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A crisis of trust:
Why disclosure alone is not enough

Shortly after the Royal Commission, the Australian Securities and Investments Commission and
the Dutch Authority for the Financial Markets issued a joint report stating that while disclosure
is necessary, it's an insufficient method of consumer protection (ASIC & AFM, 2019).

Through their case studies they make some compelling arguments:

“Disclosure does not solve the
complexity in financial

services markets.”

Financial products and services are
inherently complex, and playing a game
without understanding the rules is not
a strong predictor of success.

“Disclosure must compete for consumer
attention.”

Disclosure documents contain content
that may seem irrelevant to customers, or
apply to a niche situation, lowering its
perceived value. Moreover, marketing and
advertising communication is typically
more attention-grabbing than

disclosure documents.

“One size does not fit all.”

People are different, time pressure
differs from person to person,
environments and distribution channels
differ as well. One document cannot
fulfil its purpose equally well in such a
wide range of contexts.

“Disclosure can backfire in
unexpected ways.”

The messaging used in disclosure
document can influence perception and
potentially lead to negative customer
outcomes. As an example, we
encourage you to read the case study
in the report regarding minimum
repayment amounts for credit cards.

Disclosure continues to serve as the main instrument of communicating product information to
customers, and most banks, lenders and insurers use more or less the same format. This may
help us understand why a recent research paper from Publicis Sapient (2024) found that 70%
of Australians believe that their relationship with the bank has not changed since the Royal
Commission.

However, the disclosure touchpoint still serves as an opportunity to educate and empower

customers — and build trust — in a way that cannot be replicated at any other stage in the
customer journey.

Mindful Friction: Building trust through-the-diselosure process




humbli

Disclosure as a trust-forming moment

Humbli’s model for consumer empowerment explains how brief, actionable learning
experiences at key moments in the customer journey can build trust and brand loyalty
(Humbli, 2024).

Few moments in the customer journey are as important as the contract stage, which
makes it a powerful opportunity to establish the foundations for a long and mutually
beneficial customer relationship.

By using digital learning principles to address the shortcomings of disclosure,
organisations can demonstrate their commitment to transparency and customer
education. This has been shown to build customers’ self-efficacy, improve their
confidence in their choices, and increase trust in their service provider (Antonios, 2011).

Here are a few examples of how these principles can be applied:

Preparatory Content

Straightforward learning experiences shared alongside terms and
conditions help customers understand the key concepts they’ll need
to engage fully with those documents.

Interactive Disclosure Documents

Interactivity grants the customer a sense of autonomy and personal
agency, as they can peruse documents and information in the way
that best suits them.

Layered Summaries

Digestible, high-level insights with the options to explore further
details ensure consumers receive relevant insights without feeling
overwhelmed.

Knowledge Checks
Quick check-ins that confirm understanding can boost customers’
confidence and trust in both themselves and their provider.

Personalised Insights and Experiences

Customising disclosure experiences to reflect individual needs can
meet the needs of diverse audiences and allow organisations to
develop a broader customer base.

As efficacious as these principles are, would they not create their own barriers in the
process? Might customers see this as a form of “friction”, which they don’t like, and
must surely be removed at every stage in the customer journey?

Mindful Friction: Building trust through the disclosure process
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What is mindful friction?

Mindful friction involves creating time and space for customers to understand their commitment,
while making that commitment easier to comprehend.

Doing so creates a moment of meaning-making, where clarity can emerge and trust can be formed,
while reducing risk and meeting regulatory requirements.

UK FCA creating time and space

High-risk investments come with serious financial consequences, but investors often click
through warnings without fully processing them. To address this, the UK Financial Conduct
Authority has experimented with several ways to encourage investors to approach their decisions
more mindfully (Hayes et al, 2022).

Friction points were introduced into investment platforms at key purchasing points: investors had
to check boxes confirming they understood key risks (“| understand | could lose all my money”),
manually type the amount they were prepared to lose, and navigate layered warnings, including
an “Are you sure?” screen with prominent risk messaging.

The researchers conducting the experiments found that by pausing the action and giving
customers time and space to think, they could increase risk awareness and decision confidence in
customers while reducing the likelihood of impulsive, uninformed investments.

University of WA making comprehension easier

In 2020, a team of legal researchers and artists at the University of Western Australia developed
Comic Book Contracts, which present contracts using visual storytelling, weaving key terms and
obligations into accessible, easy-to-understand illustrated narratives.

These contracts meet customer where they are, making complex concepts more digestible and
engaging while retaining full legal enforceability (UWA, 2020).

This research has led to comic-style employment contracts, consumer agreements, and

tenancy arrangements, transforming a typically frustrating experience into a moment of clarity
and empowerment.

Mindful Frictioh: Building trust through-the disclosure-proecess
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What's next:
Innovating beyond compliance

Disclosure is a key moment in any customer interaction—an opportunity for genuine
consumer empowerment. By prioritising comprehension and engagement, forward-thinking
companies can foster a culture of informed decision-making that benefits both consumers
and providers.

Mindful friction shows promise in not only empowering customers to make better decisions
but also as a tool to reframe digital customer touchpoints. Looking ahead, we're excited to
explore new avenues where mindful friction can make a difference.

Broad Horizons: How do we apply mindful friction models such as Dynamic Disclosure
across different regulatory environments and industries?

Cross-Disciplinary Practices: Can concepts from gaming, e-learning, and entertainment
be applied to transform traditionally dull moments into engaging experiences?

Predictive Insights: How can mindful friction help organisations anticipate future
consumer concerns, making interactions more proactive and helpful?

Deepen Integration with Consumer Journeys: What role can mindful friction play in
onboarding, renewals, and customer support?

Behavioural Science in Action: How do different techniques influence consumer
confidence and improve long-term decision-making?

Measuring Impact: What are the best ways to evaluate whether mindful friction is
empowering consumers without creating unnecessary frustration?

Ethical Considerations: How do we ensure friction is designed responsibly—helping
consumers without feeling manipulative or obstructive?

Scaling Effectively: How can businesses implement mindful friction at scale while
maintaining a personalised, customer-first approach?

As we continue exploring these questions, the challenge will be striking the right
balance—ensuring that consumer empowerment experiences enhance understanding,
support better choices, and ultimately build stronger, more transparent relationships
between consumers and providers.

Mindful Friction: Building trust through the disclosure process
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About Humbli

From the very beginning, our mission has been to empower organisations of all sizes to build
stronger, more meaningful connections with their customers. We believe that by integrating
learning into the customer journey, we can transform every interaction into an opportunity for
growth and trust.

Today, we work with a diverse range of companies, both within Australia and internationally,
to enhance customer engagement and retention through innovative learning experiences.

As Humbli has grown, so has our team. We've brought together experts in education,
consumer psychology, CX and UX design, and Al, all committed to pushing the boundaries of
what’s possible.

Our appetite for innovation keeps us at the forefront of industry trends, developing new ways
to enrich the customer experience and help businesses respond more effectively to their

customers’ evolving needs.

For questions or enquiries, please contact us at hello@humbli.com.au.
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