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INTRODUCTION

These are exciting, yet challenging, times for business. 
The growth of data has been well reported. Team that with 
the requisite computing power – also known as advanced 
analytics – and the opportunities are immense.

However, while businesses of 
all sizes and sectors stand to 
benefit, many will face barriers 
to adoption. Our research with 
Forrester Consulting showed how 
businesses are struggling with age-
old problems, such as an inability 
to generate a single customer view 
or maintain data quality. Then there 
are new challenges, such as the 
difficulty in aggregating new data 
and extracting the relevant insight 
from it. 

Competition is a contributing factor 
too. In this volatile environment, 
businesses are racing to take 
market share but neglecting to 
support their decision making and 
business aspirations with the right 
data and insights. 

Many business leaders realise that 
growth is reliant on agility – the 
ability to move at the speed of their 
market or faster. To be successful, 
you need to be able to spot and 
adapt to new opportunities, as soon 
as they emerge. You need access 
to as large a data universe as 
possible, plus the analytical power 
to extract relevant insights. All while 
continually acting to best serve  
your customers.

In this paper we look at how to 
navigate around these challenges. 
How to build a customer-first 
environment that will help you 
retain business, gain new customers 
and better manage risk. It’s time to 
put theory into practice. 43%

45%

46%

39%

35%

35%

Combining internal and external data to create a 
better view of the customer

Consolidating/rationalising customer data 
across the business

Leverage automation to support decision-making in 
customer onboarding, improving the speed to market

Already implemented
Which of the following customer journey tactics 
will you be adopting over the next 12 months? Planning to implement
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A NEW BREED OF DISRUPTER

Traditionally we’ve looked at competition within a particular 
sector. Now, we find ourselves needing to look beyond that, 
and across all sectors, to identify threats caused by disruption.

Todays big digital brands have transformed how we travel, eat, shop and 
interact. But they’ve also given us a taste for convenience that’s not limited 
to how we order takeaway or book a taxi. We want the same effortless 
experience when we manage our bank accounts, access insurance or buy a 
mobile phone. 

Technological developments are causing sectors to appear, disappear and 
merge. As soon as a disruptive presence or innovation enters the consumer 
world, a whole new sub-sector swiftly follows.

Innovation is imperative to future success. But to innovate effectively you 
need to be able to adapt your process and tools as you go. You need the 
ability to access new insights and act on them, fast. 

The impact of competition 
Increased competition has five key implications  
for businesses:

“At Experian we don’t see innovation as invention of 
something entirely new, but rather how it can be applied 
to what already exists to make it better for consumers.”

40% (2 in 5) rely on subjective decisions  
rather than spend time bringing in new data 
and automation 

Fraud losses are rising as businesses forgo 
checks for fear of causing friction 

Customer churn is increased due to poor data 
quality or failure to manage data effectively 

Analytics are being used to comply with 
regulators, rather than to meet customer wants 
and expectations

A focus on optimising existing opportunity 
means new market and customer segments are 
being missed 
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FROM BIG DATA  
TO SMALL DATA

Its well reported how much data is being and will be 
generated, and we know data brings opportunity. Virtually 
every business (98%) sees data as a catalyst for their  
future success.

The effect of poor data quality 

Companies not only have more 
data, but also greater access to 
the technology required to convert 
it into meaningful, actionable 
insight. So why do so many seem 
paralysed? The answer is simple: 
lack of control and poor data quality. 

Organisations told us they suspect 
almost a third of their data is 
inaccurate, and 70% say they don’t 
have direct control over the data 
they need to improve customer 
experience, which remains the top 
strategic business driver. 

While a clear majority (over 80%) of 
CEOs and senior decision-makers 
readily acknowledge the importance 
of investing in data and analytics, 
around two in five (40%) admit 
they’re still relying on instinct and 
subjective opinion rather than 
quantitative analysis. 

Our research highlights three main 
challenges: gaining timely access to 
relevant data, trusting the accuracy 
of data, and connecting data sources 
together to inform a decision. 

One of the underlying issues here 
is that current data infrastructure 
and management practices are 
often not set up to handle today’s 
digital consumer, the volume of 
data generated, and the multitude 
of systems collecting the data. 
Consequently, users are limited 
in their ability to leverage new 
data talent, technology, and best 
practices that can help them gain 
the necessary insight. “Today’s emphasis on customer experience and SCV is 

indicative of the general trend toward the needs of the 
individual over and above the needs of the masses.”

Kevin McCarthy,  
Director of Product Marketing, Data Quality, Experian NA 

80%
see the importance 
of investing in data 
analytics

98%
see data as 
a catalyst for 
future success
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THE SKILLS GAP 

Another challenge facing businesses is the well-reported skills 
gap – a lack of individuals with the necessary data science 
skills. Equally lacking is data literacy – data knowledge from a 
business perspective. Let’s explore both dimensions.

Nurturing new talent, or equipping old?  

The skills gap is a problem for every business, and competition to attract 
and retain new talent is fierce. There is a sizeable gap between sectors too: 
financial and business services have a shortage of 10.7 million workers, 
versus 4.3 million across technology, media and telecoms. In fact, between 
2020 and 2030, the only place where worker numbers will grow to meet 
demand is India.

By 2030
Financial and business services

Labor skills shortage of
10.7 million workers

Unrealised output of
$1.313 trillion

The only place 
where a supply of 
Level A workers 
will grow faster 
than demand 
between 2020 
and 2030 is India, 
which is expected 
to have a 1.1 million 
surplus by 2030.

Breakdown by industry
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Ten thousand people are retiring each day. The UK workforce stands at  
33 million, while globally it’s 3.3 billion†. A further 13.7% of British workers 
are of pensionable age, meaning they’ll leave an even bigger gap when  
they retire. 

“Millennial and Generation Z workers are less focussed 
on benefit packages, more focussed on day-to-day work 
experiences. Salary is, however, a top priority, while 
security, holidays, great people and flexible working are 
also important drivers.”

Two-thirds of companies with even the most advanced analytics capabilities 
cannot hire enough people to generate insights from corporate data, 
according to A.T. Kearney’s survey of 430 senior executives. That means 
companies will need 33% more big-data talent over the next five years if 
they are to capitalise on new opportunities. 

By 2030
Technology, Media and Telcom 

Labor skills shortage of
4.3 million workers

Unrealised output of
$449.70 billion

Organisations 
will face a double 
challenge when 
looking for tech 
talent in both the 
immediate and 
longer term.

Breakdown by industry
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Bridging the talent gap 

In the absence of niche skill sets, 
automated processes prove an 
excellent substitute.

Traditionally the approach to 
recruiting talent particularly across 
data science roles have been 
around a mix of skill set evidence; 
a niche skill-set. However, today 
there is the potential brought 
through automation that relieves 
the need for specialist skills, instead 
empowering all practitioners, data 
scientists and analysts alike, with 
the tools they need to keep pace. 

By democratising data and 
encouraging everyone to be more 
comfortable with data, by equipping 
them with automation to apply 
against tasks, you should be able 
to reduce the impact of any skills 
gap. You can also retrain current 
employees, either in-house or 
externally – and enable them to  
get more from the data you have 
and grow their careers in a variety 
of directions. 

Equipping your staff with 
effective tools

Making data science products easier 
for data scientists, and non-data 
scientist, to use, will increase your 
reach across the enterprise as well 
as help you overcome the skills gap, 
according to Gartner. The key is to 
automate tasks that are repetitive, 
manually intensive and don’t require 
deep data science expertise.

Its now man, helped  
by machine 

This is not a debate about whether 
machine will out serve man in 
the future, it is about realising the 
potential that’s available that can 
enhance your processes giving you 
more efficiency and time, to spend 
on innovation – at speed. 

Technology needs to be combined 
with skills and knowledge 
around not just the tech, but the 
opportunities for data to be turned 
into insight. It can empower 
data scientists, realigning where 
their skills are used – giving the 
opportunity to better utilise them in 
the business environment. 

Of course, human skill and 
supervision will remain integral 
to business – and therefore data 
literacy is also an equal priority  
for focus. 
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THE TECHNOLOGICAL  
REVOLUTION 

As well as increased competition, businesses are struggling 
with legacy technology and the inability to make consistent 
decisions across channels. They must also cope with rising 
costs: cost per acquisition, cost to serve customers and costs 
to process collections.

Despite the recognition that legacy systems are often ill equipped for 
modern needs, many traditional firms still rely on them, often because 
system architectures have become intertwined with an enterprise’s 
business model. The challenge to migrate is significant and costly. 

Automation brings a powerful opportunity, especially when enriched 
with AI. A recent Forrester report on Now Tech: Digital Decisioning 
Platforms, Q3 2018 discusses the increase in market demand for 
digital decisioning platforms. It recommends businesses seek 
platforms that:

• place decisions, not data or process, at the centre

• support collaborative, agile methods and principles

• excel at automating the learning loop

• fill urgent gaps in digital decisioning portfolios with a ready-
made, packaged solution.

“Unsurprisingly, automation is also proving effective for 
many businesses pressed for time and resources or 
simply wanting faster outcomes. Our automated solutions 
are helping clients to speed up and improve the cost-
efficiency of decision making as well as providing smart, 
pro-active and appropriate credit-limit modelling. We can 
offer access to advanced analytics processes and tools in 
days – giving you instant impact and adoption.“

David Bernard, Director of Decisioning

Introducing analytics across business processes 

Its clear analytics are vital for 
both customer service and risk 
management. AI and machine 
learning give you the opportunity 
to make yourself a disruptor by 
creating faster, smarter, seamless 
delivery models. 

Making the right decisions at the 
right moment in time is crucial 
to gaining a competitive edge. 
However, you also need confidence 
in those decisions. Being able to  
test scenarios and rules before  
real-life application will give you 
that assurance.

Advanced analytical platforms, 
such as a sandbox environment, 
allow you to understand the impact 
of changes to your current policy 
rules in the live environment. For 
example, you could identify any 
exposure caused by economic 
stress, new segment groups to 
target, or what products would be 
suited to which customers. 
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“Through Experian Ascend you can access knowledge 
in the test environment, identify new opportunity. From 
here you can retrain algorithms in hours – previously 
taking weeks or months – and without the certainty of 
any potential benefit that change will bring. You can move 
at the speed of market and continually reconfigure and 
optimise your portfolio in real-time.” 

An effective sandbox is data rich

While the analytics are fuelling the outputs and actions, an integral part of 
any sandbox environment is the data it is consuming, and allowing access 
to. Any analytics performed will only ever be as good as the data it is using.

Access to the best quality and right and appropriate quantity, of data will be 
integral to your success. It can enrich your understanding, add certainty and 
clarity – all mutually beneficial towards your outcomes. 

With 99% of data held by most businesses today being unused, it can 
offer you knowledge of what data is needed to enhance and optimise your 
decisions and actions – helping you to benefit from your own data, as well 
as the added value brought by additional data. 

The need for benchmarking

To maintain competitive edge you 
need to understand where you are 
in relation to your competitors – 
both traditional and new. 

Effective benchmarking will enable 
you to compare your business 
performance and demographics to 
those of your direct competitors. 
Does one competitor seem to be 
growing faster than others, stealing 
your market share? If so, you might 
want to learn why customers see 
them as such a good proposition 
and try to emulate their tactics. 

Benchmarking also allows greater 
precision. You can ascertain the 
true metrics against incremental 
market share and market sizing. 
You can factor in an ability to assess 
delinquency analysis and debt 
portfolio analysis. You can also 
understand the impact of score 
migration over time, in comparison 
to the rest of the market. As well as 
evaluate new versus aged accounts. 

Some would approach this through 
bespoke consultancy – having a 
partner who can independently 
review your business and customise 
reports, analysis, forecasting 
and consultancy to your specific 
requirements. 

Economics as a backdrop  
for benchmarking

Another approach is to access 
economic and market activity as 
a backdrop for benchmarking 
analysis, including the forecasts 
relating to drivers of household 
finances and credit trends. 

By overlaying granular economic 
forecasts to predict the impact of 
past strategies, you can uncover 
opportunities for changes in 
portfolio performance. This 
allows you to develop actions and 
strategies to meet your objectives 
while also identifying potentially 
vulnerable groups of customers.
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Assessing lost opportunity

If there’s a positive to churn and lost 
custom, it’s that they tell you where 
to focus your efforts.

Reducing churn is, in fact, a priority 
for almost half of CEOs across the 
UK and EMEA regions. The difficulty 
is that current business processes 
make it hard to identify the reasons 
for lost custom, or the size of the 
opportunity lost. 

Digital channels represent an 
85% leakage rate. But is that 
due to friction in the journey (an 
area 80% of business leaders are 
focussing their efforts on)? Is it due 
to fraudsters getting scared? Or is 
it due to competitors targeting the 
same customer but with a better 
offer – perhaps a prequalified loan, 
or a better-priced product? 

In our analysis of rejected 
applications we see that 88% 
were creditworthy. But this is just 
one piece of insight. To inform a 
business cases you need to be able 
to quantify that lost opportunity. 
Being able to identify the behaviours 
and performance of rejected 
customers will help you readdress 
risk profiles and adapt your criteria. 

85%
leakage rate in 
digital channels

80%
of business lenders 
are focussing their 
efforts on a frictionless 
digital journey

88%
of applications rejected 
in our analysis, were 
actually credit worthy
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INNOVATION THROUGH  
DATA AND ANALYTICS 

Innovation has been the backbone of economic progress since 
the dawn of civilisation. Many revolutionary technological 
achievements have improved our quality of life and driven 
economic growth.

These days, predictive analytics methods are playing an important role in 
innovation. New technologies are able to extract insights from datasets that 
have only recently become available. 

Historically, firms have been so focussed on the speed of a decision that 
the decision itself suffered. Today, AI and machine learning allow the best 
of both worlds; they take the most relevant data and consolidate it, giving 
a full picture of each customer’s financial behaviour, habits and traits 
and facilitating faster lending decisions. Assessment processes are both 
streamlined and robust. 

The core purpose of analytics has always been to support executive 
decision-making. According to Gartner, analytics remains the most 
important technology priority for companies around the world, as it has 
been for most of the last decade. 

How to maximise the data opportunity: 

“Making the right most accurate and efficient, decisions 
are more important than ever. In today’s fast-changing 
markets, the future belongs to agile companies that 
can adapt quickly. Having the right insights at the right 
moment, and being able to act on them – in other words, 
having effective analytics – is increasingly the difference 
between survival and extinction.”

Study changes in your customer composition and identify 
the market forces that will drive demand.

Demographics are major predictors of demand for various 
products and services. 

Take advantage of predictive analytics models that can 
forecast future trends, predict demand for various products 
and services and identify exposures and risks. 

Learn from past successes and failures. While predictive 
analytics models don’t determine the viability of a new 
product solely on the performance of a previous one, they 
certainly can use it as a variable in their algorithms.

Ask, and understand, whether additional data sources can 
enhance your insight. The more data you have, the better 
the analytics and therefore the outcome. 

Consider the impacts of change. For example, you identify 
a new product to take to market, and a new customer 
group. You proceed to design then target. However, are you 
certain that all of those in the targeting group could afford 
it if the economy or their circumstances changed?
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“The incredible growth in machine learning and artificial 
intelligence is set to remake every facet of today’s society 
and redefine every business process. But even without 
taking those sweeping changes into account, analytics 
will be at least four times more important than ever in the 
coming year.”
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BUILDING AN  
ADAPTABLE FRAMEWORK 

Change is rapid and takes varied forms. New legislation 
necessitates new processes, and new processes bring new 
types of fraud. At the same time, customers change. 

At different points in their life they’ll 
have different wants and needs, 
different product consumption and 
risk profiles, different attitudes 
to consent and data use. This all 
means that any analytics platform 
needs to be adaptable. It must allow 
you to respond to and manage 
change, fast.

A changing landscape has prompted 
legislators and regulators to put 
borrowers at the centre of all policy 
and guidance. GDPR is designed 
to empower and protect citizens, 
while open banking and PSD2 are 
expected to improve competition. 

Within this new regulatory 
framework, more datasets 
are becoming available which 
can be helpful across many 
processes, particularly assessing 
creditworthiness. In addition, 
however its potential extends to be 
able to understand consumption 
and behavioural trends which can 
enrich your ability to tailor and 
personalise products and services. 
Bringing much more value into  
your customer relationships – 
integral in today’s competitive  
and evolving market. 

Analytics can make your business ‘a disruptor’ by helping 
it become ever-more customer centric. In turn, it can also 
help you comply with regulation. 

Regulation will continue to evolve. However, from the FCA to the PRA and beyond,  
the aim is always to deliver the best possible outcomes for the customer. With the  
right flexibility and ability to identify patterns and trends, you can be armed with  
the information you need to meet regulators’ expectations as well as your own 
business objectives. 

6%

5%

5%

Speed and ability to respond to existing 
customer needs 

Not at all effective

How would you rate your organisation’s effectiveness across  
each of the following stages of the customer’s journeys with you?

16%

13%

17%

46%

49%

47%

30%

29%

29%

Ease for a customer to complete a new 
contract to use our products/services

Time taken to resolve a customer issue via 
customer service

6%

5%

5%

Seamless and fast onboarding of  
new customers 17%

18%

20%

47%

48%

47%

28%

27%

25%

Ability to target and convert new customers

The process for early collection of amounts 
owned by your customers

5%

6%

20%

21%

48%

47%

24%

24%

Ability to identify and monitor new events/
changing status of customers

Effectiveness in identifying customer at risk 
and the ability to take a collaborative approach 
of preserving the overall relationship

IneffectiveNeutralEffectiveVery effective

2%

3%

3%

2%

3%

3%

3%

3%
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SEIZING OPPORTUNITY  

Considering the range of challenges we’ve explored, it’s not 
surprising that many businesses are yet to take full advantage 
of analytics.

One of the biggest considerations 
is identifying the biggest area of 
opportunity. Often, the focus is on 
optimising customer lifetime value 
and reducing the cost to acquire, 
serve and collect. Businesses need 
more efficiency and want more 
accuracy, resulting in lower over-
heads, increased profit and  
reduced risk.

For those lacking data science 
skills, or the ability to create 
the foundations of change and 
integration, time is often spent 
debating, rather than doing. This is 
where partnering with a company 
that’s already invested in analytics 
platforms will help.

“Experian’s approach is to build solutions around 
consumer needs. We aim to find the most inventive 
technology, expand its reach and provide everyone with 
access to credit in the most convenient and in the safest 
way possible. With all the change in business today, we’re 
working to help businesses not only make informed 
business decisions, but also to do so with the knowledge 
they’re contributing to a sustainable future growth 
strategy too.” 

Ascertain opportunities in 
the test environment, and 

retrain algorithms in the live 
environment in hours  

Better manage 
customer relationships 

and identify ways to 
increase lifetime value

Increase your speed to 
market by 30% 

Improve underwriting 
effectivity by 66%

Better understand 
customer risk at a 

portfolio level

Forecast household finances 
and affordability across the 

socio-demographic segments 
of the UK population

30% 66%
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SOLVING BARRIERS  
TO ADOPTION   

How do you integrate new data sets into the data ecosystem? 
How do you use it appropriately to make better lending 
decisions and give consumers the experience they expect? 
How do you meet your aspirations now, preventing  
another delay?

Solving this issue is one of the 
reasons we launched our big-
data analytics platform, Ascend. It 
effectively allows access to whole 
of market data through a sandbox, 
as well as letting you add your own 
datasets too. From there, you can 
conduct and visualise a series of 
complex analytics.  

Effectively, it’s a fully functioning 
workbench. It contains a 
depersonalised set of our entire 
bureau, plus automotive and 
national property valuation data, 
economic forecasts, Mosaic and 
financial services segmentations. 
It makes advanced analytics 
accessible, providing all the modern 
tools you need to analyse datasets 
and optimise scorecards.

Ascend is a platform as a service. 
You can upload your datasets, 
work in a secure test environment 
and use a number of pre-set 
models – the perfect head start 
for businesses who have less 
developed analytics teams, but a 
rich abundance of data scientists. 

The added benefit is all of this 
can be done in parallel to the live 
environment, letting you take any 
agreed actions and opportunities 
and make them live quickly. It lets 
you improve speed to market and 
respond better to competitive threat.

Ascend is an agile platform that’s intentionally designed 
to withstand future change and opportunity. It allows 
you to determine the best actions for your business 
across tasks and functions – whether that means 
assessing risk policy changes or identifying new market 
opportunity, seeing how you compare to the competition, 
or understanding the performance of your book.
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STRATEGY

Multi-userTraditional and 
non-traditional data

Portfolio and process

Optimisation

Operationalisation

TeTT sting and evaluation

Model development

Big data 
storage

Data science 
work bench

Visualisation 
and reporting

Ascend o ers unlimited use cases and benefits to your business



ABOUT THE RESEARCH AND INSIGHT 
CONTAINED WITHIN THIS REPORT   
Research insights 

Research contained within this paper, unless sourced 
otherwise, is an extraction from Experian research 
commissioned through 2018 and 2019. This includes 
research with third-parties including Forrester 
Consulting, as well as consumer research conducted  
on Experian’s behalf through C Space. Additional 
data insights are derived from data sources such as  
National Hunter. 

• Read from our research commission to  
Forrester Consulting here

• To read insight from our Global Data  
Management trends, click here 

• For a full view of the UK Fraud trends,  
please read our annual fraud report –  
also see our Global Fraud and Identity report here. 

For more information on any specific quotation,  
please contact us. 

About Experian

Experian unlocks the power of data to create 
opportunities for consumers, businesses and society.

At life’s big moments – from buying a home or car, 
to sending a child to college, to growing a business 
exponentially by connecting it with new customers –  
we empower consumers and our clients to manage  
their data with confidence so they can maximise  
every opportunity.

We gather, analyse and process data in ways others can’t. 
We help individuals take financial control and access 
financial services, businesses make smarter decision and 
thrive, lenders lend more responsibly, and organisations 
prevent identity fraud and crime.

For more than 125 years, we’ve helped consumers and 
clients prosper, and economies and communities  
flourish – and we’re not done. Our 17,200 people in 44 
countries believe the possibilities for you, and our world, 
are growing. We’re investing in new technologies,  
talented people and innovation so we can help create  
a better tomorrow.
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visit our website: www.experian.co.uk/business 

C-00281

https://www.experian.com.pl/analytics/forrester-report
https://www.experian.co.uk/blogs/latest-thinking/data-and-innovation/global-data-management-benchmark-report/
https://www.experian.co.uk/blogs/latest-thinking/identity-and-fraud/uk-i-fraud-report-2018/
https://www.experian.co.uk/blogs/latest-thinking/identity-and-fraud/experian-global-fraud-report-2019/
https://www.experian.co.uk/business/contact-us/

	Button 3: 
	Left: 
	Page 2: 
	Page 3: 
	Page 4: 
	Page 5: 
	Page 6: 
	Page 7: 
	Page 8: 
	Page 9: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 15: 

	Right: 
	Page 2: 
	Page 3: 
	Page 4: 
	Page 5: 
	Page 6: 
	Page 7: 
	Page 8: 
	Page 9: 
	Page 10: 
	Page 11: 
	Page 12: 
	Page 13: 
	Page 14: 
	Page 15: 

	Left 2: 


