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1. who is the virtual consumer?
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1979 1984 1989 1994 1999 2004 2009 2014 2019

followed by 
new platforms 
for shopping 
and paying…

John Wainwright



“From an ecommerce perspective 
some might even say that Covid-19 
brought 2030 to 2020”

DHL hires 10,000 workers as it 
prepares for record Christmas season

Financial Times  

October 26th

Michiel Greeven, DHL

Executive Vice President, Global Sales



so what does vulnerability
mean in this context?



it is easy to get 
lost in definitions…



what is the virtual 
customer vulnerable to?



Things in the virtual 
environment that 
make it harder to:

Things that make it 
harder to:

- use
- talk with
- complain about

Things that make it 
harder to:

- pay for
- or benefit from a 

product or service

- fairly choose
- purchase
- access

- or things not directly related to a product or service, 
but where a customer is experiencing harm and either the firm 
can help them, or external support is needed.
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2. what are they vulnerable to?



WebAIM (2019) – top 1 million sites 

– 98% had WCAG accessibility issues  

ClickAwayPound – 7m disabled people online in UK

(2019) – 69% report clicking away

– estimated revenue lost £17.1b

Recognition – cognitive disability is overlooked

– many people are digitally excluded



losing track | losing control

“ It’s a lot easier to lose track of what you’ve spent 
online, constantly just clicking buttons and before 
you know [it] you’ve spent a few hundred pounds.” 

“ When you’re told x number of people are looking at 
an item or there’s only so many left, irrational panic 
sets in and I’ve made foolish purchases.” 

58% vs 46%

32%



needs unknown



3. how can we prevent this?



DESIGN, DIGITAL STANDARDS 
AND REBALANCING

SEARCH: 
COGA STANDARDS

ALL CHANNEL ENGAGEMENT

SEARCH: 
MENTAL HEALTH ACCESSIBLE



consumer control

- controls
- friction
- limits/sight

SEARCH: 
MAGPIE 

GAMBLING



needs unknown



needs now known
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Welcome to your bank!

Everything is now approved. 
But we’d like to give you some extra 
help (if you want it).

Do you have any support needs we might 
be able to help with?

These could relate to a disability, 
a situation you are living with, or 
something else.

A lot of our customers tell us about these 
things, and we always try to help them, 
so please do share with us.
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