Mapping Personas to user journeys and 
assigning key factor cards.

TWO
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Discussion amongst participants.THREE

Results of the process.



IDEATION ONE
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Concepts developed at Co-Design One.

Below is the full list of concepts that were suggested and 
discussed at Co-Design One. 

As you can see there was a wide spectrum of potential 
solutions. They ranged from very personal solutions, such 
as a timeline of life events and a big red light that sits in 
a person’s home and flashes when their finances don’t look 
healthy, to the more communal, such as a national pension 
day or a lottery deducted from contributions.

One of the more creative concepts came from a discussion 
with a classmate after the session who suggested a plant 
feeder that let your house plant die if you didn’t manage 
your money properly.

It was really interesting to see how participants thought 
they would be convinced to act and the relative level of 
coercion that would be required to get them to act in their 
own interest.



PROTOTYPING 
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Selection of early prototypes for 
a goal-setting app, cigarette-style 
financial health warnings and a 
‘future-self’ avatar visualisation.

After Co-Design One, I spent some time assessing the 
ideas that had been talked about. I picked out a few 
that I thought had potential for early prototyping in 
preparation for Co-Design Two where they would be 
further refined and developed.

I was keen to select concepts that seemed practical 
and best fitted with my design criteria - they had also 
been amongst the concepts that were most thoroughly 
discussed in the co-design session:

• A goal-setting app that connects with your pension 
and lets you compete with a target over the year.

• An advertising campaign like that for cigarettes that 
presents dire warnings about the potential dangers of 
being unprepared for retirement.

• A personal visualisation of the future based on a 
person’s contributions to their pension. It depicts the 
lifestyle they can expect in line with their interests.



CO-DESIGN TWO
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Grouping, discussing and voting on ideas to 
develop from Co-Design One.

ONE

Developing concepts in more detail.TWO
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Creating simple prototypes to experiment with.THREE

In my second co-design session, we reviewed the concepts 
from the first. There were a few participants from the first 
session but also some new ones which helped to energise 
the discussion.

Having grouped the concepts into general intentions, 
(ONE, pink post-its) we discussed their merits and 
participants wrote feedback (ONE, blue post-its). The 
initial prototypes I had prepared were considered as 
examples but were not really used in discussion.

Each participant then voted on the concepts that they 
thought would be most effective and there were three 
concepts which drew most attention:

• ‘Clear, defined targets’ - essentially goal-setting.
• ‘Save or the Teddy gets it’ - an app where a teddy is 

put in jeopardy if the user doesn’t save money.
• ‘Pension Day’ - a national awareness day

The choice of the Teddy concept generated a lot of 
discussion and it was eventually dropped by the group on 
the basis that it wasn’t a sustainable solution.

The two remaining concepts were then discussed further 
and the group began to develop thinking around what 
would be included and how they would work. An app 
was chosen as a sensible and accessible format for the 
goal-setting tool and another idea was also integrated 
- a future-self visualisation to give the goal some more 
extensive context and relate the distant future to the 
present.

Finally, we began to carry out some simple paper 
prototyping. The focus was on the app as the lottery 
concept took a back seat due to its simplicity and lack 
of physical form. Later it was suggested that it was 
integrated into the app itself.
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Here are the prototypes of the two concepts which Co-Design Two developed:

Above, a goal-setting app with visualisations of how the 
user’s saving might impact their lifestyle in the future.

Below, a lottery funded from small portions of pension 
contributions designed to make saving more exciting.  
All winnings would be required to go into the winner’s 
pension pot.



PROTOTYPING
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Given the enthusiasm that the concept had received, I 
decided to iterate and develop a further prototype of the 
goal-setting app.

Here are some key screens from the prototype -
• Sign up
• Profile data and information assistance / guidance
• Results screen with goal and waypointing

In discussion with some classmates and reviewing my 
earlier thoughts, I realised that the concept shouldn’t be 
an app. Apps encourage users to check in regularly and 
long-term planning shouldn’t be worried over on a very 
regular basis. I chose to develop the service as a web-
based tool instead - still accessible from mobile devices 
but without the need to carry it around all the time or the 
temptation to dip in to see how things are doing.

I felt it was important to develop a means by which 
users would reach the service and some further research 
revealed that there is already a Pension Awareness Day in 
the UK (pensionawarenessday.com) which had been one 
of the early ideas from my Co-Design sessions. 

A longer period with a less narrow focus seemed like a 
powerful way to encourage regular but occasional use 
of the service. A swell at a particular time of year and 
slipping into the background the rest of the time. This was 
the starting point of developing a wider social awareness 
campaign that I tentatively called Bright Future. 

This prototype was built using Marvel and can be 
accessed here: https://marvelapp.com/3020fd9



PROTOTYPE REFINEMENT
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I spoke to some of my original interview participants to 
get their feedback on my developing concept.

It met with a lot of positive responses but the first thing 
that was point pointed out was the grey colour and the 
lack of engaging content. This immediately lead to a new 
iteration which also included some adjusted language 
that moved away from technical terms in favour of a more 
conversational style.

These sessions also further explored the need for a wider 
campaign around the tool and how that might look. 

Significantly, participants pointed out that they had never 
heard of Pension Awareness Day but several participants 
thought that a similar campaign could be very effective. 
The core problem being reaching the users in the first 
place in order to engage them.

It was also suggested that the tool had a wider scope 
than just pensions. Instead giving guidance on savings 
goals but also ways to help them be achieved. I’d begun 
to explore this idea in my previous iteration but had only 
thought of it as a way to facilitate pension savings. This 
was the point at which I began to explore how the service 
could be a platform for a broader waypointing effort.



PROTOTYPE ITERATIONS
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The first prototype developed after Co-Design One.

The final iteration generated at Co-Design Two.

The first formal iteration. Exploring how data would be 
sourced and the beginnings of a visual identity.

An early form of my final prototype.
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DELIVER
A Brighter Future

Having iterated and developed my concept several times, 
in this section, I’ll present my solution and explain how I 
envisage it working and meeting the needs of millennial 
users in the real world.
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INTRODUCING  
BRIGHT FUTURE

Bright Future is a service that raises 
awareness of the need for more sophisticated 
future planning amongst millennials and offers 
the tools and advice to achieve it.

Its use is centred on Bright Future Week - an annual 
national momentum campaign timed to fit well with 
existing events such as Pension Awareness Day. In 
the lead up to this week, Bright Future distributes an 
email campaign via pension providers and employers to 
every employed millennial. This is complemented by an 
advertising and social media campaign. 

The message of the campaign is simple - it’s time for 
action - and there is strong encouragement to make use of 
the Goal-Set tool.

The Goal-Set tool is a web-based, personalised platform 
which uses user-entered data to calculate a clear, 
achievable annual savings goal. Alongside the goal, the 
service suggests third-party products and services that 
might help to achieve the user’s goal depending on their 
needs. For example, if a user’s income narrowly met their 
expenses, the service might suggest a day-to-day money 
management app.

This advice is independent and merit-based - it’s 
important that users are able to trust the advice Bright 
Future gives.

The Bright Future website also features an extensive 
Knowledge Base filled with impartial advice on managing 
financial affairs. This resource is designed to empower 
users to make the best financial decision for them and 
give the confidence to make use of new services and 
products that will enhance their financial lives.

At the close of Bright Future Week, users who have taken 
action are encouraged to forget about long-term planning 
and let their actions take effect in the background. The 
service recognises that it’s important not to obsess over 
the future and to enjoy the present.

Bright Future has a broad scope of potential partnerships 
from other charities and finance groups to media 
organisations and the public sector. The service will 
remain independent but its mission is to spread the 
message as widely as possible. Ultimately, the aim of the 
service is to bring about social change and encourage 
users to take action to protect themselves into the future.

Bright  
Future

GOAL-SETTING  
& WAYPOINTING

TOOL

SOCIAL  
MOMENTUM
CAMPAIGN

ONE ‘ACTION’ WEEK 
IN ONE ‘CAMPAIGN’ MONTH
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DISTRIBUTED VALUE  
PROPOSITION

User Value Propositions:

• Establishing clear parameters for success
• Giving practical guidance/knowledge

• Overcoming personal anxiety/inertia
• Reassuring that people around are facing 

same problems
• Creates a sense of security about the 

future 

Tangible Value
Intangible Value

Employer Value Propositions:

• Recruitment potential
• CSR fulfillment

• Greater employee satisfaction
• Positive wider public perception

Inspired by the work of Lucy Kimbell (2014).

Pension Provider Value Propositions:

• Increases revenue through increased client 
pension contributions

• Advertising potential
• CSR fulfillment

• Increases level of client trust
• Positive wider public perception

EMPLOYER
PENSION
PROVIDEREMPLOYER

Bright  
Future

USER



[AWARENESS]

[AWARENESS]

[AWARENESS]

[ENGAGEMENT]

[ENGAGEMENT]

[KNOWLEDGE]

[ACTION]

Gets emails  
about  

Bright Future.

(11 months pass)

These emails would originate as part 
of a large-scale public awareness 
campaign around Bright Future Week.

During the input process, the user would 
be presented with useful information to 
guide and expand their knowledge of 
pensions and retirement planning without 
being overwhelming.

Goal-setting and waypointing is at the 
heart of the service’s value proposition. A 
small amount of data entry will give a user 
a clearly defined and achievable goal for 
which to aim their pension contributions.

A key part of the service is the emphasis 
it puts on not monitoring pensions on a 
daily basis. It actively encourages regular 
review but on an annual basis so users 
aren’t tempted to interfere with long-term 
investments in short-term increments.

Accesses the BF 
website and reads 

about the campaign.

Gets emails about 
Bright Future.

Signs up for the BF 
online Goal-Set tool.

Reviews some old 
emails to help fill 
the online tool.

Inputs their data.

Decides to update their 
pension contributions with 

the HR representative.

Working and not thinking about  
pensions or retirement planning.

[KNOWLEDGE]
Receives their goal.
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SERVICE PROCESS & CYCLE

Forgets about pensions 
and retirement planning.

Public Engagement Strand

Online Tool Strand

A

B

C

1

2

3

4

5

6

7

This diagram plots the basic steps a user will encounter as 
they move through onboarding and into the annual cycle 
that the sevice aims to establish. The example of updating 
pension contributions is used but this could be a variety 
of actions in actual use. Emphasis is on the user being 
inspired to take their own action outside of the service be 
it altering their arrangements or simply researching.



55DELIVER

DISTRIBUTION MODEL

User Onboarding ( A - C )

Bright Future makes use of strategic partnerships in order 
to make initial contact with target users. The essential 
relationship is with Pension Providers who, thanks to 
workplace pension regulations, have at least indirect 
contact with every employed person in the country. 

The emails in step [A] on the adjacent Service Process 
diagram would be distributed to Pension Providers as 
templates for them to pass on to their clients - either 
directly to users or through employers depending on their 
structure.

This distribution structure has benefits for all of the 
stakeholders involved: 

• The user, regardless of their opinion of the merits of a 
particular provider or employer, knows that the Bright 
Future emails come from a regulated source and this 
begins the process of their trusting it.

• The pension provider directly benefits from any 
increase in pension contributions.

• Employers contribute to ensuring the financial 
security of their employees and, at a larger scale, 
their own social responsibility requirements. 

It is important to remember that, whilst the emails 
are distributed by pension providers and employers, it 
would be made clear that they are from Bright Future - 
an independent organisation.

There are two key stages of Bright Future ‘s relationship 
with its users. The first is the indirect onboarding process 
where partners in effect recruit users to the service. The 
second is the direct cyclical relationship designed to 
ensure regular financial review.

Service Cycle ( 1 - 7 ) 

Once the user has entered their data at step [1] of 
the adjacent Service Process diagram, communication 
between the user and Bright Future will become direct 
(with the exception of those users who opt to not create a 
Bright Future account).

Bright Future would then be able to develop this direct 
relationship with the user in future service cycles to 
increase the likelihood of the user continuing to benefit 
from the service over the ensuing years.

This also reduces the service’s dependence on specific 
partners in the long-term.

Bright  
Future

Pension Provider Partners

Employers

Bright  
Future
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CORE MESSAGING

At the core of Bright Future’s purpose are two strands: 
raising awareness amongst millennials of the need for 
them to prepare for their long-term future and retirement 
as early as they can and empowering action through 
knowledge building. 

Ultimately, the service aims to inspire user action and 
offers tools and guidance to make that action as easy and 
as simple as possible. There are four stages in the process 
of moving a new user to action and, at each stage, there 
is a core service message.

They are presented below alongside the specific 
touchpoint of their delivery to the user. 

It is important to note that these are the core 
messages and would be crafted into Bright Future 
material in a far more subtle form. 

This is a cyclical process as the service encourages the 
user only to think about the subject at a specific time and 
they are likely to need to be re-engaged each cycle.

AW
ARE

NES
S

ACTION

ENGAGEMENT

KN
OW

LE
DGE

Bright  
Future

“Pension / retirement planning is more 
important than you think.”

“You don’t have to think about it all the 
time but now it’s time to do something.”

“Action now will require less effort and 
yield greater benefits than action later.”

“There are lots of options but it’s not 
as complicated as you think.”

Social Media
Advertising Campaign
Email Campaign
Website

Social Media
Advertising Campaign
Email Campaign
Website
Goal-Set Tool

Email Campaign
Website
Knowledge Base
Goal-Set Tool

Goal-Set Tool
Waypointing
Knowledge Base
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MVP SERVICE TOUCHPOINTS Below is a short summary of Bright Future’s touchpoints, 
when they will be used and how they will impact the 
user’s journey. 

The full service blueprint can be found on pages 78-79.

An impartial knowledge base will, alongside Goal-Set 
waypointing, assert independence and reassure users on 
the course of action that best fits their requirements. This 
information will be neutral and help users understand the 
basics of long-term saving and the wider financial market.

Mass advertising, ideally above and below the line, will be 
used to complement, reinforce and legitimise the content 
of the emails.

The email subject lines below capture the essence of each 
message from Bright Future in the run up to Bright Future 
Week. It would be best if these were copy-written by an 
outsourced marketing agency. Their primary purpose is to 
engage users and convince them to use the Goal-Set Tool. 
They would also be the primary vector for informing users 
about the potential impact of the ‘savings crisis’ and how 
action now is essential.

The Goal-Set Tool and it’s waypointing outcomes are at 
the centre of Bright Future’s user value proposition. This 
will be the first direct interaction the user has with the 
service and the most active.

Partnerships are an important part of Bright Future 
and this email is included to emphasise the wide range 
of partnerships that the service could pursue. Pension 
Awareness Day is a natural bedfellow for Bright Future 
but  there is plenty of potential to extend co-operation 
into various sectors including education and media/
entertainment.

Touchpoints delivered to the User by Partners.

Touchpoints delivered to the User by Bright Future directly.

Touchpoints delivered in partnership with other service providers.

Bright Future 
Week:

Introduction Get ready!
Time to use  

Goal-Set
Goal-Set Tool

& Waypointing

Thanks from  
Goal-Set  

(Outcome)

Bright Future 
Week:  

Wrap Up

Happy Pension 
Awareness Day!

1 Week 1 Week

Responsive to  
User ActionUser Dictated

1 Week

Bright Future Website
(inc. Knowledge Base)

Mass Advertising 
Campaign

(inc. Social Media)
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USER JOURNEYS & OUTCOMES

Returning to the personas from the Define stage, I wanted 
to test how Bright Future met there needs.

In my research, I found that very few participants had 
refined visions of what they wanted from their future. 
Their main sources of financial advice were from relatives 
and the media. Participants were forced to make, at 
best, semi-informed decisions or, at worst, guess at 
which courses of action would most likely benefit them. 
Similarly, the personas I developed have a range of needs 
and relatively little knowledge with which to assess their 
options.

Each enters the service in a different situation and with 
different requirements. This was a key part of my design 
criteria, the service had to be adaptable to a variety of 
user situations, experience and needs.

Each ends up with clearly defined goals and reliable 
guidance on products and services that might assist 
them to achieve them. Alongside this they have greater 
awareness of and confidence in their financial capacity.



SAM

Sam is a student with a part-time job so their income 
is quite limited. At the same time, they are surrounded 
by the temptations of student life.

For someone in this situation, the service is more likely 
to focus its advice around establishing sustainable 
budgeting habits and making sensible purchasing 
decisions so that as income increases, making greater 
pension contributions will be easier.

Another key part of interacting with the service is 
establishing an understanding of need in the user. 
This is achieved through the combination of emails 
and web content and increases a user’s likelihood of 
maintaining their service involvement.

1. Receives an email about 
Bright Future (from employer).

2. Deletes email as they don’t 
think pensions are relevant to 
them.

3. Receives second email and 
sees advertising campaign.

4. Logs on to the website and 
uses the Goal-Set tool.

5. Receives none judgemental 
guidance about how to budget 
daily spending.

6. Downloads one of 
the suggested money 
management apps and 
begins to develop a better 
relationship with money.
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MORGAN

Morgan lacks confidence in their financial affairs and 
has not previously felt they had the time or knowledge 
to get on top of their long-term financial planning. 

At this point in Morgan’s life, they have a stable 
income and are financially independent with few 
substantial commitments. 

Conscious that they need to prepare for the future, 
Morgan wants to be in a strong position, particularly 
as they are keen to own a home and, at some point, 
start a family and will need to manage the associated 
costs.

Morgan’s key driver for using the service is gaining 
sufficient knowledge to be able to juggle these 
expectations without compromising their current 
lifestyle.

1. Receives an email about 
Bright Future (from employer).

2. Decides the service 
addresses some of their 
current concerns and wants to 
try it out.

3. Uses the Goal-Set tool. 

4. Sees that they need 
to increase their pension 
contributions to achieve what 
they anticipate from their 
retirement lifestyle.

5. Receives clear and impartial 
guidance on how to increase 
their pension contributions.

6. Meets with Human 
Resources representative to 
action an increase in their 
matched contributions.
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ALEX

Alex’s need of the service is a little different to Sam’s 
and Morgan’s. Whilst they have a stable income, their 
financial commitments are significant and they need 
to balance these outgoings with their awareness of 
future lifestyle costs.

Furthermore, they have had several jobs over their 
career that have had pension schemes which they are 
no longer contributing to. 

Alex’s priority is getting a clearer sense of their 
current financial situation and insight into their regular 
spending to allow them to get a better sense of where  
savings can be made.

1. Receives an email about 
Bright Future (from employer).

2. Files the email away for 
when they’re less busy.

3. Receives second and third 
mail and decides to research 
Bright Future.

4. Logs on to the website and 
uses the Goal-Set tool.

5. Receives none judgemental 
guidance on daily budgeting 
and pension consolidation.

6. Downloads one of the 
suggested budgeting apps 
and uses a suggested pension 
consolidation service.
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Users 
(Employees)

MVP

Pension  
Providers

Mass Media 
Producers

Government 

Event  
Managers

University 
Ambassadors FCA

TTL AdvertisingSocial Media
Platforms

Big Business Banks

Full-scale  
Implementation 

Diversified Extensions

Fintech

School 
Programmes

Money Advice 
Charities

Employers Bright  
Future

SCALES OF IMPLEMENTATION The information presented in this report is largely based 
on an Minimum Viable Product (MVP) concept in order that 
it might be most efficiently developed and deployed. 

However, given sufficient availability of resources, the 
solution’s marketing and partnerships could be expanded 
in several ways in order to extend its reach and impact. 
These options are briefly introduced below.

Minimum Viable Product 
This is the solution stripped to its basic concepts and 
designed to deliver maximum impact whilst expending 
minimal resources. 

Full-scale Implementation 
More resources would enable an expansion of the solution 
to create a campaign that could recruit the support of 
existing financial institutions, Fintech enterprises and 
media organisations to create a ‘movement for change’. 
This would increase social pressure on users to engage  
and act.

Diversified Extensions 
As the solution’s impact and resources grow, a number 
of logical extensions present themselves. These include 
education programmes in schools and universities to 
ensure following generations are equipped for the modern 
financial landscape. Ultimately, with enough user support, 
the initiative could create an evidence base for changes 
in public policy around personal finance and retirement 
planning.
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CONTEXT MAP

Regardless of the scale at which marketing and 
partnerships are extended, Bright Future has the potential 
to significantly strengthen and extend users’ relationships 
with financial services.

Bright Future is a connector and sits between the user 
and a variety of alternative financial service providers 
which they may not be aware of or have the confidence 
to make use of. In my research, very few participants 
had engaged with FinTech services or more complex 
investment products.

Furthermore, it offers the opportunity to strengthen a 
user’s relationship with their existing financial service 
providers - in particular, their pension provider. 

Finally, and perhaps most importantly, Bright Future 
waypoints users to existing services that they may not 
have previously aware of or understood the work of. These 
organisations offer help and advice on financial matters 
for people in a wide range of financial situations.

Credit Unions FinTech 
Solutions

Alternative 
Lenders

Better knowledge 
and control over 
existing finance

New forms of finance

ALTERNATIVES

USER

Bright  
Future

Pension  
Provider

Bank

TRADITIONAL PROVIDERS

Credit Card / 
Loan Provider

Money Advice 
Service

Money Advice 
Service

Debt 
Management

SOURCES OF ADVICE / HELP

Financial 
Advisors

Existing
Enhanced
New



• Staffing - given that the focus of activity will be 
annual and last approximately a month, a small staff 
(potentially, a single individual) could be maintained and 
supported by part-time or, even, seasonal personnel as 
needed. 

• Research - this would need to be outsourced to ensure 
quality and that the service is kept up to date 

• Design - similarly to research, this could be outsourced 
to ensure the service’s material maintains appeal.

• Technology - the service will be heavily reliant on CRM, 
website development/maintenance and email tools. 

• Consulting - given the sensitivity of the sector, all 
touchpoints must be stringently quality-controlled for 
regulatory compliance.

Cost Structure

Key Partners
Pension Providers 
In the proposed MVP model, initial 
messaging distribution would be 
carried out by Pension Provider 
Partners (PPPs) via their client 
networks. Pension Providers are the 
financial beneficiaries of the concept 
as greater user contributions result in 
increased business for them.

Employers 
Employer clients of the PPPs will be 
the initial point of contact for users 
with the service. Their involvement 
will be incentivised by an appeal to 
their Corporate Social Responsibility 
(CSR) commitment which could be 
formalised in an accreditation scheme 
similar to the Living Wage Foundation.

• Maintaining Web Platform 
At the core of the service is an 
automated guidance tool that 
would require comprehensive 
research, development & iteration.

• Communications 
Developing and maintaining 
effective communications with 
users and potential users.

• CRM 
Ensuring the smooth distribution of 
communications material and the 
integrity of the web tool database.

• Networking 
Maintaining and seeking partners 
to expand service reach and 
impact.

• Fundraising 
Searching for relevant sources of 
income (dependent on structure).

• Overcoming personal finance 
anxiety/inertia

• Reassuring that people around 
are facing same problems

• Creates a sense of security 
about the future

• Establishing clear parameters 
for success

• Giving practical guidance/
knowledge

Key Activities User Value Propositions

• Industry Contacts
• CRM Infrastructure
• Communication Design*
• Financial and Legal R&D*
• Web Development*

Key Resources

*potential for outsourcing

Self-service.

The relationship with users is passive 
and automated. All contact is handled 
through emails that encourage 
user action through the automated 
guidance tool and the website’s 
knowledge base. 

• Email 
• Web Tool
• Website
• Social Media
• Advertising

The service is initially targeted 
at millennials with an existing  
relationship with a Pension 
Provider.

This may be via a workplace pension 
scheme or directly through a private 
pension.

However, the service will be relevant 
and useful to all millennials and other 
generations as it and its reputation 
develop.

Customer Relationships Customer Segments

Channels

As an independent educational 
charity, revenue would come 
from partnerships with other 
organisations and the pursuit of 
charitable trusts and grants.

Other potential structures are 
discussed on page 65. 

Revenue Streams

BUSINESS MODEL CANVAS
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Corporate / Media Partnership Independent Educational Charity
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MANAGEMENT & STRUCTURE
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With this model, the user becomes the main revenue 
source for the service. By paying a modest annual 
subscription, they gain access to the guidance tool and 
knowledge base.

This option gives the service an independent revenue 
that can be used in any way that it is needed. 

It would also ensure that the service maintained a 
user-centred operating model as its survival would be 
dependent on its user’s perception of good value.

By charging for the service, an expectation of value is 
created in the user’s mind. Given my research, it is likely 
that many potential users would not see the value of the 
service being equal to even a small financial outlay. This 
would not only limit the service reach but, potentially, 
endanger its existence if too few users could be enticed 
to invest. 

Subscription Service

By offering a pension comparison service alongside 
the guidance and engagement tools, the service could 
generate revenue from commissions paid by pension 
providers.

This option gives the service an independent revenue 
that can be used in any way that it is needed.

It also extends the value offered to users and creates a 
hub for pension discovery and management.

There is also potential for a partnership with an existing 
corporate to reduce infrastructure and set-up costs.

This option challenges the service’s independence in the 
eyes of the user. There is a danger that user trust would 
be compromised by the perception that guidance was 
angled to generate sales.

It could also encourage users to review their 
arrangements with increased regularity and, potentially, 
cause pension products to be seen as short-term rather 
than long-term investment.

Pension Comparison Service

D
et

ai
l This model offers free access and advice to the user 

through sponsorship from companies in relevant sectors 
- most likely financial or media-based. 

As an independent charity, the service would need to 
seek funds and/or sponsorship from other organisations 
on the basis of its work complementing theirs - most 
likely in the form of CSR or statutory requirement.

Pr
os Given that, if successful, the service could offer a 

significant increase in income to their businesses, 
it seems likely that it wouldn’t be difficult to secure 
sponsorship from a pension provider. This would provide 
significant funding and knowledge potential that would 
allow the service’s reach to expand significantly.

The service’s independence would be maintained and 
users will be more likely to trust its guidance. 

Revenue could be sourced from a wide-range of 
organisations and partnerships could be extended quickly 
to expand service reach and impact.

Use of the service could be kept free.

C
on

s It could compromise the service’s independence in the 
eyes of the user and reduce its use amongst those with 
negative and/or neutral perceptions of the sponsor.

Furthermore, it would reduce the number of avenues for 
service expansion as further partnerships would become 
dependent on the goodwill of and toward the sponsor.

This model will require significant amounts of research 
and applications to be carried out to secure funding 
in the competitive third-sector. This will be very time 
intensive. 

It could also preclude the possibility of the service ever 
establishing a revenue generating function.

I’ve assessed several possible management structures for Bright Future -  I believe that the most likely to succeed is the 
independent charity model but all four offer benefits and drawbacks
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Bright Future compares well to other options in the 
marketplace.

Whilst there isn’t a service that matches Bright Future’s 
offering exactly, there are some which have set out with 
the same intentions. A strong example is the Society of 
Grownups, an IDEO project for an MassMutual - an Ameri-
can life insurance firm. The Society offers financial infor-
mation and a variety of calculators but isn’t independent 
and remains passive. 

The other competitors’ main drawback is that they do not 
try to be holistic in their guidance or services. 



• YOLO (You Only Live Once) attitude in user group

• Increasing cost of living

• Financial Services landscape shift

• Macroeconomic environment

• Growth of platform banking

• User group inertia

• Negative attitudes toward financial services

• Fear of the new

• Simplicity

• Accessibility

• Low bar for entry

• Automated

• Low cost, high value for user

• Value chain encompasses all stakeholders

• Independence*  

• Holistic

• Inclusive

• PSD2

• Pension Dashboard

• Rise of FinTech

• Public Awareness of relevant issues 
- ageing population, increasing state pension age, etc.

• FOMO (Fear Of Missing Out)

• Too simple, easily duplicated

• Dependent on user motivation

• Lack of existing awareness

• Dependence on external funding*

• Dependence on partners understanding value

• Lack of user trust in partners

• Light touch solution

Weaknesses

Threats

Strengths

Opportunities

*Dependent on revenue/management structure.

SWOT ANALYSIS
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Bright  
Future

Today is the first day of your journey to a 
Bright future. brightfuture.com/sign-up

Bright Future
@BrightFutureUK

9:00 am - 10 Sep 2018

Promoted

159 Retweets   1638 Likes

Follow

Bright  
Future

ACTION TODAY.
NO WORRIES TOMORROW.

Bright Future Week
10 - 16 September 2018

Social Momentum Campaign
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IDENTITY & OVERVIEW

Advertising

Advertising may be one of the first touchpoints through 
which a user encounters Bright Future. It serves two main 
purposes - raising awareness of Bright Future’s mission 
of alleviating the ‘savings crisis’  and helping to legitimise 
Bright Future’s emails when the user receives them from 
their pension provider or employer. 

The campaign would take as many forms as the budget 
allows encompassing both a mass media element and 
online social media effort.

Email Campaign

Emails from pension providers are the main user 
recruitment method for the service. They’re designed to 
be engaging but not intrusive and will slowly build up user 
desire to make use of the Goal-Set tool and take action 
on its advice.

Furthermore, their emphasis on independence, in 
conjunction with the advertising campaign and the 
legitimacy of their sender, will encourage user trust.  

ONE

TWO



Goal-setting & Waypointing Tool
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Online Tool

The Goal-Set tool and its outcomes is the main active 
element of Bright Future.

It is designed to keep the user engaged whilst asking 
them for as little information as possible. In order to offer 
guidance as conveniently as possible, users can view their 
results on the site and will also be sent an email. They can 
opt to open an account so that their information is always 
available and they can view or experiment with it at any 
time.

The service is based on a web platform that can be 
viewed from a variety of devices. This format was chosen 
over an app to encourage users not check and reassess 
their situation on too regular a basis.

This prototype was built using Marvel and can be 
accessed here: https://marvelapp.com/27dg4f7

A full walk-through of the interface of the Goal-Set tool is 
listed on pages 80-81.

THREE
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DISCUSSION
Beyond the Horizon

In this section, I analyse my process over the course of 
the project and suggest some developments that I would 
pursue were the project to continue further.



PROCESS ASSESSMENT
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I’m the first to admit that my personal opinions around 
this subject area have been significantly altered as I’ve 
gone through the process of research and development. 
My fieldwork unearthed an incredibly complex landscape 
of opinion and where I’d thought millennial inertia was 
caused by cultural characteristics, I now see it is based 
in a myriad of factors that encompass culture, economics, 
politics and education.

On this basis, I’m quite proud of my process - however, 
there are a couple of ways in which I would improve it, 
were I to begin the project again. 

Firstly, my interview sample was not as wide or diverse 
as I would have liked. This was limited by ability to reach 
people willing to take part but, given another attempt, 
I’d be keen to broaden it as far as possible. My research 
did lead me to developing as wide-reaching a solution as 
possible so I am not concerned that any of my user group 
will be excluded but there is plenty of scope for more 
detailed analysis and, potentially, subtle adaptations and 
personalisation to further increase the services value.

I also believe there is scope for the Goal-Set tool to 
deliver information to the user in more engaging ways. 
Whilst I’m proud of the outcome, I admit it was limited by 
the amount of development time I could give it. Were I to 
repeat the process, I think that more co-design sessions 
could help improve the outcome and move away from the 
more traditional outcome pages I have proposed.

However, overall, I am confident in my conclusions and the 
value of my proposed solution. Bright Future is unique in 
its combination of a wide-reaching awareness campaign 
and a practical tool providing achievable real world 
outcomes. The service empowers users and helps them 
become active participants in their own financial lives - I 
believe these are the crucial ingredients in overcoming the 
inertia that I first set out to explore and tackle.



FIT FOR PURPOSE

73DISCUSSION

At the beginning of the Develop stage, I set myself the 
following criteria for any solution that was developed in 
the course of the project. In order to judge Bright Future’s 
fitness for purpose, I want to assess how closely the 
concept matches these parameters.

HOLISTIC
Bright Future takes into account a user’s entire economic 
life through the information that the user presents and 
offers a goal and guidance that could improve any part of 
their finances from spending habits to investments.

SIMPLE
The prototype puts significant emphasis on minimising 
the workload for a user. Only the required information 
is requested, it is presented in a clear format and the 
outcomes are stated clearly. 

Furthermore, the Social Momentum Campaign is designed 
to encourage the user to act rather than forcing them to 
and strives to present the facts clearly with a defined 
route for action.

DIGITAL
The Goal-Set tool and much of its associated marketing 
campaign are digital. From the start I was keen to not 
develop ‘just another app’ and I think I have succeeded. 

OCCASIONAL
Bright Future is designed to be used during one week of 
the year and makes no requirement on the user for the 
other fifty-one. 

Like any long-term investment, pensions should not be 
worried over every day and it is essential that the process 
of saving simply fades into the background routine.

More importantly, Bright Future acknowledges the need 
to enjoy life and puts emphasis on enjoying the present 
without having to worry about the future.

AUTHORITATIVE
An important part of Bright Future is its Knowledge Base 
and the impartial advice which that provides. Furthermore, 
I’ve emphasised that the goal and waypointing would 
be offered on the basis of independent research and not 
financial gain for the service. This is an important part of 
building user trust.

INDEPENDENT
Closely linked to the authority of the information it 
provides is Bright Future’s independence. I’ve offered a 
selection of possible management structures on page 65 
but I believe that the most likely to succeed would be the 
Independent Educational Charity model which is most 
likely to inspire user trust and has the broadest range of 
potential partnerships to extend the service’s reach.



THEORETICAL NEXT STEPS

74 DISCUSSION

Were I continuing with the project, there are several ways 
in which I’d look to enhance it. 

Firstly, I would want to look at more advanced ways of 
allowing users to experiment with new or altered financial 
products and see how they might affect their personal 
outcomes. Whilst I believe Bright Future is an excellent 
way to encourage millennials to increase their financial 
confidence and knowledge, it only starts to explore the 
possible tools that could further empower young people 
and allow them to benefit from a more diverse and 
complex range of financial products.

I’d also want to explore ways of ensuring that users don’t 
suffer from exhaustion or boredom over the course of long 
time scales. Bright Future is specifically designed to be 
as minimal as possible whilst maintaining utility but, due 
to the long scope of its use - some 50 or 60 years - there 
is every chance that it would slip into the background 
and begin to lose its positive momentum. Realistically, 
the form of Bright Future that I propose in this report is a 
starting point and, as much as my research uncovered a 
need to adapt in the present, the same process will need 
to be repeated in the future to ensure the service remains 
relevant to user need and the wider macroeconomic 
climate.

Finally, and perhaps most importantly, the changing 
regulatory landscape of the next few years is going to 
radically alter how people relate to their finances and I’d 
want to find ways to integrate these developments into 
Bright Future. The service’s primary purpose is to create 
awareness of a problem and waypoint solutions that are 
relevant to a given individual - given the ever changing 
economic situation and the prospects of PSD2 amongst 
many other factors, I think Bright Future is in a strong 
position to help users prosper.
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In conclusion, the project has been really eye-opening 
from a personal perspective. I’ve learnt a huge amount 
about the subject and around how to run a major research 
and design project.

I set out with an ambitious goal and I had never intended 
to tackle it fully - given its scope, I believe this would take 
considerably more time than I had - but I have effectively 
approached and produced a solution to, at least, a part of 
the problem. I am confident in my outcomes and believe 
that Bright Future, were it to be launched, would be an 
effective first step in the battle against the ‘savings crisis’.

I wholeheartedly believe that the millennial generation is 
misrepresented in the press and the popular imagination. I 
would speculate that this is the result of a lazy approach 
to the facts but it is more important to develop solutions 
and quickly. There is real risk of widespread poverty if 
this generation doesn’t take action to protect itself in the 
future. I hope that, at the very least, this project will help 
to raise awareness and inspire action.
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APPENDICES
A Little More

This section contains a more detailed service blueprint, an 
overview of the user interface for the Goal-Set Tool and 
my bibliography.
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Sign Up

The Goal-Set Tool is designed to be part of a wider 
Bright Future website that would be filled with 
information about Bright Future’s purpose and the 
Knowledge Hub. 

Therefore, we jump straight into user sign up. 

The information required is kept as minimal as 
possible - users don’t even have to enter their name 
should they choose not to and, by not entering 
a password, users are not forced to create an 
account.

The progress bar at the bottom emphasises how 
little information users are required to include in 
order to encourage use.

Tell Us About Yourself

Basic information is collected to help the service 
adjust its outcomes to the user’s specific situation. 

Location, date of birth, marital status, dependents 
and income would be used to take account of 
factors like taxation and living costs. 

This information is very personal and so, at every 
stage, it is important to emphasise the care that 
has been taken to protect user data and that no 
data is stored without the user’s express consent.

The final question ‘How much are you thinking 
about the future?’ features a drop down of options 
and the user response dictates how much detail is 
requested in the next stage.

Future Vision

My research emphasised the importance of 
flexibility and personalisation in the solution. In 
order to meet these criteria, this set of questions 
adjusts its level of granularity according to the 
users response to questions on the previous page. 

For example, if a user is not thinking a lot about 
the future, they will be asked less about their 
future plans.

At this stage, the service factors in possible future 
events which might impact a user’s financial 
situation and require preparation such as children, 
marriage or home-buying.

In order to keep to keep users engaged, it is 
important to minimise their workload.

ONLINE TOOL USER INTERFACE
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Goal

The results page is free of clutter and focuses on 
information that is useful or informative to the user. 

The ‘Your Goal’ tab offers the service’s primary user 
value proposition - a personalised, specific and 
achievable annual saving goal. This is based on the 
information that the user submits and, thus, can be 
experimented with by the user entering speculative 
information.

This page also promotes the ‘Knowledge Base’ as a 
useful source of impartial financial guidance.

The user will also receive an ‘Outcome’ email 
with the results so that they can refer to them as 
quickly and simply as possible.

Guidance

On the ‘Our Guidance’ tab, Goal-Set offers a range 
of third party services and products that might suit 
the user’s specific financial needs. 

For example, if a user’s spending was very closely in 
line with their income and saving would be difficult, 
the service might suggest a day-to-day money 
management app that would help the user assess 
if they could make more economical choices. 

Another key example would be in waypointing 
good sources of financial advice such as the Money 
Advice Service.

All of the services and products that are suggested 
are included on the basis of Bright Future’s 
independent assessment of merit, not sponsorship.

Assistance & Knowledge

Throughout a user’s experience of Bright Future, 
it’s important that they feel supported and are 
not overwhelmed. To that end, further information 
about all questions is offered through the ‘i’ 
buttons which opens mini dialogue boxes with 
more information about the question’s utility and 
context.

81APPENDICES

This prototype was built using Marvel and can be 
accessed here: https://marvelapp.com/27dg4f7
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