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This study focuses on the use of ‘everyday’ language and literacy in financial contexts. The aim of the research was to understand how uses of everyday language in a marketing campaign conducted by a credit union could encourage more people to use its financial services.

Qualitative research methods were applied to better understand literacy and linguistic practices of key stakeholders such as housing associations and the Department for Work & Pensions (DWP), and to inform the co-produced designs of marketing materials. A total of nine individuals participated, three men and six women, who ranged in age from 20 to 60. All but one, a social entrepreneur from West Yorkshire, lived in South Yorkshire. The other eight consisted of three officers from the credit union, three members of the public who use the credit union, a senior DWP officer and a vastly experienced housing association officer. The data collected was both quantitative (e.g. actual changes in credit union service adoption during a six month live marketing campaign) and
predominantly qualitative data which was assessed using a theoretical thematic analysis approach.

Findings highlight the relationship between Power, Identity, Debt and Language Use in financial and public service contexts. In doing so the study could provide a framework for ways, through the inclusive capability and use of Everyday Language, to better engage and encourage people to consider using financial services and support. To achieve this the study wishes to inform the relevant authorities to consider how to promote financial capability as a required life skill into the school and college curriculum. Also its findings if shared with other public and third sector agencies will assist them in their educational and advocacy programmes. 
The study is not just about some participants considered on the fringes of society becoming engaged and contributing. It is also about those at society’s centre receiving them positively, aided through the use of everyday language and the common understanding it brings. This has therefore implications for way that financial education is currently and should be provided in the future, the role of credit unions, and for wider pecuniary policy direction.
Chapter 1 – Introduction
This thesis critically analyses the use of language in communication around credit union marketing, through an interpretivist, qualitative methodology, using focus groups and questionnaires to generate data from nine participants in a credit union in Mexborough, South Yorkshire. It attempts to answer the following question: If everyday language was used far more extensively in financial situations would more people be more confident, empowered and engaged in financial contexts?

In a recent large scale investigation into household finance practices and outcomes, it concluded that:

“The finding that subjective financial knowledge (i.e. confidence) is (at least) as important as objective financial knowledge (i.e. competence) suggests that educators on financial matters should seek to boost a combination of the two in order to achieve the greatest possible effects.” (Lind et al., 2020, p636). 

Based upon this, people’s critical financial literacy capability and also their literacy generally should be enhanced as they are better able to assimilate information through a growing range of channels of interaction. Being more adroit to explore their financial needs and situation in a more analytical, independent way, their short and long-term life chances and wellbeing can be improved. This is explored in Sections 2.4 and 2.5 within Chapter 2. 

A credit union, with its account holders (sometimes referred to as owner-members), was at the centre of the study’s participation activities. I work for the credit union involved so it was also a study of and from my own professional context. By virtue of the financial banking services it provides and the trust that its account holders have in it, it made the credit union an ideal place to situate the study. The credit union has a direct effect on practical coherent community development where it operates through promoting and providing a regulated financial framework for those who wish to engage with it – being both proactive and reactive in supporting its owner-members with their financial matters. The history of credit unions and how they operate is detailed in Appendix 1.

I have always found the social power of language, how it developed and the effect on human consciousness fascinating (Voloshinov, 1929). Also, the origins of words, commonly used phrases and the use of words and how a word’s meaning can change through time (Crystal, 2007). The other alluring appeal is how people perceive and assimilate language when communicating as “language is the medium through which groups preserve their innate cultures and keep their traditions alive” (Mercuri, 2012, p.14). Some words are used accidently by people. Some are selected carefully to instruct, inform, and inspire. Yet some are used to create boundaries, erect barriers, define and enforce roles, and maintain a control structure over others – an us and them (Fairclough, 2000). Words have power, so the words chosen in a specific circumstance need to be chosen very carefully.
What really demonstrated this to me professionally was when, a number of years ago, I was involved in the development of specialised public services via the then relatively new channels of the Internet and digital television. One in particular was a new national service I had developed to enable people to use their televisions, for the very first time interactively, to find and apply for a job of their choice in a selected geographical area. The assumption being that to some a television was a friend and companion, as well as being a major source of entertainment which had been in the corner of their sitting room for decades. It was seen then as an unobtrusive, even unthreatening way to address, for some, the access to and a way to start to develop the skills to use the Internet and computer equipment generally. 
To do this I had to create marketing material to support the launch of this service. This included advertising promotions that would appear in public buildings, newspapers, magazines, bus stations and on buses, community centres, local radio advertisements etc. I made a significant language and literacy mistake that would then forever inform my practice and was without doubt the subconscious reason why I enrolled onto this doctorate programme. My aim was certainly to use it to better understand and stretch my language and literacy skills, but intrinsically also to better appreciate what is really being broadcast and received by others and why.

[image: image2.png]Looking for a now carcor?
Got aigital TVZ

find your ideal job
from the comfort
of your own sofa





The three sessions, each consisting of twenty-five people, soon became very, very heated and tense as soon as the main poster campaign was unveiled. How each group interpreted the poster design shown in Figure 1.1 just did not occur to me at that time. I was trying to show them that they could access a key service through the device they have had in their homes for decades, their television. They would not need new computing skills, or a change in behaviour (being at home, feeling safe and comfortable sitting on their own sofa) to use the service which would give them immediate access to job opportunities they had never had before. 
Yet what I had I done in their eyes was to further emphasise and propagate that they are all lazy ‘couch potatoes’. I did not realise the cultural connotations. I immediately decided therefore to withdraw the campaign but then in the end this was not necessary. No such drastic action was required as by working it through with the groups all I needed to do was remove one word from the main strapline and replace it with another - change the word ‘sofa’ to ‘home’ and the resulting “Find your ideal job from the comfort of your own home” was then totally acceptable by all. 
The service launched successfully and went on to win national awards, but it could have been a total disaster. What I should have done is bring all parties in during the design process, not simply at the end to judge the outputs. All parties then working together to define and select the most pertinent words and images to use where appropriate. All parties creating understanding by only using inclusive words, terms and phrases commonly used in day-to-day living, and absolutely no jargon or technical terms. As a footnote to the way that the context and also how through time perceptions and the use of words can change, I was travelling on the London Underground in January 2019 to a meeting at Canary Wharf and this advertising poster (Figure 1.2) was displayed inside one of the carriages.
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 I am surmising that this 2019 campaign also went through rigorous design and research panels and user group sessions, until they settled on what is shown in Figure 1.2. So why is it acceptable here? There are obvious reasons but also subtleties that make this poster work. These include the appearance of a laptop and the style of sofa. Also, the image and posture of a person who seems to be in control and confident. All these things project a completely different sofa sited scenario to the one that I had attempted many years earlier. The whole narrative, the context is very different. It is about knowing, respecting and even including, if possible, the target audience for the service and marketing message. This and other lessons better informed my practice as I progressed through my various projects and work activities. 
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I made the point that for all the efforts by a range of agencies to address a problem, they often fail as they do not always genuinely include those people in the community being affected by the problem in resolving it. I added that the power of co-production once embraced delivers many benefits. After all they are the experts of their own lives and circumstances. From my professional experience, sometimes assistance comes from agencies who often use language and/or an approach that can to some communities seem to be to them alien, even intimidating. This could occur accidently, or intentionally, possibly through inherent institutional or societal classism. Or it could be simply those asking the investigative questions to address the problem have an agenda or stance on a particular topic and therefore, in some cases, tokenism can occur with those requiring support having “different characteristics then the dominant group” (Yilmaz and Dalkiliç, 2019, p.207). All this can result in participants feeling frustrated, powerless and, from the experience, left in the dark. It was a conviction to investigating this that led to the development of this study’s research.
1.1 Thesis Summary


  

Through modernity, community spirit and cohesion was something synonymous with the region and people of South Yorkshire (Foden et al., 2014). However, the demise of major industries such as coal, steel and glass over the last forty years within the area has been devastating to those that worked in or their business supported these industries (Lane et al., 2016). Anxiety in the community generally has grown and continues to grow as some “sense that the rules and social norms by which they live are shifting, and they feel powerless to stop them changing.” (Evans et al., 2010, p.17). Changes they consider are delivered or even imposed on them by those in a position to do so through media channels in the past, and new media now (Hoggart, 1957). As old ways subside and new ways, new technologies reshape lives at work and in the home then society changes, yet prejudice and poverty still remain (Dorling and Tomlinson, 2019).  

The UK Government and supporting agencies have attempted to address the problems in South Yorkshire. This has been difficult as often there would be a high reliance on one major employer in each town. Also, their employees would often have limited transferable employment skills or suitable contemporary qualifications. Questions still remain that for the sake of the community should industries like coal mining have been kept active longer. Yet above the political issues and the national strikes (Towers, 1985), the demand for coal for instance was falling with more considered environmentally and economically viable sources of energy chosen for the future.
The fieldwork for this research took place in Mexborough, a town in South Yorkshire (please see Section 1.1.3 and also Appendix 2). The resulting marketing materials produced from the fieldwork sessions had an effect not just in Mexborough but across the whole of the operating area of the study’s participating credit union – Community First Credit Union (2017), detailed in Appendix 1. An area from Sheffield in the south to Hartlepool in the north, of northern England (Figure 1.4).
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                                          Figure 1.4 Community First’s Operating Area 
I wished to consider the relationship between literacy and language practices through evaluating and critically examining the work of the theorists and sociolinguistics of everyday language, with reference to the study’s participant research activities (Section 4.1). There is also the relationships between language and power (Bartlett and Holland, 2002), identity, and related to this are social and cultural technologies to consider that can facilitate power transfer (Pahl, 2002a and 2002b). Power in these circumstances need not always be perceived as a negative force or approach. It can be “a necessary, productive and positive force in society” (Gaventa, 2003, p.2) which can give structure and form to the governance and direction of communities. This may then inform and preferably influence Government policy, particularly on the need for a review regarding financial education in schools. Legislators imperatively would need to contemplate first the way linguistically it is investigated, before then going onto its construction and then approval. Referring to the austerity policies in the early 2010’s, Jones (2016) identifies the need for taking this policy creation perspective as “everyday literacy practices may be used as ways of understanding the impact of policy.” (Jones, 2016, p.63). 
1.1.1 Defining Literacies & Financial Literacy
Literacies and financial literacy are explored in Chapter 2, Literature Review, but here I wish to introduce and define them. Gee (1996) argues that only within human and social practice, and the context this brings, is language given meaning. Literacy is not just about the ability to read, write, speak or listen, it is the capacity to understand and interpret the words within a frame of reference. An individual’s perception of what is being read or written could be different to others because of their own life experiences and their “particular ways of thinking about and doing reading and writing in cultural contexts” (Street, 2003, p.79). With regard to developing the term literacies beyond just language, Gee (1996) applied his concept of Discourse to interpret how people acquire what to do and when within different circumstances. There are two Discourse levels: primary, for example how an individual at home interacts with people from the same family, and secondary. The communication skills in the latter evolves through their interplay with people at school, work etc. and the relationships presented and developed in such situations. 
The concept of Literacy is constantly evolving. In the early 1960’s it was then considered to be mostly the ability to read and write, to become literate through the activities of reading, writing and speaking. This term then soon began to evolve, becoming more about the application of such skills in a social context and the analysing of the results of such actions. This applicability results in a deeper sense of meaning through “reading the words and the world” (Freire, 2014, p124) at the same time. Critical to understanding literacies are Lankshear and Knobel (2006, p.64), who stress the importance of context, defining literacies as:

“socially recognized ways of generating, communicating and negotiating meaningful content through the medium of encoded texts within contexts of participation in Discourses or as members of Discourses”. 
Literacy interactions, conversations, expressions of thoughts and deeds, can now be situated in proliferating literacies, for instance societal, technological and political.

It was recognised over two decades ago (long before the ubiquitous use by the general public of the internet occurred) that education should be constantly refreshed “to respond constructively and progressively to the technological and social changes that we are now experiencing” (Kellner, 2001, p.67). Such rejuvenation in education often does not occur, regardless of for instance any digital divide considerations that may need to be addressed (Harvey et al., 2021). This is concerning as access and how to use the internet for learning, multimodal collaborative working and networking generally has for many years been acknowledged as advantageous to an individual’s development (Leu et al., 2011). Lankshear and Knobel (2014, p.97) state that such literacies should focus:

“on ways in which meaning-making practices are evolving under contemporary conditions that include, but are no way limited to, technological changes associated with the rise and proliferation of digital electronics”.
 It is the appreciation of what someone does, their ability, their application and their competency of their literacy skills that really makes the difference (Rowsell and Pahl, 2020). Acquiring proficiency and the expertise to apply such adroitness in different situations is made possible because of someone’s “understanding of language, their vocabulary and their knowledge of the world” (Department for Education, 2022, p.16). There is a relationship between New Literacy Studies and Critical Literacy when the influence of power and identity, outlined in the 1.1 Thesis Summary section, are contextualised into the everyday experiences each person has at home, pre and then post school. Essential to successful education is to not to keep such knowledge through such experiences separated but to bring them together. This had been identified as a problem over a century ago by Dewey (1899, p.89) where he considered schools failed to take advantage of the experiences outside school within school, “while on the other hand, he [that person] is unable to apply in daily life what he is learning in school”. This still continues today.   

Literacy is about knowing and doing, and also it acts as a mirror reflecting someone’s identity (or identities) and as “forging an identity is a critical conflict” (Jesweak, 2015, p.12), with regards to personal development, then literacy is very important indeed. Literacy is relevant directly to this study as it is “now centre stage in education policy, curriculum development, and everyday thinking about educational practice” (Lankshear and Knobel, 2011, p.7). Friere (1972), far before the technology of today, raised the need for an individual to be able to encode and decode the printed word through employing their own world experiences, to critically reflect and then take action based upon their understanding. This understanding, this knowledge, this learning, can be “conceived as a literacy” (Lankshear and Knobel, 2011, p20).   

Over the last forty years, from a disciplinary context, the use of New Literacy Studies has grown and it would complement any financial literacy (the ability and skills someone has to control their financial circumstances) and capability assessment (Gee, 1987/1996/2007) review. There are many influences that form someone’s use of language. Their general background, home environment, life opportunities, also their values and needs, such as wanting to belong and relate to various social groups (Street, 1993). Through an evolution of thought, drawing on the work of Heath (1983), including Heath’s book Way With Words (1983) which studied children’s language learning in culturally different environments in both home and school situations, as well as practical applications of theories (around for example identity construction) by Maybin (2006), New Literacy Studies introduced a much broader interpretation as to what can cause people to do what they do in the way that they do it. During this development period, Street further defined and refined theories regarding why language does not require the individual to have technical skills, but what is important are the structures and social relationships around them. The language is then “rooted in social relationships, including crucially relationships of power” (Street, 2006, p.2) that can shape or without can limit the ability of people to communicate effectively. This social practice aspect ties directly into the way that people relate to each other, hierarchically and socially. Street similarly also perceived that a person’s numeracy skills will be shaped by their social practices and contexts too, and not simply the application of a group of technical mathematical methods (Street et al., 2005). Davis and Merchant (2009) considers that New Literacy Studies “describe textual production and consumption in terms of the social practices involved” (pp:11-12). This is why New Literacy Studies is essential to a study of everyday language and social class.

Street considered multiple literacies and concluded that some are valued differently to others. Social institutions value higher in school based reading, writing, speaking and listening literacies than those out of school harder to quantify ones like critical thinking and “challenging concepts, to make constructive connections between subjects and to learn from the thinking and experience of others” (Ofsted, 2013, p.5). The latter can be set, formed or displayed in an individual by their economic, cultural and social backgrounds. This can also inhibit individuals from progressing in life because of the difficulty they have or have had with in-school recognised skills. Therefore this must be taken into consideration when the true literacy and educational potential that someone may or may not have, and how their personal (in the case of this study) financial empowerment could or can be developed and taught. Street proposes two approaches to analysing literacy practices in diverse contexts: autonomous and ideological models of literacy. Both of these affects both cognitive and social practices:
“The autonomous approach is simply imposing western conceptions of literacy on to other cultures or within a country those of one class or cultural group onto others. The alternative, ideological model of literacy, offers a more culturally sensitive view of literacy practices as they vary from one context to another.” (Street, 2006, p.2). 
I agree with Street regarding the importance of offering a socially and politically thoughtful ideological approach to analyse such literacy practices. It is therefore reflected in this study’s processes and assertions.
My study is complemented by considering relationships to other ethnographic practices, such as Linguistic Ethnography (Rampton, 2007) and Ethnographic Communication (Hymes, 1996), to further assess how financial skills could be honed in a social context. These relationships can affect the correlation between reading and writing, particularly towards the questions around situated literacies, and therefore the consequences this can have on someone’s ability to be able to relate to and benefit from the UK educational system and its processes (Barton and Hamilton, 1998). 

In recent years as Fordism subsided (Watson, 2018), New Literacies emerged from the “epochal change in the 21st Century” (Tang, 2015, p.308) of society and technology. New Literacies marked “an increasing awareness of the scope and role of post typographic texts in everyday life” (Lankshear and Knobel, 2013, p.2). This is apposite in the twenty-first century as the use and application of digital technology made further new forms of literacy possible. New literacies have arisen from the use and changes of technology generally, for example through the use of emails, text-messaging, social networking and broadcasting via the internet (Leu et al., 2017). These can directly affect the way text is read or written, which can change its interpretation and meaning and therefore educationalists must appreciate this in their applied learning practice (Mardiana and Daniels, 2019). 
New Literacy Studies “addresses the analysis of communication (and therefore interaction)” (Adams, 2013, p.27), and in relation to an ever growing number of literacy categories, for example financial literacy pertinent to this study, it was therefore a central reference point throughout. 

Financial literacy is the “ability to use knowledge and skills to effectively manage financial resources to achieve financial well-being for life” (Dewi et al., 2020, p. 35). To quantify this, financial literacy can be broken down into five segments:

“(1) financial knowledge: (2) financial communication ability: (3) ability to use financial knowledge for decision taking: (4) real use of financial instruments (financial behaviour): (5) financial confidence” (Zait and Bertea, 2014, p.40)

New Literacy Studies explores the cultural contexts around individuals, to analyse what affects the education systems and systemic inequalities have had on their literacies. Through a holistic interpretation of ‘literacies’, and the reflection of this on ‘financial literacy’, then people’s financial capability could then be enhanced if this understanding is practically applied. For instance, so often the terms used to explain and imbibe a person with financial skills are steeped heavily in financial, pecuniary jargon - such as Lien and its possession implications, Credit Score and why it can be so important regarding someone’s creditworthiness, and the habitual confusion that APR (Annual Percentage Rate) is the interest rate of a loan. These and many others, the payment implications of a loan’s reducing balance if included in the loan agreement, compound interest, even VAT etc., can therefore leave many members of the general public unable or feeling incapable to manage their financial affairs. This is because the words used by the service providers are so unfamiliar to their everyday life and their everyday language. Literacies are constantly developing as people, communities, communication channels and accessible technology change. The latter itself generates a new type of instant image rich language. 
The term literacy has expanded and advanced greatly over time, now included for instance is how it expresses how literacy skills are being applied in situations. This study will particularly draw on the ways that Lankshear and Knobel describe literacies as “almost any knowledge and learning deemed educationally valuable” (2011, p.20) to examine financial literacy. It will also draw on the focus of social context around communication that is key to New Literacy Studies. 

1.1.2 The Financial Inclusion Commission
Linking financial inclusion to poverty, inequality and social exclusion, the Financial Inclusion Commission five years ago stated that a “prioritisation of financial skills will help deliver a cultural shift toward a country where people are more comfortable managing and talking about money.”, but also required is access to financial services and that fundamentally people must “have the skills, confidence and motivation to use them.” (Financial Inclusion Commission, 2019, p.50). This can only be achieved if financial options and their consequences can be easily understood. 
Community First Credit Union has an ethos to assist all people with their finances. Yet there is a preponderance of account holders there who may not have in the past been served well by some banking institutions because of their social and financial status. This study therefore also considers associated UK Government policies from educational and personal financial wellbeing perspectives. The on-line verification of identity programme called Verify (UK Government, 2017) is relevant, for example, as many people have their financial options limited fundamentally by the fact that they have great difficulty in being able to digitally verify their identity. Those with limited financial choice may also rely on state support. For this reason this study also makes direct reference to the benefit support programme for those on low income, or are out of work, called Universal Credit (UK Government, 2017). Verify driving people of all demographics in the United Kingdom to use on-line channels for information and transactional processes, Universal Credit drastically changing the routine of a whole group of people with only very limited consideration to the behavioural changes that also need to be adopted by them for it to work. Both programmes affect an individual’s ability to support themselves and their family if their understanding and ability to integrate and transact with them is compromised. In difficult economic conditions, getting financial assistance for many is problematic. This is something a ‘community’, rather than an ‘occupational’ (for employees of a recognised organisation such as the police) based credit union attempts to address (this is further explained in Appendix 1). 
A credit union is a savings and loans firm (a bank is a firm) offering such banking services and solutions to everyone, but a credit union tends to work mostly with those people and businesses that may struggle to get direct assistance from conventional ‘high-street’ banks. It also provides such services for those people who do not want to use banks for a myriad of reasons. The credit union is therefore an intermediary to engage with those on low income or are not in employment. These are people who often do not have a voice in stating, requesting and defining the services that they really require. They are also sometimes a demographic whose needs, the nuances of their lives, and the importance of an “Explicit attention to the communication of meaning” (Jones, 2018, p.129) is not understood by Government. 
Government have difficulty adjusting their language to accommodate and assist with the understanding of their message to many of the people they serve (Giles and Coupland, 1991). This then causes greater problems as the Government thinks they have done a thorough job and informed the ‘customer’, but the customer has in fact disengaged from the whole process. In a financial context this has potentially disastrous repercussions. For instance, someone being evicted from their home by defaulting on rental payments as they did not understand the correspondence issued by their landlord. 
Wei (2014) argues that the general public often find it difficult to understand the language used by financial service providers, as well as policy makers. I look in this study at how credit union users and stakeholders, in the specific context of Mexborough, use language and literacy practices in an attempt to discover how language could be better applied within financial and financial educational contexts and processes.
1.1.3 Where Was The Research Conducted?
The town of Mexborough geographically sits at the centre of South Yorkshire and is where this study was situated. It exhibits all the signs of a place of financial deprivation reflecting Bourdieu’s sorrowful weight of the world (Bourdieu, 1999). This is a town whose local, now defunct (mostly coal mining related) industries provided the vast majority of jobs. It now has a lower than average income for those employed there, with many that have jobs on zero hour contracts. This neoliberal system of flexible labour alone can have consequences on its growing new precariat social class (Standing, 2011) with the chronic insecurity this can bring people. This can result in inhabitants there having a greater dependency on state support. A town with an ever growing number of foodbanks, pawnbroker, loan, discount and charity shops, plus for many years a large Brighthouse (2019) rent-to-buy store, all on the high street.
Through globalisation we now live in a time and place of expendable labour. Raw material industries, such as coal, are no longer “King” in places like South Yorkshire (Hopkin and Rosamond, 2017). In 1989, following the closure programme of the coal mines in South Yorkshire, there were 66,000 fewer jobs in primary industries like mining and “over 74,000 fewer jobs in manufacturing industries then there were in 1981” (Leigh and Stillwell, 1992, p.68). Also and crucially the job skills, particularly the manual ones in this post-industrial world, are no longer required and are often not transferable either. There was little for a workforce all honed and dedicated to one thing locally to do when things suddenly changed. Physical labour and especially its often resulting workforce camaraderie had gone, as the associated identity and industrial pride and purpose of a community receded soon after the 1984-85 coal miners’ strike. The strike was a community-building moment, striking being “a mechanism for sustaining collective pride” (Emery, 2018, p.6). Decades later it is still referenced by residents of South Yorkshire as a turning-point of where the sense of community declined, with the strike’s legacy considered “a prefiguration of lives lived fully – as its antithesis” (Bright, 2016, p.155).
The job loss rate in South Yorkshire was one of the greatest in the UK and in the European Community. The region since has attracted substantial financial funding support. Two examples being the European Commission’s Objective 1 programme, whose aim was to build a balanced, diverse and sustainable high growth economy in South Yorkshire (Europa, 2018) in the year 2000, to ten years later the Digital Region South Yorkshire project. This was to establish affordable, high-speed broadband for homes, businesses and schools in the region (Digital Region, 2018). Yet today there are still high levels of unemployment and state support dependency in the region (Figure 1.5). This is because of its move from a Fordist to Post-Fordist society with an increase in the use of modern technology that this brought. From this, more and more technical expertise and digital literacy skills were required for any new workforce (Holden, 2005). 
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                                  Figure 1.5 Indices of Multiple Deprivation Across England 2019

For more details regarding Mexborough, its history of public investment, industrial demise, its past, present and possible future employment opportunities and the implications of political changes on the town and South Yorkshire over the last forty years generally, please see Appendix 2.
1.1.4 The Credit Union Services Reviewed
This study’s research participant involvement was to originally concentrate on two service areas that the credit union was to relaunch. These were services that had previously been developed but needed to be reinvigorated especially with the eventuating financial issues many families faced following the introduction of Universal Credit by the DWP (Department for Work and Pensions, 2019), and the initial law changes then regarding concerning Rent-to-Buy company activities in the country (FCA, 2019). The two services were the credit union’s Budget Account, which ensures critical payments like rent are never missed, and its Domestic Appliance Service which provides new, delivered and installed household items at affordable prices. The background of both of these services is described in Appendix 10.
The content and framing of the service proposals is one aspect, but also the actual words used in expressing these are a vital part of an engaging and informative interaction. My proposition here, and the focus of my study, is to examine what happens when service providers and recipients are brought together to discuss essential services. My aim was to ensure that everyday language and ideological literacies (Street, 1993) used in the development of marketing literature by credit union users and stakeholders were studied. For instance, the eventual co-produced marketing literature created may display an empathy for language variations, such as the relationship language has with social class etc. (Block 2014 and Snell, 2013 and Clark, 2013). As “Power is everywhere” (Foucault, 1998, p.63) and is often considered to be held by those in positions of authority who channel it through discourse in their dispatches to the public, then this thesis attempts to scrutinise these power dynamics (Foucault, 1991) and the “them and us” (Fairclough, 1999, p.149) perceptions through its generated data. To navigate the social and political structures that mould conduct and acceptance, it can only be achieved effectively by an individual having adequate levels of literacy capability, and by not being a docile body to the state (Foucault, 1991). Therefore exploring the impact that failing to truly understand the implication of literacy practice can have on the forming, but also the acceptance and therefore success of policy, is included in this study. Required therefore was a formal recognition of the innumerable literacy influences on the policy and the subject of the policy to show as Jones argues that “literacy practices in the realities of everyday lives can serve to compound the very challenges such policies claim to alleviate.” (Jones, 2016, p.69). 

The services would be considered by the study’s participants from an applicant’s cost benefit, need and financial risk perspective. In Section 2.2 Defining Financial Literacy, the implication of the lack of financial awareness and the inability to assess financial risk before making a financial decision is reflected upon. The devastating effects on people’s lives because of financial problems, for example caused by bad budgeting or having to suddenly find hundreds of pounds to replace a broken cooker or refrigerator, often requires a loan to ease the immediate problem. Credit unions base their loans on affordability but some other legal and illegal loan providers can exacerbate the problem by their lending practices where the financial risk quotient can  escalate to where “a borrower cannot pay the lenders, or goes into default” (Chen et al., 2015, p.2). The reviewing of the two credit union services related to their own direct life experiences, focused each participant’s contribution throughout their involvement in the research.

1.2 Outline Of The Main Research Topics 
My goal from the research was to investigate and, I hope, demonstrate that the financial aspirations and also capability of people can be improved by enhancing their financial literacy skills, their financial education, and their confidence. This would be explored by promoting financial awareness and services using commonly used words in a marketing campaign. These words would be identified by involving fundamentally three participant groups, nine people in total. Three representatives from public/third sector organisations, three staff members from a credit union and three members of the general public who (as owner-members/account holders) use the credit union. 
There was a fourth party involved. This was a marketing company that would visualise the ideas, concept, words and images from the various participant sessions. This was to prevent myself acting as an interlocutor, perhaps bringing my own thoughts to the interpretation prior to the marketing company being exposed to the group’s ideas. The marketing company’s only task was to create the marketing materials from what was agreed by the participants at the participation sessions. These materials would then be used by the credit union to promote the services selected. 
The words, the imagery, and the message generally that service professionals and associated marketing companies use when employed can be confusing. The research looks at these from the service user rather than the service provider perspective. Often too, in an attempt to engage and attract as many people as possible, some marketing campaigns can exclude or alienate people who would benefit the most from what is being promoted. The study participants would focus their designs mostly on a demographic who they believed would find the services extremely useful and applicable to their everyday lives. In doing so, would this approach make those people feel more included, valued and therefore possibly more inclined to engage with financial services? Could also service provision be improved and eventually perhaps Government policy be influenced by such service user engagement? The answers to these and other questions, including the study’s overarching question regarding the application of everyday language, would be considered through critically analysing the language and power relations that arose during the programme of participation sessions (summarised in Chapter 4 - Table 4.1 Research Schedule). This would lead to an understanding of the dynamics of this literacy context, with particularly the voices of the owner-members heard expressing their own thoughts and perspectives about financial language. 
There is limited recent academic literature regarding UK credit unions. The benefits of credit unions, the needs that they address, their aspirations, even a basic awareness of the full work they do in communities remains relatively unknown. I hope through this study that what I first observed about credit unions, before I became actively involved with them, that they were a trusted intermediary and not just a bank in the communities they serve, would if highlighted also encourage others to consider their importance and analyse them further. 
This study from its inception has raised issues and solutions which have had implications on financial laws and policy, as well as educational approaches to the teaching of personal finance management. These types of instigated actions I have always and will always carefully manage to ensure that “I navigate the complex practical, political, moral and ethical challenges associated” (Oliver and Cairney, 2019, p.8) with them, by discussing them first with someone who is fully coherent with policymaking systems. Significantly, the value of the study will come from its grouping together of people that very rarely (in some cases never) meet, in participatory activities. The data captured through such a group process can often provide data “at a higher level of complexity” (Vabø et al., 2016, p.10) than on a one-to-one, researcher to research participant basis. This captured complexity would greatly enhance the study’s investigative capability into how financial empowerment could be enhanced by all the people and organisations involved. This would arise by them all having a better understanding of the words and terms being used to communicate, facilitating a better grasp of financial positions, financial options and the frameworks in which financial processes operate. This study investigates if an everyday language approach can bring pragmatic changes by being aware of current attitudes towards for example power, class, identity and financial risk, but the need to build trust, better empathy and respect between the research participants, service providers and recipients, is fully appreciated for the study’s success. 

1.3 Summary 





  
I wished to develop a research study that would attempt to evidence if the use of inclusive, everyday language could raise an individual’s financial competence and confidence. With regard to financial education, any related experiences shared by any of the study’s participants would be reviewed to inform suggested improvements in educational processes and may also be considered valuable to inform policy changes. The same would be applied concerning participant reflections on any formal or informal financial tuition they may have ever received. 

Language can describe and express needs, but it can more importantly be the conduit to bring people and communities together by cradling a sense of place “rather than an ‘expression’ of it.” (Clark, 2013, p.60). This can result in building self-belief, self-confidence in individuals giving them “a feeling of usefulness and being able to contribute something to the society” (López et al., 2021, p.2) in which they live with societal benefits for them and their community.
In the next chapter, Chapter 2 – Literature Review, to establish a broad, balanced and comprehensive research topic understanding I bring together and critically analyse existing study relevant knowledge and research. Knowledge that this study may be able to further contribute to, advance, offer a new perspective on, or where omissions or any limited research on it may be identified. Beyond this knowledge, investigative processes and activities will also need to be considered for their application to collect, order and analyse the data generated by the participatory activities. These will range from how to set the research questions for a diverse range of participants (Ecclestone, 2013), to the importance of dialects and the need by some people to belong, be part of, shape, and live harmoniously with and within a community (Montgomery and Beal, 2011). 
The third chapter, Methodology, explains the methodological approach adopted by the study. Chapter 4, Analysis & Discussion, describes the research processes undertaken and the exanimation and interpretation of the data collected. The fifth and final chapter, Study Discussion, critically reviews the study’s findings and presents its recommendations.  
From the very inception of this research, I have strived for it to have a theoretical but also a direct practical impact. The latter I believed would support the former as practical aims would give the research participants a focus. This would come through the participants developing their own marketing materials that they knew would be used in an actual marketing campaign. Frustration can quickly occur in people and communities from them constantly being told that there is a problem but with no practical resolution to it ever being forthcoming. I hoped that the participants would therefore stay involved with the research process knowing that their efforts could actually make a positive difference in their community. I wished any recommendations from this study to be acted upon and by them coming from such grounded, collaborative, practical activities I feel this would give them more credence and more support to have them implemented. 
The study’s central question, if everyday language was used far more in financial situations would people engage more with and feel more confident about their financial affairs, if this is substantially proven to be true this could have many repercussions. Financial firms and organisations may change their practices, educational policy and teaching programmes regarding personal financial development may also have to do the same.
Chapter 2 – Literature Review 
To investigate the use of ‘everyday’ language and literacy in financial contexts, this study’s research questions, literature review, methodology and initial fieldwork activity grew iteratively - as each influenced the other. In this section the interdisciplinary approach taken towards the literature is described. This study is focused on a number of academic fields of interest and disciplines, interrelated themes and topics. 

Before establishing the meaning of the central study topic of Everyday Language (in Section 2.1) I wish to briefly outline the other three core topics of interest which throughout the literature reviewed informed and situated the study. These are all further discussed in this chapter and are constantly present in, and intrinsic to, the whole study. These core topics and the relationships they have to other topics of interest are diagrammatically shown in Appendix 14, figures A.14.1 and A.14.2:
· Language & Literacy - The development and the understanding of communication skills, associated ethnographical and other types of research, as well as essential and challenging literacy aspects, such as multimodal literacies, are all part of this topic area. This study has a distinct focus on financial literacy which is the level of proficiency someone has regarding understanding financial concepts and the skills to apply them. It is also the application of language and literacy within financial firms and institutions.  

· Power & Identity – This encapsulates the importance and the influence of how the psychology of identity, sense of place and belonging interacts with the political and cultural dynamics of power.

· Financial Literacies – This scrutinises the ability and skills an individual has to control their financial circumstances and appraises the rules, principles and instructions from a financial perspective to evaluate their relevance, and also how they could possibly be improved.   

An interdisciplinary path was followed on this original research as there was limited topic related legitimate literature to review on the important subject of credit unions. With the involvement of a credit union in the study it was important to understand where this form of organisation had originated from and why its role in society was and continues to be important (for further details please also see Appendix 1). Also, why in time credit unions could be a linchpin in reviewing and addressing language and literacy issues with regard to improving an individual’s financial understanding and capability. 
2.1 Defining Everyday Language
At the very centre of this study is Everyday Language. Everyday Language is “the use of words and phrases …. in day to day dialogues. However, Everyday Language is not intended to be complicated, to use complex terms or (be) difficult to be understood, but it is meant to be easily comprehensible by the average people.” (Yousif, 2018, p.4). The average people reference is taken here to reflect the representative characteristics, skills and behaviours of those involved, in Yousif’s case, within his research of the application of Everyday Language and its applicable association with Literary Language in teaching English.   

  

There is a direct relationship between Everyday Language and Literacy. Both are central in educational contexts and personal development, but also in everyday life. Through particularly the work of Gee (1996), Street (1993, 2003, 2005 and 2006), and Lankshear and Knobel (2011, 2013 and 2014), the definition of literacy and meaning of literacy is introduced in Section 1.1.1 Defining Literacies & Financial Literacy of this study. “’Meaningful content’ that is generated and negotiated within literacy practices” (Lankshear and Knobel, 2007, p.5) through developing literacy skills “allows an individual to engage fully in society and in learning, through the different forms of language, and the range of texts, which society values and finds useful.” (Education Scotland, 2019, p.3). Everyday Language assists in communicating and engaging with a much wider audience than for example academic or specialist speech can. Stepanovienė (2012) found that the greatest barrier to comprehension of a legal situation was the lack of knowledge of the legal terms and vocabulary used by practitioners. Within education one teaching strategy to broaden knowledge and understanding, incidental learning, “still often requires a level of intentionality on the part of the teachers” (Murray, 2016, p.52). Although this may introduce new vocabulary it is an approach that cannot address the specifics of all topics, law, finance, health etc. The use of everyday language could assist much further by activating an individual’s background knowledge, them then “using their overall knowledge and experiences (background knowledge), their knowledge of words (vocabulary), and their knowledge of how words go together to create meaning (language comprehension)” (Murray, 2016, p.46).       
Everyday Language has different registers of formality, depending on who is communicating with who and in what way. In the past the written word may have been considered usually more formal in most cases than the spoken word. Yet now, particularly through the use of social media and computer mediated communication, written language has become far less formal with abbreviations, acronyms and initialism, as well as emojis and emoticons, all being used in such communication transactions (Troiano and Nante, 2018). In Section 2.4.3 I also consider why a limited vocabulary can result in educational disadvantages which can have lifelong effects on the individual fully realising their potential.   
Should an individual have their understanding increased by the use of Everyday Language in a financial context, their confidence generally and how they would react to such situations in the future would be expected to be improved too as “it can be concluded that Financial Confidence and Financial Knowledge have positive influence to Financial Behaviour” (Arifin et Al., 2017). This when combined with other aspects of communication, such as linguistics (“seeing the connections between phonology, morphology, syntax, semantics, pragmatics, discourse and text analysis, to name a few.” (Weideman, 2011, p.3), can add further depth and meaning through a better understanding. Confidence to respond would also be anticipated to be enhanced further by this expanded comprehension. 

 2.2 Defining Financial Literacy

Remund (2010) summarises financial literacy as the level of proficiency someone has to understand financial concepts and the skills to apply them to manage their finances. How financial information, terms and processes (Addin et al., 2013) are assimilated and applied (Huston, 2010) can ultimately enhance an individual’s ability to make better informed decisions about their financial activities (Abdullah and Chong, 2014). Often terms like financial capacity, knowledge, empowerment, competence and education are used in place of financial literacy but there are slight differences. Nuances, based on behaviour and personal proficiency regarding financial skills that need to be appreciated (Hung et al., 2009). 
Huston (2010) argues that no matter what level of competency is achieved, it is the individual’s ability to make more insightful decisions, particularly with regards to financial risk, that is the key consideration in any financial activity. Mokhtar et al. (2015) state that being able to assess the financial risk before taking any decision would have positive results on many people’s lives, their general and their financial wellbeing. The feeling of someone being in control, being able to cope, being able to have choices, reduces financial stress across all ages: 

“Increases in student debt in recent decades have coincided with increased rates of mental health problems and deaths by suicide among higher education students.” (McCloud and Bann, 2018, p.7).                 

Comprehensive research on financial stress and financial wellbeing details that there is a direct link between financial stress and mental health across all ages and demographics (Richardson et al., 2015 and Brown, 2016). Remund (2010) stated that financial literacy could be categorised by someone’s knowledge of financial procedures, whilst questioning their aptitude and ability of understanding financial concepts to be able to effectively handle their own financial affairs.

Following the financial crash in 2008 there have been great changes in the regulations of all financial institutions and their practices in the UK (Dullien et al., 2010). Public and third sector funding to offer help and advice on financial matters on an individual basis has been reduced greatly in recent years and in the private sector:

“A number of factors, including the significant costs of providing face-to-face advice, mean it may not be economical for firms to serve consumers with lower amounts to invest or with simple needs” (FCA, 2016, p.3)

This view by the UK financial regulators is very concerning, particularly for those on low-incomes. More disturbing is as financial state assistance continues to reduce, individuals are encouraged to take individual responsibility for their financial circumstances. This is something many struggle with (Lusardi and Mitchell, 2014).
This works for those who can afford the latest regulated professional assistance, but not for those that cannot. Some will have to rely on well-meaning family and friends, or perhaps on more dubious and dangerous financial assistance and support through illegal money lenders (FCA, 2017). Grohmann et al. (2015) believe that financial literacy skills, for instance someone’s ability to be able to save, spend and budget wisely, needs to be developed and enhanced. How people can adapt to such personal development does relate to their educational experiences, their family and work environments, which enables them to link “reading and writing skill to all the subdomains of financial literacy such as income, taxes, spending decisions, loans and pensions plans.” (Teravainen-Goff, 2019, p.7). Researchers often do, but people generally do not need to identify what is literacy and what is not. Understanding what financial terms mean is important in everyday life, terms which can also be contentious and ”despite the increased attention on financial literacy, there remains a fair amount of confusion surrounding its scope and definition” (Contreras and Bendix, 2021, p2). 
The lack of financial awareness for many can have long-lasting effects on their wellbeing and life chances. People who consider they have had a positive educational experience have an average increase of 10% to the norm in their feeling of wellbeing, but unfortunately those with a negative one it “reduces the average by 20%” (Central YMCA, 2016, p.6). There is often little tangible affordable financial support available to many. Lusardi and Mitchell (2011) suggest that those in poverty have consequently great difficulty reacting to situations that come along because of their sometimes forced inadequate preparations to cope. However this inadequacy is not a matter of personal choice but forced by circumstances. Figure 2.1 represents the five key lifestyle aspects identified as having a direct impact on wellbeing. The average uplift to someone’s wellbeing is most affected by their Financial Confidence (shown in yellow in Figure 2.1) than any of the other four recognised factors of Physical Activity Level (light blue), Quality Social Interaction (grey), Mental Stimulation (orange) and the Quality of Educational Experience (dark blue).  If none of these are not constantly positively managed then an individual’s wellbeing can be heavily compromised:
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                                         Figure 2.1 Wellbeing Lifestyle Factor Impact (Central YMCA, 2016, p.7)

The research asserts that the importance of a personal good experience of the educational system is at the very centre for a “happy and fulfilling life – not just one designed to make us fit for the workplace” (Central YMCA, 2016, p.6). This is also examined in Section 2.5 Pedagogical Implications.
Financial Education attracts great interest with its considered potential for enhancing an individual’s financial capability – “the ability to manage money well – both day-to-day and through life events.” (Money & Pensions Service, 2019, p.4). In the Adult Financial Capability Survey in 2018 (Young Adults Financial Capability, 2020), involving almost six thousand respondents, key needs and differences between proactive (e.g. saving for a future need or for strengthening someone’s general financial resilience capacity) and reactive (e.g. following a change in personal circumstances such as becoming suddenly unemployed) actions were identified. These needs, behavioural trends, enablers and inhibitors for achieving financial wellbeing requires acknowledging. The relationships between each of these, and how together they can provide better financial security for people, are represented and summarised in the depiction of the Building Blocks of Financial Capability in table (Figure 2.2): 
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Empowerment, the process of becoming “stronger and more confident, especially in controlling one’s life and claiming one’s rights” (Oxford Dictionary of English, 2015), can result from an agreed and organised transfer of power (Bourdieu and Waquant, 1992, Bartunek and Spreitzer, 2006). This is evident when reviewing for example the HM (UK) Government’s localism agenda (2010), where powers of decision-making were devolved from central (Whitehall) to local public authorities, individuals and communities. Empowerment refers to the transfer or receipt of power from someone that then improves the recipient’s circumstances (Lee, et al., 2018). There is a conflict implicit in this definition that those already in power then decide who gets the right or opportunity to be empowered (Fritz and Binder, 2020). Self-empowerment can be achieved through social movement but if they then bestow power onto others, perhaps in an attempt to help those in a similar position to themselves previously, this can again then become another form of the top-down process, perpetuating conformity (Freire, 1972). So is empowerment aiming to give power to enliven stigmatized groups (Lee, 2013) or to lessen powerlessness (Soloman, 1976)? Empowering people is important, but this is not solely down to an approach of and through formal education. Otherwise it could become yet another instrument of power and control, failing to address the resistance to any application of this knowledge and the ability to adapt it for the circumstances that have arisen “when claims about neutral and objective knowledge are not scrutinised.” (Hütten et al., 2018, p.279).
It is important that civil society is represented when empowerment is being fostered. If it has been applied for the public good it should also impact financial regulations in a positive way “by a consideration of how discourse functions socially, politically and culturally within the policy context.” (Van Aswegen et al., 2019, p.187). Financial empowerment occurs where someone feels in control of their current financial position and has the skills to manage, within reason, financial situations that may arise in the future.
2.3 A Review Of Financial Literacy Research 
In this section I will first discuss social capital and its relevance to attitudes towards financial literacy. Then, how actual access to financial services can influence literacy capability. Finally I then raise the need to develop financial education as a life skill developed in an empathetic school curriculum taught by teachers with “specific professional competence, which is not only theoretical, but is more related to the ability to provide support for reflexivity and metacognition over the learning process” (Nigris et al., 2019,  p.9).
People’s social capital can also have a great effect on how financial perspectives are formed and how actual actions taken regarding financial situations are performed (Bourdieu, 1986). Portes considers the key aspect of social capital as “the ability of actors to secure benefits by virtue of membership of social networks or other social structures” (Portes, 1998, p.6). Informal education facilitates a space by which personal interactivity and the exchanging of ideas and experiences with others can occur. Some people that struggle with financial matters will from such interaction at least start to acknowledge their financial problems. Such collective mutual benefits through this kind of trusted network reduces the concerns people have over taking on financial issues and the ensuing decisions they will have to make (Grootaert and Bastelaer, 2002). Fundamentally it is a trust matrix built upon historic and shared societal experiences, settings that bring cohesion resulting in positive effects on how individuals view and resolve their financial predicaments (Howe and Strass, 2000). It is also a mechanism for people to keep up to date regarding accessing financial information (Lai and Wong, 2002) via their ties and the feeling that they are contributing to the collective good and building solidarity from those around them (Debard, 2004). These ties along with an understanding of where an individual derives their thoughts and beliefs from, their history, their family, all adds to the dialogue and through positive interactions actually builds further trust. By an individual sharing their concern with others they then collectively own the problem and then attempt to resolve it together. This protecting and supporting the person with the problem creates a more robust sense of community in the community (Munene et al., 2005). Not all people though have access to such support networks. 
2.3.1 The Importance Of Social Capital

Bourdieu’s (1984) economic, educational and cultural capitals presents a view and an understanding of the issues associated with class and how it can affect the probability of someone making progress in a class based society. From Bourdieu’s analysis on Oxbridge universities that are “not for the likes of us”, to the self-assertion by some of ‘self-exclusion’ (Evans, 2009), such thinking by individuals can make their supposition of their future become a self-fulfilling prophecy, their social capital different, impaired when compared to others in a higher class (Keddie, 1973). This can enforce restraints on people’s thinking forever. From not considering going far from home to living at home when attending university, or not going to university at all. This could possibly forever limit their ability to fulfil their full potential, minimising their life choices and chances - also even their knowledge of and attitude generally towards money. 

People construct their knowledge of their world influenced by the context in which their experiences are situated. Such social constructionism (Burr and Dick, 2017) feeds into their perception of money and attitude to debt which could for example prevent them going to university in the first place (Callender and Jackson, 2005). Balancing the costs against the long term benefits of going to university is difficult, particularly for those who would possibly need additional monetary support from their families. So if they do attend they may go to a local university or college so they could stay at home to reduce the cost (Reay et al., 2005). This is limiting their choice and can keep them in a geographical area that they will possibly never leave. Additionally and fundamentally, doing this they may not have the full university experience including the opportunity to develop further as individuals. This can then perpetuate the same cycle of events to keep repeating through the generations with no moment or circumstance to break class or any other barriers they face in society. This then beneficially fits in with the upper classes as the status quo is maintained, with those in a superior societal position remaining there.   

These attitudes can interestingly change when people are in a married or cohabiting relationship. For instance those on low pay or benefits, if in a relationship, the control of the home’s income can come from the still often patriarchal society they occupy (Crompton and Lyonette, 2008). This ‘power’ of control over the finances sets the scene on how individuals then perceive their role in monetary management (Pahl and Vogler, 1993). This has been found to not be the same in same-sex couples, who do not have the legacy perspective regarding the power position the person holding the money can have, especially in lower classes (Smart, 2007).

Durkheim (1984) considered that changes should not be blindly controlled but allowed to evolve, resulting in reinforcing collective values. Society must change in an ever changing world and this evolution rather than revolution approach acts as a method to defuse situations or even avoid them before they arise. This is achieved by encouraging new ideas to be constantly brought forward for review and then for either adoption or rejection. Durkheim believed that society was strengthened by reminding itself of its collective values, its Boundary Maintenance, affirming the resultant of good and bad behaviour. This also has a correlation to Giddens (1991) risk of a runaway world of uncertainty and Beck’s (1992) concerns over the constant reiteration of values. Cohen (2002) suggests that deviance can be used by policy makers to inform and shape changes to Government direction and legislation. Becker (1963) contributed to this by implying that social groups create this deviance but in attempting to question the rules they themselves become outsiders. Strange too how the tag ‘moral’ crusade gets used on some change activists yet others attempting to instigate transformation can have the more negative “deviant” term attached to them. This effort to change can then be demonised by associating it directly with, for example, increases in crime and in delinquent behaviour (Anser et al., 2020, p.13). 

Social and personal identities juxtapose themselves during the interplay between individuals. Giddens’ (1984) Structuration Theory states that people do have the capacity to change their standing and role in society. This can be balanced against Goffman’s (1956) Social Interaction Theory, where individuals are just actors on a stage, dramaturgical, playing a number of different and variety of roles based on factors such as time, place and the social situation they find themselves in. How this social valence is perceived can be directed by the aspects and characteristics of the convergence or divergence present (Giles and Powesland, 1975). 
The use of everyday language, the language people use in their everyday lives (Martínez and Mejía, 2020, p.55), would be the method by which neutralisation would be accomplished. No jargon, no posturing, just a common sense use of common language to a common end (Fairclough, 1999). The analysis would therefore include elements of Accommodation Theory in making and assessing how successful the sessions were (Giles and Coupland, 1991). Accommodation Theory, once seen as a socio-psychological model where the individual and society are intrinsically harmonised together, is now viewed as an all-encompassing supposition by which social psychology, language and communication can all come together (Messick and Mackie, 1989). Bringing in sync the conscious and the subconscious, even subliminal beliefs, supporting solidarity with individuals or a group of people. This empathy with the patterns of code (Gallois et al., 1995) and the language used is an attempt by individuals to fit in. This would need to be waylaid as quickly as possible. Anyone who, observed through their behaviour, thought that they knew their place in the social pecking order had to be promptly but carefully brought out of this mind-set. This was achieved by them realising, through positive confirmation from myself, that they had much to offer and that their voice, their ideas should be heard. They began to believe that they had as much right as anyone to be there. 
2.3.2 The Importance Of Service Access To Financial Literacy

Access to financial services can affect financial literacy. Those on low income or those out of work may not be able to buy regulative financial expertise or alternatively the funds for device (laptop, mobile telephone etc.) and internet costs to progress their enquiries online. Research by Ford and Kent (2010) found that there may be factors beyond income that affect the financial literacy capability of an individual. For example male students show less fear and more willingness to involve themselves in financial markets and that “significant gender-related differences were observed for a number of backgrounds variables.” (Ford and Kent, 2010, p.10). Also age can be a factor. In a study by Worthington (2006), financial literacy was estimated to be at its highest in (business) professionals of good education aged between fifty and sixty. The same study highlighted that financial literacy was at its lowest in the unemployed. Other research supports the factors and the effects but also in similar related studies, regarding the levels of personal financial literacy, how often the word intimidating could replace a range of reasons for why achieving a high level of financial literacy is often compromised (Ocasio, 1995 and Chattopadhyay et al., 2001 and Ford et al., 2007). These words include a lack of confidence, a state of fear, and feeling threatened. Benefits to an individual’s positive mental and physical health can often be associated with them having a sense of being part of things and respected for their opinions (Atherton el al, 2016). Confidence, happiness and self-worth are so important (Skenderis, 2015), yet this needs to be tempered by the actual capability of any individual (Kremer and Glennerster, 2013) regarding them feeling more in control of their lives (Fordyce, 1977). Meritocracy, how fair they consider what is happening to them in their current situation, is another important factor. It must be remembered though that their place in society could be a life choice, rather than for instance being the result of them not having a good educational experience when they were young (Blyton et al, 2010).
Having a bank (or credit union) account starts to address financial capability and inclusion as it “ensures the ease of access, availability and usage of the formal financial system for all members of an economy.” (Sarma, 2008, p.3). Without an account, money cannot be securely held, received and safely issued to make purchases (Rowlingson and McKay, 2016). In the UK, a passport and a non-provisional photo driving licence are often the two key personal identity items that are used to open an account. A lack of availability of acceptable personal identity tokens like these, particularly for those on low incomes, restricts their account access and therefore banking options. This also restricts their ability to secure a personal digital identity generally. This causes further exclusion problems as this is an increasing requirement for access to public and private sector services (Van Dijck and Jacobs, 2019). The ability to be able to secure a bank account has increased immensely over the last twenty years. In the Yorkshire city of Leeds for example 70% of the population had access to a bank account in 2004, 81% in 2010 and 96% in 2018 (Vik et al., 2018). Yet banking only works if funds are available or made available through savings and loans. Over-indebtedness is linked to financial inclusion for many, and even with more bank accounts available than ever it is growing in the UK:
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                                                                              Figure 2.3 ONS Wealth and Asset Survey (2019)

The total level of household debt (left axis in Figure 2.3) and the annual percentage change (right axis in Figure 2.3) from the ONS Wealth and Asset Survey (Office for National Statistics, 2019) shows that the total value of household debt increased from almost £750bn in the year 2000 to over £1,700bn in 2017. As shown in Figure 2.4, debt was on the increase up to the banking crisis of 2007. Then it plateaued and only started to rise again from 2014 as the economy began to recover and stabilise. Beyond having access, there are a number of reasons why some people do not have, or want a bank account shown in Table 2.4. Being afraid of going overdrawn (advertently or inadvertently), particularly for those on low-income, is one that can actually restrict their options with some then having to continue to use cash. Cash use will become more problematic as ‘online’, electronic payments become the norm (Reiss, 2018). Those without bank accounts on low incomes mostly use the Post Office to collect their benefits, but as post office branches close and the services they offer change this too will introduce further financial problems in the future for many. Even with adequate skills in financial literacy, individuals must have appropriate access to the pertinent financial services too:
[image: image10.png]Reasons for not having a bank account (%)

Deprived sample

Average sample

2004 2010 2018 2010 2018
No/little money to put in 51%* 56%* 26% 19% 56%
No bank in area 2% 3% 1% - -
No point, use post office - 33%* 20% 63% 43%
No point, get paid in cash 6% 2% - - -
Afraid might get overdrawn 3% 2% 2% 6% -
Afraid too many charges 2% 1% - - -
Religious/ethical reasons 1% - - - -
Other reason 33%* 9% 40%* 13% 17%
Number of respondents 124 117 26 16 5

*Statistically significant




                                                                              Table 2.4 ONS Wealth and Asset Survey (2019)

This can then exacerbate financial problems further as even if skills in financial literacy are present, access to the appropriate financial services must be too. There is a correlation then between financial literacy and financial inclusion, also therefore financial exclusion – “We know that good financial literacy contributes to good financial decision making” (Grohmann et al., 2018, p.25). This exclusion can be affected by enhancing an individual’s financial literacy, their interpretation of what is on offer and ensuring they have the capability to access the right service and assess any risks this may involve. All these can negate the exclusion and the associated wealth inequality that a significant proportion of people experience (French and McKillop, 2016). French and McKillop assert that at the core of financial literacy is an individual who has the ability to work with numbers. It is not mathematics but the application of mathematical approaches regarding money management skills that is required as “Of even greater importance are attitudes towards and behaviour concerning financial issues.” (Huisamen and Weyers, 2005, p.75). The term mathematics itself when used in relation to financial management can make it seem to some to be something conceptual, rather than a much required life skill. 
In a recent study, almost two thousand primary and secondary school students were observed to consider how mathematics anxiety (or maths anxiety) could be possibly contributing to poor numeracy levels in UK adults, with its resulting “negative emotional reaction to mathematics, which can interfere with the ability to perform mathematical tasks (Carey et al., 2019, p.6). It concurs with other previous investigations (Dowker et al., 2016, Devine et al., 2018) that with such anxiety, starting usually from the age of six and continually increasing into and throughout adulthood, it can result in a “severe limit on the life choices of somebody with high maths anxiety” (Carey, et al., 2019, p.7).
An individual’s knowledge of budgeting and the understanding of the real cost of debt influences how they identify and then practically address financial difficulties. Being liberated from psycho-social money worries creates a positive mind-set, the maintenance of which is vital for wellbeing (Rooth, 2000). If someone perceives that mathematics is the core skill required for them to be able to manage their finances this can immediately prevent them from even attempting to do anything, their previous uncomfortable mathematical experiences at school staying with them into adulthood (Section 2.5). However, there is evidence (Stolper and Walter, 2019 and Johnson et al., 2019 and Gathergood et al., 2018) that those on low incomes best learn financial literacy through life experiences such as attempting to save or having to respond to debt situations. It was acknowledged back in 2011 that the maths curriculum was “already crowded” (APPG - All Party Parliamentary Group, 2012). Financial literacy and whether it should or not be a ‘maths’ subject is also discussed in Section 2.5. The subsequent report in 2016 still highlighted limited progression with financial education still being mostly seen – “as being determined by the level of importance that each school places on it.” (APPG - All Party Parliamentary Group, 2016, p.17). 
The perpetuation of those on low-incomes having poor access to affordable credit is often attributed to their limited financial understanding, their propensity to make late payments (and the effects this has on their credit rating) and their preference for learning financial skills from their friends (Hogarth and Swanson, 1993 and Aizcorbe et al., 2003). If it cannot be a proactive activity such as saving for a future need like a new car, then learning through being in a situation and having to resolve it is the most effective (Leonard and Swap, 2005). Huston’s (2010) perspective on financial knowledge is that for a financial situation to come to a desired conclusion that those involved need an understanding of financial concepts coupled with what financial process or processes to actually follow. Only then can they practically apply the concepts and respond effectively. 
2.3.3 Financial Education
The OECD (Organisation for Economic Co-Operation and Development, 2020) definition of Financial Education is a process where understanding of financial products, notions and risks are improved. What is important in the context of this study is that financial education should be about developing it as a life skill, allowing the individual to monitor and personally manage their finances by active choice using didactic tools (Mamontova et al., 2017). School courses introduced have valid topics of interest such as saving, borrowing, financial planning and risk but the effect of them has been limited. A school’s approach to curriculum differentiation (Webster and Blatchford, 2018), a strategy for them to be where possible adaptable to each student’s needs, allows some schools to operate financial education. Yet with time being very limited in some cases, even in the minority of schools where this is happening, this could be less than five hours a year and worryingly “only 35% of teachers questioned reported financial education being a high or medium priority in the school.” (APPG, 2016, p.17). Up to 70% of “students leave formal education without ever having received a structured lesson on personal finance.” (APPG, 2016, p.18). There are problems with those that do as:
“Only 17% of secondary school teachers have personally received, or are aware that a colleague has received training or advice on teaching financial education. This is despite the fact that 58% would like to receive more training in this area.” (APPG, 2016, p.8). 
Throughout the same All Party Parliamentary Group (APPG) report, its recommendations use the word “should”, so many have not been implemented. Those that seem to best fit the way the educational system currently functions, are accommodated within conventional courses:
“Under the current national curriculum since 2014 secondary schools are required to teach financial education within Mathematics.” (APPG, 2016, p.24). 
Financial education then becomes more about being able to calculate the effect of savings interest rate changes, rather than reviewing financial situations in a processing context as a practical life skill that it really should be. Perceived as being a mathematics based course can alienate the very people that require it the most, preventing them in-time taking control of their financial affairs. The report contains many statements like “share good practice”, “encourage coordination”, “long-term impact”, “we aren’t left behind”, “there is a need to tackle this issue” etc. but the essential elements of how the financial information is presented to all, the time available to do this and the upskilling of teachers is not fully addressed. Even recommendations such as the development of a financial education portal to offer support seems to not consider exclusion issues around access and cost for those that would need it the most.
 
Figure 2.5 below summarises the European Commission’s (2007b) vision of what Financial Education should be. The roles, responsibilities (from the perspectives of accuracy, qualitative, neutral information), topics and competences are detailed but this flow from policy to application is idealistic and burdened by bureaucracy.  It is important to map each stage in this way but it would need all the points mentioned in the previous paragraph resolved to deliver any tangible benefits. Such a strong prescriptive approach is its weakness: 
“It is a very sad situation to see that we have finally got it (financial education) onto the national curriculum, but we seem to have gone into reverse as opposed to improving.”  (Alison Pask - The London Institute of Banking & Finance, APPG, 2016, p.17).
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Those on low-income have financial difficulties for numerous reasons but it could relate back to how they were introduced to financial education. Teaching in a classroom environment on such topics may not always be successful, not because of the complexity of financial processes, but for many it has to be relevant at that moment in time for it to have the maximum impact (Braunstien and Welch, 2002). The vital point is that financial education is not the ‘mathematics’ of a school lesson. It could be better explained as acquiring an appreciation of where money comes from and how money can be saved, invested and spent. 
2.4 Power & Identity
In the context of informal education undertaken by credit unions, the relationship between language, power and identity, and how the relationships and interdependencies between systems and people occur, require further scrutiny. From my own personal professional experience, there is still a nostalgic view of the interwoven fabric of a community moving forward together in South Yorkshire (Section 1.1.3). Regardless of what degree this is still occurring, it does still have an influence on policy makers and local leaders on how they expect people to react to change. Nevertheless, what is much needed between the many stakeholder organisations in South Yorkshire, with their own complex needs and their labyrinthine operating controls and restraints, is for them all to communicate in a common language. The application of such language needing to occur between themselves and with the people they serve. Only then can a holistic view of the problems they face be better comprehended. Freire’s call to embed critical consciousness in the educational process by raising an individual’s understanding through their ability to assimilate what is being presented, reflect upon it and then take action is still very valid:   

“Can there be a serious attempt at the reading and writing of the word without a reading of the world?” (Freire, 2014, p124).

The financial question under investigation in this study, with it particularly involving marginalised groups, may not be resolved by just language reorientation (Povey, 2016). Intersectional (Crenshaw, 2017) issues, for example power and gender regarding community, modern family structures (Laplant, 2016), even changes in domestic labour (Doan and Quadin, 2018 and Daminger, 2019), had to be considered.   
2.4.1 Language, Literacy & Power
The nature of the application of new literacies (described in Section 1.1 Thesis Summary) through new technology can result in more successful interactions with such use making them “often more ‘participatory’, more ‘collaborative’, and more ‘distributed’” (Lankshear and Knobel, 2006, p.21). In post-industrial societies all learners have to be literate with teaching practices having to constantly evolve to incorporate new literacies (West, 2019). Great care has to be taken though that those digitally experienced do not automatically gain an advantage over those that are not. This is particularly pertinent to financial understanding and personal empowerment, as access to financial services become more and more online based. Literacy is not just about decoding the read word and encoding what is to be written, it is about a broader understanding of the nuances around both activities in situ. Everyday language, to many, will be the conduit to do this, fairly sharing power across people in communities and, in doing so, building better communities.   

Weber (1978, p.53) defined power as:

“The probability that one actor within a social relationship will be   in a position to carry out his own will despite resistance.”.

In this study great care would have to be taken to “minimise the distance and separateness of researcher-participant relationships” (Karnieli-Miller et al., 2009, p.279), but also the interrelationships between participants. Literature was reviewed to investigate how this could be best addressed. Malacrida (2007) suggests that continually building trust, by encouraging a participant’s openness and recurring contribution, is essential in any ethical and robust research. Critical was how the researcher would have to earn the participants’ trust to gain maximum benefit from the whole exercise - “an anonymous and spatially extensive trust which is constantly in the background of our everyday lives.” (Dodd, 1999, p.190).

With regard to Pollner and Emerson’s (2001) insider-outsider considerations especially with this study’s range of participants (summarised in Chapter 3 – Table 3.8 and explored in Chapter 3 – Methodology), it had to be at the forefront of any planning around any participant activity engagement. Groups and individuals could change their identity through the cycle of the participant sessions. The ‘Robbers Cave Experiment’ many years ago showed just how identity can define, unite or divide social groups (Sherif et al., 1961). Any participant with concerns, or with a “me” attitude, would have to be motivated by working with them to be an “us” member of an effective convergent community action group. Therefore to provide Malcrida’s (2007) encouragement, it would not only be by listening to the words being said but observing the participant’s body language, expressions, and hesitancies. Being generally empathetic, understanding their fears, and what for them is important in their life-worlds (Angel, 2013).
A great deal of Government effort has been spent on “digital understanding”. Effort often wasted by the failure to truly engage with those people who are the target for such education. Those political leaders and civil servants leading the effort must appreciate the technology but also what the targets really want. Success regarding digital service usage will only occur if the targets see the direct benefits to their lives if they use them, rather than for ethereal reasons and particularly any resultant savings for the public purse:

“The disparity between the pace at which innovation is changing citizens’ lives and the ability of policy makers to keep up is one of the most pressing issues of our time.” (Lane Fox, 2017). 
Beyond the scope of this study I had initially considered performing a review of Government policy (including the problems around ‘rent-to-buy/rent-to-own’ (FCA, 2019), even the 1979 Credit Union Act too (UK Legislation, 2017). Additionally, an investigation into how the introduction of digital technologies has enabled people to do old things (i.e. use services) in new ways but new things as well. Although it would be a worthwhile exercise to progress the cause of credit unions, by dissolving the stuck patterns of the past (Sen, 1999), it would in fact be a research project on its own so it will not form a major part of this study. 

Power, influence and respect would be expected to move between the study’s participants with all constantly assessing and reassessing their practice or group standing (Babbie, 2010). An appreciation was required of the broad and extensive social capital that would be brought and presented at each session by each one of them (Castells, 1998). To aid this each session would occur in a safe, non-judgmental and supportive environment (Giddens, 1990). Speech divergence and convergence would occur at every session, although each participant would have to at first acculturate to the accent, the delivery style and words actually being used by the others present (Giles et al., 2016).  
Foucault’s (1982) views regarding the influence of social control and particularly power would be central to this study. Power is exercised upon the study’s participant associated organisations too, DWP [HM Treasury/UK Government], credit union [Bank of England/UK Government], housing association and the social entrepreneur’s various business activities [Local Authority/UK Government]. Therefore Foucault’s epistemes, assumptions, Foucault’s Archaeology of Knowledge (Foucault, 1974), would be referenced to strive to frame what and how things were understood and how rules were set within his conditions of knowledge construct. The interactions between each participant by each participant, what drives them forward as either the signifier or the signified individual, and what can refrain them. This is a very important consideration towards providing a framework of what but also the way people think, and the way people think makes people what they think. With all the experiences individuals have through their lives, a pure unadulterated, untainted, unbiased view on anything is so difficult to achieve. There is no view from nowhere (Nagel, 1989), yet through this study could some long-held opinions and perceptions of the participants, service providers and service users, be changed?  

2.4.2 Community, Globalisation & Critical Literacies 
It is from another time but Durkheim’s (1895) work even now has resonance as society with its values around order, rules and behaviour still act as an armature, a value consensus. This attempts to maintain social order regardless of the different influences and places where an individual might find themselves. The detachment between an individual and their community, anomie (where people become unsure or less committed to shared rules and values), can result in crime and deviance more likely to occur. A change that can transpire because of the accelerated social change and diversity as a community changes as for example large employers who have operated in the area for a very long time no longer do. This has been seen in the South Yorkshire ex-coalfields area (Foden et al., 2014).
Blue stated that:

“Financial literacy is commonly understood to be about individuals acquiring skills and knowledge to make effective financial decisions through the adoption of behaviours and attitudes that then lead to financial well-being.” (Blue, 2018, p.1). 

Financial literacy, like other forms of literacy, has aspects of identity for the individual. It forms deep associations throughout someone’s life not only with money and how they view and use it, but with their community where someone’s “social obligation to kin and community influenced money and money management.” (Demosthenous et al., 2006, p.13). Someone’s identity, or identities - personal, group and even financial identities - are hard to precisely define as there are so many facets, idioms that build identity (Jenkins, 2011). The more ‘powerful’ someone becomes it is more likely they do not recognise that the things they have are identities (Younge, 2011). 
Globalization is changing lives and therefore communities. Giddens states that there is deliberate government policy for globalization which he believes can deliver benefits in trade and employment opportunities for many. This is as long as non-governmental organisations (NGOs) and the power they are amassing are accepted. Giddens (1991) makes the point that corporations ruling the world is rather a misnomer as the global economy can rapidly change. From pure business statistics, world inequality continues to grow but this is negated by improvements in the quality of life enhancements in health, wellbeing and literacy being brought into the analysis. The World Bank Group (2016) believes this intimates that inequality is actually declining. This can be attributed to technical advances and changes in the skills of a desired workforce, moderated against the breakdown of the conventional family unit and all the structure that it maintained. Yet it is the way that the economy is managed and its interdependencies on other economies that has the greatest influence with the government facilitating a third way approach, identifying that those that are rich have more options than those who are poor. Options have pros and cons in a radicalised modernity. So much more thought needs to be given to options not tied to the past as the world, although more connected than ever before, is not one of certainties. This correlates with Hobbs’ stance that:
“People need the ability to access, analyse and engage in critical thinking about the array of messages they receive and send in order to make informed decisions about the everyday issues they face” (Hobbs, 2010, p.VII). 
Hobbs’ call to bring in digital and media literacy into everyone’s life, is seen by politicians and public authorities as a catalyst to invigorate a true and sustainable twenty-first century community. For many this adds complexity, with the need to understand not just financial processes but also how to gain access and also use online services (Department for Digital, Culture, Media & Sport, 2019). Also, facets of identity like belonging, class and language competence need to be considered. Many, particularly those people on low incomes or benefits, struggle to secure a recognised form of transferrable identity (Feher, 2019). This is required more and more to transact generally, to access and confirm the level of access to both off and online private and public services. Without such identity, their ability to fully participate in a fast-changing interconnected world can be greatly compromised. Those who have no transferable identity are often poor. Such a limitation can result in them actually paying more for essential goods and services than those who are not. This is often referred to as the poverty premium (Tipping et al., 2019). Their social, their class identity can be debased. They remain powerless as they have to continue as they did in the “early moments of their historical experience, accept the sketch the powerful draw of them.” (Freire, 2014, p.143). Nothing changes, the dominant class retains “the power to define, profile and describe the world.” (Darder et al., 2003, p.358). 

Darder et al. (2003, p358) states that “One cannot understand and analyse a language, then, without a class analysis.” So what is required is a holistic approach to perform it effectively to avoid it being a mechanical comprehension exercise or just an analysis of social class. Other literacies need to be considered too, also the impact of counter narratives, cultural and political struggles, and what they do to the official narratives. The move from the many years of printed texts to online is and has not been easy with many changes to fixed ways of educating the populous (Giroux et al., 2013). A critical approach to literacy accepts that words and images used have implications of power, to exclude or include, to encourage questions or acceptance of the message - and are chosen carefully over others for this reason (Comber and Nixon, 2004). Teachers encourage children to contest what is being brought to their attention and why as both recipients but also importantly as “active, powerful and critical users of texts and discourses” (Luke, 2000, p.15), so they can better grasp the local and global commonalities and societal aspects of such messages. This develops children as individual literacy learners, to better arm them for life through the “pervasiveness of autobiographical connection-making to texts” (Jones, 2012, p.198), to know themselves and those around them better as:
“Critical literacy entails an understanding of how texts and discourses can be manipulated to represent and, indeed, alter the world.” (Luke, 2012, p.7).   
2.4.2.1 Belonging
The feeling of belonging is important to many and could therefore be a force to engage to encourage study participation. To achieve belonging, people need their personal connections to be present and active to feel accepted, supported and part of their community(s), family, colleagues and friends groups. So that they sense they are part of something special, bigger than themselves and with such Self Actualization their confidence grows (Rogers, 1961 and Whitehead et al., 2019).

Language, literacy and community when brought together in unison can move a community forward. Beyond code-switching, there is a need for those communicating to translanguage to provide and recognise the complete language repertoire (Coronel-Monlina and Samuelson, 2017). Only then can all eventually contribute equally when in a collaborative group situation. Bradley and Simpson (2019) reflect from a Vygotskyan (Yasnitsky, 2019 and Vasileva and Balyasnikova, 2019) sociocultural perspective that it is the social interaction that drives forward understanding, providing meaning between individuals when they communicate:

“the voices of expert users of unlegitimised, non-privileged varieties are hence typically not as audible as users of the more highly valued one.” (Bradley and Simpson, 2019, p.8).
The use of an interdiscursive mediator could be a way to overcome any misunderstanding assisted by the application of a transdiscursive translanguaging method to capture all streams of communication. These range from spoken to gestural, semiotic, discursive and culturally, from the people and social groups involved, all occurring often at the same time without assimilation. If this does not transpire then full meaning could be misconstrued (Goodwin, 2007).

Interestingly Blommaert (2008, p.16) states that language is “tied to an individual’s life” and not a space or place. Yet, even today, many people in South Yorkshire tend to stay close to their birthplace so with still limited ‘migration’ from South Yorkshire for many, with its skills (including Fordism literacy implications) and income restrictions, then when compared to many other regions perhaps they are one and the same in South Yorkshire. Glocalization’s societal associations occur, where the increasingly interconnection of places with other places causes them to reflect each other. This results in the loss of historical identity and associations, also individuals creating “language materials that enable us to produce more than just linguistic meaning but to produce images of ourself.” (Blommaert and Backus, 2012, p.28).
Where things become social facts they influence, change and can control a society (McKinnon, 2014). According to the Social Mobility Commission’s State of the Nation 2018-19 Social Mobility in Great Britain report (Social Mobility Commission, 2019), there has been little change in social mobility, occupational or income mobility for decades. There has been a growth in professional jobs, but a decline in the proportion of working-class jobs. So many people from disadvantaged backgrounds have in reality less opportunity to progress. Inequality in society is reflected even in the most basic human needs with research showing that very close to a “third of UK adults with children under the age of 16 was food insecure.” (Dorling, 2019, p.10).  

2.4.2.2 Social Class & Meritocracy
Class inequalities have always caused the educational system difficulties, even in its current structure. Academic streaming, curriculum changes, a new government and new government policies, often see teachers culturally clashing with the system. Any new directives introduced, some long-serving teachers may feel they have already had experience of them in the past, as the same or very similar ideas come in and then go out of fashion again, all extolling new virtues of the ideal pupil (Hempel-Jorgensen, 2009). There is the issue of service access and use, how some people because of their class and cultural capital can or cannot use it to influence their life chances. 
Bowles and Gintis concluded that there was no substantial relationship between IQ measured intelligence and educational attainment (Bartholomew, 2004). There was a direct relationship between class background and educational attainment – high class, high level, working or lower class, lower achievement (Bowles and Gintis, 1976). They apportioned this to the time the person stays in education, claiming the person’s IQ develops more while in education. Yet they state that family background is the dominant factor in someone’s educational success. Taking this further, interestingly there is no identified significant defined correspondence between IQ and an individual’s income, but again family background has. Blue and Grootenboer (2019) argue that an ethical, praxis approach to finance capability would deliver far better and long-lasting benefits to the individual and society generally. The way that decisions are made is affected by an individual’s social identity, not driven or should not be driven by the need to generate personal wealth. Children from working-class families fall behind academically considerably more than those of higher classes. Cognitive ability has recently been identified as not the key factor but a causal effect (Betthäuser et al., 2020). Social mobility is still possible in Britain, although down rather than upward movement is more likely. The educational opportunities and the quality of education that affects all classes in differing positive and negative ways, regarding employment openings, are actually increasing (Bukodi and Goldthorpe, 2018). Some may not be able or prefer not to move location to search for new job opportunities (discussed in Appendix 2). Where someone lives or prefers to live varies on their social and economic status: 

“Class fractions in which cultural capital plays an important part of social position, such as in the creative cultural sector, seem to have quite distinct urban orientations, regardless of income.” (Boterman et al., 2018, p.16). 

2.4.2.3 Language Diversity        
In the context of this study, people could be affected by having a direct relationship with other participants, some being tenants of the social landlord representative for example in this study. Such personal  inhibitors would need to be handled sensitively and with empathy. A major one would be where they believe they have no right to be there - the Impostor Syndrome (Cowman and Ferrari, 2002). Having reviewed various research papers on this topic with similar “participation variables (e.g. demographics, professional setting).” (Bravata et al., 2019, p.1255), an effective way to handle this would be to contemplate introducing a managed and acceptable playful, good-humoured banter between participants (Parkman, 2016 and Badawy, 2018). This would offer a positive atmosphere within which interactions across all individuals and groups could occur (Ryan et al., 2000), providing a stage upon which the use of everyday language could be promenaded (Jones, 2018). 
Bhattacharyya (1995, p.64) described language, beyond solidarity and agency concepts, "as the heart of culture, the medium for the production of collective meanings". Wittgenstien’s view, almost a century ago, captures the need for an individual’s ever-growing expansive language and vocabulary capability: 
“That the world is my world, shows itself in the fact that the limits of the language (the language which only I understand) mean the limits of my world.” (Wittgenstein, 1922, p.74)
Simard et al.’s (1976) review implies that a response to questions posed in a study like this are either constructive or dismissive based initially on three factors - language competence, how it is presented, and what are the motives of those asking the question or questions. Other important sub-factors, such as the appropriateness of the language used, should not be ignored. This could greatly influence the response and the effect on the levels of upwards and downwards convergence and divergence (Gallois and Callan, 1991). Interactions in this study would come from participants from very different social groups, each contributing to the sociohistorical setting by what is said and sometimes not (openly) said (Giles et al., 2010). 

A review of such behavioural changes, personal and social identities that could influence all participants, would require a framework by which to manage them (Bilous and Krass, 1988). CAT, Communication Accommodation Theory (Giles et al., 2010), with its seventeen assertions offered such a framework. They are classified into four types – Socio-historical Context, The Communicators’ Accommodation Orientation, The Immediate Situation and Evaluation & Future Intentions (Gallios et al., 2005). For further understanding these can be further subdivided, for example The Communicators’ Accommodation Orientation type. This reflects how an individual’s personality, their perception of the other participants and even if there is some sort of flashpoint, all will have effects on the process. Layered upon the types are five identifiable characteristics that can occur as the communication transaction is taking place – socio psychological states, goals and addressee focus, sociolinguistic strategies, behaviour and tactics, labelling and attributions (Gudykunst, 2003). These really do allow for the diversity and complexity of what is being observed to be ordered and scrutinised more forensically.  

All participants will use different forms of language, some will include professional terms related to their specialism, others, local words with dialect effects. Only a shared (everyday) language can link each participant’s island of existence into one engaged social world (Hines and Stern, 2019). Rampton (1995) contends that complex linguistic aspects such as language switching or crossing, code switching and dialects, or people simply feeling uneasy and possibly patronised through presented speech rates and even elderspeak (Grimme et al., 2015), could all debase contributions from research participants if not addressed. Communication Accommodation Theory assists in interpreting and predicting participant behaviour and the adjustments they make in such circumstances (Dragojevic et al., 2015). By understanding the sociohistorical context then participants can be brought together, with limited changes in social norms (Gudykunst, 2003), to work together, with their pragmatic concerns eased (Giles et al., 1991). 
2.4.3 Everyday Language – A Vehicle for Change
The way people communicate with their friends and families, everyday, vernacular language, can be extremely engaging which can raise cognitive ability in individuals when ideas are presented or concepts are eulogised to them in this way (Hubbs-Tait et al., 2002). When such interactions happen in a family environment it can have an incredible impact on a child’s development. This often occurs more in well-educated families, usually families in middle-class professions. A diverse group of theorists consider this to be a major factor why children from such families can generally out-perform in school those of a lower class (Feinstien et al., 2008). This considered differential was highlighted by Bernstein (1975) who observed that the working- class used a limited vocabulary, also gestures, a Restricted Code to communicate. This contrasted with those individuals from a higher class who tended to use a more Elaborated Code consisting of complex sentences and intellectual propositions. The latter is a code also used by teachers in school, Government, employers and other influential parties. Consequently it has become the ‘correct’ accepted mode of code to use. Unless the lower class can better master sentence construction from which the presentation and explanation of for example abstract ideas can be more widely understood, they will on average be at a disadvantage. Their social identity becomes therefore defined and their life chances restricted by the use of their codes with their place set “in the world by virtue of the language codes they employ.” (Littlejohn, 2002, p.178).
Hymes stated that any aspect of sociolinguistics should be immersed in the way the language occupies the social life of the objects of the researched and how in fact it structures society – “Diversity of speech has been singled out as the main focus of sociolinguistics.” (Hymes, 1972, p.38). It should never be purely about language constructs, grammar, words used etc. An appreciation of the linguistics and narrative inequality makes the meaning of any communication transaction far more lucid:
“Social, political and cultural contexts which both provide interpretive frames for what is being performed, and suggest insights into the often invisible structures that control or determine what can be observed at other levels as processes of transformation in societies” (Blommaert et al., 2006, p.38).
Drawing on Bourdieu’s (1984) concepts of linguistic dirigisme and economic dirigisme, then a far more comprehensive evaluation of any communication transaction can be achieved. Bourdieu also emphasises the importance of the unification of language and the hierarchical development of linguistic practices. He makes direct references to the effects of dialects, class, geographical location and ethnicity, which all should be measured against legitimate language use to first calibrate and then assess true meaning (Bourdieu, 1977). Scott (1990), like Bourdieu, points towards the effects of word impact, power implications and social space positioning to also further ascertain a thorough understanding of the transaction. 
Each participant’s instinctive reaction and use of natural everyday language was to be encouraged when contributing to either answering questions or performing any task set during any participation session (Richardson, 2000a). Through embracing the authentic language used by the participants, it should encourage them to act as normally as possible. Digital technologies and social media platforms would be used to present to the public the participant’s marketing outputs. Visual images as well as words would require the same level of scrutiny and due diligence applied. This combination of words and images together would introduce a further and necessary language competence dimension to the study to ensure the marriage of both compliments and does not confuse the meaning of the marketing messages presented (Leung and Street, 2017).  
With reference to symbolic tokens and informed expert systems, Giddens (1990) states that society can build its own distinctive trust matrix with its own parameters. The use of everyday language may do this more efficiently and effectively by building on the strengths of those involved and their “distinctive individuality” (Pahl and Spencer, 1997, p.102). They apply their language to understand and empathise with their multi-layered, complex, sometimes chaotic lives that may make them react differently when compared to, in this study’s case, other participants (Castells, 1996). The creation of communities of practice (Lave and Wenger, 1991), their situated identities and their discourse, could cause a dialogue shift within the participant group sessions, making things happen (Gee, 1999). Their cultural capital, their psychological demeanour, their habitus all nurtured through such group exercises. This adds incredible value to the research, and importantly it leaves each participant with at least a seed of belief that their opinion matters (Bourdieu, 1977).  Bourdieu’s concept that the social system (structure) limits to what extent individuals can act independently (agency), their habitus, is an explicit consideration (Bourdieu and Wacquant, 1992). Reay states habitus recognises that “individuals contain within themselves their past and present position in the social structure at all times and in all places” (Reay, 2009, p.76). The results of this again need to be a factor when gauging their reactions and responses. 
With regard to attendance, a critique of other studies concluded that to avoid absenteeism each session had to be interesting and enjoyable, and any participation contribution had to be overtly appreciated as being valued. To facilitate this, a ‘learning by using/doing’ approach appeared to be the most appropriate, encouraging participation by showing how in doing so it could eventually help them or their colleagues, friends and family (Rosenburg, 1976 and 1983 and Koomson et al., 2019). This would be especially important around the use of technology when financial services are provided electronically. The use of technology as well as the service both have to be taken on together in a “process of mutual adaptation between the technology and its environment.” (Leonard-Barton, 1988, p.253). With reference to the target audience of the marketing materials (owner-members/members of the general public), then a natural and localised ‘vernacular’ approach would possibly be the most effective. So with no or limited style-shifting accommodation or code-shifting capabilities, then any marketing message should be easily or better assimilated by the intended potential service users (Milroy, 1987).
Linguistic creativity can emphasise societal marginalisation, inequality, and why people’s behaviour can vary greatly. Keeping the authenticity of the participant’s interactions would be sacrosanct, by appreciating that “some speakers have been more tainted by the social than others.” (Eckert, 2003, p.393). Also from a Linguistic Naturalism stance, some participants might just feel out of their depth and not be able to contribute (Eckert and McConnell-Ginet, 2003). Acknowledging such factors then the roll-out of Universal Credit (UK Government, 2017), which directly affected many of the credit union’s owner-members, may have been far more successful if it had done this (Child Poverty Action Group, 2018). 

Not unique to people from Yorkshire, there is a bravado exhibited by some from this county about this county. This can become extreme when someone with a profound ‘working-class’ Yorkshire accent meets and converses with others from Yorkshire, but particularly from somewhere else “perhaps due to the prominence of Yorkshire and positive associations with the historical (and modern) administrative unit (embodied in promotional events such as ‘Yorkshire Day).” (Montgomery, 2012, p.652). This happens elsewhere in the country too, but it can be very noticeable in Yorkshire where the effect of dialect even between geographically close towns can be a province of nostalgia for some which they suddenly inhabit and feel safe in by doing so. Both ‘official’ and ‘imagined’ borders could therefore be at work at the in-group identity level, particularly within the owner-member participant group. Informal and local words and phrases, slang, even Mexborian (using words anyone living ten miles away from Mexborough may possibly not understand) would be expected, particularly from those in the owner-member group, them marking their clan and setting their signalling status (Orellana, 2009 and Preece, 2015). 
Drawing on other studies, depending on what happens during the research sessions, boundaries may need to be set regarding the use of bad language, swearing, profanities. Suggesting that study participants may have to watch their language could alienate and offend just as much as the language occurring itself (Charmaz, 2014). The study would need to accommodate such language aspects, appreciating that:

“The adjustments individuals make to create, maintain, or decrease social distance in interaction, changes that are enacted for reasons that go beyond the mere exchange of referential information and emotions.” (Soliz and Giles, 1987).  
Building upon Bauman and Brigg’s (1990) reflective form of performance in speech delivering meaning, Storch believes that swearing needs to be seen as a performance rather than as deviations from ‘proper linguistic practice’. Such performances though might not follow rules that some could expect, that they “nevertheless remain interpersonal in their communicative design” (Storch, 2018, p.49). It can add emphasis to something said but it could do the opposite too as the words have to be decoded and could, being different disruptive creatives (Maybin and Swann, 2007, p.514), cause offence. Therefore such word use by those who feel marginalised, disenfranchised and often not listened to, could be a vehicle to get attention. Voegelin (2010, p.230) states that listening is “a practice of hearing, inventing, imagining and knowing”, which along with the circumstances, the interpersonal accommodation processes (Labov, 1966), the setting, the formal or informal nature and context of the study, need to be all considered when deciphering dialogue to discover its full meaning (Smith et al., 1980).

2.5 Pedagogical Implications

There are a wide range of social, economic and cultural factors that determine how someone views and adopts financial services. There are others such as their political beliefs, their view on risk, and the kind of support they have been able to obtain from friends, family, colleagues and from those professionally qualified in financial practices. The earlier the exposure to financial processes starts, as a child through play, through school, and the transition between school to university or employment, the better (Lusardi, 2019). 
In an effort to have schools be able, with consistency, to better educate their students regarding financial processes, in November 2018 a total of 340,000 copies of the then new financial education textbook for the UK – Your Money Matters - was published, printed and delivered into English secondary schools. This was funded by a partnership between Martin Lewis (Money Saving Expert, 2021) with a personal donation of £325,000 and The Money and Pensions Service (2018). The same was planned and achieved for other state-funded secondary schools in the rest of the UK by the close of the year 2021. Each nation received both printed and digital copies of the textbook and an accompanying digital only version Teacher’s Guide. This enabled teachers to be able to react to questions regarding savings, interest rates, debt, budgeting, financial terms like APR, and the repercussions of not understanding what they mean, as well as an awareness of fraud and identity theft. The feedback from English schools to date that have used the textbook is that 88% of teachers agreed or strongly agreed that the textbook “would increase the confidence of teachers in delivering financial education” (Staig, 2020, p.4).
If such school intervention makes young people then or in later life feel more confident regarding their financial matters, then this can greatly affect their wellbeing (Central YMCA, 2016). In fact an estimated 19% lift in wellbeing, with those extremely worried about finances experiencing a 33% fall (Central YMCA, 2016, p.6). In the same research it highlights the lifelong and worrying effect that poor education can have on wellbeing. Also interestingly, whether rich or poor “The more affluent a society is, the greater its reported happiness.” (Central YMCA, 2016, p.18) – debasing for instance that poor people are happy because of the absence of high-roller stress and vice versa regarding the rich. Wellbeing is not predicated on someone earning more than their neighbour, it is a more buoyant and progressive economy that raises “absolute incomes” (Sacks et al., 2012, p.7) that works.
To nurture an environment to foster Social Capital for pedagogical purposes, words and images together deliver messages so much more powerfully than they do separately: 
“The interdiscursivity is produced through the hybridity of literary form and non-literary content, the mixing of verbal message and visual art, and the blending of information and persuasion.” (Janguo, 2011, p.96). 
Fairclough (1992) considers that the intricate lattice between deliberate intertextuality (active choice) aspects and latent intertextuality (less conscious choice) makes cultural allowances in research processes possible. Yet any evaluation and appraisal are immediately coloured by the inscribed way we talk about good and bad things. For instance using the term hard to place children rather than disruptive children, to describe those young people exhibiting defiant and uncooperative behaviour, can immediately affect the reaction to them by others. The same acceptance or influence can apply within political references made for instance regarding policy terminology. Is it reform or liberalisation, or innovation, even behaviourism (Harnad, 2010)? These all need to be examined to identify which is the better term or approach to use.  
Firms have their own problems understanding each other as the “number of global financial languages very likely exceeds the number of global spoken languages.” (Ali et al., 2012, p.1). For customers of their services this situation adds further complexity. In the same Ali et al. (2012) report the claim that if one language was possible then costs but importantly risk for all (including service users/customers) would be reduced. Being pragmatic, it will be well into the future before everyday language is ever used by the banking fraternity, except for marketing purposes. For some time then there will be this barrier to cross, especially around the use of financial terms which can be applied to sometimes “filter, distort and block information, possibly in a negative, counter-productive way.” (Sanden, 2015, p.23) by those working in the financial world. It is on this that Financial Education can really make the difference by helping people understand financial processes and therefore make a more informed choice with what to do regarding their monetary requirements by assessing options and the associated risk.
The financial regulators (FCA/PRA) are also concerned about companies using misleading marketing and questionable tactics to keep their customers in debt. Some use nudge techniques (Simon and Tagliabue, 2018), often by appealing to social norms by claiming that most people are in debt and borrowing is quite normal. The people that respond to these claims are often vulnerable and some because of their poor credit history feel they have very little option to go anywhere else except to doorstep lenders, payday loan providers or illegal unregulated lenders. 

It is not just unregulated lenders where there is a problem. The Financial Conduct Authority (FCA, 2017) in 2020 issued research findings which showed that cardholders were paying on average £2.50 in interest and charges for every £1.00 of debt they repaid. For instance, someone borrowing £3,000 on a credit card (APR of 19%) and they make only the minimum monthly payments starting at £74, it would take 27 years and 7 months to pay this debt off, with interest paid, assuming no further spending is done on the card, of £4,192. Actually 19% APR is a low commercial rate when compared to many licensed lenders that for example use television and the internet to market their services. The repayment implications here are enormous when APR is quoted by them in the many hundreds of percent (Parker et al., 2018). This is why terms like APR and the subsequent negative implications of not paying or the positive of always paying “your bills on time as this may reduce your APR.” (Jones et al., 2018, p.44) need to be understood and so if taught need to be situated in a life skill session, and not wrapped up in a mathematics lesson:
“Its (financial education) introduction to the secondary curriculum in September 2014 as part of Mathematics and Citizenship was hailed as a game-changing moment.” (APPG, 2016, p.23). 

Yet in the same report:

“It is arguable that in some ways getting it on the national curriculum was damaging because people saw it as a job done instead of a job beginning.” (Martin Lewis, APPG, 2016, p.17). 
2.6 Credit Unions & Their Policies

A credit union assists its account holders (owner-members) by providing regulated banking savings and loan services. With this study being situated in a financial context and involving a credit union, it was important to have an insight into how credit unions began and grew in the way they did in the UK. This is detailed in Appendix 1. 

To ensure any policy raised is more readily accepted, it can be carefully wrapped in values that appeal to a moral evaluation of it (Hyatt, 2013b). With a myriad of pressures around any policy creation and implementation, this approach can be problematic as the aims and objectives for the alleged target, the poor, the excluded, the disenfranchised, can then make these targets become the objects rather than grateful recipients of policy change (Moore, 2012). This is always carefully considered when any policy is raised by a credit union, although credit unions do not always feel the empathy from the UK Government when regulatory changes are raised upon them (FCA, 2019).  

2.7 Summary

In this chapter, existing literature has been reviewed regarding pertinent topics related to this study’s aims and objectives. This chapter presents the shape of existing research regarding Literacies and Language, Financial Literacies, and Power and Identity. Then by placing ‘everyday language’ at the intersections of these three topic areas, that are not typically overlapped or dovetailed together, this study exposes gaps in knowledge from which an original contribution to research can be instigated.
There seems to be no comprehensive overarching literature regarding the full story of credit unions in the UK. This is surprising, especially with the onus being placed on such firms by the UK Government and local agencies to deliver financial services and support. The advocacy credit unions provide for many people in communities that often struggle with navigating and responding to financial processes is immense. A situation which is further complicated by their usually low levels of income and specific exclusion restraints this can have on their everyday lives. Through my research I have sought to bring together a genuine salient story of credit unions (in Appendix 1) from which others can now quickly assimilate what they are, do, and what their potential could be.
To consider the potential, this study aims to understand more about relationships and the language used to ascertain the real reasons for non-engagement between financial service providers and service recipients. To do this the two factions will be brought together, and will contribute to the study on an equal footing and status. From this extremely rare scenario, the study will aspire to make practical recommendations to negate identified gaps. The study looks at not just the social context of the individuals, their families and communities that attempt to interact with service providers, but also from the perspective of the service providers themselves in an endeavour to highlight the disparity that can occur between both. Both often considering that they are doing the right thing for the right reasons, but in reality it is just not working for either. 
Through this literature review, by comparing disciplinary approaches this has informed the path that the study’s methodology will tread. There is a great breadth of conceptual, theoretical and methodological aspects to consider, from a relatedness to Bourdieu’s (1977) habitus, to the study drawing on the implications of Fairclough’s (2000) social class, social conditioning and the feeling of us and them, with all the power and identity dynamics these bring. The main research question and supporting questions are introduced at the beginning of the next chapter (Chapter 3 – Methodology). These and the methodology itself are directed by the findings from the literature reviewed in this chapter. 
Chapter 3 – Methodology  
This study investigates the value of the use of commonly used everyday language in financial marketing materials, created in order to promote better personal management of daily finances, and therefore improve people’s lives and wellbeing. There are two main aspects to consider with regards to this study’s methodology, the guidelines and principles which it stands upon – the creation and application of the marketing materials produced, and the use of everyday language with regards to the shared, mutual understanding it can bring.  

3.1 Introduction 

In the previous chapter I explored a wide range of literature which led me to identify and define my main research question, regarding the value of using everyday language as an enabler in financial contexts. Also a number of supporting questions have been defined to assist me in doing this:
· In what ways does language shape understanding of financial literacy, especially for those people with non-specialist knowledge of financial terms and systems?
· How can people be more empowered in order to make decisions about their finances and how can language and literacy practices play a part in this process?

· Does financial understanding improve as a result of increased use of everyday language? 

In this chapter I explain the methodological approaches adopted in this study in order to tackle these questions. They were selected because they provide a framework to manage crucial research aspects like participatory involvement and the influence of positionality.
The research was situated in a professional context; a consultation with nine participants (their profiles stated in Table 3.8), from a range of backgrounds, all tasked to produce materials for a marketing campaign. This provided an environment where the participants’ interactions, as they created the marketing materials, could be observed and analysed. I drew on a mixed-methods, social constructionist/interpretive epistemology approach (Barbehön, 2020). Qualitative analysis (Kiger and Varpio, 2020), with its subjective approach to any non-quantifiable data collected, allowed the planned programme of participatory sessions (Figure 3.1) to be immersed in the social constructionism, the everyday interactions, the culture, historical and social contexts that the data emanated from while examining “how they use language to construct their reality” (Andrews, 2012, p.11). Using Action Research in an interpretivist epistemological study like this one is supported by the fact that it has been used successfully “to find appropriate solutions to social problems and especially educational problems” (Tekin and Kotaman, 2013, p.86) for a number of years. 
Asking the participant groups to devise a memorable marketing message by considering perhaps something like the Von Restorff Effect, sometimes referred to as the Isolation Effect (Von Restorff, 1933), could be very productive and also an enjoyable ice-breaking exercise for all the participants. This is where startling distinctive words or phrases, with supporting images if appropriate, are presented in a way to project meaning in an unforgettable and sometimes unexpected way (Parker, Wilding and Akerman, 1998) as “Surprise increases the attention paid to the item” (Green, 1956, p.340). As a theoretical construct, asking could distinctiveness make the words really stick and improve recall whilst still delivering a comprehensive message, would be a well worth exercise of any marketing team arguing “that other factors besides the difference between one item and other items are important.” (Von Restorff, 1933, p.314). 
I was hoping to find trends, methods to engage, drivers to discover relevance in the ways people wished to learn. These need not be on a large or grand scale, often by just carefully listening to identify only  ‘small changes’ could conceivably make a big difference (Hamdi, 2004). Whatever I wished to present to people to bring about better service adoption, or simply a better understanding of a particular topic such as financial capability, it needed to be relevant and embedded in a (marketing targeted) person’s everyday life (Hine, 2000). Also any social capital developed through the study’s participants themselves would be important (Dika and Singh, 2002) as “social contacts affect the productivity of individuals and groups” (Putnam, 2000, p.18). 

This study is not about producing marketing visuals with words per se. This activity was an engagement tactic to mine the answer to its core question. To achieve this, techniques, observations and findings would be combined to bring the “hidden and perhaps stigmatised communicative repertoire, often those of linguistic minority groups, to be foregrounded.” (Bradley et al., 2018, p.57). The application of Critical Discourse Analysis would confirm what is real “depends on what is ‘presented as real’ by those in positions of power.” (Bacchi, 2009; Hyatt, 2013b) but I choose Thematic Analysis as opposed to Critical Discourse because of its coding adaptability (Table 3.11) and its stability that is provided through its recipe of processing stages (Table 3.12).
The study’s approach was mixed methods (Berman, 2017), participatory observation (Robey and Taylor, 2018), with elements of action research (Burns, 2015), supported by methodologies of institutional ethnography (Rankin, 2017), qualitative and quantitative analysis. The majority of the study was qualitative based. There were quantitative components, a direct and measurable effect on take-up of the selected credit union’s service(s) from the application of the marketing materials created being the main one. In essence, did take-up increase or decrease as the service promotion designs by the whole participant group (all three participant groups together) were applied by the credit union’s outreach team, on its online channels and in its branches? The marketing materials created were an important part of the study by them being at the centre of the discussions at all the participation sessions. These materials providing an ever-present stage upon which the participant’s interactions were performed throughout their involvement. They were also a lasting visual record of the labours of the participants. The whole study process is summarised in Figure 3.1. This presents each stage of the study and how they relate to each other. Each stage is described in detail in Chapter 4, with the final analysis, recommendations and study conclusions in Chapter 5:
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Here in Table 3.2 are the three most pertinent activities in each of the study’s stages shown in Figure 3.1:
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                        Table 3.2. Study Step By Step Process Visualisation – Most Pertinent Activities 
The aim was to use multivocal and multidirectional pedagogies (Karnenbeek et al. 2020) to enable the groups involved to consider service information presented to them from both the service provider and recipient’s perspectives. The style and content of the services to be reviewed were first analysed through workshop activities, looking at available current credit union marketing offerings from which then the participants would produce new collateral. What if any effect these new marketing messages had on the services themselves were measured throughout the credit union’s associated marketing campaign for the then following six months. A questionnaire was also issued to all the study participants after the programme of workshops had been completed (copy shown in Appendix 4). Quantifiable and qualitative data and information, all the participant responses, all their reactions during each of the participant’s interactions were recorded and analysed. Each session’s findings fed into the next, with the service marketing information and ideas constantly being revisited and adjusted following the feedback. By leaving time between the sessions (actual dated scheduled defined in Chapter 4, Table 4.1) it gave me the opportunity to analyse the data from the previous session and sessions to give more meaning and insight into the next. By doing this it better tested the emerging themes as checks and balances could be introduced throughout the research process to validate them against new data sourced from the following session (Olson et al., 2016). The multiple sessions allowed some themes, sub-themes, to be approached from different directions to ensure the appropriateness of the information, the intent and context from which the participant contribution had come from. 
The multimodal designed marketing materials were then created from all the study participants as one Focus Group. The whole research process constantly challenging the participants’ assumptions of people, services and the political procedures that revolve around them. This would be a reiterative process that allowed other considerations as they became apparent to be examined. It was thought that the marketing materials could just be introduced into a small number of the geographical operating areas of the credit union, to compare and contrast the effectiveness of them in one area to another in an attempt to “avoid producing a superficial and diluted piece of work” (Litosseliti, 2018, p22). This option was noted but not performed as the marketing campaign would be internet as well as branch based, so it would have total visibility across the credit union’s whole active geographical operating area at once. 

3.2 Context 

The study was performed in Mexborough, a large town in South Yorkshire, England. The town and South Yorkshire, their history, their place in the second decade of 21st Century Britain is detailed in Section 1.1.3 and Appendix 2. Beyond this, I would like here to further emphasise two other key aspects of context. The study participants, with particular reference to the owner-member group, and the Universal Credit benefits system. Both are interrelated and influence the stance of all the participants in all the groups.   

The research to engage its participants had to be relevant where at all possible to their lives, their circumstances, and go some way to addressing their concerns. One topic that kept being raised was Universal Credit (UK Government, 2017). Through my employment I have had direct exposure and direct insight into the experiences of those impacted by changes in the Government’s benefit payment policies and procedures. I detail the topic, the context and repercussion with regard to all of the three participation group members of Universal Credit in Appendix 7 but it is raised here specifically as it was a cross-group factor that created a shared touchpoint. This influenced each participant’s positionality, both personally and professionally and was “determined by where one stands in relation to ‘the other’” (Merriam et al., 2001, p.411). This was with the public organisation officers being the service providers, the owner-members being the service recipients, and the credit union officers, as intermediaries, offering financial support and assistance resulting from issues raised by Universal Credit.

There are many community engagement specialists, Ledworth (2005), Ghose (2007), Sammons et al., (2007), Cooper (2008), Taylor (2011), and Newman and Newman (2017) who all support the argument of the significance of the positive aspects of community and community engagement in their research. They reflect also on the perspectives of a researcher who does or does not explore their own personal experiences to situate findings in a wider cultural, social and political context. Additionally they raise the practical difficulties of attempting to do this and how not realising them can compromise any research. An example of this is the importance of carefully initiating and then maintaining contact with research participants, and always remembering that many may have restraints on their time and availability. 
A growing problem across the UK is the reduction in professional support from public and third sector organisations, mostly because of funding restrictions. This includes assistance regarding financial matters. Anyone who needs support will find it difficult to secure it (Murphy et al., 2008 and Joseph Roundtree Foundation, 2015). This position is highlighted in Figure 3.3 (Reed, 2016, p.6), where the overall spending cuts are shown to impact the poorest in society:
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Each year the credit union runs campaigns that promote the services it provides. These include proactive ones like encouraging people to make use of Christmas saving accounts in January, to more reactive ones like school uniform loans in August. The data, new accounts opened and closed, number of loans taken etc., are all captured by its core enterprise Progress computer system whose management reports I used to assess the impact of the use of everyday language in the study’s marketing campaign (Progress, 2018). 
Although my research is predominantly qualitative, this broader service ‘take up’ data provides a useful overview of the potential impact of the use of everyday language. These figures reflect the commercial implementation of the findings of the study and are therefore important (Section 5.1). Should the result be a noticeable increase in service take-up of the credit union services promoted, then the use of everyday language would seem to be significant and to warrant further enquiry (Aguinis et al., 2019). The complexity of the context and other influencing factors mean that this is a tentative claim and it is really the qualitative elements regarding the use of everyday language that this study centres its focus upon and from which it draws its conclusions and recommendations. The application of the key qualitative methods that are explained in detail in Chapter 4. In the next section I provide an explanation into the main methods applied, the merits and flaws, the rationale why it was decided to use them.   
3.3 Methods Of Data Collection 

The research and study production generally adhered to the timetable defined at the original research planning stage and summarised in Table 4.1 (Chapter 4). Starting in September 2017, the initial participation workshop sessions beginning in February 2018, with the thesis at first estimated to be completed in 2020, although this was a guide and could have been changed should circumstances arise. Data was annotated from observations of the participant interactions at the workshop style sessions, and after repeatedly reviewing the video and audio recordings of them. There was also the response by the participants to a questionnaire issued after the programme of workshops had been completed. This whole process is summarised in Figure 3.1, Table 3.2 and Section 4.1. 
3.3.1 Action Research 

Action Research is “explicitly and actively participative: research with, for and by people rather than on people” (Reason and Bradbury, 2003, p.171), whose aim is to facilitate the curation of context sensitive, situation-based knowledge (Reason & Bradbury, 2008). The co-construction of knowledge and the new possibilities for action are developed through shared cycles of meaning-making and understanding (Cassell & Johnson, 2006) with dialogue “often seen as a key ingredient of this process (Bartunek, 2004; Bate & Robert, 2007; Maclean & Macintosh, 2002).” (Ripamonti et al., 2015, p.56). With its participatory and collaborative approach, Action Research supports grounded evaluation and evidence gathering activities with regard to considerations related to practice change. This makes it ideal in complex situations, for example within educational research and the association with the sensitivity of the focus in this study on financial matters. It improves topic knowledge while formulating a pathway to advance change or theory adjustment by following its research process sequence of “planning, researching and analysing data before committing to a plan of action” (Hine, 2013, p.11). With its ability as an enabler, through its reflective framework, after review I considered Action Research would be invaluable to this study with it also supporting the researched to become partners in it (Morales et al., 2017). The impact of the research can also be affected by the researcher becoming a partner in the process.
Ulvik et al. (2017) contends that Action Research can be used to expose the relevance, or non-relevance, between practice teaching and a teacher’s original university coursework. This study aims in a similar way to investigate the significance of everyday language in regards to an individual’s financial education and empowerment. Action Research being performed in its standard “systematic and intentional inquiry” (Cochran-Smith and Lytle, 2009, p.142) mode, first planning the action to take, then taking it. Then the findings are analysed to support change where required, or to plan further iterative cycles/actions to create further data to inform any need for change. This process is represented in Figure 3.4:
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Hart’s (1992) Ladder of Children’s Participation as well as Arnstein’s (1969) Ladder of Citizen Partnership, from which it was adapted, both highlight the importance of accessibility, transparency, timing and the participant activity process itself with regards to facilitating successful participatory engagement. Arnstein reflects particularly on the significance of ensuring that any participants are made fully aware of the value of their contribution “and having the real power to affect the outcome” (Arnstein, 2019, p.24). Hart’s Children’s Participation Ladder can be used not only to and within the field of educational studies as, for instance, its ideas how to respect participants are applicable in other contexts. The ladder is not a sequential path to follow, it is rather about to what extent the organisations and institutions involved allow (federate their power to) the participants to express themselves and to what extent their contribution is honestly assessed and acted upon. The extent of the delegation of power can have differing effects on the end result of the analysis and the relationship between people, communities and government. The participants in this study are informed and consulted (rung 3 of Arnstein’s Ladder of Participation is Informing, rung 4, Consultation and in Hart’s Children’s Participation rung 5 is Consulted and Informed) throughout. Hart raises the need for all to understand clearly the aims and purpose of any participatory involvement. Hart also distinctly states what some may believe is a collaborative approach may not be, as clarified in Hart’s ladder rungs of manipulation, decoration and tokenism. Yet by understanding this and through showing each participant that their contribution is taken seriously and that they have equal status with all the other contributors, equal say, with powers of sign-off for whatever is decided, they feel then they can have a direct impact and influence on the situation under investigation. They then fully focus on their contribution which benefits the research. For example such as the co-produced creation of the marketing materials in this study, as a true valued and equal partner their commitment would be enhanced and so therefore should their contribution. 

The issues of participant ownership and pride in the research were also important in attempting to make it as comprehensive, real and relevant as possible. In an interesting and related (from the research techniques applied and participants involved) participatory action research investigation on improving educational performance in disadvantaged areas (Parrello et al., 2019), the significance of a researcher being skilled in behavioural observation was exemplified. The researcher must be aware and able to manage how behaviour can vary greatly in any closed research situation with a diverse range of participants. This may be expected by a researcher, but in this example it clearly showed that the success of the research resulted from the planting and the continual promotion of a sense of pride in the research participants for what they were doing. By the researcher concentrating on what could be achieved by those involved and enforcing the participant’s belief that their involvement would result in delivering incredible benefits for all. The paper was published after the participatory sessions had taken place in my study but it was good to read how their participant belief and pride construct echoed through my study too.

An action research approach allowed the participants’ needs, agendas, nurtured (by me as the sessions progressed) feelings of empowerment, subsequent ideas and the need to understand and constantly critically reflect on social reality to be managed. Any assessment of any action taken was carefully perused before any claim was made. This did ensure that even if an “armchair revolution” protagonist was present, if what they said had an element of substance and subjectivity it was noted (Freire, 2005, p.66). The data being created could then be reconciled as the participants focused on the marketing tasks I had devised for each session. By applying such a multi-layered research process it should facilitate the theory to emerge from the data itself (Oktay, 2012).
Action Research through its application can affect what it is studying and also those doing the research, actually making them the catalyst of any transformation (McTaggart, 1997). Since the 1960’s, its data collection, its participant management and its capability of policing and managing societal forces such as power (Dreyer-Gibney et al., 2021), has made Action Research an ideal methodology to adopt for such participant in context centric research (Stapleton, 2018). Action Research follows a cyclic path, each cycle consisting of four main steps - planning, action, observation and reflection (Arcidiacono et al., 2016). This constant and re-iterative reflection process brings into the research the ability to do extensive topic archeology and assists in finding links and connections and identifying the persons involved or are being affected (Engward, 2013). This builds a better understanding of their wants, beliefs and fears, ensuring a more holistic and realistic view of the situation is framed which can then result in a more informed research conclusion (Morales, 2016). 

It was so important for me to review past in-the-field practical applications of the methodology. From the concept of transdisciplinary action research, respecting the study’s context and the reality of need to mine the most out of the research I was influenced, for example, to bring into the study a senior DWP officer to contribute but also as an informed ally within a highly influential organisation as “it is useful to recruit people in more powerful positions or organisations to help promote the research findings.” (Pain, et al., 2011, p.8).
3.3.2 Focus Groups 

A focus group’s purpose is to generate research data via “a carefully planned series of discussions designed to obtain perceptions on a defined area of interest in a permissive, non-threatening environment” (Krueger and Casey, 2009, p.2), that “can often be more successful if they are made up of relative strangers” (Cohen et al., 2007, p.377). To source a collective opinion the focus group relies “on the interaction within the group who discuss a topic supplied by the researcher” (Morgan, 1988, p.9). 
It was important to allow each participant’s personal stories and concerns to percolate across all of them during the sessions (Peck, 1989). Especially those of the subordinate (owner-member) group, to bring their untapped knowledge out of the dark recesses of obscurity into the light. From this the other two groups would hear directly from their service recipients first, what the real problems for their ‘customers’ were and then how their interjections, policies and procedures in the past had, and in the future could have, a positive or negative impact on the lives of people in their community. With their envisaged new appreciation and more holistic understanding of the situations through their involvement in this study, the consequence should be better decisions and better services from them in the future.

The participants were first tasked with reviewing and discussing two credit union services and the associated marketing materials then used by the credit union. Secondly they were then requested to define, design and then select their preferred marketing collateral to be applied in an actual marketing campaign to promote the credit union services to the general public. This whole process is chronicled in detail in Chapter 4. 
With such a diverse range of participants (summarised in Table 3.8), some certainly marginalised in society, then intersectional issues like power and identity could arise (Hopkins, 2017). In any group situation it would be anticipated that there would be elements of power and position displayed at varying times at varying degrees that would need to be managed. Modes of legitimation, and the four strategies (a. Authorisation - told to do it, b. Rationisation – useful need, c. Moral Evaluation – what is good, beneficial, and desirable and d. Mythopesus – cautionary tales regarding the past, present and future) would be a method to do this. By working with, rather than highlighting the formal and the informal social positioning of an individual, better participant responses and more inclusive and collaborative behaviour during the study’s participation sessions would be promoted (Bitektine and Hack, 2015). 
The study’s analytical approach needed to ensure that it could not claim to have attempted to answer the question set by it by just looking at the language used as the problem to address. The issue could be much larger. In fact by making it just a language issue then all it may do is mask or even make the problem worse by moving the problem or problems elsewhere should its recommendations not acknowledge this. Such issues of oppression can be all interconnected in a matrix of domination (Ferber et al., 2007) where each individual may experience differently the effects from them, depending on their own circumstances and socioeconomic status (Collins, 2000). The way people are perceived by others because of this status, their class, also has a bearing. Breaking through the stereotypical views the participants had on each other in such a short period of time could have been challenging, yet it was achieved. Actually it was an essential part of the analysis – identifying and using such positionality and identity aspects to get to the heart of the problem. The way it did this could also be formalised and theorised upon to be another fundamental output resulting from the study. 
At the same time as developing the service ideas, how language and communication nuances were used during the sessions by all parties was explored. With all the individual group and multiple group sessions being recorded on video as well as sound only too, subtleties such as physical gestures could be analysed later (Goldin-Meadow and Alibali, 2013). Notes taken were also reviewed after each session. Each session had a script with set questions, this was particularly relevant when the groups came together for the first time. This ensured that the same was said to each group to prevent any confusion or discrepancies at the later all-groups sessions. The questions were reviewed before the initial sessions by my university supervisor and informally by two fellow doctorate students. 
The sociolinguistically based participant discussion sessions needed to capture both verbal and non-verbal aspects of all the participants’ interactions (Putman and Street, 1984) to facilitate a crystallization rather than a rigid, fixed two-dimensional triangulation enquiry as “Paradoxically, we know more and doubt what we know. Ingeniously, we know there is always more to know.” (Richardson, 2000b, p.934).
During the participation sessions, inclusivity would need to be developed (Dorling, 2010) and the expected untapped social capital present excavated (Castells, 1996) by encouraging open debates in a created trusted environment (Giddens, 1990). Focusing this at least initially on the topics and the outputs relevant to the participant’s day-to-day lives, it would encourage inclusivity by showing an understanding of how things should be done with, rather than to those receiving the service or services being scrutinised (Hine, 2000). If this is recognised by those setting and enforcing policy, or providing services, it could really start to make a difference with the relationship between service providers and recipients and then to society generally (Christens, 2012). Such hegemony, dominance by others, factors of influence, all needed to be considered as part of the active research study to secure a base understanding before any solution was considered and recommendations offered (Jarvis et al., 2011). Any perceived positions of power between and across the range of participants needed to be neutralised so that the sessions would be as real and productive as possible (Kincheloe and McLaren, 2000). Techniques like participatory drawing in the sessions would assist greatly to do this (Literat, 2013). 

Developing and maintaining the confidence of the participant group is advantageous as many lifelong learning studies report that “Participants perceived confidence to have an impact on their wellbeing and involvement in the learning process.” (Norman and Hyland, 2003, p.9). Empowerment can be volatile and unstable. So care with it and how it was encouraged, administrated or seized by an individual was taken as it can sometimes be a precarious force.
For additional study thoroughness, at the beginning of each subsequent participation session what happened previously was reprised for accuracy and validity purposes. A form of member checks approach which would also control and correct my subjective bias, checking the truth of my knowledge (Lincoln and Guba, 1985 and Morse, 2016). The contribution that member checking makes to the credibility of research is questionable (Thomas, 2017) but its application, in whatever lightness of touch, did ensure that the participants only agreed with what they could honestly agree with as being correct, without any pressure from me with others being present (Birt et al., 2016).

The study was predominantly about the analysis of the interactions between the groups and the language selected to be used by the participants between themselves and on the marketing collateral. Essentially the study concentrated on the use and application of literacy practices in what would be envisaged to become routine activities (Street, 2000). This all managed by looking at the connections, identifying and building themes, keeping everything (especially around the interdiscursive elements) in context and how the findings could be practically applied. The following research method shown in Figure 3.5 was also referenced to analyse the participant’s interactions (Lavrusheva, 2013):
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Fundamental aspects of the mechanics of performing this study had to be considered and enabled by the methodology. An illustration of such was why would individuals be interested and come forward and become involved in the study. With no monetary benefits being offered to participate, the participants had to believe that it was worth all their time and effort. That the resultant findings will or at least may change things through such “coordinated actions” (Putnam et al., 1993). A form of agency forged through being involved in shared activities (Emirbayer and Mische, 1998), but as the researcher I was always aware that:

“It is extremely difficult to generate effective community action where individuals or groups lack trust in each other.” (Javis et al., 2011, p.240). 

In an attempt to discover the answers to the study’s questions, after the project planning and a base literature review, a programme of single and multi-group interactive workshop sessions were employed. To further clarify the process, Table 3.6 summarises the participation research activity (PRA) sessions. In the accompanying Table 3.7 is the key to the A-D notation used in Table 3.6, denoting which of the study’s research questions relate to which PRA session:                                     
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        Table 3.6 Participant Research Activity, Study Questions, Data Capture & Use Summary
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I had hoped that even the study’s style of investigation could be used to promote the importance of the adoption of such structured focus group activity, avoiding the perception that “It’s lip service or a PR stunt, not a genuine attempt to find out what people believe, want or fear, and take that into account when developing services or policies.” (WPP The Government & Public Sector Practice, 2019, p.28). That is if it was accepted as being effective, from a theoretical perspective particularly, successfully building value through organisational interaction (Bourdieu, 1986) would do so much to encourage others to seriously consider this approach for future research. To be successful it had to have an impact and exhibit its findings in an interesting and easy to assimilate way. This study attempts to do this by the adoption of everyday language throughout. Eventually there may be a template/style-guide developed to apply such social capital with a real-world applied “reflection and action” (Freire, 1972, p.60) approach to be able to review other national and international campaigns.

3.3.3 Questionnaires 
Questionnaires are very good at collecting data quickly and effectively. This makes them ideal for responses from a large number of people, especially if the questions are designed in a quantifiable, direct, closed questioning way on a certain topic of interest (O'Cathain and Thomas, 2004). Open questions can allow more qualitative responses, assisting in the development of themes and theories, although the process to analyse them would require far more resources to do this. Questionnaires can, by the style and focus of the questions presented, sometimes be used by a researcher to prove rather than discover something. There are other factors that need to be also considered and addressed. For one, are the answers offered truthful, fully considered or interpreted as the researcher had envisaged? The wording and the format itself of a questionnaire may be difficult for a diverse group of recipients all to understand. There are others where techniques can be applied to negate them. To illustrate, triangulation is where multiple methods are brought together in an attempt to cope with for example the effects of the researcher and the participant’s bias and positionality (Waltz et al., 2010). Through triangulation techniques many quite complex concepts under investigation can also be presented to those in receipt of the questionnaire in a form that they can relate and want to respond to.

Questionnaires can be quickly and inexpensively issued directly to the targeted recipients. They can be used to focus on a particular subject and/or group from a number of perspectives through a range of questions. These can be closed, open or multiple choice questions, giving therefore comparability and scope to any research (Bell et al., 2014). Questionnaires can be problematic for a number of reasons. For one, evidence is not neutral as the researcher too has agency. So the selection of the questions asked in some research, and occasionally not asked, may make questionnaires not always as subjective as they could be. Sometimes the numbers that are gathered, often because they are numbers, can be used to claim fact when such empirical evidence is used to prove something the researcher may have wished to prove (Cochran-Smith and Fries, 2001). In Section 4.2.4, how and why the questionnaire was devised, its aims and the actual responses are shown. Also why some participants attended a meeting to offer their feedback to it which others did remotely in writing. 
The questionnaire’s questions were constructed based on the research experiences from the previous participation sessions (PRA1-PRA5). The same version of the questionnaire (Appendix 4) was issued to all three participant groups soon after the completion of the all-groups participation session (PRA5). After explaining to my university supervisor the profile of the people from the owner-member group, socio-economic classification D and E or Class 7 NS-SEC (Office of National Statistics, 2020) it was suggested that all the owner-members (although issued with the questionnaire too) would be perhaps better engaged on this activity by all being invited to attend a separate discussion session rather than them completing the questionnaire and posting or emailing it back. Doing this to all intents and purposes allowed more opportunities to explore in depth their true thoughts and responses, and not get and have to accept what could be considered just “surface data” (Kuntjara, 2001, p.35) from a written returned response process. The other two groups were asked to complete and return the questionnaire. There was a key question in the questionnaire about language use. Initially I had considered doing a Likert-type scale or psychometrics approach on the responses but as the survey was short and really about brief statements, and with such a small number of respondents, this was then not applied (Carifio and Perla, 2007). The results from this activity are reported in Section 4.2.4.
I wanted the participant research to be mostly based on the instant ‘gut’ interactions and reactions at the participation sessions. These sessions were therefore the major part of the participant programme within the study. I could appreciate some of the participants would welcome the opportunity to further consider and document, away from the participation sessions, their thoughts so I did adopt a questionnaire approach to accommodate this. I consulted a range of associated guides (Atkinson et al., 2003 and Cohen et al., 2007 and O’Leary, 2014 and Saris et al., 2014) to ensure the questionnaire, the research objectives and form were tested throughout the questionnaire’s creation, execution and the eventual critical analysis of the responses. All but the owner-member group participants completed and returned the questionnaire with the owner-member group being brought together (in PRA6) to secure a more comprehensive response.
Again, like the study’s questions themselves, the questionnaire’s questions were verified for correctness and equitableness by my university supervisor and informally by two other doctoral students. The questionnaire was designed to complement and verify answers from the participation sessions, rather than lead on the research. Both open and closed questions were used with a logical flow between each one (Sudman and Bradburn, 1982). Other questioning techniques were considered but for instance display questions: “Display questions (often contrasted with referential questions which elicit unknown information) are those in which the questioner already knows the answer and to which there are limited number of responses” (Donaghue, 2019, p.2), were not used because of the inferred nature of the investigation to ascertain the unperceived. 

3.4 The Participants 
This whole study was based on the recruitment, engagement, involvement and eventual analysis of the responses, suggestions and behaviour of nine individuals who were all sourced through my professional network. Each group consisted of three people. One group was composed of three credit union owner-members. These are members of the public who use the credit union and are therefore account holders. Account holders at credit unions are referred to as ‘owner-members’. This reference comes from the fact that by having an account their actual savings are shares they ‘own’ in the credit union. There were three service providers from the public/third sector (who service the owner-members in the other group but very rarely do they ever come together, face-to-face) and three officers from the credit union. Both the credit union and the public service officers were selected for having very different roles in their organisations, giving a breadth to any response regarding their sector’s customer interactions and services. Before I approached them separately, careful consideration was given to ensure that the participants in each group were representative of that group. 
The public/third sector group had a senior DWP officer, a vastly experienced housing association officer (from a large South Yorkshire housing association that houses two out of the three people in the owner-member group selected for the research) and a proven social entrepreneur. The staff from the credit union group consisted of the lead development officer, financial controller and a credit control officer. The owner-members were a mixture of people who had been credit union account holders for a number of years and all were active users of the credit union and its services. The participant profiles are summarised in Table 3.8 below, although I did use the in-depth knowledge of the Mexborough credit union branch staff of their owner-members to ensure that the owner-members approached not only had knowledge of the credit union but were also considered confident and had a “calmness and assertiveness during social interactions.” (Manning and Ray, 1993, p.180). The Participant Code reference attached to each participant in the following table is used throughout the study to identify who did or said what at every session: 
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The term “difficult to reach” is still used and has been used for decades to identify those members of the public that really need to be engaged but service providers have difficulty in doing so. This label “difficult to reach” is applied by some of the public organisation officer participants involved in this study and it does put added pressure on any attempt to address and encourage such people’s participation (Wilson, 2001). People once engaged are often keen to contribute positively to the community in which they live (Tomlinson 1989, Pawson 1996, Kincheloe and McLaren, 2000). These people are really difficult to engage rather than difficult to reach, and if they are successfully engaged through this study how it did this could form an output of interest for other similar based research that may follow (Brackertz, 2007). This was a consideration regarding the intentional limited use in this study of questionnaires, acknowledging both the pros and cons of this approach with the types of participant groups involved (Manion and Morrison, 2018).
There would be the creation of a consumer partnership to review and then produce something that would enhance service design and the promotion of it. This would be brought about by bringing parties together to understand the needs, share experiences and desired outcomes of each individual or group involved (Holman, 2015). For such service consumer partnering to work it would require staff (in this case senior DWP and Social Housing officers) to move “from positions of power to ‘involved egalitarian relationships’”. (Taylor et al., 2008, p.114). However, as Farmer et al. notes, instrumental partnering “leaves it a ‘top-down’ process essentially implemented to achieve service goals, in contrast with ‘bottom-up’ citizen activism.” (Farmer et al., 2018, p.2). 

The participants had agreed to the sessions being recorded both audibly and visually. The presence of such equipment seemed to be very soon forgotten as they immersed themselves into the analysis and discussions of the topics introduced. From experience, securing and maintaining such participation could have been very problematic so I thought incentives might have been required. Yet in the end all that was provided was a drink and chocolate biscuits at all the sessions and not one session was missed by any of the members of the three groups. This intrigued me. So much so on the completion of the final session I actually stopped one of the owner-member group in the corridor as I showed her out of the building and I asked:

“So could I ask you a final question? Why do you come to these sessions? I am so pleased you do, but it’s taken well over eight hours of your time so far and all you get is a cup of tea and a chocolate biscuit?”

The answer was: 

“I left school over twenty years ago and do you know you are the first person since then that’s asked me a question and waited and appreciated my answer. With what I know and what you can do, perhaps, just perhaps, we can make a difference. That’s why I come.” (OM-1:18/10/18:PRA6+)

3.5 Data Gathering 
The study’s literature, framework and methodology would provide the steer, the style and form of the questions asked, ensuring the responses could be managed and assessed in context (Liehr and Smith, 1999). Also any inconsistencies raised from the research activity could be used to test and therefore assess the effectiveness of the approach taken with careful planning identifying “subsidiary topics that relate to its central purpose” (Cohen et al., 2007, p.319). There is a great deal of advice available through the literature regarding participant engagement, interviews, participation workshop sessions and questionnaire production and the analysis of them. The questions asked if of a direct nature can often result in participants being more guarded and possibly less honest in their response. As Thomas summarises “There can be no specific, superior type of question; no sunlit path to the perfect inquiry” (2017, p.258). A more open question approach can actually provide a space within which the responders’ may be able to offer far more insight into what is actually being researched, resulting in a far better inquiry.   

Through the various participation sessions, data was gathered through my own manual, bullet pointed notes taken during the session. These were brief as I was also chairing and leading the sessions and I did not want to create a barrier (by, for example, having a laptop open between me and the attendees) or lose the thread of the conversation by asking people to wait until I had captured things down in detail. I did not want to miss anything too, so at all the sessions both video (with sound) and sound only recordings were taken. These also supported, for all those present, the feeling that they were in a safe environment. Any drawings produced to explain things or as part of the formulation of the marketing materials were also collected and filed. Only marketing designs and concepts that came directly from the participants were visualised by the (observing only) graphical artists present at the all-groups sessions. Only the participant’s selected designs visualised by the graphical artists eventually went into the actual marketing campaign, although all designs selected or not selected (with reasons) were numbered and filed. All the sessions were transcribed and they were annotated with additional inflections and nuances from my manual notes. After the planned participation session programme had been completed, a questionnaire was used to assess how all the participants’ thought about the style and the worthiness of the study, their contributions and what they had learnt. The owner-member group, as already explained, attended a separate session as a group to complete the questionnaire. This session was also videoed (with sound) as well as sound only recorded, and then transcribed and annotated again with my notes from the session. The written and returned questionnaire responses from the other two groups were filed.  
There were a wide range of optional considerations available should any participant require any special arrangements at the sessions, but none did. Regardless, being involved in the study as an active participant could have been an opportunity to encourage self-belief in them from a point of their ability but also redistributed authority (Freire, 1972). Other theories were considered but not progressed further. For example, Third Place (or Third Space) Theory when considering the physical location or locations for the participant sessions (Jeffres et al., 2009). Giving serious thought how certain ‘third places’ (community centres, libraries, cafes, schools, social clubs etc.) would be or could be better environments than the home (first place) or work (second place) to engage participants being very important (Parry et al., 2020). For instance, a firm visiting a school to promote financial wellbeing to students holds “tremendous power by infiltrating the classroom with their financial literacy resources.” (Pinto and Coulson, 2011, p.59). This could also then have led into analysis about places in cyberspace, use of social-media for example. The language used on the credit union’s social media sites could have been a very interesting source of language use to study and analyse from a “Language Synergy Analysis” perspective. Considerations such as Mindset Theory (Job et al., 2015), fixed, mixed and growth, and Dweck’s (2012) theories around where and how intelligence derives from did assist, but to maintain participants’ involvement, the aim to improve the lives of the people in their community would be constantly reinforced. This could only be done by enhancing their understanding of financial matters and motivating them to join in the debate around financial capability with confidence.
All of what was being said and not directly said, facial expressions, gestures and reactions to words was recorded. The questionnaire process required careful consideration to ensure that the right questions were asked in the right way in the right language, while also somehow capturing the context, “how they act, and interact, and react” (Delamont, 2013, p.14). The same would then have to be applied to, for example, the more prominent aspects of the participant activity sessions (Roberts, 1985), and the heightening of the essential art of listening generally (Fromm, 1994). At every interactive participation session there was so much more than just what was being spoken said. From glances to each other, to the meaning of the language used to project persona and identity or identities too all needed to be acknowledged. Accepting that intertextuality cannot be prevented, in fact it does ease assimilation in any conversation (Blommaert, 2005). 
3.6 Approaches To Data Analysis 

Regardless of the participant’s different views on society, the themes identified within the study were rooted in practices that had links to other practices - forming a larger nexus of practice (Hui et al., 2017). The connections within the nexus suffused the environment where the participant interactions took place, articulating meaning by threading through the services under review and identifying where, for instance, power resided (Foucault, 1982). With this whole process involving people from differing social groups, careful consideration into the effects of the study process itself could have upon the research participants was always borne in mind. The study’s contribution to knowledge and recommendations must be based on the careful understanding of why and not just what things were happening. For instance could what is being observed be caused by the researcher’s presence or stance on the topic? Or the setting of the actions for the participants to undertake in a particular way have an impact? That the actual forms and channels of communication being applied during the research at a specific time, to a specific scenario, could be having an influence on a participant’s reaction (Chakrabarty, 2020). There is no problem in what happens happening, but the reasons why a certain statement or response occurs must be valued and weighted against the influence of the execution of the study itself on an individual or group. This is because it could be this that is having the greatest effect and causing the dominant reaction at that moment. Yet, it may be just having an amplification effect on a legitimate piece of intelligence that should be referenced and analysed (Scollon and Scollon, 2007). 
Techniques such as CDA - Critical Discourse Analysis (Bloome et al., 1997 and Blommaert et al., 2000) was considered for this study, as was the work of, for example, linguist Theo van Leeuwen (2008) regarding group dynamics and the use of language to reinforce power positions. Also Fairclough’s (1995) conceptual three dimensional discourse framework, the work by Van Dijk (1998) and Wodak (2001), explaining how the socio-political context and not just the spoken or written words used are key to any comprehensive analysis. There is a direct connection in the way that language influences society and vice versa. Critical thinking and awareness is affected through a cycle of praxis, action and reflection (Freire, 1972). A multilayer appreciation of each person’s temporal context (Hyatt, 2005a) passed through a critical literacy framework (Hyatt, 2005b) would be required to add richness in comprehending an individual’s social universe, their sometimes hidden thoughts, concerns and their identity or identities. 
Thematic analysis was selected and applied as it is a highly adaptable method to deal with particularly the qualitative data secured in this type of research (Nowell et al., 2017). It would supply a framework upon which the “core skills that it provides” (Braun and Clarke, 2006, p.78) could be used extensively across all the types of data that would be captured and the many other forms of analysis that needed to be applied as patterns and dependencies arose. So the fundamental reason this approach was at the centre of this research’s analysis is that it “is about understanding people’s everyday experience of reality, in great detail, in order to gain an understanding of the phenomenon in question (McLeod, 2001).” (Braun and Clarke, 2006, p.80).

From a sociolinguistic standpoint, and being a very small-scale boundary study, criteria such as age and ethnicity of the participants may have only highlighted patterns of dialectal differences. They therefore did not form part of the analysis. To give the qualitative data from the study structure, form and a coherent link to the literature, it was to be tested against Tracy’s Big Tent Qualitative Quality Framework (Tracy, 2017). This provides research criteria which an ethical and thorough qualitative approach should be tested against to ensure its authenticity. This is described in detail in Appendix 8.
A qualitative research approach (Sandelowski, 2004) and a thematic analysis strategy could give validity to how the data would be captured and then methodically analysed when practically applied in the field. The conjectures that would lead to the conclusions drawn being ordered, and then applied (Malterud, 2001). Also with the assurance where differences as well as similarities could be identified, and the consequences of each recognised, they would all be included in the analysis (Lincoln and Guba, 1985). The innate suppleness of such an approach though can in fact be a weakness if all the factors are not evenly weighted with realism and any preconceptions not fully managed (Holloway and Todres, 2003). Recent research has shown how practical token reinforcement, with its emphasis on positive reinforcement, can have beneficial impacts on for instance academic performance (Ayllon et al., 2017).  

With the influence of the shift relations of capital (Hymes, 1996, p.viii), the narrative inequality, the feelings of being undervalued, powerless, and that they have no voice, could in fact be used to encourage people to change things as:

“discourse is everywhere, and scrutiny of our own and that of others is a lens that may sometimes focus light enough to illuminate and even start a fire.” (Hymes, 1996, p.65). 

Quantitative data, such as the number of new credit union accounts opened in specific time periods or yearly loan pattern analysis (Section 4.3.1), were taken (with permission from the credit union’s board) directly from the credit union’s enterprise system. With regard to qualitative data, I decided to analyse it using Braun and Clarke’s thematic framework (Braun and Clarke, 2006). This framework provides a balance between the flexibility of coding and thematic analysis, and the rigour of set procedural methods to follow providing consistency throughout. The application of its six steps is also re-iterative, so the research and analysis did not have to be performed in a linear, prescriptive way. Some steps could at times run in parallel, some being revisited as greater familiarisation with the data occurred and themes became more apparent. A systematic approach for “coding” specific statements of speech into “themes” was used (Creswell, 2014). Constantly going back and forth and refining thoughts, context, themes and findings. I considered this provided confirmation that the analysis was sufficiently comprehensive to support its conclusions and they were based on the actual data captured (Lincoln and Guba, 1985).
A constant re-evaluation of the data did lead to destabilising themes and theories that had started to appear or occur from the data already reviewed made the process far more robust (Corbin and Strauss, 2014). Themes were constantly assessed and reassessed with regard to the significance they had in the formulation of the study’s conclusions and recommendations (Puchaski, 2008). This was tempered by managing influences such as positionality and personal biases, with carefully organised data being eventually decontextualized but not sanitized. The latter in the sense of preventing data from being ignored that at the time may not have fitted with an emerging and convenient theory. The study being predominantly qualitative rather than quantitative, the methods ensured that new thoughts, new data, could always be brought into the analysis at any stage. This constant reiterative coding process ensured that the action-interaction of the data was accurately represented and representative of what the participants in particular originally presented identifying “the consequences that are likely to result of that action and interaction.” (Corbin and Strauss, 2014, p.165). 

Other research initiatives were reviewed so that their methods could be considered for use in this study. For example, one analysed a nursing workforce, from clinical managers to new graduates, regarding their perceptions of workplace readiness for new graduates entering the profession. The use of the research was to better inform those engaging with as well as those graduates being trained (Lewis-Pierre et al., 2017). From a methodological approach there were a number of similarities with my study that I could learn from. Like my study, the research participants were recruited from a number (five) of different (professional health) backgrounds with themes identified through a programme of semi-structured participation sessions (DeJonckheere et al., 2019). To reduce bias the researchers used triangulation, ensuring reporting regarding overlapping incidents was performed by different nursing staff in the same way. Then through theme development it was appraised how this should be formalised for new graduates joining the teams so they can all do this easily, safely and be highly effective without delay, creating linkages between the data “to facilitate a deeper meaning of participant words creating relationships and connections with the coded information” (Lewis-Pierre et al., 2017, p.1275). This was essential in an always busy intensive care setting – “transitioning new graduates to the fast paced ICU environment and the significant need to maintain patient safety and promote positive patient care outcomes.” (Lewis-Pierre et al., 2017, p.1273). 
In another research example, Gehrels (2013) considered the whole research process but specifically how the analysis and the testing of the data captured reformed his own practice. The aim of his research was to work with a group of restaurant owners to review how their world and experiences from it could be used elsewhere, in this case in a hospitality education programme. The relevance to my study was he did this by interviewing the restaurant owners from which he developed narrative forms to then translate their experiences for application in the educational programme. 

My study was different as I was additionally synthesizing multiple groups, with individuals within those groups coming from many different perspectives and contextual backgrounds, all into one unified marketing team. A team creating marketing materials using what they had decided was easy to assimilate language, all to bring about a change in the general understanding of financial matters. Gehrels references the usefulness of Crotty’s (2003) four research category framework of epistemology, theoretical perspective, methodology and methods. The research heavily leaned upon its planning, defining the research questions and the associated data gathering options. He also referenced other similar approaches such as Easterby-Smith et al. (2008), highlighting the importance of being aware of philosophical aspects that sit behind the social interactions during, in my case, all the participation sessions. The framework provides an armature for the study to progress whilst allowing the qualitative data to be interpreted openly. A position from which it can be fairly scrutinised. Like Gehrel, I also then followed a path of each participation session informing the next to drive the analysis forward at a pace (Rubin and Rubin, 2005), and while coding still checking the already sourced (or if not, find new) literature references to further support the coding structure that was emerging. 
With specific questions defined for this research, a theoretical rather than an inductive thematic analysis was applied upon the observations and outputs from the participation sessions and through the questionnaire process. Significant, and at the time not considered significant, words, phrases, mannerisms, emotions and actions were translated, coded and placed into a lattice of interrelated themes (summarised in Table 4.30). Split analysis (themes, codes further separated and developed) was applied on both the questions originally set and on the responses from the questionnaires which raised some fascinating aspects along the way (Braun and Clarke, 2019). These included behavioural aspects and language use and style between peers and others. Eventually the data sitting within each theme was scrutinised. This was to ensure that it reinforced what was understood by the theme’s label and what the theme was purporting to represent. Then the relationships between themes, or sub-themes, were identified taking care not to overload or not be afraid to merge themes or sub-themes where appropriate to represent all of the data as a whole body of intelligence.

Concepts which may not have initially been considered to be of importance were recorded so that they could be introduced later if thought that they may have a bearing, relevance and appropriateness to the study. As this study is mostly qualitative based, an inductive-deductive approach where induction moves “from the specific to the general, while deduction begins with the general and ends with the specific” (Soiferman, 2010, p.3) would facilitate the pre-setting of some themes based on the literature and anticipated issues whilst at the same time allowing new themes to be created based on the data generated. This made certain that the analysis and the development of themes and theories happened after the data was collected. This legitimised particularly the study’s qualitative research aspects, recording all data characteristics through techniques such as memoing (Glaser and Strauss, 1967 and Glaser, 1978). The capturing of non-verbal gestures and facial expressions proved invaluable, especially when the data was revisited many times months after the original event (Groenewald, 2004). Thematic analysis’s flexibility for not just examining language but also having the potential for analysing multimodal data made it ideal for this study. To further give activities credibility and imply trustworthiness, crystallization (Richardson, 2000b and Stewart et al., 2017) was used when the themes were being identified to improve and broaden the understanding of what was being analysed. This prevented false truths from being highlighted as truths (Janesick, 2015). 
Following each of the participant sessions, they were transcribed verbatim which were compared with both the video and sound only recordings to ensure accuracy before the thematic analysis was performed. The theoretical aspects, and a constantly applied reflective process on the data collected, resulted in the themes and sub-themes detailed in Chapter 4, Table 4.30. Although all the sessions were electronically recorded I found the actual physical process of writing down what was said added a copiousness to my understanding and a familiarity with what was said and why at each session. Once completed I started to identify patterns, topics related to the research questions, whilst still keeping an open mind towards anything that then seemed not to. I did often listen to just the audio recordings from the sessions. Listening just to the words, rather than reviewing the video recordings, introduced different perspectives. Sometimes it even seemed like a different session in places. This was an interesting and grounded aspect of sensory modality which I will now always employ in future research for this reason (Molholm et al., 2004).

To construct knowledge from the participant’s contributions I had to understand their situations, their environment, and their lived experiences (Stewart et al., 2017). Only through this understanding could a clear interpretation be formed and sublimation of the participants’ input, to fit the argument, be avoided. The inclusion of crystallization and triangulation (Patton, 1999) based reviews assisted in doing this as: 
“Crystallization provides another way of achieving depth, through the compilation not only of many details but also of different forms of representing, organizing, and analysing those details.” (Ellingson, 2008, p.10).

Through my previous work for Government departments, I have worked on a number of projects both in the UK and abroad with the police. Their particular preference for the use of evidence boards/investigation walls/pinboards I found really worked for me too then, as I still do now as “Pinboards are images that always show something else at the same moment as they show themselves.” (Ganzert, 2020, p.33).

I did consider the use of software based solutions to manage the data produced from the research. After reviewing the University of Sheffield’s provided option NVivo (from  QSR International, 2020) with the university’s NVivo representative, I still selected this manual way of doing things rather than through such a qualitative data management software based system, or others such as Delve or Atlas et al. Although the maps such software solutions produce could be printed off and reviewed, doing it in a corporeal way where things were always present and on display around me for many months, was my personal preference. I could physically stay as close to the data as possible by constantly walking by it and adjusting it as ideas came to mind. All in a visual form that suited the way that I feel I work best. This went beyond links between participants and events, colour coding and grouping entries. This typology physically displayed made stress testing all the ideas that may have arisen through the application of abductive thinking easier (Patton, 2002). Figure 3.9 for instance shows one wall where I wrote quotes from participants, behavioural observations and theme ideas I had during the early analytical stages of the study. A wall which was constantly read, reviewed and revised over a nine month period:
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     Figure 3.9 Quotes & Behavioural Observations

This data came from the six participatory sessions and the participants responses to the questionnaire. The thematic proposition described earlier, and an initial substantive use of academic literature (which was always reviewed and refreshed when something was sparked by the analysis of the data that the research produced) was used to apply the data captured to originate ideas. Ideas from which responses to the research’s stated questions could be established. With direct reference to some of the notions I had from the processing of the data, I did check that my comprehension was correct through informal discussions with colleagues about what I had observed. This ensured that I was on the right track if they agreed, also in one occurrence it raised further thoughts about group behaviour.

The themes were further tuned by repeatedly going through the data analysis process. This avoided any temptation to use one statement from hours of interactive sessions as clear evidence, as significant. Due diligence was always applied on, and at all the levels, when evidence was gathered. The analysis needed to reside in a lattice of coordinated themed concepts, scrutinised and examined to form valid hardy theme and sub-theme arguments. Themes were developed from the three participation groups individually and then collectively in the all-groups sessions. This added complexity to the analysis as behaviour changed in the all-groups sessions. Divergent thoughts arose too which were not disruptive, they were really quite the opposite. This all ensured a more comprehensive insight into what was happening, raising possible other reasons for what had been observed as the complexity grew greatly when the three groups came together to work together. This also ensured themes were all based on a number of references and perspectives, not one, adding robustness to the whole analytical process. 

Shown in Figure 3.10 are some of the collected statements from the Marketing Materials Review (PRA5) session, placed in theme/sub-themes categories of P (Power), ID (Identity), EL (Everyday Language) and G/POL (Government Policy). Again these stayed on display on a wall for many months:
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                                                                             Figure 3.10 Themes & Sub-themes Formation
I incessantly looked to marking motifs to answer the questions the study had set. For instance I played back again and again just the audio recordings of the participation sessions to see if there was something I had missed or it was not fully noticeable when visuals with sound recordings were reviewed at the same time. I was attempting to identify some nuance that I could perhaps pick out that hearing just the words in isolation may highlight. Countering this, in a rather significant way, was when I was reviewing a video recording of the owner-member only group meeting (PRA2) with the sound switched off. I did this so that I could pay attention to gestures and body language, the opposite to a sound only review. There were strange sudden jerky participant hand movements that were repeated throughout their responses to the questions being asked or statements they were making. I played a number of the video recording sections back with the sound unmuted to find that the hand gestures were occurring when the participants were referring, consciously or unconsciously, to what seemed to be their own perceived class status and that of the person they were talking about. This class semaphore is reported in detail in Section 4.2 and Section 4.3.3.1. I then went through the video recordings of all the other sessions but this practice was something the other two groups did not do in their own or in the all-groups sessions. 
The research was one of thematically analysing the multimodal literacy practices of the participants in context, in a complex world. As the study progressed there was a growing awareness of the influence of what social class had upon it (Flewitt et al., 2019). Beyond the owner-member group this may not have been as obvious. By observing and reflecting on what happened and how, eventually the other participants were affected too. They began changing their opinion of the owner-members and their behaviour towards them became more cordial. I initially wanted to prevent any such societal inequalities across the groups in the sessions, to ensure all had their say and no one would feel there would be any repercussions in doing so. Yet in fact these inequalities turned out to be essential drivers in making the sessions so productive and stimulating as at times cultures clashed, but more importantly people’s perceptions of the people participating were dismantled and then redefined. 
Recording these paths of discovery enhanced the reliability of both the researcher, me, and the research. The themes then ordering the data into understandable and related entities. Themes, and subsequent and associated sub-themes, did not have to have a direct reference to the study questions set during the various research activities. In fact if this had transpired it could impede the full effectiveness of the analysis (King, 2004). Amanda Coffey clearly defines that:

“a researcher who is no longer able to stand back from the esoteric knowledge they have acquired, and whose perspective becomes indistinguishable from that of the host culture, may face analytic problems.” (Coffey, 1999, p.23). 

All data streams and personal prejudices had to be taken into account so the line between myself, the researcher, being an observer and actively participating was always managed (Arber, 2005). 
With regards to ensuring that the applied thematic processes were valid enough to support a rigorous analysis of the data, both observed and recorded, then they were compared against the following Braun and Clarke’s checklist (Table 3.11): 
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Transcription 1 The data have been transcribed to an appropriate level of detail, and the transcripts
have been checked against the tapes for ‘accuracy’.
Coding 2 Each data item has been given equal attention in the coding process.
3 Themes have not been generated from a few vivid examples (an anecdotal approach),
but instead the coding process has been thorough, inclusive and comprehensive.
4 All relevant extracts for all each theme have been collated.
5 Themes have been checked against each other and back to the original data set.
6 ‘Themes are internally coherent, consistent, and distinctive.
Analysis 7 Data have been analysed — interpreted, made sense of ~ rather than just paraphrased
or described.
8 Analysis and data match each other — the extracts illustrate the analytic claims.
9 Analysis tells a convincing and well-organized story about the data and topic.
10 A good balance between analytic narrative and illustrative extracts is provided.
Overall 1 Enough time has been allocated to complete all phases of the analysis adequately,
without rushing a phase o giving it a once-over-lightly.
Written report 12 The assumptions about, and specific approach to, thematic analysis are clearly
explicated.
13 Fiomisa good fit between what you claim you do, and what you show you have
done ~ ie, described method and reported analysis are consistent.
14 The language and concepts used in the report are consistent with the epistemological
position of the analysis.
15 The researcher is positioned as active in the research process; themes do not just

“emerge’.







                                                    Table 3.11 Analysis Checklist (Braun and Clarke, 2006, p.96)
A number of highly respected community development engagement experts were referenced to review possible frameworks they used for such community based studies. For instance Ledwith’s (2005) work in this area provides specific research approaches for consideration when analysis involves communities. From the core understanding of what community really means regarding the sharing of interests and how to induce change through activities in a defined place, to the need for social justice and its related controls, checks and balances. Aldred’s (2011) position too regarding how political, ethical and the relationship between the researcher and the researched could be controlled through understanding the advantages but also the risks such participatory research can bring. This applies especially with regards to empowerment and social change aspects, all very pertinent with regard to this study’s interest in “residents having a greater voice in how services are provided.” (Aldred, 2011, p.64).
The thematic analysis performed on the captured research data identified the patterns and the links in the data rather than just organising the data into separate activities. The Six-Step Framework followed to do this appears in Table 3.12:

[image: image24.png]1. Familiarising yourself with your data: Transcribing data (if necessary), reading
and rereading the data, noting down initial ideas.

2. Generating initial codes: Coding interesting features of the data in a systematic fashion
across the entire data set, collating data relevant to each code.

3. Searching for themes: Collating codes into potential themes, gathering all data relevant
to each potential theme.

4. Reviewing themes: Checking in the themes work in relation to the coded extracts (Level
1) and the entire data set (Level 2), generating a thematic ,map" of the analysis.

5. Defining and naming themes: Ongoing analysis to refine the specifics of each theme,
and the overall story the analysis tells; generating clear definitions and names for each theme.
6. Producing the report: The final opportunity for analysis. Selection of vivid, compelling
extract examples, final analysis of selected extracts, relating back of the analysis to the research
question and literature, producing a scholarly report of the analysis.

Figure 3.12 Six-Step Framework (Braun and Clarke, 2006, p.87)





These themes are defined as “an abstract entity that brings meaning and identity to a recurrent experience” (DeSantis and Ugarriza, 2000, p.362). Both semantic and latent themed criteria were considered. It was not simply a process of recording what had been said or what had been written (Braun and Clarke, 2006). This became very pertinent at latent level events, notably when reactions from participants arose. The language used by the owner-member group in particular and their responses to being questioned about what was happening were very revealing. Though, it was the dialogue between them and the other two groups where some nuanced responses did result in some confrontational situations occurring. Issues caused through an effort to include rather than exclude them by other participants. One very clear example of this was where one of the public organisation participant group members appeared to adopt a kind of elderspeak (Michaelov, 2017). Slower and pronounced speech in shorter and simpler sentences (often associated and used with non-native speakers or the elderly) when talking directly to anyone in the owner-member group. After this occurred a number of times, the owner-members seemed to take this as though they were thought to have some kind of reduced cognitive ability. It may have reflected the public organisation participant’s personal view of those in the owner-member group. A seemingly negative stereotypical view of their, to him, chaotic lifestyles, flat vowels and their general displeasing demeanour (Corwin, 2017). Yet it was conceivable and much more likely to be an honest attempt by him to include all in the discussions. This is why the data considered is not just the words spoken, but the multimodal event of the discussion. The words, sentences, statements but also attitude, gestures and facial expressions that added depth and more meaning to what was being orally said. The multimodal, rather than for example just a linguistic approach, literally allowed more to be seen “recording different aspects of the reality in order to have more information about the events we want to study.” (Torras, 2013, p.5).

It was also to frame analytically obscure things that caught my attention from the various interactions as they occurred into a more complete account. To then be able to identify what was really important and what was not in the final analysis. This was vital with all the participants expressing themselves in not just words but through their presence, identity, identities, and their physical interaction at the sessions. All contributions had to be fairly represented and not contaminated by the study’s stated aims and objectives. This, along with cogent documentation, gave the research structure and implied a high level of professionalism, integrity and built the necessary levels of trust with the participants throughout the whole study process (Tobin and Begley, 2014). 

How to approach, analyse and scrutinise the information flow from these sessions was constantly under review. As the conscious and unconscious relationships between the three groups developed, there was a wide tranche of themed aspects that arose that had to be first acknowledged and then examined. These included the use of different language, and the use of language in a different way. The use of restricted codes (Bernstein and Cook-Gumperz, 1973), accommodation and dis-accommodation (Giles et al., 2016), linguistic divergence (Giles et al., 1977), switch registering (Halliday, 1978), even swearing (Fagerston and Stapleton, 2017), all occurring. Other factors like how people fit in society, understand and learn the rules and the ethics of living together so they feel part of society and their community - for example to be able to pay and do things like others in society can - were all evident in the discussions. The participant’s true thoughts though were not always explicitly shared. Again this was more prevalent in the all-groups sessions (detailed in Section 4.2). Thematic Analysis remained though my main approach to data analysis. 
3.7 Ethical Considerations 

Before agreeing to take part, all participants were informed in writing that the study was to explore the relationship between the use of language and successful service engagement. A small number of people from public authorities such as councils and housing associations, third sector organisations like credit unions, and the people they all serve, the general public, would be engaged as participants in this study. To give them all a focus throughout the participation sessions they were to review two of the services provided by a credit union and how to better promote them. This actually worked very well as the service review activities were so engrossing for the participants they all seemed to behave very naturally with the words (at first) I would expect they would ordinarily use. This allowed the critical examination of the use and the understanding of words and how the study’s participants communicated, and the results from them doing so, was not compromised and extraordinarily honest. The ‘marketing campaign’, although extremely useful for the credit union in particular, was really just the vehicle used to facilitate an examination of everyday language use in a financial context.

Being a study based and regarding personal finances, sensitivity was observed regarding any discussions of the participant’s stated application of financial procedures, their financial circumstances and of policy understanding generally. Care was also taken all through the whole process to ensure the participant’s wellbeing (physical and psychological) was protected. All the participant workshop sessions took place in the credit union’s board room at its branch in Mexborough. Informed consent from all participants was secured via written agreements, to university defined standards. Permission for photographs, video/sound recordings and the use of them (which they could have opted out of) was also obtained. This was all stated in writing (samples shown in Appendix 3), confirming too that personal information or any identifiable data collected would not be disclosed without the participants’ prior consent. It would also be held securely and deleted one year after thesis completion. Participants could withdraw without reason anytime and could decline to answer any questions. University standards (Sheffield University Ethics Policy Governing Research Involving Human Participants Personal Data and Human Tissue: General Principles and Statement, 2019) and protocols were followed (including British Educational Research Association (BERA, (2018)) so ensuring participant protection throughout the study. Also, with this research being based at and including a firm, the FCA’s Approach To Customers guidelines regarding how varying levels of financial understanding can impact a person’s vulnerability were also referenced to ensure financial regulatory compliance as well. This added another aspect from which to consider how to support the study’s participants in such research situations (FCA, 2019).
The literature pertinent to language was reviewed mostly from a cultural, social and historical events perspective in anticipation of the participation sessions taking place in a collaborative socio-historical context (Gudykunst, 2003). To better interpret the captured data the divergence and convergence of communication that could occur would be tempered by acknowledging the effect of each participant’s social class and their efforts to gain acceptance within a group or groups. Similar adjustments would be applied to the projection and positioning of someone’s social identity (or identities), up or down from their perceived social class. The feelings and habits from such a diverse range of participants could also be influenced by the others present. Again these would need to be identified and observations calibrated (Hogg, 2003). All participants would require to be fully supported at all times without them ever feeling demeaned or patronised (Fox and Giles, 1996). 
Literature was appraised to look at different approaches taken to perform language and non-language based research. Both an Action Research (McNiff, 2017) and an overarching Thematic Analysis approach (Nowell et al., 2017) for instance could support each participant’s contribution constructively as they try to make the situation they are reviewing better for service users (Kindon et al., 2007). Each participant’s input would be valued and each had to feel that they had a valid voice that would be heard as “In a shared environment, there is no first word and no single word.” (Holquist, 2014, p.18). Storch (2018) states that creativity is born out of the ability to share language, imitate and empathise with each other. Such multi-layered meta-discourse presents with clarity aspects such as someone’s reflectivity, where they see themselves in their peer group, their position in the overall (participant) power league, and essentially their aspirations (Bourdieu, 1977). The consequences from their contributions too. From the effects of the repercussions of their scaring failures and rejections in the past (Hinett, 2002, p.172), to fully comprehending what is actually being said, ensuring nothing is ignored in each sentence, its construction, and the way it is broadcast. Additionally, what might at the same time be intimated by gestures, mimicking or said, even as an aside. These all needed capturing as without, true and full meaning could be heavily compromised.

With the study’s participant sample size being small they were not to be profiled regarding their race, ethnicity or if they had any disability. These were referenced only therefore sparingly to validate data structures, verify assumptions and test the findings from the research (Tukey, 1980). 

I was initially concerned over the use of questionnaires, particularly on the owner-member participant group. Not from possible intrusion, threat, sensitivity or even question phrasing perspectives, just they may not be able to allocate any time to complete even a short number of questions to any depth. This may have therefore resulted in simply it possibly not happening as “Respondents cannot be coerced into completing a questionnaire.” (Cohen et al., 2007, p.317). I did not wish to disaffect these essential research participants in any way. Through the ethics process, beyond confidentiality and anonymity guarantees, all participants knew they had the right to withdraw anytime from the research or not complete any task at any session. Furthermore, anything not deemed as engaging and enjoyable by them may have compromised the relationship with me and their involvement in the study. 
The methodologies and the ethical implications to each participant had to be considered throughout the whole study process. From the participant’s recruitment all the way to their exit point of the study as:

“Nevertheless, an ethical orientation is fundamental to the reflective and democratic spirit of AR and plays a central role in focusing and strengthening its quality, trustworthiness and credibility.”  (Burns, 2015, p.199)dynamic and shifting nature of the processes. Nevertheless, an ethical 
orientation is fundamental to the reective and democratic spirit of AR and 

plays a central role in focusing and strengthening its quality, trustworthiness 

and credibility

I was careful to keep the aims of the study realistic. In an ideal world it would be preferable to be fully inclusive, satisfying all the participants’ needs, their family needs, their community needs, regardless of their status in society (Shaw, 2013). Yet so many initiatives fail because whatever is achieved it is never achieved enough. Initiatives restrained by the well-meaning desire to embrace all aspects of the problem to be addressed, rather than defining and setting clear expectations. Such failure too can result in alienating all parties to ever try things again in the future. 
3.8 Positionality 

I needed to be aware of my own positionality. I wished to bring my own subjectivity to the study while still maintaining a research approach that was open, transparent, critical, yet responsive to what happened during the process (Watts, 2008). I really became aware of credit unions almost ten years ago. This was when I was developing and delivering social inclusion-based projects for the UK Cabinet Office (2017). I had then recognised that a credit union’s trust anchor status within communities made it an ideal way to especially engage certain parts of society (represented in this study by the owner-members group) that the UK Government always had and still has difficulty in securing a constructive and constant dialogue with.

The participant’s everyday language could be different to mine. This was something I had to be very aware of, especially as one of the owner-members pointed out that I, unlike her, had been to university. She also added - “You’re still on our same wavelength. You’re not up here thinking I’m better than you…” Owner-Member Participant (OM-1:16/03/18:PRA2) was encouraging from this researcher’s perspective regarding being accepted by the participants. This could have also been down to my accent too. Although I have been fortunate to work all around the world I have retained much of my original Yorkshire ascent, so to these three groups it seemed more a pass of acceptance rather than a barrier to being accepted. Accent is discussed later in this study (Section 4.2.2 and Chapter 5) especially regarding the way people’s views of someone else can be shaped by it. Their morals, their beliefs, their class, even their intelligence, all superficially defined and judged by accent. The latter I have professionally found to be rather advantageous rather than being a disadvantage, my flat vowels bringing about a less guarded interaction when this is assumed by any respondent.
It was important to allow all participants to have their view, as their beliefs and prejudices would add grounded richness to the research. It was a dance of epistemological methodologies at times. Having to judge just how far I positioned myself, and as researcher to what degree and when, as an insider or outsider to the individuals or to the groups of study participants involved as:
“a common mistake in this type of research is to treat one’s personal and professional self as an outside observer rather than as an insider committed to the success of the actions under study.” (Herr and Anderson, 2005, p.42).

There was a constant recalibration of my insider or outsider stance to make the most use of the co-learning occurring in the sessions (Campbell and Lassiter, 2015). This was highlighted by the owner-members in their first participation session where they defined where I resided in their opinion in the social hierarchy, but also that the power I held and could exercise was in fact only used as and when required and never from any egotistical position (Section 5.3.1). In fact as the all-groups sessions involved a range of people from different strata’s of society, then at times it resulted in myself exhibiting not just one positionality at a session. The methodology had to cope with this to keep the study balanced (Parsell et al., 2014). I needed to ensure that although involved that I did not directly influence the group sessions (Fleming, 2018). For example, that any particular language use stance that I had myself had to be nullified (Gumperz, 2003), establishing the sessions themselves as a collaborative and participative piece of action research (Ledwith, 2005). To ensure that any evidence towards the aims of the initially stated objectives of the study had integrity, and not found because of any pre-conceptions and perceptions regarding the research’s aims, I always came at it from a position of “investigating and representing the perspectives of the participants.” (Preece, 2009, p.8). Parting the “veil of prejudice and preconception” to really “observe things as they really are.” (Medawar, 1979, p.70). Also the appreciation of other methodologies would act to stress test any findings (Flick, 2002) as Takacs states that “Knowledge does not arrive unmediated; rather, knowledge gets constructed by interaction between the questioner and the world.” (Takacs, 2003, p.31).
It was important for me to constantly review how best I, as the researcher, should engage with the participants involved throughout the whole process. I had to also manage principally the perceived power and class implications at the various sessions. In the all-groups ones in particular, the dynamics within and across the groups changed. For example one owner-member was very careful at the first all-groups session as in the room was her (social) landlord and also her income (benefits) provider. Encouraging enjoyable exercises like participatory drawing, when I asked participants to explain their marketing ideas, did go a long way to breaking barriers down and making people feel more at ease (Literat, 2013). Also aspects and the value of diversity was emphasised by synthesising lived experiences into the research discussion in a true, responsible and fair way of ordering participant interactions and their contributions as a means to produce robust and balanced findings:

“In order to obtain more objective accounts of nature and social relations, researchers should start research from outside the dominant conceptual frameworks.” (Harding, 2015, p.45).

I had to therefore acknowledge and manage my own positionality to ensure my identity was not suppressed but through critical self-reflection its impact and possible impact was understood so personal biases were controlled (McCulloch, 2008). This self-awareness introduced impartiality on how I framed the questions and how the answers to them were processed more veraciously than they could have been. I was very aware and valued Dworkin's (1998) assessment of a researcher’s personal aims, ambitions and even values in such a research environment. Concerned that mine could corrupt the research by them, in the view of others, being skewed. The related reflexivity with the researcher a component of the whole analysis, and the associated reporting processes, was challenging but this awareness was crucial in ensuring the analysis was true and balanced (Finlay, 1998). 
3.9 Data Management

Data, the evidence used to inform the research’s conclusions, was precisely recorded, managed appropriately, and securely held. This is described in detail in Appendix 6 – The Data Management Process.

3.10 Strengths & Limitations 

Strengths and weaknesses are part of the general discussion element of this study (Chapter 5 – Study Discussion & Conclusion) and within the analysis of the effects of the marketing deliverables (Chapter 4), but here I would just like to briefly highlight some additional but related aspects. To give thoroughness to the qualitative data, it was as mentioned in Section 3.7, for instance, it would be compared against Tracy’s Eight Universal Hallmarks success criteria for qualitative methods (Tracy, 2010). The qualitative facets of this study could have been affected by the research participants through their subject knowledge, beliefs, different lived experiences, subjectivity, even being in a different mind-set from the one they were in when they attended a previous participation session. A mind-set change caused possibly by something happening at home, perhaps them receiving some good or bad news, or they just got little sleep the night before. Such inconsistencies could therefore have ramifications on their overall behaviour and contribution. The research’s key question as to whether financial capability can be enhanced by everyday language and in doing so the cycle of personal monetary malefaction be broken, may be more subsequently problematic and labyrinthine to prove or disprove than first thought because of such factors. There is more than just financial capability in question. The mastering of this vital life skill by a particular demographic could start to debase things, encourage a power shift, even change socially constructed identities. Scott in his references to public and hidden transcripts states that (public) transcripts: 

“are necessary for the powerful to maintain power, and to the powerless to safeguard themselves and to protect them from power abuse” and that “the more menacing the power, the thicker the mask”. (Scott, 1990, p.3).

This power shift was observed as the participation sessions progressed which had effects on the study’s participants and its findings (detailed in Chapter 5).
3.11 Methodology Conclusion 

A methodological approach was required that could support and accommodate the study’s research objectives. I also very much wanted something real and practical from the study to be applied in a community context. Something authentic, sustainable and beneficial for the community. The practical, grounded outputs when married with the study’s academic odyssey, resulted in both testing and driving each other forward. The methodology needed the flexibility to be able to support the study’s dual outputs. 
The relevant findings from this study are planned to be disseminated to the UK Financial Regulators (Bank Of England) regarding language and financial term usage, financial practices, and to suggest a full review of the Credit Union Regulatory Framework (please see Section 5.4 Recommendations). 

This study was to research if there was any benefits in using commonly used everyday language within financial contexts to better engage, inform and encourage the general public to consider making more use of financial services. It will do this through the application of the methodology, data collection and data analysis methods described in this chapter (Thematic Analysis, Action Research et al.) with ethical issues, such as consent and power dynamics, and other key aspects like positionality all taken into consideration into the research’s design. 

In the next chapter, Chapter 4, the six participatory sessions upon which the methodology was applied are described and analysed. Also presented is the quantitative service uptake data collected during the time the actual six month marketing campaign, featuring the participant’s designs, ran for. It also discusses in detail the qualitative data from all the study’s participant interactions and a review of the whole research process generally. From this position then the recommendations of the study are stated in Chapter 5 (Section 5.4).
Chapter 4 – Analysis & Discussion  
In this chapter I describe the study’s processes, its data collection and evaluation. The design, order and timing of all the six participatory sessions acted as a framework to ensure a systematic and consistent approach was applied to the research, the knowledge creation, and the interactions between all parties. To provide the opportunity to thoroughly examine the data connected to the study’s literature, this chapter is divided into three main sections - how the data was collected (Section 4.1), its analysis (Section 4.2) and then its interpretation (Section 4.3).  

4.1 Data - How & What Was Recorded

Every participatory event with dates is summarised next in Section 4.1.1. Each of the three participant groups met separately in the first three sessions. Every group consisted of three people, profiled previously in Table 3.8. 

At their first session, each group was introduced to the study’s aims and objectives. The initial three singular participant group meetings allowed each group to discuss and explore their ideas around the production of possible marketing materials for the promotion of two credit union services. After these had been completed, all the three groups were then brought together for two ‘all-group’ sessions. These two sessions were to further assemble, consolidate and agree service promotional designs that would be used in an actual marketing campaign. Once the campaign was launched, quantitative data like the number of new account holders and service users was captured in an attempt to interpret the effectiveness of the campaign. Yet it was really the qualitative, the reasons for the use and selection of the words and images in the campaign and the interaction between all of the workshop participants that was primary to the research. The production of the marketing materials was a vehicle to provide a communal focus for the research participants, from which their language use and behaviour could be observed whilst delivering new marketing collateral for the credit union. 

.1.1 Research Schedule
The study’s structure and approach has been described in Chapter 3, Figure 3.1 Study Step By Step Process Visualisation, but here is the actual timetable of events (Table 4.1). The study started in September 2017: 
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Months 7-14 Participant Research Activities (PRA)

PRA1: Services Review & Initial Marketing Considerations [13/04/18]
(Credit Union Officers only)

PRA2: Services Review & Initial Marketing Considerations [16/03/18]
(Owner-Members only)

PRA3: Services Review & Initial Marketing Considerations [13/04/18]
(Public Organisation(s) Officers only)

PRA4: Marketing Design Activity [14/05/18]
(All three groups together — two graphical artists present)

PRAS: Marketing Materials Review & Designs Selection [26/06/18]
(All three groups together — two graphical artists present)
Months 14-20  PRA Analysis & Marketing Campaign [01/07/18]
(Implementation & Assessment)
PRAG: Questionnaire Review [18/10/18]

(Owner-Members only —the other two groups a postiemail response)

Months 20-50 Complete Analysis/Produce Thesis [01/01/19]

Table 4.1 Research Schedule





4.1.2 Participant Research Activities (PRA) 

The study at its core had six participatory (PRA) sessions. In this section all the participant research sessions (PRA1 to PRA6) are described. For each, its agenda, what was presented for review and how at each session the research topic or topics were introduced is recounted, as are any resulting outputs. An in-depth analysis related to the literature, but outside of the mechanics of how the data was captured – essentially what was observed, said, and imperatively how it was said - is described in Section 4.3 Data - Analysis.
4.1.2.1 Scenario Introduction Sessions: PRA1, PRA2 & PRA3

In this section I describe the structure of the first three interactive participation sessions, PRA1, PRA2 and PRA3. All three were exactly the same in agenda format, time duration and in what was presented to the three different participants in each group for them together to comment upon and discuss. 
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The two credit union services reviewed at the workshop style sessions were:

· Scenario A – “Budget Account”: An account that helps people save and manage their money, ensuring for example critical payments are not missed and in doing so prevents the repercussions from this occurring - stopping an escalation of their debt position, possible eviction or court action etc.

· Scenario B - “White Goods” – Allows access for people to be able to purchase, have delivered and installed new domestic appliances.

Each session began with me first welcoming and thanking the attendees, and then after covering general housekeeping rules I emphasised the study’s aims and objectives. 

[image: image27.png]



                                                                              Figure 4.3. Scenario A Current Promotional Material
Although existing marketing material was used as a participatory catalyst in getting people involved in the Budget Account service review, none was required for the second service Scenario B – ‘White Goods’ agenda item. This was because by the time this service was introduced all three groups were fully engaged with the review process and their new designer and marketeer roles. They all had opinions and ideas on something they all knew about, the service the credit union provided for direct access as well as delivery and, where required, installation of new electrical domestic items. These (for example - cookers, refrigerators, kettles, microwaves, televisions etc.), are often referred to as ‘White Goods’ – the term ‘Brown Goods’ usually associated with furniture and furnishings. 
After I had completed the Introduction section for Scenario B – ‘White Goods’, ensuring all the participants understood the history and the nuances around the service - such as it was attempting to stop people purchasing such items using extremely expensive rent-to-buy options or even buying pre-owned energy inefficient and possibly dangerous ones - the following one question was asked of the group to start the debate:
“How can this service (to access new, quality ‘white goods’ at affordable prices) be easily and directly presented to members of the general public?”

They found this a more difficult topic to appoint. For instance, what would the service or the subject of the services be called? For all three groups the best way of describing what in the trade are called “white goods” did take some time for them to agree as each group preferred different terms: Household Appliances (Public Organisation Officers), Household Goods (Credit Union Officers) and Household Essentials (Owner-Members).
4.1.2.2 All-Groups Marketing Design Activity: PRA4
One month after the last single group participation session (PRA3 – 13/04/18), the first meeting where all three participation groups were brought together, in the same room, at the same time occurred (PRA4 – 14/05/18). The aim of PRA4 was to start to air and then fuse together all the groups’ ideas to create, in their combined opinion, the most effective marketing images and messages. To capture and then professionalise these ideas, also present were two graphical artists. They had no input into the discussions. They remained silent throughout the session as it was important that they had no influence on the debate, designs or the design preferences selected by the participants for the marketing campaign. 

After short personal introductions of all those present, also after reiterating the format and reason for the workshop, the session followed the agenda shown below with set times (defined in parentheses on the agenda, Figure 4.4) on each of the marketing  scenario topics of the credit union’s “Budget Account” and its “White Goods” services:
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                                                 Figure 4.4 All-Groups Marketing Activity Agenda (PRA4)   

4.1.2.2.1 All-Groups Marketing Design Activity – Scenario A

The first service scenario, Scenario A - Budget Account, its aim to support people by ensuring critical payments such as rent, council tax and electricity costs are made and not missed, was re-iterated to all participants. Then the new name suggestions of the account (shown in Figure 4.5) and the supporting marketing design considerations (shown in Figure 4.6) from all the first three individual group participation sessions (PRA1-3) were handed out and then I read them out. 
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                                                                   Figure 4.5 All-Groups Marketing Activity – Scenario A
I then invited them to discuss each one. I suggested that the name question could be actually reviewed after the design discussion. This was so they were fully aware and informed first by all the others present of what they envisaged were the key features and benefits of the service.
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               Figure 4.6 All-Groups Marketing Activity – Scenario A: Design Considerations

This got all the participants talking. Where some needed encouragement to do this, they got this from their fellow original group members who had experience regarding what they were describing so could add their understanding and support. What did assist in helping all present to quickly assimilate the ideas was the use of participatory drawing (samples shown in Figure 4.7):
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                                                                                              Figure 4.7 Marketing Design Ideas
Another invaluable result of the drawing activity was it also got the participants interacting together very quickly. It assisted in building a communication bridge to cross the cultural and societal differences in the groups, enabling the participants to swiftly get their ideas across (Literat, 2013). The drawings themselves were not perfect but by each participant having to explain what they were trying to draw it actually gave greater insight into what they were trying to present. Smiley faces to show making payments on time. Frowning ones where payments were missed. In other examples, warm and freezing conditions used to reflect someone’s financial position. Warm and relaxing in their home with their heating on as they were in control of their finances, freezing at home as they are unable to afford to have the heating on because they have missed paying their bills. The drawing process allowed an articulation of a number of design ideas while establishing a rapport across the groups and injecting an element of fun into the session. The fun element was important as it also started to lessen the initial power dynamics in the room, especially between the owner-members and their housing (SE-2) and their benefits payment (SE-3) masters in the Public Organisation group (Matthews, 2012). At the end of the Budget Account review a shortlist of ideas was agreed across all the groups and participants from which professionally produced illustrative marketing service design samples would be created.  

4.1.2.2.2 All-Groups Marketing Design Activity – Scenario B

Once the session’s allocated time had elapsed to discuss service Scenario A, Scenario B “White Goods” became the focus for the participant’s analysis and marketing ideas. As in Scenario A, the marketing wording and design concepts noted from all three individual group sessions PRA1-3 (shown in Figures 4.8 & 4.9) were handed and read out, and then discussed. Again like Scenario A, at the end of this session a shortlist was then agreed of their preferred marketing ideas. These were then taken away by the two attending, but only observing, graphical artists to professionally visualise the prime contenders of the design propositions for each service area. These would be prepared in time for the next session (PRA5) where all the three groups as one would then have to decide which designs would be selected to go into the actual credit union marketing campaign.
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                                               Figure 4.8 All-Groups Marketing Activity – Scenario B
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      Figure 4.9 All-Groups Marketing Activity – Scenario B: Initial Individual Group Design Ideas

As in the previous scenario discussion, it required that some of the design ideas were explained in pictorial form (shown in Figure 4.10) by using the white board in the meeting room:
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            Figure 4.10 All-Groups Marketing Activity – Scenario B: Ideas Raised At The Session

A great number of ideas, visuals, as well as straplines were created and discussed. One suggestion included showing existing well-known (in the community) owner-members appearing in old wild-west style Wanted posters, others showing broken down domestic appliances leaking in the kitchen with new appliances being home delivered by some credit union superhero. There were more factual price comparison marketing ideas, comparing the price of the same item from the credit union and a range of rent-to-buy organisations to emphasise the price difference. The freezing home and warm home scenario was again mentioned, with the credit union thought to ensure for many that the heating in a home can be used throughout the winter. Also that saving for aspirational items or celebratory events such as birthdays should also be promoted. Like before, the drawing activity particularly allowed all participants to share their ideas with the others in an easy and enjoyable way. It greatly assisted the invited graphical artists to better understand what the participants really meant and wanted. Samples shown in Figure 4.10 are some of the poster ideas relating to the cost of items from Rent-To-Buy organisations versus those offered by Community First Credit Union. Also presented are images of broken-down electrical appliances and how they thought the credit union helps in getting them replaced in an affordable way.

All the design ideas captured by the two graphical artists were then taken away by them to create draft marketing designs (based solely on what the participants had suggested) for consideration and selection at the next all-groups meeting (PRA5) session.
4.1.2.3 All-Groups Marketing Materials Review: PRA5

Six weeks after the first all-groups together participation session (PRA4), all the participants were assembled again for the second and final all-groups session (PRA5 – 26/06/18). 
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Figure 4.11 All-Groups Marketing Materials Review (PRA5)
In the previous participation session (PRA4) the two design concepts, one for each of the service scenarios reviewed, that gained the greatest cross-group support to go forward for design prototyping were recorded by the graphical artists. Other credible and valid design ideas noted as such by the participants raised at PRA4 were also considered by the graphical artists and their representations of these were also investigated and presented at PRA5 for consideration. 

This session concluded the design participation sessions. Statements and reactions captured from them would be used to bring about a coalescence of themes and sub-themes, and the issuance of marketing materials designed and selected by the participants for immediate active use. After the marketing campaign had been run, an assessment would be made regarding if financial aspirations and also financial capability in people had been improved by such participant creative involvement. This is detailed later in this and the next chapter but an interesting marketing related suggestion was made at the very end of this participation session: “You are not asking people who aren’t members why they are not members.” – Public Organisation Participant (SE-1:26/06/18:PRA5). 

This observation, and its implied admonition, was why these sessions were so useful and enlightening. What the credit union would usually do to promote its service offerings to prospective customers would be to do the opposite. They would habitually find a delighted credit union service user and ask them why they use it that would then appear in its marketing materials. SE-1’s suggestion here is the reverse of this. From this the credit union could start to hone in on why people are not taking up the banking services it provides to then attempt to negate any barriers identified. 
4.2 Data - Gathered
In this section I detail a collection of the statements made by the participants as well as observations I made throughout all the participant sessions (PRA1-PRA6). Section 4.2.1 reflects mostly on the first three individual group sessions (PRA1, PRA2 & PRA3), Section 4.2.2 on PRA4 and Section 4.2.3 PRA5, both all-groups sessions. Section 4.2.4 introduces the process and the responses (detailed in Appendix 5) of the study’s participant review questionnaire, including PRA6. These all formed the eventual themed framework from which what was said (data), and what was observed (data) was compiled. 
4.2.1 Participation Sessions PRA1-PRA3
Continually throughout their involvement, valid questions were raised by the participants for them to gain a better understanding about the activities of the credit union. For instance, what a credit union does is not widely understood so with it acting for so many people as their bank then in its name “Could you use the term bank?” – Public Organisation Participant (SE-3:13/04/18:PRA3). Context statements made by some participants showed they had a general interest in credit unions:
“One of the reasons I’m interested in the credit union is because of ethical lending and the fact that a lot of businesses have been put off banks in the past. And I can think of some absolute horror stories and I think there’s an opportunity for the credit union to plug the gap in the market place there.” – Public Organisation Participant (SE-1:13/04/18:PRA3). 

They had searching questions about the possible legal and illegal alternatives to using the credit union from, “Do they (door-step lenders/rent-to-buy organisations) do price comparisons?” – Public Organisation Participant (SE-1:13/04/18:PRA3), to the important difference between a loan interest rate and the Annual Percentage Rate (APR). Once the latter was explained there was an immediate desire by all participants to change things - “You need to have interest (rate) not APR on leaflets.” – Owner-Member Participant (OM-1:16/03/18:PRA2). The reason for this is that they all feared people would take the current highest set (by the Financial Regulators, The Bank of England) credit union APR rate of 42.6% as the credit union’s loan interest rate. The interest rate itself is currently set and capped too by the Regulators at a maximum of just 3%. In fact the loan rate can be much lower than 3% at Community First Credit Union. The APR could therefore deter people from using the credit union, thinking the interest rate to borrow money from the credit union is in excess of 40%, when more often it is much less than just 3% per month. The Financial Regulators require the APR to be displayed but this is something that this study will highlight from a financial literacy perspective as being confusing and therefore extremely concerning,

i.e. some people just do not understand the difference and this could result in some taking an alternative, often unregulated, seemingly cheaper lending option - with all the devastating repercussions this could bring for the borrower, their family, their friends and their community.
With direct reference to everyday language use, words used on the credit union’s existing marketing materials were also scrutinised by the participants from the perspective of what they thought most people would really use or say in everyday life. The account service under review in Scenario A, should it still be called ‘Budget Account’ when - “Budgeting would work better because that’s what I’m doing (when it is used).” – Public Organisation Participant (SE-1:13/04/18:PRA3)? The name change question came up in all three initial group meetings which was noted for it to be discussed and a new name agreed at the first all-groups together session (PRA4). Beyond the name, the service itself would also need to be described by means of words commonly used by the general public as it was thought this would deliver better and immediate public engagement - “Not utility bills, not words used really by our tenants, but gas and electricity, or important household bills.” – Public Organisation Participant (SE-2:13/04/18:PRA3). It was debated whether the general public would be captivated by being asked a simple question, rather than use a statement as the main marketing strapline about the service such as “Do you have various bills to pay?” – Credit Union Officer Participant (CU-2:13/04/18:PRA1) and then follow this up with - “the Budget Account would suit your needs.” – Credit Union Officer Participant (CU-2:13/04/18:PRA1).
Also the style of the existing marketing material for Scenario A was questioned (sample shown in Figure 4.3). The discussion regarding the Budget Account was brisk. It was obvious to the owner-member and credit union officer groups why they and the general public needed the service. It was not so apparent at this stage for those from the public organisations officer group. From all three groups the marketing material currently in use by the credit union was severely criticised because of its big company corporate feel, non-representative ‘customer’ image, drab colours and its non-engaging message. The account is aimed at a demographic perhaps not reflected in the image used - “Image just middle-class.” – Public Organisation Participant (SE-3:13/04/18:PRA3). The perceived target service users may not spend time in a wine bar or café on their laptop so the current image particularly could be - “Slightly intimidating for the majority of our members. They don’t dress like that and it’s not their everyday life.” – Credit Union Officer Participant (CU-2:13/04/18:PRA1). Also it just is - “Not reflecting the juggling family scenarios many of our members (account holders) have to get through.” – Credit Union Officer Participant (CU-1:13/04/18:PRA1). 
The general consensus was it all seemed a little drab and corporate. What was needed were - “Bright colours and pictures.” – Owner-Member Participant (OM-2:16/03/18:PRA2), and images that reflect the users of the service and not - “Someone sitting on a computer doing naff stuff.” – Owner-Member Participant (OM-3:16/03/18:PRA2). Whatever was produced had to be simple and striking with “Very strong visuals.” – Credit Union Officer Participant (CU-2:13/04/18:PRA1). The key message needed to be more direct, and it could be perhaps even humorous but salient to the audience - “Making a skint person richer.” – Owner-Member Participant (OM-3:16/03/18:PRA2). This account service is crucial in the eyes of the credit union’s owner-members - “This is LIFE SAVING!” – Owner-Member Participant (OM-1:16/03/18:PRA2). This last statement made in PRA2 when later introduced at the first all-groups together session (PRA4) was to have a profound effect on the proceedings in this study The claim by the owner-members of its usefulness as being “Life Saving”, and their explanation as to why, resulted in even the most sceptical participant present (from their reaction in PRA4) to believe that there was something here that needed their support and attention. This is detailed in Section 4.3.3.3 Theme – Financial Literacy.  
When talking with the participants about relationships between the three groups there was a sense that there was a definite hierarchy already in position. This was something I had to manage when they all came together in PRA4. In PRA3 the senior DWP officer talked about making payments to their (owner-members in this study) customers - “Although we (DWP) pay money, we also stop it.” – Public Organisation Participant (SE-3:13/04/18:PRA3), but with an understanding raised by the social entrepreneur present that by working with organisations like credit unions proactively, rather than reactively, then perhaps more constructive effects could be the result - “At the end of the day you (the credit union) want to stop people getting into debt.” – Public Organisation Participant (SE-1:13/04/18:PRA3). When the owner-members have turned to others for help in the past they feel they are, in their opinion, in such a low place they have very few options. Even if they approach legitimate financial organisations their custom is not always welcomed, and if serviced by them they are sometimes penalised - “That’s why Lloyds (the bank) have my pants down.” – Owner-Member Participant (OM-3:16/03/18:PRA2). Class and social position is ingrained within those in the owner-member group which further exasperated their perceived collective inequality. Their outlook on aspects of social and economic justice, whether it is the way some of them are judged by others or the way they may not have the means to access for example financial services, is affected by their positionality (Lawler, 2005). This view of where they see their place in society became more apparent as they constantly compared themselves to others through the participation process. 

There were pivotal incidents that gave further insight into what was really being said. At this point in the Owner-Member only session (PRA2), the following significant interaction occurred which is further analysed in Section 4.3.3.1. How this was originally identified is described in Section 3.6. This event is associated directly with the main Theme identified of Power & Identity chronicled in Section 4.3.2 and summarised in Table 4.30 - Theme Identification. To follow here is what actually happened which is later interpreted in Section 4.3.3.1. This effect of power and identity was evident, especially in the owner-member session PRA2, when in conversation they seemed to be expressing directly where they saw themselves situated in society emphasised by their hand placement and movements. They constantly changed the positions of their hands to accentuate the perceived class of the person they were talking about (Figures 4.12, 4.13 & 4.14):
                        [image: image36.png]



Figure 4.12 : With a right hand very high representing me (Gary) and a left hand much lower representing herself, her group, Owner-Member 1 (OM-1) states -“Gary I’m not trying to bring your money (my salary), into this, reyt (right), but you probably get more (money) than I get, reyt, but you’re still on our same wavelength. You’re not up here thinking I’m better than you because I get more money thank you. You’re there thinking, well realistically if I got what they got I’d be struggling just the same” – Owner-Member Participant (OM-1:16/03/18:PRA2).
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Figure 4.13 : With a left hand high representing Jayne (OM-1’s local Credit Union Branch Manager) and a right hand very low representing herself, her group, Owner-Member 1 (OM-1) states - “Even Jayne (their local Credit Union Branch Manager) she’ll probably get more money than us …” – Owner-Member Participant (OM-1:16/03/18:PRA2).
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Figure 4.14 : With a left hand now falling representing Jayne (OM-1’s local Credit Union Branch Manager) and a right hand slowly rising representing herself, her group, Owner-Member 1 (OM-1) states - “… she’s like us, but with a job.” – Owner-Member Participant (OM-1:16/03/18:PRA2).                                      

In the Public Organisation Group only session (PRA3), cultural and social values were discussed. From the need to get the public to help themselves too – “This is a case for personal responsibility.” – Public Organisation Participant (SE-3:13/04/18:PRA3) but also an understanding that some people do just - “Live for that moment.” – Public Organisation Participant (SE-3:13/04/18:PRA3), act differently (not maliciously mostly) and do not sometimes fit into what is ordinarily behaviourally accepted. Related to this is that for the past two decades the UK Government has been attempting to support the development and use of online public services related to people “moving, living, studying, working, shopping or simply travelling abroad.” (European Commission, 2019, p.34). From the service user perspective, the cost of access devices and internet service provision has become more affordable. The growing understanding of what else ‘IT’ can be used for in everyday life in the last few years, social media, retail purchasing, booking holidays etc., has resulted in the general public in the UK being far more receptive and trusting in going online too (Office of National Statistics, 2019). Initiatives on how to better engage more of the public to use public services continues to be sponsored by the Government, yet one key problem was stated by the senior DWP officer during PRA3. During a discussion on the topic of cost, access and use of the internet she said that, particularly for the demographic she believed made up the majority of the people who use a credit union, it was - “Not just their IT levels but also their literacy levels.” – Public Organisation Participant (SE-3:13/04/18:PRA3) that needed to be addressed.
What the participant sessions did was raise the awareness of the service position, but also the needs and perspectives on the world of the other participants. For example the initial concern shown by participant SE-1 (in PRA3) regarding his “want to stop people getting into debt.” – Public Organisation Participant (SE-1:13/04/18:PRA3) comment, was that the credit union issuing loans could in fact put the person in a worse position. This had to be addressed. I explained that, like many people, those on low income or benefits may need loans to get through certain situations in their life. That is, as long as it is manageable and affordable, just like other people on recognised salaried incomes do when they are buying a car, or taking out a mortgage when purchasing a house. Many salaried people would find it hard to have hundreds of thousands of pounds saved to buy a new home for example. They need a mortgage, a loan. All levels of society may need such financial help from time to time. Credit, or debt, is part of life, but it must be an affordable and manageable debt - “People will get into debt, but it’s not bad debt.” – Public Organisation Participant (SE-2:13/04/18:PRA3). With real tangible action required and it being recognised as such by the participants, it was stated that - “We can’t but you (credit union) are in a position to give people an alternative” – Public Organisation Participant (SE-2:13/04/18:PRA3).

There was a clear difference in attitude between the non-owner-member and the owner-member participants on the subject that charging for a service could prevent its use. The credit union receives no external funding so it has to generate income for its survival, so it can be there for those that need it. There were concerns voiced regarding a small charge for the use of the Budget “Budgeting” Account - “Small monthly fee might put them (the people who need to really use such an account) off.” – Public Organisation Participant (SE-2:13/04/18:PRA3). The owner-members’ view was very different. They fully understood its benefits, therefore it was something worth paying for - “So much a week (to pay for the service) is a good message.” – Owner-Member Participant (OM-1:16/03/18:PRA2). 

Interestingly, those in the Public Organisation Group more than any of the other participants used in the sessions stock, jargonish statements and platitudes. These included plug a gap, risk assessment, risk profiting, this demographic, personal responsibility, ethical lending etc. when explaining things. Although in one instance when chaotic lifestyles was used to paint all from a particular demographic with a very unfair broad-brush, even one participant within that group did have to point out that for many it was that they were “Not chaotic, just not experienced.” – Public Organisation Participant (SE-3:13/04/18:PRA3). This was the same participant that eventually stated that the monthly service cost turned out to be about the same price for “Just for a cup of coffee, or a beer. (we) Need to contextualise the product.” – Public Organisation Participant (SE-3:13/04/18:PRA3). This concept around service cost versus its value had the most influential effect on the final design for the Budget/Budgeting Account service (this is further detailed in Section 4.3.3.3).
Part of the sole (PRA2) session with the owner-member group was to ensure that they were still amenable and comfortable with meeting the other two groups. They had raised very valid and coherent points during this session, yet they were worried they would let me and themselves down when they came together with the other groups. Even questioning their fear of accidentally using a particular language trait - “I’m trying to be good. I’m trying my best not to swear.” – Owner-Member Participant (OM-1:16/03/18:PRA2), which was not a problem. Actually no real swearing had occurred. When I asked them at the very end of the (PRA2) session if they’d got any other great ideas and the answer was - “We are your great idea.” – Owner-Member Participant (OM-3:16/03/18:PRA2), then I knew their concerns about participating were overcome. They realised they had much to offer and what they had offered so far was valued, and that would also be the case in the future. They were ready to go to the all-groups sessions (PRA4 & PRA5).

As the sessions progressed, the confidence to have an opinion on any topic and verbalise it began to grow principally within the owner-member group cohort - as they contributed more and more. This was though counterbalanced by the control exerted by one of the owner-members (OM-1) over the others in the owner-member group. This was something that did not occur at the sole group session (PRA2). If OM-1 considered that her fellow group members had become too revealing, too boisterous, or if she thought disrespectful to the others present, she used short verbal interjections supported by also non-verbal cues to correct their behaviour. From being the vocal lead in the sole group (PRA2) session, she became a rather subdued protector of her group. Any unruly or rambunctious characteristics starting to be exhibited by anyone in her group, in OM-1’s opinion, were quickly managed and curtailed by her. Yet if OM-1 thought liberties were being taken of her group or individual members within it then, acting as the group’s protector, OM-1 would immediately leap into offensive mode. For instance when the social entrepreneur (SE-1) from the public organisation group gave one of the owner-members (OM-3) the cue to stop, in his opinion, waffling on, and OM-3 said: “He’s (SE-1) just trying to give me a sweet to shut me up. Oh, I’ll shut up.” – Owner-Member Participant (OM-3:14/05/18:PRA4), OM-1 immediately came forward loudly and clearly with - “No, it’s not what you’ve come here for, to shut up.” – Owner-Member Participant (OM-1:14/05/18:PRA4).  OM-1 was not the only woman in her group. OM-1 was also of a similar age and similar educational background to the others in her group and it intrigued me why she was doing this. 

The credit union officer participants were constantly encouraged to play a part, however their contribution was quite muted in the two all-groups sessions. The public organisation representatives were actually the central focus for responses requested from the other two groups in PRA4 discussed next (Section 4.2.2). This relationship moved at the next participation session (PRA5 in Section 4.2.3), where there was -a little more friction between one person in the public organisation group and the owner-members. This resulted from the continual growth in the owner-member’s confidence, yet really their reaction was fuelled possibly by their years of frustration of what they believed the public organisation officer’s interventions was attempting to perpetuate (also discussed in sections 4.3.3.1 and 4.3.3.2).
4.2.2 Participation Session PRA4
To follow are some of the statements made, interactions observed and concerns raised during the PRA4 session which varied greatly around the two service scenarios. Concerns were raised over exclusion regarding the use or non-use and access to the Internet: “A lot of people don’t know how to use it.” – Owner-Member Participant (OM-2:14/05/18:PRA4). Also how more inclusive, less dictatorial language to better engage with the public in any correspondence should be used: “Put down as you can (use on-line channels to access services) rather than you must.” – Public Organisation Participant (SE-2:14/05/18:PRA4). All participants knew the real benefits for the customer needed to be the prime focus of any service promotion, but also some raised the by-product of an alleviation of some of the commercial pressures on the business (e.g. the council, the housing association, the credit union etc.) by, for instance, a customer being able to self-serve themselves too: “Don’t make it sound optional, just say you can manage your account online.” – Public Organisation Participant (SE-3:14/05/18:PRA4).

Did the image of the man in the original Budget Account marketing material (Figure 4.3) really reflect the lives of the majority of the credit union customer base? OM-3 stated “He looks businessy.” – Owner-Member Participant (OM-3:14/05/18:PRA4) but then did go on to say: “There’s nowt (nothing) better than a man in a suit, ‘cause they look nice, professional and clean, and I like that.” – Owner-Member Participant (OM-3:14/05/18:PRA4). Although for some it was an aspiration image, there was no mention that it would make them self-serve themselves though.
There were surprises during the all-groups sessions. The social entrepreneur (SE-1) for instance, from his facial expressions to the group, was astonished when one of the owner-members interrupted him mid-sentence to state that: “I’m into accounts and stuff like that.” – Owner-Member Participant (OM-3:14/05/18:PRA4). It did not seem to fit his initial perception of an owner-member. Confirmation of this occurred at the end of the PRA4 session where this same person (SE-1) took me to one side and said that he tried his best to not use words or phrases that they may not be capable of grasping “…. if you know what I mean.” – Public Organisation Participant (SE-1:14/05/18:PRA4). I intimated that the way they can live on the money they get, raise a family, maintain a home and keep moving forward, then their intelligence should never be underestimated. He did have doubts over the over-members generally. Perhaps because they walked a different road to him, had different goals in life and possibly divergent and even jarring ways, to him, to achieve them.    
Trust and the development of trust in a marketing message was explored. As the fundamental service users, how would the owner-members decide what was trustworthy? Regarding the images on the leaflets and posters for instance, could familiarity of an image or person be a consideration: “Would Gary (me) sitting on the front (of the leaflet) be any good?” – Public Organisation Participant (SE-3:14/05/18:PRA4). “Yes because we know him.” – Owner-Member Participant (OM-1:14/05/18:PRA4), but of course most people do not. The group soon realised then why many organisations turn towards well-known celebrities to promote their services in an attempt to quickly establish that whatever is up for sale is seen as having some acceptable level of integrity and reliability. There were other trust related aspects discussed. For all the current difficulties in paying for public organisations, like councils, social housing agencies etc. (Office of National Statistics, 2020), people still fundamentally have faith in them and the honesty especially of their front-line staff. One example was a discussion of the use and appearance of organisational logos on marketing materials with one saying that it: “Gives it some credibility.” – Public Organisation Participant (SE-3:14/05/18:PRA4) and from another definitely: “Yes to logos.” – Owner-Member Participant (OM-2:14/05/18:PRA4). This was believed to be because of the trust validity they can bestow on the service provider, in this case the credit union, in the eyes of new potential customers for its services: “A group of people (the credit union) that others (e.g. DWP) are supporting is a particular thing, so we trust it a bit more.” – Public Organisation Participant (SE-2:14/05/18:PRA4). Consideration then was given to just how visually busy the marketing materials might become with words, pictures and logos all vying for position. This eventually then led onto the need to contemplate the use of a simplified main graphic. For instance, possibly a cartoon family rather than images of real people as an approach to achieve this. A more inflammatory question than usual was raised at this time in PRA4: “But what’s a family?” – Public Organisation Participant (SE-1:14/05/18:PRA4). This question returned again in the next participation (PRA5) session, but then it was not just passed off with a flippant remark by one of the owner-members: “Broken down these days because they’ve got nowt (nothing).” –  Owner-Member Participant (OM-3:14/05/18:PRA4). People laughed and the session continued unabated. 

The suggestion to a cost of a service was totally acceptable to the credit union customers (owner-members). The concern of charging for the service was only raised by some of the public organisation group who had for many years had such service provision provided free of charge from the credit union. In the past public service departments like the DWP had sponsored such activity but with now no government funding to support it this could no longer be sustained without a charge. The actual ‘customers’ of the service had other ideas regarding the charge: “Twenty-four quid (pounds sterling) a year is nowt (nothing) is it?” – Owner-Member Participant (OM-1:14/05/18:PRA4). The relevance and value appreciation by the owner-members (the true end service users/customers) was apparent but interestingly the other participants thought the introduction of a payment for a service or services would result in engagement and up-take problems. Those from the other groups too appreciated the importance of the service but also just how ‘inexpensive’ it really was for what it provided it being: “Less than 50p a week.” – Public Organisation Participant (SE-3:14/05/18:PRA4) and how if it could be explained in different ways that it could in fact increase account take-up: “Break it (costs to service benefits) down further.” – Public Organisation Participant (SE-3:14/05/18:PRA4). The owner-members saw that the value out-weighed the cost. This was further bolstered by comments on other credit union developments and service enhancements throughout the session. The acceptance and the need for constant change by the owner-members was reflected in how the recently enhanced identity and security checks that the credit union had introduced (photo-identity) at branches were understood and embraced by them: “That’s not a bad thing you started doing, taking pictures of everybody and putting it on t’computer (the computer).” – Owner-Member Participant (OM-3:14/05/18:PRA4).  

There were instances of an in-depth knowledge and understanding of the service being reviewed. The housing officer (SE-2) had seen advantages that it had provided for his organisation in preventing rent arrears, ultimately averting evictions. So with regards to what should be highlighted was: “On the important list I’d like to put on there rent.” – Public Organisation Participant (SE-2:14/05/18:PRA4). A very salient point, yet one whose significance was dwarfed by what happened next. As part of this discussion something very special happened when one of the owner-members stunned the session’s non-owner-member participants by stating what she considered what the Budget Account was to her and the people she knows who use it. She said it should simply be called: “Life Saving Account!” – Owner-Member Participant (OM-1:14/05/18:PRA4). This was a turning point as all the groups became one when this seemingly extraordinary claim was fully explained by not just one but all the owner-member service users present. Beyond paying agreed amounts to certain recipients at set times, and in doing so it prevented missed payments (e.g. rent, council tax etc.), its other facilities also offered and did so much more for the owner-members on a daily basis that the others present may not have previously appreciated. If the account had not been available it would have caused the owner-members serious concerns in accessing their funds as and when required, for instance: “You only get one (money) transfer from DWP (to receive a benefit payment) … if your money doesn’t come through then this is a serious problem ... this (account) allows multiple transfers (so access to money is assured).” – Owner-Member Participant (OM-1:14/05/18:PRA4). This incident is further explored in Section 4.3.3.2.
With regards to the insight into people’s lives, at times the study’s sessions were unnerving. Things that others may take for granted, or perceive as being important to some but not to others, was peculiar. Even purchasing a special dress for an owner member’s daughter for her school prom event was going to happen no matter what poor state her finances were in at that time: “Just got a prom dress and that skint me.” – Owner-Member Participant (OM-1:14/05/18:PRA4). The whole group also learnt how people planned or in some cases did not plan for such expenditure. In numerous families that the credit union serves finances are generally stretched, but the very high cost for example of a prom dress will so often not stop it being purchased. Their daughter is going to get the best dress money can buy (in many cases) for this one night, all to create an everlasting memory.  Yet with a credit union savings scheme started in the previous January, even if it skint her, it did not put OM-1’s or her family in any jeopardy as she had planned and saved for it. It was simple messages encouraging people to be proactive in financial planning that unanimously was agreed by the participants that needed to be central to any marketing message. Not a broad generic message about “taking care of your finances” but one that is timed to fit with known advanced calendar events like holidays, the purchase of school uniforms, prom dresses and Christmas. Many of these events are cyclical. Therefore it was identified that service marketing should be done in line with what time of the year it is: “Promotion should be done around time.” – Public Organisation Participant (SE-3:14/05/18:PRA4), although January seems a strange time to promote Christmas savings for example, but that is when saving really needs to start. All the participants agreed on this during their discussion on the topic. 

What did seem to be acceptable to all the three groups in PRA4 was if there was a service cost it had to be quantified in a way all could understand. It was the senior housing officer (SE-2) that suggested that £2 a month cost for the then called Budget Account service was actually less than a cup of coffee. The cup of coffee cost comparison concept really did work and it was this that resulted in the formation of the suggested and all-group supported “coffee cup” fronted Budgeting Account campaign: “It is good marking it down like it is a cup of coffee though innit (isn’t it)?” – Owner-Member Participant (OM-3:14/05/18:PRA4) and “Yes it’s about reyt (right).” – Owner-Member Participant (OM-1:14/05/18:PRA4).

The provision of new domestic appliances, ‘white goods’, was discussed. The conversation was wide ranging. From why people need and in some cases also aspire to have such items, to how they could be perhaps encouraged to use the credit union to avoid future financial difficulties when making such purchases. For instance, from acquiring something special for their child: “We could show them a child on an X-Box.” – Public Organisation Participant (SE-2:14/05/18:PRA4), to crucially what actual wording should be used to promote the service. Should the word finance or finance plan be used? The response was: “No.” – Owner-Member Participant (OM-1:14/05/18:PRA4) and “No.” – Owner-Member Participant (OM-2:14/05/18:PRA4) and “No, (finance) that’s  a scary word.” – Owner-Member Participant (OM-3:14/05/18:PRA4). 

How should the service be best presented was discussed greatly in PRA4. “Help to buy sounds OK.” – Public Organisation Participant (SE-3:14/05/18:PRA4), with this suggestion sounding very similar to rent-to-buy it brought into the conversation the problems such organisations that use this business practice can and has caused in families and communities: “Sometimes you’ve got no chance and just buy from Brighthouse.” – Owner-Member Participant (OM-2:14/05/18:PRA4). Also: “What they don’t tell you it’s for 154 weeks as opposed to 52 weeks and you’ve got to look at that amount over time that makes the difference” – Public Organisation Participant (SE-1:14/05/18:PRA4). The Rent-To-Buy business practice and its implications are further described in Appendix 11.
A more publicly accepted generic term for white good items was considered. Household items was the most popular. There was then the thoughts explored regarding the use of the adjective important rather than essential when promoting them: “Keep important household items.” – Public Organisation Participant (SE-3:14/05/18:PRA4). The term essential, which is often associated with cookers and refrigerators, is not used regarding items such as televisions. These are not usually classed as such being often considered more a luxury than essential item. Yet to many and especially those living alone they are: “Another (research respondent) said that it (a TV) was important because, for an isolated person, a TV might be their only source of company.” (End Furniture Poverty, 2020, p.10).
It would be ideal for any service to be instinctive and intuitive to use, but above all what was essential for the service provider was for the credit union to candidly understand its customers. From the purchasing of a prom dress, regardless of its cost, to the importance of starting Christmas savings early (to have people ready financially for Christmas by saving a small amount of money a week or a month from January of the same year), discussions eventually resulted in the strap-line that would appear on all the new marketing materials - the essence of what it was to have a credit union in your life was assessed through all the participants’ offering anecdotes. It should be highlighted that the credit union is there for both good and bad times, for celebrations and not just for times of financial distress - “not just for life’s dramas” – Public Organisation Participant (SE-2:14/05/18:PRA4). The spirit of this started to get summarised by all of them trying to agree on one short phrase. One of the owner-members said first “Live a little easier.” – Owner-Member Participant (OM-3:14/05/18:PRA4) and then “Life’s a little easier.” –  Owner-Member Participant (OM-3:14/05/18:PRA4) and once this was said they all then worked together to form what became the strap-line for the marketing of the credit union itself – “Making Life That Little Bit Easier”.
At the end of the PRA4 session there was an admission to the owner-members by a public organisation participant (SE-2) which was heart-warming and quite uplifting. He stated he had worked a long time for an organisation that had served them for many years and that what he had suddenly realised today was that they do not always listen and should: “We think we know what you like but we don’t.” – Public Organisation Participant (SE-2:14/05/18:PRA4). There was a unanimous nodding of heads around the table, confirming an acceptance of the statement and perhaps acknowledging the further erosion of the “us and them” feelings in the room.  

4.2.3 Participation Session PRA5 
At the PRA5 session, the graphical artists’ representations of the participant selected designs from PRA4 were presented. They had considered different formats to present the participant’s ideas. An illustration of this was the possible use of a graphical or cartoon family. This was comprehensively explored with prepared design examples introduced for the participant’s deliberation and final selection. There were many advantages identified by using such graphics, one being any marketing material could be easily and inexpensively seasonalised. Examples were presented for Christmas (shown in Figure 4.15) - “Having the same logo is OK but you want a different image to pull people in, to get them to ask what it’s all about (as they’ve seen the cartoon characters before creating a narrative).” – Public Organisation Participant (SE-2:26/06/18:PRA5), or for a focus on a particular need such as a school uniform loan, prom dress loan or car loan etc. (the latter shown in Figure 4.16). One popular design thread was that a cartoon family could be developed into money boxes for children: “Do like the styling of the cartoons of the family?” – Public Organisation Participant (SE-2:26/06/18:PRA5).
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       Figure 4.15 Christmas Service Design                        Figure 4.16 Car Loan Service Design
These cartoon designs were all very well received but it was the ‘cup of coffee’ design which was unanimously selected in PRA5 by all the participant groups for the promotion of the Budgeting Account. This was because of how they believed the general public could without doubt relate its benefits to its factual correctness regarding cost, when comparing it to the cost of a cup of coffee, and its undoubted attention grabbing design (Figure 4.17 shown below). 
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The coffee cup idea showing that for less than a cup of coffee per month anyone could operate the credit union’s Budgeting Account was first mooted by the senior housing officer (SE-2). Yet the merit for its creation was claimed by one of the owner-members (OM-3) as their group’s idea, such was its universal acceptance as the design to go forward by all the participants: “That was our words, the coffee cup my idea. It was all our stuff.” – Owner-Member Participant (OM-3:26/06/18 :PRA5). There were other non-obvious considerations also highlighted as benefits of the design such as: “For me that coffee cup kinda represents taking time out to make a decision.” – Public Organisation Participant (SE-1:26/06/18:PRA5).

     Figure 4.17 Coffee Cup Design
The coffee cup design brought again a unity across all three groups for a little time but soon there would be something associated with the design development that would debase this when a question first raised at the previous PRA4 session was asked again: “What is a family?” (and further analysed in sections 4.3.3.1 and 4.3.3.2). At the time there was a positive feeling in the room, agreements on the designs, language accommodation being displayed by all participants, mirroring gestures present etc. (Fox et al., 2016): “I feel like a bit like him (OM-3 pointing at SE-1 with whom she had robust verbal interactions with in PRA4) me.” – Owner-Member Participant (OM-3:26/06/18:PRA5). It was all happening and all the participants seemingly wanted to fit in and continue to contribute. A cup of coffee promoting a financial service was Von Restorff Effect (Von Restorff, 1933) inspired (shown in Figure 4.18). An image working on the memory, affecting a response by presenting something distinctive and different so what someone remembers are those differences that “are not operationally salient at the time of perception” (Hunt, 1995, p.110), making it memorable. It could not perhaps be able to claim to be along the pure lines of a classic Breaching Experiment but it was an approach attempting to get a social reaction by breaking background expectancies in social situations (Garfinkel, 1991). It also avoided any problems like a class anomaly that the previous marketing campaign (Figure 4.3 - the man in a tie in a perceived wine bar environment) did: “Some people do get intimidated by people in a shirt and tie.” – Owner-Member Participant (OM-3:26/06/18:PRA5). Surprisingly the man in a tie in Figure 4.3 did not actually wear one.
For the ‘White Goods’ service promotion, it was decided that because of the agreed need of getting more than one electrical item in one picture and the products would need to be non-specific, so as not to age quickly, then a cartoon design would be best (shown in Figure 4.19): “What I like as well is the fact that you’ve used your images to get rid of the problem of trying to define what white goods mean.” – Public Organisation Participant (SE-1:26/06/18:PRA5):  
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      Figure 4.18 Budgeting Account Service                 Figure 4.19 Domestic Appliance Service 
When seen on all the marketing materials the phrase devised in session PRA4, “Making life that little bit easier”, all participants agreed this undoubtedly summarises what the credit union was and is all about. It should and would in the future be included by the credit union on all its marketing output regardless of the service being promoted. All participants considered they had devised something which was simple, direct, correct and it was an effective use of everyday language -capturing the whole ethos of the credit union and not concentrating on benefits and features of a service directly. The credit union also was mentioned regarding making life that little bit easier with regards to how it has helped, even educated its owner-members in the use and understanding of financial terms. During PRA5 one owner-member recalled what she said at their sole participation session (PRA2) regarding the confusion and the pitfalls of APR. What she said there was - “So why is it that you’re explaining to us what APR is but not one other company has ever explained to me what APR is?” – Owner-Member Participant (OM-1:16/03/18:PRA2) and that “I’ve been screwed on that many times by (retailers offering financial (loan) services) companies.” – Owner-Member Participant (OM-1:16/03/18:PRA2). The point being made in PRA5 by OM-1 was that by the credit union in essence taking the time to explain this it should be acknowledged from another, an educational perspective, with regards to making life that little bit easier. It is not all about access to physical money or credit, but financial education and understanding that is also important.

With regard to language use, the participants were asked in PRA5 if they thought they had adjusted their speech and even behaviour to accommodate each other in this or any session. This resulted in conflicting answers: “No.” – Owner-Member Participant (OM-3:26/06/18:PRA5), “Yeah.” – Owner-Member Participant (OM-1:26/06/18:PRA5), “You (OM-3) were swearing like a trooper earlier.” – Public Organisation Participant (SE-1:26/06/18:PRA5). Also if their everyday language might be different to for example my everyday language, this varied too from: “Oh it is.” – Owner-Member Participant (OM-1:26/06/18:PRA5) to: “She (OM-2) doesn’t say much when she’s here but she does when she’s art (out) she does.” – Owner-Member Participant (OM-3:26/06/18:PRA5).

There were positive responses to seeing their marketing ideas professionally assembled. The reaction to the Budgeting Account samples ranged from “That’s cool” – Owner-Member Participant (OM-3:26/06/18:PRA5), to “Looks clean and not over complicated.” – Public Organisation Participant (SE-1:26/06/18:PRA5). The participants were very pleased when concepts and suggestions they had mentioned, sometimes to them just said in passing, had not only been recorded but applied in the designs presented for their final consideration and selection. Their preference for the name of Budgeting Account rather than Budget Account for instance, a name change requested particularly by the owner-member group in the previous all-groups session (PRA4) who thought that the word “Budget” “makes it sounds like a dead stop dun (doesn’t) it? Budgeting sounds like it’s on-going.” – Owner-Member Participant (OM-1:14/05/18:PRA4. The account is on-going, every month working hard for its holder, flexible as and when additional payments are required. Also drab and negative topics (from the perspective of focusing on only the bad things in life like debt and eviction etc.) had been supplemented with more hopeful and caring messages. The owner-member group’s recommendation that more colour had to be introduced had been, and the participants after seeing the designs were asked if they were all right: “It’s more than all right.” – Owner-Member Participant (OM-1:26/06/18:PRA5). This was accompanied by an appreciative nod of heads from all and more positive comments: “Fresh.” – Public Organisation Participant (SE-1:26/06/18:PRA5), “Fresh.” – Owner-Member Participant (OM-3:26/06/18:PRA5) and “Yeah. Yeah.” – Owner-Member Participant (OM-1:26/06/18:PRA5). In addition, for the first time the language used by the owner-members in the presence of the other two groups became a little more colloquial: “It’s more than all ryte (right), it’s our words.” – Owner-Member Participant (OM-3:26/06/18:PRA5).

Other design considerations for the ‘white goods’ service that had been previously discussed in PRA4 were presented. From the ease of purchase and delivery, to how using the service would protect people from being charged excessive amounts of money for an item. Through for example rent-to-buy schemes, thus preventing them falling into debt and turning possibly to unlicensed, illegal money lenders, door-step lenders, loan sharks. The design considerations below show the same general design with (Figure 4.20) and without the shark fin (Figure 4.21). The former a visual reference to loan shark activities which one participant was very keen upon to include to intimate the dangers that engaging with a loan shark can bring:
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     Figure 4.20 Domestic Appliance Shark Ref.     Figure 4.21 Domestic Appliance No Shark Ref.

Again a discussion arose regarding how important it was that the credit union services are recognised by all that they are in reality “for everyone” (Money Saving Expert, 2021). Not just for those on benefits or low incomes, which is often the general publics’ perception. Also that the credit union is there for happy events, like planning for a holiday or a birthday party, and not only there for when things are difficult and worrisome for someone. This was an excellent suggestion and designs had been produced for the group to consider to reflect the financial assistance offered for such occasions (Figure 4.22). The message on the marketing materials created, as required by all three groups, encapsulated the need to highlight that the credit union was there for the good times too and “not just for life’s dramas” – Public Organisation Participant (SE-2:14/05/18:PRA4). Yet at the same session the group also decided to use a graphical representation of a family rather than the ones shown in Figure 4.22, which were the actual examples presented at PRA5. The reasons for which have been described earlier in this chapter but they are also further discussed later in sections 4.3.3.1 and 4.3.3.2: 
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                                                                Figure 4.22 “For The Good Things In Life” Promotions

At the close of the PRA5 session, and after the owner-members and the credit union officers had left, the social entrepreneur (SE-1) came to me and said the following regarding the owner-member group: “Their language can be a little colourful at times.” – Public Organisation Participant (SE-1:26/06/18:PRA5). I said perhaps when compared to the previous session but I thought it had all gone well and he agreed: “That was good – I enjoyed it.” – Public Organisation Participant (SE-1:26/06/18:PRA5). Besides being polite, this may have been SE-1 ensuring all was well after what happened very near to the end of the session regarding an incident when he asked about what now constitutes a family. This incident is reviewed in detail in sections 4.3.3.1 and 4.3.3.2. One of the graphical artists then came across and said that he learnt such a lot and the approach should be much applauded and repeated, it was a “Great Experience!” (Graphical Artist 1:26/06/18:PRA5).
The plan following PRA5 was to get the agreed marketing materials out via the credit union’s usual media channels, its outreach activities and displayed in its branches. Then to get all the participants to meet again in six months’ time, should they so wish, to inform them how effective or ineffective their designs had been. None of them wanted to wait that long: “That’s ages that.” – Owner-Member Participant (OM-1:26/06/18:PRA5). The general consensus was it was not just about waiting six months for the results, but they enjoyed the participation experience so much that they were rather disappointed it had come to an end and wanted it to continue. This was endorsed by the owner-member group coming up with comments and suggestions on other credit union services in the weeks following PRA5 session: described in Section 4.3.3.3.
In PRA5, like in all the sessions, incidents occurred which really exposed a depth of meaning to what was occurring and being observed. These informed the thematic analysis, the definition of the themes and sub-theme groupings. Superficially some incidents may not seem that important but to the participants they were. One for example regarded a bicycle bell. The owner-member participants had an in-branch reputation at the credit union for being quite loud, direct but wonderfully natured. Yet they controlled their tendency towards the use of what may be considered offensive language throughout the whole participation process. I consider that such language was not used simply out of politeness to others perhaps, but to emphasise to the other groups that the owner-members did have a capable vocabulary to be able to interact and express themselves without resorting to such words. The exception to this was that after a short while, into the session, through an open window a bicycle bell could be heard being rung. This went on unabated for about a minute. I could see one of the owner-members (OM-3) was becoming disengaged from the thread of the marketing design discussion as she grew more distracted and agitated by the ringing of the bicycle bell. Nothing was said about it until she (OM-3) butted in over the design discussion, asking:

“Is someone actually just taking the piss outside? Cause that is annoying me. It’s like someone tapping a pen.” – Owner-Member Participant (OM-3:26/06/18:PRA5)

“Sounds like a bike bell, it is yeah?” – Owner-Member Participant (OM-1:26/06/18:PRA5)

The owner-member (OM-3) then suddenly leapt towards the open window: “It’s him. Give up! He’s going to get knocked out.” – Owner-Member Participant (OM-3:26/06/18:PRA5)

Strangely the design discussion continued unabated at the same time: “Wording is good.” – Owner-Member Participant (OM-2:26/06/18:PRA5)] etc. as the annoyed owner-member (OM-3) grew more annoyed, and much louder towards the person ringing his bicycle bell outside: “Shut that pigging window. He’s just stood there doing it.” (OM-3:26/06/18:PRA5)

”Stand up and shart (shout) at him threw t’winda (through the window)” – Owner-Member Participant (OM-1:26/06/18:PRA5)
“Give up pinging that bike!” – Owner-Member Participant (OM-2:26/06/18:PRA5)

“I’ll come back next Tuesday, I’ll stand outside and crack the little git!” – Owner-Member Participant (OM-3:26/06/18:PRA5)

“Give him a crack.” – Owner-Member Participant (OM-1:26/06/18:PRA5)
There was then a thirty second bicycle bell ringing truce, but it started being rung again: “It’s going to get knocked out.” – Owner-Member Participant (OM-3:26/06/18:PRA5)

After then another 30 seconds: “Shut that pigging window.” – Owner-Member Participant (OM-2:26/06/18:PRA5)

“He’s had it when I get outside. Even my kids are not that annoying.” – Owner-Member Participant (OM-3:26/06/18:PRA5)
Immediately after this occurred, and at the later questionnaire review session (PRA6), owner-member OM-3 said she was extremely disappointed with her behaviour and how it reflected on herself, her group and who they considered they were representing. The importance of this is explored in Section 4.3.3.2 Theme – Informal Language.  

Another incident revolved around an interjection by one public organisation participant (SE-1) questioning the others about what makes up a family. This occurred instantly in PRA5 after the final family images for the marketing materials had been selected. As mentioned previously, this question had also arisen in the PRA4 session. This is later analysed in sections 4.3.3.1 (with its association with the theme of Power & Identity) and 4.3.3.4 (and its association with the theme of Gender) but featured here as it did have a bearing on which marketing designs were selected.
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                 Figure 4.23 “The Family”
“Why are you asking that?” – Owner-Member Participant (OM-1:26/06/18:PRA5)

“Because they’re all white.” – Public Organisation Participant (SE-1:26/06/18:PRA5)

“Yeah.” – Owner-Member Participant (OM-2:26/06/18:PRA5)

“Yeah.” – Public Organisation Participant (SE-1:26/06/18:PRA5)

“It’s a family!” – Owner-Member Participant (OM-2:26/06/18:PRA5)

This was said in an effort to get SE-1 to state his anxiety further, emphasised then by another: “Yeah.” – Owner-Member Participant (OM-2:26/06/18:PRA5), before he had the chance to respond. There was suddenly a coldness felt in the room.
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         Figure 4.24 Cartoon Family 

The approach of using the real rather than graphical family across many services was presented in PRA5. Examples can be seen in Figure 4.22. This option was rejected by the group with the preference to use a far more striking, flexible, easier and cheaper to customise option of a graphical/cartoon family. Public organisation participant SE-1, noticing the chill in the air, then tried to move the conversation on by attempting to get the participants to recognise what these days is meant by a family, the order, the form, the structure, but things were tense. To mitigate the situation I started to summarise the session to the group to bring it to a positive close. They agreed to keep the ‘family’ designs as they were.

4.2.4 Questionnaire Process & Response (Inc. PRA6)

After the completion of the programme of participation sessions, an Engagement Questionnaire (Appendix 4) was issued to all participants. This was done both electronically and in the post (20/08/18), requesting it to be completed and returned (by the 21/09/18) for analysis.

Only the Credit Union and the Public Organisation officer groups did this by the requested deadline. For reasons explained earlier (in Section 3.3.1 and Section 4.1), with no written response from the Owner-Member participants they were collectively invited to attend a review meeting (PRA6 – 18/10/18) to give their responses verbally. This was very well received by them and all in the group attended.

The questionnaire was the same for all three groups. As described in Section 3.3.3, the design of it was to make its completion as quick and easy as possible. The most important question for this study, an open question, was question five regarding language use. Other broader questions regarding for example if they were proud of what they had produced (question ten), was to encourage them to reflect on what they had done. The aim was to gather the responses but also to make the participants feel valued and that they had made a contribution to the betterment of their community (Beltman, 2015). It might then encourage them to do more. This seemed to be the case when considering the incident (described in Section 5.4) months later after the last all-groups PRA5 session, when one of the owner-members was seen pointing in her local credit union branch towards the service posters being displayed and telling her friend that she had designed them. This was very positive indeed as I was particularly aware that “especially those from low-income backgrounds, can be reluctant to engage in collective activity because they sense that their participation is not valued in society.” (Brady et al., 2020, p.3). 

With regard to the questionnaire responses, these are shown in Appendix 5 in two sections. The first the written ones from both the Public Organisations and Credit Union officer groups (in Section A.5.1), and secondly the verbal responses offered at the physical meeting (PRA6) from all the Owner-Member group participants (in Section A.5.2).
At the PRA6 Questionnaire Response session the owner-members were still very excited by what they had done and asked if it would be possible to have a photograph taken with their designs to show their family and friends. This is shown below in Figure 4.25:
                           [image: image46.png]



                          Figure 4.25 Owner-Member Participants with the Marketing Designs
On the left is the Budgeting Account Service ‘coffee cup’ banner design. On the right is the Domestic Appliance Service banner design.
4.3 Data - Analysis
This section presents and interprets the study’s resulting quantitative and qualitative data from the participation sessions (PRA1-PRA6), participant review questionnaire and the six month credit union marketing campaign. 
As stated in Section 4.2.4, there was originally going to be another all-groups session six months after the marketing campaign had begun to inform all the participants what had resulted from their actions. They were all so engaged with the whole marketing campaign none of them could wait that long so they were informed when they (frequently) asked. In this section their efforts are evaluated, for instance, the possible effects of the campaign on the uptake of the Budgeting Account service. This is a small part of the analysis, as the whole programme of participation sessions raised far more data to be used to inform the study’s reaction to its fundamental language and financial capability question. “Data” about classism, power, prejudice, how public services are often done to rather than with the “customer”, the meaning of family, and the frustration of exclusion stated by the excluded which led onto matters regarding for example domestic labour and scholastic failings. Only when all of these aspects of the research are brought together can a path be navigated to respond to the study’s primary question and from which its educationally focused recommendations and its general conclusions can be drawn.

4.3.1 Quantitative Data

The quantitative data collected was used to form an opinion on whether the new everyday language based marketing collateral, produced by the study’s participants and used in a marketing campaign by the credit union, resulted in more Budgeting Accounts being opened. This data was captured directly from the credit union’s enterprise wide banking system. This numeric data is far less complicated to assess regarding its accuracy than the much more diverse and larger in volume qualitative data aspects generated by the study. To give the qualitative data analysis similar rigor, and as stated previously in Chapter 3 Methodology, it would be tested against Tracy’s Big Tent Qualitative Quality framework (Tracy, 2017) and its Eight Universal Hallmarks for qualitative methods (Tracy, 2010). With regard to the first of the eight, which ultimately asks that the study is of a Worthy Topic, I contend that the data presented here indicates that this study passes this requirement as it was timely, compelling, interesting and significant. It also was challenging and it contributed to the understanding of the social environment in which it was situated. It did this by exposing and giving some people, particularly the owner-members, a space to amplify their voices and express their thoughts. The other seven of Tracy’s Universal Hallmarks, regarding supporting this study’s data analysis, are described Appendix 8. 

The quantitative data I refer to in the study in Table 4.26 was directly extracted from the credit union’s core banking enterprise system, is the number of Budgeting Accounts opened during the marketing campaign. Only the marketing collateral produced by the study’s participants was used during this period. For the second credit union service scenario reviewed by the participants, the “White Goods” service, where they also designed related marketing materials, there was no quantitative data available. This was because at the time the marketing campaign was instigated, July-December 2018, no actual orders could be placed as the credit union’s supplier for domestic items suddenly stopped offering the service to all credit unions. 

There did seem to be a positive impact from the marketing intervention with a strong correlation observed regarding the increased uptake of Budgeting Accounts, particularly when compared to the previous number of accounts opened in previous years (displayed in Table 4.27 Number of Budget/Budgeting Accounts Opened January-December 2016, 2017 & 2018). The June 2018 account openings represented in Figure 4.28 below is also representative of the previous twenty-four months take-up of the then called ‘Budget Account’, when the promotional sample in Figure 4.3 was used. Just a consistent small number of Budget Accounts being opened every month was the norm. The Budgeting Account and Budget Account are exactly the same, the name updated from Budget to Budgeting Account on the recommendation from this study. The same features, same benefits, same service cost, and the increase in the take-up of the account did appear to have a strong association with the introduction of the new marketing materials. 
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The pattern in the chart above (Table 4.26) of the new Budgeting Account users, from July 2018 onwards when the new marketing campaign began, mirrors the previous owner-member interaction and transaction profile, the same peaks and troughs of any previous year. These trends include when new people join the credit union, to when loans are generally taken by owner-members. It is important to understand this and why take-up varies in the way it does for the period of the study, for instance, why it falls after October. In Figure 4.28 it shows that there are fundamentally three main activity peaks throughout every year for the credit union. These peaks are fixed primarily around but always slightly ahead in preparation for Easter (small increase in service activity/take-up), summer (medium increase), and the enhanced owner-member ‘spending’ capacity requirements (large increase) leading up to Christmas. The substantial large jump in July shown in Table 4.26 is when the marketing campaign started using the marketing materials designed through this study. It incorporated all the new marketing collateral, the coffee cup images etc. After the July take-up from the initiation of the marketing campaign launch, take-up then falls in August. Then it slowly builds up to and through October. Interestingly this is against the general trend of the usually relatively quiet August and September months most credit unions experience. After those months most of the owner-member’s focus is on spending rather than saving and therefore possibly acquiring a loan for Christmas is required. It is also worth noting that the Budget Account uptake in the previous twelve months (June 2017-18) is more flatlining in appearance when compared to post June 2018, with a number of much less than ten such accounts per month opened throughout the previous year, certainly not following the three peak cycle profile. This pattern can also be observed in the previous years of 2016 and 2017 in Table 4.27 below:
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Table 4.27 Number of Budget/Budgeting Accounts Opened January-December 2016, 2017 & 2018
To ensure the designs created were not just applicable to one town or one area (i.e. where they had originated – Mexborough, South Yorkshire), there was a positive take-up of the Budgeting Account service across the whole region that the credit union services. For instance a hundred miles north of Mexborough in Hartlepool, where the credit union had a branch, which also experienced a comparatively similar uptake in the service. 
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The variation of service use depending on the time of the year can be clearly seen in Figure 4.28. This yearly trend can be further appreciated by comparing 2018 with the previous year of 2017, and so on. The pattern usually follows the same course. Here next in Figure 4.29 are the three peaks of similar magnitude although the amount for 2017 is generally slightly higher. The availability of an operating ‘white goods’ loan service in 2017 did result in more in number and consistency of loan applications throughout the year, except for Christmas. Christmas loans are usually for non-essential household items so therefore the numbers are very similar then:
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Unfortunately, the national commercial company used by the credit union for years to provide domestic appliances to its owner-members closed down soon after the PRA5 participation session had concluded. This occurred just after all the design work was carried out for the study’s Scenario B white goods service. This closure affected a number of other credit unions across the country, stopping them offering the service. Community First Credit Union was unable to provide the service during the study’s research period therefore no take-up performance statistics could be recorded. Owner-members were still taking loans from the credit union to purchase such items but sourcing their own from retailers for themselves. Even though on their loan applications they may have stated the loan was for a domestic appliance, they could once they had received the money spend it on something else so the data could not be used in any analysis here of the effectiveness of the Scenario B promotions developed by the study’s participants.

To summarise the quantitative data analysis, there was a significant increase and strong correlation between the number of the Budgeting Accounts taken by credit union account holders during the time when this study’s service advertising designs were actively applied in the six month (July-December 2018) promotion campaign. This is further confirmed when the response is compared to previous marketing efforts by the credit union in previous years (Table 4.27).

4.3.2 Qualitative Data 

A theoretical thematic analysis approach, influenced by Braun and Clarke (2006), was applied to analyse all the participation sessions and the responses to the questionnaire. This resulted in four main themes and a myriad of associated sub-themes being identified, shown below in Table 4.30. In the following Table 4.31 is the key to the A-D notation used in Table 4.30, denoting which of the study’s questions relate to which Theme Node:
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                                        Table 4.30 Theme Identification
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                      Table 4.31 Key to Table 4.30 – Study Question To Theme Node Identifier 
4.3.3 Themes
There were a number of pivotal moments that highlighted critical interactions with and often between the study’s participants. All of these were load bearing points on which the analysis and the study’s recommendations would be hung. Some have already been reported in this chapter. They and further interactions and observations are used next (in sections 4.3.3.1-4.3.3.3) to frame the themes identified and bring about a more comprehensive and critical understanding of the data generated and captured by this study.   
4.3.3.1 Theme - Power & Identity
Power and Identity loomed large throughout all the participant interactions, here I would like to focus on some examples which highlight this. I described the hand gestures I had noticed in PRA2 in Section 4.2, but here I wish to analyse what happened and why. In PRA2 the three owner-member participants were discussing how they managed their money and expressing how in their opinion they and others around them fitted in society, their class, their identity.  

Examples of problems with payments related to current but also to legacy debt, were mostly attributed to and caused by their past partners. This could be gender related with all the owner-members being female but difficult to conclude on such a small-scale study. Nevertheless, this is supported through research involving much larger sample sizes. The Women’s Budget Group Household Debt and Gender 2019 report (Montgomerie et al., 2019) supports the apotheosis that such debts are acknowledged to threaten the economic security of women – “Since 2014 women have been more likely than men to go insolvent” and are also “more likely to incur debt to pay for everyday necessities”, p.2. The report continues that “Debt-based gender inequalities are evident also in the breakdown of people filing for debt relief”, p.4.

The owner-members did then highlight how the credit union had always been there to support them:

“So in all fairness the credit union is far more understanding with people that struggle.” - Owner-Member Participant (OM-1:16/03/18:PRA2).

“And they deal with it (financial problem) fast.” - Owner-Member Participant (OM-3:16/03/18:PRA2).

“And they deal with it and help you as much as they can unlike a bank. Say I need an overdraft.” - Owner-Member Participant (OM-1:16/03/18:PRA2).

“I can’t get an overdraft.” - Owner-Member Participant (OM-3:16/03/18:PRA2).

“You dunt (don’t) get enough money to get an overdraft.” - Owner-Member Participant (OM-1:16/03/18:PRA2).

“Dead reyt (right).”  - Owner-Member Participant (OM-2:16/03/18:PRA2).

“Gary (me) I’m not trying to bring your money (my salary), into this, reyt, but you probably get more (money) than I get, reyt (right), but you’re still on our same wavelength. You’re not up here thinking I’m better than you.” - Owner-Member Participant (OM-1:16/03/18:PRA2). They believed that although I’d been to university, something they had not, I could still empathise with and relate to them. Not a feeling they often get when facing someone “wearing a tie” - Owner-Member Participant (OM-3:16/03/18:PRA2).

They then went compared themselves to the credit union branch manager. A local woman that serves them on at least a weekly basis, who they consider that even though “she’ll probably get more money than us she’s like us, but with a job.” - Owner-Member Participant (OM-1:16/03/18:PRA2). People choose a job for a number of reasons. It may give them a great deal of money to lead a particular lifestyle, or enough to pay the bills, or a chance to make a difference to their community, follow a passion, or simply to stay busy. It can give structure, order and meaning to many people’s lives, as well as offering social engagement and interaction opportunities. So why would the owner-member say that the credit union branch manager was like them but with a job? It seemed to denote that OM-1 considered there was no qualitative difference between the branch manager and herself except the distinction implied by one of them having a job. OM-1 had a great number of children and had lived for many years as a single mother. OM-1 did seem to care greatly for her children who when they were not at school she spent a considerable amount of time home-schooling them. OM-1 made sure her children were at home when not at school, and not out late on the housing estate where they lived at any time. They were also kept clean and well nourished. This may be a reason why OM-1 said what she said in the way that she said it. OM-1 had made a choice. Many years ago a mother staying at home to care for her children would have been the norm, but no longer, particularly after the initiatives introduced by New Labour (Fenwick and McMillan, 2012) who believed they brought melioration to women’s lives, lifestyles and generally gender equality through a wide number of reforms such as the implementation of the minimum wage:
“Mothers have been helped to balance paid work and home life by the expansion of childcare and vastly improved maternity leave, while fathers have been brought into this debate for the first time with the introduction of paternity leave.” (Compass, 2008, p28).
The discussion brought into focus the problems they faced and how they were addressed with direct support from the credit union. I did feel that there was something else being said subconsciously, inferences made by the positioning of OM-1’s hands. There was a constant changing set of hand movements during the conversation by the owner-members when they were describing different people in relation to themselves (photographic examples shown in Figures 4.12, 4.13 and 4.14). For instance OM-1’s hand held high when talking about me, mid-height when talking about the credit union branch manager, low or on the desk when talking about herself and others in her group. The hand gesticulating was important as I believed it showed that in the year 2018 the three classes of high, middle and lower/working-class were still prevalent in the eyes of the owner-members. If society is depending on for instance the transformational aspects of higher education to influence and change the class situation, then this could take a great deal of time to be achieved (Major and Banerjee, 2019). 

The owner-members did feel powerless on the grand scale to be able to affect change upon their own lives, and from some of the initial study responses from the other participants, some may not be that interested in facilitating any change. This apparent apathy can be seen to be reflected in the Social Mobility Commission’s Social Mobility Barometer Report (Social Mobility Commission, 2017) referenced in the study’s introduction (Section: 1.1.3). It states that 49% of those in Great Britain consider themselves as working-class, even those earning over £150,000 a year, and why many old mining towns like Mexborough are not a destination to move to but to move away from to find career based employment (Appendix 2: figures A.2.2.1, A.2.2.2, A.2.2.3 & A.2.2.4).
So within such power and identity contexts (Theme Node 1 in this study) the owner-members may simply think what is the point trying. Yet although they are struggling they can, with their family and community around them, keep going. Keep looking forward, enjoying life. They did remark that before their involvement in this study they had never really ever thought about what else they could do with their lives. Through the engaging designs they had created then perhaps there were more, different things they could consider doing in the future. If people do think it is pointless then it is not surprising that very little, if anything, on the social class agenda gets resolved and barriers to progression remain firm and resolute (Tremblay and Gutberlet, 2012). 

Even practical barriers like the cost of technology for remote access or physically accessing a branch because of the transport costs to get there must always be a consideration. A question targeted at the owner-member OM-1, who did have online access to the credit union’s services, regarding her accessing a credit union branch was - “Is it easy for you to come in here (a credit union branch)?” – Public Organisation Participant (SE-1:14/05/18:PRA4) to which OM-1 responded - “No … but otherwise I might get something sent to me (via online) that I might not understand.” – Owner-Member Participant (OM-1:14/05/18:PRA4), confirming that like many people do, her preference was to go into a credit union branch for assistance. Although this will change through time as the use of online services becomes more acceptable and the norm for people, there is still a fear and mistrust many have of using online channels (Agag and El-Masry, 2016) – “I’ve had three business emails hacked in the last week.” – Owner-Member Participant (OM-3:14/05/18:PRA4). There is also the access device cost question generally and the problem many with a poor credit rating have actually securing access through a contract with an internet service provider, which the credit union can assist with - “Also to pay an internet bill (the cost of having access to the internet) may add to what you’re struggling with.” – Owner-Member Participant (OM-3:14/05/18:PRA4). SE-1 came to the conclusion - “So is it like reassurance you coming down here (a credit union branch) and talking to people about it?” – Public Organisation Participant (SE-1:14/05/18:PRA4), as he became more and more aware of what the credit union provided for its account holders.
The owner-members may not speak sometimes in the way that others would expect or prefer. They may believe in a meritocratic ideology (Kraus and Tan, 2015), but because of classism, or their perceived classism, they have no support it seems to be able to obtain any recognised individual responsibility. The use and understanding through everyday language in this study has shown that, in a financial context at least, this could facilitate them feeling empowered, better educated, better informed to help themselves, their families, and their communities to thrive (Liu, 2013). 
In Section 4.2.3 it describes a disagreement that occurred between two of the participants in the final all-groups participation session (PRA5), when one of them (SE-1) asked the question “What is a family?”. The same participant had actually asked the same question in the previous PRA4 session (reported in Section 4.2.2), but then the situation was immediately diffused by a quick quip from one of the owner-members (OM-3). In the PRA5 session the group were working well together and considering what images should be best used to represent a family in the marketing materials. The preferred family image had just been agreed by the participants when SE-1 asked again the question what constitutes and therefore should represent a UK family in 21st century.  

OM-1 seemed to believe that SE-1 suddenly wanted to consider a more  diverse family depiction to satisfy a politically correct stance or him simply playing identity politics (Besley and Persson, 2019). SE-1 wanted to have his concerns over the use of the ‘nuclear’ family (Cutas and Smajdor, 2017), even in cartoon form in places, possibly heard from the position of attracting a wider range of customers to the credit union. The owner-member’s apprehension did at the time seem focused on that yet again OM-1 and her group’s opinion was being overlooked for a more elitist view of how the world should be. OM-1’s reaction perhaps born from her concern that after all the contributions through the study process that again her kind of people would not in the end be listened to or that their input had any real value or sway. That they will continue to be marginalised in the interests of others by someone representing the politically correct, the metropolitan elite (Borah, 2016). More than any other time in the whole participant process the “cooperative relations” (Lassiter, 2008, p.73) between the participants were fraught. I did verify my perception of the interaction with both SE-1 and OM-1 weeks after the event, but at the time it occurred I had the advantage of knowing a little more about both their backgrounds, that neither of them knew about each other. I therefore appreciated that one a widely experienced social entrepreneur (SE-1) wanted to advance the cause of the credit union, the other, an owner-member (OM-1) who had found a new confidence and respect but then had an overwhelming feeling that both could be ripped away. 

A full and complete understanding of any situation is critical as superficially what both those involved and those watching did not see was the truth but a construction of it based upon a different narrative, pre-conceptions and emotions. An appreciation and reframing “of perspectives emphasises the intrinsic role of contexts” (Tham et al., 2019, p.2) when attempting to define truth. I too could have selected my own narrative (Brugman and Burgers, 2018), to fit my own agenda, positionality, creating my own truth and presenting it as fact. Politicians can also be susceptible to this.  

Months after PRA5, SE-1’s response to question two on the study’s questionnaire (Have You Enjoyed Attending The Sessions?), he acknowledged the interaction - “The psychology and dynamics behind the discussions were always interesting. They challenged my perceptions of how people think, especially around issues such as ‘political correctness’.” – Public Organisation Participant (SE-1:21/09/18:Q).  
The owner-members did feel that they still were thought of as being inferior to other participants - “Because they’re higher class.” – Owner-Member Participant (OM-3:18/10/18:PRA6). The owner-members may be intelligent and as capable as the others - “We’re not daft.” – Owner-Member Participant (OM-1:18/10/18:PRA6) and “We don’t treat them like they’re daft, we just treat ‘em like they’re toffee nosed.” – Owner-Member Participant (OM-3:18/10/18:PRA6), but knew they would have to work hard to be what they wanted to be, accepted and most of all respected. They were therefore careful in their use of language as they thought it would reflect badly upon them if they used words that the others would consider inappropriate. I feel through their contribution throughout this study that they positively changed the views of the other participants towards them. The owner-members use for instance of bad language was curtailed throughout the whole study, but one owner-member made an interesting statement in PRA6 - “Difference is between us and them (the other two participant groups) is that they have to have respect and not do it (swear), we chose to have respect and not do it.” – Owner-Member Participant (OM-1:18/10/18:PRA6). The owner-member expected those from her participation group would be seen by the other participants as being in a lower social class - “They’ve been like this (gesticulating that their noses are stuck up in the air) far too long, that’s why.” – Owner-Member Participant (OM-3:18/10/18:PRA6), but they did try to accommodate the other participation group members throughout the sessions - “So they (the other two participant groups) could understand us because we heard the way that they speak was not the way we speak. All the slang goes ………… speaking like what we learnt in school.” – Owner-Member Participant (OM-3:18/10/18:PRA6) and “We speak to them like we’d expect them to talk to us.” – Owner-Member Participant (OM-2:18/10/18:PRA6). 
Having said that, the marketing outputs were better and more honest for this managed yet no compromise interplay between the participants throughout the whole design process with all learning that “You can achieve more fairness and improve the quality of your decision-making if you have a commitment to question cultural stereotypes.” (Frith, 2015, p.16).
So if the class system is considered as a framework for power retention operated by the elite, it seems to be still well embedded and functioning in the UK. As Reay (2017) summarises, after working-class underachievement has been argued to occur beyond the school gates, then politicians can claim in their own defence that:

“They (the working-class) lack aspiration, don’t support their children enough, let them watch too much TV. So it is never about the wider economy, rarely about poverty and the lack of resources, and almost always about the working classes having the wrong attitudes and doing the wrong things.” (Reay, 2017, p24).       

So if education is regarded as the way out of poverty, from this for many it is their and their family’s frame of mind that continually compromises their educational aspirations and therefore future. This is why with regard to life skills like personal financial, educational reorientation is so important.  

The class system has not gone away. For some it will continue to be difficult for them to move forward in life as their social identity, and standing, still has an impact. Others in society will always start with an advantage and as the status quo is maintained then this scenario will just be repeated and repeated – nothing changing. This perspective aligns with the research of Ball and Gewirtz (1997, p.577) on “the reproduction of social class advantage through the market form”. There were other confirmations of class and power topics present throughout the participation sessions. Even in the questionnaire (Question 6 response in Section A.5.2) the owner-members relationship with the “toffee nosed.” – Owner-Member Participant (OM-3:18/10/18:PRA6) officers they come across at DWP was implied as strained “Because they’re higher class.” – Owner-Member Participant (OM-3:18/10/18:PRA6). 
In summary, Power and Identity was consistenly an issue that arose through these discussions, in relation to gender, family and social class.  

4.3.3.2 Theme – Informal Language
Through the production of the marketing materials, language but particularly the use of informal language was examined and evaluated. There was a requirement to promote the credit union as a tangible, active choice for financial help and support. I and all those participating soon grasped the importance of words used when describing money related processes. The meaning of many were taken for granted without really fully appreciating the effect not fully understanding the terms can have. The word finance for instance is such a broad, sometimes abstract and an all-encompassing concept that can for some be so unsettling, “a scary word.” – Owner-Member Participant (OM-3:14/05/18:PRA4). This is a relatively soft fiscal word so when harder, perhaps referencing legal and contractual constructs are presented regarding financial affairs, then misunderstanding increases. I do not think creating a list of words not to use is the direction to take when discussing finances, using and explaining financial concepts, services and processes in everyday language is. When people consider they are respected, safe and understood then they feel more able to interact with in this case the service provider far more candidly and constructively. This results in a more rapid, focused and effectual clinical response (Kaluzeviciute, 2020). 
I very much liked the participant’s suggestion that using warm and friendly images like the coffee cup not only conveyed a realism around the cost of the service but the fact that it may encourage people to reflect and consider the pros and cons before making a financial decision - “For me that coffee cup kinda represents taking time out to make a decision.” – Public Organisation Participant (SE-1:26/06/18:PRA5). This alone could prevent so many problems around financial management from escalating. The cup image did not just satisfy the planned Von Restorff Effect, but it additionally presented something on a more subconscious level that could make people stop and consider what they were doing or about to do, before they did. Something to encourage them to just take a little time out to make a more measured and better informed decision by balancing the need, or want, to the consequences of their possible next action.  
Soon after the completion of PRA5, and not part of the original research plan (Chapter 3 - Table 3.2) or participation session programme (Chapter 4 - Table 4.1), the three owner-members following their study based assessment of the credit union’s marketing collateral started to offer their thoughts on services not included in this study. Their actions were forged by what had been said and happened at the participation sessions, and this reflects what can be achieved through forging authentic inclusion, respect and trust. 
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Figure 4.32 Impromptu Marketing Leaflet Review




They did a similar review of the credit union’s Payroll Deduction Service leaflet and website content. As the value of improving financial wellbeing and its association to physical and mental wellbeing is increasingly being recognised – “financial well-being (above all its temporal dimension) has a relevant impact on both subjective and psychological well-being” (Lannello et al., 2021, p.35), then there is a growing opportunity for credit unions to play a vital role in improving people’s lives. Companies cannot always afford to give salary increases to their employees but businesses by working with the credit union can offer their staff other benefits, such as reduced loan interest rates. This can reduce their financial exposure directly which can positively affect staff wellbeing issues. 

Again the owner-members made suggestions from their new found interest in service promotion, such as the need for any images but crucially the language used on the old marketing materials to be far simpler, far more forthright and far more effective – 

“Deductions to me sounds like you’re taking it off me, it’s saving really without them noticing it. All they’re doing is saving through their pay.” – Owner-Member Participant (OM-3:26/06/18:PRA5+). 

This succinct summary of the situation by OM-3 and how to better engage with the prospective service user, by highlighting how it allows them to actually save and not think they are having money taken off them, relates directly to the use of everyday language. This is because the language informs and therefore improves an individual’s financial capability to assess what is on offer. The resultant design, which was immediately commissioned and used by the credit union, is shown (front and back) with their phrase SAVE THROUGH YOUR PAY rather than PAYROLL DEDUCTIONS as the main legend (Figure 4.33):
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From a different kind of language perspective, as mentioned already there were no extreme swear words heard throughout the sessions. I found out after the participation programme had been completed, but before the questionnaire review, that the owner-members had a reputation for using colourful language. This was discussed with them during the questionnaire review meeting (detailed in Section A.5.2). It was quite surprising that they had thought at least one of them (OM-3) had used inappropriate language regarding requesting the ceasing of a bicycle bell being rung outside of the room where the PRA5 session was being held (described in Section 4.2.3). They were wracked with a feeling of personal disappointment when this was raised at PRA6 as they considered they had let themselves, me and their peers down by doing this (Rosenstreich and Goshen-Gottstein, 2015). The idea that perhaps at least one owner-member (OM-3) had gone a little far on this occasion was possibly cemented in their minds by what SE-1 said directly to OM-3 immediately after the incident - “You (OM-3) were swearing like a trooper earlier.” – Public Organisation Participant (SE-1:26/06/18:PRA5). The language that occurred was not extreme or really offensive. There was no covert research here regarding such language (Cohen et al., 2011), the curiosity in swearing or actually the lack of swearing came out of observing the behaviour of the owner-member group both in single and multiple group activities. There was no such language used by the other two groups at any time. 

This may have seemed a rather innocuous ‘event’ but it touched, no matter how lightly, a number of the study’s themes (e.g. Power & Identity) and sub-themes (e.g. respect and discrimination). Yet the lightness is the essential element here. The way the owner-members reacted when swearing was discussed, after the event, presented so much insight into understanding their situation and positionality. Their own conscious and subconscious class, educational frailties, social positioning and language use constructs all being exposed through their reaction. They were so disappointed in themselves but also for those who they considered they were representing from their community when they thought they had used such language. All the success they considered that they had achieved through the development of the marketing materials was tainted by this one lapse. 
In this section how language can change situations, include and engage people has been highlighted. Next is the consideration of how language shapes financial literacy understanding for those who may have no specialist knowledge of financial terms and the way monetary processes work.

4.3.3.3 Theme - Financial Literacy
Financial literacy competence forms a profound relationship that someone has with money and how they wish or are able to use it. During the first all-groups participation session (PRA4) the claim, with reasons, by the owner-members that the Budgeting Account was “Life Saving” had a fundamental impact on all present and also the final marketing designs eventually selected for use in the marketing campaign (please see Section 4.2.3). It made the service provider participants re-evaluate their professional practice and question their personal preconceptions of the owner-members and all the people they serve and have served. 

How the research was executed may be a way to start to address elitism’s unjust, hegemonic beliefs which maintains a state of exclusion so service providers could more effectively support those they serve (Dorling 2010). There were Gramsci’s cultural hegemony aspects, “the relation between culture and power” (Jackson Lears, 1985, p.568) on show at times, before the “Life Saving” service declaration. A normalisation of certain expected behaviours enforced, promoting the continuance of such etiquette, ensuring power continues to be retained by those who currently hold it so that their domination is perpetuated (Althusser, 2014). At the sole public organisation group (PRA3) participation session this was epitomised with comments made such as - “It’s about personal responsibility ……. If they are capable of managing their own money, to me, let them.” – Public Organisation Participant (SE-3:13/04/18:PRA3). This was followed by a group consensus that many could not and the owner-members depend on DWP as they fail to manage their finances. The senior DWP officer (SE-3) stated that they just live in the now, without any consideration of what tomorrow may bring as they - “Live for that moment.” – Public Organisation Participant (SE-3:13/04/18:PRA3). So it is a very difficult situation. 

This stance continued into the first all-groups together session (PRA4), with comments about the consideration of the inclusion of Government department logos on the marketing materials because they would: “Give it (the marketing designs by using the DWP logo) credibility.” – Public Organisation Participant (SE-3:14/05/18:PRA4) and then whilst seemingly intentionally making no eye contact with the owner-member group participants, SE-2 stated “Some people don’t perceive (paying) bills to be important but they are, but it’s not what they live for.” – Public Organisation Participant (SE-2:14/05/18:PRA4). Owner-member OM-1 immediately responded to the latter by saying “But some people have to save to pay their bills.” – Public Organisation Participant (SE-2:14/05/18:PRA4), which itself then got the following retort back - “It doesn’t relate to you ……. but because that’s what I am, some think.” – Public Organisation Participant (SE-2:14/05/18:PRA4), at this point no further words were said by SE-2, just a hand gesture that indicated that there was no need to pay. This strange construct of a sentence was the result of SE-2 seeing how OM-1 was becoming increasingly agitated by what was being said and he wanted to take the heat out of the conversation. One participant owner-member in particular (OM-3) tried to assist too by making comments such as “There’s so much love in the room.” – Owner-Member Participant (OM-3:14/05/18:PRA4). Yet it was one moment that transformed the whole participant interplay, their own perceived hierarchical positioning and attitude towards each other, and their perspectives for the tasks at hand. The moment was the response from the owner-members to the question regarding what name should be used for the Budget, soon to become Budgeting, Account. 

What was first suggested by the owner-members in their original group meeting (PRA2) was it was so important to them (to assist them in managing their finances) that they clearly defined it should be called “Life Saving”. This I introduced at the beginning of PRA4 along with the other ideas and concepts that had been raised at PRA1, PRA2 and PRA3 by all participants before any inter-group discussion began. Once I raised the name of the account topic as a discussion item in PRA4, after first clearly reiterating its function and scope, the all-groups discussion began with:

“So a Budgeting Account is not a savings account?” – Public Organisation Participant (SE-3:14/05/18:PRA4).

“It’s more for making sure that money goes into a little pot to make sure it (critical payments like rent, utility bills etc.) gets paid.” – Credit Union Officer Participant (CU-1:14/05/18:PRA4).

“For paying them important bills.” – Public Organisation Participant (SE-2:14/05/18:PRA4).

At first it was thought a joke by the other two groups when the owner-members claimed the account was a life saver in PRA4. Yet when it was realised by those two groups it was meant seriously by the owner-members it proved that “some ideas are especially potent in creating feelings of solidarity in a group” (Collins, 1998, p.48). I asked if the claim was one that was vastly exaggerated:

“No! Because the credit union is nine times out of ten is (life saving) to nine out of ten people in Mexborough. If I didn’t have the credit union I would struggle my, er, well, I do struggle, but because I’ve got the credit union obviously I’m all reyt (right), ish.” – Owner-Member Participant (OM-1:14/05/18:PRA4).

This resulted in the originally rather aloof senior DWP officer present showing her new found comprehension and belief by suggesting - “You could have that then as a quote (on the marketing materials). You may think it’s a life saver! Couldn’t you?” – Public Organisation Participant (SE-3:14/05/18:PRA4). This was confirmed by all the owner-members as a very acceptable proposition. As raised in this study’s Literature Review (for example in Section 2.4), the owner-members had to be at the very centre of its activities as just language reorientation would not be enough to make any substantial difference. A power and understanding shift had to occur for any of its outputs and recommendations to be effective. When the two other participant groups really appreciated how each individual owner-member actually believed, agreed and clearly stated that the Budgeting Account to them was not just a bank account but a “Life Saving Account!” – Owner-Member Participant (OM-1:14/05/18:PRA4), things changed.

This simple proclamation made a very big impact on all present. Even the credit union staff participating thought it was at first quite an exaggerated claim. Yet when it was explained with great sincerity by the owner-members why, then it all made sense. The account did exactly what the credit union had designed it to. No critical payments like rent were missed and by controlling payments in this way it removed the financial management concerns of many people who struggle to do this, so they can just get on with the things in life that matter to them. Perhaps what really made the point was all this support was provided for less than in real terms the price of a cup of coffee per month. The Public Organisation representatives initially thought the credit union charging those on limited income for this service was questionable. Beyond the obvious question of with no monetary support whatsoever from the public purse how could the credit union survive as a business if it did this for nothing, it was the owner-members themselves who stated that the value to them of having the service far outweighed the cost. When this was again explained why by the owner-members, the belief in the service was totally owned then by all the participants regardless of their group. 
This was reinforced soon afterwards by the senior DWP officer from the public organisation group repeating the account’s new mantra - “It’s a life saver!” – Public Organisation Participant (SE-3:14/05/18:PRA4). The group then seemed to become even more energised, driven, than ever before. Service and behavioural subtleties became just as important to be investigated to the participants. A simple example was at the start of the PRA4 meeting the original name of Budget Account was fine with two of the groups but after this incident the owner-members were asked to further explain why they did not like it and they gave good sound reasons why. For instance - “Budget makes it sounds like a dead stop dun (doesn’t) it? Budgeting sounds like it’s on-going.” – Owner-Member Participant (OM-1:14/05/18:PRA4). The application of a gerund noun form clearly shows how such small grammatical changes impact on the tone implications and nuances of language, making the service name more pertinent to what it actually does in this case. Also how much the owner-members care about its use to ensure their feeling and agency is captured and expressed to improve the marketing offering. It was to all the participants far more than a reflection on the impact of grammar. It had all become genuinely serious. This thing they were being asked to promote through their marketing design activity they suddenly all realised could deliver considerable personal and therefore societal benefits. It bound them together suddenly into one team, a partnership with a shared conviction and practical purpose.  
From the sessions, across the range of research participants there was an acknowledgment, an appreciation of and exposure to sub-themes like Debt, both managed and affordable - “People will get into debt, but it’s not bad debt.” – Public Organisation Participant (SE-2:13/04/18:PRA3). A calculated decision to prioritise spend on an owner-member’s daughter’s important leaving school milestone over short-term financial comfort being an example – “Just got a prom dress and that skint me.” – Owner-Member Participant (OM-1:14/05/18:PRA4) was discussed.
There were tensions levied on the owner-members demographic by the other groups. For instance why people like the owner-members with little money, who may be on social support from the state, wished to have the latest mobile telephone or the largest television possible looks quite contrary to some. Yet these possessions are important. From a practical aspect mobiles phones “enable users to access a variety of electronic media at almost any time and any place” (Lepp et al., 2015, p.2) assisting with educational development of an individual as well as access to the credit union’s free mobile banking app (for their financial matters), shopping (for competitive priced items) or access to Government services (like DWP benefit payment services). Beyond the practical use, the emblematic, the sense of social status and belonging such items can project of the individual or family within a particular community context should also not be underestimated. Such purchases being made to mitigate the social stress arising from the need to be seen as being financially successful and attaining “a certain social status.” (Zaharia and Zaharia, 2015, p.202). Having stated this as a reason, another could be plainly down to the fact that people buy things that for them are unaffordable because of their lack of financial education and their financial management capability.   
Financial literacy competency is therefore very important, and through the participant exercises undertaken in this study it can be appreciated that often financial empowerment can be greatly enhanced simply by explaining financial terms and processes in a more acceptable ‘everyday’ language.
4.3.3.4 Theme – Gender

Through the participant sessions issues regarding gender, the family unit, stereotypical views of people and society were raised. To some of the participants the oppression that others face they may not even see. If they do they may not recognise it as such. Looking at the “What is a family?” discussion in the previous two sections, this is how “intersectionality shapes the experiences” (Crenshaw, 1994, p.94) of those oppressed, and continues through factors like the identified classism in this study, that perpetuates disempowerment. This could also be levelled at the women are best in the kitchen all-groups participant session (PRA5) discussion detailed in Section 4.2.3, regarding the merits of the credit union’s Domestic Appliance Service which moved in this instance from a service to a social class, intersectionality fueled engagement on domestic labour (Hakim, 2017). General equality and diversity barriers were considered in this study. This exposed how some of the participants measured their success or failure in life and that any ambitions gap (Bai et al., 2014) would be better thought of as really a perception gap as “There’s a false perception that mothers can’t be truly invested in both family and work and are therefore less committed than fathers and women without children.” (Thomas et al., 2020, p.20). 

Some of the participant’s feelings of subjugation and inequality were brought to the fore. I did empathise greatly with the owner-members as they really did grasp the opportunity by their involvement in this study to have their hopes and concerns heard by people from organisations that have a great influence on their day-to-day lives. This empathy may have been induced from a Hoggart (Grossberg, 2008) aligned view with their desire to maintain a vision of the past where the power of common culture, through the habitual activities of the working-class, was enough for everyone to gratefully coexist. Long before a different culture, a mass culture debased all the things that cemented such a community together. I also think the owner-members still believed in the power of common culture, so this seemingly being eroded further incensed them resulting in their reaction. This interchange encapsulates ethical tensions of multiple dimensions between the participants. It was a seemingly micro-ethical moment that had repercussions regarding the study’s development, something reflected and found in other situations too, such as in “interactional networks of the homes, classrooms and wider social, cultural and political contexts within which research is situated.” (Chesworth, 2018, p.859).

The intersectionality and also the reasons for engagement was important with any analysis needing to be concentrated less on intention and more on the words used. This would also inform and affect policy discourse and creation as the requirement in such circumstances “to investigate and elucidate how textual practices represent social practices, taking place within social, historical, and political contexts.” (Hyatt, 2013, p.11) is essential. The replication of life scenario meanings constructed and represented in actual policy, and the processes that are created to deliver them, would if not challenged in this way seem unfair.

During the PRA5 session there was a short foray into a discussion about sexism when some of the other white goods marketing designs featured just female images with OM-3 saying: “Shows us that we women are best in the kitchen.” – Owner-Member Participant (OM-3:26/06/18:PRA5). This statement from OM-3 prompted the following and immediate response from OM-1: “Women!” – Owner-Member Participant (OM-1:26/06/18:PRA5). OM-1 also a female owner-member who wanted to emphasise abruptly that both men and women should be in the kitchen. This then led onto alternative suggestions of how more men could be shown active, sharing and performing domestic tasks (Hoyt, 2010) in the kitchen in an attempt to change long held gender stereotypes. Aspects of encouraging children to help their parent or parents with household chores was seen as moving the agenda on too: “Why not show a kid using a washing machine?” – Owner-Member Participant (OM-1:26/06/18:PRA5). To break down equality barriers such as this and the ambitions gap (Schewanke, 2013), which was commented on as present in the Mexborough community by the owner-members and therefore pertinent, all the participants agreed it would require a great deal of time and effort to change attitudes but young people as a “’Trojan horse’” (Mind, 2018, p.6) at home supported through a whole school approach could greatly assist as: “Lasting change comes through engaging everyone who sits around a young person, including teachers, parents, school leaders and peers. School leaders are well placed to make things happen across multiple levels.” (Mind, 2018, p.18). 
To summarise, all the four themes described in sections 4.3.3.1-4.3.3.4 occurred and re-occurred throughout every study session. By recognising them, in all the various forms they appeared in, contributed greatly to the formation of this study’s eventual recommendations (Section 5.4).  
4.4 Other Implications from the Data




There was more than just the data captured and ordered that affected the analysis and the effects this study had. The initial and the constant on-going review of literature throughout the process was critical. It brought into focus what occurred in direct relation to the participant involvement but it also provided insight into other aspects and topics, from a participant’s personal happiness to policy change. With direct reference to the latter, this study further brought to the attention of politicians and the financial regulators that urgent changes were needed in national policy to address the devastating effects on the lives of particularly those people on low-incomes, that business retail practices such as Rent-To-Buy and Buy Now, Pay Later schemes (Appendix 11) were having. National policy has been changed and recently applied upon Rent-To-Buy organisations, with devastating results for them (FCA, 2019), with a regulatory review of Buy Now, Pay Later soon to conclude. 

Other “results” from the study could be how it used co-production to empower and include those often on the margins of society. People who may not have ever been engaged with per se and never in any such collaborative activity. Co-production does attempt to redress inequalities and promote social justice (Facer and Enright, 2016) by bringing “air into a closed system.” (de Peuter and Hall, 2007, p.110), converting passive service recipients into active empowered ones (Booth, 2019). This occurs as “Co-production does not just cover the production of research but its dissemination as well.” (Bell and Pahl, 2018, p.13). The “air” supports a sharing of power and respectfulness to affect the paternalistic professional practices of long-standing service providers, and their systems, to change for the benefit of both themselves and the service recipients. As indicated through this study, the engagement of both parties in such a trusted and safe environment can result in change and change for the better.  

I wanted to go much further than such claims by raising concerns over overt classism and encouraging people to critically self-reflect on their own prejudices towards working-class people, and to be less prejudiced. There is definitely a required legitimisation of co-production needed but whatever was created in the study it should not be sanitised to legitimise, make safe, and be made acceptable by those who may feel empowered to decide its relevance. If for instance the views of the owner-member group were deemed to be of a lower importance, even though really with the objectives of the marketing output they should not be (i.e. the owner-members  being the true target demographic for the marketing campaign), the owner-members would I feel be treated as they usually are, as passive recipients. Not a rich source of knowledge and expertise that they actually were and whose critical thinking, if encouraged, could allow them to take better “control of their own lives” (Mejía, 2005, p.7). Their inclusion in this study, at least as equal partners, did result in a synthesised new socially distributed knowledge (Nowotny, 2003). This was a fused knowledge, produced from both professional and community actors. Without this then the hard messages in the marketing materials produced may not have been delivered in the communicative form required. People may then not be able to easily assimilate, appreciate and therefore – now being better informed – to be motivated and confident to take the required action. Service providers need to dispense the service or services not in a fixed prescriptive way but with empathy, accommodating and working to the strengths and ability of the individual receiving the service (Giles and Coupland, 1991). They must have consideration, an affinity and certainly sometimes sensitivity for the wide and varied situations and environments they may find that their ‘customers’ reside in. Both service provider and service recipient requirements must be excogitated individually but also together, as a partnership. Only then can gaps in knowledge be identified and used to inform, particularly regarding financial matters, educational practices and frameworks to address these deficiencies.
The relationship between literacy and social justice is complex and the effects on social policy cannot be understated. This study does suggest that once there is an understanding in what is being debated by all, through the use of the inclusion medium of everyday language, then a clarity of comprehension can be achieved not just at the topic but crucially at the actual word level also. For instance, the word ‘literacy’ is often used but it is where and how it is placed in any sentence construction that gives the word its situated meaning and therefore any discourse on the topic clarity: 

“Literacy is a term fraught with debate, and significantly different discourses about literacy have influenced the ways in which it has been framed in policy and practice over many decades.” (Jones, 2018, p.41).

As Flaherty (2008) stated about the related word “poverty” itself, it can place someone in an underclass by being associated with it. It can also make people turn away from anyone trying to help them by their desire not to be stigmatised too by such labelling – “it was the word itself and the connotations that its recognition brought.” (Flaherty, 2008, p.209).
Literacies are not just about language, but about the power relations that might circumscribe that language or education into that language. The more we all understand then the more such topics can be brought together in a balanced way to resolve issues and move society forward.
4.5 Conclusion





This chapter analysed and interpreted the data generated from the study. Considering the quantitative information collected, the marketing campaign very likely had a positive impact on take-up and usage of the “Budgeting Account”. The thematic approach, especially at a latent level, exposed “the underlying ideas, assumptions and conceptualisations” (Braun and Clarke, 2006, p.84) going beyond the words to determine the full meaning, the nuances, the fears, the hopes of the people involved in the study.

Such quantitative data complemented the qualitative elements, producing a married translation of the conscious “surface meanings” of what was being observed with the subconscious ones (Maguire and Delahunt, 2017). A safe, non-judgemental environment ensured an effective, constructive communication flow of all types and of all levels occurred at each session (Cargile and Giles, 1996). The appreciation of the cause and effect of theoretical epistemological, as well as the ontological, gave the interactions observed far greater meaning (Mauthner and Doucet, 2003). Through the whole participation process, other signs, subliminal changes in body language for instance, gave away the participants’ concerns and annoyances. Non-verbal signs like rocking in their chair, quick glances at others in the same group, glances to me, deep breaths, tapping of pens, and others, were sometimes but not always - as frustration was generally well controlled by the participants - a precursor to a forthright verbal interchange. After a while, convergence attempts by some participants actually resulted in their alienation at times (Shaw and Crowther, 2013) and the breaking down of stereotypical views on and the pigeonholing of people did forge an acceptance that everyone had a valued opinion. Additionally “Othering” (Skeggs, 2005) was acknowledged, so that regardless all participant involvement could be deemed as successful and a robust body of evidence was constructed to respond to the study’s fundamental question from it. Empowering working–class people is certainly part of the necessary process, but also from this study the engagement style and approach it had taken was the acute agent to break down the classist assumptions of those with social power in these contexts. Accepting this, then the study’s recommendations (Section 5.4) could provide a framework for ways through the use of Everyday Language to include people and inspire empowerment, contributing to a change to financial education in schools and beyond. This is discussed in the next and final chapter: Chapter 5 – Study Discussion & Conclusion. 
Chapter 5 – Study Discussion & Conclusion


In this chapter I wish to critically review and present my findings from performing this study. I will attempt to answer the study’s central research question regarding the value of the use of everyday language in financial contexts. 
Using the data from the study I will first briefly consider each of the supplementary questions (S-Q1-3, sections 5.1-5.3) I had set in Chapter 3 (Methodology) to form and support my conclusions and final recommendations. These will be explored from the perspective of how they could complement and add to the current thinking and knowledge regarding the use and application of language in financial interactions: 

5.1 S-Q1: In what ways does language shape understanding of financial literacy, especially for those people with non-specialist knowledge of financial terms and systems?

The organisational participants involved in this research did state that engagement with some of their customers (which the owner-member participants were) can be difficult. This could be because of their customer’s personal lifestyles, circumstances or their concerns over trust. The service providers appreciated that many, with direct regards to their financial comprehension, are “just not experienced.” – Public Organisation Participant (SE-3:13/04/18:PRA3). As more services go online this is further compacted by more capability issues with “Not just their IT levels but also their literacy levels.” – Public Organisation Participant (SE-3:13/04/18:PRA3) needing to be improved. This problem can be associated with the customer not understanding the financial terms and services that they are presented with (detailed in Appendix 11). When liaising with their customers, some terms that service practitioners use are based on a certain assumed level of comprehension of the topic by the service user. This can alienate the customer and stifles engagement, so in any interaction meaning can be lost or reduced. Explaining therefore financial terms in everyday language, with any benefits highlighted, increases people’s financial knowledge and can address the inequality that exists “for those who lack it and advantages for those who gain it.” (Street, 2011, p.581). 

Fundamentally, people have to see the tangible benefits and relevance to them and their family directly to engage or change. Their agency is often still highly influenced by structures like social class which may be difficult for others, like service providers, to recognise. The service recipients may then seem to act on their own terms, in their own world. Throughout the study’s participation process the participants’ language, conduct and any physical gestures used all crafted the relationships between the participants as their behaviour changed towards each other as each session progressed (Engler, 2009).
The Alderian school of thought around the feelings of inferiority, and the control an individual feels they have over their own lives, could have led to how a claim was made by one of the owner-members to have devised the cross all-groups accepted ‘coffee cup’ marketing idea, when in fact she did not (Alder, 1979). This illusion of control flittered between the participants as they became more comfortable with the tasks set and their position in the group or groups. Claiming the recognition for coming up with the preferred marketing idea was just perhaps too irresistible, it really being the result of collective (Hewson, 2010) and colloquial (Gibson, 2000 and Dow, 2018) agency.
Initially all three owner-members exhibited the self-restricting traits of imposter syndrome (Cowman and Ferrari, 2002). Incidents such as when the owner-members convinced the other two groups (in PRA4) that the Budgeting Account was truly life saving blew away any of the owner-member’s doubts of their right and need to be there. I believe that the study’s approach of inclusion, co-production and real focused listening would work in the future for policy makers, service providers and service recipients if applied. Simply by them all knowing a little more about the other and why they think and do what they do in the way that they do, will lead to better informed individuals on both sides of the servicing fence. All people would then be more capable of contributing in developing better services and, where appropriate, influencing and informing the creation of better policies facilitated by the use of non-specific language.  
5.2 S-Q2: How can people be more empowered in order to make decisions about their finances and how can language and literacy practices play a part in this process?
The emerging feeling of empowerment at times, particularly within the owner-member participant group, became more perceptible through the passing of each participation session. The more they understood the more they could then contribute. Their confidence grew as they realised day-to-day financial management is not a dark art for highly educated specialists, it is really a case of mostly applying simple common sense. Through their actions they were creating knowledge for change and the forged solidarity from this fashioned a place where true collaboration, understanding and therefore empowerment happened as:
“By involving community members directly in the decision-making process, the tension between supply and demand is effectively brought back to the community to resolve.” (Wright, 1997, p.101). 
Activities done in an inclusive non-judgemental way gives people, if not a voice, a place where personal and community empowerment can be assembled. Quinney’s (1995) sense sublime construct reflects that things happen through a socially binding experience, rather than simply where it is happening. By transforming awareness, codification, praxis, action and reflection, all occurring at different degrees, can result in positive ramifications for all (Freire, 1972).  Manteaw summarises succinctly what I think happened here, with all parties crucially learning a little more about the other:

“When people’s natural capabilities are enhanced through knowledge-based approaches, they acquire the ability to become efficient in managing their lives and to do well in their places.” (Manteaw, 2008, pp:441-442).
There are various ways that the public can have their financial capability enhanced, enabling them to make better informed financial decisions. Many agencies think that a classroom teacher/pupil style environment is a way forward to share their financial knowledge. I feel for many customers of a credit union the only way forward is from a seeing is believing perspective. This is achieved through them having a positive experience working with an ethical financial organisation like a credit union to resolve their issue or concern (Appendix 1). 
True partnership working is complex. Without verifiable understanding between partners of their needs, aims and objectives, it will inevitably fail partially, or possibly totally. The moment when the Budgeting Account was accepted across all the groups as a “life saving account” changed things positively forever with regard to the partnership (the three study groups) as a working unit demonstrating “A collaborative approach is applicable when there is consensus about the issue.” (Twelvetrees 2008 p.121). 
The convergence of language between people, where each participant tried their best to adapt to a range of linguistic-prosodic-nonverbal cues, often occurs without forethought (Ray and Webb, 1966). This could be refined further by basing it on the educational attainment and the actual and perceived social status of an individual (Coupland, 1984). The individual’s personality type is another consideration with extroverts regarded as highly adaptable to such situations, adaptability being comparatively “significantly less” in introverts (O’Keefe and Delia, 1981, p.146).
This appears to be reflected in this study. For instance the control exerted by one owner-member (OM-1) over the other owner-members’ behaviour via verbal and non-verbal cues. From a Freirean perspective, OM-1 was attempting to empower her group to calmly claim its voice. To use and have valued their life experiences from a position of expertise, both in the service being reviewed and crucially in the financial literacy setting itself (Vittoria, 2016). Such positioning occurred throughout the sessions. This caused relationship problems sometimes, even when someone was just trying to be inclusive and others thought they were attempting to be politically correct (Bernstein, 1990). This is closely related to ‘divergence’ where there is an attempt to harmonise verbal and non-verbal differences between people by compensating for these differences (Giles and Powesland, 1975). Differentiation and divergence in-turn can affect the language and physical ways individuals react to situations within “a hierarchy of divergent strategies.” (Giles et al., 1991, p.9). 
From the very start, all the participants had to have trust in me. Yet it was the combination of trust and respect that developed between each participant that made the often referred to hard to engage, hard to reach faction (the owner-members) and those that rarely engage with them (senior civil servants and public officers) that made the difference. This avoided the poor relations that can occur where “communities can be cynical or threatened and engaging organisations are less likely to see the worth of community engagement.” (Harden et al., 2015, p.102), so in the end nothing gets progressed. One simple direct statement was made in such a passionate fashion by OM-1 at the owner-members only participation session (PRA2) that it will always stay with me. It made total sense and I think this study proves what was said if applied would be an effective, inclusive way forward: “We need to tell ‘em (Government, DWP and other service providers), we’re not misunderstood, you just need to listen, properly!” - Owner-Member Participant (OM-1:16/03/18:PRA2). This was before OM-1 had met and engaged with them in the all-groups sessions (PRA4 & PRA5) where the nuances, the dance of shifting hierarchical power and identities, both backwards and forwards, across the groups occurred. The interaction actually resulted in OM-1 becoming a valued marketing partner with them, and so she eventually told ‘em herself by showing them why they should consider listening a little more.    
This feeling that actions and initiatives are done on and not with individuals in their communities became quite apparent from the owner-members. This very much reminded me of Donaghue’s analysis of a feedback meeting between a teacher and his supervisor. The supervisor (S1) made a comment:

“when discussing the purpose of feedback: “to tell the teachers what they’re doing really well and what they need to improve on, if anything.” Note the use of tell: S1’s focus on identities involving authority and assessment means he does not try to learn about the teachers, their potential, aspirations, or difficulties; neither does he engage with them responsively to support their development.” (Donaghue, 2020, p.13).
The conception of self is constructed and deconstructed constantly through a negotiation, an interaction with people. It is further influenced by their behaviour and how they wish to be seen and judged by others. This had to be acknowledged to better interpret what the participants were doing during the sessions who may have been wishing to be seen positively by me, the researcher, and the other participants: “Therefore, the researcher should consider the interaction of subjective motivations, looking glass self dynamics, and macro factors.” (Downey, 2015, p.541). 
Still today, the general public often believe that language use and differences such as dialect can set certain expectations, certain perceptions of individuals – their levels of intelligence, their anticipated behavioural traits. Dialect is often associated with geography. This can allow people, with their attitudes and need to belong through their dialect, to create a chosen façade behind which they can hide and operate (Montgomery, 2018). It can perpetuate an intelligence prejudice often held against those people with flat vowels and say it like it is northern folk (Bishop et al., 2005). Becker’s (1963) Labelling Theory, and as discussed in Section 4.3.3.4, clearly states how this re-enforces the stereotypical northerner, often a parody of someone from the north of England. A caricature that can be used against them, causing prejudice in the way they are perceived when compared to those with for instance Received Pronunciation. 
The language switching that occurred in the all-groups sessions did keep a controlled distance, a participant’s ‘status’, especially between the public organisation and the owner-member groups when together (Giles and Powesland, 1975). Some people can take it too far and it was noticed during the discussion group activities that some became a “professional South Yorkshire person” resulting in them talking in such a broad accent that most people in South Yorkshire would have had difficulty in understanding them. These ‘Noble Selves’ taking things to extremes to show their assumed real selves at selected times (Hart et al., 1980).

Speech convergence and divergence both occurred during the sessions. Divergence possibly having the greatest influence because of the societal differences between the three groups of participants (Tajfel and Turner, 1979 and 1986). Such groups judge themselves on what they consider as important which may not be shared by everyone in the group or the other groups. In fact some may actively search for things that they could align themselves with to make them different to the other people in the group or groups (Tajfel, 1974). This Group Communicative Distinctiveness (Giles et al., 1977) enforces their belief of their social standing from which their contribution to any discussion is then framed (Giles and Hewstone, 1982) and rendered in the way that they themselves would expect it to be (Gallois and Callan, 1988). The strange thing here is what one of the participants from the public organisation group (SE-1) said after all the credit union owner-members had left at the end of a participation session (PRA4). SE-1 said he had been careful not to use long words “just in case” (Public Organisation Participant (SE-1:14/05/18:PRA4). This in itself shows that even though such well-meant convergence and divergence tactics had been applied, that his perceptions of the owner-members were still held even though their contribution had been extremely thoughtful and constructive. Hearing this could have annoyed participants with them possibly thinking they were being talked to in a rather condescending manner with any long word use being avoided (Deprez and Persoons, 1984). Another example of this attitude was when inflections at the end of sentences were used towards the owner-members by SE-1 to ensure that they were paying attention and had understood what had been said. SE-1 just wanted confirmation, but it sounded at times as though he was talking to young children. Those being spoken to in this way did consider it to be very patronising. 
The joy and vitality (Sachdev et al., 1990) of the owner-members during the all-groups sessions, by them just being involved in the research, was very evident at times. Their hardship or position in society was never stated by them in a bitter (except for the incident described in 4.3.3.1) or protracted way. To them it was just a matter of fact, their luck of the draw, it was at times the other non-owner-member participants who had more of a concern with this on behalf of the owner-members (Grush et al., 1975). 
The confidence of those in the ‘owner-member’ group grew and their familiarity with the other two groups increased through the research process. The ‘Public Organisation’ group in particular started to realise that the owner-members offered a great deal to the discussion which some of them found surprising, even perhaps a little threatening. The at first subordinate owner-member group acquired a power from those who assumed they held it through their employment positions and professionally recognised expertise of the topics under discussion. There were incredibly positive comments made by the other two non-owner-member groups that this whole process had changed their attitudes towards services and their customers, and it would going forward forever change their practice (Babbie, 2010).
The owner-members would in the future feel no shame or embarrassment to reach out proactively, rather than reactively, for assistance regarding their pecuniary needs and concerns. Realising its importance, they desired for their children to understand through lessons in their schools (ensuring the learning was authorised and validated) how to navigate common financial procedures and related topics such as employment frameworks, personal tax payments and the importance of pensions. Doing this at school would arm individuals with a good grounding in the basics of financial management, but they could also then be aware of how to recognise in themselves or those around them the signs of financial stress - before a crisis point is reached. 
The content, the framing, the interplay between their own and the other two groups by all the participants did show that what was actually said was only part of what was being broadcast. The owner-members particularly situated the services in the real-world directly from their own experiences. This gave a more comprehensive and crucial understanding of the situations and difficulties faced by many service users which the other participants may not have had any prior knowledge of. This social action level view is a critical contribution to ascertaining true meaning from each session (Wilson, 2011).   

5.3 S-Q3: Does financial understanding improve as a result of increased use of everyday language?
If people can assimilate what is being said and explained to them, then their level of engagement and understanding is improved. There are a wide range of influences on how understanding can be realised and any new found knowledge applied. Class is still a predominant factor for many, perpetuating a them and us status perspective in and to society (Fairclough, 1999 and Foucault, 1991). In a fast-changing world it is not the differences between cultures, people’s values and even their income, but the differences in class and the order this shapes that prevents many lives from moving forward. It can therefore be down to simply a problem of stalled mobility. This is:
“the long-term psychological and social effect of the limitations             placed on working-class people. This has nothing whatsoever            to do with stunted intellect. It is in the interests of institutionally            powerful people to tell you that you’re thick.” (Hanley, 2016).

Where someone fits or feels they fit in society is central regarding their interaction with it and how they interpret its shared rules which form part of the human psyche (Fiske, 1991). This Authority Foundation (Haidt, 2012) works as a societal positioning method between superiors (those above) and subordinates (those below) in the understood hierarchy. Knowing this can enable an individual to then forge relationships and safely move about the hierarchy by appeasing and getting support from both superiors and subordinates. During the participation sessions many types of Capital (such as social, cultural, symbolic, economic, academic, educational, emotional, linguistic, physical, political and professional) were all evident, particularly at the all-groups sessions. Narrative Capital was prominent at times as the at first disempowered (owner-member) group’s capability, their substantive freedoms, were embraced in an attempt to counter the powerful hegemonies they faced (Sen, 1999). All participants were supported by allowing them opportunities to articulate their experiences which grounded the hegemonic effect that powerful dominance influence or authority can have. This provided a framework for the evaluation of individual wellbeing and social arguments as well as policy design and changes in society, the struggle between freedoms (capabilities) and outcomes (achieved functionings) which were all present at the sessions in varying degrees. Themes too of Narrative Capability and Symbolic Capital affected the analysis and the eventual marketing materials produced.  
One piece of extremely useful practical advice I referenced was the Watts (2008) study which involved three groups, Oxbridge Students, Young People Leaving School Without Going To University & Refugees. He, like me in this study, considered why these three groups were engaged and responded in the way and to the degree they were able to do so. This participation level did not occur until individuals were allowed the freedom and encouraged to tell their story or stories and to see the value and relevance in doing so, even when challenged - for example, being accused if they had not gone to university of having low aspirations. What Watts did though through the research techniques applied was to allow for any deficits to be negated through support, rephrasing and presenting the questions depending on the audience. This was very successful. Keeping prescriptively to a script throughout every session - in an attempt to ensure everything was the same for every group for the ease of quantitative but on review possibly at the detriment of the qualitative analysis - was therefore not required. 
One instance that really emphasised to me the importance of language and word use, although personally it was rather an embarrassing experience, was when I made a fundamental mistake during the final all-groups session (PRA5). This is what one of the owner-members said to and about me when I used a big word to describe the interactions and relationship between a landlord and their tenant: “Eee, when you talk your posh stuff.” – Owner-Member Participant (OM-3:26/06/18:PRA5). Then when I tried to clarify what I was saying I used the phrase “symbiotic relationship”, at which point the senior officer from the housing association (SE-2) then looked at me with raised eyebrows and said “Big words again.” – Public Organisation Participant (SE-2:26/06/18:PRA5). Once I had a third attempt at the sentence, all three owner-members then gave a very salient, direct and greatly enlightening response. Discourse analysis, the listening methodologies (Siegel, 2015), were brought into play to assimilate all the participants’ stories. This positioned them in broader political and social contexts whilst fully contextualising them in the now.
One of the graphical artists attending as an observer at the second all-groups session (PRA5) was asked if he wished to say anything at the end of the session. He said that all present had their financial understanding vastly improved. He then added that he had been exposed to marketing ideas that he would have never thought of, and to finish he stated:

“I think it’s been a great exercise because certain things that have come out have made these (lifting up the designs). The wording, the language, what we should do, what we shouldn’t do”. (M-W-1:26/06/18:PRA5). 
5.4 Recommendations
The study’s recommendations (in Table 5.2 below), formed from the data gathered and analysed throughout the whole study process, should be considered for immediate action. The various study activities [L: Literature Review, P: PRA Sessions, Q: Questionnaire, R: Research] are shown against each recommendation so the link between the recommendation and the source and use of the data can be distinguished. 
For further clarity, also shown against each recommendation are the relevant study research questions (as defined previously in Table 3.7):
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Use everyday language in all interactions. The neutralisation and
enhanced inclusion this would deliver with the full understanding of
the implications of good literacy practice, to inform, communicate,
engage and set expectations of the public and the officers that serve
them, makes it peremptory. A prime example is where APR and
loan interest rate percentages so often get confused by the general
public.

noO-

AB.CD

Make financial awareness and capability a set subject topic in the
school curriculum. It needs to not be associated with any other
current core subject such as mathematics as this could alienate so
many students who need this life skil, arming them for all the
financial challenges to come.

TR

AB.CD

Community (as opposed to employment) based credit unions should
reconsider an expansion of their services outside that of their core
target demographic. The main shift could be to support the working
poor more. Those who work but still remain in a state of poverty and
who have very litlle financial resilience so even the smallest
unexpected expense becomes a major issue. The Save Through
Your Pay credit union service should be encouraged, perhaps by
Government mandating it lie they have with pensions in
businesses, or looking at incentive options such as tax relief or
deductions from gross income.

noO-

Credit unions must attract new owner-members and educate them
in practical ways to enhance their financial capability, especially in
planning for the future and not borrowing for addressing everyday
expenses. Such education provided by the credit union will augment
financial literacy across society generally but especially within a
particular demographic that are often excluded andjor difficult to
engage with usually. This could have tangible commercial benefits
for the credit union as it may enhance an owner-member’s
perception of their value as a customer, therefore building trust,
retaining them as a consumer of its services for many years to
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   [image: image56.png]come. New ideas, new developments, new Services, new
technology, new use of communication channels like social media,
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Credit unions should go out more into the community. Places such
as community and health centres, schools, colleges, prisons etc.
should be visited and in doing so credit unions would become a
prime pre-emptive agent rather than a constant reactive response
one for people’s financial issues. Getting schools or colleges
themselves for instance to operate, with assistance from their local
credit union, a savings bank in the school or college. A bank run by
the students — with full supervision — for the students. The school o
college could also consider this as part of their curriculum and,
Wwhere appropriate, being the bank for other business development
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and public officers and departments should be encouraged and
facilitated. This has been shown to reap great rewards in this study
by the adoption of this practice
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Al parties, credit unions, Govemment, councils, housing
associations etc. should allow their customers space and time to tell
thelr stories when they interact. Service providers should abandon
any societal generalisations or institutional perceptions they have of
the people they are serving. Also there is more to resolving any
financial problem than just signposting to or providing financial
information to people, or even addressing the lack of financial skills
and process knowledge. Understanding inclusion, health, wellbeing,
vulnerability, access to legitimate financial products and service
issues also need to be part of robust and resilient solutions to
encourage people to have the confidence and aptitude to apply
themselves to their problem and need. Only with this buy-in by all
will things change.
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                                                                                                 Table 5.2 Recommendations
With my personal desire to use this study’s findings, once I have the confirmation I can do so, I will share these recommendations with all the relevant parties.
5.5 Study Conclusion – Research Contribution
The aim of this research was to examine if commonly used everyday language is applied in and around financial contexts, would people be more engaged, more invigorated, more inspired and feel more empowered to adopt relevant financial services. Services that could vastly improve their pecuniary circumstances and enhance their capabilities to operate in a fast moving world. In doing so ameliorate their lives as well as the community in which they reside. This is very important as: 
“In the UK, 24 million adults don’t feel confident managing their money. Nine million borrow money to buy food or pay their bills. 10.7 million rarely or never save – and 12.4 million would have to borrow, or could not pay, when faced with an unexpected £300 bill.” (Money & Pensions Service, 2019, p.4).  
Can people’s financial aspirations and also their financial capability conceivably be enhanced by promoting financial awareness and services in a language that all could understand and, crucially, relate to? I feel this study is evidence of a positive confirmation to this question.  

For this study I wanted to call upon a broad foundation of existing knowledge and expertise, rather than using one or a very small number of accomplished and respected academic specialists. From the concept of power and its “rituals of truth” (Foucault, 1991, p.194) to the latest understanding of the regulatory legal framework of financial institutions and firms in the UK (Siciliani, 2019). These I considered were all required to give a balanced assessment and therefore an honest answer to the core question this study had set. To find such an answer, even those findings that came along throughout the whole process that did not fit the forming response could not be ignored and discarded. They had to remain in the mix to the very end to secure a truthful and sincere interpretation, and ultimately support the justification of the findings stated as: “Doubt is not to be feared, but it is to be welcomed” (Feynman, 1988, p.13). This doubt ensured the study’s integrity.  
5.5.1 Reflections On The Study

A methodology that was applicable in endeavouring to answer the study’s questions, and pertinent to the selected mode and style of the analysis, was a mixed-methods, social constructionist/interpretive epistemological approach. Core to this procedurally was Braun and Clarke’s (2006) Thematic Analysis. Interestingly Thematic Analysis is something frequently considered a highly flexible “method rather than a methodology” (Maguire and Delahunt, 2017, p.2). Yet it is this freedom when applied particularly to the qualitative aspects of this study that made it especially felicitous. The theoretical framework was influenced by Bourdieu’s (1992) notion that really there is no distinction between theory and practice, with each in a yin and yang style relationship (Liu and An, 2021). 

The study’s empirical contribution ranges from the proof of its effectiveness over the use of language, for instance by the correlation to possibly directly influencing the increase in service take-up, to it identifying shortfalls or inhibitors related to Government financial and educational policy. At the very minimum it contributes to knowledge regarding the field of study by raising such issues that require further attention, acting as a catalyst for subsequent studies.
The study had strengths and weaknesses. The core methodology applied and described in Chapter 3 worked very well, with any deficiencies in it steadied by the use of crystallisation and triangulation. The participant sample size of nine was quite small, but it did allow for a rich harvest of data by being so (Crouch and McKenzie, 2006). One of the services selected for review, and had marketing materials created through the study, was unfortunately unable to be part of the actual six month marketing campaign as the white goods provider ceased providing the service to credit unions as the campaign was about to launch. Beyond the research findings related directly to the study’s main aims and objectives, it has already had an acknowledged influence on changing the law and policies regarding both the Rent-To-Buy and the far more recent Buy-Now-Pay-Later retail business practices (Appendix 11). 
Bourdieu (1984), with reference to cultural capital considered that children of middle-class parents have language capabilities, as well as values, that are rewarded by the educational system. Cultural reproduction maintained because of both their finance, economic capital and this cultural capital, although material deprivation theorists may not agree. After all the working-class can succeed in society, replacing, sometimes usurping those from a higher class. The negative labelling that certain people get at an early age can result in individuals believing they will fail, so they do (Rosenthal and Jacobsen, 1968 and Hollingsworth and Williams, 2009).
Politicians, policy makers may not always comprehend that those struggling with their lives may have a different perspective on what is needed and important. The relationship of who is talking and who is listening is often a significant factor in engaging and bringing onside many politicians. The proposed ensuing policy or policies must not be a knee-jerk or a political posturing response, this would be disastrous (Greener, 2002). Any community based policy has to be complex as it will have so many variables to consider and any resulting resolution having far reaching effects, some immediate, some not. Then there is people-power, enabled particularly through social media that has revolutionised policy formation and also the behaviour of politicians (Lukes, 2005 and Marquart et al., 2020). Therefore, exploring the impact that failing to truly understand the implication of literacy practice can have on the forming, but also the acceptance and therefore success of policy, needs to occur to scrutinise the literacy influences both on the policy and the subject of the policy.
Government, financial or corporate speak needs to be made as accessible as possible to foster better engagement with the general public to develop better policies and services. It must address or at least indemnify institutionalised temerity. If not, it will create mistrust and a disconnect between policy, policymakers, the service providers and the service recipients, the general public. Changing the minds and stance of policy makers on how essential financial capability is for everyone is desired. This has resistance as it is a topic that dovetails into the retention and holding of power, the problems of which have already been highlighted earlier in this study (Section 2.4). Still, the approach must always be one of fleet of foot as things can change very quickly. Consider the financial regulator enforced recent restrictions on rent-to-buy operators in the UK (FCA, 2019) that Community First Credit Union (and in part, related contributions from this study) had so much to do with, changing policy and consequently preventing hardship for many people for years to come (please see Appendix 11 for details).
How could anything discovered here change or inform policy? Questions of who it should or could influence, who can it influence and what can be influenced realistically, all needed to be asked. To assist in this I used The Social Change Grid (Steila McKechnie Foundation, 2019) to position the outputs in a framework from which these basic key questions can be anchored (Figure 5.1). The grid assists in understanding what is available and what is not and how anything new that is being considered could affect the situation. This process is further explained in Appendix 9:
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Who people accept and trust is significant, for example with regard to successful policy creation and acceptance. A respected and trusting environment encourages individuals to contribute, be engaged, feel valued and to more openly express themselves. From this, if policy makers for instance are better informed better policy formation should result which should lead to a greater degree of acceptance and policy adoption as “In this way, respect is conceived as an important relational practice” (O’Grady, 2017, p.14).  
Final and critical point - Attempting to change the environment “by adopting policies, priorities, or strategies of empowerment that either elide or wholly disregard the particular intersectional needs” (Crenshaw, 2017, p.103) is dangerous and can actually cause more problems. Literacy capability can be improved, and as seen in this study, it can enhance engagement with services. Yet to make a considerable difference then all the intersectional issues need to be forensically examined as it is these factors that set boundaries, restrictions and dependencies that oppress the individual. In fact attempting to address one issue at a time can put more of a burden on the others. The problem or problems can then continually just keep getting moved around rather than resolved. Acknowledging this is very important. Understanding that prejudices can be dealt with by first quantifying and ordering them, and then verifying the relationships and dependencies between them, is the way to address the oppression.  
5.5.2 Study Observation
Bernstein’s (1971) Theory of how everyday language moulds what individuals and the groups they by choice frequent or come into contact with, is clearly exhibited in this what could be described as a social realism study (Maton, 2014). The framework of the language projecting the identity and assumed identity or identities of those participating. Their class, their place in society, heavily framed by the language used and also the style in which it is presented.   

The Credit Union Act 1979 Object Clause 1(3).iv states that a credit union has “to educate (owner) members in the wise use of money so that they may better manage their financial affairs.” (UK Legislation, 2017). Unfortunately this does not always happen, with many in the credit union movement believing that education best takes place in a conventional classroom style setting. This is totally wrong. What this research has done is accentuate other ways that effective education can be delivered. Trust, informed inclusion and collaborative engagement works, but a classic teacher/student/ classroom approach is certainly not the way forward. This is often the path taken as it is relatively easy to arrange, measure, with its final accomplishments prone to be overstated. The latter is usually done to pacify those sponsoring the education and to promote the profile of those who had provided it. What is needed is true partnership working rather than just going through the motions of another project where service strategies are “‘bolted-on’ to existing structures rather than integrated into the service, employing partnering for more strategic aspects and making efforts to include minority groups.” (Farmer et al., 2018, p.11). 

Certainly carefully crafted language can shape a better understanding of financial capability but unfocused, ill-considered language can create the opposite - misunderstanding, intentionally or unintentionally, and even mistrust. The study shows that if services are explained using commonly used, uncomplicated language, with relevance to the needs and predicament of those being assisted clearly represented, then people do feel truly informed and empowered by such an educational pathway. Their resulting new confidence brings them to a place where they can with conviction financially operate far better than before. Furthermore this results in their perception of belonging and actual wellbeing being enhanced with the additional benefits this brings to their lives. 
Through the chain of participation sessions there was a realisation that service providers, classed by their peers as service professional experts, became conceivably more educated by the (owner-member) service users present rather than the other way around. This particularly placed discussions at the last participation session (PRA5) in context, with the service providers who have for years been doing things to the service users, rather than for and with them, realising this. Their actions in the past sometimes performed sporadically in what seems to be a state of political policy ventriloquism. Experienced officers following Government instructions without challenging them, and not applying their vast real-world experience to what they were being asked to exercise upon people. 

The number of study participants was small, yet the sample delivered core and substantial learning. The richness of the data, the results and findings generally, should attract a subsequent research project. One with larger research resources and a larger sample size with again participants from a wide range of backgrounds. This is important, as when this study’s participants were brought all together they became an extremely productive force, creating original and highly effective marketing materials as well as contributing immensely towards the study’s examination of language use. There were clear signs of the management and the change of use of language by the participants. Behavioural changes also occurred, as did the relationships between participants. Appreciating this gave a far greater insight into interpreting what was being observed (Stankov et al., 2014).

5.5.3 Contribution To Knowledge

The application of the intelligence gathered from the review of the associated literature, the execution of the study’s participant sessions and the outputs from them, led to an effective marketing campaign. The increase in service take-up of the Budgeting Account Service (Section 4.3.1) accompanying the marketing campaign was fuelled by this intelligence and the inspired participant’s marketing designs. There were both quantifiable and qualitative aspects from this research that supported a positive response to the study’s fundamental question, as well as contributing further to the discourse on the topics of power, class and language use in the twenty-first century. 
The practical outputs from the study were very important as I wished to leave those people and organisations that supported and participated in it with something tangible, real, and in their eyes worth it. It would be good for them to also take away from their involvement that they had and have a great deal to offer their communities. Pragmatically, the more subtleties of the study regarding for example any reflection on the need to “curb the power and influence of the powerful” (Standing, 2017, p.60), would outside of this study perhaps provide other researchers that follow with interesting grounded food for thought.    
How the study engaged the service (owner-member) user group explicitly goes against the customary information gathering and engagement methods often applied by the public sector. Its approach actually would be usually found more prevalent in the private sector who recurrently acknowledge that the real service experts are not the service providers but the service recipients. This aspect needs to be recognised and capitalised on to make the greatest impact of any future initiative. At least introducing this not just as a concept but as a catalyst in any such undertaking regarding service use could be this study’s quintessential contribution. It shows that the public who use a service do know best what it should provide and how, if they are asked. Asked in an agreeable way, in everyday language and that they know their contribution will be appreciated and seriously considered. If they are involved in this way there are issues still to address. From the concerns of the participants, for instance, that there will be no repercussions to any of their comments (made in front of for example their social landlord as in this study), and any possible imposter syndrome impediment will be negated or at least managed (Section 2.4.2.3), to how for them they can best verbalise their thoughts and suggestions, all these needed to be reconciled. This study demonstrates that a balanced (not lip-serviced) co-production approach can be staggeringly effective. It could in fact be a low cost method by which policy makers too could gather and request information to make better policy decisions, build better educational flight paths. It may encourage them also to present their policies in a language many more people can assimilate. This study’s ethnographic approach does show the value in communicating in this way. 
There are review and observational references made regarding the various recognised concepts and theories throughout this study. From changes in communication behaviour (exemplified through Accommodation Theory (Giles et al., 2016)), to different types or species of Capital (Coleman, 1988). Social Capital for example, where the study illustrated how relationships enable society to operate and how it equates to the type and size of the people network involved. Also how its network of objectives and relationships, historical and current, fastens the participants with and to different types of Capital too. All these affected by those ‘agents’ who have a direct interest in the field. Then how this can have repercussions on mental and cognitive systems, Habitus (Bourdieu, 1986), but also how a group with shared aims also applies a more common sense approach as and when needed. All participants gained a better contextual appreciation of each other as first-hand they could see, hear and feel what the others’ perspectives were and then better understand why they do what they ALL do. By respecting others views and needs through their interactions with them then, as experienced in this study, people can change from detached participants to involved partners.
Even though the participants knew they were being observed throughout the study they became so engrossed in the marketing design tasks that they soon seemed to forget this (Hogg, 2003). Interestingly, from a pure language use perspective, there was no bad language, swearing, except really for one incident (described in Section 4.2.3 and discussed in Section 4.3.3.1) throughout all the participation sessions. This instance could be more related to the emphasis effect such words can have in situations (DeFrank and Kahlbaugh, 2018). It could have even just been an attempt to interject some humour into the session. The outburst was well-balanced in the sense it was non-racist, non-sexist, not really abusive or an attempt to attune or accommodate the other participants. It did highlight though how concerned the owner-members were about being seen as reverting to type by swearing from their responses in the PRA6 session (Section A.5.2). Such language is now more prevalent generally than it used to be, occurring far greater in films and television than ever before, although interestingly “profanity can be positively associated with honesty. It is often used to express one’s unfiltered feelings (e.g., anger, frustration) and sincerity.” (Feldman et al., 2017, p.817).    
Was swearing being perceived as a creative performance by the owner-members who were acknowledged by themselves, outside of the research setting, as using constantly rather colourful language (Storch, 2018)? Did they feel they were being scrutinised by those they considered their superior (senior officers from Government departments) in the sessions and was this the reason? They did not need to swear to emphasise a point, or be disruptive, or be themselves, no matter how they may have sensed they were different to the others there. They controlled their language for themselves, not to respect the others, or me, but for their own self-respect. 

5.5.4 Implications Of The Research

Newby (2010) concluded that there are three objectives of any educational research. These are finding answers to a defined topic question, to inform or affect policy, and finally improve practice. This study I feel has satisfied all three aims. It has presented interpretations from the data it has generated and collected to explore and offer answers to its central question regarding the use of everyday language. It has then offered recommendations to change both strategically and practically teaching methods, which includes curriculum reform and development.
I consider that the research substantiates that the use of everyday language can have beneficial effects on people’s engagement, education and therefore their lives. As previously stated, I did want something practical that could be applied for the credit union and the communities it serves to be the result from the study. I feel the balance between this and the language analysis was appropriate and successful in achieving this.
The whole study exercise had developed all the participants’ confidence, but especially the owner-members through their own abilities (Wallerston, 2006), by them all making choices, representing themselves, their communities or profession:
“Through this process of power redistribution, opportunities emerge to build participants’ capacity to transform their lives and thus provide a means to facilitate empowerment”                                (Tremblay and Gutberlet, 2012, p.285)
From the questionnaire responses, all the participants were satisfied with their marketing designs. This was further confirmed many months after the final all-groups PRA5 session when I was visiting the credit union branch in Mexborough. I recognised one of the owner-member participants who was waiting to be served and I heard her telling her friend in the queue:

“You see that poster abart (about) fridges (refrigerators) and tellies (televisions)? I did that. This lot got me involved, bet you didn’t know I could do that. They’ve not changed it since I designed it. They listened. Great innit (isn’t it)!” Owner-Member Participant (OM-1:10/09/19).

Any position of importance or power that may have been brought and considered owned by some participants when the sessions started was soon deflated as the ‘power’ was federated across all present. This was done surreptitiously through the work they all did when discussing and then actually designing the marketing materials. The sessions became a place of creativity and learning, with the hope they were making a difference by promoting services that would make life for themselves and their communities that little bit easier. 
An improved personal level of financial literacy can allow an individual to make better informed monetary decisions by their attitudes towards such processes. This aligns itself with the broader understanding of literacies, which is especially pertinent to education here with direct reference to the suggested remodelling of it in this study. Financial literacy contributes to financial wellbeing but also wellbeing and happiness generally, as the immense life pressures financial uncertainty can bring are, if not avoided, at least better managed (Antonietti et al., 2016). What is important is that the individual has to be mentally in a position to feel confident to do something and act upon the support being offered. This is not a case of just signposting or offering information that may be relevant to the problem. It is far more than that, it is about ensuring personal empowerment will occur by a belief and understanding that all parties are investing in the path to resolve the issue being proposed.  

The research participants exhibited the use of elaborated and restricted speech codes as they interacted with each other all to be part of what was happening (Bernstein, 1971). Their self-perceived social class and how they saw themselves fitting within the group was apparent but as self-efficacy (Bandura, 1982 and Eastman and Marzillier, 1984) and confidence increased, then such factors especially within the owner-member group had less influence as their contribution was acknowledged and openly respected (Stankov et al., 2014). 
The number of groups and individuals consulted in this study was comparatively small when compared to the in excess of thirty thousand owner-members the study’s participating credit union serves. Yet it soon became apparent, through working together in the sessions, that personal lives are shaped by changing political forces. From the actual increase in service take-up, it did seem to support that the new messages in their language on the marketing materials worked. Fitting perfectly with Ledwith’s Movement for Change where a personal requirement seems to be seeding, especially with regards to the Budgeting Account, a whole ‘movement’ (Ledwith, 2005).
All the participants had busy lives. They did not get paid for their time, attendance and contribution at the various sessions, but none of them missed any. They all wanted to be there. Some travelled great distances to take part. The fact that everyone benefited from their involvement was incredibly edifying. The credit union had a very successful marketing campaign, and both service providers and service recipients really understood where now each was hailing from, and why therefore in the past, things between them just did not always work. What is “Life Changing” to one person is simply unperceivable as such to another, until perhaps they can truly walk in their shoes (Section 4.3.3.2). To park their own positionality and try and inhabit someone else’s, just for a short while, would assist regarding a more holistic understanding of any situation. To some small extent this study allowed this to happen. 
Some of the Public Organisation group members balked when there was a small charge (less than a cup of coffee a month) for using the Budgeting Account service, regardless of the problem of how the credit union could survive without charging for its services. The owner-members knew the value of the service rather than the cost and soon waylaid any fears. Without the owner-members being present, this could have become a major obstacle. Additionally, the appreciation that some people are just different, not disruptive, not a nonconformist or lacking education, just different was important. The way someone thinks is not wrong simply because they do not think the same way as someone else. The aims and objectives of their lives may vary greatly but all would like a happy life, however and whatever they perceive that to be (Blyton et al., 2010). The importance to an individual of hope, optimism and happiness as a social norm to achieve specific life goals is further discussed in Appendix 13.

The claim to have answered the question set by the study needs to be caveated. The owner-members live their lives not just in one but in many challenging social categories associated with the excluded, the poor and elements of the working-class. Categories that the other participants, because of their societal status, do not. Multiple intersectional issues can make any attempt to leave any category for the demographic that include the owner-members very difficult, and to many the effort required is just too much. It seems to some pointless to even try, so they stay there. Their categorisation itself, where they reside in society, is too an inhibitor. Each person that entered the study knew where the other people involved were positioned at the start, also where their own place in its own micro-society was. Only through the efforts of the owner-member participants, initially showing what they could contribute and how they convincingly explained why changes needed to happen, was this study’s transitory micro-society debased. Granted this is much easier with just nine people and one researcher as chair and referee, yet once identity was in essence reconstituted during the sessions, then most saw the benefit in this occurring. Yes, everyday language use can make a difference as can be seen by the presumed correlation with the greatly increased adoption of the Budgeting Account service (Table 4.27), but this does not just apply to circumstances related to finance. Undoubtedly, it would be a great aid in addressing most other significant societal situations by its adoption.

5.5.5 Implications For Future Research

Outside the direct recommendation of changing the school curriculum regarding financial education, for any learning, mediation or engagement to enhance someone’s pecuniary skills it would be more effective if delivered on a personal level. Where there is a stated need to react to someone’s current situation, good or bad, the relevance and importance of it, and sometimes its urgency, would all give it focus and potency to the individual if based directly on their need at that time. It is not always the lack of money but how it, or credit, is managed that is important. Hence why the ability to manage money should be brought into the school curriculum, even that too “Financial literacy education should become an integral part of development social work and welfare” (Huisamen and Weyers, 2014, p.457). Therefore this management can have implications on people, the supporting Government agencies, business, financial institutions like banks and credit unions, but also political significance regarding the fixing of policy ideas and ideals. Safeguarding through policy and legislation is a must but also personal understanding and responsibility is becoming more and more complex with the ubiquitous nature of online services and the way they operate - from (anonymous) online assistance to a financial transaction confirmation by the individual, all just being a click away (Tokunaga, 2016).
This study had one foot in Yorkshire, where the study was performed. Its other foot in the country’s policy making epicentre, Westminster. It is here where its true implications need to be embraced for it to deliver palpable and positive changes. For all the study’s tangible and also more ethereal aspects, it is its ability to possibly influence policy change that may be its greatest consequence. In a policy briefing paper by the then National Institute of Adult Continuing Education, now the Learning and Work Institute, based on a paper by Raymond Williams (Williams, 1983), it stated that:

“The need for learning accelerates at times of greatest change so that we can interpret our environment autonomously, adapt to it successfully, and ultimately shape and control it.” (NIACE, 2011, p.3).

With the state of the nation, its communities and the credit unions in the UK, there is no greater time than now to attempt to change things. I wish that this study’s recommendations contribute towards supporting agencies to do this.
One such change could fundamentally be the recognition that educational leaders and politicians must be engaged to ensure that real-world applicable financial skills are an integral part of the school and college curriculum. Direct skills such as how an individual can assess the possible financial risks of their actions before taking them is paramount. This would have far reaching unequivocal positive consequences if ever implemented. 
At a lecture by Michael Jacobs, the Director of the Commission on Economic Justice at the Institute For Public Policy Research (2020), that I attended (22/05/19), he summarised the situation very well. Fundamentally only the state is big enough to manage such change. Politicians must be mobilised to change things. They must amass the social and political forces behind them but also their reasons for change must be engaging, understood and constantly nourished by the latest state of affairs. In essence a new economic paragon may need to be the result for radical change. A new economic policy, a new narrative, a new language to deliver change. Jacobs claims to be a “strategic optimist”, appreciating that “it is important that to move forward and mitigate the effects that politicians come now from a strategic optimist rather than fatalist position”.
I wished the members of the public (the owner-members) in this study to have a new normal in the way they relate to their monetary needs and work with financial service providers. So often they are beholden to people and organisations that do not really know them. Whose background and values they do not always share. Hitherto the service providers consider that they know what is best for them. 
Inhabiting another identity through words allows people to have multiple and even fragmented identities. They can then be different people to different people. Each person adapting their language depending on how they judge the situation requires it. This is often associated with place but perhaps in fact it is non-standard language, dialect and accent that connects people. Acting as a conduit to the past, to past generations, and for many it is their community anchor. 
Our world, our communities are not solely fashioned by those in power or constantly preening themselves on an ever growing number of media programmes and platforms. I have personally learnt a great deal from executing this study. The class system is still with us in the twenty-first century in the UK being one. From a retention of power perspective it is advantageous to those ‘in power’ to make and keep language around financial matters as complicated as possible. This study has shown giving people capital, knowledge to succeed, encouragement to participate and contribute, then they can be highly effective. Bequeathing people a voice, an input, particularly into something they have knowledge of and that directly influences their and their friends and family’s lives, uncovers experts which would never be identified and consulted otherwise. The study confirms that such bottom-up citizen activism, in an environment of trust and respect, does deliver (Farmer et al., 2018). 
This study is not simply about outsiders becoming insiders. It is also about those always on the inside accepting and receiving the transition of those from out to inside positively. The assertion that empowering working–class people as a vehicle to shatter the classist assumptions of those with social power, resulting in societal benefits, is supported by this study. It suggests that by improving the interactions using everyday language between the customers of both financial officers in public departments and those in organisations like credit unions, then everyone wins. Appreciating and applying this will truly result in things getting better for everyone involved. Breaking the long held threshold, “opening up a new and previously inaccessible way of thinking” (Meyer and Land, 2003, p.1) because it is proven here to be the right thing to do. This clash of the conventional, the norm, this somewhat troublesome knowledge (Perkins, 1999) can wreck and conflict with those settled patterns of those in power, purely because of its transformational capability (Palmer, 2001). This in times like these of great need and limited resources is an absolute essential in making a difference to the lives of so many.  
Language allows expression of meaning, needs, issues and ideas. How these are framed can have obstructive or constructive consequences.  Bourdieu (1977, p.648) stated that beyond all of these language is “an instrument of power”. The creation of a common language through the use of everyday language is conceivably its greatest goal, yet its greatest challenge. A challenge worth confronting as people can be brought together by words, the meaning, the ideas, the hope they deliver and fundamentally it is the shaper of identity. The common understanding this then brings makes it a very, very, very powerful instrument indeed. 
“We die. That may be the meaning of life. But we do language. That may be the measure of our lives”
                                                           Toni Morrison. Nobel Prize Winner
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Appendices
Appendix 1 – What is a Credit Union? 

For all intent and purposes a credit union is a bank, often referred to as a financial co-operative; owner-members (account holders at the credit union who by being so actually ‘own’ the credit union as a share-holder) save which forms a pool of money from which other owner-members are allowed loans. A credit union is owned and controlled by its owner-members. So there is a major difference here from most other financial institutions in that the shareholder and the customer are one. 
A credit union is often referred to as a financial co-operative. It is better described as a bank with an ethos to try and help all in a community with their financial wellbeing. It is not a charity but a firm. A firm being a Bank of England regulated organisation that provides financial products and services (FCA, 2017). A bank and a credit union are both firms. They both offer very similar services. Primarily financial services such as financial account access and use, savings and loans. Now, with UK Government credit union funding initiatives ending years ago, the money a credit union has to loan its account holders comes from the savings held on the behalf of all the account holders, supplemented by the interest paid on loans issued by the credit union. 

Traditionally, UK credit unions have been non-profit financial organisations for owner-members usually with something in common, from being in a particular industry type to simply them residing in the same geographical area. To become a credit union owner-member precise eligibility criteria must be met. The verification of the owner-member’s identity is paramount. Credit unions have very strict controls imposed on them just like the ‘high-street’ banks. Like banks, credit unions are authorised and regulated by the Financial Conduct Authority (FCA, 2017) and the Prudential Conduct Authority (PRA, 2018), therefore they and their owner-members are fully protected by the Financial Services Compensation Scheme (FSCS, 2017).

Outside the UK credit unions are very large organisations, matching banks on all aspects of financial products and services. Things are changing in the UK now with some credit unions having tens of thousands of owner-members, commercial premises (incorporating banking suites), and comprehensive on-line facilities.

In 2019 there were four hundred and ten credit unions active in the UK, with collectively 2.07 million account holders/owner-members (Bank of England, 2019). Community First Credit Union (2017), for example, has well over thirty thousand owner-members in North and South Yorkshire alone. It has just expanded into the Tees Valley area and parts of West Yorkshire too. All people, working, unemployed, young, retired etc., are encouraged to become owner-members. Many of the existing owner-members have found borrowing elsewhere difficult in the past and are helped directly by the credit union with its inherent commitment to the alleviation of poverty and contribution to the economic regeneration of the communities it serves. 
A.1.1 Credit Unions - Regulatory Framework
Credit unions are regulated by the Bank of England; the Financial Conduct Authority (FCA), the Prudential Regulation Authority (PRA) and the Payment Systems Regulator (PSR) (Bank of England, 2019). This is the same as any high-street bank. The Bank of England officially categorises a credit union in the same way it does any high-street bank too, as a firm. There are some differences between banks and credit unions but fundamentally a credit union does offer the core financial services, for instance savings and loan options, that would be expected of a bank. When credit unions attempted to start in the UK, the UK banks that had been established for centuries were mindful of how credit unions would or should be allowed to operate. The Credit Union Act of 1979 was the regulated guidance for credit unions to operate in the UK. The year 1979 was initially an important year for banks too as a new strict Banking Act in the UK defined what an authorised deposit taker was and how they could do business. This was the stimulus for the then subsequent 1979 Credit Union Act (UK Legislation, 2017). It was needed to prevent credit unions being outcast as unauthorised deposit takers which would have halted their ability to provide banking functions. The Credit Union Act of 1979 was highly influenced by the established banks whose input and direct contribution has set the working framework for credit unions in the UK for the last four decades.
Credit unions were in fact first registered in Britain in 1964 but it was this act that gave credit unions the required specific legal framework to validate their market presence. It also defined restrictions that today still confine the possibility of a credit union from ever becoming as big as a bank. These include rules around eligibility regarding people joining a credit union, a credit union’s “Common Bond” (Donnelly and Haggett, 1997). This defines that credit union membership for individuals can be occupationally based, where work is sited, or for those who are employed by a particular company or organisation. Membership can also be restricted to people living or working in a certain area whose physical authorised boundaries (usually associated with that of a local authority or a group of adjacent local authorities) are set by the financial regulators. These boundaries themselves have actual population limitations applied. Limitations which a credit union cannot exceed. There are no such restrictions placed on firms like banks. There are other restrictions, for example the highest interest rate a credit union can apply is also set by the financial regulators, unlike banks.
A.1.2 Credit Unions – Financial & Social Exclusion
Through the attempts to address financial and social exclusion in the late 1990’s, and the early years of the 21st Century by the Social Exclusion Unit in the New Labour Government (Compass, 2008), the need to heighten staff awareness regarding banking regulations, conduct and processes were acknowledged (Fenwick and McMillan, 2012). Credit unions are still subject to the same 1979 Act but with postliminary legislative changes in 2001 and 2003 (the latter a Regulatory Reform Order). These have added protection rights for both the credit union and the owner-members. The financial regulators continually ask rudimentary but vital questions of a credit union to test if it is (still) a commercial and diligent viable concern and that its services are compliant. Questions to ascertain if it has adequate monetary reserves (for its size of membership) for instance, and if its staff are capable and trustworthy and what systems, policies and procedures are in place to assure this. There are many more questions but such regulatory monitoring resulted in allowing credit unions to offer the same account protection (currently up to £85,000 per account) that banks offer should the credit union cease to trade (FSCS, 2017). This alone alleviates a major concern people have when joining a credit union. Not only because of the protection this offers to the money lodged, but its perceived endorsement of just how much credit unions had progressed in achieving this highly professional banking status. Such reassurance was a most welcomed boost for increasing credit union membership and subsequent service use.
Still the effect of credit unions on financial inclusion and their growth generally although solid, from 232,137 owner-members (with assets of £124 million) in the UK in 1991 to 814,538 owner-members in 779 credit unions (with assets of in excess of £900 million) by 2004, the penetration was actually less than 1% of the population (Goth et al., 2006, p.1). So in 2005 the UK Government announced a Growth Fund for seventy-two credit unions operating in the UK, and also Community Development Financial Institutions (Responsible Finance, 2019), of thirty-six million pounds (Edmonds, 2014). The Growth Fund aided these credit unions, but without further assistance or changes in the governance rules the credit union movement laboured to achieve the Government’s inclusion objectives as well as its own wider social objectives (Purtill et al., 2012). The ensuing Conservative Party and Liberal Democrat Party coalition Government (2010-2015) then, to bolster its austerity programme, injected thirty-eight million pounds into another credit union assistance scheme called the Credit Union Expansion Project (Tischer et al., 2015). Although this resulted in changes in loan issuance processes, much of this money was frittered away attempting to build a federated banking platform for all UK credit unions to use. The concept of a shared, state of the art, twenty-first century comprehensive banking platform for all participating credit unions to use did at its inception bode well. Its intention of ensuring that many more credit unions could use something that individually they would struggle financially to secure was welcomed, but the project’s execution - and therefore the project itself - was woeful (Association of British Credit Unions Limited, 2019). This resulted with the whole banking platform project eventually being closed down and abandoned in 2017. Individual credit unions saw none or very little of the funding which was swallowed up by the failed project and its commercial partners.
Credit unions, their size and what they offer in the UK can vary greatly. From a credit union operated by a small number of volunteers with tens of ‘owner-members’ to much larger companies. These can have tens of full-time salaried staff, with tens of thousands of owner-members. What is understood, and especially after its sponsors, development partners and pilot participants recognised the Credit Union Expansion Project’s failings (Association of British Credit Unions Limited, 2019), that credit unions to survive will have to find new ways of working. New ways and means of generating income too while keeping up to speed and satisfying an ever demanding customer base. Succinctly any credit union needs to compete with the established and continually emerging financial offerings from other organisations whilst still maintaining its ethical and principled approach to supporting the community or communities where it is active. This requirement is at the centre of the topics and services considered in this study. Whatever the credit union does, it does not simply do it to survive and to keep its staff in employment. It must enhance the life chances of the credit union’s owner-members by the services and support it offers, as for many of them their choices to legitimate, affordable and safe sources of financial assistance are extremely limited. Two such services are considered in this study. How the credit union assists its owner-members to better manage their money through a budgeting service and also how it can accommodate the procurement of new, delivered and professionally installed domestic appliances, at a fair commercial price through its loan service. This latter service offering being an alternative to a retail approach termed Rent-To-Buy or Rent-To-Own (FCA, 2019). A business model applied in the UK by some retailers aimed particularly at those people with very limited available income. An approach that has had a devastating effect on people’s finances and lives. For instance the financial regulator, the FCA, requested that Brighthouse (2019), then the largest such operator in the UK, had to provide £14.8 million in redress to almost a quarter of a million of their customers in 2017 for failures in their client affordability assessment processes (FCA, 2019).
This study had influence upon what happened to Brighthouse and the business model it employed, also subsequently - to the financial regulators and parliamentarians - concern over “Buy Now, Pay Later” (Appendix 11). This is a relatively new business practice that is now having a similar devastating effect on people’s finances and therefore their lives.
Credit unions did not, as is often assumed, develop from the Co-operative movement in the UK (Wilson et al., 2013). Any assistance from this party, possibly assumed because of its previous corporate ideals and ethical working practices (Johnston, 1994), may not or ever be forthcoming. Why would it fund a credit union, a possible competitor for its customers? The Co-operative movement is struggling too, so even if it wanted to assist it is not in a position to do so. Government may therefore be better employed and focused on the development of legislation and grounded regulations to provide a more stringent, fair operating matrix for credit unions to work within. A matrix that does not restrict its operations, allowing credit unions to be a choice for all as a banking alternative.
Credit unions are under greater and constant growing pressure to work within an ever increasing and complex regulatory framework. This is whilst still ensuring its financial reserves, its liquidity and its accountability generally illustrates to all that it is a competent and professional provider of financial services. Serving substantially those on low income may be a difficult path to follow to business self-sufficiency, crucially, self-financing and sustaining itself. Can a credit union just acting alone, like any commercial business making money to sustain and grow itself, now endure? It is an arduous task but the language it uses in communications between itself and its current and prospective customers would be a critical factor in achieving this. External funding to most credit unions is waning fast. A great concern to many, especially where the operation of some credit unions is seen by senior managers at a credit union as a duty to the community rather than it having to be a commercially viable business concern. Grants and special arrangements with DWP, councils and housing associations have now all come under greater scrutiny, and perhaps been by some credit unions taken for granted. Believing that their ‘duty’ perceptions to their community will always convince funders to keep investing. Such pressures, fast escalating regulatory requirements and entrenched beliefs must be faced (McKillop and Wilson, 2011). The continual targeting by credit unions of those on benefits or not on regular or on low income has to change. Credit unions can still serve this demographic but they need to also attract higher income groups. These can then in turn help credit unions to continue to service the lower income groups by the use of their savings held and the revenue generated by their use of the credit union services, loans being a prime example (Hermes and Lensik and Meesters, 2011).
A.1.3 Credit Unions – Financial Services & Performance

                                     Criteria
The credit union shareholder, the owner-member, is also the customer, the account holder, the saver, the person possibly taking out the loan. A credit union channels its efforts towards the social and economic needs of its customers, rather than their desire for any shareholder dividend. Yet there will always be a conflict when there is a mix, no matter how weighted one is against the other - when both savers and borrowers coexist in this way in this constructed social environment. To grow a credit union, with no external funding or investment, it must attract new owner-members to raise more capital (Byrne and McCarthy, 2014). It must also attract owner-members where the risk of loans issued going delinquent is reduced, and the services are competitive (for example the loan interest) when compared to other firms and lenders (Ralston and Wright, 2003 and Wright, 2013).
All loans through most credit unions (certainly at Community First Credit Union) have a compulsory savings element. This is a set amount of money paid per month by the owner-member as part of their loan repayment. This money is actually placed in the owner-member’s own compulsory savings account. This is their money which is given back to them once the loan is paid: 
“We educate our members and show them if they have a £500 loan they pay it back at £12 a week, they can pay it back and save at the same time.” – Credit Union Officer Participant (CU-2:13/04/18:PRA1). 

Even though they have had a loan, they have often for the first time in their lives also managed to save. At times this can be very emotional for the owner-member and also the credit union officer that has worked with them. This builds a very powerful trust relationship between the owner-member and the credit union and is the reason why again and again they return and continue to use its services.
There is also a power or empowerment question too regarding the credit union itself. Control over credit unions in the UK by the UK Government, and its associations with a number of major banks, will be there as long as credit unions are dependent on state donations. Accepting these perpetuates this position. Yet a ‘top down’ approach anywhere very rarely succeeds. Austerity in the UK should have brought credit unions to the fore but with state financial donations now being vastly reduced, or cut completely, their intervention is lessened. With no real sustainability model beyond funding hand-outs, and a customer base some of which now have a sense of entitlement and a growing expectation from state support, some credit unions will close.
There are a whole range of performance measurements and criteria applied to credit unions by the UK financial regulators (the Financial Conduct Authority (FCA, 2017) and the Prudential Conduct Authority (PRA, 2018)). These are much needed and raise critical questions on a credit union’s past, present and future operations, but they also place a great strain on a credit union to be able to answer them. They just do not really have the people resource required to satisfy the same compliance management requirements placed on (other) high-street banks. Banks that have more freedom within which to operate, for instance to set their own top rate of interest on loans which a credit union has not got. Income to outcome quantification has for many credit unions not always been based on direct productivity to efficiency statistical and economic methodologies. The regulatory requirements placed on a credit union now are quite a shock to many of them. To some credit unions, if what is being done by them they consider morally is the right thing to do, servicing the poor, the vulnerable, the excluded, then that is enough. This is no longer a line any credit union can follow. Serious consideration to the adoption of formal methods to accommodate such financial business analysis, such as Data Envelopment Analysis which is often applied particularly from a benchmarking perspective by financial institutions, would be arduous for a credit union (Sickles and Zelenyuk, 2019). It is a methodology that can manipulate a wide range of variable inputs and the resultant outputs, allowing variance to be placed on these to assess a firm’s efficiency. It is quite difficult and time consuming to define the full attributes or indicators and often is why a credit union possibly with very limited (both in time and analysis) resources find this, and other methodologies like it, very problematic to apply (Cook, Tone, and Zhu, 2014).
There are key regulatory firm performance criteria that a credit union has to adhere to. The two key criteria are the firm’s (the credit union’s) Capital To Asset Ratio and its Liquidity Ratio. Regarding the Capital To Asset Ratio, in accordance with the Prudential Regulatory Authority (PRA) Rulebook, a credit union must have capital of at least 8% of its total assets and a capital buffer of at least equal to a further 2% of its total assets. That is if that credit union has total assets of more than ten million pounds or more than 15,000 owner-members. Community First Credit Union is in this category. Failure of not operating within these parameters or not reporting any compliance problems immediately to the financial regulators could result in the credit union being instantly closed.
A credit union must notify the PRA immediately if its capital falls below the minimum threshold, effectively 10% at the time the participation sessions were performed. In the event that a credit union enters its capital buffer (2%), it must then plan for the restoration of its capital buffer to the 2% within an agreed reasonable period. The total assets comprise of a credit union’s cash and bank balances, its net book value of fixed assets, its net loan book value and prepayments and accrued income. With reference to a credit union’s Liquidity Ratio, the PRA requires a credit union to retain liquid assets equal to at least 10% of its total relevant liabilities. For an asset to be liquid it must be cash or can be realised for cash within eight business days. Total relevant liabilities means the sum of its owner-member holdings, their unattached shares (i.e. the term used by credit unions to denote savings, which are usually held in share accounts) and deposits for those persons deemed as junior account holders (aged sixteen and under) who are too young to be classed as owner-members. Also liabilities, other than liabilities for shares (savings), with an original or remaining maturity of less than three months. The amount and composition of liquid assets held by a credit union must be prudent and appropriate to the nature, scale and complexity of its business, whilst having regard to material risks, including the risk of a sudden adverse cash flow. Like the Capital Asset Ratio, the PRA must be informed immediately if its liquid assets are below 10% of its total relevant liabilities for more than two consecutive business days.

There are other performance indicators, such as a credit union’s loan delinquency ratio, but it is the two previously stated indicators above that give an indication to the financial regulators of the status, performance and sustainability of the credit union. They are therefore constantly monitored by the management of any credit union who must act to ensure regulatory compliance at all times.
All these pressures placed on credit unions come at a time as poverty, amongst even those in employment, has risen increasingly over the last four decades. Sharply for the last two. Much of this is related to higher housing costs: “lower incomes, a group that is particularly likely to be renting and be spending large fractions of income on rent.” (Joyce et al., 2017, p.11), low pay and the growth of zero hour employment contract arrangements. The latter in the last decade has risen from an estimated 37% to 58%. So some of those that are low paid would have been ‘better off’ financially if they did not work at all regarding the actual money they had to take home. These rising costs have resulted in those classed as working but in poverty to rise to over a million people in the UK in 2017. So how would this group of people, who have less than 60% of median income and defined as ‘poor’, get assistance? Many turn to credit unions. Many, because of the low profile and misapprehension of what a credit union can offer, do not. This can have major detrimental repercussions on the individual and society. 
Just over five years ago the Financial Conduct Authority (FCA) introduced stricter regulations, affordability checks and essentially capped loan interest rates regarding payday loans organisations. Even the largest of such companies that offered such loan services could not then sustain their operations as it was the excessive rates of interest they charged that kept the payday loan companies viable. This collapse was welcomed by many but the attack upon payday loan companies was not fully thought through. Their failure left a loan provider’s void. This was mostly then filled by unregulated, illegal money lenders, loan sharks (FCA, 2017). People particularly in the low literacy and low wage category were and continue to be easy prey for such lenders. Especially in a world where a naivety towards finances, a borrowing culture and a live in the now attitude has become the norm in certain communities. Change, although never easy, because of this is difficult to accomplish. One of the greatest achievements Community First Credit Union has ever effectuated (with reference too to this study) - literally for the sake of communities the length and breadth of the country - is the 1st April 2019 law change restricting the practices of Rent-to-Buy organisations.
A.1.4 Credit Unions – Debt & The Need For Credit Unions
Council tax, tenant rent arrears and illegal money lending debts are still occurring and are growing in many credit deserts (Demos, 2019). A retraction of banking services (including bank branch closures and falling ATM availability) by banks and other organisations like the Post Office continue. Also some high street retailers have now grasped the opportunity to sell their products by providing a loan facility. These can have very punitive interest rates and high charges for late payments. An opportunity facilitated by the collapse of many rather expensive but licenced lending operators, an opportunity too for the non-licenced operators (loan sharks, door-step lenders etc.) to move into communities.  
There is an ever growing debt problem. This often occurs in towns that may not always be considered to be prime candidates as such by the casual observer. In the operating area of Community First Credit Union are some of the largest towns in the country where generations have been out of work following long-standing large scale employment industries being closed down. In this occurring, it can create in certain areas an on (DWP) benefits not working culture. For example Scarborough, where the credit union has a branch, the town had in 2018 the second highest rate of personal insolvency in the country with almost forty-eight people in every ten thousand adults declared bankrupt or in a voluntary financial management arrangement, referred to as a DRO, a Debt Relief Order (BBC, 2019). In Scarborough too is the largest deferential in the country between the local and the national average salary. A deferential of over eight thousand pounds. So most in a difficult financial situation there could face a very long and onerous battle to address it. Many will fail without the assistance of organisations like credit unions. Difficult financial situations can result in increases in crime in communities. Involvement in criminal activity is a decision an individual makes but is highly influenced by their environment. With inequality, either perceived or real, comes increasing frustration to those who consider themselves to be less successful (Merton, 1938). Moral entrepreneurs and agents of social control use their selective judgement and discretion in how they consider the best way to deal with deviant or illegal behaviour. Rising crime is often perceived as a symptom of inequality. As Patricia Gallam Chief Constable of the London Metropolitan Police stated in The Guardian newspaper (14/06/18) with reference to rising reported crime: “Inequality leads people to feel like they do not have a stake in society”. A view that “social capital and income inequality are the powerful predictors of intentional homicides rate and violent crime.” (Anser et al., 2020, p.13) being generally accepted elsewhere.
For the last fifty years UK governments, through their policies, framed how a credit union operates to deliver regulated financial services as an alternative to people using conventional high-street banks. Government recognises that the credit union services are used in part by a particular demographic that they have always had problems connecting and communicating with. The service offering and the trust that a credit union brings through all its activities with its owner-members in a community, if required, makes it a conduit between the public and the public’s Government. The UK Government, in an effort to show its understanding and how it wishes to promote a credit union, often mentions its mutuality (Department for Digital, Culture, Media & Sport, 2017). Fundamentally, it being owned by its account holders, its owner-members with no obligations to other shareholders. This is not something that is high on any owner-member’s list of ‘must haves’. Trust and efficacious service are. References to terms such as a credit union’s mutuality status do not raise a credit union’s profile or aid general understanding of what a credit union is, does, and how it can really help those in need (Cairns et al., 2005). Another problem that sometimes arises is when a credit union is referred to as a poor man’s bank which again does not enhance its standing with prospective customers when compared with other firms (Lasker and Guidry, 2009). Many that use a credit union do so in fact by choice. They may just not like banks, or had a bad experience of one. They could wish to save with a credit union so the monies deposited may be used ethically in supporting the local community. It could be the competitive loan interest rates at a credit union, or they may simply believe that the service levels in their credit union far exceed that of high-street banks:
“Nevertheless it is clear that credit unions do not want to return to the traditional image of the poor person’s bank. New model methodology, and the concept of a quality credit union, offers credit unions the opportunity of serving low income and financially excluded groups with the accessible, professional and affordable services and products they need and want.” (Jones, 2007, p.2151).
How a credit union can act as an agent of positive societal change is highlighted in Appendix 12: They Lend It, You Spend It - The Loan Shop, which references the 2019 Channel 5 (Channel 5, 2019) documentary series about the credit union featured in this study, Community First Credit Union.  

Appendix 2 – The Town of Mexborough   

A.2.1 Pen Portrait: Mexborough, Manvers and South Yorkshire

1. Mexborough
Mexborough is a small town (population 15,500) on the western edge of Doncaster borough. Mexborough was recorded in the Domesday Book (1086) as Mechesburg, a name which refers to a fortified place. Mexborough remained a village for 700 years but little now remains of its rural past. Mexborough’s rural character was to change rapidly in the 19th and 20th century with the development of coal mining industry in the area and also quarrying, brickworks and ceramics. A notable feature of the town is Montagu Hospital, built on land donated by Lord Montagu who laid the first stone in 1904.

2. During the second half of the 19th century, a Cooperative Society was formed in Mexborough modelled on the one set up by the Rochdale Pioneers in 1844. In 1861 nine working men formed the Mexborough Working Men's Industrial Society (later renamed as the Mexborough Cooperative Society) which had 1,200 members by the 1890s, with ten shops serving all the Mexborough area. 

3. The industrial revolution led to the development of coal mining in the Dearne Valley during the 19th and early 20th century. The population increased rapidly and the Dearne and Dove Canal was opened between 1798 and 1804 to provide access the local collieries, closing in 1961. By the 20th century, the Dearne Valley was dominated by a string of collieries. Railways were built to serve the mines and a dense network developed west of the town which required railway locomotives to haul coal. A large 15-road depot for up to 150 locomotives was built between Mexborough and Swinton, which operated from 1875 to 1964.

4. Mexborough was surrounded by collieries, with Manvers Main to the west, Cadeby and Denaby to the east, Barnburgh to the north and Kilnhurst to the south. In 1981, 20% or employment was in coal mining, rising to 30% for men. 25% worked in manufacturing, some of which was linked to the coal industry. All of these mines were closed between 1986 and 1989, leading to mass unemployment. Much regeneration work has taken place to restore derelict land and develop new industries. A controversial Millennium project on the old Cadeby Colliery site was the Earth Centre, perhaps ahead of its time, which opened in 1999 and closed in 2004.

5. Manvers

After 1945, the coal industry west of Mexborough concentrated to form the Manvers complex which covered an area two miles across, to the north of Wath. Here, there were coal mines (Manvers and Wath Main), coking works, a large coal preparation plant, stockyards, tips, marshalling yards, depots, workshops and offices. 8,000 people (manly men) worked at Manvers in 1980. The coking works was closed in1981 and the complex run down until it was finally closed in 1988, with the land remaining derelict for 10 years.

6. Regeneration at Manvers began through City Challenge, starting in 1991 and assisted by EU funding. After much reclamation work and new road building, industries were attracted after 2001, notably call centres and offices as well as manufacturing. By 2007, there were as many people working at Manvers as there had been in 1980 and the number has continued to increase up to about 10,000 as the site developed. In recent years Manvers has become a major location for new housing development and is also the location of Dearne Valley College, now part of the Rotherham and North Nottinghamshire Group.

South Yorkshire

7. South Yorkshire was created as a Metropolitan county in 1974, from the southern part of the former West Riding of Yorkshire. The county contains four local authorities – the Boroughs of Barnsley, Doncaster and Rotherham, and the City of Sheffield. The county was initially dominated by heavy industry with coal mining in Barnsley, Doncaster and Rotherham, steel making in Sheffield and Rotherham and heavy engineering in Doncaster. Employment in these industries was already declining and the process speeded up with major redundancies in British Steel in the early 1980s and British Coal in the mid to late 1980s. South Yorkshire County Council was abolished in 1986 and strategic powers transferred to the four districts.

8. South Yorkshire today has 1.4 million residents and a thriving economy, far more diverse than in the 1970s and 1980s. The employment rate is 73.3% of the working age population, below the national average of 75.6%. There are 558,000 employee jobs located in the county, with the proportions working in manufacturing, motor trades, public administration and health care being well above the national average. However, there remains a legacy of high rates of long term sickness, poor health and relatively low levels of qualification. Unemployment has fallen but at 5.6%, remains above the national average of 4.2%. Furthermore, there is a dislocation of communities once defined and united by two nationalised industries and a feeling of loss of purpose. British Coal and British Steel created, along with local and central government, a culture of dependence which has been slow to change.
A.2.2 A Brief Review Of Mexborough’s Economic & Social Past & Present 
To follow is a brief review of what has happened to and in the town of Mexborough since the demise of its largest employer, British Coal (coal mining), in the latter part of the 20th Century (Hopkin and Rosamond, 2017). 

The town, its local authority, appears in the July 2019 analysis The Good Credit Index (Demos, 2019). A report that suggests how central and certain local government authorities could change their practice to better address financial requirements and people’s ambitions in the country. In it twenty-nine ‘credit deserts’ - a place where there is a recognised need for credit but low credit scores are prevalent resulting in a deficit of legal lenders - are exposed within local authority defined areas. Mexborough is a post-industrial town. It has an essential need for a high level (identified in the highest twenty-percent of the country with an average credit score of ‘poor’) of legitimate credit providers. Mexborough is a surprise though. It has a number of high street banks (e.g. National Westminster, Lloyds, Halifax) still present on its main small shopping street. Many other towns, not just South Yorkshire towns, have lost their bank branches quite a while ago. The town also has a branch of Community First Credit Union. So this credit desert is not the result of a lack of available legitimate banking organisations in the town, but perhaps relates more to access and inclusion.
Out of 890,000 people between 16 and 64 years of age in South Yorkshire, from January to December 2019, 698,400 people were economically active, 661,900 were in employment, 36,500 unemployed (Nomis, 2019). 

Public investment in South Yorkshire has decreased over the last decade. The allocation of the European Union’s funds to countries identified of being in greater need, changes in austerity policies, changes to the relationship the UK has with the European Union etc.,    has resulted in supportive organisations like UK (Local Authority) councils having their intervention capability being drastically restricted with councils, for example, now operating in a mode of “minimal council”. This is where they only really have the resources to do legislative public service core activities. Innovation programmes and additional capacity to do direct community development and assistance are now heavily compromised. Beyond this, South Yorkshire had and still has a heavy dependence and reliance on public sector jobs. Jobs were also decimated since the financial crisis a decade ago, the economic recession since, and the implementation of the then UK’s coalition Conservative and Liberal Democrat Government austerity programme (Whiteley et al., 2015). Other factors such as limited infrastructure enhancements has resulted in South Yorkshire having some of the most deprived towns in the country.
The Social Mobility Commission’s Social Mobility Barometer Report (Social Mobility Commission, 2017) states that 78% of people who grew up in a working-class family still classify themselves as this now (Figure A.2.2.1). Also almost half of Britians (49%) consider themselves as working-class with Yorkshire being one of the regions where those living there are more likely to say that they are working-class:
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The report highlights that actually 12% of people earning over £100,000 a year and 6% of people earning over £150,000 a year identify themselves as being working-class. Therefore self-identification is not the only way this can be measured. When asked 66% of respondents believed that the next generation will have fewer opportunities to move up in society (Figure A.2.2.2):
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Seven in ten people accept that there are significant differences in employment opportunities in Britain, with many old mining towns like Mexborough not being a destination to move to but to move away from to find sustainable, progressive employment (Figure A.2.2.3): 
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With the majority of people in Yorkshire saying the employment opportunities are far better in and around London and the South of England (Figure A.2.2.4): 
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Appendix 3 – Ethics: Correspondence To
                       Participants (Ethical Application:017405)
There were three participant research groups that formed the basis of the field-work. Each of the three ‘single’ participant working groups I assembled through my professional network. Each group consisted of three people. Both the credit union and the public service officer groups I selected through my professional involvement with their organisations, engaging directly and fully with their own organisational ethical and engagement protocols and management practices. Once individuals were identified within their own organisation I contacted them by telephone and further explained the study. Those interested in participating received the letter below, that provided an overview of the study, and also a consent form which included how the use of audio, photographic and video recordings was planned. Possible owner-member group participants were first identified by using the in-depth knowledge of the Mexborough credit union branch staff of their owner-members that I approached and should they wish to be involved I then issued the same correspondence as the other two groups had received. All participants returned the consent form signed before the very first participation session. 

All participant activity took place in the credit union board room at its branch and head office in Mexborough South Yorkshire. As a ‘bank’ it was a highly secure, highly alarmed and highly monitored location so it was not only an ideally situated location for participants to easily attend research sessions (a town centre location with its large free car park and also it being a two minute walk from both Mexborough’s train and bus stations), from my personal, as well as a participant safety perspective, I considered it to be a good place to host the participation sessions.

Please note, the reference “Dark Places Of Knowledge - Exploring Language Practices In A Financial Context” was this study’s original working title. 

A.3.1 Letter of Introduction (Participation Information for under the then working thesis title of “Dark Places of Knowledge” – 3 pages):
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The School of Education
The University of Sheffield
388 Glossop Road,

Sheffield,

South Yorkshire

S10 2JA

E-Mail: gsimpson2@sheffield.ac.uk

Telephone: 07776 163577

7th March 2018 
Dear 

This letter provides an overview of the research project you have kindly volunteered to participate in, titled: Dark Places Of Knowledge – Exploring Language Practices In A Financial Context.
I would like to explore the relationship between the use of language through the actions of public authorities such as councils and housing associations, third sector organisations like credit unions, and the people they all serve. This will inform the service providers like councils, how best to explain and promote services in the future in a way that the public can more easily understand. This could for example be achieved by removing all the jargon and presenting the service offering in plain “everyday” English. 
The main theme will be to review how people in the community can contribute into promoting the benefits of people being financially aware and why having a better financial understanding of their affairs is so important. To give a focus to this investigation, services provided by the local credit union will be reviewed. Often the language that is used by organisations, whose main function is to engage and assist the general public, is too specialised for the general public to easily understand. I propose during this investigation that the service providers and recipients are brought together to work together to ensure that through everyday language and the shared goal of better and more accessible services, then we may also be able to really start to also address the ‘them and us’ power dynamics and barriers that can occur between all parties involved.    

I will be conducting this research. It will be used within a thesis assignment for a Language & Literacy doctorate that I am currently studying at Sheffield University. I very much hope that all the work produced will be used in a practical way to enhance the promotion and working practices of those organisations like the credit union, councils and housing associations involved.  I can be contacted in the following ways:

      Telephone: 07776 16…. 
Email:       gsimpson2@sheffield.ac.uk 

I am being supervised on this project by Dr Mark Payne from Sheffield University who can be contacted in the following ways:

       Telephone: 0114 22…. 
Email:        mark.payne@sheffield.ac.uk 

Should you have any further questions about this research, please do not hesitate to contact Mark or myself at any time.

This research will involve you where possible attending three one hour group sessions over a few months, with an optional fourth session a few months later just to keep you informed of progress to date. At these sessions you will be asked about how you feel with regards to the introduction of a service or services into the credit union. This is for you to offer suggestions on how to improve and promote a better and more engaging service. The subsequent session(s) will then assess how applying these suggestions have had an effect on the service take-up by credit union members (account holders).

The first session, with a small number of other people, should take place in March 2018, a second and third before the end of April 2018 and then an interim review of the effect on the service in August 2018. A final review, should you wish to attend, will then take place in early 2019. The sessions will be scheduled at a time that is convenient to you. You will also be able to reschedule them at any time by contacting me directly should any problem arise that makes it difficult for you to attend.

The sessions will take place at a local credit union branch – I will meet you at the reception desk at the start time of the session:

South Yorkshire Credit Union, Main Street, Mexborough, South Yorkshire, S64 9LU.

Telephone: 03030300010

In order to assist me in being able to recall what you said during the sessions I will make recordings using a digital recorder. Nobody else will have access to this recording except my university tutor, Dr Mark Payne, who may request to reference it to ensure I have made a true representation of the session(s). These recordings will be destroyed one year after the final project report has been completed and submitted. In the reports produced I will write about the things you tell me and the things I observed you doing but you will never be mentioned by name and you will remain anonymous. Some photographs may be taken and filming may also take place to complement the sound recording (for example an image of you considering the presented marketing material such as a service advertising poster being presented for comment), but only with your permission. You can still participate but not appear in any photographs or be captured on film. Please see the attached consent form to confirm your preference.

As a research participant, you will have the right to:

· Confidentiality: any personal information or identifiable data that you present or share with me will not be disclosed to anyone without your prior consent.

· Anonymity: any personal information you provide will never be attributed to you by name in project reports without your prior consent.
· Refuse: you can withdraw from the research at any time without giving any reason and decline to answer any questions.

· Security: all data collected from you will be stored securely. 

Again I would like to thank you for your participation and should you have any questions, concerns or suggestions anytime, then please do not hesitate to contact me.

Yours sincerely, 
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Gary Simpson

EdD Student (conducting research)

The University of Sheffield 
A.3.2 Consent Form: (1 page):
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PROJECT NAME – DARK PLACES OF KNOWLEDGE – Exploring Language Practices In A Financial Context

Dear  
I would like to ask you to take part in a small research project whose purpose is to investigate how a service or services provided can be better explained and promoted with particular focus on the language used to do this. How understanding and service take-up can be enhanced by using everyday English rather than the language often adopted by the service providers such as a credit union or a council.

This will involve using audio recorders and cameras, taking photographs and some filming, during the times we meet in a small group to discuss your thoughts.  You can of course still participate without being filmed, photographed or audio recorded. You can withdraw from the research at any time without giving any reason and decline to answer any questions.  If you would like to take part, can you please complete the form below and return it to me as soon as possible.  There is an accompanying three page Information Sheet with regard to further information about your participation but should you have any questions then please do not hesitate to contact me (mobile 07776 76….).

Many Thanks,


Gary Simpson

EdD Student (conducting research) - The University of Sheffield

as part of  DARK PLACES OF KNOWLEDGE – Exploring Language Practices In A Financial Context thesis for a Literacy & Language doctorate 

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 
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Your Name :
____________________________________________________________________________

Your Address :
____________________________________________________________________________

I am happy to be involved in the research, to take and have photographs and film taken, as well as audio recordings, to capture what I think about the topics and services discussed: Yes   No    (please tick)

Your Signature :   __________________________________________________________________ 
A.3.3 Ethical Approval Confirmation: 
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Gary Simpson
Registration number: 150242235
School of Education

Programme: EdD/Literacy & Language

Dear Gary

PROJECT TITLE: DARK PLACES OF KNOWLEDGE - Exploring Language Practices In A Financial Context
APPLICATION: Reference Number 017405

On behalf of the University ethics reviewers who reviewed your project, | am pleased to inform you that on 2/09/2021 the
above-named project was approved on ethics grounds, on the basis that you will adhere to the following documentation
that you submitted for ethics review:

« University research ethics application form 017405 (form submission date: 29/09/2021); (expected project end date:
27/07/2019).

« Participant information sheet 1039471 version 2 (05/03/2018).

« Participant consent form 1041195 version 1 (05/03/2018).

« Participant consent form 1039472 version 1 (05/02/2018).

If during the course of the project you need to deviate significantly from the above-approved documentationplease inform
me since written approval will be required.

Your responsibilties in delivering this research project are set out at the end of this letter.

Yours sincerely

Anna Weighall
Ethics Administrator
School of Education

Please note the following responsi

ies of the researcher in delivering the research project:

« The project must abide by the University's Research Ethics Policy:
hitps://www.sheffield.ac ukirs/ethicsandintearity/ethicspolicy/approval-procedure.

« The project must abide by the University's Good Research & Innovation Practices Policy:
hitps://www.sheffield.ac uklpolopoly_fs/1.671066/fle/GRIPPolicy.pdf

« The researcher must inform their supervisor (in the case of a student) or Ethics Ads
of staff) of any significant changes to the project or the approved documentation.

« The researcher must comply with the requirements of the law and relevant guidelines relating to security and
confidentiality of personal data.

« The researcher is responsible for effectively managing the data collected both during and after the end of the project
inline with best practice, and any relevant legislative, regulatory or contractual requirements.
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Professor Rebecca Lawthom
Edgar Allen House
241 Glossop Road

Sheffield S102G6W

28 September 2021 ‘Emal: anna.weighall@sheffield.ac.uk

Re. Ethical Approval: DARK PLACES OF KNOWLEDGE - Exploring Language Practices In A
Financial Context (01745; Mr Gary Simpson)

Please note that the original approval letter was not recorded on the ethics application system, due to
an error. Therefore, the attached approval letter is dated after the data collection phase Aprl 2018 —
October 2018. However, | am satisfied that ethical approval was in place prior to data collection, and
that data was collected in accordance with this.

Yours sincerely

Dr Anna Weighall

Ghair of School of Education Ethics Gommittee







Appendix 4 – Engagement Questionnaire 
Direct references to the use of this document are in Sections 3.4.1, 4.2.4, A.5.1 and A.5.2 of this study:
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The questionnaire process did fulfil its function. The meeting (PRA6) with the owner-member group to go through it, rather than respond in writing like the other two groups did, through their enthusiastic attendance did show how much they enjoyed their involvement. This is possibly because they believed what they were doing was valued and for the common good. A lesson for all such activities where some respondents could find it difficult or it is just not conducive or comfortable for them to present their thoughts in writing - which can often better suit the researcher rather than the researched. Like all the participation sessions, the provision of a safe space where the topic or topics in question could be discussed in an orderly way was vital.
Appendix 5 – Questionnaire Responses
With regard to the questionnaire responses, in the following two sections are first the written ones from both the Public Organisations and Credit Union officer groups (in Section A.5.1), and secondly the verbal responses offered at the physical meeting (PRA6) from all the Owner-Member group participants (in Section A.5.2):
A.5.1 Questionnaire Process & Response – Public Organisations & Credit Union Officers

In this section is a summary of the returned responses from the Public Organisation and the Credit Union officer participants to the eleven questionnaire questions:

1. What do you feel has been useful by attending these sessions?
· What this study has done is emphasise further that the language used by service providers must be easily assimilated by the service recipients and that the recipients must be listened to by the service providers from the outset of any service development. This is the only way to provide a comprehensive and user acceptable service, by all those involved having a more holistic understanding of what is required by them (the service recipients), for them - “It’s important they receive communications in a way in which they understand and are comfortable with ……. Know your business, know your customer!” – Public Organisation Participant (SE-2: (SE-1:21/09/18:Q). This process helped the service providers by them “Gaining an insight to how people react differently to marketing campaigns.” – Credit Union Officer Participant (CU-2:21/09/18:Q), and by it presenting an “Opportunity to listen to the experiences of members.” – Public Organisation Participant (SE-2: (SE-1:21/09/18:Q)

2. Have you enjoyed attending the sessions?
· All enjoyed every session. This was wonderful to hear as at times there were unquestionably serious, frank and unswerving discussions between certain participants. This comment below was a direct reference to the ethnicity question regarding the picture of the family that appeared on the marketing materials - “The psychology and dynamics behind the discussions were always interesting. They challenged my perceptions of how people think, especially around issues such as ‘political correctness’.” – Public Organisation Participant (SE-1:21/09/18:Q). “The sessions were enjoyable.” – Credit Union Officer Participant  (CU-3:21/09/18:Q). “Yes, particularly the one that included the owner-members.” – Public Organisation Participant (SE-3:21/09/18:Q). 

3. Did you enjoy all the sessions you attended?
· They all enjoyed all the sessions but all the responses stated that the larger group sessions were the most enjoyable to participate in and experience as - “The barriers came down rather than went up. There’s a real difference between the ‘corporate’ way of doing things and responding to ‘real life’ earthy situations.” – Public Organisation Participant (SE-1:21/09/18:Q). “Yes, I prefered the larger group sessions.” – Credit Union Officer Participant (CU1-:21/09/18:Q). “Yes, I enjoyed listening to the different groups opinions.” – Credit Union Officer Participant  (CU-3:21/09/18:Q). “Yes, it was good to gain an insight to colleagues thoughts and views.” – Credit Union Officer Participant  (CU-2:21/09/18:Q). “I enjoyed all of them.” – Public Organisation Participant (SE-3:21/09/18:Q).

4. Did you feel it was different in the larger groups and why if it was in your opinion?
· Now this question started to divide opinion, from – “No – still able to participate and voice opinions.” – Credit Union Officer Participant (CU-2:21/09/18:Q), to “The larger group was very dominated by lively characters of the CFCU (Community First Credit Union) members, this made that group very interesting, to hear the perspective of people we were trying to help.” – Public Organisation Participant (SE-3:21/09/18:Q). From a customer perspective, regarding what they want and making this intrinsic in the service design, planning and offering, it was appreciated by most that it would be at the very top of the requirements list and considered at the very start in any private sector action of a similar nature. Something the public sector should seriously consider doing more of.
5. Do you feel that the language you used in the larger group changed from what you would usually use elsewhere, or in the initial smaller group you were part of?
· Interestingly all but one participant here stated that they had not changed their language, but from my perspective, as I will detail in the next chapter, they had. The exception affirming that – “Perhaps – my language may have become more simplistic to ensure all understood.” – Public Organisation Participant (SE-3:21/09/18:Q). Also they all said they had listened more in the larger (PRA4 & PRA5) group sessions - “But I listened more in the larger groups – more interesting than ‘corporate’ sessions. I knew I was going to learn something from a raw, tell-it-as-it-is perspective. Many people are daunted by that approach because they can take bluntness as a personal criticism when it’s not.” – Public Organisation Participant (SE-1:21/09/18:Q).

6. Has the sessions in any way improved your knowledge regarding financial matters or services?
· The general consensus was ‘No’. This was expected as these are all professionals working in this area. Also there were many positive outcomes stated, summarised best by - “The sessions emphasised the issues people have in managing a tight budget and how they prioritise their funds.” – Public Organisation Participant (SE-3:21/09/18:Q). They all understood the problems but there seemed to be a detachment between the service provider and service recipients, a realism, a humanisation that this whole exercise had highlighted as often being missing from their practice. This they admitted to in session PRA4, stating that they should engage and listen to their customers more when providing services and systems for them - “We think we know what you like but we don’t.” – Public Organisation Participant (SE-2:14/05/18:PRA4). This study has therefore had a direct impact particularly on the practice of those public senior officers involved and subsequently their teams and the departments they work in. I gained an interesting insight into what the public organisation and credit union officers learnt from this experience. 
7. Were there any terms used regarding money and financial matters that you found or still find confusing, frustrating or you still just do not understand them?
· Unsurprisingly, and thankfully with all of the participants having a career within a finance based occupation setting, the answer was a unanimous ‘No‘ to this question.

8. Did the chair of the sessions (the researcher) include all of the participants and did you feel you had the opportunity to say what you wanted when you wanted?
· All participants answered ‘Yes’ to this question – “Yes, absolutely no problem there.” – Public Organisation Participant (SE-1:21/09/18:Q), “Yes, all participants were engaged and encouraged.” – Credit Union Officer Participant (CU-1:21/09/18:Q).

9. Did you feel that the marketing materials produced from your direct input will make a difference and why?
· From this group it was a let us see the take-up figures in six months’ time position, but all the comments were positive such as “Yes, they are more suitable to our audience.” – Credit Union Officer Participant (CU-2:21/09/18:Q) and – “Yes, I feel they are getting the message across in a simple way.” – Credit Union Officer Participant (CU-3:21/09/18:Q).

10. Are you proud of the marketing materials you produced?

· All participants were pleased, some proud, but all understood that the real success will be the impact on service up-take. An increase in Budgeting Account issuance would make them certainly proud, rather than just pleased with what they had designed – “Proud? It will be interesting to see the impact they have.” – Public Organisation Participant (SE-3:21/09/18:Q).   

11. Have you any other comments, suggestions or concerns?  

· There was a very specific reference to removing Facebook historical comments from the credit union’s Facebook account but otherwise there were no further comments.

A.5.2 Questionnaire Process & Response – Owner-

             Member Group: PRA6

To follow is a review of the responses from a physical meeting with all the owner-member participants together (PRA6 – 18/10/18). None of the owner-members had completed the questionnaire previously, none of the questions had been reviewed before:

1. What do you feel has been useful by attending these sessions?
· This question was greeted with a unanimous yes. All participants thought it allowed them a voice that ensured they could contribute to the study. Also, it made them realise they actually had a feeling of responsibility to help their community by their involvement, making those public officers present that could do something to improve people’s lives on a large scale at least better understand the problems their service users face on a day-to-day basis - “Of course! Made ‘em (the other two officer groups) see sense.” – Owner-Member Participant (OM-1:18/10/18:PRA6) and – “In the bigger picture it is (useful) and if we didn’t think it was reyt we wouldn’t say it and, we wouldn’t take our time to come and do these things.” – Owner-Member Participant (OM-3:18/10/18:PRA6). “We do care.” – Owner-Member Participant (OM-2:18/10/18:PRA6).

2. Have you enjoyed attending the sessions?
· Again a unanimous – “Yes, but we didn’t think we would when we were first asked.” – Owner-Member Participant (OM-2:18/10/18:PRA6).
3. Did you enjoy all the sessions you attended?
· Again all answered ‘Yes’ to this question – “Yes, we got our input in as well” – Owner-Member Participant (OM-3:18/10/18:PRA6), but then owner-member OM-1 said she had not been as verbal in the all-groups sessions as she had been when in the one all owner-member group session - “I barely spoke and you two did the most of the talking.” – Owner-Member Participant (OM-1:18/10/18:PRA6). I had noticed this at the sessions and although I pushed for the reason here, I got responses like - “Because what they (the other two members, OM-2 and OM-3, in the owner-member group) said were ryte (right), so I didn’t have to say things.” – Owner-Member Participant (OM-3:18/10/18:PRA6) and “Because she (OM-1) were tired.” – Owner-Member Participant (OM-3:18/10/18:PRA6). OM-1 did carefully monitor and where needed (in her opinion) adjust how her group behaved when in the company of the other two groups.
4. Did you feel it was different in the larger groups and why if it was in your opinion?
· All in the owner-member group thought things were very different in the all-groups session - “It is different when they were abart (about). Not that they were intimidating but they are a little because they are, sort, like, more business people and we’re as common as they come.” – Owner-Member Participant (OM-1:18/10/18:PRA6). “When you talk to them they are as pleasant as us.” – Owner-Member Participant (OM-2:18/10/18:PRA6). There was an awareness of the difficulties service providers face from the owner-members as well as the degree of personal ownership accepted by the owner-members of their plight - “They’re (public service providers) so stuck up their own backside, they think everybody tells lies. It (the situation people find themselves in) can be self-inflicted, true.” – Owner-Member Participant (OM-3:18/10/18:PRA6). The final statement that closed the discussion on this question got full support from the other two in the group, and a very hasty and embarrassing apology for the use of one word to me by OM-1 after saying - “There’s only the credit union that has ever helped me get out of this shit.” – Owner-Member Participant (OM-1:18/10/18:PRA6).
5. Do you feel that the language you used in the larger group changed from what you would usually use elsewhere, or in the initial smaller group you were part of?
· As opposed to the other two groups the answer to this by all three owner-member participants was ‘Yes’, and they had multiple languages to choose from - “We’ve got French, English and Mexborough.” – Owner-Member Participant (OM-1:18/10/18:PRA6). Within the Mexborough language this included swearing/bad language. I did state that no real swearing actually occurred throughout the participation sessions, except for the bicycle incident (highlighted in sections 4.2.3 and 4.3.3.2) in PRA5. This caused great hilarity when I mentioned it - “Do you know I’d forgotten all about that, but I would have stuck that (bicycle bell) up his butt-cheeks if I’d got hold of him.” – Owner-Member Participant (OM-3:18/10/18:PRA6). They were very surprised when they thought about the fact that it was true that they had not really used bad language during the sessions. I then asked “Why?”. They answered together without hesitation - “Respect.” – Owner-Member Participant (OM-1&2&3:18/10/18:PRA6). Then OM-1 went on to say “Difference is between us and them (the other two participant groups) is that they have to have respect and not do it (swear), we chose to have respect and not do it.” – Owner-Member Participant (OM-1:18/10/18:PRA6). The discussion then examined how they believed the other two groups possibly learnt a lot more than they thought they would - “They’ve been like this (gesticulating that their noses are stuck up in the air) far too long, that’s why.” – Owner-Member Participant (OM-3:18/10/18:PRA6). Again this further confirmed that a subconscious decision had been made by OM-1 to internally manage this group when all three groups were together, just in case the discussion became too inflamed. The owner-members during the group sessions used ‘proper’ accommodating words - “So they (the other two participant groups) could understand us because we heard the way that they speak was not the way we speak. All the slang goes ………… speaking like what we learnt in school” – Owner-Member Participant (OM-3:18/10/18:PRA6). They wanted others to know “We’re not daft.” – Owner-Member Participant (OM-1:18/10/18:PRA6). “We don’t treat them like they’re daft, we just treat ‘em like they’re toffee nosed.” – Owner-Member Participant (OM-3:18/10/18:PRA6). I asked ‘why?’ - “Because they’re higher class.” – Owner-Member Participant (OM-3:18/10/18:PRA6). “They probably don’t struggle as well, as we do.” – Owner-Member Participant (OM-2:18/10/18:PRA6). “We speak to them like we’d expect them to talk to us.” – Owner-Member Participant (OM-2:18/10/18:PRA6). 
6. Has the sessions in any way improved your knowledge regarding financial matters or services?
· In contrast to the other two groups the answer was “Yes”. Without a doubt and from their demeanour and reaction they were incredibly pleased that what they heard they could grasp as it was explained, with patience, in their language - “We’ve got to know what other customers should know now …… we can pass this on to people.” – Owner-Member Participant (OM-1:18/10/18:PRA6). 
7. Were there any terms used regarding money and financial matters that you found or still find confusing, frustrating or you still just do not understand them?
· They did not miss anything. If they did not understand something they were not afraid to say so and because of this they learnt so much - “We’ve got big gobs (mouths) and we questioned it all.” – Owner-Member Participant (OM-1:18/10/18:PRA6).
8. Did the chair of the sessions (the researcher) include all of the participants and did you feel you had the opportunity to say what you wanted when you wanted?
· They all were very appreciative of the way that for all their bravado that they were cared for, always given a voice and supported during all the sessions - “You encouraged us so much.” – Owner-Member Participant (OM-1:18/10/18:PRA6), then another participant joked - “Like you had a choice.” – Owner-Member Participant (OM-3:18/10/18:PRA6).
9. Did you feel that the marketing materials produced from your direct input will make a difference and why?
· They considered that the materials they had produced would make a difference - “Easy to read, easy to see, bright!” – Owner-Member Participant (OM-2:18/10/18:PRA6). “Gets your eyeballs that orange one.” – Owner-Member Participant (OM-3:18/10/18:PRA6). “When you walk in somewhere and see something bright like that it catches your attention so you want to read it.” – Owner-Member Participant (OM-2:18/10/18:PRA6).
10. Are you proud of the marketing materials you produced?

· All were very proud indeed of the marketing materials, so much so they asked for a photograph to be taken with them to show their family and friends (shown in Chapter 4, Figure 4.25). It was something they had never done before or thought they could ever do – “Yes, I love my coffee cup.” – Owner-Member Participant (OM-3:18/10/18:PRA6). 
11. Have you any other comments, suggestions or concerns?  

· The group believed they had made some very positive contributions already but one thing they thought that needed some immediate attention was a refresh of the credit union’s staff uniforms. All suggestions were kindly accepted and passed to the appropriate credit union staff member for consideration.  
Appendix 6 – The Data Management Process 
The data generated, captured and used by this study to formulate and support its recommendations was precisely recorded, managed appropriately, and securely held. This included the staged analysis data, themes, sub-themes etc., not just the raw session data. At the time this study was instigated and the participation sessions were performed it was not a university mandatory requirement to produce a data management plan, but I did follow one. Each section heading of the plan is shown in this and the following paragraph in bold font. The study’s Proposal Name and Type of Study has been already defined so with regard to the other plan sections the Types of Data were a collection of both quantitative and qualitative data from the multiple participation sessions, a questionnaire and the findings (usage) of services following the implementation of marketing designs from the study’s participant sessions in an actual commercial marketing campaign. With regards to the Format and Scale of the Data, quantitative credit union service usage data over the six month marketing campaign was extracted from the credit union’s own enterprise banking system, qualitative data - notes, transcripts, photographs, video, sound recordings, questionnaires (and responses), marketing materials produced – 15GB of this data was stored on two mirrored secure servers. The Methodologies for Data Collection/Generation defined generated data at each participation session, data collected either through the videoing (sound and vision) and sound only electronic recording, handwritten notes, participatory drawings or participant questionnaire responses. Data Quality and Standards, each session was recorded in the same way and this method with actual examples from it was shared with my university supervisor to validate robustness and compliance to university stated research protocols. Data taken directly out of the credit union’s enterprise system was an automated extraction to prevent any errors due to any manual intervention of the data. This was validated by two officers at the credit union for correctness.
With reference to Data Management, Documentation and Curation: The approach to Managing, Storing and Curating Data has partly been answered above, through data mirroring, and all electronic equipment being password accessed controlled, with any data held also encrypted. Research data, quantitative and qualitative, and the associated analysis, retained in Microsoft Word documents, available on request and following Metadata Standards and Data Documentation compliance requirements. For Data Preservation Strategy and Standards aspects, data will be stored in line with the information issued during the participation enrolment process so there are no plans to retain data in the long-term. Data Security and Confidentiality of Potentially Disclosure Personal Information, and the Formal Information/Data Security Standard, ISO 27001 accredited system with RAID1 drives and RAID5 parity, with terminal server access used. Any personal data followed the participation’s participation agreement so the Main Risk To Data Security and the data management aspect was addressed by this data being encrypted and requiring a password to gain access to it. Also any paper documentation was always held in locked fireproof cabinets. Access to any electronic information, after anonymization, being available on request and also for Data Sharing and Access compliance, any paper documentation not issued unless personal data can be fully redacted. The Discovery by Potential Users of the Research Data retention and access need, for any considered appropriate datasets, would be available through the university’s registry of research data at the university repository. Governance of Access, data will be released on a case by case basis on application. The Study Team’s Exclusive Use of Data, again all data will be released on a case by case basis. Restrictions or Delays to Sharing, with Planned Actions to Limit such Restrictions, all participants were made aware and agreed to data use when they agreed to participate. Regulation of Responsibilities of Users, the University Of Sheffield’s Good Research and Innovation Practice (2019) policy which follows RCUK principles for data sharing was referenced with regard to access by any specialist or any other access to data requests. The study’s research and data Responsibilities were given immense consideration, especially as this research did deal with participant’s thoughts and practices around financial matters so the university’s and the financial framework (FCA, 2019) that I and the credit union works within, which both did complement each other, were closely adhered to.  Finally any Relevant Institutional, Departmental or Study Policies on Data Sharing and Data Security were recorded with the thesis documentation, with relevant policy documentation at the university. At Sheffield University these were defined regarding Data Management Policy & Procedures (2019), and regarding Data Security Policy (2019), and regarding Data Sharing Policy (MRC and RCUK, 2019), which adheres to the MRC and RCUK data sharing principles.

As previously stated, data was shared with my university supervisor throughout the study and its participants were informed of the pattern of service usage and take-up during the six months of the marketing campaign. Again as previously mentioned, this was to be done at one round-up meeting six months after the marketing campaign started, but no participants could wait that long and requested constant updates. This was provided to the participants.

I did use a data management plan framework to state what and how the data would be recorded and used. From its creation, analysis, dissemination, presentation and eventual archiving. Doing this it ensured that what I did with the data did comply with the university’s expected policies regarding data collection, retention and use. It did though emphasise the need to keep the data protected but it also assisted in how the data should be organised in an orderly way. What happened to the data and what happened to the data after the research and thesis submission was clearly stated to the participants in writing before they entered any participation session (please see Appendix 3 – Ethics: Correspondence To Participants). It was important that the data was kept safe, so I mirrored the digital data sets on two servers on different sites and the original non-digital data (which was scanned and held as digital too) securely protected in a fire safe at work. I was therefore confident that if required any data could be presented again for any subsequent scrutiny. It could also be located to be deleted or destroyed in line with the agreed timescale of the research project. 

Appendix 7 – Universal Credit: Its Context, Its
                       Repercussions 
One topic that kept being raised during all the study’s participation sessions was Universal Credit (UK Government, 2017). Here I further detail the topic, context and repercussions of Universal Credit raised in Section 3.2 Context. It was an all study participant, cross-group factor that created a shared touch point that was important as it was something that influenced each participant’s positionality, both personally and professionally and “determined by where one stands in relation to ‘the other’” (Merriam et al., 2001, p.411).  
A number of years ago at DWP’s Head Office in London, I raised concerns to an extremely senior DWP officer when he said to me that people would be paid in arrears and once a month when the new benefit system Universal Credit was to be applied for the first time in the country. This he and DWP generally believed would prepare people unemployed for work when they became employed. They would be used to the monthly payment routine and have their financial budgeting needs fixed, based upon having their benefits being paid to them in this monthly cyclic way already. Rather than the ad hoc payments on different days of every week like the then national benefit system operated. I said that it was not going to work because of the time between the first payment being made available after application (officially a month, but it was often much longer), then the monthly rather than daily payment cycle would result in substantial unrest and anxiety amongst their ‘customers’ who had never had to manage their money in that way. Crucially, for them to manage their expenditure to last a whole month between payments. The rollout of Universal Credit resulted in very unfortunate and serious problems regarding people receiving their benefit payments (Child Poverty Action Group, 2018). Many, many turbulent months of quite simply acute anguish for droves of people, their families, their communities and other supporting agencies. Agencies that had to vastly increase their activities to address substantial safeguarding issues that quickly arose. The rollout was eventually halted by the Government for adjustments to be made. The problems would have been evident and possibly been avoided, or at least lessened, if the customer had been involved and their views listened to and seriously considered. An aim for this study was to consider the value of such service user involvement and how it could be capitalised upon.

There continues to be serious repercussions of the implementation and the delay of payments of Universal Credit to its recipients. Some people turned to working illegally, some to petty theft, others to serious criminal activities. Some were targeted by organised crime. Occurrences of organised crime incidents across the country have been recorded related to this. From a growth in the number of loan sharks operating in an area, to profoundly more concerning methods used by fraudsters to solicit money from the predicament some people had found and still find themselves in because of the benefit changes. One recurring problem nationally, and in South Yorkshire, is where suitably dressed criminals present themselves posing as benefit officers at people’s homes stating they are tasked with arranging the subsequently introduced Universal Credit bridging loans. 
These loans were launched by DWP introduced after the re-launch of Universal Credit (after the problems previously mentioned halted its rollout further) to cover the in-lieu, awaiting payment period when an applicant joins the Universal Credit scheme. This is officially called a Universal Credit Budgeting Advance (UK Government, 2017). Such monies are then directed away from the legitimate applicant by fraudsters to their own bank account. This is further compacted by the actual benefit claimant then being exempt from then reapplying for a ‘new loan’ (as DWP have already officially issued a loan to that person) and they are also, as the claimant, responsible to make the repayments on the loan that they never received, it being redirected to the fraudsters. Leaving the claimant then in a dire financial situation. A situation which can then soon lead to social, health and mental wellbeing issues for the individual as well as, by association, their family and problems (often criminal) in their community as they try and survive (Craig and Katikireddi, 2020). Again all this could have been avoided and is why the approach that this study has taken does matter. It needed to be able to take for example all the real-life personal underlying influences and dilemmas and, built upon an academic foundation, be able to inform others that follow who wish too to apply such service or policy changes in the future. For example the Universal Credit scenarios above, it is important that the service recipient/provider positions are considered but also what the general observer, those not directly involved, the general public see and believe in its need and application. Personal but also common beliefs and attitudes can be set by this not being done which can have repercussions and create false impressions of what is really happening. The topic and context of Universal Credit was important within this study as it affected all three participation groups, and each person within both personally and professionally. They all made up the trinity of actors all affected by Universal Credit. The credit union officers offering financial support needed by Universal Credit service recipients (owner-members) because of their financial exposure with how Universal Credit had been implemented by the (public organisations) service providers on them.

Appendix 8 – Tracy’s Big Tent Qualitative Quality
                        Framework
To give the qualitative data from the study structure and form it was tested against Tracy’s Big Tent Qualitative Quality Framework (Tracy, 2017). The first of its eight tests, fundamentally is the study itself a Worthy Topic, is described in sections 3.4.3 and 4.3.1. The other seven are outlined here. The application of concepts and practices from a wide range of literature gave the preparation, execution and the analysis of the study clarity and Rich Rigor (No.2 of Tracy’s 8 Universal Hallmarks). Sincerity (No.3 of 8) was achieved through self but also group reflexivity within all the participation sessions and the subsequent analysis, acknowledging both the participants and my own biases and in doing so they were managed. The participants’ constant involvement and their multivocality was complemented by recognising, for example, patterns through crystallization. The validity of the research was further enhanced through the application of triangulation. From this a more genuine perspective from the study’s activities would result. There were some aspects, like classism, which reappeared numerous times throughout the whole study process. By the participants applying their focus upon something physical that they could touch and see (the marketing materials) and which then would be successfully utilised in the real world (in an actual marketing campaign) then Credibility (No.4 of 8) was satisfied. Findings were explained in an intuitive manner so the impact from them could be appreciated and, if required, exercised in different situations other to the stated ones in this study, delivering relevance and Resonance (No.5 of 8). Through this the eventual findings and recommendations from this study could be considered to have made a Significant Contribution (No.6 of 8) to the body of knowledge regarding how to best promote and empower people regarding financial services through everyday language. This was to all, but particularly to those in society who may not have the confidence to even attempt to consider any form of self-pecuniary management, or formal education. The participants were ethically (Ethics - No.7 of 8) treated and supported. All participants were encouraged to contribute at all times and to do this they had to feel they were themselves in a safe environment when doing so. In the final chapter of this study (Chapter 5 – Study Discussion & Conclusion) the Meaningful Coherence (No.8 of the 8 Universal Hallmarks) of the study can be judged with regards to its responses and findings to its own questions. Also that the study’s relationship with the identified literature and the methods it engaged had all been done in a meaningful, coherent way.

Appendix 9 – The Social Change Grid
The grid assists in modelling what is available for use and what is not. It also provides a framework so that anything new being considered which could affect the situation can be examined. 
From this assessment, options on what to do to move things forward can be better appraised by seeing where what is being proposed affects all four defined quadrants in the grid. 
These are:
· Community (top left quadrant):  Holds where people and organisations, rather than by geography, are brought together.
· Service Provision (bottom left quadrant): Represents what support is available.  
· Public Space (top right quadrant): States social and cultural norms, behaviour, politics, image and even the social media effects on for example the mobilisation of groups, even society generally. 
· Institutional Power (bottom right quadrant): Relates directly to the framework of law and those that apply it. Also the power, influence and responsibilities of national and local government, business, as well as organisations such as charities.  

Using the grid, proposed changes that could impact the ‘customer’, the organisation itself, other organisations (that it may be already involved with, or may not be and should be), society and communities generally, with all their complexities, can be more comprehensively assessed. This approach does capture variables a way to reference and visualise the relationships between them. This was similar to the study’s themes and sub-themes analysis, but what would and could be said subsequently to an identified leading politician/policy maker to get the study’s recommendations possibly applied? Any available time with most politicians would be limited so what led to the problem and what change can halt it and improve things needs to be all presentable in initially less than two minutes. Before this elevator pitch (Westfall 2012) could be scheduled, questions such as does the law, policy, service, public attitude or behaviours need to be changed or actively enforced, must be first exhaustively researched and answered. 
It would be beneficial to approach someone who already understands the problem or problems. So framing the story towards their personal interests, constituents’ fears and concerns and his or her past and present campaigns would be advantageous. The evidence presented must be concise and of enough quality and depth. Have the people affected been involved or been consulted? The value of the analysis comes from the people involved and their views being respected. Are there any unintended consequences? The legitimate financial world learnt a great deal from the action taken against then the UK’s leading payday loan operator Wonga that collapsed in 2018 (The Guardian, 2019). Wonga was removed but it left a void filled by mostly unlicensed operations, loan sharks, with disastrous results for communities that were already reeling from considerable financial difficulties.
From the analysis engagement then with the politician would be from a persuasive to influence policy angle rather than an oppositional public mobilisation pressure position. A shared vision of justice and compassion and trust I have found personally works far better than looking at the still valid benefits of reducing poverty. Also what must be highlighted is that circumstances, such as someone losing their employment through no fault of their own, can heave people into poverty. It is not a life choice for many as is often portrayed when particularly the media turn their attention on certain demographics and their communities.
Appendix 10 – The Two Credit Union Services

                          Reviewed
The study participants in this research were focused upon reviewing two of the credit union’s services. Following this review they then designed new marketing materials to promote them to the general public. The two services were the credit union’s Budgeting Account and its Domestic Appliance Service:

· Budgeting Account – This was previously called the Budget Account and the name of it was changed from the outputs of this research. This is an account that helps people manage their payments into and from their account or accounts held at the credit union. It ensures critical payments like mortgages, rent or for a utility like electricity are not missed. It takes away worries and concerns and therefore it assists people in being able to just get on with their lives but by going through the process of setting this up it educates them in basic financial management skills. The to ‘educate’ element is important as it is a direct objective (Objective IV)  stated in the 1979 Credit Union Act that all credit unions in the UK are bound to work with and within (UK Legislation, 2017).

· Domestic Appliance Service – This provides new, delivered and installed household items at affordable web prices for its owner-members. Being able to obtain such items for many people is very difficult. Also very few people budget for example if their cooker needs to be urgently replaced. Even if in full employment this can put a great deal of strain on the individual or family to replace such an item. The credit union during its financial reviews with its owner-members, particularly when they are applying for a loan, often comes across situations that raise great concerns over the owner-members past decisions over such vital purchases. They may turn or have turned to illegal money lenders, door-step lenders or rent-to-buy companies. Hundreds of thousands of people in the UK use or have used rent-to-own/rent-to-buy companies. These companies charge very high interest rates for acquiring household items (and the compulsory associated warranties) such as refrigerators, cookers and televisions. People use these companies because often they have no other choice to access such items owing to their financial circumstances which prevents them from getting credit elsewhere. This results, in essence, that the people with limited funds having to pay much more than those that have money saved or can get commercially competitive credit for essential goods and services. This is sometimes referred to as the poverty premium (Davis and Finny, 2017). That was until the 1st April 2019 when the law changed. Community First Credit Union, with initially outstanding support from someone who then became the eventual national lead on the campaign to change the way rent-to-buy companies operate in the UK, the Right Honourable Edward Miliband MP, was nationally recognised for its part in bringing this change. What could have been vitally missed, in what turned into a national campaign with national press, radio and television coverage, is that it was not enough to remove or pare down such rent-to-buy activities in the UK, an alternative, an affordable replacement service had to be there to provide such items. Otherwise the repercussions could have been far worse. A vast increase of doorstep lending (small sums of money borrowed off questionable sources who charge very, very large amounts of interest to those on limited or no income) in a community being just one. This is what this credit union’s Domestic Appliance Service prevents by providing new, safe, energy efficient, professionally delivered and installed appliances at affordable prices.
Appendix 11 – Rent-To-Buy, Buy Now, Pay Later,
                         Financial Terms & Emoji Use

As enhanced financial regulations start to address the now recently accepted highly questionable rent-to-buy activities in the UK, there are other financial practices that would wish to capitalise on the void it will inevitably leave, it being no longer a sustainable viable business model. Without the high profit margins the business, this business practice, cannot survive. There are so many pressures and expectations on people and families to operate and provide for each other. Perhaps in some cases, above and beyond what their actual income can or would support. Many in society were therefore easy prey for rent-to-buy companies. People living in the now and encouraged more than ever to buy. This only works if the margin on those paying back exceeds those not, hence the high costs to the consumers. The normalisation of the Buy Now, Pay Later consumer for instance is extremely worrying. Behind such consumer offers sits a very well-oiled money making machine to even extract additional monies from those that do keep up their instalment payments on the money they have borrowed. There are often additional costs related to such schemes like Rent-To-Buy that need highlighting (FCA, 2019). 

For instance the affordability assessment which each applicant needs to complete to use such payment methods in many cases. Also the spread the costs processes sometimes needs the associated transfer of personal financial plans applied that include charges. Other extra costs can include the application of APR after a defined period on the debt, also charges if the debt is also within a stated value band etc. It could also seriously affect someone’s credit rating. Without reading and understanding the small print in such agreements debt will proliferate. People need to be financially capable to understand the possible consequences of entering these types of agreements. So in the brief time the credit union may have someone’s attention, any marketing message it uses needs to be short, eye-catching and in a language most could understand - as found in this study. This is difficult when some retailers are intentionally changing the ways things are said in their marketing materials to encourage spending, to buy now and not to really worry about the pay later element. Many of the Buy Now, Pay Later schemes do support very short-term lending but then they encourage people to spend more by suggesting they can have what they want and that shopping should all be a happy and fun experience.
The way this fun element appears is in the language used, regardless of the way it is delivered to the consumer, via newspapers, on TV, radio, in shops or online. The online try before you buy offer allows the purchaser up to thirty days to pay, even to pay in instalments, with no affordability checks applied, with the scheme falling outside strict rules applied on firms. This works well for those on a tight budget in one sense. They can buy and just pay for the things they want and return the ones they do not want without having to pay for all the items like they would in a shop on the high street. In an investigation in 2018 into this practice by The Financial Times (2018), it shrewdly looked at related social media posts which were then causing financial problems, particularly within the 25-35 year age range, by encouraging them to spend more.

The investigation highlighted the frequent use of the crying-with-laughter emoji in the social media posts it captured. These were considered to be an attempt by the purchaser to downplay, make light of their situation. The Swedish group Klarna provides the Buy Now, Pay Later service to many of this country’s largest online retailers (Klarna, 2019). The investigation stated that Klarna’s UK’s General Manager, Luke Griffiths, said that changing the language people use to talk about spending is a key part of the company’s strategy. This is an extremely successful, legitimate business offering a professional service, yet after a review of some of the retailer websites and app services using Klarna’s service such as Topshop (2019), shown in Figure A11.1, ASOS (2019), JD Sports (2019) and others, I found that the wording about spending is certainly very positive and is the first thing presented on visiting the sites. The financial repercussions, or the effect it can also have on someone’s health and wellbeing, of entering such an arrangement is not so apparent. 
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                               Figure A11.1 Topshop, Klarna pay later service website page
The regulatory restrictions recently applied (FCA, 2019) on the largest perpetrator of the rent-to-buy business practice in the UK, Brighthouse (2019), has had a large detrimental effect on their business. Brighthouse surviving longer than most rent-to-buy companies by being of a size to be able to take a large drop in revenue caused by the legislative changes, but also by being agile in its business decisions. For example in some towns they closed their own retail units and moved their retail activities into the back of Poundland (2019) stores. This was a very prudent business decision supporting a continued high street presence and a sharing of costs, all with a company who have demographically a very similar core customer base. They then suddenly started offering loans directly to their customers albeit and worryingly at very high interest rates. The latter was introduced since the rent-to-buy law changed in April 2019 in an attempt to bolster their falling earnings. In readiness for the company’s demise, credit unions need to have their alternative ‘white goods’ service (Scenario B in this study) ready. Otherwise this will leave the opportunity for illegal money lenders to fill the vacuum left - with dire consequences. This and beyond the on-going legacy from the implementation of Universal Credit, there is phenomenal growth of the Buy Now, Pay Later retail payment practice. All these and more all feeding what is becoming a perfect storm of institutional poverty. Democratised financial capability around services and financial information generally could make a significant change in the attitude so many have in society to financial situations.
If the credit union services are promoted and explained in a language that all can understand and relate to, with images to match, would this result in people making more use of credit union services rather than for instance selecting to use Buy Now, Pay Later? The users, the customers of the credit union services vary greatly. The Budgeting Account may not be for everyone but those on a low wage or non-waged income would substantially benefit by using it. It would protect them from going into debt, such as rent arrears, but it would also provide them with a way to save and access affordable credit. Everyone, regardless of their demographic, could make use of the Domestic Appliance Service. Giving them immediate and direct access to new and delivered and professionally installed cookers, washing machines and microwaves, all at highly competitive ‘web prices’. 

Appendix 12 – They Lend It, You Spend It – The
                          Loan Shop
Using credit unions as a conduit to deliver tangible, positive societal changes does have substance. In October 2018, a few weeks after the final research participant group session (PRA5), the British free-to-air television network Channel 5 (2019) started to prepare for a documentary series about Community First Credit Union.
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  Figure A12.1 Channel 5 Documentary Series - They Lend It, You Spend It: The Loan Shop
The documentary series began being broadcast on the 14th February 2019 (Figure A12.1), almost two months after the study’s marketing campaign had finished. From my professional involvement with how such financial firms operate, I considered that the series was an extremely balanced, honest and thorough examination that, even though the credit union participating had no editorial rights, painted a very positive picture of it. More importantly it did the same for the owner-members that did appear in it. It was a television series of hope rather than one of exposé of the way that some people live their lives that many fly-on-the-wall documentaries do present (Littler and Williamson, 2018). Stories from one woman bringing her wedding forward (Figure A12.2), aided financially by the credit union to do so, after finding out that her mother was terminally ill (Figure A12.3), to one ex-military man having all his debts paid off by members of the public after seeing the episode in which he appeared. This was because of their reaction to the way he had decided to raise his two sons in very difficult circumstances and the outstanding support up to that point that the credit union had provided.
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    Figure A12.2 Need To Move Wedding              Figure A12.3 Mother Of The Bride Diagnosis  

This series highlighted to millions of viewers just what a good credit union can provide for its account holders, their families and the communities in which they live and work.

Appendix 13 – Aspects of Hope, Happiness & Optimism
Being respected and valued greatly influences an individual’s feeling of happiness (Fordyce, 1977). The desire for happiness can obscure in parts, because of its investments in a whole range of personal narratives and modernity, how life could really be experienced by an individual (Ahmed, 2010). Happiness is not an individual feeling but a social norm that people are expecting to achieve and reproduce through achievements of specific life goals. Berlant’s Cruel Optimism (2011) engages with this concept which is pertinent here with regard to the feeling of inequality and the limited opportunity of life chances for many in the working-class. The lives people generally lead do not always follow a path that they would prefer. At times there may seem to be a directness about life, but sometimes it can just seem to be rudderless. Life just drifting, under no control, but it is this cruel optimism that keeps people trying through an optimistic attachment to the goal of happiness. 

In an attempt to quantify ‘happiness’ and to secure his leadership of the Conservative party in 2005, David Cameron introduced the "happiness index" into mainstream politics. This resulted in 2011 in the production of the Integrated Household Survey (IHS), through the Office for National Statistics. This consulted over 200,000 people to question, score and publish just how happy they were by asking them  "how satisfied are you with your life nowadays, how happy did you feel yesterday, how anxious did you feel yesterday and to what extent do you feel the things you do in your life are worthwhile?". This happiness programme went the same way as many of these kinds of ideas and political ideologies, like David Cameron’s The Big Society (Scott, 2011) did. They evaporated into the political ether of badly applied ideas. Disappointingly in this instance as it would have added another dimension to research into tangible questions around life expectancy, income and pay equality. This I believe would have really aided good policy making. Sir Gus O'Donnell, the Cabinet Secretary at the time said (printed in The Guardian newspaper – 25/07/11): “that one crucial and surprising initial finding was how citizens framed happiness and quality of life - the beneficial effect of altruism, people volunteering to help others.”.  If true then this would have added such relevance to the then destined to fail political ideology “The Big Society”.
If people have hope they are generally in a more positive place. From recent Nurses’ and Veterans' health studies, of over 70,000 women and 1,500 men, it can actually assist people to live longer (BBC, 2019). Optimistic men and women in the study lived for 11% to 15% longer, with a significant number living to more than eighty-five years of age.

Other recent research seems to confirm that such positive psychological factors work, with optimistic people more often setting goals which they strive and have the confidence to achieve (Lee et al., 2019). This is further championed by Bristol University’s Professor Bruce Hood who believes in the resulting power of positive thinking:

“I think that one causal mechanism could be that optimists cope better with stress, and this could be by avoiding rumination about negative life events.” (BBC, 2019).

Optimists seem to have the ability to better manage their emotions and in doing so their frustration. So the physical effects of stress on the body and its immune systems are much lower. From what the participants said, particularly the owner-members, this did intimate that.
Personal happiness and one’s quality of life generally can result from an individual’s perception of a great number of factors (Helliwell et al., 2016). From income, family configuration and religious beliefs, to feelings of being valued and safe. Bok’s (2010) book The Politics of Happiness proposes how an understanding of these factors based on reliable data should be applied when Government policy is being devised. What may make one person happy, their lifestyle, their needs, their goals in life, could vary greatly from the next person (Callender and Sixsmith, 2015). 
Appendix 14 – Study Topic Summary
The study is focused on a number of academic fields of interest, disciplines, interrelated themes and topics. Central are the four that appear in Figure A.14.1 below (and explained in Chapter 2- Literature Review). In Figure A.14.2 these are then broken down into core interconnected aspects for further clarity:
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                                       Figure A.14.1 The Study’s Central Topics of Interest
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                                     Figure A.14.2 Summary of the Study’s Topics of Interest
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What I had done was conceive the strapline for the promotional campaign as “Find your ideal job from the comfort of your own sofa”. (Figure 1.1) Where I was fortunate, was that I had decided to run pre-release market research sessions with seventy-five members of the public to gauge their response. All participants were eighteen years of age and over and were not in full-time employment.





It implies all the same positioning and ease of service access promoted in Figure 1.1, but the times, service, and the target demographic are different, even though the key message is more or less verbatim to the advertising campaign strapline I ‘almost’ ran a decade earlier. 





Figure 1.2 Advertisement on London Underground 




















Four years ago I was interviewed for an ITV ITN British current affairs television programme called Tonight (ITV, 2019). Tonight was investigating corporate financial improprieties solicited upon economically struggling communities (Figure 1.3). 





It was important that PRA 1, 2 & 3 were scripted and timed exactly the same (agenda shown left with time in minutes in parenthesise, Figure 4.2) to ensure that each session was identical in structure and that the information relayed to instigate the discussion and debate was the same to all of the three groups.





Following the introduction as to why they were there, building on the information previously sent to each attendee (with the signed and returned participation consent form – shown in Appendix 3), then the two credit union service scenarios were discussed. 





Next I described how Scenario A’s ‘Budget Account’ service worked and how and why it prevented critical payments from being missed. Then to get the conversation flowing, the promotional material that the credit union used at that time was introduced (shown right, Figure 4.3). 





The participants were then asked three direct questions: 





“What do you think of it?”





“Are there any good things and any bad things about it?”





“What would you change?” 





The aim of this session was to decide and agree the final design or designs to go forward as the key messages to promote the two credit union services that have in the previous four sessions been studied and reviewed.





The agenda, shown left (Figure 4.11), was adhered to. In the Introduction the wording and design ideas noted from all three individual group sessions were presented. Also and more importantly, what had been discussed and marketing design ideas shortlisted from the previous and first all -groups session (PRA4), one month earlier.











This (Figure 4.23) was an image of a family group which had been used previously and appeared on the current credit union services leaflet, and in PRA5 it was selected to be used again. This led to the following exchange: 


“What is a family?” – Public Organisation Participant (SE-1:26/06/18:PRA5)








This same question was then raised against the cartoon family that this all-groups meeting had selected for possible future advertising of, for example, car loans and Christmas loans (Figure 4.24). This resulted in further animosity in the room, but things did become more relaxed when an owner-member (OM-3) decided to attempt to surprisingly (for OM-3, based on previous behaviour) calm her group by stating: “If it’s the same family through the year that’s all right then.” – Owner-Member Participant (OM-3:26/06/18:PRA5).





They made editorial comments on the then version of the credit union’s services leaflet. For example on the application and the importance of colour.





The black and white image on the original “credit union services” leaflet (shown here on the left) for instance was replaced by a full colour image (shown on the right of the image here in Figure 4.32). 
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