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SUMMARY

On 23 May 2024, over a year since its introduction to Parliament, the DMCC Bill was rushed through
before the proroguing of Parliament ahead of the July UK General Election. It received Royal Assent
the following day.

The Digital Markets, Competition & Consumers Act (DMCC) is expected to enter into force this
Autumn and will:

1. Introduce very significant reforms to the consumer protection regime, including by giving the UK
Competition and Markets Authority (CMA) new powers to impose fines of up to 10% of global
turnover for breaches of consumer protection law and by bringing in new rules governing
subscription contracts, fake reviews and “drip pricing”.

2. Make important changes to the existing competition regime, including revisions to the merger
control thresholds, broadening the scope of the Chapter 1 prohibition against anti-competitive
agreements and increasing the investigatory powers of the CMA.

3. Create a new digital markets regime targeting some of the largest tech companies.

The DMCC has not changed dramatically during its passage through Parliament since we wrote
about it in previous articles.

With the DMCC now final, there is much that businesses can do over the next few months to prepare
for the DMCC's entry into force. In this article we highlight some of the main points to consider.


https://www.legislation.gov.uk/ukpga/2024/13/pdfs/ukpga_20240013_en.pdf

SIGNIFICANT CHANGES TO THE CONSUMER PROTECTION REGIME

The DMCC sees major reform to the consumer protection regime, in particular to the enforcement
regime.

The Government has described consumer law enforcement as a key weakness in the consumer
protection regime and the amendments brought in by the DMCC are designed to put the public
enforcement regime broadly on a par with the Competition regime, including by introducing the
concept of turnover-based fines for non-compliance with consumer protection, for the first time.
This mirrors the approach taken in the EU with the EU consumer protection measures introduced as
part of the EU’s New Deal for Consumers, although the potential ceiling for fines will be higher in the
UK.

NEW PUBLIC ENFORCEMENT POWERS FOR THE CMA

Under the DMCC, the CMA will, for the first time, have the power to enforce consumer protection
laws directly through administrative proceedings (rather than enforcing consumer rights in a court
process). The CMA's powers will include:

1. the power to issue infringement notices to traders engaged in unfair commercial practices and
issue fines of up to £300,000 or 10% of global turnover (whichever is higher); and

2. the power to fine a trader up to £150,000 or 5% of annual global turnover (whichever is higher) for
failure to comply with an undertaking or enforcement directions. In these circumstances, the CMA
may also impose fines of up to £15,000 or 5% of daily turnover (whichever is higher) during the
period of non-compliance.

The CMA's new powers are additional to the existing, court-based enforcement regime which is to be
strengthened by the DMCC.

The DMCC enables courts to impose civil monetary penalties meaning that certain public enforcers
including the CMA, Ofcom and the Local Authority Trading Standards will be able to apply to the
courts to impose financial penalties when dealing with breaches of consumer law. Designated
enforcers will have the power to apply to the courts for a range of consumer protection orders
(including the new online interface order) as part of which, designated enforcers may ask the courts
to impose fines on traders engaging in unfair commercial practices of an equivalent level to those
that can be imposed directly by the CMA.

As under the previous consumer protection regime (the Consumer Protection from Unfair Trading
Regulations 2008 (“CPUT")), the DMCC identifies categories of commercial practices which will
always be unfair (see Schedule 20) as well as providing for criminal liability for breaches of
consumer protection law. There are also new offences (including an offence of failing to provide



information about cooling off rights in the context of a subscription contract, and an offence of
omitting material information from an invitation to purchase — relevant to the presentation of
pricing information and drip pricing).

Importantly, these new consumer protection powers will apply to all consumer-facing businesses,
and not just the major digital players designated as having “strategic market status” (“SMS”), to
which part 1 of the DMCC will apply — see below.

The CMA has indicated in its Annual Plan for 2024/25 that, in the context of the cost of living crisis,
it intends to focus its efforts on protecting consumers, including when buying goods and services
online. A number of recent CMA reviews and investigations have focused on price transparency
and online choice architecture (so-called ‘dark patterns’ where the design of online platforms could
lead consumers to take certain decisions which are not in their best interests, e.g. misleading
discount claims, use of countdown timers to create a false sense of urgency). We can therefore
expect the CMA to be quick off the mark to use these new powers, given current CMA enforcement
activity examining online choice architecture and the CMA’s 2023 joint position paper with the
Information Commissioner’s Office on harmful design in digital markets.

WHAT CONSUMER PROTECTION LAWS CAN BE ENFORCED?

The CMA will be able to use its new powers to enforce existing consumer protection laws, which are
broadly restated in the DMCC, to ensure they are subject to the new enforcement powers. Schedule
20 of the DMCC comprises a list of commercial practices which are considered unfair in all
circumstances, substantially replicating the list of banned practices in CPUT (which is to be
repealed) as well as making some important additions — see below.

Further, as trailed in the Government’s 2022 consultation on consumer protection reforms and the
Department for Business & Trade's (“DBT”) 2023 consultation on improving price transparency and
product information for consumers, the DMCC introduces a number of new consumer protection
laws. These new laws largely focus on key areas of concern for consumer protection in the digital
economy, including:

1. Subscription contracts: the DMCC sets out a stand-alone regime which applies to subscription
contracts and is billed as targeting consumer harm caused by hidden fees, automatic renewal
and obstacles to cancellation. Under the new regime, businesses are required to provide
customers with clear information about terms and conditions at the pre-contract stage, issue
reminder notices about renewal payments at specified intervals and ensure that customers are
able to exit a subscription agreement by making a clear statement of their intention to bring a
contract to an end.

2. Fake reviews: notable new additions to the list of commercial practices that were banned under
CPUT include provisions prohibiting the submission and commissioning of fake reviews.
Importantly, businesses publishing reviews must also take reasonable and proportionate steps to


https://assets.publishing.service.gov.uk/media/65f1a6f5981227a772f61377/CMA_Annual_Plan_2024-25.pdf
https://www.drcf.org.uk/__data/assets/pdf_file/0024/266226/Harmful-Design-in-Digital-Markets-ICO-CMA-joint-position-paper.pdf

prevent the publication of fake or misleading reviews. This will likely entail enhanced compliance
processes to verify the legitimacy of reviews used to promote a business.

3. Drip pricing: insofar as it can be calculated in advance, the total price of a product must be
displayed in the invitation to purchase. This provision was added at a relatively late stage of the
Bill's passage (after the publication of our earlier overview of the consumer aspects of the Bill)
and is consistent with the Government’s conclusions in DBT'’s January 2024 response to its
consumer price transparency review. Omission of material information from the invitation to
purchase will be a criminal offence. Importantly, there is no longer a requirement for the
enforcement body to show that a failure to present the total price and the existence of any
variable fees will cause, or be likely to cause, the average consumer to take a different
transactional decision. Businesses will therefore need to ensure the ‘total’ price displayed
including all mandatory fees that consumers have to pay when the headline price is displayed to
consumers. Note that variable mandatory fees (such as delivery fees) are also compulsory
charges, but unlike fixed fees, cannot be reasonably calculated in advance. Businesses who use
variable mandatory fees will therefore need to make clear, alongside the headline price, that
additional variable fees will be added to the headline price. This should also include how such
variable fees will be calculated. At this stage, there are no sector specific rules affecting the
presentation of optional fees/charges, but the Government is considering how it might regulate
such fees on a sector basis, through sector specific guidance, legislation, or both.

4. Consumer savings schemes: operators of consumer savings schemes must make and maintain
insurance or trust arrangements to protect against the trader’s insolvency (following the high
profile collapse of a number of Christmas savings clubs in the last few years).

5. Secondary ticketing: the Act bolsters enforcement provisions in existing legislation (CRA 2015) in
relation to secondary ticketing by permitting the CMA to act as an enforcement authority in
relation to existing enforcement powers. Proposals made by the House of Lords to introduce new,
specific requirements in relation to secondary ticketing were rejected, with the Government
instead committing to review the primary and secondary ticketing markets (although whether this
review will in fact take place will depend on the legislative agenda of any new government).

What about private enforcement?

A major difference between the consumer protection enforcement regime and the competition law
enforcement regime is that the DMCC does not afford any specific right to make use of the CAT's
collective actions regime. The potential for widening the CAT'’s collective action regime to
encompass consumer law claims was debated during the Bill's passage through Parliament but the
proposed amendment was ultimately rejected. However, the line between competition law and
consumer law claims against big firms has become increasingly blurred with the certification of
claims in the CAT having a strong consumer flavour (and claimants seeking to shape consumer


https://www.bclplaw.com/en-US/events-insights-news/the-digital-markets-competition-and-consumer-bill-whats-next-for-consumer-rights-in-the-uk.html
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concerns as competition law infringements). It remains to be seen to what extent the new
consumer protection regime will influence the kind of collective actions being brought in the CAT.

Key takeaways

The CMA's new enforcement powers to sanction consumer law breaches means now is a good time
for businesses to review their compliance with existing consumer protection rules and verify if
existing business models will need to be adapted to take into account likely changes in consumer
behaviour once the new rules are in force (e.g. impact on revenue streams from changes to
presentation of pricing information). Given the particular focus on consumer online interactions,
each element of the trader/consumer interaction will need to be reviewed sooner rather than later, as
it may take time to adapt processes and systems to ensure compliance with the new rules on
subscription contracts, fake reviews and drip pricing.

AMENDMENTS TO THE COMPETITION LAW REGIME

As we have written about previously, the DMCC makes several fundamental changes to the UK
competition law regime — including in relation to merger control, the territorial reach of UK
competition law and public enforcement. The DMCC as enacted is broadly in line with the original
Bill.

MERGER CONTROL

The UK has a voluntary merger control regime, meaning that there is no obligation to notify a
transaction to the CMA (nor to await clearance before completing a transaction). However, the CMA
may review (‘call in’) a transaction when one of the jurisdictional thresholds in the Enterprise Act
2002 are met even if it has not been notified.

The DMCC makes significant amendments to these jurisdictional thresholds.
Amendments to turnover and share of supply thresholds
Currently, the CMA has jurisdiction if either:
- The target’s UK turnover in its most recently completed financial year exceeded £70 million; or

- The parties have a combined share of supply of 25% or more in relation to any overlapping
product or service in the UK or a substantial part of the UK.

The DMCC increases the first threshold from £70 million to £100 million and amends the second
threshold by introducing a turnover-based de minimis safe harbour such that even if the 25% share
of supply test is met, the CMA will not have jurisdiction if no party to the transaction has more than


https://www.bclplaw.com/en-US/events-insights-news/the-digital-markets-competition-and-consumers-bill-important-changes-to-the-uks-existing-competition-law.html

£10 million of UK turnover. The UK Government estimates that each of these amendments will lead
to a reduction of two or three cases reaching a ‘Phase 1’ investigation per year.

ADDITIONAL BASIS FOR JURISDICTION

Further changes include the introduction of a new threshold which will permit the CMA to review
transactions where one party has both (i) at least a 33% share of any goods or services supplied in
the UK (or a substantial part of the UK) and (ii) a UK turnover exceeding £350 million. In practice,
given the separate target-turnover threshold, this new threshold will only bite if the acquirer meets
the requirements. The new threshold may be met notwithstanding that the target may have no UK
sales nor any overlapping activities with the buyer. As with the 25% share of supply test, the CMA
will have broad discretion to determine “any reasonable description” of a set of goods or services
against which to judge whether the 33% threshold has been met.

Complementing the mandatory notification obligations upon major tech firms designated as
having strategic market status (see below), this new “large acquirer” threshold is intended to
capture so-called ‘killer acquisitions’, such that the CMA may review large firms, in any sector of the
economy, acquiring a smaller and typically innovative firm (perhaps a startup) and where they
consider that there is a risk that the threat of future competition from the target may be eliminated.
The Government estimates that this new threshold will lead to the review of an additional two to
five cases at Phase 1 per year.

TERRITORIAL SCOPE

The Chapter | prohibition

The DMCC amends the Competition Act 1998 to broaden the scope of the Chapter | prohibition for
anti-competitive agreements and concerted practices by removing the requirement that these have
to be implemented in the UK. This remains subject to the requirement that the agreement affects
trade within the UK. This amendment will be welcomed by the CMA, who have recently stressed
how its “cases increasingly involve cross-border, multi-national businesses”.

Investigatory powers

The DMCC also provides that the CMA has jurisdiction to exercise its investigatory powers outside
the UK, including its powers to require documents or information to be provided to the CMA. The
territorial scope of the CMA's existing powers are the subject of ongoing litigation, however the
amendment (once it comes into force) will bring clarity on this contentious point going forward.

EVIDENCE GATHERING

The DMCC also strengthens the CMA's investigatory powers for gathering evidence during
Competition Act investigations. Its toolkit now includes powers to:



. seize evidence during an investigation at domestic premises and search it at a later date
(bringing the CMA's powers in line with its powers when searching business premises);

- require the production of information that is “accessible” from the premises despite not being
physically on-site (e.g. data that can be accessed from cloud-hosted or remote storage); and

. compel individuals to undergo an interview regardless of whether or not they are linked to a
business under investigation.

Individuals and companies are now also subject to an extended duty to preserve documents
relevant to investigations where they know or suspect an investigation by the CMA is being or is
likely to be carried out. This duty may place a positive obligation on firms to suspend customary
deletion of relevant custodian’s data where there is the possibility of a competition investigation.

NEW CIVIL PENALTIES

The DMCC also raises the stakes for procedural non-compliance in relation to CMA Competition Act
investigations.

For businesses

In most case, fines for non-compliance by businesses are currently subject to a fixed amount not
exceeding £30,000 (or a daily fine of £15,000). With the modifications brought by the DMCC, such
breaches, for example failing to comply with an information request, can attract a fixed civil penalty
of up to 1% of global turnover. Daily penalties of up to 5% of daily worldwide turnover can also be
imposed.

As for failure to comply with CMA orders, directions, undertakings or commitments, the CMA may
impose penalties of up to 5% of annual global turnover, as well as daily penalty of up to 5% of daily
global turnover.

For individuals

The DMCC also empowers the CMA to impose fixed penalties on individuals such as company
directors for procedural non-compliance. Fixed penalties of up to £30,000 and daily penalties of up
£15,000 can be imposed in such cases.

MARKET STUDIES AND MARKET INVESTIGATIONS

The DMCC makes several amendments to the procedures that apply when the CMA conducts
market studies and market investigation. These amendments include giving the CMA more
flexibility when conducting investigations, including greater power for defining the scope of such
investigations. The CMA will also no longer be subject to an obligation to consult on whether to
make a market investigation reference within the first six months of a market study (removing the



procedural constraint which threatened to derail the CMA’s live investigation into mobile browsers
and cloud gaming).

The CMA has also been awarded the power to conduct “trials” (effectively “real world” experiments)
for the purpose of assessing the likely effectiveness of final undertakings and orders under
consideration.

Further, the CMA's duty to monitor the effectiveness of its undertakings and orders is supplemented
with the power to vary the remedies it imposes upon parties whose activities it finds to have an
adverse effect on competition, where it determines that the remedies imposed have proven
ineffective. This power may be exercised in relation to any such finding made within the previous
10 years but is subject to a two-year “cooling off” period during which the CMA will be unable to
reassess remedies.

KEY TAKEAWAYS

- The changes to the UK merger regime see the CMA potentially refocusing resource on larger
transactions and so-called “killer acquisitions" whilst reducing the regulatory burden for
transactions between smaller parties. The new thresholds should be borne in mind for any
currently contemplated transactions.

- The ability of the CMA to reopen remedies for up to a decade following the conclusion of a
Market Investigation means that industries and parties subject to such investigations may
remain under perennial scrutiny. As for market studies and market investigations, businesses
should expect the CMA to adopt a pro-active approach, consistent with the trend of heightened
activity by the regulator in this space in recent years.

. With respect to investigative powers, the CMA has been calling for greater powers for some
time, and now it has been given them, businesses should expect the CMA to make full use of
them in ongoing and future investigations. It would be prudent for businesses to review their
dawn raid-preparedness and document retention procedures to take account of the new
powers. A consequence of extra-territorial scope for the Chapter | prohibition may be that the
CMA is launching new investigations into conduct that was previously out of reach.

THE NEW DIGITAL MARKETS REGIME

The DMCC creates an entirely new digital markets regime in the UK and will add to the growing
body of regulation that major tech companies are facing around the world.

Under the DMCC, companies which are designated as having strategic market status (SMS), will be
required to comply with bespoke codes of conduct designed by the CMA.



WHO IS CAUGHT?

The CMA can designate companies as having SMS if they have: (i) substantial and entrenched
market power (on a forward looking basis) and a position of strategic significance (judged by
reference to factors such as scale, number of users and influence); (ii) in respect of a digital activity
that is linked to the UK; and (iii) the company’s annual UK turnover exceeds £1 billion or its global
turnover exceeds £25 billion.

This is a broad test and the turnover thresholds within it are considerably lower than, for example,
the turnover/market cap thresholds which apply to “gatekeepers” under the European Union’s Digital
Market Act (€7.5bn EEA turnover or a market cap of €75bn). However, the CMA has indicated that in
practice it “expects the number of firms designated as having SMS to be very limited’ and that, in
the first year after commencement, it would expect to initiate just 3-4 SMS investigations.

WHAT DO POTENTIAL SMS FIRMS NEED TO DO NOW?

Whereas under the EU Digital Market Act (DMA), firms meeting key quantitative criteria are required

to notify the European Commission that they potentially qualify for “gatekeeper” status (equivalent

in very broad terms to SMS), companies meeting the thresholds under the DMCC are not required to
take action unless and until specifically approached by the CMA. We have previously written about

some of the key differences between the DMA and the DMCC.

HOW ARE SMS FIRMS DESIGNATED AND WHAT HAPPENS NEXT?

Before designating a company as having SMS, the CMA must carry out an investigation and
undertake a public consultation process. It has nine months from starting its investigation to
publish its SMS decision. It is likely that these first companies to be investigated will be some of
the largest tech platforms and eco-systems, which are already facing significant specific regulation
elsewhere, including in the EU.

Companies designated as having SMS will be subject to the following key requirements:

1. Conduct requirements (effectively a form of bespoke, ex-ante regulation): The CMA can impose
conduct requirements (CRs) on SMS firms to meet objectives of fair dealing, open choices and
trust and transparency. The DMCC specifies the types of conduct requirements that can be
imposed (many of which, such as, for example, “self-preferencing” and leveraging power across
markets are informed by existing competition law. Others include, a positive obligation to trade
on fair and reasonable terms, a positive obligation to effectively handle complaints and disputes
and a prohibition against using data unfairly). However, the CMA has a wide discretion to specify
the scope of the conduct requirements with which each company having SMS will be required to
comply. This has resulted in significant uncertainty for companies likely to face designation,
somewhat mitigated by: (i) a requirement that any conduct requirement imposed must be
proportionate; and (ii) the promise of detailed guidance from the CMA on its intended approach to


https://assets.publishing.service.gov.uk/media/659ee36de8f5ec000d1f8b60/20240110_overview_of_digital_markets_regime_-_FINAL_for_publication.pdf
https://www.bclplaw.com/en-US/events-insights-news/the-dma-and-the-dmcc-a-side-by-side-analysis.html

digital regulation. The CMA's guidance was published in draft form on 24 May 2024 and the
CMA is seeking views on it until 12 July 2024 through a formal consultation process.

2. Pro-Competition Interventions (PCI): this tool will allow the CMA to impose behavioural
requirements on an SMS firm (e.g. by requiring restructuring) or recommend action to another
body exercising a public function where it considers this necessary to resolve an anti-competitive
effect arising from a digital activity. This can be done via a “PCO” (pro-competition order).
Significantly as regards day to day interactions between SMS firms and their counterparties, the
CMA also has the power to arbitrate disputes over payment terms between SMS firms and third
parties. No actual or suspected anti-competitive agreement or abuse of dominance, which would
be required for the CMA to intervene under its prevailing Competition Act powers, will be required
for the CMA to make a PCI.

3. Suspensory merger notifications: A designated SMS firm (including a member of its group) will
also have a duty to report M&A transactions to the CMA, prior to completion where:

a. Mergers: the SMS acquires shareholder rights in a UK connected company (broadly a company
that is active in the UK or supplies goods and services in the UK) crossing thresholds of 15%,
25% or 50%, and the total value of all consideration provided is at least £25m.

b. JVs: the JV is expected/intended to be a UK connected company, and the SMS firm will hold at
least 15% of the share percentage or voting rights in the JV and the consideration provided by
the SMS firm is worth at least £25 million.

ENFORCEMENT
The consequences of non-compliance with the above requirements are significant:

1. Public Enforcement: amongst other measures, the CMA will have the power to impose fines of up
to 10% of worldwide turnover for failures to comply with conduct requirements, merger
notification requirements, pro-competitions orders or commitments offered following PCls.

2. Private Enforcement: As well as having the right to bring complaints to the CMA, any person
(corporate or individual) affected by a breach of a conduct requirements, pro competition order or
commitment may bring a private action, either on a follow on basis where the CMA has already
found a breach or on a stand-alone basis. The DMCC does not provide for collective proceedings
to be brought under the collective actions regime of the UK Competition Appeal Tribunal (CAT),
though other forms of group action (including representative actions and Group Litigation Orders)
may be available. In practice, it is also likely that would be Claimants will seek to rely on evidence
of breaches of the DMCC to bring Competition Act claims against SMS firms and make use of the
CAT's collective actions regime through that route.

KEY TAKEAWAYS
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The DMCC will bring in a further layer of regulation, in due course, to designated major tech
companies, increasingly facing ex ante digital regulation across the globe. The regime will
effectively introduce mandatory merger control notifications for acquisition by designated firms,
including for deals of relatively modest value and with a limited UK nexus.

The DMCC will also provide material new rights and associated opportunities for non-designated
counterparties and stakeholders in their interactions with SMS firms.

As the DMCC is not expected to enter into force until the Autumn and the process of SMS
designation by the CMA is likely to take some time, in practice the hard obligations in the DMCC are
unlikely to bite until 2025. However, firms potentially facing SMS designation, and third party
counterparties and stakeholders, may want to look to the requirements under the DMCC as best
practice at this stage to prepare for the new rules to come.

The briefing supplements the previous briefings that we have written on aspects of the DMCC. Over
the course of the next few months we will producing further briefings designed to help businesses
prepare for the entry into force of the DMCC.

Operating as a fully integrated and global team, our consumer and digital team is comprised of
specialist lawyers from across multiple disciplines, including commercial, technology and
government affairs, competition, regulatory and reputation management. We add value by spotting
the critical and risk issues that impact the bottom line, which means we are constantly concentrated
on our clients’ strategic goals. If you would like to know more about how the Act might affect your
business, please get in touch with Richard Shaw, Andrew Hockley, Anna Blest or Alexandra Hildyard
in the first instance.

RELATED INSIGHTS

The DMA and the DMCC: a side by side analysis

The Digital Markets, Competition and Consumers Bill introduces a framework to
govern ‘big tech’ in the UK, similar in aim to the EU’s Digital Markets Act.

The Digital Markets, Competition and Consumers Bill

Important changes to the UK's existing competition law.

The UK Government's Digital Markets, Competition And Consumers Bill is
published

An overview of the key points arising from the Bill in its current form.

11


https://www.bclplaw.com/en-US/events-insights-news/the-dma-and-the-dmcc-a-side-by-side-analysis.html
https://www.bclplaw.com/en-US/events-insights-news/the-dma-and-the-dmcc-a-side-by-side-analysis.html
https://www.bclplaw.com/en-US/events-insights-news/the-digital-markets-competition-and-consumers-bill-important-changes-to-the-uks-existing-competition-law.html
https://www.bclplaw.com/en-US/events-insights-news/the-digital-markets-competition-and-consumers-bill-important-changes-to-the-uks-existing-competition-law.html
https://www.bclplaw.com/en-US/events-insights-news/the-uk-governments-digital-markets-competition-and-consumers-bill-is-published.html
https://www.bclplaw.com/en-US/events-insights-news/the-uk-governments-digital-markets-competition-and-consumers-bill-is-published.html

RELATED PRACTICE AREAS

= Consumer Products

= Regulation, Compliance & Advisory
= Commercial Contracts

= Technology Transactions

= Antitrust

= Retail & Consumer Products

12



MEET THE TEAM

Andrew Hockley
Sydney

andrew.hockley@bclplaw.com
+44 20 3400 4630

Richard Shaw

London

richard.shaw@bclplaw.com
+44 (0).20 3400 4154

Alexandra Hildyard

London

alexandra.hildyard@bclplaw.com
+44 (0).20 3400 3767

13


https://www.bclplaw.com/en-US/people/andrew-hockley.html
https://www.bclplaw.com/en-US/offices/sydney.html
tel:%2B442034004630
https://www.bclplaw.com/en-US/people/richard-shaw.html
https://www.bclplaw.com/en-US/offices/london.html
tel:%2B44(0)2034004154
https://www.bclplaw.com/en-US/people/alexandra-hildyard.html
https://www.bclplaw.com/en-US/offices/london.html
tel:%2B44(0)2034003767

Anna Blest
London

anna.blest@bclplaw.com
+44 (0) 20 3400 4475

This material is not comprehensive, is for informational purposes only, and is not legal advice. Your use or receipt
of this material does not create an attorney-client relationship between us. If you require legal advice, you should
consult an attorney regarding your particular circumstances. The choice of a lawyer is an important decision and
should not be based solely upon advertisements. This material may be “Attorney Advertising” under the ethics and
professional rules of certain jurisdictions. For advertising purposes, St. Louis, Missouri, is designated BCLP's
principal office and Kathrine Dixon (kathrine.dixon@bclplaw.com) as the responsible attorney.

© 2024 Bryan Cave Leighton Paisner LLP.

14


https://www.bclplaw.com/en-US/people/anna-blest.html
https://www.bclplaw.com/en-US/offices/london.html
tel:%2B44(0)2034004475

